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1.0 CIM Level 6 Qualification

This document provides the rationale for the Chartered Institute of Marketing to
provide a new level 6 qualification. It aims to outline the following:

e Typical profile of a level 6 learner and the potential target market for a CIM
Level 6 qualification

Guidance for student entry criteria

QCA descriptors of a level 6 qualification

Aspirations of learners taking a level 6 marketing qualification

Job roles relevant to learners taking this level 6 marketing
qualification Expected skills development

e Justification of the qualification’s structure

1.1 Typical profile of level 6 learner and potential target market

The consultation process showed that the typical profiles of people taking our Level 6
qualification and hence the target market for this qualification are the following:

e Average age mid to late 20’s Operational marketers
Departmental managers Functional managers
Product/brand managers Account managers
Agency managers

Marketing executives

Business development managers

1.2 Guidance for student entry criteria

Following feedback from the consultation process and analysis of students who pass
CIM qualifications first time have suggested that we should revise our entry criteria for
students coming onto our Professional Diploma in Marketing. This means that only
graduates with at least a third of their credits in marketing should now start their CIM
studies with the Professional Diploma in Marketing. Those with fewer should start with
the Professional Certificate rather than the Diploma unless they can demonstrate that
they have sufficient marketing knowledge by passing the Level 6 Entry Test. This being
the case, the entry criteria have been revised to be:



Any business or marketing Bachelors or Masters Degree (or equivalent) where
a minimum of one third of the credits come from marketing (i.e. 120 credits in
Bachelors degrees or 60 credits with Masters Degrees) AND / OR

Experience in a marketing management role that has provided potential
students with knowledge and competence equivalent to the learning outcomes
of the CIM Professional Certificate in Marketing and is sufficient to pass the
Entry Test to Level 6

1.3 QCA descriptors of alevel 6 qualification

This qualification has been designed to meet the QCA descriptors for a level 6
qualification, which are for students to be able to:

Critically review, consolidate and extend a systematic and coherent body of
knowledge

Utilise highly specialist technical or scholastic skills across an area of study and
utilise research skills

Critically evaluate new information, concepts and evidence from a range of
sources

Begin to lead multiple, complex and heterogeneous groups and exercise
judgement in a number of complex planning, design, technical and/or
management functions related to products, services, operations or processes
including resources

Ultimately, students are expected to transfer and apply diagnostic and creative
skills in a range of situations

1.4 Aspirations of learners taking a level 6 marketing qualification

Consultation with students suggested that most of them take the CIM Professional
Diploma in Marketing with the view to the following:

Career progression

Differentiating themselves from others
Improving marketing knowledge and skills
Aiding the process of getting a ‘marketing job’

1.5 Job roles relevant to learners taking this level 6 marketing qualification

The tasks that employers expected people with a level 6 marketing qualification to be
able to perform at work included:

People management

Budget management/bidding for budget Team leadership and management
Assessing risk

Project management

Resource co-ordination

Delivering the value proposition and marketing success
Managing marketing intelligence

Problem solving

Implementing the strategic business/marketing plan
Measurement and control

Channel management

Leading on NPD and innovation

Communications — internal/external

Agency management/account handling



1.6 Expected skills development (upon completion)

Again, employers expected students who had completed a level 6 marketing
qualification to be able to demonstrate the following skills:

e Planning

e Decision making Prioritising

e Information management

e Monitoring Evaluation

e Communicating

e Thinking creatively

e Balancing needs and interests of all stakeholders

1.7 Justification of qualification structure

The aim of this qualification is to provide the knowledge, skills and ‘ability to do’ in
relation to marketing planning and to assist with the development of the ‘marketing
professional’ in the ways discussed above. The qualification is a hybrid of marketing
with a considerable emphasis on management as marketers move from specialist
aspects of marketing into either a functional or departmental role. The focus shifts from
theoretical concepts of marketing to providing insights into the key aspects of managing
the marketing function as well as recognising various departmental opportunities such
as channel management, communications, customers, NPD/innovation, etc.

ASSESSMENT METHODOLOGY FOR LEVEL 6
The following criteria have been considered in developing the assessment methodology

for the new Professional Diploma in Marketing.

e There will be four assessment sessions a year

e Summative assessments will be developed for each unit and the
assessments will change for each diet

e There will be ONE form of assessment for each unit

e Avariety assessment approaches will be adopted across the programme based
on what is the most appropriate form of assessment to test the learning
outcomes of each unit. This will include at least one examination and one work-
based project

e The assessment principles of reliability, validity, relevance and transferability
will inform the assessment design

e Assessments will provide students with the opportunity to demonstrate their
competency in a work related context

e Assignment based assessments will be contextualised to ensure an
individualised response and to reduce the risk of plagiarism and collusion

e All tasks within the examinations and assignments will be compulsory
Assessment criteria and mark schemes will reflect grade descriptors for

e Professional Diploma level and magic formula (concept 30%, application
30%, evaluation 30% and format/presentation 10%)

e Grading Criteria: A 70% and over, B 60 — 69%, C 50 — 59%, D 45 — 49%, E
40 — 44%, F 30 — 39%, U less than 30%

e All assessments will be marked by CIM

Unit 1: The Marketing Planning Process : Work based assignment involving the
preparation of a marketing plan

Unit 2: Delivering Customer Value Through Marketing : Three hour unseen
examination based on a pre-seen case material

Unit 3: Managing Marketing : Work-based assignment

Unit 4: Project Management in Marketing : Work-based project requiring an in-depth
study of a specific and focused area of business activity



Unit 1 — The Marketing Planning Process

This unit is designed to provide a detailed understanding of marketing planning,
including the synergistic planning process and its links with the delivery of marketing
strategy. It also considers a thorough assessment of the dynamic and complex nature of
the marketing environment and its impact on developing marketing plans to achieve
strategic outcomes and competitive advantage in the market place.

