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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1 – I – When developing a marketing planning strategy, the business should take into consideration where the organization is at that point in time, where the organization wants to be in the future, and what is necessary to do in order to get there. This translates in issues such as: what market should the business operate in, their strengths and weaknesses, their long terms goals, what is the competition and how would they respond to any strategic change, and if the strategy is viable based on the resources available. This strategy will also be influenced by factors such as the economic environment, the available resources, the structure of the market and its competition, and the amount of risk that the organization is willing to undertake.  

1 – II – The Marketing Audit is an examination of where a company currently stands in terms of objectives, strategies, organization, and performance. This audit provides the management with understanding of the business’ position from a marketing perspective and how effectively the organization is performing its marketing activities. This audit consists of a SWOT analysis, where the internal factors (strengths and weaknesses) and the external factors (Opportunities and Threats) are analyzed, and a STEP analysis, where the external macro environment of the business is analyzed. Completion of these two analysis should provide a clear idea of what needs to be changed in order to achieve the desired goals.

1 – III – Corporate objectives are the goals that an organization wants to achieve regarding the business as a whole. These are determined by the amount of resources available and usually require to choose between two opposing alternatives (Short Term Vs. Long Term; Growth Vs. Stability; etc.). The alternative chosen will be determined by the overall corporate objectives.


1 – IV – The main aims of a promotional strategy may be one of the following: Brand Awareness (the process of differentiate the band from its competitors and make it stand out from the other products already available in the market), Brand Attitude (the process of creating a favorable opinion of the consumers towards a product), Brand Purchase Intention (the process of creating a positive image on part of the consumer in order to increase the desire to purchase), Purchase Facilitation (the process of ensuring the product availability and that the consumer is aware of where to purchase it), and Consumer Persuasion (the process of persuading the consumer that the product will meet their needs).

1 – V – To evaluate marketing performance, two approaches are used: Sales Analysis, and Marketing Cost Analysis. The sales analysis process examines sales reports in order to establish what products have sold what products have not sold so well. This will help determine how to stock inventory and how the company is performing against its goals. The marketing cost analysis analyzes the costs related to production, distribution, etc., in order to establish the profitability of a product. This approach is more complicated because some costs are not easily broken down. 

[bookmark: _GoBack]2 – Once the marketing campaign has been developed, the company will use a budget allocation method to evaluate and decide which resources are available and can be used towards this campaign, and how this resources will be distributed among the different aspects of the campaign. Aspects such as the distribution strategy, either a Push strategy focused on pushing the product to the next link in the distribution chain (wholesalers, etc.), or a Pull strategy focused on the end consumer. Another method used is a Comparative Parity Approach where the company will gather ideas on budget allocation by inspecting its competitors spending patterns. In some occasions, the level of resources availability may change after the marketing campaign has already began, in this situation, a What-You-Can-Afford approach will be taken and the marketing campaign will need adjusted according with the new information.
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