

Unit 055 – Developing and implementing marketing plans

Overview

This unit is about effectively developing, implementing and reviewing marketing plans.  It will help you to explore the role of a marketing manager and carry out the activities needed to develop, implement and review an effective marketing plan.
Aims

1. Create effective marketing plans to achieve agreed objectives and strategy.

2. Identify the resources needed to implement marketing plans and the controls to be employed.

Unit content

Understanding:

· the cultural environment within which the marketing activity will operate

· various applications of marketing, including:

a) consumer marketing

b) industrial/business-to-business marketing

c) marketing of services

d) ‘not-for-profit’/charity marketing

e) public sector marketing

· the impact of environmental and green issues on marketing

· the ethics surrounding the use and application of marketing

· the effect of information and communications technology (ICT) on marketing

· the need for marketing to internal customers

· international marketing considerations

How to:

· source information on these issues and validate it

· analyse and evaluate information to make marketing decisions

· incorporate relevant information into marketing plans

· market to internal customers

Understanding:

· the stages of marketing plan development - from feasibility to completion

· the concepts of market forecasting/market sensing

· the nature and role of a management information system (MIS) and a marketing information system (MKIS)

· use of ICT in supporting marketing activities and decision making

· how the marketing plan can be affected by external factors and events

How to:

· analyse the external (market) environment of an organisation

· analyse the internal environment of an organisation

· conduct a marketing audit

· identify and prioritise risks and constraints

Understanding:

· how marketing plan elements inter-link with and support internal strategic and operational objectives

· the concepts, applications, benefits and limitations of strategic option analysis tools

How to:

· develop marketing objectives

· establish and review the feasibility of the options

Understanding:

· the nature and objectives of the marketing plan and the factors which impact on it

· the importance of agreeing and recording the marketing plan with relevant people

· the limits of authority of personnel in relation to the plan

· marketing planning tools and models

· the roles, competencies, responsibilities and accountabilities of the marketing team and its internal and external associates

· organisational, supplier, client/customer and legal requirements relevant to managing the marketing plan

· the integration of marketing activities with each other, with other functions and with external contacts

· the need for effective marketing activity and resource control

· contingency planning principles

How to:

· plan the effective implementation of the marketing plan

· manage the integration of marketing activities with each other, with other functions and with external contacts

· negotiate with relevant people

· prepare an effective marketing plan

· allocate project roles and tasks appropriately:

a) what needs to be done in manageable, achievable and measurable terms

b) the sequence and schedule of activities needed

c) the marketing resource requirements

· allocate marketing team roles and tasks to the plan appropriately

· establish and review the feasibility of the marketing plan

· identify and implement relevant control method(s)

· control all relevant marketing resources

· identify the contingencies needed to deal with the identified risks
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Skills you will need to develop to put your learning into practice
· Communicating

· Thinking strategically

· Thinking with a focus on customers

· Evaluating

· Monitoring

· Motivating

· Leadership

· Empowering

· Building consensus

· Reviewing

· Information management
· Analysing
· Assessing

· Forecasting

· Innovating

· Networking

· Presenting information

· Decision-making

· Setting objectives

· Planning

· Problem-solving

· Consulting

· Involving others

· Prioritising

· Contingency planning

· Thinking creatively

· Balancing competing needs and interests

· Risk management

· Scenario building

· Leading by example

Behaviours you will need to develop to put your learning into practice

· You constantly seek to improve performance

· You find practical ways to overcome barriers

· You show a clear understanding of different customers and their needs

· You give people opportunities to provide feedback and you respond appropriately

· You develop systems to gather and manage information and knowledge effectively, efficiently and ethically
· You articulate a vision that generates excitement, enthusiasm and commitment
· You advocate customer’s interests within your organisation

· You analyse and structure information to develop knowledge that can be shared

· You anticipate likely future scenarios based on a realistic analysis of trends and developments

· You identify the implications or consequences of a situation

· You articulate the assumptions made and risks involved in understanding a situation

· You seek out and act on new business opportunities

· You prioritise objectives and plan work to make best use of time and resources

· You develop systems to gather and manage information and knowledge effectively, efficiently and ethically

· You identify clearly the value and benefits to people of a proposed course of action

· You demonstrate a clear understanding of different customers and their needs

· You identify systemic issues and trends and recognise their effect on current and future work

· You take decisions in uncertain situations or based on incomplete information when necessary

· You work towards a clearly defined vision of the future

· You use communication styles that are appropriate to different people and situations

· You balance risks against the benefits that may arise from taking risks

· You constantly challenge the status quo and seek better alternatives

· You use communication styles that are appropriate to different people and situations

· You recognise the opportunities presented by the diversity of people

· You use a range of leadership styles appropriate to different people and situations

· You show a clear understanding of different customers and their needs

· You treat individuals with respect and act to uphold their rights

· You show integrity, fairness and consistency in decision making

· You comply with, and ensure others comply with, legal requirements, industry regulations, organisational policies and professional codes
· You show sensitivity to stakeholders’ needs and interests and manage them effectively

· You identify people’s information needs

· You are vigilant for potential risks and hazards

· You take personal responsibility for making things happen

· You balance agendas and build consensus

· You create a sense of common purpose

· You articulate a vision that generates excitement, enthusiasm and commitment

· You present information clearly, concisely, accurately and in ways that promote understanding

· You act within the limits of your authority

· You model behaviour that shows respect, helpfulness and co-operation
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Learning outcomes





Following completion of this unit, you will know how to:





Source, analyse and evaluate information on the macro, micro and internal environments of your organisation or strategic business unit.


Conduct a marketing audit of your organisation or strategic business unit.


Develop marketing objectives from the results of a market analysis, then establish and review the feasibility of options to meet those objectives.


Prepare a marketing plan for your organisation or strategic business unit and explain how you would manage its implementation and control.




















