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	Scenario
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You have just been hired as a trainee account executive by Limelight Promotions, an up and coming advertising agency seeking to build on its recent successes and expand its client base as the economy moves out of recession.  Forward thinking companies are already beginning to expand their promotions budgets once more, presenting fantastic opportunities for Limelight.  You can see the chance to rise rapidly within this dynamic business operating in the fast moving and highly creative marketing industry.  


	Grading Criteria

	Pass
	Merit
	Distinction

	To achieve a pass your work must:
	To achieve a merit your work must also:
	To achieve a distinction your work must also:

	P1
	describe the promotional mix used by two selected organisations for a selected product/service
	
	
	
	

	P2
	explain the role of promotion within the marketing mix for a selected product/service
	M1
	explain how promotion is integrated with the rest of the marketing mix in a selected organisation to achieve its marketing aims and objectives
	D1
	evaluate and justify the use of an appropriate promotional mix in relation to marketing objectives for the selected organisation

	P3
	explain the role of advertising agencies in the development of a successful promotional campaign
	M2
	explain the advantages and disadvantages of using professional agencies in ensuring promotional success
	
	

	P4
	explain the reasons behind the choice of media in a successful promotional campaign
	
	
	
	

	P5
	design a promotional campaign for a given product/ service to meet the needs of a given campaign/creative brief
	M3
	provide a rationale for a promotional campaign
	D2
	evaluate an existing, national marketing campaign


	What you need to complete this assignment

· Information from different textbooks

· Access to internet sites of different businesses

· Notes from lessons in class

· Notes from discussions, visits and visiting speakers you may have had




	Important information about the assignment

· You need to complete each of the P tasks in order to meet the requirements for a Pass grade.

· Each task is marked independently and you can ask the assessor to assess each task as you finish it.

· You should check carefully over each task and look at the assessment criteria before you submit your work for assessment.

· If the assessor decides you need to do more work on a task then they will explain what you need to do and set a new deadline for the task.

· Students who perform well are those who complete tasks throughout the assessment period of this assignment rather than trying to complete the whole assignment at the end in a hurry!

· Remember copying work from another student, a textbook, an internet site or any other source is plagiarism.  You need to sign a statement when your assignment is completed to state that your assignment is all of your own work!




	Learning Outcomes

On completion of this unit a learner should:

1. Know the constituents of the promotional mix 

2. Understand the role of promotion within the marketing mix 

3. Understand the role of advertising agencies and the media 
4. Be able to create a simple promotional campaign.




ASSIGNMENT ONE:  Promotional Mix
Scenario
Your line manager and team leader, Lydia wants to know that you are familiar with all the promotional techniques that make up the promotional mix.  She has asked you to investigate two quite different promotion campaigns and describe the mix that each organisation has used.
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TASK 1

You must describe all the elements of the promotional mix used by Dawson & Son (case study 1) and a larger organisation.  You can use the resources provided for Nintendo or Coca Cola (case study 2 or 3) or you can research the promotion campaign for a product/service of your own choice.  If you wish to use your own example you should discuss it with your teacher first to ensure it will enable you to fully meet the assessment criteria.

Lydia has asked you to lay this out as a table as shown below (it may be better presented by turning your page landscape for this task).  

Column 1:      
provide a definition of each element of the promotional mix.

Column 2/3:   
for each element of the promotional mix used you should provide a detailed description of how the organisation has used it.  

Your work should show your understanding of factors covered in lessons such as B2B/B2C, pull or push strategies, informative or persuasive, likely budget considerations, type of market, message life, etc

This table provides evidence for P1

Example layout:

	Element of the Promotional Mix (definitions)
	Dawson & Son
	???

	Advertising:


	
	

	Public relations:


	
	

	Direct marketing:


	
	

	Sponsorship:


	
	

	Sales promotions:


	
	

	Personal selling:


	
	

	Exhibitions:


	
	


ASSESSMENT CRITERIA ADDRESSED:

	P1
	Describe the promotional mix used by two selected organisations for a selected

product/service

	
	


CASE STUDY 1

Dawson & Son
Wooden toy mail order specialist Dawson & Son is embarking on its first national magazine insert programme in a bid to generate more customers.