The unit includes significant consideration of segmentation, targeting and positioning,
with a view to developing sophisticated approaches to targeting customers and the
development of effective positioning strategies, all based upon a sound assessment of
market segment opportunities and value.

By the end of this unit, students should be able to apply the concept of the marketing
planning process to a variety of organisational contexts and sectors, and to account for
their varying goals when developing marketing plans. They should be able to
demonstrate their ability to relate the challenges posed by a dynamic marketing
environment to the marketing planning needs of different organisations and to devise
appropriate, innovative positioning strategies in response to environmental changes.

Overarching learning outcomes:

By the end of this unit students should be able to:

[1 Evaluate the role of the marketing planning process and the marketing
plan implementation in a range of marketing contexts including that of the
organisation’s strategy, culture and broader marketing environment

0 Evaluate the interconnectivity between corporate, business and marketing
objectives and consider the impact of the external marketing environment
and the organisation’s resources on their development and achievement

[0 Conduct a marketing audit including a detailed analysis of the internal and
external marketing environments

[ Assess the findings of the audit and develop a marketing plan that is
responsive to market and organisational changes and underpins the
organisation’s marketing strategy, Determine the importance of
segmentation, targeting and positioning and their relative
interdependencies and develop effective segmentation, targeting and
positioning strategies which are innovative, cost effective, valuable and
maximise the potential marketing opportunities successfully

[0 Utilise a range of positioning platforms including price, quality, service and
brand perception, to establish an organisation’s marketing positioning
strategy

[0 Recognise the significance of retaining existing customers through
relationship marketing when developing strategies to achieve marketing
objectives

Section 1 — Marketing planning to deliver marketing strategies (weighting 25%)

1.1 Critically evaluate the different roles of marketing and its cross-functional
interaction within organisations
[0 marketing as an organisational function and orientation

marketing as a coordinating force in the organisation

marketing’s interface with other organisational functions

exchange, transactions and relationships

markets, customers, competition and value creation

marketers as planners, strategists and tacticians

marketing in theory and in practice

Ooooogodg



1.2

1.3

1.4

15

1.6

Critically evaluate the synergistic planning process including the different
components of the marketing plan and its links with delivering the
organisation’s corporate, business and marketing strategies

[0 the purpose of marketing planning

[ achieving a sustainable competitive advantage

[ the stages of the marketing planning process: analysis, planning,
implementation and control

sequential, cyclical, and iterative approaches to planning

the outcomes of planning and plans

contents of a marketing plan

documentation and reality
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Critically evaluate the role of the marketing plan in relation to the
organisation’s philosophy and an organisation’s strategic intent

[0 the marketing plan as means of conveying organisational purpose and
future vision

the marketing plan as vehicle for setting direction and focus

the marketing plan as an operational framework

the marketing plan as a method of resource and budget allocation

the marketing plan as a tool for performance measurement

Oo0Oo0oo

Evaluate the relationship between corporate, business and marketing

objectives at an operational level and describe how they impact upon the

activities associated with the marketing plan

00 identifying a hierarchy of objectives

[ objectives at varying levels and time scales

0 different types of objectives: organisational, innovation, financial, market,
relationship-focussed, societal, non-profit

[0 consistency of plans with objectives

[1 resource issues and constraints

Assess the external and internal influences on the formulation of objectives

and specify the key environmental drivers of organisational change

[ recognition of environmentally driven marketing planning and the
resource-based view of the firm

[0 identify internal influences on objectives including objective setting process,
corporate mission and strategy, culture, resources, capabilities

O identify external influences on objectives including economic conditions,
markets, competition, industry life cycle, technological development

[0 identify drivers of organisational change including innovation, evolving
consumer behaviour, globalisation, ethical consumption and corporate social
responsibility, sustainability relationship management, stakeholder relations,
globalisation

Critically evaluate the wider impact of external and internal environmental

forces on the setting of objectives at different levels and the process of

planning marketing

[0 macro-environment: political, cultural, social, economic, technological,
legal, ecological, ethical

[0 micro-environment: market, customers, competitors, industry structure
and dynamics, suppliers, intermediaries

[J internal environment: capabilities in functional areas, assets and core
competencies, product and service portfolio, innovation, business
relationships and strategic partnerships, current market position and past
performance, dynamic capabilities, competitive advantage



Section 2 — The marketing audit and strategic outcomes (weighting 30%)

2.1

2.2

2.3

2.4

2.5

2.6

Critically evaluate the practicalities of undertaking a marketing audit including
resource limitations and implications within the organisational context

[ conducting a marketing audit in practice

[1 scope, timing and frequency

[ responsibility and objectivity

[0 constraints and issues

Assess the concept of the organisation as an open system faced with
changing environmental conditions and internal capabilities

complex and dynamic external environment

variability in organisational resource, asset and competence base
controllable and uncontrollable influences

responding to external and internal change

shaping strategy and plans proactively
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Appraise the process of auditing the marketing environment and make

recommendations for the utilisation of various approaches in a range of

different organisational contexts and sectors

[0 past, current, and future oriented perspectives

[0 organising information for planning

[0 marketing audit structures e.g. environment, strategy, organisation,
systems, productivity and functions audits

