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LG #81 LO# 1: Analyze Market Information  

 

Instruction sheet 

This learning guide is developed to provide you the necessary information regarding 

the following content coverage and topics: 

 Researching and analyzing relevant information. 

 Presenting collected information 

 Analyzing past trends and developments  

 Conducting market and situation analysis. 

 Identifying , researching and analyzing markets  

 identifying and evaluating competing products  

 Continual monitoring market environment. 

  Identifying the legal, ethical and environmental constraints  

This guide will also assist you to attain the learning outcomes stated in the cover page. 

Specifically, upon completion of this learning guide, you will be able to: 

 Research and analyze relevant information. 

 Present collected information 

 Analyze past trends and developments  

 Conduct market and situation analysis. 

 Identify , research and analyze markets  

 Identify and evaluating competing products  

 Continual monitoring market environment. 

  Identify the legal, ethical and environmental constraints  

Learning Instructions:  
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1. Read the specific objectives of this Learning Guide.  

2. Follow the instructions described below.  

3. Read the information written in the “Information Sheets”. Try to understand what 

are being discussed. Ask your trainer for assistance if you have hard time 

understanding them. 

4. Accomplish the “Self-checks” which are placed following all information sheets.  

5. Ask from your trainer the key to correction (key answers) or you can request your 

trainer to correct your work. (You are to get the key answer only after you finished 

answering the Self-checks). 

6. If your performance is satisfactory proceed to the next learning guide,  

7. If your performance is unsatisfactory, see your trainer for further instructions  
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Information Sheet 1- Researching and Analyzing Relevant Information About 

Market Trends 

 

1.1. Concepts in marketing 

1.1.1 .Marketing and marketing system 

Marketing is defined as a management orientation focusing all the activities of the 

organization/individuals on satisfying customer needs and wants, thereby helping 

achieve the organization’s/Individual’s long-range objectives.  

Agricultural and food marketing system comprises all functions, and agencies who 

perform those activities, which are necessary in order to profitably exploit opportunities 

in the marketplace. 

1.1.2. Functions of marketing 

Marketing functions are classified into three groups: 

1.  Exchange functions 

 
Buying and Selling: They are directly associated with negotiating an exchange of 

ownership – or flow of title – between a seller and a prospective buyer. Buying activities 

include searching for, gathering information about, evaluating alternative products and 

suppliers, and negotiating a purchase agreement. The selling function involves 

identifying and seeking out potential buyers, determining an asking price, negotiating 

terms of sale, and similar activities. The ultimate aim for any seller is to meet its consumer 

(buyer’s) needs. Thus, a farmer can be said to be market oriented when production is 

purposely planned to meet specific demands or market opportunities. For example, a 

contract farmer, who wishes to meet the needs of a food processor producing sorghum-

based malted drinks will only grow improved sorghum seed. It will avoid any inputs likely 

to adversely affect the storage and/or processing properties of the sorghum and will 

continually seek new and better inputs which will add further value to its product in the 

eyes of the customer (food processor).  

 

 



 

 

Page 8 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

2. Physical functions 
Storage: Balances supply of and demand for agricultural and food products. Agricultural 

production in developing countries is usually seasonal whilst demand is generally 

continuous throughout the year. Hence the need for storage to allow a smooth, and as 

far as possible, uninterrupted flow of product into the market.  

 
Transportation: Making the product available where it is needed, without adding 

unreasonably to the overall cost of the produce. Adequate performance of this function 

requires consideration of alternative routes and types of transportation, with a view to 

achieving timeliness, maintaining produce quality and minimizing shipping costs. 

 

3. Facilitating functions 

Standardization: concerned with the establishment and maintenance of uniform 

measurements of produce quality and/or quantity. This function simplifies buying and 

selling as well as reducing marketing costs by enabling buyers to specify precisely what 

they want and suppliers to communicate what they are able and willing to supply with 

respect to both quantity and quality of product. In the absence of standard weights and 

measures trade either becomes more expensive to conduct or impossible altogether. 

 

Quality differences in agricultural products may be due to production methods and/or 

because of the quality of inputs used. Technological innovation can also give rise to 

quality differences. In addition, a buyer’s assessment of a product’s quality is often an 

expression of personal preference. Thus, for example, in some markets a small banana 

is judged to be in some sense ‘better’ than a large banana; white sugar is considered 

‘superior’ to yellow sugar; long stemmed carnations are of ‘higher quality’ than short 

stemmed carnations; and white maize is ‘easier to digest’ than yellow maize. 

 

Financing: In almost any production system there are inevitable lags between investing 

in the necessary raw materials (e.g. machinery, seeds, fertilizers, packaging, flavorings, 

stocks etc.) and reeiving the payment for the sale of produce. During these lag periods 

some individual or institution must finance the investment 
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Risk bearing: In both the production and marketing of produce the possibility of incurring 

losses is always present. Physical risks include the destruction or deterioration of the 

produce through fire, excessive heat or cold, pests, floods, earthquakes etc. Market risks 

are those of adverse changes in the value of the produce between the processes of 

production and consumption. A change in consumer tastes can reduce the attractiveness 

of the produce and is, therefore, also a risk. All of these risks are borne by those 

organizations, companies and individuals. 

 

Market intelligence: It is the process of collecting, interpreting, and disseminating 

information relevant to marketing decisions. The role of market intelligence is to reduce 

the level of risk in decision making. Through market intelligence the seller finds out what 

the customer needs and wants. The alternative is to find out through sales, or the lack 

of them. Marketing research helps establish what products are right for the market, which 

channels of distribution are most appropriate, how best to promote products and what 

prices are acceptable to the market. As with other marketing functions, intelligence 

gathering can be carried out by the seller or another party such as a government agency, 

the ministry of agriculture and food, or some other specialist organization. 

 

Note: Each of these functions adds value to the product and they require inputs, so they 

incur costs. As long as the value added to the product is positive, most firms or 

entrepreneurs will find it profitable to compete to supply the service. 

 

1.2. Researching and Analyzing Relevant Information About Market Trends 

To undertake marketing effectively, businesses need information – information about 

customer wants, market demand, competition, distribution channels etc. This information 

needs to be updated regularly because businesses operate in a dynamic environment, 

characterized by frequent: 

 

 Changes in technology – enabling new products and new production processes.  
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 Changes in consumer tastes – meaning that the demand for some products will 

decline, whilst others will grow more popular. 

 Changes in the product ranges of competitors – the introduction of new rival 

products, or changes in pricing policies can greatly influence the demand for a 

product 

 Changes in economic conditions – an improvement or worsening of the 

economic climate will have an impact on incomes on a national or regional level. 

Different products may be affected differently e.g. luxuries v necessities etc 

1.2.1 Marketing Research 

Marketing research can be defined as follows: 

The systematic gathering, recording and analyzing of data about problems relating to 

the marketing of goods and services: 

 Systematic – using an organized and clear method or system 

 Gathering – knowing what you are looking for, and collecting appropriate 

information 

  Recording – keeping clear and organized records of what you are trying o find 

out 

 Analyzing – ordering and making sense of you information in order to draw out  

            trends and conclusions 

 Problems relating to marketing – finding out the answers to questions that 

help the    business to better understand its customers and other details about 

the marketplace 

 

Scientific Procedures for carrying out marketing research  

1. Define the problem and the research objectives – it is important that the problem 

or issues under investigation are clearly defined. Too broad a definition will result in a lot 

of unnecessary information: too narrow a definition may mean that further research will 

have to be undertaken. Research objectives should be SMART (i.e. Specific, 

Measurable, Achievable, Relevant and Time specific). This will reduce the risk of 
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confusion or misunderstanding as the research is being conducted, and will make it 

easier to evaluate the research findings. 

 
1.2.2. Develop the research plan 

 the next step is to decide on the most effective way to 

obtain the necessary information. This will involve a number of activities, including: 

 Choosing which sources of data will be used? - Primary, secondary or both? 

 If primary data needs to be collected, deciding what is the most appropriate 

approach to the research, e.g. a series of focus groups or a large-scale survey. 

 Choosing the type of research instruments to be used – questionnaires are 

commonly used in surveys. 

 Constructing a sampling plan – i.e, who is to be surveyed (the sampling frame), 

how many people should be surveyed (the sample size), how should they be 

chosen (the sample procedure) 

 Deciding how respondents will be contacted – by post, telephone or in person. 

 Setting the budget and deadlines for the completion of the research 

 

1.2.2. Collect the Information 

This is likely to be the most expensive stage of the research and most prone to error. 

Improvements in telecommunications and the increasing use of computers have helped 

to reduce the number of errors and made it easier to record and store information. 

However, researchers still need to be aware of the problems caused by biased or 

dishonest interviewers and respondents, and also how to deal with chosen respondents 

who cannot be contacted or refuse to take part. 

1. Analyze the information – this involves turning the mass of data collected into 

meaningful information upon which decisions can be made. Data will be collated and 

statistical techniques applied, e.g., identifying the ‘average’ or most common response, 

or the range of views 

.2. Present the findings – the precise format of the presentation and the level of detail 

required will need to be agreed in advance, as both will depend on the needs and 

wishes of those who commissioned the research. 
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1.3. The purpose of marketing research? 
Marketing research can help a business do one or more of the following: 
 

1. Gain a more detailed understanding of consumers’ needs – marketing 

research can help firms to discover consumers’ opinions on a huge range of 

issues, e.g., views on products’ prices, packaging, recent advertising campaigns 

 

2. Reduce the risk of product/business failure – there is no guarantee that any 

new idea will be a commercial success, but accurate and up-to-date information 

on the market can help a business make informed decisions, hopefully leading to 

products that consumers want in sufficient numbers to achieve commercial 

success. 

 

3. Forecast future trends – marketing research can not only provide information 

regarding the current state of the market but it can also be used to anticipate 

customer needs future customer needs. Firms can then make the necessary 

adjustments to their product portfolios and levels of output in order to remain 

successful. 

1.4.  Information a Business Need 
 

 Who are our customers? Are they young/old; male/female; national/international;   

how much do they earn? 

 

How do customers make buying decisions in our market? What information do they 

need? How long do they take to make their minds up? Do they compare products with 

alternative competitor products first/ 

 

How well are our products selling? Are sales improving/declining/stable? Is the market 

growing/shrinking/stable; are we increasing our market share? 

Have new products been introduced recently by competitors? Are they cheaper/ 

more expensive, what new features do they have, how are they being promoted, are 

they selling? 
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 How can we respond successfully to changes in the marketplace? Do we introduce 

new products or modify old ones? Should we launch existing products in new markets? 

Are these changes in line with our corporate objectives? 

 

1.5. Uses of Marketing Research 

1.2.1 What kind of information can be obtained using marketing research? 

Marketing decisions are made under conditions of uncertainty and risk. 

For example: 

 Will a new product sell as well as hoped? 

 What will happen to customer demand if product prices are increased or reduced? 

 How much (if anything) should be invested in a marketing campaign? 

 What are the chances that an advertising campaign will reach the intended 

audience and how will they respond if it does? 

Marketing research aims to reduce uncertainty and risk by providing information about 

the variables involved in the decision and the possible outcomes of marketing decisions 

and actions. 

A wide variety of information used to support marketing decisions can be obtained from 

market research: 

Information about the market: 

 Analysis of the market potential for existing products e.g. market size, growth, 

changing sales trends 

 Forecasting future demand for existing products 

 Assessing the potential for new products 

 Study of market trends 

 Analysis of competitor behaviour and performance 

 Analysis of market shares 

Information about products: 

 Likely customer acceptance/rejection of new products 

 Comparison of existing products in the market, e.g., price, features, costs, 

distribution 
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 Forecasting new uses for existing products 

 Technologies that may threaten existing products 

 New product development 

Information about promotion in the market: 

 Effectiveness of advertising 

 Effectiveness of sales force (personal selling) 

 Extent and effectiveness of sales promotional activities 

 Competitor promotional strategies 

Information about distribution in the market: 

 Use and effectiveness of distribution channels 

 Opportunities to sell direct 

 Cost of transport and warehousing products 

 Level and quality of after-sales service 

Information about pricing in the market: 

 What happens to demand following changes in price (a concept known as 

“elasticity” of demand” 

 Analysis of the impact of changes in prices on revenues, costs and profits 

 Customer perceptions of pricing 

 

1.6. Sources Information for Market Research 

 Potential customers 

 Competitors 

 Government officials 
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Self-check 1                            Written test 

 

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test II: Short Answer Questions 

1. Define the term marketing and marketing system 

2. Discuss the components of a marketing system 

3. What is the purpose of conducting marketing research? 

4. Discuss the scientific procedures for conducting marketing research 

 

You can ask you teacher for the copy of the correct answers. 

 

 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

Note: Satisfactory rating - 20 points and above           Unsatisfactory - below 20 

points  

 

You can ask you teacher for the copy of the correct answers. 

 

Score = ___________ 

Rating: ____________ 
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INFORMATION SHEET 2- Presenting Collected Information 

 

2.1. Statistical data presentation 

Data are a set of facts, and provide a partial picture of reality. Whether data are being 

collected with a certain purpose or collected data are being utilized, questions regarding 

what information the data are conveying, how the data can be used, and what must be 

done to include more useful information must constantly be kept in mind. 

Since most data are available to researchers in a raw format, they must be summarized, 

organized, and analyzed to usefully derive information from them. Furthermore, each 

data set needs to be presented in a certain way depending on what it is used for. 

Planning how the data will be presented is essential before appropriately processing raw 

data. 

We describe the roles and appropriate use of text, tables, and graphs (graphs, plots, or 

charts), all of which are commonly used in reports, articles, posters, and presentations. 

Furthermore, we discuss the issues that must be addressed when presenting various 

kinds of information, and effective methods of presenting data, which are the end 

products of research, and of emphasizing specific information. 

Methods of presentation must be determined according to the data format, the method 

of analysis to be used, and the information to be emphasized. Inappropriately presented 

data fail to clearly convey information to readers and reviewers. Even when the same 

information is being conveyed, different methods of presentation must be employed 

depending on what specific information is going to be emphasized. A method of 

presentation must be chosen after carefully weighing the advantages and disadvantages 

of different methods of presentation. If one wishes to compare or introduce two values 

at a certain time point, it is appropriate to use text or the written language. However, a 

table is the most appropriate when all information requires equal attention, and it allows 

readers to selectively look at information of their own interest. Graphs allow readers to 

understand the overall trend in data, and intuitively understand the comparison results 
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between two groups. One thing to always bear in mind regardless of what method is 

used, however, is the simplicity of presentation. 

Data can be presented in one of the three ways as: 

 Text; 

 Tabular form 

 Graphical form 

 Charts..  

2.1.1. Text Presentation 

Text is the main method of conveying information as it is used to explain results and 

trends, and provide contextual information. Data are fundamentally presented in 

paragraphs or sentences. Text can be used to provide interpretation or emphasize 

certain data. If quantitative information to be conveyed consists of one or two numbers, 

it is more appropriate to use written language than tables or graphs. For instance, 

information about the incidence rates of delirium following anesthesia in 2016–2017 can 

be presented with the use of a few numbers: Example: The profitability rate of XY 

business were 11%, 13% and 15% in 2016, 2017 and. 2018 respectively. If this 

information were to be presented in a graph or a table, it would occupy an unnecessarily 

large space on the page, without enhancing the readers' understanding of the data. If 

more data are to be presented, or other information such as that regarding data trends 

are to be conveyed, a table or a graph would be more appropriate. By nature, data take 

longer to read when presented as texts and when the main text includes a long list of 

information, readers and reviewers may have difficulties in understanding the information 

2.1.2. Table presentation 

Anyone with a sufficient level of literacy can easily understand the information presented 

in a table. Tables are the most appropriate for presenting individual information, and can 

present both quantitative and qualitative information. The strength of tables is that they 

can accurately present information that cannot be presented with a graph. A number 

such as “132.145852” can be accurately expressed in a table.  Another strength is that 

information with different units can be presented together. Finally, tables are useful for 

summarizing and comparing quantitative information of different variables. However, the 
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interpretation of information takes longer in tables than in graphs, and tables are not 

appropriate for studying data trends. Furthermore, since all data are of equal importance 

in a table, it is not easy to identify and selectively choose the information required. 

Table 1. Tabular presentation of data 
 

 

                         

2.1.3. Graphical presentation 

Whereas tables can be used for presenting all the information, graphs simplify complex 

information by using images and emphasizing data patterns or trends, and are useful for 

summarizing, explaining, or exploring quantitative data. While graphs are effective for 

presenting large amounts of data, they can be used in place of tables to present small 

sets of data. A graph format that best presents information must be chosen so that 

readers and reviewers can easily understand the information. 

2.1.4. Scatter plot 

Scatter plots present data on the x- and y-axes and are used to investigate an 

association between two variables. A point represents each individual or object, and an 

association between two variables can be studied by analyzing patterns across multiple 

points. A regression line is added to a graph to determine whether the association 

between two variables can be explained or not 
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Figure 1. A graph showing the relation b/n two variables 

2.1.5. Bar graph and histogram 

A bar graph is used to indicate and compare values in a discrete category or group, and 

the frequency or other measurement parameters (i.e. mean). Depending on the number 

of categories, and the size or complexity of each category, bars may be created vertically 

or horizontally. The height (or length) of a bar represents the amount of information in a 

category. Bar graphs are flexible, and can be used in a grouped or subdivided bar format 

in cases of two or more data sets in each category. 

 

Figure 2: Graphs showing trends of two sets of data 

2.1.6. Pie chart and its three dimensional effects 

A pie chart, which is used to represent nominal data (in other words, data classified in 

different categories), visually represents a distribution of categories. It is generally the 

most appropriate format for representing information grouped into a small number of 
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categories. It is also used for data that have no other way of being represented aside 

from a table, frequency table.( Figure---) 

Most of the recently introduced statistical packages and graphics software have the 

three-dimensional (3D) effect feature. The 3D effects can add depth and perspective to 

a graph. However, since they may make reading and interpreting data more difficult, they 

must only be used after careful consideration. The application of 3D effects on a pie chart 

makes distinguishing the size of each slice difficult. Even if slices are of similar sizes, 

slices farther from the front of the pie chart may appear smaller than the slices closer to 

the front (Fig. ). 

                                          
Figure 4: Charts showing trends of two sets of data 
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Self-Check – 2 Written test  

 

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. Mention the methods by which we present commercial data 

2.  Explain the context in which we use each method which we use for data 

presentation.  

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 
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Information Sheet 3- Analyzing past trends and developments   

 

 

 

3.1. Introduction 

A trend is the overall direction of a market during a specified period of time. Trends can 

be both upward and downward, relating to bullish and bearish markets, respectively. 

While there is no specified minimum amount of time required for a direction to be 

considered a trend, the longer the direction is maintained, the more notable the trend. 

Trends are identified by drawing lines, known as trend lines,that connect price action 

making higher highs and higher lows for an uptrend, or lower lows and lower highs for a 

downtrend.  

 

A trend is a general direction the market is taking during a specified period of time. 

Trends can be both upward and downward, relating to bullish and bearish markets, 

respectively. While there is no specified minimum amount of time required for a direction 

to be considered a trend, the longer the direction is maintained, the more notable the 

trend 

 

3.2. Analyzing past trends and developments 

Trend analysis is the process of looking at current trends in order to predict future ones 

and is considered a form of comparative analysis. This can include attempting to 

determine whether a current market trend, such as gains in a particular market sector, is 

likely to continue, as well as whether a trend in one market area could result in a trend 

in another. Though a trend analysis may involve a large amount of data, there is no 

guarantee that the results will be correct. Such analysis can be precious as an early 

warning indicator of potential problems and issues with product line and service 

level changes that impact customers. 

 

A market trend is the overall direction of a market during a specified period of 

time. Trends can be both upward and downward, relating to bullish and bearish markets, 

respectively. While there is no specified minimum amount of time required for a direction 

https://www.investopedia.com/terms/t/trend.asp
https://www.investopedia.com/terms/b/bearmarket.asp
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to be considered a trend, the longer the direction is maintained, the more notable the 

trend. 

Trend following is a trading system based on using trend analysis and following the 

recommendation produced to determine which investments to make. Often, the analysis 

is conducted via computer analysis and modeling of relevant data and is tied to market 

momentum. 

Example The graph below explains trend analysis over a period for channel sales per 

country. This graph is an example of a sales pattern that is analyzed on a month on 

month basis. The table shows the calculation of the mean to show the prediction of the 

trend for the coming months. The table is based on the sales figure for the last four 

months. 

https://www.investopedia.com/terms/m/marketmomentum.asp
https://www.investopedia.com/terms/m/marketmomentum.asp
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3.3. Trend analysis in market research 

With the trend analysis report, you can compare historical data and get answers to 

questions like: 

 Has your score improved over time? 

