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1(i /ii ) The main issues that should be taken into consideration when developing a marketing planning strategy are;
· What market should the firm operate in?
· What are the firm’s strengths and weaknesses?
·  What are the firm’s long-term goals?
· How the firm’s competitors are likely to react to the strategy? 
· Does the firm have sufficient resources to achieve the objects of the strategy?
(iii) Marketing audit is a review of the company’s current situation in terms of objectives, strategies, organisation, and performance. Auditing the strengths and weaknesses of the company helps plan for the future and determine what changes need to be made. Marketing audit is focused on product, price, place, promotion, people, process, and physical evidence. It is carried out using SWOT and STEP analysis. 
(iv) Corporate objects are a statement detailing goals set by the company and where they intend to be over a given time. Trade-offs are often used when setting objectives, this is a good way of identifying them. Weinberg proposes eight trade-offs to use when setting objectives. 
· Short-term profit v long-term growth. 

· Profit margin v market positioning. 

· Direct sales effort v market development. 

· Penetrating existing markets v developing new ones. 

· Profit v non-profit goals. 

· Growth v stability 

· Change v stability. 

· Low-risk v high-risk environments. 


(v) The main aims of a promotional strategy could be, to persuade consumers that your product will meet their needs. Brand awareness to make sure your brand stands out from all other competitors. Brands attitude is also another strategy, this is developing a positive attitude in the mind of the consumer. Purchase intention is the next strategy, this is to persuade the consumer to “buy it now”. Purchase facilitation is making sure the product is available and ensuring consumers know where they can purchase the product from.


(vi) The two main approaches that are used to evaluate marketing performance are. 
Sales analysis – Analyzing the sales revenue generated from sales of the product 

Marketing cost analysis - looking at the costs incurred to generate income 


2. The following steps are the most common used for setting a marketing budget.
· Look at the bigger picture, decide what you want to achieve and which direction you would like to go in
· Outline your sales, determine how consumers will find or hear about your product and information they will need before making a purchase these will contribute to the consumers final decision. 
· List all operational costs, these calculated business essentials paint a realistic picture of what you have to work with regarding your marketing budget.
· Setting goals is the next step, target revenue, quantity of sales and leads. Once you have set goals you can create a way to monitor progress to see if your targets and goals are met.
· Research your competitors, determine who are the biggest players in your industry and what marketing methods they are using. Gathering this information will give you an idea of what will be best for your business. 
After following the above steps and collating all the information you need, you can now create a marketing plan.

There are many different methods used for developing marketing budgets, identify objectives and tasks that are to be achieved and specify resources and costs related. Percentage method approach is the most common for organizations. This method involves setting a budget by percentage of sales. Comparative method is when the budget/costs are compared to that of your competitors. A marginal approach is spending to the point where it would not generate enough money to justify the outlay. Another method is all you can afford; this is having a budget based on what the business can afford only after all other costs have been covered. 
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