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 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 purpose of a marketing plan is to have a clear approach and layout of how to market a product or service1. In other words, its purpose is to set the company on a specific course of marketing, and usually over a specified time period. The plan contains the activities and strategy which will be implemented in achieving the firm’s marketing target. For instance, increasing the firm’s customer base (target) through a low penetration price strategy. The marketing plan would typically set out the marketing objectives and targets of the company over a few years, but it should be periodically adjusted to align with the new market changes or realities. The plan should cover three key areas2:
i. A schedule of marketing activities over a specified period – this may be rolled up into a marketing project. 
ii. The marketing tools and media required to implement the activities.
iii. A marketing budget which details the cost requirement of each activity.

1.ii) Succinctly, brand is about meaning. According to Simon Middleton, it is everything that your customer and prospective customers think, feel, say, hear, read, watch, imagine, suspect and hope about your product, service or programme. It is the image and personality of the product or service that a business provides. Although often mistaken for a company’s logo, a brand is not a logo image but actually the emotional and psychological associations which customers make with a business, product or service3. Overall, a brand differentiates a company from its competitors and conveys to its customers what it offers and what to expect (i.e. the company’s essence).

1.iii) Branding is the most important investment a company can undertake because it is what customers see and remember about the company. As an investment, a brand is not just an intangible reputational asset, but for many companies the most valuable asset. For example, the Apple brand is valued at $205.5b with a brand revenue of $265.8b; it is ranked number one globally in the 2019 Forbes list of the World’s Most Valuable Brands. Consider Enron which lost its brand reputation in 2001 due to fraudulent financial dealings, and by 2002 went into bankruptcy. Furthermore, a company’s brand is what people/customers see and remember about the company. Without a strong brand, a company is sure to go out of business as it will be unable to keep or attract customers, employees, shareholders, or investors.

1.iv) An effective slogan is short, punchy, appropriate and true to the product (i.e. linked to the values, mission and vision of the company). To develop an effective slogan, the following steps are suggested:
i. Brainstorm for words and short phrases that convey the essence or purpose of the product or service and its benefit to customers. Keep the slogan short and simple, it is recommended to keep within 2 – 4 words to make the slogan most effective; in a very difficult case, try not to exceed 8 words. For inspiration, take cues from the tagline of some of the most successful global companies e.g. Apple (Think Different), Volkswagen (Drivers wanted), Nike (Just do it), or Target (Expect more. Pay less). 
ii. Focus by narrowing down on a selected few phrases after brainstorming. In making your selection, focus on the phrases which capture your unique selling proposition and evoke a positive emotion. Choose phrases that are timeless, otherwise your slogan could soon become ineffective. Consider the longevity of the message in your tagline. Finally, avoid pompous, sarcastic or dishonest messages.
iii. Test out the chosen phrases. One way to test your tagline is for your test audience (staff, customers, etc.) to describe their understanding of the brand’s message. If the response you receive is consistent and the slogan easy to recollect and repeat (i.e. sticks in the mind of the customer), then you very well have a slogan that is effective.
iv. Adopt the slogan with the best outcome. Choose and roll out the slogan which resonated best with your customers during the testing phase.

1.v) SWOT is an acronym for strengths, weaknesses, opportunity and threats. The steps employed in enumerating and evaluating the strengths, weaknesses, opportunities and threats of a business is called SWOT analysis. The purpose of undertaking this analysis is to identify all factors that have an influence on a business decision, action or strategy, and to ensure that they are all considered in reaching the final outcome or decision taken.4 SWOT analysis is a powerful framework for robust decision-making.
2) There are six general steps which make up the marketing process:
i. Customer and market analysis
ii. Analyzing the competitor and yourself
iii. Analyzing distribution channels
iv. Creating a marketing plan
v. Implementing the marketing plan
vi. Reviewing and revising the plan