 Has the customer experience changed as compared to the last quarter? 

 Do employees engage more now? Is there an increase in employee retention? 

 Are sales expected to grow this year? 

Trend analysis helps to display a summary of long term data., use it to investigate 

variability at different time points and capture how the customers and markets respond 
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over time. Use trend analysis to identify the best time for demand in the market and also 

identify low-demand phases to take actions accordingly. 

3.4. Uses of trend analysis in market survey 
Researchers and businesses run a trend analysis report after data collection for the 

following: 

 To understand consumer behavior: Based on historical data, it helps 

companies understand what the consumers need and what gets outrightly 

rejected. It helps them make timely changes in the products and then push it out 

in the market. For instance, it helps identify and target customers and make 

informed decisions in a bear market situation. 

 To identify a shift in consumer realization: Consumer perception concerning 

the product or service can be quite volatile. Short term planning won't lead you 

too far. Customer satisfaction levels can change due to even minor changes in 

the business style or product. Trend analysis involves the technical analysis of 

consumer needs and how they perceive a product or a service. 

 To understand the cost drivers: Businesses need to study the financial aspects 

of their business like the stock price and cost drivers affecting their products or 

services over time periods. They need to innovate and come up with the best 

possible products at a lower price than their competitors. Analyzing the trend over 

a period of time helps identify these drivers. Trend analysis is a handy tool to 

gauge the profit for an investor. 

 

3.5. Advantages of analyzing trends in survey data 

Here are the business benefits of running a trend analysis: 

 Strategy building: Trend analysis helps in predicting new business entrants, and 

allows the company to develop strategies to uphold their industrial position. 

Analyzing trends can help zero in new products to be launched. For instance, if 

the trend reports show that the Millenials prefer watching content over the OTT 

platform than reading a newspaper, you can launch your ads on these platforms. 



 

 

Page 26 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

You can optimize your marketing spend by switching from traditional mediums 

like TV and newspapers to OTT sites. 

 Business expansion: It facilitates businesses and organizations to make 

strategic decisions to expand their business. Identifying patterns in consumer 

trends will help you discover new market areas to expand your business. For 

instance, if you notice that the demand in rural areas has been increasing steadily, 

you can plan to target specific locations more aggressively. 

 Change-analysis indicator: It is instrumental as an indicator to identify the 

underperforming areas of the business. Most organizations conduct customer 

satisfaction surveys to identify promoters, passives, and detractors. If there is a 

sharp rise in the number of passives and detractors, they might have concerns 

with product quality, service, delivery, or customer support. Once you identify the 

improvement areas after data analysis, and work on them, conduct a survey, and 

measure the change in results over time. 

 Business feedback: It helps in identifying the areas in which the business is 

performing well and duplicate the strategies for business expansion. 
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Self-Check – 3 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What is trend analysis? 

2. Mention the benefits of trend analysis 

3. Explain the concept behind trend analysis 

4. List the uses of trend analysis 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

Note: Satisfactory rating – 20 points           Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 

 Score = ___________ 

Rating: ____________ 
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Information sheet-4. Conducting market and situation analysis.  

 

4.1. How to do a market analysis 

A market analysis is a quantitative and qualitative assessment of a market. It looks into 

the size of the market both in volume and in value, the various customer segments and 

buying patterns, the competition, and the economic environment in terms of barriers to 

entry and regulation. 

 

A market analysis is an assessment, which allows you to determine how suitable a 

particular market is for your industry. You can use market analysis to evaluate your 

current market, or look at new markets. Whether you are a startup, looking to expand, or 

reevaluating your current market, a market analysis helps you to identify the 

attractiveness of a market. It also detects current and future risks of operating in that 

location. 

 

Market analysis provides you with a holistic, or well-rounded picture of the markets you 

are interested in operating in. The components of the analysis include several evaluation 

tools, including a discussion of your industry and its outlook in the market. It also 

analyzes the target market, conducts a competitive analysis, and identifies cultural and 

legal regulations. 

 

The objectives of the market analysis section of a business are to show that you: 

 you know your market 

 the market is large enough to build a sustainable business 

 

In order to do that plan, the following points are important: 

 Demographics and Segmentation 

 Target Market 

 Market Need 

 Competition 



 

 

Page 29 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

 Barriers to Entry 

 Regulation 

The first step of the analysis consists in assessing the size of the market. 

4.1.1. Demographics and Segmentation 

When assessing the size of the market, your approach will depend on the type of 

business you are selling to investors. If your business plan is for a small shop or a 

restaurant then you need to take a local approach and try to assess the market around 

your shop. If you are writing a business plan for a restaurant chain then you need to 

assess the market a national level. 

 

Depending on your market you might also want to slice it into different segments. This is 

especially relevant if you or your competitors focus only on certain segments. 

 

 Volume & Value 

There are two factors you need to look at when assessing the size of a market: the 

number of potential customers and the value of the market. It is very important to look at 

both numbers separately, let's take an example to understand why. 

Imagine that you have the opportunity to open a shop either in Town A or in Town B: 

Town A B 

Market value Birr 200m Birr100m 

Potential customers 2 big companies 1,000 small companies 

Competition 2 competitors 10 competitors 
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Although Town B looks more competitive (10 competitors vs. 2 in Town A) and a smaller 

opportunity (market size of Birr 100m vs. £200 in Town A), with 1,000 potential customers 

it is actually a more accessible market than Town A where you have only 2 potential 

customers. 

 Potential customer 

The definition of a potential customer will depend on your type of business. For example, 

if you are opening a small shop selling office furniture then your market will be all the 

companies within your delivery range. As in the example above it is likely that most 

companies would have only one person in charge of purchasing furniture hence you 

wouldn't take the size of these businesses in consideration when assessing the number 

of potential customers. You would however factor it when assessing the value of the 

market. 

 

 Market value 

Estimating the market value is often more difficult than assessing the number of potential 

customers. The first thing to do is to see if the figure is publicly available as either 

published by a consultancy firm or by a state body. It is very likely that you will find at 

least a number on a national level. 

 Target Market 

The target market is the type of customers you target within the market. For example, if 

you are selling jewelry you can either be a generalist or decide to focus on the high end 

or the lower end of the market. This section is relevant when your market has clear 

segments with different drivers of demand. In my example of jewels, value for money 

would be one of the drivers of the lower end market whereas exclusivity and prestige 

would drive the high end. 

Now it is time to focus on the more qualitative side of the market analysis by looking at 

what drives the demand. 
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 Market Need 

This section is very important as it shows that you have an intimate knowledge of your 

market. You know why they buy! 

 

Here you need to get into the details of the drivers of demand for your product or services. 

One way to look at what a driver is to look at takeaway coffee. One of the drivers for 

coffee is consistency. The coffee one buys in a chain is not necessarily better than the 

one from the independent coffee shop next door. But if you are not from the area then 

you don't know what the independent coffee shop's coffee is worth it. Whereas you know 

that the coffee from the chain will taste just like in every other shop of this chain. Hence 

most people on the move buy coffee from chains rather than independent coffee shops. 

 

 

4.1.2. Competition 

The aim of this section is to give a fair view of who you are competing against. You need 

to explain your competitors' positioning and describe their strengths and weaknesses. 

You should write this part in parallel with the Competitive Edge part of the Strategy 

section. 

The idea here is to analyze your competitor's angle to the market in order to find a 

weakness that your company will be able to use in its own market positioning. One way 

to carry the analysis is to benchmark your competitor against each of the key drivers of 

demand for your market (price, quality, etc.)  

This section is all about answering two questions from your investors: 

1. What prevents someone from opening a shop in front of yours and take 50% of 

your business? 

2. Having answered the previous question what makes you think you will be 

successful in trying to enter this market? (start-up only) 
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Here are a few examples of barriers to entry: 

 Investment (a project that requires a substantial investment) 

 Technology (sophisticated technology a website is not one, knowing how to 

process uranium is) 

 Brand (the huge marketing costs required to get to a certain level of recognition) 

 Regulation (licenses and concessions in particular) 

 Access to resources (exclusivity with suppliers, proprietary resources) 

 Access to distribution channels (exclusivity with distributors, proprietary network) 

 Location 

The answer to the questions above will be highly dependent on your type of business, 

your management team and any relations it might have. 

4.1.3. Regulation 

If regulation is a barrier at entry in your sector then I would advise you to merge this 

section with the previous one. Otherwise, this section should be just a tick the box 

exercise where you explain the main regulations applicable to your business and which 

steps you are going to take to remain compliant. 

4.2. How to conduct situation analysis 

Situation analysis refers to a collection of methods that businesses  use to analyze its 

internal and external environment to understand the organization's capabilities, 

customers, and business environment. The situation analysis consists of several 

methods of analysis: 

 

The situation analysis consists of several methods of analysis: The 5Cs Analysis, SWOT 

analysis and Porter five forces analysis. A Marketing Plan is created to guide businesses 

on how to communicate the benefits of their products to the needs of potential customer. 

The situation analysis is the second step in the marketing plan and is a critical step in 

https://en.wikipedia.org/wiki/Situation_analysis#5C_Analysis
https://en.wikipedia.org/wiki/SWOT_analysis
https://en.wikipedia.org/wiki/SWOT_analysis
https://en.wikipedia.org/wiki/Porter_five_forces_analysis
https://en.wikipedia.org/wiki/Marketing_Plan
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establishing a long term relationship with customers. In this information sheet we focus 

on 5C”s and SWOT analyses.  

 

The situation analysis looks at both the macro-environmental factors that affect many 

firms within the environment and the micro-environmental factors that specifically affect 

the firm. The purpose of the situation analysis is to indicate to a company about the 

organizational and product position, as well as the overall survival of the business, within 

the environment. Companies must be able to summarize opportunities and problems 

within the environment so they can understand their capabilities within the market 

 

4.2.1. 5C Analysis 

While a situation analysis is often referred to as the "3C analysis", the extension to the 

5c analysis has allowed businesses to gain more information on the internal, macro-

environmental and micro-environmental factors within the environment. The 5C analysis 

is considered the most useful and common way to analyze the market environment, 

because of the extensive information it provides.  

 Company 

The company analysis involves evaluation of the company's objectives, strategy, and 

capabilities. These indicate to an organization the strength of the business model, 

whether there are areas for improvement, and how well an organization fits the external 

4environment. 

 Goals & Objectives: An analysis on the mission of the business, the industry of 

the business and the stated goals required to achieve the mission. 

 Position: An analysis on the Marketing strategy and the Marketing mix. 

 Performance: An analysis on how effective the business is achieving their stated 

mission and goals. 

 Product line: An analysis on the products manufactured by the business and how 

successful it is in the market.  

https://en.wikipedia.org/wiki/3C%27s_Model
https://en.wikipedia.org/wiki/Goal
https://en.wikipedia.org/wiki/Marketing_strategy
https://en.wikipedia.org/wiki/Marketing_mix
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 Competitors 

The competitor analysis takes into consideration the competitors position within the 

industry and the potential threat it may pose to other businesses. The main purpose of 

the competitor analysis is for businesses to analyze a competitor's current and potential 

nature and capabilities so they can prepare against competition. The competitor analysis 

looks at the following criteria: 

 Identify competitors: Businesses must be able to identify competitors within 

their industry. Identifying whether competitors provide the same services or 

products to the same customer base is useful in gaining knowledge of direct 

competitors. Both direct and indirect competitors must be identified, as well as 

potential future competitors. 

 Assessment of competitors: The competitor analysis looks at competitor goals, 

mission, strategies and resources. This supports a thorough comparison of goals 

and strategies of competitors and the organization. 

 Predict future initiatives of competitors: An early insight into the potential 

activity of a competitor helps a company prepare against competition.  

 Customers 

Customer analysis can be vast and complicated. Some of the important areas that a 

company analyzes includes 

 Demographics 

 Advertising that is most suitable for the demographic 

 Market size and potential growth 

 Customer wants and needs 

 Motivation to buy the product 

 Distribution channels (retail, online, wholesale, etc...) 

 Quantity and frequency of purchase 

 Income level of customer 

https://en.wikipedia.org/wiki/Competitor_analysis
https://en.wikipedia.org/wiki/Demographics
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Motivation
https://en.wikipedia.org/wiki/Distribution_(business)
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 Collaborators 

Collaborators are useful for businesses as they allow for an increase in the creation of 

ideas, as well as an increase in the likelihood of gaining more business 

opportunities. The following type of collaborators are: 

 Agencies: Agencies are the middlemen of the business world. When businesses 

need a specific worker who specializes in the trade, they go to a recruitment 

agency.  

 Suppliers: Suppliers provide raw materials that are required to build products. 

There are 7 different types of Suppliers: Manufacturers, wholesalers, merchants, 

franchisors, importers and exporters, independent crafts people and drop 

shippers. Each category of suppliers can bring a different skill and experience to 

the company.  

 Distributors: Distributors are important as they are the 'holding areas for 

inventory'. Distributors can help manage manufacturer relationships as well as 

handle vendor relationships.  

 Partnerships: Business partners would share assets and liabilities, allowing for 

a new source of capital and skills. 

Businesses must be able to identify whether the collaborator has the capabilities needed 

to help run the business as well as an analysis on the level of commitment needed for a 

collaborator-business relationship. 

 Climate 

To fully understand the business climate and environment, many factors that can affect 

the business must be researched and understood. An analysis on the climate is also 

known as the PEST analysis. The types of climate/environment firms have to analyse 

are: 

 Political and regulatory environment: An Analysis of how active the 

government regulates the market with their policies and how it would affect 

the production, distribution and sale of the goods and services. 

https://en.wikipedia.org/wiki/Suppliers
https://en.wikipedia.org/wiki/Distributors
https://en.wikipedia.org/wiki/Asset
https://en.wikipedia.org/wiki/Liability_(financial_accounting)
https://en.wikipedia.org/wiki/PEST_analysis
https://en.wikipedia.org/wiki/Production_(economics)
https://en.wikipedia.org/wiki/Distribution_(business)
https://en.wikipedia.org/wiki/Sales
https://en.wikipedia.org/wiki/Goods_and_services
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 Economic Environment: An Analysis of trends regarding macroeconomics, such 

as exchange rates and inflation rate, can prove to influence businesses.  

 Social/cultural environment: Interpreting the trends of society, which includes 

the study of demographics, education, culture etc. 

 Technological analysis: An analysis of technology helps improve on old routines 

and suggest new methods for being cost efficient. To stay competitive and gain 

an advantage over competitors, businesses must sufficiently understand 

technological advances. 

4.2.2.SWOT analysis 

A SWOT Analysis is another method under the situation analysis that examines 

the Strengths and Weaknesses of a company (internal environment) as well as 

the Opportunities and Threats within the market (external environment). A SWOT 

analysis looks at both current and future situations, where they analyze their current 

strengths and weaknesses while looking for future opportunities and threats. 

  

SWOT analysis (alternately SWOT Matrix) is a strategic planning method used to 

evaluate the Strengths, Weaknesses/Limitations, Opportunities, and Threats involved in 

a project or in a business venture. It involves specifying the objective of the business 

venture or project and identifying the internal and external factors that are favorable and 

unfavorable to achieve that objective.  

 Strengths: characteristics of the business, or project team that give it an 

advantage over others 

 Weaknesses (or Limitations): are characteristics that place the team at a 

disadvantage relative to others 

 Opportunities: external chances to improve performance (e.g. make greater 

profits) in the environment 

 Threats: external elements in the environment that could cause trouble for the 

business or project 

https://en.wikipedia.org/wiki/Macroeconomics
https://en.wikipedia.org/wiki/Exchange_rates
https://en.wikipedia.org/wiki/Inflation_rate
https://en.wikipedia.org/wiki/Demographics
https://en.wikipedia.org/wiki/Education
https://en.wikipedia.org/wiki/Culture
https://en.wikipedia.org/wiki/SWOT_Analysis
http://en.wikipedia.org/wiki/Strategic_planning
http://en.wikipedia.org/wiki/Project
http://en.wikipedia.org/wiki/Business
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A firm’s strengths are its resources and capabilities that can be used as a basis for 

developing a competitive advantage. Examples of such strengths include: 

 Exclusive access to high grade natural resources 

 Good reputation among customers 

 Strong brand names 

 Cost advantages from proprietary know-how 

 Favorable access to distribution networks 

Weaknesses: 

The absence of certain strengths may be viewed as a weakness. For example, each of 

the following may be considered weaknesses: 

 Lack of access to the best natural resources 

 Poor reputation among customers 

 Lack of patent protection 

 A weak brand name 

 High cost structure 

 Lack of access to key distribution channels 

 

Opportunities: 

The external environmental analysis may reveal certain new opportunities for profit and growth. 

Some examples of such opportunities include: 

 Arrival of new technologies 

 An unfulfilled customer need 

 Loosening of regulations 

 Removal of international trade barriers 

 

Often, a weakness is the flip side of strength. Take the case in which a firm has a large 

amount of manufacturing capacity. While this capacity may be considered a strength that 

competitors do not share, it also may be a considered a weakness if the large investment 

in manufacturing capacity prevents the firm from reacting quickly to changes in the 

strategic environment. 
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Threats: 

Changes in the external environment also may present threats to the firm. Some 

examples of such threats include: 

 New regulations 

 Shifts in consumer tastes away from the firm’s products 

 Emergence of substitute products 

 Increased trade barriers 

4.2.3.Conducting a SWOT analysis 

A SWOT analysis is a tool for documenting internal strengths (S) and weaknesses (W) 

in your business, as well as external opportunities (O) and threats (T). You can use this 

information in your business planning to help achieve your goals. To work out if 

something is an internal or external factor, ask yourself if it would exist even if your 

business didn't. If it would, then it's an external factor (e.g. new technology). 

Use the following 8 steps to conduct a SWOT analysis: 

1. Decide on the objective of your SWOT analysis 

To get the most out of your SWOT analysis, you should have a question or objective in 

mind from the start. For example, you could use a SWOT analysis to help you decide if 

you should introduce a new product or service, or change your processes. 

 

2. Research your business, industry and market 

Before you begin the SWOT analysis you need to do some research to understand your 

business, industry and market. Get a range of perspectives by talking to your staff, 

business partners and clients. Also conduct some market research and find out about 

your competitors. 

 

3. List your business's strengths 

The first step is to identify and list what you think are your business's strengths. Examples 

could include strengths relating to employees, financial resources, your business 

location, cost advantages and competitiveness. 

https://www.business.qld.gov.au/starting-business/planning/market-customer-research/market-research
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At this stage of the SWOT analysis, the list does not need to be definitive. Any ideas and 

thoughts are encouraged. Step 7 is where the list is prioritised. 

 

 

4. List your business's weaknesses 

List things in your business that you consider to be weaknesses (i.e. that put your 

business at a disadvantage to others). Weaknesses could include an absence of new 

products or clients, staff absenteeism, a lack of intellectual property, declining market 

share and distance to market. 

Make sure you address the weaknesses raised in your SWOT analysis. The list of 

weaknesses can indicate how your business has grown over time. When you review the 

SWOT analysis after a year, you may notice that your weaknesses have been resolved. 

While you may find new weaknesses, the fact that the old ones are gone is a sign of 

progress. 

5. List potential opportunities for your business 

Think about the possible external opportunities for your business. These are not the 

same as your internal strengths, and are not necessarily definite – an opportunity for one 

aspect of your business could be a threat to another (e.g. you may consider introducing 

a new product to keep up with consumer trends, but your competitors may already have 

a similar product). Keep this in mind, but for the SWOT analysis, the same item shouldn't 

be listed as both an opportunity and a threat. 

 Opportunities could include new technology, training programs, partnerships, a 

diverse marketplace and a change of government. 

6. List potential threats to your business 

List external factors that could be a threat or cause a problem for your business. 

Examples of threats could include rising unemployment, increasing competition, higher 

interest rates and the uncertainty of global markets. 

 

https://www.business.qld.gov.au/running-business/ip


 

 

Page 40 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

7. Establish priorities from the SWOT 

When you have completed the steps above, you will have 4 separate lists. Ideally, these 

lists can be displayed side-by-side so you can have an overall picture of how your 

business is running and what issues you need to address. You can then work out what 

issues are the most important and what can be dealt with later (i.e. develop 4 prioritized 

lists). 

8. Develop a strategy to address issues in the SWOT 

Review your 4 prioritized lists by asking: 

 How can we use our strengths to take advantage of the opportunities identified? 