Until now, this small family business has concentrated on responsive adverts in publications such as Nursery World and Natural Parent as well as a hiring a stand at the annual Toy Fair held at the Olympia Exhibition Centre in London.  This industry event is always well attended by buyers, inventors, merchandisers, importers, distributors and of course the media.

The company, whose products range from rattles and train-sets to family games like croquet and boules - wants to diversify its marketing mix.

As part of the test strategy, Dawson's spring catalogue will be placed in The Sunday Times magazine supplement in an attempt to boost its 55,000-strong customer database; those customers currently receive direct marketing by post and email.

Dawson's plans to roll out the initiative for its winter catalogue later this year, if the test proves successful.

CASE STUDY 2

Copy of press release taken from  

http://presscentre.coca-cola.co.uk/viewnews/diet_coke_celebrates_fun_frocks_and_fashion
16 February 2010
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Diet Coke Celebrates Fun, Frocks and Fashion

Multi-platform campaign launch for girls who 'Love It Light'
Diet Coke is launching a sassy new multi-million pound brand campaign for girls who 'Love It Light.'  Kicking off in 2010 the iconic female brand will celebrate the lighter side of life with a series of show-stopping fashion-led creatives, including a brand new TVC, and brand partnerships designed to tap into women's passion for hot trends, fashion content and fun. 

Like Diet Coke, the 'Love it Light' campaign will give both loyal fans and a new generation of women an instant moment of pleasure and pick me up, encouraging them to embrace a lighter attitude to life and make them feel great.  The disruptive campaign uses women's universal love of fashion to excite and reward as Diet Coke partners with two of their favourite brands - ASOS.com and Bauer Media. 

The fully integrated campaign comprises a new TVC 1, on-pack promotion, social media and digital plus high impact outdoor advertising; reaching women via multiple touchpoints.

From catwalk to can brand experience
The first pillar of 'Love It Light' will launch on February 15th with what's set to be the most talked about on-pack promotion of the year - free fashion mags, ASOS.com clothes and a fabulous new pack design.  Fashionistas will be able to 'know the look' and get their fill of all the fashion news they can handle with free copies of the UK's most influential female focussed magazines.  Bauer Media's Heat, Grazia, Closer and More! magazines will be available via loyalty site Coke Zone when they purchase special promotional packs (2L bottles and fridge packs). 

Women will have the chance to 'get the look' and win an outfit every 30 minutes from leading online fashion store ASOS.com, plus £5 off their next order of £20 or more on site (using codes on 330ml cans and 500ml bottles via Coke Zone). 

The promotional packs will achieve stand out in store and appeal to the fashion pack alike thanks to a fabulous makeover to coincide with London Fashion Week.  Set to be this season's hottest accessory Diet Coke packs will work a striking hot pink leopard print design, taking one of 2010's hottest looks from catwalk to can. Fierce!

 'If You Love It Light' TVC
The new campaign will be supported by an exciting new TVC in March, featuring three sassy female puppets who encapsulate the 'Love it Light' spirit.  Savvy, sophisticated and witty, the gal pals will bring a bit of girlie fun to consumers lives across TV, digital and outdoor with their humorous takes on life. The girls will even get their name up in lights as they appear on the iconic Coca-Cola Piccadilly sign. 

In a multiple platform execution, the advertising campaign and brand experience will be supported with an exciting new Diet Coke Facebook hub, a year long partnership with ASOS.com including a 'Love it Light' Fashion collection & partnership with Kiss Radio. 

Cathryn Sleight, Marketing Director for Coca-Cola Great Britain explains: "Diet Coke is championing a life lived lighter and the 'Love It Light' campaign is all about delivering an instant moment of pleasure and pick me up at every touch point. 

We understand women's passion for fashion and the role it plays in their everyday lives so we're delighted to be partnering with two of the UK's most exciting fashion brands to delight and reward." 

Terri Westlake, Head of Media for ASOS.com comments: "ASOS.com is delighted to be working with diet Coke on this very new and exciting partnership. Through its unique retail and content offering, we believe that ASOS is perfectly placed to communicate the 'Love It Light' message in a highly innovative way; creating a definitive destination for women to gain those little moments of fashion pleasure whenever they need them."