[0 external and internal sources of information

[0 organisational and sectoral constraints

[1 using models and frameworks to facilitate understanding

Evaluate the external marketing environment through detailed analysis using a
variety of marketing audit tools and techniques

the evolving nature and extent of external environmental change

marketing intelligence and environmental scanning

macro and micro environmental analysis frameworks

gauging the impacts of external forces on marketing planning

identifying key external issues and assumptions

external audit tools e.g. PESTEL, Porter’s Five Forces, and strategic

group mapping

I o

Assess the internal marketing environment of an organisation through an

audit process using a range of evaluation processes and approaches

[ the evolving nature and extent of internal organisational change

[0 developing resource-based planning and strategy

[0 internal environmental analysis frameworks

[ establishing the effects of organisational resources and capabilities on

marketing planning

identifying key internal issues and assumptions

O internal audit tools e.g. product life cycle, portfolio models, and the value
chain

OJ

Utilise the planning gap as a means to identifying and assessing key marketing

planning requirements to fulfil the organisations marketing strategy

[1 establishing objectives and the planning gap

[ generating alternative strategic options

0 filling the planning gap with new and existing strategies

[0 evaluation of marketing opportunities and the achievement of competitive
advantage



2.7

Assess the issues and constraints arising from the marketing audit and
consider the consequences for the organisation in order to the develop its
marketing plan

0 prioritising issues and executing SWOT analysis

[0 specifying marketing objectives, strategies and plans

[1 consideration of timescales for implementation

Section 3 — Creating marketing strategies through segmentation, targeting
and positioning (weighting 25%)

3.1

3.2

3.3

3.4

3.6

3.7

Critically evaluate the role of marketing strategies and demonstrate how they

can be used to develop competitive advantage, market share and growth

0 marketing strategies for meeting marketing objectives through satisfying
customer requirements

[0 marketing strategies as product ‘offers’ providing benefits to customer
segments

00 identifying customers and offers for future development

Assess the importance of market segmentation as a basis of selecting markets

to achieve the organisation’s business and marketing objectives via customer

satisfaction

[0 defining local, national, international and global markets and their
parameters

O principle of market segmentation, targeting, and positioning

[0 benefits and costs of market segmentation

[0 conditions for successful segmentation

Critically evaluate the different segmentation approaches available to
organisations in different organisational contexts and sectors and make
recommendations for their use

segmentation variables for consumer markets

segmentation variables for business markets

profiling segments and defining customer types

critical evaluation of segmentation techniques

contemporary methods of segmentation such as relationship-based
approaches and online behaviours
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Assess the value of ‘targeting’ markets as an approach to achieving customer
satisfaction, competitive advantage and retention

[0 focused effort and resource efficiency

0 potential for achieving short, medium, and long term objectives

[ potential for achieving competitive advantage

[0 scope for competitive advantage through distinctive positioning

Critically evaluate a range of targeting coverage strategies for different
organisational contexts and sectors

O undifferentiated marketing

00 differentiated marketing

[1 concentrated marketing

[ customised marketing

Assess the attractiveness and value of selected market segments

[0 external and internal criteria for evaluation: size, growth, profitability,
relationship potential, competition, capabilities

[0 segment evaluation process: factor weighting and ranking of alternatives

[ fit between potential and internal considerations



3.8 Examine the concept of marketing positioning strategy and how it can be
used to convey the organisation’s value proposition

differential advantage, customer value, and organisational benefits

consideration of alternative positioning strategies

relationship positioning strategies

competitive positioning strategies

selection of target markets and point of differentiation

positioning and perceptual maps

I

3.9 Critically evaluate positioning options and their implementation within the
context of the organisation and its markets
[ criteria for effective positioning and competitive advantage
[0 positioning and the marketing mix
[ positioning and repositioning in practice

Section 4 — Adapting marketing planning in different contexts (weighting 20%)

4.1 Assess the significance of the key dimensions of implementing marketing
planning in practice
[ organisational structures, systems, and processes
[0 forecasting and budgeting
[0 time-scales and responsibilities

4.2 Critically evaluate the barriers and constraints to implementing marketing
planning, and consider how they may be addressed by organisations
[1 managerial, organisational, and cultural shortcomings

planning inadequacies

poor and inadequate organisational resource

lack of innovation

failure to integrate into corporate planning systems

monitoring performance metrics and control mechanisms

contingency planning

internal marketing
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4.3 Propose and justify approaches to implementing the process of marketing
planning in different contextual settings
[0 marketing planning for different stakeholder groups

planning in consumer and business-to-business markets

services marketing planning

issues of marketing planning in large and small organisations

internal marketing segmentation

marketing planning in non-profit organisations

the international and global dimension of marketing planning

marketing planning in highly competitive markets

facilitating relationship-based marketing planning and customer retention

planning marketing in the virtual marketplace

I e



Unit 2 — Delivering Customer Value through Marketing

The unit's primary focus is the development and execution of marketing activities that
have been designed to achieve customer satisfaction and meet organisational
objectives, through effective marketing mix strategies which deliver stakeholder value.

The unit includes the development of the product portfolio, managing marketing
channels, managing the communications mix and managing the service expectations of
customers.

The unit examines the use of the marketing mix to achieve an organisation’s corporate
and marketing objectives, and to deliver marketing activities which reflect the desired
positioning of the organisation’s products and services in addition to its brand values.

