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COURSE:			ABE Level 4 Principles of Marketing Practice
ELEMENT:			Element 5 – The marketing mix

LEARNING OUTCOME 5
Explain the elements and application of the marketing mix in different contexts (Weighting 20%)
5.1 Explain each of the elements of the marketing mix (4Ps)
5.2 Explain the additional marketing mix elements involved in the marketing of services
5.3 Discuss the main considerations when developing a marketing mix

NUMBER OF SESSIONS:	Two - approximately ten hours in total
SESSION TOPICS:		Session 1: The elements of the marketing mix 
				Session 2: Considerations when developing a marketing mix

Note to tutors:	This is the recommended session plan for Learning Outcome 5, Element 5 of the ABE Level 4 Principles of Marketing Practice You should follow the plan, using the resources (referenced as ‘slides’ here) and activities provided. It is important to enhance all sessions with local examples and case studies, involving the learners ACTIVELY wherever possible.


SESSION 1: The elements of the marketing mix (6 hours)
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	Introduction to session and learning outcomes
	Use file: 4UPMP Tutor Presentation E5.pptx.

Learning outcomes 5.1: Explain each of the elements of the marketing mix (4Ps) and 5.2: Explain the additional marketing mix elements involved in the marketing of services
	1-4
	As a class, discuss how you think the learnings from the previous elements may contribute to making a marketing plan.
	

	Introducing the marketing mix
	Explain that the marketing mix is the phrase used to bring together everything we’ve learned in previous elements, and combine it into an actionable plan that will lead to meeting a marketer’s objectives. This is the exciting part - using our knowledge to create the foundations of a marketing plan. Throughout this element’s sessions, be sure to refer back to the insight from the previous elements so learners can clearly identify the process of creating the marketing mix. 

Explain the difference between products and services, and that there are different approaches to compiling a marketing mix for these. Ask learners to give more specific examples of goods and services to show that they understand.

Explain that the 4Ps are used to market goods, and the 7Ps are used to market services - which we will come to later.
	5-6
	Group brainstorm to help understand the difference between goods and services, and to start thinking about the different types of marketing that may be needed.
	

	The 4Ps
	Introduce the 4Ps as the essential framework for tying together everything they key components of a marketing plan.

PRODUCT - Refer back to the definitions of marketing - solving a problem for consumers / assessment of environments to identify the potential in the market. Then explain that each product exists with three attributes, and give locally relevant examples to illustrate this concept. Start Activity 1.

PRICE - Explain that price is more than a number and actually has a fundamental impact on the success of a marketing plan. To test the concept of perception, give a few examples of products and describe them including price, and ask learners to guess availability and audiences for the products. They will assume higher prices are for more affluent audiences and are more exclusive. When talking through the pricing approaches table, be ready to give locally relevant examples of these strategies in action, and allow the class to contribute as you go through them.

PLACE - Explain what the marketer must consider when making decisions on where the customer and product can connect. When talking through distribution strategies, provide locally relevant example and ask students to give examples of products they’ve come into contact with, where this was, and what perception they had of the product as a result - focus on factors including convenience, habit, expectation etc.

PROMOTION - Explain how promotion is the act of ensuring customers know about the product, in the right place and at the right price, and that just as the other factors contribute to perception, so does the places a product is promoted. Talk through the promotional channels, giving locally relevant examples and expressing which organisations are likely to focus on which channels. Ask learners to contribute. Brief on Activity 2 for homework.
	7-14
	Activity 1 - In pairs, choose a product and get the other person to define the three attributes. Go back and forth until you’re confident with the exercise. Share with the class.

Contribute some examples of pricing strategies you’ve noticed locally or online to the class discussion.

Participate in class discussion around product perception based on recent purchases you’ve made. 

Activity 2 - Individually, in class or as homework, evaluate 3 of the promotional channels discussed in the Study Guide.
	E5 LO5 Activity 1: Product attributes

E5 LO5 Activity 2: Evaluating promotional channels

	The 7Ps
	Explain why services require a slightly broader attention than products, and talk through the additions in turn.

PEOPLE - ask learners to think about services they have recently purchased, and what they remember about these. It is likely the people. Explain how a marketer can impact the organisation’s decisions to ensure a strong, marketable team.

PROCESS - ask learners to think about the most efficient service experiences they’ve had, and get them to link this to a sensible process. Give examples of processes in organisations that learners will recognise, both on and offline.

PHYSICAL EVIDENCE - ask learners to think about the premises in which they received the services they are reflecting on, and how their interpretation of these services was impacted by this. Think of some local places that learners will be familiar with and, as a group, think of ways a marketer could align these with a marketing mix.
	15-18
	Discuss your experiences engaging with services.
	

	Review of session and learning outcomes
	Learners should now be confident with the elements of the marketing mix and, crucially, how it a) depends on the learnings from the previous elements and b) can lead to a sensible and effective marketing plan.
	
	
	




SESSION 2: Considerations when developing a marketing mix (4 hours)
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative assessment

	Introduction to session and learning outcomes
	Use file: 4UPMP Tutor Presentation E5.pptx.

Learning outcome 5.3: Discuss the main considerations when developing a marketing mix
	19
	In small groups, consider what factors about an organisation may need to be taken into account when compiling the marketing mix, and where the key differences between organisations will be.
	

	Pulling together the marketing mix
	Explain that an effective marketing mix will be one that is considerate to all aspects of the organisation it is to aid. Also explain that different organisations are different contexts for the marketing mix, and these will fundamentally impact what is included.

[bookmark: _GoBack]Using the points on Slide 22, explain the importance of building a schedule that takes into account:
- resource
- budget
- organisation-wide timelines i.e. deadlines, financial years
- logistics - how will people coordinate

When detailing how to build an efficient schedule, include examples from a relevant organisation that will be locally relevant. Engage learners in a discussion around what the benefits and difficulties of building a schedule may be for organisations of different sizes including:
- keeping everyone on track
- time management and booking holidays
- allocating budget and resource in advance
- last minute changes - some things cannot be planned
- clashes with activities in other departments.
	20-23
	Class brainstorm the importance of a central schedule for organisations of different sizes.

Class discussion of the difficulties that these organisations may have when building and maintaining a schedule.
	

	Tailoring and positioning the marketing mix
	To explain tailoring the marketing mix, use a locally relevant organisation to show the process as it moves from Defining the customer segment  defining the key decision factors relevant to this segment  and positioning the product in a way that appeals to this segment. It may be easiest to use segments with clear desires, such as parents (care for children) or students (low price). Encourage learners to come up with their own examples of this, perhaps working backwards from products and organisations they are familiar with.

To explain positioning, talk through all the criteria that a customer assesses when they decide the position of a product before deciding that it aligns with what they are looking for. Give examples for each, using locally relevant examples where required. Give a locally relevant example of good positioning, taking into account the criteria assessed, and also an example of less effective positioning to show the importance of consistency.
	24-25
	Class brainstorm around tailoring the marketing mix, giving examples of segments, decision factors and positioning.

Activity 3 - in pairs, give examples that you have seen of strong and weak product positioning. 

Activity 4 - Individually, in class or as homework, choose an organisation you have come into contact with recently and start to build their marketing mix.
	E5 LO5 Activity 3: Strong and weak positioning

E5 LO5 Activity 4: Creating the marketing mix

	Review of session and learning outcomes
	Learners should now understand the variables and considerations they must take into account when building their marketing mix into a plan, and how to apply the marketing mix to a specific customer segment. 

Homework will allow learners to practice not only the marketing mix, but how to effectively apply it to a specific product and customer segment.
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