 

- ENDS -

 
For further information please contact: Jessica Silver, Lexis PR  - 020 7908 6545 / jsilver@lexispr.com. Mel Bryant, Lexis PR - 020 7908 6542 / mbryant@lexispr.com 
Notes to Editors
About Coca-Cola Great Britain
'Coca-Cola' remains one of the most successful and innovative brands in the world today.  On-going brand and product innovation continues to reinforce this position of leadership in the soft drinks category. In the latest 52 week period 'Coca-Cola' trade mark has had a fantastic year with retail value sales growing by 4.9% to £542.3 million.  The My Coke portfolio (which includes 'Coca-Cola', 'Diet Coke' and 'Coca-Cola Zero') experienced retail sales of £1.02 billion in the same period with growth of 4.5% in value and 4.2% in volume versus the previous year.  'Diet Coke' sales stand at £421 million with growth of 5.2% versus last year.  Meanwhile, 'Coca-Cola Zero', which has been hailed as the biggest NPD launch in over 20 years, is now worth £56.3m showing fairly static value change versus last year but volume growth of 1.7%. (Nielsen Total Coverage 52 w.e 02.01.10).  

 1 TVC premieres on 14th March, additional information to follow

CASE STUDY 3
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Nintendo plans to increase ad blitz for Wii

By Leo Lewis in Tokyo

Published: November 13 2006 10:46 

Nintendo is planning to boost its global advertising budget by Y10bn ($85m) in a bid to give its Wii games console a decisive early lead over Sony’s newly launched PlayStation3. 

The move by Nintendo, which expects to spend Y68bn as a group this year, is a further signal of what industry observers predict could be the most expensive     

console war ever fought.

The planned media blitz in Nintendo’s domestic market will involve 10 different television advertisements for the Wii, the hiring of vast conference halls for “Wii Experience” shows for the public, and the setting up of expensive demonstration booths at retailers throughout the country.

Analysts said that Sony’s limited launch inventories of 80,000 PS3 consoles represented a significant opportunity for Nintendo, which was ready to hit the Japanese market with a launch stock of 400,000 units. 

KBC Equities games analyst Hiroshi Kamide said Nintendo’s campaign meant Nintendo had “a chance to put its machines in customers’ hands far more quickly than Sony can at this stage.”

Nintendo’s 20 per cent increase in its advertising budget was an attempt to avoid repeating bad experiences in the past, analysts said. 

Nintendo’s previous console, the GameCube, was launched in 2001 to compete with the PlayStation2 but sold less than a fifth as many units.

The campaign has yielded some good early results. Last weekend, more than 18,000 people attended a Wii show in the city of Osaka with fans queueing for more than four hours for a 10-minute turn on “Legend of Zelda” – a game tipped to help drive initial sales of the hardware. 

Nintendo said that the sharp jump in marketing budget was also due to the wider range of customers that the Wii is aimed at. Previous Nintendo consoles have been squarely aimed at younger gamers. But following the success of its handheld DS console in attracting middle-aged enthusiasts, Nintendo is pitching the Wii at the whole family, and accordingly buying expensive TV advertising slots in evening prime-time.

Some analysts believe, however, that despite expensive marketing campaigns, the Wii console may ultimately struggle. While Nintendo is busy pitching its machine at a wide age group, the PS3 has already established its technological dominance with more serious gamers. 

Nicholas Spratt, an analysts at Lehman Brothers, said Nintendo faced a “significant risk” by capitulating in the competition for the highest specification console – a move that may drive third-party games makers onto the PS3 or Microsoft’s Xbox 360.

http://www.ft.com/cms/s/caa060c2-7303-11db-9bac-0000779e2340.html

ASSIGNMENT TWO:  The Marketing Mix
Scenario
Although Limelight Promotions is an advertising agency, promotion is only a part of an overall marketing strategy for any successful business.  You have been asked represent the company in making a report on the importance of promotion in the marketing mix to business students at a local college.  
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TASK 1

You must prepare a report based on Nivea and the re-launch of its ‘Nivea Visage Young’ product range. Examine the Nivea Visage Young case study material is provided in the ‘shared documents’ area.  Your report should contain:
· Definition of the ‘marketing mix’