By the end of the unit, students should be able to apply the marketing mix and
determine strategies that deliver highly effective and competitive marketing activities
that meet customer needs and organisational objectives, in different organisational
contexts and sectors. Students should be aware that the unit addresses marketing in
the context of both domestic and international activities.

Overarching learning outcomes:

By the end of this unit students should be able to:

[0 Develop and manage a brand and product portfolio in the context of the
organisation’s marketing strategies and objectives

[0 Develop and implement an effective and efficient channel management
strategy which reflects the needs of stakeholders and considers the
impact of the external environment

0 Develop an effective and innovative communications strategy and plan
which clearly delivers the organisation’s proposition to the market,
through effective segmentation and targeting of internal and external
markets

[0 Utilise an innovative and effective integrated marketing mix to reinforce
the organisation’s brand values and overall marketing proposition and
competitive advantage

[1 Determine customer requirements for product and service delivery to
ensure the marketing proposition is customer-focused , efficient and
effective

Section 1 — Product proposition and brand management (weighting 25%)

1.1 Critically evaluate the process for managing and developing an organisation’s
product portfolio to deliver best value products for customers in different market
segments and achieve organisational and marketing objectives
00 definitions of ‘product’ in the context of different sectors
0 product management’s contribution to delivering customer value.

Competitive advantage and achieving organisational/marketing objectives

the rationale for managing and planning product portfolios for different

market segments

managing product profitability

product life cycle

BCG Matrix

General Electric Model.

]
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13

14

15

1.6

1.7

Critically evaluate the role of branding in the context of the product portfolio,
recommending different branding strategies which are appropriate to a range of
organisational contexts and sectors

Role and importance of brand

developing and building brand value

rebranding

international and global brands

brand strategies.
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Critically evaluate the role and process of innovation and new product
development including consideration of innovative, replacement, re-launched
and imitative products and explain the strategic benefit in achieving best value
[0 developing a culture of innovation across the organisation

[ the role of innovation in product management and new product
development

rejuvenating existing products

generating new and enhanced product ideas

developing new products

standardisation versus adaption

adoption.

Iy A A R

Assess the links between product development, product positioning and
pricing in terms of fit and alignment with an organisation’s corporate and
marketing strategies and customer requirements

[0 positioning new products

[0 positioning strategies

[ repositioning existing products

[1 positioning of products against competitors.

Critically evaluate the importance of linking the product portfolio to price
perception to ensure perceived value for money as part of the overall
customer proposition

[0 the role of pricing in product management

pricing in the context of value for money

price sensitivity

the role of pricing in influencing customers

the impact of changes in pricing on customer perception.

I R

Assess pricing frameworks that could be utilised by organisations to aid
decision making about product lifecycles, product development and
innovation

[0 understanding price versus cost

determining pricing levels

pricing in relation to customer satisfaction

pricing in relation to competition

pricing in relation to value

pricing for international markets

the role of pricing in building market share

pricing approaches and strategies.
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Section 2 — Channel management (weighting 25%)

2.1

Determine and prioritise the key principles and purposes of innovative and
effective distribution strategies in order to deliver the organisation’s business
and marketing objectives in a range of different contexts and different sectors to
maximise customer requirements

0 different types of distribution channels

[0 establishing channel strategies



2.2

2.3

2.4

2.5

[ establishing channel needs (appropriate to different customers,
organisations, sectors and countries)

[ developing distribution objectives

[0 approaches to international distribution; agent; strategic alliance; joint
venture; in-country operation, virtual/digital channels

[0 different marketing tools required to give a co-ordinated marketing
approach

Critically analyse the implications, challenges and constraints arising from
internal and external environment in the context of the development of
developing channel strategies

O internal factors which influence channel strategy

international and global factors influencing channel strategies
ethical considerations

intermediaries engagement with competitors

environmental considerations

economic/financial considerations

understanding and determining customer channel requirements
analysing competitor channel strategies.

Oooooooo

Assess the nature and scope of intermediaries and determine criteria for
selecting intermediary partners and the likely Return on Investment (ROI)
they can achieve

[ different types of intermediaries in distribution and the strengths and
weaknesses of each

level of innovation and development demonstrated

the roles and responsibilities of intermediaries in distribution

criteria for selecting intermediaries

how intermediaries can influence profitability

impact of new and emerging channels

Oooooo

Determine the level and scope of controls required for effectively monitoring

and managing distribution channels

[ setting objectives

[0 monitoring performance of distribution channels

0 benchmarking of other sectors/organisations/countries

[0 managing third party relationships in channel management, locally and
internationally.

Assess the requirements for managing the various stakeholders’ needs within
the distribution channel, in particular, reviews, reporting, communications and
conflict management

[1 identification of the key stakeholders in channel management

determining stakeholders’ needs in channel management

the role of information in channel management

the importance of communications in channel management, locally,
internationally and globally

potential sources of conflict in local and international markets

reducing time to market

competitor conflicts

identifying, managing and resolving conflict.

OoOod
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2.6

Determine the contractual requirements and service level agreements for
engaging intermediary partners within the distribution channel

types of contracts and typical terms

implications of contracting with overseas

role of service level agreements

determining service levels based upon efficiency expectations
establishing and monitoring key performance indicators

on-going management and review of service level agreements.

