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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. The first decision to be made is to identify the company’s / organisation’s strategy. This is an important decision to make as it determines the direction that the company / organisation is going and is therefore hard to turn back on and can result in declining any alternative strategies. This must then be integrated into all aspect of the marketing plan which will then need to include ways to analyse the process and gain feedback so adaptations can be made to complement any changes to the external environment.

Strategic decisions must take into account the following issues:
-	Which market to operate in
-	The strengths and weaknesses of the company / organisation
-	The company’s / organisation’s long term goals
-	The reaction of the company’s / organisation’s competitors to the strategy
-	The ability of the company / organisation to actually achieve the strategy and its objectives

Once a strategy has been determined it is then important to start looking at ‘implementation’ (ways in which the company / organisation will achieve this strategy). These decisions are referred to as ‘tactical decisions’ and when compared to strategic decisions, are easier to adapt and can be combined with other tactical decisions.

1.ii. ‘A marketing audit refers to the comprehensive, systematic, analysis, evaluation and the interpretation of the business marketing environment, both internal and external, its goals, objectives, strategies, principles to ascertain the areas of problem and opportunities and to recommend a plan of action to enhance the firm’s marketing performance’ (businessjargons.com, 14.11.18).

A marketing audit involves a SWOT and STEP analysis which evaluates in order to review a company / organisations aims /objectives, strategy, structure, performance (in terms of the 7 Ps of marketing - product, price, place, promotion, people, process and physical evidence) and activities. This gives an overall evaluation of the strengths and weaknesses.

It is a useful tool for providing a snap shot evaluation of where a company / organisation stands at a moment in time allowing actions to be taken to keep the company / organisation on track to achieving its aims / objectives. It is therefore something that is conducted regularly, as long as  it is seen as viable with regards to cost vs benefit.

1.iii. Corporate objectives are well defined and realistic statements covering a range of key areas, ultimately showing what a company / organisation wants to achieve. 
Corporate objectives can be financial, qualitative or philosophical but often involve an element of dedication vs sacrifice as companys / organisations can only focus their resources on one area at a time. For example, a company / organisation may need to decide if they wish to penetrate an existing market or develop a new one as it is unlikely they will have the resources to do both. By trying to do both the company risks ‘spreading itself to thin’ and not getting any results, compared to focusing on one where the company / organisation is likely get better results as they are able to better concentrate their efforts. 

These objectives are related to a business as a whole and once decided, smaller, more detailed objectives can be developed and tactical planning can begin (strategy).

1.iv. The main aims of a promotional strategy include:
-	Showing the demand has been met (convincing consumers the product / service meets their needs).
-	Creating awareness of the brand (Ensuring this is positioned according with the values and objectives of the company / organisation. Be able to stand out from other companies and alter the perception of the consumers).
-	Promoting the brand’s attitude (Promoting this positively within the mind of the consumer in a way that is more than just recognition of the brand).
-	Displaying the purchase intention of the brand (once the consumer knows this is the product for their needs, encourage and motivate them to ‘buy today’).
-	Making consumers aware that the product / service is available and where they can purchase it from (purchase facilitation).

These aims are in no order as it will depend on the company / organisation, product and marketing. For example, the company / organisation being new or well established will affect the aims around the brand and the product already existing in the market or not will affect the aims regarding purchasing.

1.v. Companys / organisations use a variety of methods to evaluate marketing KPIs (Key performance indicators) as it is important to see how they are performing against their objectives. Two approaches include:
-	Sales analysis – (analysis of sales revenue by examining product sales to determine stock control, sales force effectiveness and manufacturing capacity)
-	Marketing cost analysis (Examination of the costs related to each marketing activity (e.g. selling, storing, advertising, distributing) to determine their profitability.) 

2. A marketing budget can be approached in a number of ways and a company may choose to go with one particular method or they may chose a mix of methods. Overtime they may even look at adapting their method. Each method has its pros and cons so it is important for the marketer to look at all the options and see which is a best fit for their company / organisation. To help with this they may conduct a marketing cost analysis which breaks down the costs of a company’s / organisations activities in relation to their marketing objectives (direct costs, traceable common costs and non-traceable common costs).

The Object and Task Method identifies the resources and costs specifically related to predetermined aims overall. This is considered ‘logically intuitive’ but it can be hard to calculate these costs accurately. This can be time consuming but if done right will achieve the strategic goals for the company / organisation.

The Percentage of Sales Method allocates a predetermined percentage of the company’s / organisation’s sales revenue to marketing. This method is commonly used as it is easy to work out and means that costs are reduced if sales decrease. However, on the flip side it inaccurate suggests that increased sales cause increased promotion rather than the other way round. This is an important consideration as in reality, if sales start to drop, marketing costs would need to increase to try and attract existing or new consumers.

The Comparative Parity Method compares a company’s / organisation’s budget to that of its competitors. This approach ensures the marketing budget is comparative with regards to its competitors but does not leave room for customer orientation and the ability to adapt in the event of new opportunities or market changes.

The Marginal Approach involves spending up to a threshold where any additional costs would not considered justified as they would not make enough extra business. With the markets being ever-changing, this point can be hard to calculate, however, if this method is used it can see maximal profits due to the elimination of excess spending.

When using the All-You-Can-Afford Method the budget is considered to be whatever the company / business can afford after all other activities have been paid for. This method does not take into account the changing market and needs other departments within the company / organisation to be willing to relinquish a portion of their budget. The advantage of this is that the company / organisation are under less pressure to make sales (as the budget is independent) and is therefore a popular choice for start-up / small companies / organisations.
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