· Definition of ‘promotion’

· Explain the role promotion would need to play within the marketing mix for Nivea’s new range to be a success.  Your explanation must be applied specifically to the Nivea case study and should cover all of the following aspects of the role in a successful promotion:

· To reach it’s intended target audience

· To establish its brand image and market positioning
· To communicate the benefits of a product or service

· To justify its price point and convey a sense of value for money

· To inform how/where it can be acquired
This report provides evidence for P2
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TASK 2

Your report should go on to explain how each of the methods of promotion Nivea used integrated the elements of the marketing mix and accomplish their marketing aims

· Before you can explain this, you’ll need to indentify the marketing aims of Nivea for their new product range – i.e. what did they set out to achieve?    (refer to class notes)

· Explain how each promotional method integrated with the other elements of the marketing mix to achieve those marketing aims.  (refer to class notes)
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 This report provides evidence for M1

TASK 3
In this final section of the report you must evaluate the effectiveness of the promotional campaign Nivea used, i.e. how well do you think the promotional mix they used met their marketing aims?  

· You will need to fully justify your points of view by exploring the pros and cons of each method in achieving their aims.  

· You should refer to some measure of their success (financial, market share, etc)
· You could also show evaluation by ranking the elements of the promotional mix in order of effectiveness (and justifying your ranking).
· You might also choose to recommend methods of promotion that Nivea did not to use, but which you feel would have better met their aims – remember to consider the likely cost of any alternatives and fully justify your reasoning
This report provides evidence for D1

ASSESSMENT CRITERIA ADDRESSED:

	P2
	Explain the role of promotion within the marketing mix for a selected product/service

	
	

	M1
	Explain how promotion is integrated with the rest of the marketing mix in a selected organisation to achieve its marketing aims and objectives

	D1
	Evaluate and justify the use of an appropriate promotional mix in relationship to marketing objectives for the selected organisation


ASSIGNMENT THREE:  Advertising Agencies and Media
Scenario
Orange PLC want to outsource some of their advertising having seen the successful advertising campaign Marks and Spencer did using “Twiggy”.  The board of directors at Orange has asked Limelight Promotions to describe the role of advertising agencies and to explain the merits of using a professional agency rather than their in-house team.


TASK 1

You must prepare a report that clearly explains the contribution that can be made by full-service and limited-service advertising agencies to the successful promotion of a product or service for Orange.  You must describe these two types of agency and contrast this with an in-house team in order to clearly explain their roles.  The context of your explanations should clearly be relevant to Orange and their national promotion needs and what each one could do for them.
This report provides evidence for P3

TASK 2
Your manager sees the potential to win a huge account with Orange PLC here.  She has asked you to prepare a further report that goes on to examine and explain the advantages and disadvantages of Orange using advertising agencies over those of an in-house team.  She hopes to use this to convince Orange that although using Limelight Promotions for some or all of their promotions in future may seem costly it could actually be a very smart move for them.

This report provides evidence for M2


TASK 3
Having done such a good job on the report about the use of advertising agencies, your manager want you to write an article for the companies e-newsletter that explains the reasons behind the choice of media.  She wants you to focus the article on an actual example of your choice; you could revisit the Nivea or Diet Coke case studies, or find an example of your own.

You must explain the reasons behind the choice of media used in a promotional campaign and how it contributed to the campaign’s success.  The content of your article must cover at least the following issues in explaining the suitability of their choices:

· the campaign’s objectives

· target audience to be reached
· the choice of local, regional, national, international coverage

· cost versus coverage

This journal article provides evidence for P4
ASSESSMENT CRITERIA ADDRESSED:

	P3
	Explain the role of advertising agencies in the development of a successful promotional campaign.

	
	

	M2
	Explain the advantages and disadvantages of using professional agencies in ensuring promotional success

	P4
	Explain the reasons behind the choice of media in a successful promotional campaign


ASSIGNMENT FOUR:  Creating a Campaign
Scenario
Limelight Promotions has won a first contract with Orange PLC.  If successful, this first promotion campaign could lead to your company winning the whole of their UK account.  Lydia has asked you to be part of the project team and this could lead to a big promotion if you can help to bring in the account.

