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Getting to know you Getting to know you ……



Name that Brand!Name that Brand!



1

Lloyds TSB



2

NIKE



3

Cadbury’s



4

Rolls Royce



5

HMV



6

Reebok



7

Churchill Insurance



8

Umbro



9

Apple



10

Adidas



11

KFC



12

Motorola



13

Lacoste



Top Top 1010
Brands!Brands!

























Group Activity 1Group Activity 1



New ProjectNew Project

You have just received funding to 
market a sports activity of any kind.

You will be given some VERY basic 
details of your client group.

What key elements would you take into 
consideration when deciding how to 

market this activity to your client group?



Group 1Group 1

Client Group:  TClient Group:  Teenagers within a eenagers within a 
very deprived areavery deprived area



Group 2Group 2

Client Group:  Client Group:  People aged 50+ (no People aged 50+ (no 
upper age restrictions).  upper age restrictions).  

Your client group comes from a Your client group comes from a 
rural community, which only has rural community, which only has 

one church hall available.one church hall available.



Group 3Group 3

Client Group:  Client Group:  
Parents / Lone ParentsParents / Lone Parents

on Benefitson Benefits



Group 4Group 4

Client Group:  Client Group:  
People with Health IssuesPeople with Health Issues



What is Marketing?What is Marketing?

“The management process responsible for 
identifying, anticipating and satisfying customer 
requirements profitably.”

Definition provided by 
the Chartered Institute of Marketing



KEY Elements of MarketingKEY Elements of Marketing



What is the businessesWhat is the businesses’’
attitude to Marketing?attitude to Marketing?

Marketing OrientationMarketing Orientation



Marketing AuditMarketing Audit

�� Market AnalysisMarket Analysis

�� Market SegmentationMarket Segmentation

�� Marketing StrategyMarketing Strategy

Analyse current position and opportunities



Market ResearchMarket Research

�� Quantitative AnalysisQuantitative Analysis

�� Qualitative AnalysisQualitative Analysis

�� Consumer TestsConsumer Tests

Gain information on the Market



Marketing MixMarketing Mix

�� ProductProduct

�� PricePrice

�� PlacePlace

�� PromotionPromotion

Persuade customers to buy (engage):



Marketing TechniquesMarketing Techniques

�� Direct MarketingDirect Marketing

�� Indirect MarketingIndirect Marketing

The tools used to promote your product 
through:



Employing Marketing Employing Marketing 
TechniquesTechniques

Stage 1
Prior to Marketing Activity

Market Research
This enables the organisation to identify the most 

appropriate ‘Marketing Mix’



Employing Marketing Employing Marketing 
Techniques ...Techniques ...

Stage 2
During Marketing Activity

Developing the ‘Marketing Mix’



Marketing MixMarketing Mix

�� ProductProduct

�� PricePrice

�� PlacePlace

�� PromotionPromotion



ProductProduct

�� It must meet the customersIt must meet the customers’’ requirements and requirements and 
expectations.expectations.

�� It should do what it says on the tin!It should do what it says on the tin!

�� Appearance is crucial.Appearance is crucial.







PricePrice

�� It must be affordable and suitable for your target It must be affordable and suitable for your target 
audience.audience.







PlacePlace

�� The product must be in The product must be in ‘‘the right place at the right place at 
the right timethe right time’’..

�� Geographical location of the product is key Geographical location of the product is key 
to engaging your target audience and to engaging your target audience and 
avoiding a potential barrier.avoiding a potential barrier.



PromotionPromotion

� Branding
� Advertising
� Packaging
� Public Relations (PR) activities and other 

forms of publicity
� Sponsorship
� Special Promotions - BOGOF!



What is a Brand?What is a Brand?



“A brand is not a product.  It is the sum of 
everything a company does – the good, 
the bad and even the off strategy – that 
creates a large context or an identity in 

the consumer’s mind.”

Scott Scott BedburyBedbury
Formerly of NIKE and StarbucksFormerly of NIKE and Starbucks



A Brand is a

‘PROMISE’

and a Mark of

‘TRUST’



A Brand Promise is supported by three KEY 
Brand Management Principles

POSITIONING
Determining what you want your promise to be

COMMUNICATION
Creating an expectation in the customer’s mind

of what the promise is

OPERATIONS
Delivering the promise



AdvertisingAdvertising

�� Informative Informative –– Example:  The government provide Example:  The government provide 
information about the dangers of cigarette information about the dangers of cigarette 
smoking.smoking.

�� Persuasive Persuasive –– Example:  Can involve a famous Example:  Can involve a famous 
personality using the product, comparing the personality using the product, comparing the 
product with another and using sex appeal.product with another and using sex appeal.



Effective AdvertisingEffective Advertising

�� Identifying the most appropriate market segments to target the Identifying the most appropriate market segments to target the 
advertisingadvertising

�� Choosing the best possible media eg TV, Radio, Posters etcChoosing the best possible media eg TV, Radio, Posters etc

�� Projecting the right message in the advertsProjecting the right message in the adverts

�� Getting the timing of the advertisements rightGetting the timing of the advertisements right

�� Tracking the effectiveness of the advertising eg checking to seeTracking the effectiveness of the advertising eg checking to see how how 
many people can recall the advert and its message.many people can recall the advert and its message.



