· One big Aim and objectives  
· Make connection 
· List the 4 competitors and they pricing  
· Look at social media 
· How it cost for advertising in UK
· Create Market map
· Why hipster is the target market for vinyl records in UK?


· All relevant key terms (refer to the key word booklet).
· Brand
· What is the role of a marketing campaign?
· What are the principles and purposes of a marketing campaign?
· Aims and Objectives:
· What are they?
· How are they used?
· How do your form them (SMART)?
· Market types:
· Mass
· Niche
· Market segmentation
· Branding:
· What is it?
· How can a business use and develop it;
· Brand personality
· Brand image
· Unique selling point (USP)
· Implications of a business’s size:
· Budget constraints
· Availability of speciality staff
· Internal influences of marketing:
· Costing
· Finance availability
· Staff expertise
· Size and culture of the business
· External influences:
· PESTLE
· The purpose of market research:
· To identify size, structure and trends in the market.
· Consumer identity
· Identify potential competition.
· Market research – methods and use:
· Primary:
· [bookmark: _gjdgxs]What is it?
· Types of it?
·  How can it be used?

· Secondary:
·  What is it?
· Types of it? - Internal/External methods
·  How can it be used?

· Developing a marketing campaign:
· Content of the marketing message
· Selecting an appropriate marketing mix
· Selecting appropriate media
· Allocation of the campaign budget
· Timeline for the campaign – timeline/Gantt
· sheet
· Evaluation of the campaign
· Make sure you show personal justification and
· analysis, as this will give you access to higher

· grades.

· The importance of:
· Validity
· Reliability
· Appropriateness
· Currency
· Cost
· What are they?
· How do they relate to market research?
· How can you make sure that they used?

· Types of data:
· Quantitate/Qualitative
· What are they?
· Types?
· How are they used?
· Sufficiency and focus of market research:
· How are customers selected?
· Why do customers respond?
· What would customers choose to not respond?
· What do they like about it?
· Selection and extraction.
· Developing a rationale:
· Interpretation, analysis and use of data and other information to make valid marketing decisions.
· Identification of any further sources of information that may be required.
· Evaluation of the reliability and validity of the information obtained.
· Product life cycle:
· What is it?
· What are the stages?
· What is the diagram?
· Situational analysis:
· SWOT
· PESTLE
· Use of research date to determine target markets.
· Use of data research data to conduct competitive analysis.
· Marketing mix:
· Product, place, promotion, price, people, promotion, process, physical environment.
· Product development
· Forms and function
· Packaging
· Branding
· Pricing strategies:
· BOGOF
· Skimming
· Penetration
· Competitor based
· Cost plus
· Promotional advertising:
· AIDA
· Public relations
· Sponsorship
· Use of social media
· Guerrilla marketing
· Personal selling
· Product placement
· Digital marketing
· Corporate images
· Place - distribution channels:
· Direct to users
· Retailers
· Wholesalers

· Gantt sheets:
· What is it?
· How are they used?
· What are the categories?
· Appropriateness:
· How much does the marketing mix reinforce and support?
· the brand value?
· Sustainability of marketing?
· Flexibility of the campaign to enable response to both
· internal external changes.
· The relevance to organisational goals.
· Relevance to the target market
· Legal and ethical decisions.

· Developing a marketing campaign:
· Content of the marketing message
· Selecting an appropriate marketing mix
· Selecting appropriate media
· Allocation of the campaign budget
· Timeline for the campaign – timeline/Gantt
· sheet
· Evaluation of the campaign
· Make sure you show personal justification and
· analysis,