 How can we use these strengths to overcome the threats identified? 

 What do we need to do to overcome the identified weaknesses in order to take 

advantage of the opportunities? 

 How will we minimize our weaknesses to overcome the identified threats? 

Once you have answered these questions and finalized your lists, you can now use the 

SWOT analysis to develop strategies for achieving your business goals. 
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Self-Check – 4 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What is the purpose of market and situation analysis? 

2. List and explain the issues studied in market and situation analysis 

3. Explain the purpose of SWOT analysis?. 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: Satisfactory rating - 15points & above          Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 

 Score = ___________ 

Rating: ____________ 
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Information sheet-5. Identifying, researching and analyzing markets 

 

 

5.1. Introduction 

When you start a business, do you just wing it? Or, do you take time to plan and research 

your strategies before you jump into the market? If you’re like most entrepreneurs, you 

probably prepare your business before taking the plunge. 

 

Before diving into a market or switching up a strategy, you need to do thorough research. 

Otherwise, your business could quickly sink. 

If you want to stay afloat in the business world, you need to know how to conduct a 

market analysis. 

5.2. A market analysis 

A market analysis is the process of gathering information about a market within an 

industry. Your analysis studies the dynamics of a market and what makes potential 

customers tick. 

A market analysis may seem complex, but it’s necessary if you want to lead your 

business in the direction of success. 

When you conduct a market analysis, you learn the following: 

Who are my potential customers? 

What are my customers’ shopping and buying habits? 

How large is my target market? 

How much are potential customers willing to pay? 

Who is my competition? 

What are my competitors’ strengths and weaknesses? 
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Your market analysis can make or break your startup. Analyzing markets helps you 

reduce risks because you can better understand your customers and market conditions. 

Your analysis also helps you clarify what makes you different from the competition. That 

way, you know what makes you stand out. Or, you know what you need to do to set 

yourself apart. 

Whether you’re starting a venture, introducing a new product, or growing your small 

business, market research can help take you to the next level. 

5.3. How to conduct a market analysis: 7 steps 

Conducting and writing a market analysis takes time and lots of research. It’s not 

something you can whip up overnight. To help guide you through your market 

assessment journey, follow the seven market analysis steps below. 

1. Determine the purpose of your study 

There are many reasons why businesses might conduct market research. You may use 

them to assess business risks (e.g., threats), reduce issues, or create opportunities. 

You can look at past problems to decrease future risks. And, analyze past successes to 

see what you need to continue to do in the future. 

 

Before starting any market research, determine whether the analysis is for internal or 

external purposes. Internal purposes include things like improving cash flow or business 

operations. External purposes include trying convince lenders to give you a business 

loan. 

Your analysis is a critical part of your small business plan. It shows lenders that you know 

your industry like the back of your hand and that your business has growth potential. 

 

The kind of research you conduct varies depending on your analysis’ purpose. For 

example, say you conduct a study for internal purposes. Because it’s for internal 

purposes, you likely won’t need to collect as much data as you would with an external 

purpose. 

https://www.patriotsoftware.com/blog/accounting/small-business-risk-analysis-assessment-purpose/
https://www.patriotsoftware.com/blog/accounting/how-to-write-small-business-plan/
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Make sure you determine whether your study will be internal, external, or both before 

proceeding with your research. 

 

2. Look at your industry’s outlook 

In your analysis, outline the current state of your industry. Include where the industry is 

heading using metrics such as size, trends, and projected growth. Be sure to have 

relevant data to back up your claims. 

This section will let investors or lenders see that you’ve done your homework on your 

business’s industry. And, it will show them whether or not your industry is worth their 

time and money. 

3. Pinpoint target customers 

The truth is, not every person will be your customer. But that’s OK! When you analyze 

the market, you must determine who your potential customers are. This part of the 

process is called a target market analysis. 

You need to fully understand who your customers are and where they come from. Your 

research should paint a clear picture of your potential customers. Look at things like: 

 Age 

 Income 

 Gender 

 Location 

 Occupation 

 Education level 

 Marital or family status 

Once you narrow down who your customers are, find out their needs, interests, 

personalities, and demographics. 

Consider also creating customer personas based on your research. Many businesses 

have multiple customer personas. After you compile different customers’ 

characteristics, build different personas to represent your typical customers. 

Pinpointing your target market can help you better cater to future customers and 

market more efficiently. 
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As your business grows, your potential customers may evolve or change. Revisit your 

target market from time to time to ensure they still fit your business. 

4. Compare your competition 

To further analyze the market, you need to understand your competition. And, you must 

know who your competitors are trying to target. 

Take the time to research what other businesses are out there. Look at things like your 

competition’s offerings, location, targeted customers, and disadvantages in the market. 

Make a list of all of your main competitors. Go through each one on the list and determine 

their strengths and weaknesses (SWOT analysis). What does their business have that 

you don’t? Why would a customer pick a competitor’s business over yours? Do they pose 

any threat to your business? 

Once you outline your competitors’ strengths, weaknesses, opportunities, and threats, 

rank them from most to least threatening. Then, determine your startup’s advantages 

and marketing position. 

5. Gather additional data 

Information is your greatest ally when it comes to conducting a market analysis. The 

more information you gather and have, the better off your business will be. 

The data you have should be unbiased, relevant, and factual. You should be able to back 

up your research and make decisions based on accurate information. 

Use credible sources to gather additional data. You can take advantage of different 

resources, such as: 

 The Bureau of Labor Statistics 

 The Census Bureau 

 State and local commerce websites 

 Trade journal articles 

 Competitors’ strengths and weaknesses 

 Target market surveys or questionnaires 

https://smallbusiness.patriotsoftware.com/swot-analysis/
https://www.bls.gov/
https://www.census.gov/
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 Information from interviews or focus groups within your target market 

 

 

 

6. Analyze your findings 

After you analyze the market, it’s time to take a look at your findings. Lay out all of your 

research and organize it using different sections. Include sections for your purpose, 

target market, and competition. 

Here are some other things you should include in your findings: 

 An overview of your industry’s size and growth rate 

 Your projected market share percentage 

 Your outlook for the industry 

 Discounts you plan on offering 

 Buying trends 

 Your business’s forecasted growth 

 Prices of your offerings 

 How much customers are willing to pay 

 Your cash flow projection 

 Your customer groups 

 Results of your other analyses 

Based on your research, you will be able to forecast other things for your business, such 

as your cash flow cycle, gross margin, and customers’ buying habits. 

  

https://www.patriotsoftware.com/blog/accounting/how-to-project-your-cash-flow/
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7. Put your analysis into action 

Conducting a market analysis might seem like a daunting task, but your business will 

thank you for it later. 

Sure, you’ll spend a good chunk of time working on your marketing analysis. But, it’s well 

worth it. Don’t put all that extensive research to waste. Put your analysis into action. 

For internal purposes, look at how you can use your findings to improve your business. 

Use your analysis to see if you can make any of your business processes more efficient. 

If you conducted an analysis for external purposes, be prepared to speak with lenders 

about your research and conclusions. 

Don’t just box up your analysis and pack it away for “later.” Revisit your market analysis 

every now and then for necessary tweaking. 

A market analysis starts with keeping a close eye on your books. Streamline your 

accounting process with Patriot’s accounting software. Easily record income and 

expenses to keep your business on track. What are you waiting for? Get started with 

your self-guided demo today! 

 

Self-Check – 5 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What is the purpose of market and situation analysis? 

2. Discuss the steps followed during market analysis 

https://www.patriotsoftware.com/accounting/software/
https://login.patriotsoftware.com/samplesystem/signup
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3. What elements are studied in market analysis?. 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: Satisfactory rating - 15points & above          Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 

 Score = ___________ 

Rating: ____________ 
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Information sheet-6. Identifying and Evaluating Competing Products 

 

6.1. Introduction 

An in-depth investigation and analysis of your competition allows you to assess your 

competitor's strengths and weaknesses in your marketplace and helps you to choose 

and implement effective strategies that will improve your competitive advantage. 

 

An in-depth investigation and analysis of your competition is one of the most important 

components of a comprehensive market analysis. A competitive analysis allows you to 

assess your competitor's strengths and weaknesses in your marketplace and implement 

effective strategies to improve your competitive advantage. This Business Builder will 

take you through a step-by-step process of competitive analysis, helping you to identify 

your competition, determine and weigh their attributes, assess their strengths and 

weaknesses, and uncover their objectives and strategies in your market segment. what 

you should know before getting started. 

 6.2. Types of Organizations Considered as Competitors 
 

Any business marketing a product similar to, or as a substitute for, your own product in 

the same geographic area is a direct competitor. Firms offering dissimilar or substitute 

products in relation to your product or service are considered indirect competitors. 

Indirect competition would exist between the manufacturer of butter and a manufacturer 

of margarine selling to the same customers. Another example is the manufacturer of 

eyeglasses who competes indirectly with contact lens manufacturers. Stated in other 

terms, indirect competition will satisfy the customer's need with a particular product or 

service, although the product or service used may be different from yours. If a firm has 

similar products and distribution channels, but has chosen to operate in different market 

segments, they are not at this time your direct competitor. However, it's important to 

monitor the marketing activities of such firms because they may decide to move into your 
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market segment, just as you may decide to move into theirs. Take a moment and identify 

your direct and indirect competitors: 

  

6.3. Comprehensive Competitive Analysis an Important Part of a Marketing Plan 

To achieve and maintain a competitive advantage in reaching and selling to your target 

market, you must possess a thorough knowledge of your competition. An in-depth 

competitive analysis will provide you with the following: 

 An understanding of how your existing and potential customers rate the 

competition.  

 A positive identification of your competitor's strengths and weaknesses.  

 A mechanism to develop effective competitive strategies in your target 

market. 

 

6.4. Analyzing Competitors 

There are several markets where it is relatively easy to name every competitor. These 

are concentrated markets where only a handful of competitors exist. If this is the scenario 

for your product or service, you will need to develop an analysis for each competitor. The 

steel industry and automobile industry are examples of these types of markets. If you 

are selling in a market with many competitors, your job of analyzing the competition 

becomes a little more difficult. Since it is unrealistic to collect and maintain information 

on dozens of competitors, you will be able to save yourself valuable time, without 

sacrificing the integrity of your competitive analysis, by using the old 80/20 rule. In 

fragmented markets with many competitors, it is most probable that 80% of the total 

market revenues are accounted for by 20% of the competition. It's the 20% you would 

examine sc most closely. For instance, in the computer industry, the personal computer 

market, is represented by hundreds of clone manufacturers with the majority of the 

market being captured by a handful of manufacturers such as Compaq, IBM, and Apple. 

When using this approach it is important to keep abreast of your market for new and 

upcoming players who through some variable, whether it be new technology or an 

aggressive advertising campaign, may become a dominant player.  
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6.5. Controlling the Competition 

Marketers of different brands of products will often pursue a particular market segment. 

Market Segmentation, which is the means of breaking down larger markets into smaller 

ones requiring different marketing mixes, is a means for strengthening and focusing your 

attempt to limit and control the competition. There are however, a broad range of 

strategies a business can employ in a competitive environment  

 From price changing and new packaging to improving customer service and new 

product development.  
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Self-Check – 6 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

 

 

You can ask you teacher for the copy of the correct answers. 

1. Who are competitors for a given product?. 

2. Why we study about competitors?  

3. Explain about direct  and indirect competitors 

 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _____________ 

 

Note: Satisfactory rating – 15 points           Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 

 

Score = ___________ 

Rating: ____________ 
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Information sheet-7. Continual monitoring of market environment. 

 

7.1. Monitoring Marketing Environment 

The marketing environment is dynamic it is always changing. Whether the forces of the 

marketing environment fluctuate slowly or rapidly, they create uncertainty, obstacles, and 

opportunities. Marketers must constantly monitor the marketing environment to be 

prepared to capitalize on opportunities and minimize adverse conditions. To monitor 

changes in the marketing environment effectively, marketing managers must engage 

in environmental scanning and analysis. 

7.2. Environmental Analysis 

Environmental analysis is the process of assessing and interpreting the information 

gathered through environmental scanning. A manager reviews the information for 

accuracy, ties to reconcile inconsistencies in the data, and interprets the findings. 

Analysis allows a marketing manager to discern changes in the environment and, if 

possible, or predict future changes. By evaluating these changes, a marketing manager 

should be able to determine possible threats and opportunities associated with 

environmental fluctuations. Knowledge of current and predicted environmental changes 

aids a marketing manager in assessing the performance of current marketing efforts and 

in developing marketing strategies for the future. 

 

7.3. Approaches for Responding to Environmental Forces 

In responding to environmental forces, marketers use one of two general approaches. 

In the first approach, marketing managers view the forces of the marketing environment 

as uncontrollable. According to this traditional approach, an organization can do little to 

alter the influence of the taking this reactive approach tries to prepare itself to respond 

quickly to changes in the environment. For example, although an organization has little 

power to alter economic conditions new regulations, or the actions of competitors, it can 
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monitor the environment closely and adjust its marketing strategy to counter the effects 

of inflation, a new product safety law, or product improvements by competitors. 

 

A second response to the marketing environment is to take a proactive, or aggressive, 

stance toward environmental forces. A growing number of marketing professionals argue 

that the forces of the marketing environment can be controlled, at least to some extent. 

They believe that marketing itself represents a significant force that can be used to create 

change and extend its influence over the environment. Through lobbying, legal action, 

advertising of key issues, and public relations, organizations can alter some 

environmental forces. For instance, a firm can control its competitive environment by 

using aggressive pricing or competitive advertising strategies to influence the decisions 

of rival firms. It can lobby political officials to repeal legislation that it believes will restrict 

its business. Likewise, a firm can use political skills and public relations activities to open 

foreign marketer to domestic business. Neither response to environmental forces is 

superior. For some organizations, the reactive approach is more appropriate; for other 

firms, the proactive approach leads to better performance. The selection of a particular 

approach is determined by an organizations managerial philosophies, objectives, 

financial resources, markets and human skills, and by the composition of the set of 

environmental forces within which the organization operates. 
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Self-Check – 7 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

 

 

You can ask you teacher for the copy of the correct answers. 

4. Who are competitors for a given product?. 

5. Why we study about competitors?  

6. Explain about direct  and indirect competitors 

 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _____________ 

 

  

Note: Satisfactory rating – 15 points           Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 

 

Score = ___________ 

Rating: ____________ 
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Information sheet-8. The legal, ethical and environmental constraints 

 

8.1. Marketing environment 

Market environment includes the factors and forces that affect a firm’s ability to build and 

maintain successful relationships with customers. Marketing environment is the 

cumulative form of the factors that encapsulate within themselves the ability of a firm to 

Connect with the consumers and also the potency of the product as a growth driver to 

the firm. 

 

A company's marketing environment consists of the factors and forces that affect the 

company's ability to develop and maintain successful transactions and relationships with 

its target customers. Every business enterprise is confronted with a set of internal factors 

and a set of external factor. 

 

The internal factors are generally regarded as controllable factors because the company 

has a fair amount of control over these factors, it can alter or modify such factors as its 

personnel, physical facilities, marketing-mix etc. to suit the environment. 

 

The external factors are by and large, beyond the control of a company. The external 

environmental factors such as the economic factors, sociocultural factors, government 

and legal demographic factors, geophysical factors etc. 

 

As the environmental factors are beyond the control of a firm, its success will depend to 

a very large extent on its adaptability to the environment, i.e. its ability to properly design 

and adjust internal variables to take advantages of the opportunities and to combat the 

threats in the environment. 

8.1.1. The micro environment 
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The micro environment consists of the actors in the company's immediate environment 

that affects the ability of the marketers to serve their customers. These include the 

suppliers, marketing intermediaries, competitors, customers and publics. 

 

 Suppliers: Suppliers are those who supply the inputs like raw materials and 

components etc. to the company. Uncertainty regarding the supply or other supply 

constraints often compels companies to maintain high inventories causing cost 

increases. 

 

It is very risky to depend on a single supplier because a strike, lock out or any 

other production problem with that supplier may seriously affect the company. 

Hence, multiple sources of supply often help reduce such risks. 

 

 Customers: The major task of a business is to create and sustain customers. A 

business exists only because of its customers and hence monitoring the customer 

sensitivity is a prerequisite for the business to succeed. 

 

A company may have different categories of consumers like individuals, 

households, industries, commercial establishments, governmental and other 

institutions etc. Depending on a single customer is often too risky because it may 

place the company in a poor bargaining position. Thus, the choice of the customer 

segments should be made by considering a number of factors like relative 

profitability, dependability, growth prospects, demand stability, degree of 

competition etc. 

 

 Competitors: A firm's competitors include not only the other firms which market 

the same or similar products but also all those who compete for the discretionary 

income of the consumers. A marketer should strive to create primary and selective 

demand for his products. 
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 Marketing intermediaries: The immediate environment of a company may 

consist of a number of marketing intermediaries which are "firms that aid the 

company in promoting, selling and its goods to final buyers. 

 

The marketing intermediaries include middlemen such as agents and merchants, 

who help the company find customers or close sales with them; physical 

distribution firms which assist the company in stocking and moving goods from 

their origin to their destination such as warehouses and transportation firms; 

marketing service agencies which assist the company in targeting and promoting 

its products to the right markets such as advertising agencies; consulting firms, 

and finally financial intermediaries which finance marketing activities and insure 

business risks. 

 

Marketing intermediaries are vital link between the company and final consumers. 

A dislocation or disturbance of this link, or a wrong choice of the link, may cost 

the company very heavily 

 Public: A company may encounter certain publics in its environment. "A public is 

any group that has actual or potential interest in or impact on an organisation's 

ability to achieve its interests". Media, citizens, action publics and local publics 

some examples. 

 

8.1.2. Macro environment 

The macro forces are, generally, more uncontrollable than the micro forces. The macro 

forces are given below: 

Economic environment: Economic conditions, economic policies and the economic 

system are the important external factors that constitute the economic environment of a 

business. The economic conditions of a country e.g., the nature of the economy, the 

stage of development of the economy, economic resources, the level of income, the 

distribution of income and assets etc. are among the very important determinants of 

business strategies. 
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In a developing economy, the low income may be the reason for the very low demand 

for a product. In countries where investment and income are steadily and rapidly rising, 

business prospects are generally bright, and further investments are encouraged. The 

economic policy of the government, needless to say, has a very strong impact on 

business. Some types of businesses are favorably affected by government policy, some 

adversely affected, while it is neutral in respect of others, e.g. in case of India, the priority 

sector and the small-scale sector get a number of incentives and positive support from 

the government, whereas those industries which are regarded as inessential may find 

the odds against them. 

 

The monetary and fiscal policies by way of incentives and disincentives they offer and 

by their neutrality, also affect the business in different ways. The scope of private 

business depends, to a large extent, on the economic system. At one end, there are the 

free market economies, or capitalist economies, and at the other are the centrally 

planned economies or communist economies. In between these two extremes are the 

mixed economies. 

 Political and Government environment: Political and government environment 

has a close relationship with the economic system and economic policy. In most 

countries, there are a number of laws that regulate the conduct of the business. 

These laws cover such matters as standards of product, packaging, promotion 

etc. In many countries, with a view to protecting consumer interests, regulations 

have become stronger. Regulations to protect the purity of the environment and 

preserve the ecological balance have assumed great importance in many 

countries. 

Thus, marketing policies are definitely influenced by government policies and controls 

throughout the world 

 

 Socio-cultural environment: The socio-cultural environment includes the 

customs, traditions, taboos, tastes, preferences etc. of the members of the 

society, which cannot be ignored at any cost by any business unit. For a business 
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to be successful, its strategy should be the one that is appropriate in the socio-

cultural environment. 

 

Even when people of different cultures use the same basic product, the mode of 

consumption, conditions of use, purpose of use or the perceptions of the product 

attributes may vary so much so that the product attributes, method of presentation, or 

promotion etc. may have to be varied to suit the characteristics of different markets. 

 

While dealing with the social environment, it is important to remember that the social 

environment of business also encompasses its social responsibility, alertness or 

vigilance of the consumers and the society's interests and well-being at large. 

 Demographic environment: Demographic factors like the size, growth rate, age 

composition, sex composition, family size, economic stratification of the 

population, educational levels, language, caste, religion etc. are all factors 

relevant to business. All these demographic variables affect the demand for goods 

and services. Markets with growing population and income are growth markets. 

But the decline in birth rates in countries like United States, etc. has affected the 

demand for baby products. Johnson and Johnson had to overcome this problem 

by repositioning their products like baby shampoo and baby soaps, and promoting 

them to the adult segment particularly females. 

