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INTRODUCTION

This unit is designed to introduce you to the principles of marketing. It will enable you to develop a basic
understanding on how to create or be involved in creating a marketing plan and to employ elements of the
marketing mix to achieve results.

Marketing put simply is about putting the right product in the right place, at the right price, at the right

Page 2 of 70



Information Pack-Introduction to Marketing
© 2021 UniCourse Ltd. All Rights Reserved

GUIDANCE

This document is prepared to break the unit material down into bite size chunks. You will see sub-headings
that will coincide with the learning outcomes, in related units. Therein you will encounter the following

structures;

Purpose

Theory

Challenge

Video

Explains why you need to study the current section of material. Quite often learners
are put off by material which does not initially seem to be relevant to a topic or
profession. Once you understand the importance of new learping or theory you will
embrace the concepts more readily.

Conveys new material to you in a straightforward fashj
in this section you are strongly advised to follow thé ks, which may be
useful documents or applications on the web.

sure you follow them all through. If you a
treat an example as a question, in whj

time to tackle each of ns, in the order in which they are presented.
The order is important, dge and confidence is built upon previous
arner it is important that the answers to
guestions ar: i i you. Contact your Unit Tutor if you need help.

and perform an exercise. An alternative challenge
ivity or other form of research.
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Marketing Plan

It is in the marketing plan that the operational detail, turning strategies into implementable actions, is
developed. The marketing plan is a detailed written statement specifying target markets, marketing
programmes, responsibilities, time scales and resources to be used, within defined budgets. Most marketing
plans are annual, but the number and focus will vary with the type of organisation. The plan may be
geographically based, product based, business unit based, or oriented towards specific segments. An overall
corporate marketing plan in a large organisation might, therefore, bring together and integrate several
plans specific to individual SBU’s. Planning at SBU level and then consolidating all the plans ensures that the

corporate picture has enough detail and allows overall implementation and contr, be managed.

Marketing Programmes

rammes provide
chieving the overall

marketing plan and are the means of implementing the chosen
clear guidelines, schedules and budgets for the range g

Organisational objectives and r

what resourcesithastoi . organisations might have very ambitious growth plans, while
others might be content - or even no growth at all, that is consolidation. Clearly,

each of these alternatives i keting approaches to marketing.
Resources ar but they also include skills and expertise, in other words, any area of the
organisati e and give a competitive edge. The exploitation, through marketing, of

difficult for companies to

Types of Plan

It is important to distinguish between plans, the outcomes of the planning process, and planning, the proves
from which plans are derived. While the process of planning is fairly standard and can be transferred across
functions and organisations, there are often wide variations in the actual use of plans to guide strategy and
operations. This is partially because there are several different types of plan that can emerge from planning
process. Plans may be differentiated in terms of a number of features. These are as follows;
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Organisational level

Managers are involved with planning at all levels of an organisation. The concerns of managers, however,
change at higher levels of the organisation, and the complexities affecting planning also change. The more
senior the manager, the more long-term and strategic becomes the focus. At the highest level, the concern
is for the whole organisation and how to allocate resources across its various functions our nits. At lower
levels, the focus is on implementation within a shorter-term horizon, and om operating within clearly
specified parameters.

Timescale
Plans may be short, medium or long term in focus. Short term normally
appropriate to the operations of the organisation. Normally, this is one yea
fashion this may be per season. Medium term plans are more likely to cover a on eriod. The
focus is not so much the day to day operations and detailed tactj al. This could
include the opening up of a new market, a new product innovatio improve market
position. Long term plans can be anything from three yea ale often dictated by
capital investment periods. Long term plans are nea and is concerned with
resource allocation and return.

Regularity

Most long-term plans have annual reviews to > Shorter term plans are often part of a
hierarchy linking strategy with op ever, are not produced regularly as part of ab
annual cycle, but are campaign, pro i pecific. A campaign plan, for example for a specific
advertising campaign, might have a limi chieve defined objectives. Project plans are specific
to particular activities, pe unch, a change of distribution channels, or a new packaging
innovation. These activitie nd are not necessarily repeated.

Focus

Plans will va s the organisation. Corporate plans refer to long term plans specifying the
type of bu i the strategies for achieving it across all areas of the business. The focus
is on tech , resources that define the framework within the individual parts of the

organisation
developed within
to day or annual a

detailed strategies and plans. Functional or operational plans, therefore, are
of the organisational corporate plan but focus on the implementation of day
within various parts of the organisation.

Organisational Focus

Plans will vary according to the nature of the organisation itself. If the organisational focus is products’ the,
then plans will also take that focus. While of markets or functional areas are emphasised plans ill reflect that
structure. There are several benefits to be gained from taking an organised approach to planning marketing
activity.
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Control of marketing activity

e ensures that targets are achieved

e provides early warning of things
going wrong

® allows corrective measures to be

taken soon

Planning

Coordination of
marketing activity h
e specifies exactly what is
expected ‘
e integrates different areas
-« communicates objectives
and plans to staff
ces internal rivalry

highlights stré
weaknesses

The marketing planning process
The purpose of marketing planning

“to find a systematic way of identifyi

ns, to choose one or more of them, then to schedule
and cost out what has to be done to ach

es” (McDonald, 1989 p.13)

Marketing
| arketing swot
i k audit analysis

Marketing Marketing
strategies objectives

- ™
Budgets Control and

evaluation
e _
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