Ooooooo

Section 3 — Managing marketing communications (weighting 30%)

3.1

3.2

3.3

3.4

Determine marketing communications strategy and objectives to align with
and deliver the organisations marketing strategy and plans

the role of marketing communications

legal aspects of marketing communications

global/international aspects of marketing communications

aligning communications strategy to corporate and marketing strategy
utilising communications strategies to achieve competitive advantage
strategic aims of marketing communications

the role of communications in achieving competitive advantage

the contribution of marketing communications in relationship marketing for all
stakeholders

Oooooogog

Prioritise the internal and external marketing segments to be targeted for

marketing communications in different organisational contexts and sectors

[0 role of internal communications

00 identifying key internal audiences

[0 internal communications methods; Intranet; notice boards; seminars;
briefings, newsletters; portals; SMS

[0 identifying key external audiences

[ role of marketing communications in different organisational contexts and
sectors

[0 Internal marketing as a key tool to aid and deliver service excellence

Critically evaluate a range of communications mixes and recommend
appropriate creative, innovative, sustainable and co-ordinated approaches to
communications activities and creating the optimal mix for internal and external
marketing activities

advertising, including writing and checking copy

personal selling

direct marketing

online media

media tools and media message

sales promotions

PR, exhibitions and sponsorships

online forums; blogs; social networks

I [

Develop and manage a co-ordinated marketing communications plan, in the
context of the strategic marketing plan, in order to establish and build
relationships appropriate to the needs of customers, stakeholders and
prospects in different organisational contexts and sectors

[ developing a communications plan

communications planning frameworks

the role of communications in building customer relationships and value
role of communications in gaining new prospects

communications planning and execution in different organisational
contexts and sectors,(B2B, B2C, Third Tier, Not-for-Profit,
International/global)
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3.5

3.7

3.8

Critically evaluate and select the most appropriate marketing communications
agency for the utilisation of marketing communications capability against agreed
criteria

O the role and value of agencies in marketing communications

[J the inclusion of innovative and effective means of communication

[1 how agencies are structured

[0 criteria and process for selecting an agency

[1 fees and fee structures.

Recommend and justify an approach to managing agency relationships

including reporting, monitoring and measuring performance

[l managing agencies locally and internationally

[ conducting regular reviews against clearly defined service level
agreements

[0 key information in managing agency relationships

[1 establishing objectives and measuring agency performance.

Recommend appropriate methods for measuring marketing communications

activities and successful delivery of the marketing communications strategy

[ setting marketing communications objectives

[0 measuring the effectiveness of marketing communications activities

[1  benchmarking communication effectiveness against other organisations,
sectors, countries and competitors

[J the role of market research, locally and internationally

Section 4 — Managing and achieving customers’ service expectations
through the marketing mix (weighting 20%)

4.1

4.2

4.3

Develop clear objectives relating to the provision of service to customers

the importance of service

identifying the needs and behaviours of customers

what constitutes ‘service’ to customers?

the role of service in building customer loyalty and competitive advantage
organisational and financial benefits of customer acquisition and retention
determining customer service requirements

the role of key account management in developing customer service
excellence

UOooooood

Develop a customer service plan and customer care programme, designed to
support customer service requirements, including innovative communications;
relationship management and development; support; and operations/process
management

identifying and evaluating key components of the plan/programme
identifying, analysing and managing key issues

use of resources

effective implementation

measuring and monitoring performance

role of communications in delivering customer service

importance of operations and processes in delivering customer service.

oooooog

Assess the value, importance and financial implications of providing service

level agreements to customers

[ role of service level agreements with customers

[0 typical service level agreements

O the costs of delivering against service level agreements

[1 benefits to the organisation of establishing service level agreements with
customers.



4.4  Determine the most feasible and viable approaches for managing key
account customer for different organisational contexts

criteria for and identification of key account customers

different approaches for managing key account customers

role of communications

the role of people in key account management and service provision

key accounts in different organisational contexts and sectors.
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45 Assess the role and value, to the organisation, of sales/product information,
including storage, retrieval and communication of information and its role in
ensuring that revenue is increased or maintained for key account customers

use and value of information and how it will be used

managing information

storing and accessing information

using information to develop marketing activities

role of information in revenue generation.

Oooogod

4.6  Critically evaluate and assess the customer relationship for possible risks,
problems and issues and prepare contingencies for dealing with those risks as
they emerge
[0 likely risks, problems and issues in managing customer relationships
[ contingency planning
[1 role of communications in dealing with problems.

Unit 3 — Managing Marketing

The focus of this unit is about developing the marketer as a manager, including giving
them the knowledge and understanding required to develop and manage the
marketing infrastructure and the organisation’s talent development, capability and
capacity. This includes developing effective quality systems and processes to support
compliance and approaches to measuring and monitoring marketing activities.

The unit also includes developing and managing marketing teams, which includes co-
ordinating the human, financial and physical resources within the team effectively.

Finally, the unit includes developing a detailed understanding of managing the
financial aspects of the marketing function and its associated activities in order to
ensure that the financial performance of the function is consistent, reliable and
effective.

By the end of this unit, students should be able to demonstrate how they would
approach the management of the marketing function and its associated marketing
teams, including effective resource and financial management.

Overarching learning outcomes:

By the end of this unit students should be able to:

[0 Recommend how a marketing function should be structured to deliver
competitive advantage, marketing and organisational success

[1 Assess a range of approaches that can be used to manage the marketing
function on a day-to-day basis

[l Prepare plans for showing how a team should be structured, selected,
formed, managed and developed to demonstrate effective performance
against objectives

[0 Critically assess the organisation’s resource needs and capabilities for the
marketing team and manage its marketing activities effectively and



efficiently

[0 Prepare appropriate budgets and accounting documentation to support the
financial management of the marketing function and associated marketing
activities

[J Critically assess the ongoing financial situation including manageability of
the budget, financial stability and success of the marketing function.