 

A rapidly increasing population indicates a growing demand for many products. High 

population growth rates also indicate an enormous increase in labor supply. Cheap labor 

and a growing market have encouraged many multinational corporations to invest in 

developing countries. 

 

 Natural environment: Geographical and ecological factors such as natural 

resources endowments, weather and climate conditions, topographical factors, 

location aspects in the global context, port facilities etc. are all relevant to 

business. 
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Geographical and ecological factors also influence the location of certain industries, e.g. 

industries with high material index tend to be located near the raw material sources. 

Climate and weather conditions affect the location of certain industries like the cotton 

textile industry. 

 

 Physical facilities and technological environment: Business prospects 

depend on the availability of certain physical facilities. The sale of television sets 

e.g. is limited by the extent of coverage of telecasting. Similarly, the demand for 

refrigerators and other electrical appliances is affected by the extent of 

electrification and the reliability of power supply.  

 
Technological factors sometimes pose problems. A firm which is unable to cope with the 

technological changes may not survive. Further, the different technological environment 

of different markets or countries may call for product modifications. 

 

 International environment: The international environment is very important from 

the point of view of certain categories of business. It is particularly important for 

industries directly depending on exports or imports. E.g. a recession in foreign 

markets or the adoption of protectionist policies may help the export-oriented 

industries. Similarly, liberalization of imports may help some industries which use 

imported items, but may adversely affect import-competing industries. 

 

8.2. Ethical issues 

An ethical business is one that considers the needs of all stakeholders when making 

business decisions. An ethical business, when setting objectives and considering 

strategy, takes into consideration its social responsibilities. Ethical businesses consider 

the moral rights and wrongs of any strategic decisions that are made. 

 
Businesses today have a much wider set of social responsibilities than in the past. The 

view that shareholders are the only stakeholders that need to be satisfied is long gone. 
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The stakeholders may include employees, suppliers, customers and a wide range of 

environmental and animal rights groups. Key issues include:  

Employees: Businesses should treat employees as their most valuable asset. This 

means taking care of their health and safety and conditions of work and also paying a 

living wage. Their ethical responsibilities should not stop with their own employees. 

Those working for suppliers are equally as important. It cannot be regarded as ethical if 

a business claims to pay its own employees a living wage if workers further down the 

supply chain, in perhaps a less developed country, earn the equivalent of 40p an hour. 

  

Suppliers: Suppliers should also be treated fairly, this means sticking to agreed 

contracts, and not forcing renegotiation upon suppliers. It means sharing burdens of 

developing and supplying products and paying on time and not putting pressure upon 

suppliers’ cash flow. Fair trade claims should be backed by positive action, not just lip 

service. It is not fair trade to charge a customer an extra 30p for fair trade chocolate or 

tea or coffee and then pass on a fraction of the 30p price increase to the supplier. 

  

Customers: Above all, customers want a quality product or service at a fair price. 

Businesses which act unethically fail to fulfil this moral commitment to customers. For 

example, the PPI scandal was a double failure on the part of many of the major banks in 

the UK. Not only was the insurance cover provided through PPI often irrelevant to 

customer needs, it was massively overpriced. The end result has been billions of 

compensation payments to customers.  

 

Environmental ethics: Environmental pressure groups have become increasingly 

effective in influencing business decision makers. Prominent international organizations 

such as Greenpeace or Friends of the Earth have been able to effectively change the 

course of action of numerous enterprises. Smaller pressure groups acting on a local 

issue have also taken on large business organizations with varying degrees of success. 
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The increasing awareness of the effects of pollution caused by large businesses has 

also had an influence on the way even local residents perceive the costs and benefits of 

businesses being located near to their homes. It used to be the case that the opportunity 

for employment, especially in depressed areas, was grasped with both hands. This 

situation has now changed. The widespread protest against fracking demonstrates that, 

for many people, any environmental costs can sometimes outweigh potential benefits. 

Local residents, in a way similar to pressure groups, have become a great deal more 

aware of methods of preventing or changing potential developments. 

8.3. Legal factors 

There are a number of different laws that affect the way businesses can operate. These 

laws are designed to protect individuals, customers, employees and the environment 

from the potential negative acts of business. Those who set laws and add to existing 

legislation argue that without a strong legal framework businesses will operate in a way 

that will maximize their profits and this is likely to be a detrimental to many groups such 

as employees and customers. Business legislation covers a number of areas, namely 

company law, employment and anti-discrimination law, consumer protection, 

competition policy, health and safety legislation, data protection, intellectual property and 

minimum wage legislation. 

 

 Company law 
When a business is incorporated, it exists as a separate legal entity. That is, it is separate 

from shareholders. The act of setting up a Limited Company (LTD or PLC) is 

incorporation. An incorporated business is responsible for its own debts and liabilities. 

The shareholders and, as a general rule, directors cannot be forced to pay them (unless 

fraudulent activity has occurred). 

 

Many businesses employ professional company secretaries (who can carry out this role 

for a number of companies) to ensure that the company meets with required legislation. 

Failure to comply with company law can lead to company directors being fined, struck 

off or even to the compulsory liquidation (winding up) of the company. Compulsory 

liquidation or winding up can be requested through courts by creditors (often HMRC for 
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non-payment of taxes due) and can also occur through failure to provide accounts to 

Companies House within the due period. 

 

 

 Employment legislation 
 

There are a number of different types of legislation that regulate the relationship between 

employers and employees: 

 Health and safety legislation: Under the Health and Safety at Work legislation, 

employers have a duty to take all reasonable care to ensure the wellbeing and 

safety of their employees. Employers have a legal responsibility to ensure that 

working environments are safe and that employees are able to understand and 

are trained to deal with the risks involved in their jobs. Employees also have 

responsibilities, such as taking reasonable care and ensuring that they abide by 

health and safety rules – e.g. wearing hard hats on building sites. 

 

 Employment rights: This is the key legislation concerned with establishing 

workers’ rights in regard to their terms and conditions of employment. Employees 

have to be provided with a written contract of employment within two months of 

starting employment. The contract must state levels of pay, holiday entitlement, 

rights for maternity pay, pension rights, disciplinary procedures and length of 

notice period. 

 

 

 Consumer protection 
When consumers purchase goods or services, a contract is formed between the 

consumer, the retailer and the producer of those goods or services. Legislation clarifies 

the nature of the contract and how suppliers of goods and services are required to 

behave. Legislation, for example, makes it a criminal offence to give untrue or misleading 

descriptions of goods in regard to their content, size, weight and price. As a result of this 

legislation, manufacturers and retailers have to take a great deal of care about 

information presented on their packaging or within advertisements and any other form of 
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promotional material. Goods must also be of merchantable quality – fit for their intended 

purpose and be as described. This means that the goods must be capable of doing what 

they were designed to do and what the purchaser would reasonably expect them to be 

able to do.  

 

 Anti-discrimination legislation 

Workers are protected against discrimination in a number of important areas: 

 Age discrimination: It is illegal in the workplace to make decisions based on the 

age of employees when considering recruitment, employment terms and 

conditions, promotions, transfers, training and dismissal. The retirement age of 

65 was abolished in 2011: retirement age is now when the employee choses to 

take retirement. An employer can only retire a worker in particular circumstances, 

e.g. not being physically up the tasks involved in the job. 

 Racial or belief-based discrimination: It is illegal to discriminate on grounds of 

colour, race, nationality or ethnic/national origin when considering recruitment, 

employment terms and conditions, promotions and transfers, training and 

dismissal. Employers are liable for acts of discrimination committed by their 

employees in the course of their employment, unless the employer can show that 

they took reasonable actions to prevent the discrimination occurring. 

 Sex discrimination: It is illegal for employers to discriminate on the basis of a 

person’s sex, or because they are married or in a civil partnership or if they have 

gone through, are going through or intend to go through, gender reassignment. 

Sexual discrimination legislation also makes it illegal for employers to discriminate 

between men and women in terms of their pay and conditions where they are 

doing either the same or similar work (like work) or work of equal value. 

 Sexual orientation discrimination: It is illegal to discriminate because of sexual 

orientation or ‘perceived’ sexual orientation. This includes orientation towards 

someone of the same sex (lesbian/ gay), opposite sex (heterosexual) or both  
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 Competition policy 
Competition policy is focused on controlling the abuse of market power of big business. 

Because businesses in a monopoly or a near-monopoly position hold a dominant market 

position, they can have control over price or amount produced within the market. Another 

role of the completion policy is to investigate situations where companies may be acting 

together, forming an illegal cartel which limits the competition within an industry. 

 

 

 Intellectual property law 

Intellectual property Law covers the legal rights of individual and companies in regard to 

designs, inventions and artistic works. 

 Trademark 

Trade legislation covers designs and artwork, such a labelling, brand logo design and 

product design. Trademarks and other aspects of design can be registered, and 

protected from copying. A copy can infringe a trademark without being an exact copy, 

but instead similar enough to cause confusion in consumers. 

 

 Patent Law 

This law covers inventions and gives rights to the inventor or patent owner for a limited 

period to stop others from making, using or selling an invention without the permission 

of the inventor or owner. 

 

 

 Data protection 
Data protection is concerned with how personal data gathered by organizations is used 

and kept secure. Data gathered from customers or clients must be: 

 used fairly and lawfully 

 used for limited, specifically stated purposes 

 used in a way that is adequate, relevant and not excessive  accurate 

 kept for no longer than is absolutely necessary 

 handled according to people’s data protection rights kept safe  
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Self-Check – 8 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

 

 

You can ask you teacher for the copy of the correct answers. 

7. List and discuss the environmental factors that affects business activities   

8. Explain the ethical considerations in business undertakings  

9. Discuss the  legal factors behind business activities 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  __________ 

 

 

 

 

 

 

 

  

Note: Satisfactory rating - 15points           Unsatisfactory - below 15points  

 

You can ask you teacher for the copy of the correct answers. 

 

Score = ___________ 

Rating: ____________ 
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LG #82 LO #2- Identify Marketing Requirements 

 

Instruction sheet 

 

This learning guide is developed to provide you the necessary information regarding 

the following content coverage and topics: 

 Creating promotional materials 

 Recording and communicating priorities, responsibilities, timelines and budgets. 

 Evaluating proximity of the market area. 

This guide will also assist you to attain the learning outcomes stated in the cover page. 

Specifically, upon completion of this learning guide, you will be able to: 

 Create promotional materials  

 Record and communicate priorities, responsibilities, timelines and budgets. 

 Evaluate proximity of the market area. 

Learning Instructions:  

1. Read the specific objectives of this Learning Guide.  

2. Follow the instructions described below.  

3. Read the information written in the “Information Sheets”. Try to understand 

what are being discussed. Ask your trainer for assistance if you have hard 

time understanding them. 

4. Accomplish the “Self-checks” which are placed following all information 

sheets.  

5. Ask from your trainer the key to correction (key answers) or you can request 

your trainer to correct your work. (You are to get the key answer only after 

you finished answering the Self-checks). 

6. If your performance is satisfactory proceed to the next learning guide,  

7. If your performance is unsatisfactory, see your trainer for further instructions  
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Information Sheet 1- Creating Promotional Materials 

.  

1.1. Promotion Strategy 

Promotion is an attempt by marketers to inform, persuade, or remind consumers and 

users to influence their opinion or elicit a response. Most firms use some form of 

promotion. Because company goals vary widely, so do promotional strategies. The goal 

is to stimulate action from the people or organizations of a target market. In a profit-

oriented firm, the desired action is for the consumer to buy the promoted item. 

 

Promotional goals include creating awareness, getting people to try products, providing 

information, retaining loyal customers, increasing the use of products, and identifying 

potential customers, as well as teaching potential service clients what is needed to “co-

create” the services provided. 

Any promotional campaign may seek to achieve one or more of these goals: 

1. Creating awareness 
All too often, firms go out of business because people don’t know they exist or what they 

do. Small restaurants often have this problem. Simply putting up a sign and opening the 

door is rarely enough. Promotion through ads on social media platforms and local radio 

or television, coupons in local papers, flyers, and so forth can create awareness of a new 

business or product. 

2. Getting consumers to try products 

Promotion is almost always used to get people to try a new product or to get nonusers 

to try an existing product. Sometimes free samples are given away. Coupons and trial-

size containers of products are also common tactics used to tempt people to try a 

product. Celebrities are also used to get people to try products. 

 

3. Providing information 

Informative promotion is more common in the early stages of the product life cycle. An 

informative promotion may explain what ingredients (for example, fiber) will do for a 

consumer’s health, describe why the product is better (for example, high-definition 
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television versus regular television), inform the customer of a new low price, or explain 

where the item may be purchased. 

 

People typically will not buy a product or support a not-for-profit organization until they 

know what it will do and how it may benefit them. Thus, an informative ad may stimulate 

interest in a product. Consumer watchdogs and social critics applaud the informative 

function of promotion because it helps consumers make more intelligent purchase 

decisions. 

 

4. Keeping loyal customers 

Promotion is also used to keep people from switching brands. Slogans remind 

consumers about the brand. Marketers also remind users that the brand is better than 

the competition. For years, Pepsi has claimed it has the taste that consumers 

prefer. Southwest Airlines brags that customers’ bags fly free. Such advertising reminds 

customers about the quality of the product or service. 

 

5. Increasing the amount and frequency of use 

Promotion is often used to get people to use more of a product and to use it more often. 

The National Cattlemen’s Beef Association reminds Americans to “Eat More Beef.” The 

most popular promotion to increase the use of a product may be frequent-flyer or -user 

programs. 

6. Identifying target customers 

1. Promotion helps find customers. One way to do this is to list a website as part of the 

promotion. These websites typically will ask for your e-mail address when you seek 

additional information. 

7. Teaching the customer 

For service products, it is often imperative to actually teach the potential client the 

reasons for certain parts of a service. In services, the service providers work with 

customers to perform the service. This is called “co-creation.” For example, an engineer 

will need to spend extensive time with team members from a client company and actually 
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teach the team members what the design process will be, how the interaction of getting 

information for the design will work, and at what points each part of the service will be 

delivered so that ongoing changes can be made to the design. For services products, 

this is more involved than just providing information—it is actually teaching the client. 

 

1.2. The Promotional Mix 

The unique combination of advertising, personal selling, sales promotion, public 

relations, social media, and e-commerce used to promote a product is called the 

promotional mix. 

 Advertising is any paid form of non-personal promotion by an identified sponsor. 

 Personal selling consists of a face-to-face presentation in a conversation with a 

prospective purchaser. 

 Sales promotion consists of marketing activities—other than personal selling, 

advertising, and public relations—that stimulate consumers to buy 

These activities include coupons and samples, displays, shows and exhibitions, 

demonstrations, and other selling efforts. 

 Public relations is the marketing function that links the policies of the 

organization with the public interest and develops programs designed to earn 

public understanding and acceptance. It is the careful coordination of all of the 

elements of the promotional mix to produce a consistent, unified message that is 

customer focused. 
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Self-Check – 1 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What do you mean by Promotion? 

2. What purposes do marketing promotions have in the business World 

3. Mention some of the promotional strategies? 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: Satisfactory rating - 15points           Unsatisfactory - below 15 points  

 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Score = ___________ 

Rating: ____________ 
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Information Sheet 2- Recording and communicating priorities, responsibilities, 

timelines and budgets 

 

2.1. Effective communication 

Effective communication promotes a spirit of understanding and cooperation If the 

effective communication exists between the management and the employees, it helps to 

bring about an atmosphere of mutual trust and confidence. The employees know exactly 

what is expected of them; the management is aware of the potentialities and limitations 

of the employees and knows how to exploit the first and make up for the latter. This 

mutual understanding is extremely beneficial to both the parties. The management gets 

better returns; the employees get job satisfaction. They also develop a sense of 

belonging and loyalty to .the enterprise. 

 

2.2.Communicate with your staff 
 

The more you involve your staff in your marketing plan, the more they will invest 

themselves in it. Your team needs to have total confidence in the information and actions 

outlined in its marketing plan. 

Communicate the plan to your team as much as possible, make sure they have an 

opportunity to contribute to it and assign them roles and responsibilities in delivering the 

plan. In particular: 

 make sure they understand how the marketing plan fits within your business's 

goals, objectives, priorities and policies 

 discuss whether your staff have the skills and aptitude to implement your 

marketing plan 

 give them opportunities to develop their marketing skills and mentor your staff if 

they are enthusiastic 

 consider whether you need to recruit marketing staff. 

 Know your end goal 
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 Don't lose sight of what you want to achieve with your business and your unique 

selling proposition. It is what sets you apart from your competition, and helps keep 

you 

 

Self-Check – 2 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. Define the term effective communication  

2. Explain the importance of effective communication in business activities 

 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

  

Name:  _________________________           Date:  _______________ 

 our marketing focused and effective. 

 

 

 

 

 

 

 

Note: Satisfactory rating 10 points           Unsatisfactory – below 10 points  

 

You can ask you teacher for the copy of the correct answers. 

 
Score = ___________ 

Rating: ____________ 
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Information Sheet 3- Evaluating Proximity of the Market Area. 

4. Introduction 

There are many things to consider when choosing a location for your business venture, 

whether setting up an office or a shop for the first time, or looking to expand into new 

areas. Key factors a business needs to consider when selecting a new location: 

 Potential for growth: Will the premises be able to accommodate business 

growth or a spike in demand? Consequently, a location’s flexibility could be a very 

important factor regarding the premises’ suitability for your business needs. 

 

 Accessibility: Does your business rely on frequent deliveries? If so, it’s important 

to consider local transport links, particularly main roads and motorways. 

 

 Security: Believe it or not, your location can increase your odds of being affected 

by crime, which in turn can influence your insurance premiums, as well as the 

additional security measures you made need to take to keep your premises safe. 

 

 Competition: Your proximity to other competing businesses could be crucial to 

your success. Could they provide a benefit to your business or cause a 

hindrance? Establishing which competitors are in your area and their offering 

could help guarantee you choose the right location for your business. If there is 

too much competition then it may be a warning sign to expand your horizons to a 

new location.  

 Skill base in the area: Find out the skill base in the area – can it fulfill your needs? 

Take into account employment rates as well. If you rely on skilled workers it is 

best to go to where there is a healthy bank of talent. Employees are often a 

business’s biggest asset thus choosing a location that’s lacking in required talent 

may be the start of your business’s downfall. 
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Self-Check – 3 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

3. Why do we observe location while we establish businesses? 

4. List the parameters considered in selecting location for a business 

 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

  

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: Satisfactory rating 10 points           Unsatisfactory – below 10 points  

 

You can ask you teacher for the copy of the correct answers. 

 
Score = ___________ 

Rating: ____________ 
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LG #83 LO #3- Develop a Marketing Plan 

 

Instruction sheet 

 

This learning guide is developed to provide you the necessary information regarding 

the following content coverage and topics: 

 Assessing and interpreting alternative marketing strategies and techniques   

 Assessing marketing strategies, market environment and substantiated 

trends. 

 Incorporating suitable advice. 

 Developing a measurable cost-effective marketing plan. 

 Preparing  and recording detailed plans for promotional activities  

 Outlining promotional plan  

 Taking into account strategies of feedback. 

  Establishing marketing objectives  

This guide will also assist you to attain the learning outcomes stated in the cover page. 

Specifically, upon completion of this learning guide, you will be able to: 

 Assesse and interpret alternative marketing strategies and techniques   

 Assesse marketing strategies, market environment and substantiated trends. 

 Incorporate suitable advice. 

 Develop a measurable cost-effective marketing plan. 

 Prepare  and record detailed plans for promotional activities  

 Outline promotional plan  

 Taking into account strategies of feedback. 

  Establish marketing objectives  

 

Learning Instructions: 
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1. Read the specific objectives of this Learning Guide.  

2. Follow the instructions described below.  

3. Read the information written in the “Information Sheets”. Try to understand 

what are being discussed. Ask your trainer for assistance if you have hard 

time understanding them. 

4. Accomplish the “Self-checks” which are placed following all information 

sheets.  

5. Ask from your trainer the key to correction (key answers) or you can request 

your trainer to correct your work. (You are to get the key answer only after you 

finished answering the Self-checks). 