i. Customer and Market Analysis: the marketing process begins with identifying your customers and their needs. Several question like the following can help: 
· What do the customers need?
· Who will buy the product?
· Who are the users of the product?
· What is the buying process?
Customer analysis may also involve an in-depth analysis of their buying decisions and behaviours. For example:
· What is the reason for customer purchases?
· How many times and how frequently do they make such purchases?
· What is the amount purchased?
· Where do they make their purchases (stores or online)?
Despite identifying your customers, it is important to define them in segments according to some homogeneity (e.g. age, income, gender, education, marital status). Market analysis involves using customer demographics to identify your target market segment.5 This means grouping customers according to one or more characteristics and knowing how it drives their demand for your product and services. Once done, you can leverage on this segmentation by capitalizing on their interest to stay ahead of your competitors. For example, you could offer complementary services to your product. Some factors to consider when evaluating your market segments are:
· Size or measure of your target market
· Access to the target market: how do you reach them?
· Growth of your target market: is it growing, shrinking or plateaued? 
· What is the profit potential of the market?
· Retention: can you retain the customers or service new one?
· Defend: can you stand out from competitors in your target market?
ii. Analyzing the competition and yourself: this step involves making a plan to stay ahead of your competitors. The process of categorizing and analyzing your competitors in order to understand their strengths and weaknesses in comparison to your business is called competitive analysis. The overall benefit of this is to identify what differentiates you from your competitors and to strategically market your unique selling proposition. For this analysis, it is recommended you focus on your top competitors but avoid the pitfall of focusing only on your direct competitors, you should focus also on the other types of competitors i.e. indirect and substitute competitors. Once your competitors have been identified, the next step is to carry out a SWOT analysis on them. There would be several areas to analyze about your competitors, but the key ones are their product, price, positioning, market share, brand and reputation. To find out about your competitors market positioning analyze the following questions6:
· What market share to they currently own?
· What is the main differentiator for their business and products?
· What is their selling point i.e. key features/benefits highlighted in their sales materials?
· What is the price point for their products?
· Have they received any funding or venture capital?
After completing the SWOT on your competitors, you need to also do the same with your business. Some of the questions to ask and areas to analyze are:
· What are your core competences? 
· What are your advantages?
· What can you do to capitalize on your strengths?
· What are your weaknesses?
· Where are your shortcomings?
· What can you do to exploit the competition’s weaknesses and shortcomings?
The purpose of this analysis is not that you copy your competitors. If the market analysis is efficiently carried out, you would be able to identify your competitive advantage, leverage on your key differentiator(s) and position your product in the market.
iii. Analyzing distribution channels: there are multiple ways for getting a product to the end user or customer. This step involves an analysis of those different channels and making the optimal choice. It involves an understanding of your supply chain or network. A simple network may be thus: ProductionWholesalerDistributorSales. It is important to understand the interconnectedness of your channel distribution and the impact it has on your business.
iv. Creating a Marketing Plan: an effective marketing plan should be based on the well-known Marketing Mix or 4Ps, namely product, price, place, promotion. In addition to these are the 2Ps: packaging and positioning.
· Product: this involves creating a unique product and marketing it based on its unique selling point (differentiation) from other products in the market.
· Price: the profit of any business will be determined largely by the price of its products. Price points take into consideration several factors which overall sum up into a pricing strategy. For instance, a company may decide to deliberately sell some of its products at a low price in other to attract customers targeted to purchase add-on services or other products which are subtly marked up for profit. The same strategy may be employed to gain market share in the short term with a long-term outlook for price increase. However, such low-price strategies have their own disadvantages. Overall, be aware of the impact of your price on your business.
· Place: this is about knowing the location of your target market or customers and deciding the best way to get your products or services to them. Where do you reach your customers? What is the best way to reach your customers? Analyzing these questions will help with a deep understanding of where your customers can be reached and how quickly they can be reached. The success of your business depends on how swiftly you can get your product to your point of sale or the customers. This would include identifying the best options among the following: physical stores, website, online, social media, and channel distributions.
· Promotion: it involves providing information about your product or services. It is aimed at increasing product awareness in order to generate more sales or create brand recognition. Effective promotion should target customers in a pre-identified market segment and location, and this should be clearly addressed in the marketing strategy. Promotions spans several areas which include branding, content marketing, advertising, social media, public relations (PR) and sales.
· Packaging: the packing of your product speaks strongly about your brand. Paying detail to the aesthetic value of your product is very important as it will potentially be a source of attraction to customers. Some factors to consider in packaging a product is its durability, colour, labelling and size.
· Positioning: this is done to define and develop the brand in the eyes of customers and the public.
v. Implementing the Marketing Plan: ensure there is full understanding of the marketing plan and that it is executed according to the actions detailed in it (i.e. the marketing strategy).7 It is important to use a trained or competent team to execute the plan. A marketing plan is best executed as a project within an approved budget, with accountable persons, and an agreed timeline.
vi. Reviewing and Revising the Plan: the marketing process is a cycle. As such, the marketing plan should be treated as a live document. It is important to track progress and review it as necessary during the course of implementation or execution. The vital question to ask: is the marketing plan contributing to the overall marketing goals. There would be reasons to review price, distribution channels, marketing budget, competition, technology, customers, etc. One of the more difficult things to review will be the product itself but it may also be necessary to completely discontinue a product for a newer/better version. Ensure the plan also caters for contingencies that may arise. Finally, celebrate milestone achievements and marketing successes with the team to keep up the momentum.
3) The various types of logos are8:
i. Pictorial mark
ii. Letterform
iii. Wordmark
iv. Emblem