Section 1 — The marketing infrastructure (weighting 30%)

11

1.2

13

14

Critically evaluate the importance of organisational structures in delivering
marketing value, focus and creativity including consideration of how the work of
the marketing operations is going to be undertaken:

[0 functional structure

product/market structure

brand structure

territory structure

matrix structure

international and multinational organisational structures.
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Critically assess the requirements of developing effective and efficient quality

systems and processes to support compliance including evaluating and

assessing the relevance of key quality concepts:

[0 the importance of quality systems to the organisation

[0 arange of quality models e.g. Total Quality Management, European
Foundation of Quality Management, ISO 9001, Six Sigma, ISO 14001,
PAS2050, benchmarking

[0 PDCA Cycle — Plan, Do, Check, Act

[0 Deming 14 Steps for improving quality.

Determine innovative and effective methods of measuring and monitoring

marketing performance for marketing operation, marketing activities and

effective resource management:

[ accounting measures of performance — profit and loss, balance sheets,
cash flow and budgetary control

[ productivity measures of performance — inputs versus outputs

[1 relationship marketing and customer related measures — retention,
satisfaction and communication

[0 internal measures of performance — recruitment, retention, attitude,
performance, communications

[0 innovation and learning measures of performance.

Critically analyse monitoring information and recommend ways in which to
improve marketing performance:

productivity analysis — inputs versus outputs

comparative analysis — measuring changes over time

segmental analysis — analysis of markets

innovation audit — organisational climate, current performance, policies,
practices and cognitive styles

[0 competitor comparisons and benchmarking
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Section 2 — Managing marketing teams (weighting 40%)

2.1

Critically evaluate the differences between management and leadership and

identify the role of an ‘operational marketing manager’:

[0 leadership traits, skills and attitude

O leadership and management styles e.g. Action-Centred Leadership,
Transactional Leadership, Transformational Leadership, Situational
Leadership, the management styles continuum



2.2

2.3

2.4

2.5

[1 the scope of leadership — providing strategic direction

[0 the manager’s role — planning, organising, coordinating, controlling,
communication, teambuilding, coaching networking, development the
functions of the marketing manager — information, value creation,
communications

00 reflect on personal approach to management and leadership and produce a
personal development plan

Determine the needs for and show how to establish and build synergistic and
harmonious marketing teams including preparing a plan to show how teams
should be structured to deliver organisational and marketing objectives:

0 structuring the team — the team audit, functional roles, team roles

[ team development and talent management — stages in team
development, team cohesiveness, high performance teams, the
manager’s role

job analysis, job design, job enlargement, job enrichment

Competency development requirements

Flexible working practices

assess and apply a range of team theories e.g. Belbin's team roles,
Tuckman’s stages of team development
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Propose a range of approaches for the sourcing of a team, including
consideration of recruitment, training and development to provide the right
balance of competency and skills:

O recruitment channels — internally and externally

selection tools — job description, person specification

selection techniques — assessment centres, interviews
on-boarding — induction

training and development

outsourcing of jobs/projects

recruitment evaluation — determining recruitment effectiveness
legal considerations when recruiting.
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Plan how the work of the team will be undertaken establishing priorities and
critical activities required to meet marketing and organisational objectives and
with customers in mind:

[1 performance management and measurement — marketing strategy and
individual objectives, communicating standards, techniques to measure
performance against objectives and standards

[0 internal marketing — aligning internal communications with external
communications, managing knowledge.

Propose approaches to manage and co-ordinate the work of teams and

individuals to create effective working relations including appropriate levels of

consultation, taking into account the balance of skills and activities available:

[0 characteristics of effective teamwork/high performing teams

0 management skills and techniques — communication, motivation,
empowerment, involvement, delegation, task allocation, feedback, running
effective meetings, listening, assertiveness, group decision making

[ assess and apply a range of management theories e.g. McGregor’s Theory
X/Y, Maslow’s Hierarchy of Needs, Herzberg's Motivation-Hygiene Theory,
McClelland’s Motivation Needs Theory, Vroom’s Expectancy Theory

[ job enrichment/enlargement

[0 preventing discrimination and valuing diversity — equal opportunities and
employment law

[0 reflect on personal approach to team management and produce a
personal development plan

[ flexible working practices



2.7 Propose approaches to manage and co-ordinate the work of remote teams to
create effective working relations
[1 managing international teams, cultural considerations e.g. Hofstede’'s
Cultural Dimensions, Trompenaar’s Cross Cultural Communication
[0 managing virtual teams — benefits and constraints

2.8 Identify potential areas of team conflict, identifying causes and making
recommendations for ways in which to overcome it:
[1 sources of conflict — interpersonal, change, organisational, external

environment

cultural differences

assess the impact of conflict both positively and negatively

conflict resolution and management

change management strategies.
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2.9 Critically assess levels of performance in order to identify poor performance
and, reasons for it and recommendations of how to overcome it including
consideration of loyalty and motivation programmes:

[0 performance management — measuring performance against objectives
and standards and providing feedback

[ appraisal and peer review including 360 feedback

[0 internal marketing — employee motivation and satisfaction, customer
orientation and satisfaction, inter-functional coordination.