6. If your performance is satisfactory proceed to the next learning guide,  

7. If your performance is unsatisfactory, see your trainer for further instructions  
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Information Sheet 1- Assessing and interpreting alternative marketing 

strategies and techniques 

   

1.1.Marketing Strategy 

A marketing strategy is a written plan that includes marketing topics like product 

development, promotion, distribution and pricing approach. It identifies company's 

marketing goals and explains how company can achieve those goals. Marketing  

strategies help in identifying strengths and weaknesses of the company and that of its 

competitors. Marketing strategy helps to identify the areas on which the company has to 

focus its marketing tactics. A marketing strategy is therefore a marketing plan designed 

to achieve marketing objectives. For example, marketing objective may relate to 

becoming the market leader by delighting customers   

 

A marketing strategy refers to a business's overall game plan for reaching prospective 

consumers and turning them into customers of their products or services. A marketing 

strategy contains the company’s value proposition, key brand messaging, data on target 

customer demographics, and other high-level elements. A thorough marketing strategy 

covers "the four Ps" of marketing—product, price, place, and promotion. 

The marketing strategy is outlined in the marketing plan, which is a document that details 

the specific types of marketing activities a company conducts and contains timetables 

for rolling out various marketing initiatives. 

Marketing strategies should ideally have longer lifespans than individual marketing plans 

because they contain value propositions and other key elements of a company’s brand, 

which generally hold constant over the long haul. In other words, marketing strategies 

cover big-picture messaging, while marketing plans delineate the logistical details of 

specific campaigns. 

 

 

https://www.investopedia.com/terms/v/valueproposition.asp
https://www.investopedia.com/terms/t/target-market.asp
https://www.investopedia.com/terms/t/target-market.asp
https://www.investopedia.com/terms/f/four-ps.asp
https://www.investopedia.com/terms/m/marketing-plan.asp


 

 

Page 82 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

1.3 . Benefits of a Marketing Strategy 

The ultimate goal of a marketing strategy is to achieve and communicate a 

sustainable competitive advantage over rival companies by understanding the needs 

and wants of its consumers. Whether it's a print ad design, mass customization, or a 

social media campaign, a marketing asset can be judged based on how effectively it com  

Strategic Planning 
Strategic planning is a concept that encompasses marketing, promotion, sales, and 

financial goals and is essentially about developing goals for your business. Having a 

strategic plan for the business means having a plan in place to deal with with both 

expected and unexpected situations. For example if company knows that its mortgage 

will increase by 5 percent next year, then a strategic plan will outline how company will 

increase sales or decrease expenses to meet this additional outflow. 

 

Establishes Effective Distribution: 
With the effective marketing strategy company can establish an effective distribution 

network to reach its customers. Once the strategy is finalized it is very easy to locate 

target customers and also the market areas where it can sell product effectively.  

Streamlines Product Development 
A marketing strategy helps the company to create products and services with the best 

chances for making a profit. This is because marketing strategy starts with market place 

research, taking into Consideration Company’s optimal target customer, whatyour 

competition is doing and what trends might be on the horizon. 

 

Developing Financial Goals 

Marketing strategies are also important for guiding the business into the development of 

financial goals. Financial goals are two-fold: They are related to sales targets and also 

to expenses budget. Sales targets are initially set as part of the marketing plan but might 

change over time according to changing market conditions, increases in product price, 

or increases or decreases in consumer demand. Monitoring expenses is also part of 

financial goal development. If business tends to spend more than it brings in, it will have 

a serious problem maintaining long-term business viability. However, if the business is 

https://www.investopedia.com/terms/c/competitive_advantage.asp
https://www.investopedia.com/terms/m/masscustomization.asp
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able to closely monitor its outflows, only spending what it absolutely needs to, then it will 

be better equipped to increase the profit margins. 

 

Preparation of marketing Plan 
Marketing strategies are often first brainstormed and written as part of an organization's 

marketing plan. Most marketing plans include the current or expected strategies for your 

products, the price points of those products, how to distribute the products, and also the 

advertising and marketing tools. A marketing plan is also important for developing a 

promotional strategy as it helps the business to identify its target markets and to set 

measurable goals. It is vital to the success of the organization that implements a 

marketing plan that aims for growth and positive change in the bottom line  

 

Understanding the customers 

Marketing strategies can also assist the business in understanding and connecting with 

clients and customers. If the marketing plan is loosely structured, company will not have 

much success at targeting products to the "right" demographics. Effective marketing 

strategy enables a business firm to identify market segments that it will serve and what 

product offers it will make. A well-defined marketing strategy clearly describes whom to 

serve and whom to exclude. 

 
Assists with Marketing Communications: 

Market research will help to create brand, or image it wants to establish about business. 

It facilitates the company to communicate to its target customer. Marketing strategy 

facilities the company to determine if a particular magazine, radio station or website fits 

company’s selling plans. 

 
Facilitates optimum use of resources 

There can be optimum utilization of resources in order to achieve the desired objectives. 

If there are no proper strategies, then the organization may not be able to make 

arrangement of proper resources. There may be arrangement of fewer resources, in 

which case, the organization may not be able to undertake its activities and there may 

be also arrangement of more resources 



 

 

Page 84 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

Selection of the Right Communication Tactics 
A clear understanding of the target audience and an idea of the desired goal will help to 

drive the selection of appropriate media choices. For instance, if the target audience is 

elderly, the Internet is not likely to represent a good communication tactic. 

 

Enhances corporate image 
Well defined strategies can generate corporate image of the firm. This is because 

strategies when implemented properly bring good returns to the organization. 

 

1.3. Conditions for a Successful Marketing Strategy 

 Knowing the target audience 

This means looking at business from a customer’s or end user’s point of view and 

finding what they truly get out of the business. 

 

 Proper market segmentation 

To have effective marketing strategy proper market segmentation is required. Market 

segmentation facilitates demographic segmentation of the customers. For example a 

plumbing business might focus on homeowners, whereas the companies that supply 

video games might focus on teenagers. 

 Unique selling proposition 

The next part of creating a great marketing strategy is finding out what company offers 

that no other company does. This unique selling proposition may include offering 

products at the lowest prices, providing the best customer service etc. 

 

Situation Analysis 

Marketing strategy should conduct market analysis i.e. SWOT analysis (strengths, 

weaknesses, opportunities, and threats), and a competitive analysis. The market 

analysis will include a market forecast, segmentation, customer information, and market 

needs analysis. This analysis will make the strategy effective. 

Objective oriented 
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The strategy should be objective oriented. It should be developed by considering the 

organizational objectives. 

 
Identification of competitive advantage 

One important part of any strategy is a specification of how the organization will compete 

in each business and product-market within its domain. How can it position itself to 

develop and sustain a differential advantage over current and potential competitors? To 

answer such questions, managers must examine the market opportunities in each 

business and product market and the company’s distinctive competencies or strengths 

relative to its competitors. 

Simplicity 
The marketing strategy should be simple and clear to understand. It should be well 

defined. 

Flexibility 
Business has to survive in the competitive and uncertain business environment. These 

environmental factors are not constant. To adjust with these changes, marketing strategy 

should be flexible. 

Resource deployments 

Every organization has limited financial and human resources. Formulating a strategy 

also involves deciding how those resources are to be obtained and allocated, 

Comprehensive 

The marketing strategy should be comprehensive in nature. It should cover all those 

areas which are relevant to the firm 

Periodical review 

Strategies should be periodically reviewed. Such a review allows the firm to make 

necessary changes in the strategy depending upon the needs of the firm. 
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Self-Check – 1 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. What is marketing strategy? Discuss the role and importance of marketing 

strategy in business 

2. State and explain the essential conditions for having a successful marketing 

strategy 

 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 8 points           Unsatisfactory - below 8 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information Sheet 2- Assessing marketing strategies, market environment and 

substantiated trends. 

 

2.1. Develop Marketing Strategies 

Effective marketing starts with a considered, well-informed marketing strategy. A good 

marketing strategy helps you define clear, realistic and measurable marketing objectives 

for your business. 

 

Your marketing strategy affects the way you run your business, so it should be planned 

and developed in consultation with your team. It is a wide-reaching and comprehensive 

strategic planning tool that: 

 describes your business and its products and services 

 explains the position and role of your products and services in the market 

 profiles your customers and your competition 

 identifies the marketing tactics you will use 

 allows you to build a marketing plan (the tactics to deliver) and measure its 

effectiveness. 

A marketing strategy sets the overall direction and goals for your marketing, and is 

therefore different from a marketing plan, which outlines the specific actions you will take 

to implement your marketing strategy. Your marketing strategy could be developed for 

the next few years, while your marketing plan usually describes tactics to be achieved in 

the current year. 

2.2. Write a successful marketing strategy 

Your well-developed marketing strategy will help you realize your business's goals and 

focus on the actions required to reach the right customers. 

Developing a marketing strategy that includes the components listed below will help you 

make the most of your marketing investment, keep your marketing focused, and 

measure and improve your sales results. 
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2.3. Market environment and substantiated trends 

In section--- and ----- we discussed about market environment and market trends 

respectively and the results can be used in this section for market planning   

 

2.4. Situation Analysis 

The situation analysis gives a picture of where a company is now in the market and 

details the context for its marketing efforts. Although individual analyses will vary, the 

contents will generally include relevant information about current products or services, 

sales, the market (defining it and determining how big it is and how fast it is growing), 

competition, target market(s), trends, and keys to success. These factors can be 

combined to develop a SWOT analysis—an identification of a company’s strengths, 

weaknesses, opportunities, and threats to help a company differentiate itself from its 

competitors. 

 

The situation analysis examines all the aspects that may impact sales of a specific 

company. It looks at both the macro-environmental factors that affect many firms within 

the environment and the micro-environmental factors that specifically affect the firm. 

 

The purpose of the situation analysis is to indicate the organizational and product 

position of the company, as well as the overall survival of the business within the 

environment. Companies must be able to provide a summary of opportunities and 

problems that may be encountered within the environment to gauge an understanding 

of their own capabilities within the market. 

 

 

 

 

 



 

 

Page 89 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

Self-Check – 2 Written test  

  

Name……………………………………………   ID………………………… Date……. 

2 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. Define the term marketing strategy 

2. Mention some of the benefits of marketing strategy 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

  

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating – 10 points           Unsatisfactory - below 10 oints  

 

You can ask you teacher for the copy of the correct answers. 
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Information Sheet 3- Incorporating Suitable Advice about marketing options . 

 

The following are among the marketing options for marketing of a product. We have to 

get enough advice: 

 Public Relations 

In simple terms, public relations is a strategized process of managing the release and 

spread of organization-related information to the public to maintain a favorable reputation 

of the organization and its brands. This process focuses on – 

 What information should be released How it should be drafted, 

 How it should be released, and 

 What media should be used to release the information (usually earned or free 

media is used for the same). 

The main objective of public relations is to maintain a positive reputation of the brand 

and maintain a strategic relationship with the public, prospective customers, partners, 

investors, employees and other stakeholders which leads to a positive image of the 

brand and makes it seem honest, successful, important, and relevant 

 Mouth Marketing 

Word-of-mouth marketing (WOM marketing) is when a consumer's interest in a 

company's product or service is reflected in their daily dialogues. Essentially, it is free 

advertising triggered by customer experiences—and usually, something that goes 

beyond what they expected. Word-of-mouth marketing can be encouraged through 

different publicity activities set up by companies, or by having opportunities to encourage 

consumer-to-consumer and consumer-to-marketer communications. Also referred to as 

"word-of-mouth advertising," WOM marketing includes buzz, viral, blog, emotional, 

and social media marketing. 

 

https://www.investopedia.com/terms/m/marketing.asp
https://www.investopedia.com/terms/s/social-media-marketing-smm.asp
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 Seminar 

A seminar may be defined as a gathering of people for the purpose of discussing a stated 

topic. Such gatherings are usually interactive sessions where the participants engage in 

discussions about the delineated topic. The sessions are usually headed or led by one 

or two presenters who serve to steer the discussion along the desired path 

Sometimes, seminars are simply a way for businessmen and women, or other like-

minded people, to network and meet other attendees with similar interests. Such 

seminars provide opportunities for the attendees to make some potentially valuable 

contacts that can help them move to the next level in their careers or endeavors. 

A trade seminar brings a wide cross-section of the community together, such as 

government officials, businessmen and women and the general public. Such seminars 

often consist of workshops and the presentation of white papers. They are usually held 

for the purpose of networking with various vendors and making new connections. 

 Promotional Displays 

Usually seasonal, these eye-catching temporary displays are often used for items that 

are not typically a specific, planned consumer purchase or for new product launches. 

They sometimes offer enticing, promotional add-ons such as: Coupons. 

 A Brochure 

A brochure is an informative paper document often used for sharing promotional 

material. Brochures are often also referred to as flyers, pamphlets, or leaflets. 

A brochure can answer frequently asked questions about your organization. If 

you're tired of answering questions like "How do I qualify to receive your services?" or 

"What do I do if I want to volunteer?" then consider making up a brochure. Of course, a 

brochure will never stop people from asking all of those questions, but it can give you a 

quick way to answer them. 
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A brochure can offer more specific instructional how-to or health information. If 

there's a specific, step-by-step process that you want to teach people about, a brochure 

is a very useful way to convey that information. For example, if you want to educate 

people on how to properly handle raw poultry to avoid salmonella, a brochure might be 

just the ticket. If you want to explain the various types of sleep disorders, you could do a 

brochure or, if you want to go into further detail, a series of brochures -- one on insomnia, 

one on narcolepsy, one on sleep apnea, etc. 

 

 Telephone Communication in Business 

Short of talking with someone face-to-face, a phone call is the best way to get a 

personal response. If the person you called is available, you can take care of business 

on the spot. With other forms of communication, such as texting or email, you leave a 

message and hope for a quick response. Phone calls have a vocal backup in the form 

of voice mail. The caller can leave a detailed voice message, without the restriction of 

a certain number of characters or typing a text message on a tiny cell-phone keypad. 

Teleconferencing calls bring people together from all over the organization at a fraction 

of the cost of travel and meeting facilities. Attendees can phone in using a toll-free 

number and access code to join a virtual conference room where members can interact 

with the moderator and other members. Conference calls can be used in conjunction 

with video conferencing to view presentations, ask questions via the internet and 

discuss answers with all attendees. 

Event Marketing 

Event marketing is a promotional strategy that involves face-to-face contact between 

brands and their customers at events like conferences, trade shows and seminars. Each 

event is different, it has different audiences, different content and different culture. 

Therefore, it deserves to be marketed in its own unique way. To succeed, the event 

marketer of the future needs to stay on top of the event marketing game. 
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Self-Check – 3 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1.  List and discuss about each marketing options? 

2. What do you mean by mouth marketing? 

3. Explain the term event marketing? 

 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory 15 points rating Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information Sheet 4 - Developing a measurable cost-effective marketing plan. 

 
4.1. Introduction 

When launching a new product or venturing into a new market, it’s crucial to have a plan 

in place for all teams involved in the marketing campaign to guide everyone through each 

stage of the process. Implementing a marketing plan that describes what your business 

is doing to achieve its goals can help you develop effective strategies for reaching your 

target audience and growing your business 

 

Arguably, the most important function of any business is marketing. To many people 

marketing just means selling, but it is far more than that. Making a product or providing 

a service is relatively straightforward. The hard part is ensuring that your potential 

customers are aware that you exist. It is essential, therefore, to prepare a detailed 

marketing plan - a plan of action. 

 

4.2  A Marketing Plan 

A marketing plan is a document that businesses use to outline their marketing strategies 

and determine how they plan to spread the word about their products or services. It’s 

usually outlined according to a specific time period, like a quarterly strategy or for a 

specific fiscal year. Typically, a marketing plan covers outlines for a business’s resource 

expenses, short-term and long-term goals, and the steps the business plans to take to 

successfully implement a marketing campaign. 

 
Generally speaking, a marketing plan can be flexible and can be adjusted based 

on the needs of the marketing team. As social media and other online platforms 

keep evolving, a solid marketing plan will usually evolve along with the methods 

and strategies that businesses use to build awareness about their brand. 
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A marketing plan is a written document that summarizes what the marketer has learned 

about the marketplace and indicates how the firms plan to reach its marketing objective. 

A marketing plan is a written document that details actions necessary to achieve one or 

more specified objectives in order to sell a product or service, a brand, a product line, or 

a corporation as a whole. Marketing plans can range from one to five years in length. 

  
4.3  Components of a Marketing Plan 

 
The contents outlined in a marketing plan typically cover things like a marketing budget, 

actual costs of a marketing campaign, a specified time period of action, and the goals 

and actions a marketing team will take. It can also cover what outlets or advertising a 

marketing team will do during the specified campaign period. 

 

Also, many marketing plans outline what kinds of marketing will be used during a given 

campaign. While the aspects included in a marketing plan can depend on the industry, 

overall business goals, and product or services offered, there are generally several key 

components of a marketing plan. These key aspects include: 

 A clear executive summary 

 Specific goals and objectives 

 A set timeline 

 Details about competitors 

 Marketing strategies 

 KPIs and metrics 

 Target audience and market need 

 A marketing budget 

 

It’s also important to note that a marketing plan is not the same as a marketing 

strategy. While a marketing plan contains marketing strategies as part of the 

plan’s execution, the strategies used don’t outline the overall marketing plan. The 

marketing strategies a business uses also depend on the type of marketing 
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campaign it launches. For example, if your marketing campaign consists of 

mailing white papers to gain market interest in your business’s products or 

services, it wouldn’t make sense to make social media presence a marketing 

strategy in your plan. 

 Executive Summary 

The executive summary is a clearly stated overview of what’s described within the 

entire marketing plan. You can use the executive summary to give a brief 

description of each section you detail within your marketing plan. It’s best to keep 

this section no more than three to four short paragraphs, or about 300 to 400 

words. 

 Specific Goals and Objectives 

A solid marketing plan should have specific and measurable marketing 

goals regarding the results you expect from advertising and the overall marketing 

campaign. This is where you determine what you want to gain or see happen at 

the end of the specified period. For instance, if your business needs to increase 

its total sales to turn a profit, your marketing plan should have this objective 

outlined clearly. The overview of advertising and marketing goals should also be 

measurable, so you can implement the appropriate strategies to monitor and track 

quantifiable results. 

 

 Marketing Strategies 

Your marketing plan should also give an overview of your business’s current marketing 

strategies, any results from those strategies, and any new strategies you have recently 

implemented, like implementing Facebook ads to generate traffic to your business site. 

Marketing strategies also serve as the foundation of your marketing plan, and there are 

many methods of developing an effective strategy to achieve business goals. 

 Key Performance Indicators 

https://playbook.amanet.org/how-to-write-an-executive-summary-for-a-marketing-plan/
https://www.smartinsights.com/goal-setting-evaluation/goals-kpis/define-smart-marketing-objectives/
https://www.smartinsights.com/goal-setting-evaluation/goals-kpis/define-smart-marketing-objectives/
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An effective marketing plan will also look at the key performance indicators (KPIs) that 

the marketing team will track and evaluate. Having KPIs in place makes the marketing 

plan more effective by setting measurable objectives that you can analyze to tweak other 

elements and strategies as needed, which can have a positive influence on the success 

of your marketing campaign 

 

 Target Market and Need 

Successful marketing plans also look at the overall target market and describe how its 

products or services will fill the market’s needs. Using marketing strategies and 

consumer data from previous periods, this aspect of a marketing plan researches the 

demographics of a target market, the characteristics and personas of the audience and 

what their needs are. 

 

4.4. Reasons for Creating a Marketing Plan 

Creating a marketing plan can help a business outline its overall goals or objectives that 

it wants to accomplish through its marketing campaign. Following a marketing plan is 

essential in laying out tasks, measuring completion of the tasks, and monitoring progress 

toward the end objective by combining the use of marketing strategies and various 

performance metrics like tracking response rate to a sponsored ad. Marketing plans also 

give each department or team involved in a project clear timelines and objectives to 

follow during working hours. 

  
Whether you’re a part of a larger company, a small business, or a sole proprietor, 

creating a marketing plan can guide you through outlining, organizing, and launching 

your campaign. 

 
4.5. How to Create a Marketing Plan 

You can create your own marketing plan by adding the basic elements that are outlined 

below. As you detail each component of your plan, you can tweak it to suit your specific 

marketing needs. 
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5. Start With Your Executive Summary 

Every effective marketing plan starts with an executive summary. When writing your 

executive summary, think about key points that will make your plan unique. You might 

include some background information on how the product or service you are promoting 

was created, or you might include information about how you will solve a specific problem 

with your offer. 

 

Starting with a strong statement of purpose can help gain the reader’s interest (in the 

event you are seeking investment opportunities or funding), as well as providing a clear 

overview of what your marketing plan consists of. For instance, you might start out with 

the business background, what you hope to accomplish through the current marketing 

campaign, how you plan to stand out from the competition, and any other information 

that can help give readers the idea of what’s behind your plan. 