Public RelationsPublic Relations

�� ‘‘K I S SK I S S’’

�� ‘‘T R U T HT R U T H’’

Press Releases



The Inverted TriangleThe Inverted Triangle

Title
Strapline

1st Paragraph - include the 5 w’s

Further Details 
including Quotes

General Detail

Editor’s Note



Employing Marketing Employing Marketing 
Techniques ...Techniques ...

Stage 3
After Marketing Activity

Evaluation of Marketing Effectiveness
Make use of EVERY available opportunity to obtain data!



InclusivityInclusivity

It is important to acknowledge that the Disability It is important to acknowledge that the Disability 
Discrimination Act 1995 and 2005 extend to Discrimination Act 1995 and 2005 extend to 

cover all aspects of an organisationcover all aspects of an organisation’’s service s service 
provision, which includes the way in which it provision, which includes the way in which it 

communicates with either its existing or communicates with either its existing or 
prospective customers. prospective customers. 

Source:  Inclusive Fitness Initiative (IFI)



Group Activity 2Group Activity 2



New Project New Project -- Part 2Part 2

Now re-visit your initial thoughts.  If you 
take into consideration the 4 P’s 

(Product, Place, Price and Promotion).

Would you do anything differently?

How would you adapt your marketing 
techniques to ensure inclusivity and 

equal opportunities?



Writing a Marketing PlanWriting a Marketing Plan



Corporate ObjectivesCorporate Objectives

�� Include a Include a ‘‘Mission StatementMission Statement’’ and all and all 
Corporate Objectives identified within the Corporate Objectives identified within the 
companycompany’’s Business Plan.s Business Plan.



Marketing AuditMarketing Audit

�� Include a summary of all the principal Include a summary of all the principal 
external factors which affected the external factors which affected the 
companycompany’’s marketing performance during s marketing performance during 
the previous year.the previous year.



PEST / SWOT AnalysisPEST / SWOT Analysis

�� Conducting the above analysis helps to Conducting the above analysis helps to 
identify a starting point for the Marketing identify a starting point for the Marketing 
Plan.Plan.



PEST / SWOT AnalysisPEST / SWOT Analysis

�� Conducting the above analysis helps to for Conducting the above analysis helps to for 
the basis of the Marketing Plan.the basis of the Marketing Plan.



PEST Analysis PEST Analysis (optional)(optional)

�� PoliticalPolitical

�� EconomicEconomic

�� SocialSocial

�� TechnologicalTechnological
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SWOT AnalysisSWOT Analysis

�� StrengthsStrengths

�� WeaknessesWeaknesses

�� OpportunitiesOpportunities

�� ThreatsThreats

�� � � � � �� 
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SWOT Analysis SWOT Analysis continued ...continued ...





AssumptionsAssumptions

�� The KEY determinants of marketing The KEY determinants of marketing 
success and failure.  success and failure.  

�� These should be few in number.These should be few in number.



Marketing ObjectivesMarketing Objectives

�� List the companyList the company’’s overall Marketing Objectives, s overall Marketing Objectives, 
which will be about:which will be about:

�� Existing products in existing marketsExisting products in existing markets

�� new products for existing marketsnew products for existing markets

�� existing products for new marketsexisting products for new markets

�� new products for new markets. new products for new markets. 



StrategiesStrategies

�� How you plan to achieve your How you plan to achieve your 
objectives objectives -- this is based around the this is based around the 
‘‘Marketing MixMarketing Mix’’ (4 P(4 P’’s)s)



Estimate Expected ResultsEstimate Expected Results

�� Based on the companyBased on the company’’s strategies to s strategies to 
achieve the Marketing Objectives.achieve the Marketing Objectives.



Identify Alternative Plans and Identify Alternative Plans and 
MixesMixes

�� It is important to have alternative plans It is important to have alternative plans 
and mixes to hand in case your original and mixes to hand in case your original 
strategies donstrategies don’’t result in the outcomes you t result in the outcomes you 
were expecting.  were expecting.  



ProgrammesProgrammes

�� General Marketing Strategies are General Marketing Strategies are 
developed into specific subdeveloped into specific sub--objectives, objectives, 
each supported by more detailed strategy each supported by more detailed strategy 
and action statements.  This section and action statements.  This section 
includes the details of timing, includes the details of timing, 
responsibilities and costs.responsibilities and costs.



Measurement and ReviewMeasurement and Review

�� ReRe--visit your original assumptions and visit your original assumptions and 
expectations to ascertain how successful expectations to ascertain how successful 
your Marketing Plan has been.your Marketing Plan has been.



Action PlanAction Plan

�� Describe the marketing planning process of your own Describe the marketing planning process of your own 
company.company.

�� What weaknesses do you think there are in your current What weaknesses do you think there are in your current 
system?system?

�� Suggest some improvements that could be made to your Suggest some improvements that could be made to your 
current system.current system.

�� What do you think would be the most suitable way to What do you think would be the most suitable way to 
structure and develop your marketing plan?structure and develop your marketing plan?