[0 Competency assessment and achievement

Section 3 — Operational finances for marketing (weighting 30%)

3.1 Assess the different requirements of managing the finances of the marketing

function and associated marketing activities:

[0 the manager’s role — control, managing information, cross-functional
communication

[1 the purpose of budgeting — planning, coordination of activities, motivation,
control, relationship to management of the marketing team

[0 budget considerations — fixed, semi-fixed, variable and semi-variable
costs.

3.2 Critically evaluate the different approaches to setting the marketing and

communications budget and associated marketing activities:

[0 top-down budgets, bottom-up budgets

[0 the financial approach to setting budget — the budgeting process,
percentage of sales/profit, competitive parity, affordable method

[0 the marketing approach — the planning and control process, objective and
task approach, Share of Voice, cost-volume-profit

[ forecasting, financial analysis, balance scorecard, resourcing.

3.3 Evaluate the different information sources required to determine the
marketing budget for marketing operations and activities:
[ data, information, intelligence and knowledge
[0 internal data sources - sales figures, headcount, outsourcing costs,
consultant costs, EPOS system, MkIS external data sources including
exchange rates variances arising from international trading

3.4 Negotiate delegated budgets with colleagues and agree provisional budgets:

[0 preparing a budget bid/business case to obtain priority budget for
marketing activities

[ negotiation tactics for bidding internally for budget to senior management



3.5 Undertake cost benefit analysis of marketing activities establishing priorities
and best value approaches to operations:
[0 the balanced scorecard — learning and growth perspective, business

process perspective, customer perspective, financial perspective

value chain analysis

cost control, cost improvement

cost-volume-profit analysis

break-even analysis

sensitivity analysis.
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3.6 Establish effective cost management processes for marketing operations to
ensure that costs are managed effectively to achieve viability in the long-term:
[0 variance analysis — sales variance, cost variance
[0 cost control
[ activity-based costing
[0 business process re-engineering.

3.7 Assess budget variances, identify causes and recommend corrective actions
where appropriate:
[0 internal variance — organisational, impact of marketing strategy, internal
constraints, product portfolio, international exchange rates
[ external variance — the macro environment, customers, competitors,
partners, suppliers, external stakeholders
[0 reconciling variances.

3.8 Establish systems to monitor, evaluate and report on the financial
performance of marketing operations and associated activities against the
delegated budget:

[0 stated standards of performance, KPls, qualitative and quantitative
standards

[ internal sources of data — operating statements, expenditure, profit
forecasts, cash flow statements, MIS, MKIS

[0 actual versus forecast

[1 plans to improve performance — cost reduction, marketing activities.

Unit 4 — Project Management in Marketing

This unit will focus on the proactive development and delivery of a justified management
process to support the initiation, implementation and control of marketing projects,
including the use of research and information and preparing proposals and briefs to
identify needs comprehensively.

The unit will also focus upon evaluating marketing project proposals and prioritising
them on the basis of fit with market conditions, organisational capacity, competitor
activity and strategic management, while concurrently managing the associated risk of
implementing particular plans.

Ultimately, the unit will also cover the implementation of marketing proposals including
an in-depth view of project management, but also integrating knowledge from the other
units at this level.

By the end of this unit, students should be able to develop an effective business case
within different organisational contexts and justify their project proposals in terms of fit
with the marketing strategy, evaluation of risk and the effective use of organisational
capacity and capability.



Overarching learning outcomes:

By the end of this unit students should be able to:

[0 Identify the organisation’s information needs, scope of research projects
and resource capability to underpin the development of a business case
to support marketing projects

[ Develop an effective business case, complete with justifications, financial
assessments and consideration of the organisation’s resource capacity
and capability to deliver

0 Undertake a risk assessment programme with suggestions on how to
mitigate for risks facing the organisation and the achievement of its
business and marketing objectives

[0 Design, develop and plan significant marketing programmes, using
project management tools and techniques, designed to deliver marketing
projects effectively, in terms of quality, resource and delivery

[0 Integrate a range of marketing tools and techniques to support the
development and implementation of a range of marketing projects

0 Monitor and measure the effectiveness and outcomes of marketing
projects through the end-to-end project process.

Section 1 — Using marketing information to develop a justified case
for marketing projects (weighting 15%)

1.1 Critically assess the scope and type of marketing information required to
develop effective business cases using both primary and secondary data:
[0 applied contextual research
[1 situational specific evidence
[J gap analysis
[1 empirical prerogatives.

1.2 Critically assess how organisations determine their marketing information
requirements and the key elements of user specifications for the purposes of
building a case:

[0 business intelligence

product/process innovation

culture

source management

output dissemination

specialist sources

Consultancy/advice
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1.3 Critically assess the scope, structure and characteristics of MIS and MKIS as
marketing management support systems and evaluate their importance to
business cases for marketing projects
[0 corporate data

operational data

functional data

the data fuelled organisation

data manipulation and utilisation

confidentiality and integrity

business databases.
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1.4 Develop a research brief to meet the requirements of an individually specific
case for marketing:
[ problem definition
[ objectives
[0 information requirements
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1.6

data collection

report parameters
timescales

resource allocation
control and contingency.
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Critically evaluate a full research proposal to fulfil the brief supporting the
information needs of the case and make recommendations for improvement:
[l proposal scoring

brief reviewing

the brief/proposal mechanic

effort required for proposal versus available budget

Decision to use in-house or external agency resources

[0 Utilisation of existing data
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Identify and evaluate the most effective methods for presenting marketing
information and making specific marketing recommendations relating to
product/service development and implementation as part of the case:

[1 the marketing dashboard

graphs, charts and tables

pie charts

flow diagrams

spreadsheets

correlation and regression

strategic impact statements

effect and outcome metrics

investment and income budgets

measurement and control

project reports
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Section 2 — Building a case for marketing projects (weighting 20%)

2.1

2.2

2.3

2.4

Define business case objectives for marketing plans and specific high
expenditure marketing activities:

[1 customer objectives

[0 management objectives

[0 profit objectives.