 

6. Set Specific Goals and Objectives 

Next, set goals that can be measured before, during, and at the end of your campaign, 

and let these objectives help you plan a realistic timeline for your marketing plan. You 

might set a goal for increasing total traffic to your. You could also use the SMART goal 

method for setting objectives within your marketing plan so you have a clear outline for 

creating goals that each team involved with the project can realistically achieve. 

3. Use Your Objectives to Set a Timeline 

Once you have determined the goals you want to achieve, create a timeline for your 

marketing plan. The timeline will provide a set period that your plan will operate in. You 

can set your timeline for a month, quarter, half a year, or for the year. It really depends 

on the nature of your business and what you think your team will need to successfully 

and reasonably reach business goals. 

4. Research Your Competitors 
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As you work through your marketing plan, take some time to actively research your 

competitors. Take note of the marketing and leadership teams, the marketing strategies 

your competitors use (like social media, content, and other marketing strategies), 

revenue and marketing budgets, annual growth, and the target audience that your 

competitors market to. 

 

Researching your competition thoroughly can give you valuable insight into what 

you might do to create a marketing plan that is effective and gives you a 

competitive advantage when launching your campaign. 

 

5. Describe Your Target Market and Its Needs 

After analyzing your competitors, it’s time to analyze and describe your target market. 

Think about the audience you are trying to reach with your product or service. Describe 

your target audience within your marketing plan by visualizing different aspects of a 

persona like an ideal age range, income bracket, job industry, interests, and other details 

that describe the ideal customer. Along with this information, you might also include 

details about what your target audience needs. If there’s a common problem that your 

offer solves, describe that in this section of your marketing plan. If there’s a recurrent 

question that keeps popping up, provide the answer as it relates to serving your market. 

 

6. Determine Your Key Strategies 

In this section of your marketing plan, you’ll want to describe the key strategies that you 

will implement in your marketing campaign. It can help to outline this section using 

visuals like a chart or graph. When organizing your key strategies, consider how your 

business will benefit from a variety of different approaches. 

 

Sometimes it can be more effective to implement two or three strategies rather than to 

approach your marketing campaign with too many 

7. Identify the KPIs and Metrics to Track 

https://edwardlowe.org/how-to-identify-a-target-market-and-prepare-a-customer-profile/
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After determining the strategies you plan to implement, you will need to identify and 

outline a section devoted to the KPIs (key performance indicators) and metrics you will 

be tracking during the campaign timeline. In order to determine what metrics to track, 

think about the goals of your plan as well as the strategies you’re implementing. 

 

As an example, if your goal is to increase product sales, you can identify metrics like the 

number of sales, in-store sales, and credit sales. Then, you can describe the KPIs you 

will track to ensure each objective is being met. For instance, a KPI in the case of 

increasing product sales could be tracking the time it takes for a user to purchase a 

product .Information from your KPIs and marketing metrics gives insight into what 

strategies are working and which ones are not so the marketing team can make changes 

as needed. 

 

8. Set Guidelines for Tracking KPIs 

As you come to the final sections of your marketing plan, it’s important that you have a 

set guideline in place for how each KPI, metric, and strategy will be tracked and recorded. 

If your overall goal is to increase sales, you could identify which sales came from social 

media specifically or track the number of sales coming from your email marketing 

campaign. Your KPI would consist of identifying a specific strategy you are using and 

recording the data to interpret what’s increasing sales, decreasing sales, and how 

effective the specific strategy you’re measuring is. You can use a number of analytics 

tools to track and record your KPIs. 

  

9. Set the Marketing Budget 

Once you have finalized the marketing plan, it’s time to set a budget. Discuss with 

business finance teams, the marketing teams, and any other individuals that will play a 

key role in driving the marketing campaign. A marketing budget will describe anticipated 

operational costs and expenses the business expects to take on for the duration of the 

campaign, as well as the final budgetary cost of running the full marketing campaign. 
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 Self-Check – 4 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. How do you define a marketing plan? 

2. List and explain each component of a marketing plan. 

3. Following the procedures you learned, repare your own market plan.  

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating – 15 points           Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information Sheet 5 - Preparing and recording detailed plans for promotional 

activities 

 

5.1. Choose your promotional activities 

The goal of marketing is to stand out and be noticed. Good marketing keeps drawing 

your customers' attention to your products and services. Your clearly defined, well-

packaged, competitively-priced products and services are the foundation of your 

marketing. 

 

The newer you are in your market, the harder you have to work to attract and retain new 

customers. Many of your marketing activities will focus on communicating to customers 

the features and benefits of your products (i.e. compared to your competitors). Consider 

which promotional activities will best meet your marketing needs. 

5.2. Types of promotional activities 

Product and service promotion is the most common form of marketing. Promotional 

activities. It can include: 

 

Advertising: you can advertise your product, service or brand in newspapers, radio, 

television, magazines, outdoor signage and online. Learn more about how to make your 

advertising successful. 

Personal selling: effective personal selling relies on good interpersonal and 

communication skills, excellent product and service knowledge and the ability to sell 

product benefits to prospective customers. 

 

Publicity: created by sending media releases to print and broadcasting media, giving 

interviews to the media and from word-of-mouth. Learn more about public relations. 
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Direct marketing: involves sending letters, emails, pamphlets and brochures to 

individual target clients, often followed by personal selling or telemarketing. Learn more 

about direct marketing. 

 

You can use any combination of these methods to target your customers. The right 

promotional mix will help you satisfy your customers' needs, increase sales, improve 

your results and increase your ability to reach multiple customers within your target 

market. 

 

Self-Check – 5 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. What is the goal of promotional tools? 

2. Mention some of the tools used for promotion of products? 

 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating – 10 points           Unsatisfactory – below 10 points  

 

You can ask you teacher for the copy of the correct answers. 

 



 

 

Page 104 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

 

 

Information Sheet 6 - Outlining Promotional Plan 

                                                        

                                                                 6.1. Introduction 

Promotional planning is becoming more and more necessary for big as well as small 

businesses around the world. 

 

A promotional plan highlights key elements of a company’s strategy and creates a 

roadmap of future tasks in a way that’s more likely to achieve business goals. 

 

More specifically, we’re going to talk about the following components of a promotion plan: 

target market, promotion name, promotion type, key messages and promotional 

products. 

 

6.2. Promotional Plan 

Before we dive deeper into the main components of a promotional plan, I think it’s 

absolutely necessary to understand what a promotional plan is. This will help us be more 

accurate in defining the future steps of a business plan, thus making it more likely for us 

to achieve our marketing objectives and grow. 

 

Promotional Plan: an element of a marketing plan for a specific product or service. 

This basically means that a marketing plan can include various promotional plans 

depending on the nature of each marketing campaign, such as a new product launch, as 

well as the overall marketing strategy of the company. 

 

Here's a more detailed definition of a promotional plan: 

An outline of the marketing tools, strategies and resources that a company intends to 

use to promote a product or service. A promotional plan is usually considered a vital 

https://www.singlegrain.com/marketing-strategy/creating-a-marketing-plan-for-2019-what-to-focus-on/
http://www.businessdictionary.com/definition/promotional-plan.html#:~:text=A%20promotional%20plan%20is%20usually,expansion%20into%20a%20new%20market.
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planning tool by most business managers that helps contribute toward the successful 

launch of a new product or service or its expansion in to a new market. 

 

6.3. Components of a Promotional Plan 

1: Target Audience 

The first and main component of a promotional plan is the target audience, without which 

there can’t really be a successful promotional or any other roadmap and strategic 

marketing plan. 

 The target audience is the type of people for whom your campaign targets 

is made. 

The target audience happens to be very broad. More accurately, there’s no specific 

target audience because the promotion is basically addressed to all people who live 

within the country where the promotion takes place. 

 

Defining your target audience doesn’t necessarily mean that you need to identify 

your buyer persona, the ideal customer, who would definitely use your product or service. 

It simply means that you know who you’re talking to and about. The people you’re talking 

to might be a non-specific target group that would potentially be interested in what you 

have to offer. 

 

Although my promotional plan sets a rather broad target audience, your target market 

might have the characteristics to limit the target audience 

In any case, keep in mind that defining and observing your target market will give you a 

very clear picture of the type of people who are drawn to your business and products. 

2: Promotion Name 

The second element that is necessary as one of the main components of a promotional 

plan is the promotion name – in other words, what the title of your promotion campaign 

is. 

https://www.singlegrain.com/buyer-personas/complete-guide-developing-using-buyer-personas/
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A promotion name needs to be catchy and original, something that will grab the attention 

of new customers as well as existing current customers while successfully conveying the 

idea behind the promotion. 

 

 3: Promotion Type 

Another factor that’s essential to be identified and included in the promotion plan is the 

promotion type. 

There are promotional plans that might aim at promoting a company’s message and 

raise awareness without offering discounts or other promotions. In any case, you have 

to choose a promotion type according to what your overall goals for this campaign are. 

4: Key Message 

The fourth component of your promotional plan should be to come up with the key 

message(s), which is something like your mission statement. Think of it as a catchphrase 

that will give your audience a bit more information about what your promotion is about 

and how they will benefit from. 

 

In a few words, you want your key message to be short, simple and concise. 

5: Promotional Products & Swag 

A component that can totally elevate your promotion and should be part of your 

promotional plan is branded swag and products. 

Because they usually include your logo or your company’s slogan, you should think of 

promotional products like a distribution channel that can help bring awareness to your 

current promotion as well as your business as a whole. When you choose to include 

promotional products in your marketing mix, you basically take your promotion out to the 

world and thus have more of a chance of getting your message across to your audience. 
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What’s great about branded merchandise is that it can be almost anything – although 

always in relation to your company’s philosophy and taste, of course. 

 

6: Notes 

Notes are the final component that is very helpful in a promotional plan. 

Although it might sound too simple or even needless to mention, notes will help you write 

down and therefore keep track of additional comments, information, and promotional 

ideas or actions you might want to take. In other words, try to use notes as a tool that’ll 

help you make sure you’re not forgetting any brilliant ideas that will fire up the 

effectiveness of your promotional plan. 

 

Self-Check – 6 Written test 

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test : Short Answer Questions 

1. Explain the concept and importance of promotional planning. 

2. List and explain the components of a promotional plan 

 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating – 10 points           Unsatisfactory – below 10 points  

 

You can ask you teacher for the copy of the correct answers. 
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Name:  _________________________           Date:  _______________ 
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Information Sheet 7 - Establishing Marketing Objectives 

 

7.1. Introduction 
 

Marketing objectives are the foundation of any good marketing strategy. Marketing 

objectives help your team by giving measurable KPIs they can directly influence through 

their work, which, if influenced well, results in meeting goals. In this sense, marketing 

objectives guide your team to develop and execute the best ideas that will make your 

goals a reality. However, setting those marketing objectives is not an easy task. 

 

7.2. Establishing Marketing Objectives  

There are many different definitions of marketing objectives.  For our purposes, here’s 

the definition we’ll use:  

A marketing objective assigns aspirational measurable values to your goals so that your 

team may better understand how what they do directly impacts business outcomes." 

 

7.3. Marketing goal vs a marketing objective 

Goal: "{Company} must be perceived as a leader in the {industry} market so that we may 

increase market share, which ultimately drives revenue growth." 

 

 Objective: "{Company} will increase share of voice by 20% by the end of Q3." This 

is how you'll know if you've been successful at influencing that goal. With objectives, your 

team may better come up with ideas to influence a specific metric that results in making 

the goal a reality. 

7.4. Importance of Setting Marketing Objectives 

Marketing objectives are the endpoints of your marketing strategy. They give your team 

a direction and a goal to work towards. 

 

https://coschedule.com/marketing-strategy
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They also help show what’s working by giving you something concrete to measure your 

progress against. Finally, establishing clear objectives is important for determining 

which specific marketing tactics and tasks you’ll execute to achieve them. 

 

Once you have established your strengths and weaknesses and the opportunities 

and threats available through the marketing audit you can redefine your marketing 

objectives and how these fit in to your business objectives. 

Typically, clients marketing objectives include some or all of the following: 

 Increase sales 

 Build brand awareness 

 Grow market share 

 Launch new products or services 

 Target new customers 

 Enter new markets internationally or locally 

 Improve stakeholder relations 

 Enhance customer relationships 

 Improve internal communications 

 Increase profit 

 

7.5. Developing SMART Marketing Objectives 

A simple criteria for goal-setting is the SMART method: 

 Specific – state clearly what you want to achieve 

 Measurable – set tangible measures so you can measure your results 

 Achievable – set objectives that are within your capacity and budget 

 Relevant – set objectives that will help you improve particular aspects of your 

business 

 Time-bound – set objectives you can achieve within the time you need them 

 

 

 

https://www.winmarketing.co.uk/marketing-strategy/marketing-audit/
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Self-Check – 7 Written test 

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test : Short Answer Questions 

1. What is the importance of setting goals and objectives during planning process?. 

2. Discuss SMART objectives? 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

  

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating – 10 points           Unsatisfactory – below 10 points  

 

You can ask you teacher for the copy of the correct answers. 
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LG #84  

LO #4- Implement Marketing Activities 

 

Instruction sheet 

This learning guide is developed to provide you the necessary information regarding 

the following content coverage and topics: 

 Scheduling planned marketing activities. 

 Establishing criteria to measure success of promotional activities. 

 Developing and meeting measurable performance targets  

 Defining  and establishing  required distribution channels  

 Organizing distribution channels, and product and service information.  

 Making  adjustments to the promotional strategy product distribution 

 Implementing  marketing activities  

This guide will also assist you to attain the learning outcomes stated in the cover page. 

Specifically, upon completion of this learning guide, you will be able to: 

 Schedule planned marketing activities. 

 Establish criteria to promotional activities. 

 Develop and meet measurable performance targets  

 Define and establish  required distribution channels  

 Organize distribution channels, and product and service information.  

 Make  adjustments to the promotional strategy product distribution 

 Implement marketing activities  
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Learning Instructions: 

1. Read the specific objectives of this Learning Guide.  

2. Follow the instructions described below.  

3. Read the information written in the “Information Sheets”. Try to understand 

what are being discussed. Ask your trainer for assistance if you have hard 

time understanding them. 

4. Accomplish the “Self-checks” which are placed following all information 

sheets.  

5. Ask from your trainer the key to correction (key answers) or you can request 

your trainer to correct your work. (You are to get the key answer only after you 

finished answering the Self-checks). 

6. If your performance is satisfactory proceed to the next learning guide,  

7. If your performance is unsatisfactory, see your trainer for further instructions 
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Information Sheet 1-. Scheduling planned marketing activities. 

 

Before you commence marketing activities, you need a plan that outlines your vision for 

your business or organization. Once you know what you want to achieve, you need to 

put your marketing plan into action. 

 Identify required tasks 

A marketing plan must be supported with an implementation schedule. Your schedule 

should identify the tasks, timing and resources you need to achieve the outcomes you 

have identified. 

For example, if you had a vision of increasing repeat sales by 15%, then your 

implementation schedule needs to identify the actions to achieve this outcome. 

Activities might include regular customer contact and providing excellent customer 

service. 

Each of these activities needs a time frame, with specific tasks identified and allocated. 

Tasks needs to be broken down so that there is a systematic approach. 

 Clearly define your tasks 

Excellent customer service needs to be defined. How will you provide a better level of 

service and how does this achieve your desired outcomes? 

Tasks might include seeking feedback from customers through a survey. The survey will 

need to be distributed, and the results analyzed. Once the survey has been undertaken, 

you will need to report on the findings to highlight the improvements that will be made. 

Identified improvements, for example providing after-sales support, would require their 

own implementation schedule. Staff would need to be trained, new procedures outlined 

and customers made aware of these service improvements. Identifying and measuring 

results ensures that marketing activities will achieve your desired outcomes. 

 Set Realistic Goals and Resources 

https://www.synekamarketing.com.au/strategy/business-plans/
https://www.synekamarketing.com.au/syneka-marketing-performance-methodology/marketing-plans-and-strategies/
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Marketing activities will need a budget and resources. It is important to clearly identify 

the outcomes you want to achieve, so you can measure the effectiveness of this 

allocation. 

Marketing activities must to be undertaken using the resources you have available. 

Setting unrealistic goals, or not providing the right resources will diminish your ability to 

achieve the right outcomes. 

For example, you could provide regular customer contact through monthly workshops. If 

you do not have the personnel or budget available to hold these workshops, then you 

will not be able to implement this activity or will fail to meet customer expectations. 

How much to allocate to marketing will depend on the scope of your organization, the 

competitive environment, the industry sector and the goals you wish to achieve. Several 

research studies indicate that a business will allocate between 5% and 10% of its 

revenue to marketing activities. These figures are a guide and can increase to 20% for 

new businesses seeking to establish themselves in the market. 

 Know who is responsible 

Your implementation schedule needs to identify who is responsible for the required 

tasks. 

A periodic newsletter is only useful if it is regularly dispatched. Failing to meet time 

frames for content will delay sending the newsletter, eroding the ability to communicate 

effectively. 

Who is responsible for collating content and ensuring it is sent? The responsibilities 

should form key performance indicators (KPIs) that are used to report on 

outcomes and measure staff performance. 

Time frames need to be realistic, but should motivate personnel to take action. 

 Evaluate Results 
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Your implementation schedule should identify the outcomes that are expected from each 

activity. Keeping track of results, enables you to measure the effectiveness of each task 

and make adjustments if required. 

For example, if you are providing a regular newsletter, then you want to measure the 

number of times someone interacts with the content. How many people open the 

newsletter? How many of them click through on links? Do you receive feedback or is the 

content shared through social media? 

Identify the anticipated outcomes and then evaluate against actual performance. If not 

enough readers are clicking through to content, then try running a competition or seeking 

feedback on the layout and what they would like to read. 

Self-Check – 1 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. What is the importance of scheduling the planned marketing activities? 

2. List and explain the issues considered in scheduling of the planned 

marketing activities? 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 
Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating – 10 points           Unsatisfactory – below 10 points  

 

You can ask you teacher for the copy of the correct answers. 
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Name:  _________________________           Date:  _______________ 
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Information Sheet 2-. Establishing criteria to measure success of promotional 

activities. 

                                            

2.1. Introduction 

In the competitive business world, your ability to execute at retail plays a massive role in 

your business’s success. Using in-store promotions is one of the most popular and 

effective ways to boost your sales, but only if you know how to determine the effects of 

the product promotion on your company in a promotion analysis. Having a data-driven 

approach and measuring your results will show you what your invested funds have 

achieved, and prove whether your field efforts are actually improving your sales. At the 

end of the day, data is your biggest ally, as it will tell you where you’ve been, where 

you’re heading, and where you want to be. Here are the four main metrics you should 

use to analyze data on the success of your in-store promotion, as well as some 

suggestions on how to leverage this data: 

 

1. Profits 

Promotions, like other investments, fundamentally work by earning revenue in exchange 

for a smaller investment. It is important to evaluate the impact of sales promotions on 

profit because it is possible for promotions to lead to higher sales but lower profits. Only 

30 out of 45 promotions reported as successes are actually successful, while 19 out of 

46 promotions reported as failures actually increased profits (Hardy 1986).  

In order for a promotion to be profitable, incremental customer sales must increase and 

the cost of obtaining one dollar in increased sales must not exceed a dollar. These are 

measurements you need to pay attention to before, during, and after the promotion, as 

having solid metrics will give you a clearer view of the effects of your promotion. In the 

example below, the cost per incremental dollar of sales is $0.64. If the margin that the 

manufacturer receives from the retailer is less than $0.64, then the promotion is not 

profitable to the manufacturer.  
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2. Sales Volume 

In order to accurately measure the increase in sales volume, you need to know your 

baseline (what sales were prior to the promotion) using both data you’ve already 

collected and data you collect throughout the duration of the promotion. This equation 

can be used to find your overall increase in sales: 

3. Customer Satisfaction 

Customer satisfaction is a key facet to customer loyalty and long-term brand switching, 

so it is important that you measure customer satisfaction by collecting data to measure 

exactly how satisfied customers were with your promotion and with your overall product. 

Some things to look at: Did you experience more out of stocks than usual because your 

product was flying off the shelves? What are people saying about your brand or product 

online? If you are interested in gaining deeper insight, try inviting your customers to fill 

out a quick survey or use a hashtag with the promo to tell you what they think of your 

brand. Using the information you gather, you’ll be able to hear the truth of what 

customers thought of your promotion. 

