
Week 2 Value 
1. Developing a marketing plan. 

The central instrument for directing and coordinating the marketing effort. 

Strategic: 

Target marketing decisions. 

Value proposition 

Analysis of marketing opportunities. 

Tactical: 

Product features 

Promotion  

Pricing  

Sales channels  

Distribution  

Service 

2. The purpose of a corporate mission 
What is our business? 

Who is the customer? 

What is of value to the customer? 

What will our business be? 

What should our business be? 

3. Core competencies. 
It is a source of competitive advantages and makes significant contribution 

to perceived benefits. 

It has application in a wide variety of markets 

It is difficult for competitors to imitate. 

4. Porters 5 forces 
Potential entrants (threat of mobility) 

Suppliers (supplier power) 

Industry competitors (segment rivalry) 

Buyers (buyer power) 

Substitutes (threat of substitutes) 

5. How to add the value to customers and the importance of adding value with 

in a specific organization. 



   always consider your customers’ perspective 

   consistently work to improve customer satisfaction 

   implement marketing models into your strategy 

   develop a memorable customer experience 

   never underestimate the value of free resources 

6. Marketing plan 
a good marketing plan is simple, specific, realistic and measurable. 

Marketing plan contents: 1. executive summary 2. Table of contents 

3. situation analysis-internal & external analysis 4. SWOT analysis (strength, 

weakness, opportunities and threats) 5. Marketing objectives 6. Target 

market & positioning 7. Marketing strategy 8. Implementation plan          

9. financial projections 10. Evaluation & controls 

 

Week 3 Marketing research 
1.Market research process: 
  Define the problem and the research objectives 

  Develop the research plan 

  Collect the information  

  Analysis the information 

  Present the findings 

  Making the decision 

2. Secondary data 
  collected for another purpose, already exist. 

  Information that already exists somewhere 

   - Internal databases 

   - commercial data services 

   - government sources 

available more quickly and at a lower cost than primary data 

must be relevant, accurate, current, and impartial. 

3. Primary data  
 Research approaches: 

 observational research  

 focus group research  



 survey research  

 behavioural research 

 Research instruments: 

 Questionnaires 

 Qualitative measures 

 Technological devices 

4.The research plan: sampling plan 
Sampling unit 

- Who is to be surveyed? 

Sample size 

- How many people should be surveyed? 

Sample procedure 

- How should the respondents be chosen? 

 