i. Pictorial Mark: this is a simple image or symbol chosen to represent a brand. Examples include logos from Apple, Twitter, and Target. In choosing an image, some questions to be answered are: what emotion would the image evoke? Does the image carry a deeper meaning about what the company offers? The decision to use an image as a logo should be considered very carefully as an image can easily also create a negative message. 
ii. Letterform: this is the use of one or more letters from a company’s name in an art form. Since it consists of only letters, it is crucial to choose a font that makes your logo remarkable and memorable. This type of logo is used by Dell, Sun Microsystems, IBM, NASA, etc. This is very suitable for companies with long business names as the logo helps to shorten the name, at the same time making it easy for customers to recognize the brand and remember the business name. 
iii. Woodmark: this type of logo is expressed as an art using the entire company’s name. This logo can be very catchy and memorable when the typography is strong and the company’s name succinct and distinct. Examples are Ikea, Coca-Cola, Sobeys, Levi’s, etc.
iv. Emblems: this is a woodmark combined with a symbol to make a logo. It may be designed in such a way that the fonts (i.e. company’s name) are embedded in the logo. This creates a strong visual identity. Examples include Visa, Harley Davidson, Starbucks Coffee and Thomas Cook. Emblems sometimes look complicated in their design, it is important to keep your design simple and easy to replicate.




References
1. https://smallbusiness.chron.com/purposes-marketing-plan-61663.html#targetText=A%20major%20purpose%20of%20the,strategies%20to%20increase%20customer%20base.
2. https://www.matrixmarketinggroup.com/ultimate-marketing-strategic-plan/
3. https://marketbusinessnews.com/financial-glossary/brand/#targetText=Brand%20%E2%80%93%20definition%20and%20meaning,make%20it%20unique%20and%20different.&targetText=However%2C%20brands%20are%20now%20more,a%20means%20of%20differentiating%20products
4. https://www.businessnewsdaily.com/4245-swot-analysis.html
5. https://www.acsbdc.org/resources/small-business-topics/marketing/customer-analysis
6. https://www.shopify.com.ng/blog/competitive-analysis
7. https://www.business.qld.gov.au/running-business/marketing-sales/marketing-promotion/marketing-plan/implement-plan
8. https://99designs.com/blog/tips/types-of-logos/




Student Statement:
By submitting this assignment, I confirm that this is my own work.

	Student Signature
	OVOKERHOYI ESHAREGHARAN
	Date
	[bookmark: _GoBack]04-Nov-2019



For Tutor / Assessor Use Only
	Total Marks
	

	Marks Obtained
	

	Percentage / Grade
	



image1.png
ﬁ
o R