 

4. Achievement of Set Goals 

Take another look at goals you set for the promotion. Does your data show that you have  

achieved them? While the principal, overarching goal of your promotion should have 

been to boost sales and increase brand recognition, another main goal of your promotion 

should be to record and analyze the results for future use. Even if your promotion was 

not “successful” in the way you planned, having accurate measurements of all of the 

factors at hand will allow you and your team to identify areas for improvement. As we 

mentioned earlier, sometimes a promotion can seem successful on the surface, but can 

actually have negative effects on long term profits. Make sure you are setting multiple 

goals ahead of your promotion so you are able to track metrics for all of them and 

determine the true effectiveness of your efforts. 

The most successful promotions have these features: 

 friendly, communicative, and knowledgeable promoter 

 good in-store positioning 
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 full stock of product 

 harmonized appearance of marketing materials 

 focus on brand recognition and increasing brand loyalty 

 

From planning to implementing to analyzing, documenting the entire process of a 

promotion is vital to making it a success. But the only way to determine whether your 

promotions are truly effective is by accurately measuring the four metrics: profits, sales 

volume, customer satisfaction, and achievement of goals.  Having these measurements 

makes your life easier when analyzing the outcome of your promotions, and empowers 

you to Learn from your mistakes and take note of what you did well. Next time, your 

promotions will be guaranteed to be even more successful. 

  

 Self-Check – 2 Written test  

  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What do you mean by promotion in the business context? 

2. What are the criteria by which we measure success of promotional activities? 

 

 

You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 5 points           Unsatisfactory - below 5 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information Sheet 3-. Developing and meeting measurable performance targets 

 
3.1. Introduction 

A growing business needs to be closely and carefully managed to ensure the success 

of new investment decisions and expansion plans. However, many owner-managers find 

that as their business grows they feel more remote from its operations. 

Putting performance measurement systems in place can be an important way of keeping 

track on the progress of your business. It gives you vital information about what's 

happening now and it also provides the starting point for a system of target-setting that 

will help you implement your strategies for growth. 

This guide sets out the business benefits of performance measurement and target-

setting. It shows you how to choose which key performance indicators (KPIs) to measure 

and suggests examples in a number of key business areas. It also highlights the main 

points to bear in mind when setting targets for your business. 

3.2. Importance of Measurement and target-setting 

Performance measurement and target-setting are important to the growth process. While 

many small businesses can run themselves quite comfortably without much formal 

measurement or target-setting, for growing businesses the control of these processes 

offer can be indispensable. 

 

3.3. Benefits of Performance Measurement 

Knowing how the different areas of your business are performing is valuable information 

in its own right, but a good measurement system will also let you examine the triggers 

for any changes in performance. This puts you in a better position to manage your 

performance proactively. 
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One of the key challenges with performance management is selecting what to measure. 

The priority here is to focus on quantifiable factors that are clearly linked to the drivers 

of success in your business and your sector. These are known as key performance 

indicators (KPIs). See the page in this guide on deciding what to measure. 

Bear in mind that quantifiable isn't the same as financial. While financial measures of 

performance are among the most widely used by businesses, nonfinancial measures 

can be just as important. 

For example, if your business succeeds or fails on the quality of its customer service, 

then that's what you need to measure - through, for example, the number of complaints 

received. For more information about financial measurement, see the page in this guide 

on measurement of your financial performance. 

3.4.The benefits of target-setting 

If you've identified the key areas that drive your business performance and found a way 

to measure them, then a natural next step is to start setting performance targets to give 

everyone in your business a clear sense of what they should be aiming for. 

Strategic visions can be difficult to communicate, but by breaking your top level 

objectives down into smaller concrete targets you'll make it easier to manage the process 

of delivering them. In this way, targets form a crucial link between strategy and day-to-

day operations. 

3.5.Developing and meeting measurable performance targets 

 Deciding what to measure 

Getting your performance measurement right involves identifying the areas of your 

business it makes most sense to focus on and then deciding how best to measure your 

performance in those areas. 
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 Focusing on key business drivers 

Your performance measurement will be a more powerful management tool if you focus 

on those areas that determine your overall business success. 

This will vary from sector to sector and from business to business. So put some time into 

developing a strategic awareness of what it is that drives success for businesses like 

yours. 

It's crucial that you tailor your measurement to your specific circumstances and 

objectives. A manufacturer producing and selling low-cost goods in high volume might 

focus on production line speed, while another producing smaller quantities using high-

cost components might focus instead on reducing production line errors that result in 

defective units. 

 Finding your specific measures 

Once you have identified your key business drivers, you need to find the best way of 

measuring them. Again, your priority here should be to look for as close a link as possible 

with those elements of your performance that determine your success. 

For example, you may decide that customer service is a strategic priority for your 

business and to therefore start measuring this. But there are many ways of doing so. 

You might consider measuring: 

 the proportion of sales accounted for by returning customers 

 the number of customer complaints received 

 the number of items returned to you 

 the time it takes to fulfil an order 

 the percentage of incoming calls answered within 30 seconds 

 

None of these is necessarily better than any other. The challenge is to find which specific 

measure (or measures) will enable you to improve your business. 
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This type of measurement unit is often referred to as a key performance indicator (KPI). 

The two key attributes of a KPI are quantifiability (i.e. you must be able to reduce it to a 

number) and that it directly captures a key business driver.  

 Using standardized measures 

There are standardised performance measures that have been created which almost 

any business can use. Examples include balanced scorecards, ISO standards and 

industry dashboards. 

 

3.6.Choosing and using key performance indicators 

Key performance indicators (KPIs) are at the heart of any system of performance 

measurement and target-setting. When properly used, they are one of the most powerful 

management tools available to growing businesses. 

 

 Selecting KPIs: 

 There are a number of key criteria that your KPIs should meet: 

 

 First, they should be as closely linked as possible to the top-level goals for your 

business. See the page in this guide on deciding what to measure. 

 

 Second, your KPIs need to be quantifiable. If you can't easily reduce your 

measurement to a number, there will be too much scope for variation and 

inconsistency if different people carry out the measurements at different times. 

 

 Third, your KPIs should relate to aspects of the business environment over which 

you have some control. For example, interest rates may be a crucial determinant 

of performance for a given business, but you can't use the Bank of Canada base 

rate as a KPI because it's not something that businesses have any power to 

change. By contrast, a business' exposure to fluctuations in interest rates can be 

controlled and so this might make a useful KPI. 
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 Getting the most from your KPIs 

The purpose of performance measurement is ultimately to drive future improvements in 

performance. There are two main ways you can use KPIs to achieve this kind of 

management power. 

 

The first is to use your KPIs to spot potential problems or opportunities. Remember, your 

KPIs tell you what's going on in the areas that determine your business performance. If 

the trends are moving in the wrong direction, you know you have problems to solve. 

Similarly, if the trends move consistently in your favour, you may have greater scope for 

growth than you had previously forecast. 

 

The second is to use your KPIs to set targets for departments and employees throughout 

your business that will deliver your strategic goals. For more information about using 

target-setting to implement your strategic plans, see the page in this guide on how to set 

useful targets for your business. 

 Managing your information 

As with most areas of your business operations, the more detailed and well structured 

the information you keep about your KPIs is, the easier it will be to use as a management 

tool. Computer-based management information systems are available for this purpose. 

3.7.Measurement of your financial performance 

Getting on top of financial measures of your performance is an important part of running 

a growing business. 

 

It will be much easier to invest and manage for growth if you understand how to drill into 

your management accounts to find out what's working for your business and to identify 

possible opportunities for future expansion. 

 Measuring profitability 

Most growing businesses ultimately target increased profits, so it's important to know 

how to measure profitability. The key standard measures are: 



 

 

Page 127 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

 Gross profit margin - this measures how much money is made after direct costs 

of sales have been taken into account, or the contribution as it is also known. 

 Operating margin - the operating margin lies between the gross and net (see 

below) measures of profitability. Overheads are taken into account, but interest 

and tax payments are not. For this reason, it is also known as the EBIT (earnings 

before interest and taxes) margin. 

 Net profit margin - this is a much narrower measure of profits, as it takes all costs 

into account, not just direct ones. So all overheads, as well as interest and tax 

payments, are included in the profit calculation. 

 Return on capital employed (ROCE) - this calculates net profit as a percentage 

of the total capital employed in a business. This allows you to see how well the 

money invested in your business is performing compared to other investments 

you could make with it, like putting it in the bank. 

 Other key accounting ratios 

There are a number of other commonly used accounting ratios that provide useful 

measures of business performance. These include: 

 liquidity ratios, which tell you about your ability to meet your short-term financial 

obligations 

 efficiency ratios, which tell you how well you are using your business assets 

 financial leverage or gearing ratios, which tell you how sustainable your 

exposure to long-term debt is 

 Cash flow 

Bear in mind that even though you are likely to use an increasing number of financial 

measures as your business grows, one of the most familiar – cash flow - remains of 

fundamental importance. 

Cash flow can be a particular concern for growing businesses, as the process of 

expansion can burn up financial resources more quickly than profits are able to replace 

them.  

3.8.Measurement and your customers 
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Finding and retaining customers is a crucial task for every business. So when looking for 

areas of your business to start measuring and analyzing, it's worth asking yourself if you 

know as much as possible about your clientele. 

Looking at things from your customers' perspective can help you avoid getting 

sidetracked as you consider your options for growth. 

Feedback is key - the more you know about what your customers think and want, the 

easier it will be to cater for growing numbers of them. Look for as many ways of capturing 

this information as possible, including: 

 

 sales data - what your customers choose to buy (or not to buy) provides the 

clearest indication of their preferences 

 complaints - but remember that many customers will simply switch suppliers 

before making a complaint 

 questionnaires and comment cards - a very useful source of information, so 

consider using incentives to encourage more customers to complete them 

 mystery shopping - having someone pose as a customer for research purposes 

can give a very clear sense of how well you are performing 

 

3.9. Manage customer information and relationships 

Software for customer relationship management (CRM) can be a powerful tool for 

capturing and analyzing information about your customers and the products and services 

they purchase. 

CRM also enables you to push up service levels by ensuring that all customer-facing 

staff have ready access to each customer's history. 

Widen your focus beyond current customers 

Selling more to existing customers might be the easiest way of increasing sales, but most 

businesses aiming for significant growth will need to find ways of reaching new groups 

of customers. 

 

 



 

 

Page 129 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

 

 

Self-Check – 3 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What do you mean by setting performance targets? 

2. What is the importance of measurement and target setting in business 

activities? 

3. List the steps when setting performance targets? 

4. Which elements of a business need performance targets 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  ______________ 

 

 

 

  

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 20 points           Unsatisfactory - below 520points  

 

 

You can ask you teacher for the copy of the correct answers. 

 



 

 

Page 130 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

Information Sheet 4: Defining and Establishing Required Distribution Channels 

 

4.1. Marketing Channels 

A distribution channel, in simple terms, is the flow that a good or service follows from 

production or manufacturing to the final consumer/buyer. Distribution channels vary but 

typically include a producer, a wholesaler, a retailer, and the end buyer/consumer. A 

distribution channel can also provide a sense of how money flows back from the buyers 

to the producer or original point of sale. 

The term “distribution channel” refers to the methods used by a company to deliver its 

products or services to the end consumer. It often involves a network of intermediary 

businesses such as manufacturers, wholesalers, and retailers. Selecting and monitoring 

distribution channels is a key component of managing supply chains. 

A distribution channel is a chain of businesses or intermediaries through which a good 

or service passes until it reaches the final buyer or the end consumer. Distribution 

channels can include wholesalers, retailers, distributors, and even the internet. 

Distribution channels are part of the downstream process, answering the question "How 

do we get our product to the consumer?" This is in contrast to the upstream process, 

also known as the supply chain, which answers the question "Who are our suppliers?" 

4.2. Direct and Indirect Channels 

Channels are broken into two different forms—direct and indirect. A direct channel allows 

the consumer to make purchases from the manufacturer while an indirect channel allows 

the consumer to buy the goods from a wholesaler or retailer. Indirect channels are typical 

for goods that are sold in traditional brick-and-mortar stores. 

Direct distribution channels are those that allow the manufacturer or service provider to 

deal directly with its end customer. For example, a company that manufactures clothes 

and sells them directly to its customers using an e-commerce platform would be utilizing 

a direct distribution channel. By contrast, if that same company were to rely on a network 

https://www.investopedia.com/terms/w/wholesaling.asp
https://www.investopedia.com/articles/markets/122415/worlds-top-10-retailers-wmt-cost.asp
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of wholesalers and retailers to sell its products, then it would be using an indirect 

distribution channel. 

Generally, if there are more intermediaries involved in the distribution channel, the price 

for a good may increase. Conversely, a direct or short channel may mean lower costs 

for consumers because they are buying directly from the manufacturer. 

4.3.Types of Distribution Channels 

While a distribution channel may seem endless at times, there are three main types of 

channels, all of which include the combination of a producer, wholesaler, retailer, and 

end consumer. 

The first channel is the longest because it includes all four: producer, wholesaler, retailer, 

and consumer. The wine and adult beverage industry is a perfect example of this long 

distribution channel. In this industry—thanks to laws born out of prohibition—a winery 

cannot sell directly to a retailer. It operates in the three-tier system, meaning the law 

requires the winery to first sell its product to a wholesaler who then sells to a retailer. The 

retailer then sells the product to the end consumer. 

The second channel cuts out the wholesaler—where the producer sells directly to a 

retailer who sells the product to the end consumer. This means the second channel 

contains only one intermediary. Dell, for example, is large enough to sell its products 

directly to reputable retailers such as Best Buy. 

The third and final channel is a direct-to-consumer model where the producer sells its 

product directly to the end consumer. Amazon, which uses its own platform to sell 

Kindles to its customers, is an example of a direct model. This is the shortest distribution 

channel possible, cutting out both the wholesaler and the retailer. 

The three types of distribution channels are wholesalers, retailers, and direct-to-

consumer sales. Wholesalers are intermediary businesses that purchase bulk quantities 

of product from a manufacturer and then resell them to either retailers or—on some 
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occasions—to the end consumers themselves. Retailers are generally the customers of 

the wholesalers and offer high-touch customer service to the end customers. Lastly, 

direct-to-consumer sales occur when the manufacturer sells directly to the end customer, 

such as when the sale is made directly through an e-commerce platform. 

 

 Figure----: Diagram showing the different types of marketing channels 

 

4.4.Role of Distribution Channels in Business 

The target for any business is to bring their product or service to the market and make it 

available for consumers by creating a distribution path or channel. The link between 

producers and the end consumer is normally intermediaries, such as wholesalers, 

retailers, or brokers. The intermediaries can be natural persons or businesses. 

Distribution channels affect the prices of goods and their positioning in their respective 

markets. 

Distributions, ideally, should be set up in a way that limits the number of stops for the 

product or service before it reaches the end consumer. A distribution channel must be 
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efficient and effective. It means that transportation and other logistical requirements need 

to be used at maximum capacity and at the lowest rates possible. 

4.5.Choosing the Right Distribution Channel 

Not all distribution channels work for all products, so it's important for companies to 

choose the right one. The channel should align with the firm's overall mission and 

strategic vision including its sales goals. 

 

The method of distribution should add value to the consumer. Do consumers want to 

speak to a salesperson? Will they want to handle the product before they make a 

purchase? Or do they want to purchase it online with no hassles? Answering these 

questions can help companies determine which channel they choose. 

Secondly, the company should consider how quickly it wants its product(s) to reach the 

buyer. Certain products are best served by a direct distribution channel such as meat or 

produce, while others may benefit from an indirect channel. 

If a company chooses multiple distribution channels, such as selling products online and 

through a retailer, the channels should not conflict with one another. Companies should 

strategize so one channel doesn't overpower the other. 
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Self-Check – 4 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

 

1. Define the term marketing channels? 

2. What is the role of channels do in marketing process? 

3. Discuss the different types of marketing channels? 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 
 
 
 
 
 
 
 
 
 
 
 
 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 15 points           Unsatisfactory - below 15 points  

 

 

You can ask you teacher for the copy of the correct answers. 
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Information sheet 5: Organizing distribution channels, and product and service 

information. 

 

5.1. Organizing the channel 

Either through a planned process or through a natural evolution, channels of distribution 

reflect an observable organization structure. Evidence suggests that a channel should 

be managed just like the product, promotion, and pricing functions. 

 

5.2.Factors Influencing organization  of Distribution Channel  

1. Nature of Product 
The nature of the product has a bearing on the choice of distribution channel. The 

durability of the product, unit cost of product, type of product must be considered while 

determining the distribution channel. Perishable goods like bread, milk are distributed 

through short channels, while durable goods like television, refrigerator may be marketed 

through long channels. Products that require specialized selling and technical skill need 

short channel. 

Products with lesser unit value and high turnover are distributed by employing longer 

channels of distribution. Household products like utensils, cloth, cosmetics etc. are 

distributed through longer channel while products like jewelry having high product value 

are directly sold to the consumers by the jewelers. 

2. Nature of Market: 

The geographical width of the market, number of potential buyer, nature of competition 

has a bearing on selection of distribution channel. In case of industrial markets where 

number of buyers is less; a shorter channel of distribution can be adopted. These buyers 

usually purchase directly from the manufacturers. 

 

But in case of consumer markets, where there are a large number of buyers, a longer 

channel of distribution is employed as distribution process cannot be effectively carried 

out without the services of wholesalers and retailers. If the manufacturer wants to reach 
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customers who are concentrated at one particular place or market, distribution channel 

will be short and the manufacturer can directly supply the goods in that area by opening 

his own shops or sales depot. 

While if the buyers are widely scattered, it is very difficult for the manufacturer to establish 

a direct link with the consumers, hence services of wholesalers and retailers will be used 

 

3. Size of Business 

The size of the business, financial strength of the concern determines the channel of 

distribution. A small manufacturer may sell his product directly. While a large 

manufacturer may use a longer distribution channel. If the manufacturer wants to control 

the entire distribution process, it will prefer direct selling or adopt short distribution 

channel. 

4. Cost of Channel 

Distribution process involves cost of transportation, warehousing, storage insurance, 

material handling, distribution personnel’s compensation and interest on inventory 

carried at different selling points. Higher cost of distribution will result in the increased 

cost of product. On the other hand the services delivered by the distribution channel 

intermediaries may be indispensable. Hence the marketer must carry out a cost benefit 

analysis while selecting the distribution channel. 

5. Nature of Middlemen 

The manufacturer must select those middlemen who provide the best marketing services 

like storage, transportation, credit and packing etc. At the same time the middlemen 

should ensure various services to customers. A manufacturer would like to appoint that 

middlemen who assure greater sales volume. 

 

In appointing middleman, the manufacturer must take into consideration the financial 

stability and reputation of the middleman. A financially sound middleman can provide 

credit facilities to customers and make prompt payment to the manufacturer. 
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6. Distribution Intensity 

The selection of distribution channel depends upon the intensity of distribution. If the 

marketer intends to undertake extensive distribution will make his products available 

through all distribution outlets, if the manufacturer intends to undertake selective 

distribution will make products available through few selected outlets. If the manufacturer 

intends to undertake exclusive distribution will make the products available thorough one 

outlet. 

7. Time of Distribution 

The selection of distribution channel depends upon time taken by the distribution 

channel. The manufacturer needs to compare the time taken by different distribution 

channels and should select the one that takes minimum time for delivery of goods to 

customers. 

8. Government Policy 

Government policies and regulations also influence the choice of distribution channels. 

The Government may impose certain restrictions on distribution of certain products like 

wine, narcotic goods. 

9. Competition 

The distribution channel used by the competitors determines the channel of distribution 

to be adopted. 

Self-Check – 5 Written test  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1.  Discuss each of the factors to be considered when organizing channel of distribution 

2. What are the issues included in the distribution process 

3. Explain how the government policy influences our product distribution system. 

 

 
Note: Satisfactory rating - 15 points           Unsatisfactory - below 15 points  

 

 

You can ask you teacher for the copy of the correct answers. 
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You can ask you teacher for the copy of the correct answers. 

Answer Sheet 

 

 

Name:  _________________________           Date:  _______________ 

Information sheet 6: Making adjustments to the promotional strategy product 

distribution 

 

Monitor progress: Monitor the product, distribution, pricing and marketing 

communication policies in relation to market changes, marketing plan objectives and 

organizational requirements. Monitoring progress would also involve an evaluation of 

statistical and data techniques to measure marketing performance. 

 

Distributing and pricing: Review the proposed models for distribution and pricing of 

product, and describe how this should be adjusted to allow for the market fluctuations 

(as identified in the case study).  

 

KPIs: Provide a plan for how progress (using the metrics of return-of-market-

investmentand market share) can be measured against performance targets, toensure 

that marketing requirements are being met. 