Critically evaluate and assess the marketing potential for business case
activities, including consideration of the assessments required to achieve the
potential proposition:

[ projections

forecasting

pre/post trend extrapolation

historical data review

econometrics.
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Critically assess and evaluate customer groups relevant to the business case,
matching their buying characteristics to the marketing proposition through the
use of market research information:

[ customer specific profiling

[ cross criteria scoring

[0 contextualised positioning.

Determine the extent to which an organisation’s marketing mix may need to be
amended or adjusted to meet the requirements of the customer and broader
stakeholders, and consider the impact of the change on the organisation:

[0 management of the marketing mix



2.6

2.7

[J investment/divestment.

Critically assess the resource capability and capacity to deliver the business
case proposals and consider the competency and skill requirements of both
internal and external resources to deliver the business case proposition:

[0 skills and competence

role definition

cross functionality

agency management

investment and income budgets

recruitment.
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Present the business case and associated marketing plans for consultation
and consideration, with full justifications for the proposed product/service
initiatives and how they will support the delivery of marketing strategies and
plans

[ the marketing report

a structured presentation

knowing the audience

key impact indicators

findings, prioritisation and conclusion.
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Section 3 — Assessing, managing and mitigating risk associated
with marketing projects (weighting 25%)

3.1

3.2

3.3

3.4

3.5

Critically evaluate the importance of developing an understanding of risk
assessments in organisations in order to protect long term stability of a range of
marketing projects

definition of risk

risk perspective

probability management

risk culture

strategic management.

I B W

Critically evaluate the differences between the following types of
organisational risk:

strategic

operational

financial

knowledge

compliance

project-based areas of risk.
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Analyse and assess the potential sources of risk, of both internal and external
origins, directly related to a specific case and consider the impact of these risks
on the organisation:

[ internal strategic, operational, financial and hazard

[0 external social, legal, economic, political and technological.

Design a risk management programme appropriate to measuring the impact of
risk in the context of marketing projects:

risk audit

risk evaluation

risk report

risk treatment

risk monitoring.
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Undertake risk assessments on marketing projects and assess the impact of



short/long-term tactical changes to the marketing plan:
[l customer assessment

[l management assessment

[ profit assessment.

3.6 Critically evaluate the different approaches organisations can take to mitigate
risk in order to reduce its potential to harm the organisation or its reputation:
00 organise for risk

incorporate risk management

risk avoidance

risk transfer

risk financing.
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3.8 Critically assess the strategic impact of implementing proposed risk control
measures versus the strategic impact of taking no action:

business impact analysis

event tree analysis

threat analysis

scenario analysis and planning

assumption analysis

probability analysis.
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3.9 Develop a range of methods for monitoring, reporting and controlling risk on an
ongoing basis for project implementation:

risk audits

risk management objectives

risk reporting

risk awareness

risk response

industry benchmarking.
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Section 4 — Project management for analysis, planning, implementation
and control (weighting 40%)

4.1 Critically evaluate different approaches to developing a culture of project
planning within the marketing function and the organisation:
[0 managing dynamics

the marketing/project interface

the project structured organisation

planning, implementation and control

policies, strategies and methodologies

managing the project life cycle.
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4.2 Critically evaluate soft and hard projects in the context of marketing and
consider the differences in terms of project implementation:

types of project

strategic context

operational context

tactical context

short/medium/long term objectives

quality, investment and delivery.
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4.3 Develop the main stages of a marketing project plan, identifying the activities,
estimating time and cost, sequencing of activities, and assess the competency
and skills required of the people needed to deliver the project:

[1 projectinitiation
[0 scope and objectives
[0 beginning/end dates



key/core deliverables
methodology adaptation
project limitations

risk management
outline budgeting
project implementation
schedules/schemes of work
resource reviews
personnel requirements
project termination
project evaluation.
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Critically assess the importance of and techniques for establishing the
marketing project’s scope, definition and goals relative to the organisational
marketing plan:

the project scoping document

goals, objectives and critical success factors

infout of scope

risk highlights

assumptions

roles and responsibilities

stakeholder management.
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Utilise a range of tools and techniques to support project planning, scheduling,
resourcing and controlling of activities within the project to enable effective and
efficient implementation:

work breakdown structure

cost analysis

estimate forecasting

Gantt charts

critical path analysis

histograms

phase management

feedback control systems.
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Utilise a variety of methods, measurements and control techniques to enable
effective monitoring and measuring of progress throughout the project to
ensure that it is completed to specification, on time and within budget:

the project scorecard

objective review

budget review

update reporting

productivity

corrective action plans.
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Critically Assess the main techniques for evaluating effectiveness, success
or failure of a marketing project on its completion:
variance analysis

outcome matrices

profit/lose analysis

liquidity analysis

asset utilisation analysis

investment performance analysis

productivity analysis

value analysis

marketing mix analysis

lessons learned.
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