Personal Learning Plan

Higher Business Management
MANAGEMENT OF MARKETING

	Name:




	The Marketing Concept

	I can describe what is meant by identifying, anticipating and satisfying customers needs
	(
	(
	(

	I can describe the objectives of marketing and give examples
	(
	(
	(

	I can describe external factors which might affect a marketing campaign
	(
	(
	(

	I can describe what is meant by a product-oriented(product led) business and market-oriented(market led) business
	(
	(
	(

	I can describe what is meant by ethical marketing 
	(
	(
	(

	I can describe the following legislations which influence marketing decisions in the UK:
	
	
	

	· Trades Descriptions Act 1968
	(
	(
	(

	· Fair Trading Act 1973 and Competition Act 1998
	(
	(
	(

	· Consumer Protection laws
	(
	(
	(

	· Code of Advertising Practice
	(
	(
	(

	Market Research 

	I can describe why firms carry out market research
	(
	(
	(

	I can describe the following field research techniques and give advantages and disadvantages for each:
	
	
	

	· Personal interview
	(
	(
	(

	· Focus groups
	(
	(
	(

	· Telephone survey
	(
	(
	(

	· Postal survey
	(
	(
	(

	· Consumer audit
	(
	(
	(

	· Hall test
	(
	(
	(

	· EPOS
	(
	(
	(

	· Observation
	(
	(
	(

	· Test marketing
	(
	(
	(

	I can compare the advantages of using field research and desk research
	(
	(
	(

	I can describe the 3 methods of sampling used by organisations (random sampling, stratified random sampling and quota sampling)
	(
	(
	(

	I can describe the how a business uses market research 
	(
	(
	(

	Target Markets

	I can describe what is meant by market segmentation, why organisations segment markets and can give examples of how a market can be segmented
	(
	(
	(

	I can outline the advantages and disadvantages of market segmentation
	(
	(
	(

	I can describe what is meant by undifferentiated(mass) marketing and differentiated marketing and make comparisons between the two
	(
	(
	(

	I can describe what is meant by niche marketing
	(
	(
	(


	The Marketing Mix – 4Ps

	I can give a definition of what is meant by Product, Price, Place and Promotion
	(
	(
	(

	I can describe the different stages of the product life cycle, draw a diagram to illustrate it and give examples of products at each stage
	(
	(
	(

	I can explain at least 5 different extension strategies which may be used
	(
	(
	(

	I can describe what to change within the marketing mix to make improvements
	(
	(
	(

	I can explain why organisations may have a product portfolio rather than just a single product
	(
	(
	(

	I can describe the advantages of having a product portfolio
	(
	(
	(

	I can describe the disadvantages of having a product portfolio
	(
	(
	(

	I can describe what is meant by the Boston Matrix
	(
	(
	(

	I can describe the following elements of the Boston Matrix:

Cash Cows

Dogs

Stars

Question Mark / Problem Children
	(
	(
	(

	I can describe the stages that take place before a new product is launched (product innovation)
	(
	(
	(

	I can describe what is meant by branding and give advantages and disadvantages of branding and own-brand labels
	(
	(
	(

	I can describe factors which affect which pricing strategy an organisation will use
	(
	(
	(

	I can describe the following LONG-TERM pricing strategies:
	
	
	

	· Low price
	(
	(
	(

	· Market price
	(
	(
	(

	· High price
	(
	(
	(

	I can describe the following SHORT-TERM pricing strategies:
	
	
	

	· Price skimming
	(
	(
	(

	· Penetration pricing
	(
	(
	(

	· Destroyer pricing
	(
	(
	(

	· Promotional pricing
	(
	(
	(

	· Loss Leaders
	(
	(
	(

	· Price discrimination
	(
	(
	(

	I can describe the advantages and disadvantages of each pricing strategies
	(
	(
	(

	I can outline the factors which affect which channel of distribution an organisation uses
	(
	(
	(

	I can discuss the following direct selling methods:
	
	
	

	· Internet selling
	(
	(
	(

	· Mail order
	(
	(
	(

	· Direct mail
	(
	(
	(

	· Newspaper/magazine selling
	(
	(
	(

	· Personal selling
	(
	(
	(

	I can describe the role and different types of retailers
	(
	(
	(

	I can outline reasons for a manufacturer using a retailer
	(
	(
	(

	I can describe the role of the wholesaler 
	(
	(
	(

	I can discuss how retailing trends have changed in the last ten years
	(
	(
	(

	I can describe the purpose of the following advertising methods:
	
	
	

	· Informative adverts
	(
	(
	(

	· Persuasive adverts
	(
	(
	(

	· Product endorsement
	(
	(
	(

	· Product placement
	(
	(
	(

	I can describe and give advantages and disadvantages of different advertising medias (for example, television, newspapers, cinema, direct mail, radio, magazines)
	(
	(
	(

	I can describe factors which affect the method of advertising media chosen
	(
	(
	(

	I can describe at least 4 INTO THE PIPELINE sales promotions
	(
	(
	(

	I can describe at least 4 OUT OF THE PIPELINE sales promotions
	(
	(
	(

	I can describe what is meant by public relations
	(
	(
	(

	I can describe what is meant by product placement
	(
	(
	(

	I can describe what is meant by celebrity endorsement
	(
	(
	(

	Marketing Mix – The additional 3Ps

	I can describe what is meant by people in the marketing mix
	(
	(
	(

	I can describe what is meant by process in the marketing mix
	(
	(
	(

	I can describe what is meant by physicals in the marketing mix
	(
	(
	(

	I can describe these three elements in the context of a large organisation
	(
	(
	(
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