 

 Develop a communications strategy: Once you have provided the informationabove, 

you need to meet with the CEO (your assessor), and discuss with them the 

 

 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 
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Self-Check – 6 Written test  

 

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. What are the requirements for implementing marketing activities effectively? 

2. Discuss the aspects of implementing marketing activities 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 
 
 
 
 
 
 
 
 
 
 
  

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 10 points           Unsatisfactory - below 10 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information Sheet 7: Implementing Marketing Activities   

 

7.1.Marketing Implementation  

Kotler defines marketing implementation as the process that turns marketing plans into 

action assignments and ensures that such assignments are executed in a manner that 

accomplishes the plan’s stated objectives. No marketing program will succeed if it is not 

implemented properly. To implement, the marketing executive must: 

 obtain the support of all the people and institutions who will be involved, 

 time all aspects of the program so that they are synchronized to precision, and  

 retain some flexibility in the program to adjust to changes in the market 

environment. 

7.2.Different Aspects of Implementing Marketing Activities 

The planning and organizing functions provide purpose, direction, and structure of 

marketing activities. However, until marketing managers implement the marketing 

activities (plan), exchanges cannot occur. Proper implementation of marketing activities 

depends on the coordination of marketing activities, the motivation of personnel who 

perform those activities, and the effective communication within the marketing 

department. We shall now examine these three aspects of implementation in the 

following sections  

 

7.2.1.Coordinating Marketing Activities 

 Because of job specialization and differences in approaches, interests, and timing 

related to marketing activities, marketing managers must synchronize individuals’ 

actions to achieve marketing objectives. They must work closely with managers in 

research and development, production, finance, accounting, and personnel to see that 

marketing activities mesh with other functions of the firm. Marketing managers must not 

only coordinate the activities of marketing staff within the firm but also integrate those 

activities with the marketing efforts of external organizations advertising agencies, 

researchers, shippers, and resellers, among others. Marketing managers can improve 
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coordination by making each employee aware of how one job relates to others and how 

each person’s actions contribute to the achievement of marketing plans. 

 

7.2.2.Motivating Marketing Personnel 

One important element in implementation is motivating marketing personnel to perform 

effectively. People work to satisfy physical, social, and psychological needs. Since 

individuals try to achieve personal goals through the work environment, marketing 

managers must show each individual how personal goals can be attained within the 

organization. To motivate marketing personnel, managers must discover their 

employees’ needs and then base their motivation methods on those needs. The degree 

to which a marketing manager can motivate personnel has a major impact on the 

success of all marketing efforts. Putting this other way, managers must base their 

motivational efforts on the value systems of individuals within a specific organization. 

Various studies have shown that income, power, and the prestige that accompanies a 

high position in the organization are often motivators. Marketing managers can motivate 

marketing personnel to perform at a high level if they identify employees’ goals and 

provide rewards and some means of goal attainment. It is most important that the plan 

to motivate personnel be fair, that it provides incentives, and that it be understood by 

employees. Also keep in mind that what is a minor reward or accomplishment for one 

employee may be ultimate fulfillment for someone else. 

 

7.2.3.Communicating Within the Marketing Department 

Without good communication, marketing managers can neither motivate personnel nor 

coordinate their efforts. Marketing managers must be able to communicate with the firm’s 

top-level management to ensure that marketing activities are consistent with the overall 

goals of the company. Communication with top-level executives keeps marketing 

managers aware of the company’s overall plans and achievements. It also guides what 

the marketing unit is to do and how its activities are to be integrated with those of other 

departments - such as personnel, production, or finance - with whose management the 

marketing manager must also communicate to coordinate marketing efforts. Marketing 
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personnel must work with the production staff, for example, to help design products that 

customer groups want. To direct marketing activities, marketing managers must 

communicate with marketing personnel at the operations level, such as researchers, 

package designers, advertising and sales personnel, wholesalers, and retailers. 

 
To facilitate communication within the marketing department, marketing managers 

should establish an information system within the marketing department. This system 

should allow for easy communication among marketing managers, sales managers, and 

sales personnel. The information system should aid marketers in preparing internal and 

external reports. Marketers need an information system to support a variety of activities 

such as planning, budgeting, sales analyses, and performance evaluations. A useful 

information system should be designed to expedite communications with other 

departments in the organization and to minimize destructive competition among 

departments for organizational resources. 
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Self-Check – 7 Written test  

 

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

3. What are the requirements for implementing marketing activities effectively? 

4. Discuss the aspects of implementing marketing activities 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

  

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 5 points           Unsatisfactory - below 5 points  

 

You can ask you teacher for the copy of the correct answers. 
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LG #85 LO #5- . Evaluate marketing performance 

 

Instruction sheet 

This learning guide is developed to provide you the necessary information regarding 

the following content coverage and topics: 

 Monitoring Product, pricing and distribution policies  

 Identifying  and taking corrective action   

 Making an objective assessment of the marketing plan and implementation 

 Documenting relevant information   

This guide will also assist you to attain the learning outcomes stated in the cover page. 

Specifically, upon completion of this learning guide, you will be able to: 

 Monitor Product, pricing and distribution policies  

 Identify and taking corrective action   

  Make an objective assessment of the marketing plan and implementation 

 Document relevant information   

 

Learning Instructions: 

1. Read the specific objectives of this Learning Guide.  

2. Follow the instructions described below.  

3. Read the information written in the “Information Sheets”. Try to understand 

what are being discussed. Ask your trainer for assistance if you have hard 

time understanding them. 

4. Accomplish the “Self-checks” which are placed following all information 

sheets.  

5. Ask from your trainer the key to correction (key answers) or you can request 

your trainer to correct your work. (You are to get the key answer only after you 

finished answering the Self-checks). 

6. If your performance is satisfactory proceed to the next learning guide,  

7. If your performance is unsatisfactory, see your trainer for further instructions  
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Information sheet 1: Monitoring Product, pricing and distribution policies  

1.1. A pricing strategy 

Businesses use pricing strategies to position their products on the market. Usually, the 

price of a product derives from production costs and an added margin which determines 

profit.   

There are three pricing options for businesses: charging less than; the same as; or more 

than their competitors. Competitive pricing generally comes into play when a product has 

been on the market for a long time and there are many competitors selling similar 

products. Accordingly, a competitive pricing strategy selects prices based on what the 

competition charges.  

Setting lower prices for the same product narrows the profit margin and makes it more 

difficult for a business to grow. The decision to sell products at almost zero profit or even 

making a small loss is known as a loss-leader strategy.  

Charging more than the competition requires companies to justify that higher price with 

extra features or better after-sale services, for example. When businesses charge the 

same price for the same product, they rely heavily on marketing and advertising tactics 

to find their customers.  

1.2.A distribution strategy 

Alongside pricing a product and putting it on the market, developing a sound distribution 

strategy is key to ensure the product reaches its target customers. Companies may 

choose to sell and ship their products directly to the end customer, which entails higher 

investment costs for storage, delivery infrastructure, and staff. The other main 

distribution strategy is indirect and therefore needs a retailer or distributor.  

Distributors are especially helpful when a company wants to sell its products in a territory 

with language and cultural barriers. Given the large differences in business culture 

between China and the west, for example, many companies choose to work with 

https://www.redpoints.com/blog/managing-distributors-and-agents-in-china/
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distributors with local knowledge. Distributors can simplify the process of initiating 

business, as well as sharing a network and insider knowledge with the manufacturer. 

However, relying on an external distributor network can mean that companies give away 

parts of control over product pricing distribution channels.  

1.3  How to determine product pricing distribution 

There are three important steps to consider when setting up a product pricing distribution 

strategy:  

1. Set a Manufacturer’s Suggested Retail Price (MSRP) 

The MRSP is the price a manufacturer recommends to retailers and should contain both 

the costs of manufacturing and selling. Although it is used to standardize the price of 

products, retailers often sell goods below the MRSP. This can happen when retailers 

intend to reduce their inventory or to get a competitive advantage to attract more 

customers.  

2. Anticipate hidden costs 

Besides the sales costs of goods, it is necessary to factor in hidden costs that could incur 

along the distribution chain. Distributors may charge for maintenance of the 

transportation fleet, tariffs, or storage costs. Furthermore, damages or product losses 

during shipments are also some risks to consider. Suchlike latent expenditures shrink 

margins and add complexity to the distribution pricing strategy. 

3. Divide margins along the distribution chain 

Until a product reaches the end consumer, every actor in the distribution chain aims to 

make a profit. Markups for manufacturers, distributors and retailers can vary drastically, 

depending on the industry and who is in charge of marketing. A good way to start 

calculating a margin for distributors and retailers is to factor in the services they render 

for distributing and selling a manufacturers’ product. Those services can include 

transport, storage, marketing or packaging, for example. 

https://www.redpoints.com/blog/managing-distributors-and-agents-in-china/
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1.4. Monitoring your distribution channels  

Choosing a competitive distribution strategy by outsourcing distribution and retail sale 

involves certain risk factors which are either price or compliance-related.  

As mentioned above, retailers may not follow the MRSP and sell products below the 

suggested retail price. Because competitive pricing strategies select prices based on 

what the competition charges, retailers will follow suit if a competitor offers a discount. 

Especially for online retailers, repricing technologies automatically offer a discount on 

the product when other market participants lower their prices. Such a price war is harmful 

to retailers and resellers. This dynamic can also harm a brand’s value when loss-leaders 

sell products without any profit or even at a loss.  
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Self-Check – 1 Written test  

  

Name……………………………………………   ID………………………… Date……. 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

Test I: Short Answer Questions 

1. Mention the three pricing options available to businesses 

2. How do we  determine product pricing distribution 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 10 points           Unsatisfactory - below 10 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information sheet 2: Identifying and taking corrective action in implementing 

marketing    

 

2.1.Introduction 

One key aspect of taking corrective action is problem-solving. Managers need to 

understand the contributing factors of a problem and how it impacts key processes; they 

must then figure out a workable solution. Once the solution is plotted, it is important to 

determine how best to implement it. This problem-solving process is the central 

consideration for effective corrective action. 

 

1.2. Identify the Problem 

Step one in the problem-solving process is identifying the problem, which can be hard to 

distinguish from symptoms of the problem: it can be easy to mistake repercussions of a 

problem for the problem itself. Gathering information and measuring each process 

carefully is prerequisite to pinpointing the problem and taking the proper corrective 

action. 

2.3.Common Mistakes 

Attempts at corrective action are often unsuccessful because of failures in the problem-

solving process, like not having enough information to isolate the real problem, or a 

decision maker who has a stake in the process and may not want to admit that their 

department made an error. Another reason why a decision-making process may result 

in an incorrect solution is that the decision-maker was never properly trained to analyze 

a problem. 

2.4.Outline Corrective Action Method 

Once the problem is identified, and a method of corrective action is determined, it needs 

to be implemented as quickly as possible. A map of checkpoints and deadlines, assigned 

to individuals in a clear and concise manner, facilitates prompt implementation. In many 

ways, the control process must also be a process. Its steps can vary greatly depending 

on the issue being addressed, but in all cases it should be clear how the corrective 

actions will lead to the desired results. 
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Next, schedule an analysis of the effectiveness of the solution. This way if the corrective 

action doesn't create the expected results, further action can be taken before the 

organization falls even further behind in meeting its goals. Organizations may decide to 

discuss a problem and potential solutions with stakeholders. It is useful to have some 

contingency plans in place, as employees, customers, or vendors may have unique 

perspectives on the problem that management lacks that can lead to a more effective 

solution. 

Generally set out below is a seven step problem solving guideline: 

 Define the problem 

 Identify the type of problem 

 Identify constraining issues 

 Develop alternative solutions 

 Evaluative the alternative solutions 

 Decide on a solution and implement it 

 Monitor and evaluate the action 

 

Self-Check – 2 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. Why do we take corrective actions while implementing marketing activities? 

2. List and discuss the steps followed in taking corrective actions during 

implementation of marketing activities? 
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You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

  

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 5 points           Unsatisfactory - below 5 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information sheet 3- Making an objective assessment of the marketing plan and 

implementation 

 

3.1. Introduction 

Economic evaluation is a vital part of investment appraisal, dealing with factors that can 

be quantified, measured, and compared in monetary terms. The results of an economic 

evaluation are considered with other aspects to make the project investment decision as 

the proper investment appraisal helps to ensure that the right project is undertaken in a 

manner that gives it the best chances of success. 

3.2. Cost/Benefit Analysis 

Cost-benefit analysis is a formal analysis of the impacts of a measure or program, 

designed to assess whether the advantages (benefits) of the measure or program are 

greater than its disadvantages (costs). Cost-benefit analysis is one of a set of formal 

tools of efficiency assessment Efficiency assessment refers to analyses made for the 

purpose of identifying how to use scarce resources to obtain the greatest possible 

benefits of them.  

A benefit-cost ratio (BCR) is an indicator, used in the formal discipline of cost-benefit 

analysis that attempts to summarize the overall value of a project or proposal. A BCR is 

the ratio of the benefits of a project or proposal, expressed in monetary terms, relative 

to its costs, also expressed in monetary terms. All benefits and costs should be 

expressed in discounted present values. 

Benefit cost ratio (BCR) takes into account the amount of monetary gain realized by 

performing a project versus the amount it costs to execute the project. The higher the 

BCR is the better the investment. General rule of thumb is that if the benefit is higher 

than the cost the project is a good investment. 

Benefit-cost analysis (BCA) is a technique for evaluating a project or investment by 

comparing the economic benefits with the economic costs of the activity. Benefit-cost 

analysis has several objectives. First, BCA can be used to evaluate the economic merit 

of a project. Second the results from a series of benefit-cost analyses can be used to 

http://en.wikipedia.org/wiki/Cost-benefit_analysis
http://en.wikipedia.org/wiki/Cost-benefit_analysis
http://en.wikipedia.org/wiki/Present_value
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compare competing projects. BCA can be used to assess business decisions, to 

examine the worth of public investments, or to assess the wisdom of using natural 

resources or altering environmental conditions. Ultimately, BCA aims to examine 

potential actions with the objective of increasing social welfare. 

3.3. Break-Even Analysis 

Break-even analysis is a type of cost benefit analysis to identify at what point (if ever) 

benefits equal costs. 

The break-even point is usually expressed as the amount of revenue that must be 

realized for the firm to have neither profit or loss. It expresses a minimum revenue target. 

It can be expressed in numbers or by the use of graphs. 

 

 

 

3.3.1. When is Break-even analysis used 

 Starting a new business: To start a new business, a break-even analysis is a 

must. Not only it helps in deciding whether the idea of starting a new business is 

viable, but it will force the startup to be realistic about the costs, as well as provide 

a basis for the pricing strategy. 
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 Creating a new product: In the case of an existing business, the company should 

still peform a break-even analysis before launching a new product—particularly if 

such a product is going to add a significant expenditure. 

 Changing the business model: If the company is about to the change the 

business model, like, switching from wholesale business to retail business, then 

a break-even analysis must be performed. The costs could change considerably 

and breakeven analysis will help in setting the selling price. 

 

                                               3.4. Asset Valuation. 

Net Asset Value 

4. The net asset value – also known as net tangible assets – is the book value 

of tangible assets on the balance sheet (their historical cost minus 

the accumulated depreciation) less intangible assets and liabilities – or the 

money that would be left over if the company was liquidated. This is the 

minimum a company is worth and can provide a useful floor for a company's 

asset value because it excludes intangible assets. A stock would be 

considered undervalued if its market value were below book value, which 

means the stock is trading at a deep discount to book value per share. 

5. However, the market value for an asset is likely to differ significantly from 

book value – or shareholders’ equity – which is based on historical cost. 

And some companies’ greatest value is in their intangible assets, like the 

findings of a biomedical research company. 

 

 

 

 

 

 

https://www.investopedia.com/terms/n/nettangibleassets.asp
https://www.investopedia.com/terms/a/accumulated-depreciation.asp
https://www.investopedia.com/terms/b/bookvalue.asp
https://www.investopedia.com/terms/s/shareholdersequity.asp


 

 

Page 155 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

Self-Check – 3 Written test  

  

Name……………………………………………   ID………………………… Date……. 

 

Directions:  Answer all the questions listed below. Examples may be necessary to aid 

some explanations/answers.  

 

Test I: Short Answer Questions 

1. Discuss the parameters by which we make objective assessment for 

businesses. 

2. What is cost benefit analysis? 

3. What is the purpose of breakeven analysis? 

4. Explain purpose of asset valuation. 

 

 

You can ask you teacher for the copy of the correct answers. 

 

Answer Sheet 

 

 

 

Name:  _________________________           Date:  _______________ 

 

 

 

 

 

 

 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 20 points           Unsatisfactory - below 20 points  

 

You can ask you teacher for the copy of the correct answers. 
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Information sheet 4: Documenting relevant information of marketing 

 

4.1. Introduction 

Documenting your marketing processes gives you the steps you need to complete 

every project you take on. It’s a vital part of executing any strategy..  

4.2. Documentation  

Why Good Documentation is essential?  

An essential part of the quality assurance system and should exist for all aspects of GMP 

(Good Manufacturing Practice). Good documentation practice is an expected practice!  

Correct, complete, current, and consistent information effectively meet customer and 

stakeholder' requirements.  

What constitutes Good Documentation?  

 Approve, review and update documents  

 Changes & current revision status of documents identified  

 Relevant versions of applicable documents available at points of use  

 Documents remain legible and readily identifiable  

 Documents of external origin identified and their distribution controlled  

 Prevent unintended use of obsolete documents. 

 Documentation is the language that accompanies a product, often outlining its 

development, design, technical language and marketing strategy in clear, 

definitive terms.  

 Ultimately, good documentation won’t comprise a cost, but rather, a profit.  

 Documentation can indicate how to evolve products and spark cross-functional 

communication. It can reveal holes in the sales funnel that otherwise would have 

eluded you. 

 In marketing terms, documentation can put you into contact with prospective 

investors and customers alike. 

 And while much of marketing can be asynchronous and speculative, 

documentation remains reliable and predictable.  



 

 

Page 157 of 164 

 
HPTC 

Author/Copyright  
TVET program title- Crop Production 

 Level -IV 

Version -1 

SEPTMEBER 2021 

 

 For many applications it is necessary to have some promotional materials to 

encourage casual observers to spend more time learning about the product.  

 

This form of documentation has three purposes:- 

1. To excite the potential user about the product and instill in them a desire for becoming 

more involved with it. 

2. To inform them about what exactly the product does, so that their expectations are in                     

line with what they will be receiving. 

3. To explain the position of this product with respect to other alternatives. 

4. One good marketing technique is to provide clear and memorable catch phrases that 

exemplify the point we wish to convey, and also emphasize the interoperability of the 

program with anything else provided by the manufacturer. 

 

4.3. Observations on poor documentation practices  

 Document error correction not signed/dated, and didn’t include a reason for the 

correction  

 Write-over, multiple line-through and use of "White-out" or other masking 

 Sample sequence table and audit trail not documented (if its not documented, it 

didn’t happen)  

 SOP related to production, calibration, storage and maintenance not authorized 

by the QA head  

 The delegation for the batch release, in case of absence of the QA manager, not 

recorded / documented  

 Out-of-specification (OOS) procedure not detailed enough; flow chart and /or 

check-list not available. 

 

4.4. Key Documents 

The following documents are integral to the implementation of this continuous 

improvement policy and will need to be reviewed, and may need to be updated when 

improvements are implemented: 
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 Quality Assurance Manual 

 Continuous Improvement Matrix 

 Continuous Improvement Register 

 Delivery and assessment strategies for individual qualifications and/or units of 

competence 

 Risk Analysis matrix 

 Occupational Health and Safety policy document 

 Staff development plan 

 Facilities and equipment plan 

 Strategic Plan 

 Internal audit records 

 Employee Induction form  

 

Self-Check – 4 Written test  

  
Name……………………………………………   ID………………………… Date……. 
 
Directions:  Answer all the questions listed below. Examples may be necessary to aid 
some explanations/answers.  
 
Test I: Short Answer Questions 

1. Explain the importance of documentation in business activities 

2. Discuss the purposes of  a good documentation 

3. What is observed in a poor documentation 

 
 
 
You can ask you teacher for the copy of the correct answers. 
 
Answer Sheet 
 
 
 
Name:  _________________________           Date:  _______________ 
 

Score = ___________ 

Rating: ____________ 

Note: Satisfactory rating - 15 points           Unsatisfactory - below 15 points  

 

You can ask you teacher for the copy of the correct answers. 
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Belay 
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