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TV Marketing is a very important aspect to a business, if you do not have customers you do not
have a business. You will explore different stages of the process that a business goes through
when developing a rationale and a marketing campaign. You will examine the marketing
aims and objectives, understand how to gain market research and interpret that into showing
the impact this might have on a business. You will be creative in developing marketing
campaigns for businesses using the marketing mix, looking at budgets and timescales.
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1 Principles and Anticipating demand , recognising demand ,
purposes of marketing | stimulating demand , satisfying demand.
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: : understanding customer wants and needs,
2 Marketing aims and : . :
obiectives: developing new products, improving
KE B ] : profitability, increasing market share,
diversification, increased brand awareness
and loyalty, SMART targets.
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4 p &+ 3 Target 1R HF R~ 2477 ¥ F R Anticipating and
markets. analyze the markets.
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5 =4 Brand B ok B 2 i7 4% 5 99/ 72 Branding, brand
personality, brand image, unique selling




point (USP).
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6 analvsis Purpose of researching information to
4 1dentify the needs and wants of customers.
FEE_P T 5 FHP AR TR SR - B o

7 Identify target Searching target markets, and identify size,
markets structure and trends in the market.

8 #owl s Identify B Hh 4o 2 The way of Markets
competition survey , and where used.
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9 iEFy survey, interview, observation, trials,
Primary research focus groups. Focus on questionnaires -

required in part A controlled assessment.
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10 XAy A+ {r4l & 2e4x: Internal - business data on

Secondary research customers and financial records to include
loyalty cards and sales records.
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Secondary research published reports, government statistics,

media sources, using the internet.

19 iy~ 17 Data PR @ £ {of i Bdp Quantitative and
analysis qualitative data, when and where used.
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. S and use of data and other information to make
Rationale ) ) ..
valid marketing decisions.
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14 B A FT Weaknesses, Opportunities, Threats)

Situational analysis | students will need to cover all letters in
the controlled assessment.
Tustification PESTLE (Political, Economical, Social,

15 ey Technological, Legal, Environmental)

T Fois o S ALE o B E R BB
BARRRENFTHRIE L S AR BT

A " 3% 2 cdyp kR i {eI@ 2 - Demonstrate

JREER 2 . .

16 . knowledge and understanding of marketing

Presentation ..
principles, concepts, processes, key terms,
data sources and definitions.
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17 marketing information and data,
demonstrating the ability to interpret the
potential impact and influence on the
rationale and marketing campaigns.
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a marketing campaign with appropriate




justification, linking ideas and evidence
from several sources to support ideas.
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