You have been given the pre-Christmas product launch of the Samsung S9110 watchphone that will be available exclusively with Orange.  Lydia has already had meetings with Orange’s marketing team and together they have written a Campaign Brief and Creative Brief outlining their objectives, budget and providing some guidelines (copies attached).  

TASK 1

You must create a promotional campaign that meets the needs of Orange PLC’s creative and campaign briefs.  You will be working in a small team to produce a ‘pitch’ to your creative director.  

Your presentation should include:

· Outline of the campaign objectives 

· Description of the target audience

· Explanation of the promotional message at the heart of your campaign

· Description (and examples) of any and all promotional methods and media to be used in your campaign
· Suggested timeline

· Estimate campaign costs

This pitch provides evidence for P5

TASK 2

Following your pitch you must hand over a written report that will set out your rationale for your choices of method and media and explains exactly how your campaign would meet the client’s objectives and therefore represents an effective use of their budget.  
This report provides evidence for M3


TASK 3
To demonstrate that you know what makes an affective campaign, Lydia has asked you to write another journal article that evaluates fully an existing national marketing campaign.  You should examine its strengths and weaknesses and assess the extent to which it contributed to the success of the product and the organisation concerned.  

You must research and find your own example of a campaign.  It would obviously be easier to assess its level of success if you can find out the original objectives and the results achieved following the campaign.

This report provides evidence for D2
ASSESSMENT CRITERIA ADDRESSED:

	P5
	Design a promotional campaign for a given product/service to meet the needs of a given campaign/creative brief

	
	

	M3
	Provide a rationale for a promotional campaign 

	D2
	Evaluate an existing, national marketing campaign


Campaign Brief

1. Background: 

The mobile phone company, Orange have decided to launch the Samsung S9110 watchphone in the UK in time for Christmas 2012. Although several watchphones are already available in other parts of Europe, this will be the first watchphone to launch in the UK and initially it will only be available on Orange. 

The market for mobile phones is growing stronger because of trends, technological advancements and customers have more disposable income. 

2. Campaign objectives: 

The promotional activity should encourage consumers to buy or visit stores to try out the new Samsung S9110, whilst supporting Orange’s aims and objectives and their brand values.  http://www.orange-business.mu/brand-values/
The promotional activity should reach a minimum of 250,000 customers in time for Christmas sales. 

Orange’s core objectives relevant to this campaign are given as:

The Group's strategy is characterised by innovation and establishing the benchmark for new telecommunications services in Europe. The Group strives to provide leading edge products and services that not only meet customer needs and expectations but also are simple and user-friendly, while maintaining a sustainable and responsible business model that can be adapted to the requirements of a fast-paced marketplace and changing eco-system.

3. Target market 

The main consumers for the Samsung S9110 are expected to be 20-34 years, university students and young executives, who are into latest gadgets, status symbols, designer labels etc.  They are fun, popular and enjoy an active social life; they are seen as trend leaders among their peers.  

The first competitor in the market is likely to be O2 with the LG GD910 watchphone, although they are still in negotiations leaving Orange the opportunity to be first to market in the UK.

4. Product details 

· It is the world’s thinnest watchphone measuring a thickness of just 11.98mm. 

· The phone features a 1.76-inch touchscreen, speakerphone, music player, Bluetooth, voice recognition and e-mail (Outlook sync) support. 

· The watch does not compromise on quality either – the glass is scratch resistant and comes with stainless steel metal body and leather wrist belt.

· The product will be available in all Orange stores and on the internet retailing initially at £249.00 with any contract tariff. 

5. The Budget

The budget for the campaign is £300,000 (includes all costs) this is based on the recent O2 campaigns for new “gadget” phones, like the Sony Ericsson SO902iWP+ waterproof phone. 

6. Timescale 

Promotion activity should start on the 1st November as the run up to Christmas shopping begins. 
Creative Brief

1. Background: 

The mobile phone company, Orange have decided to launch the Samsung S9110 watchphone in the UK in time for Christmas 2012. Although several watchphones are already available in other parts of Europe, this will be the first watchphone to launch in the UK and initially it will only be available on Orange. 

The market for mobile phones is growing stronger because of trends, technological advancements and customers have more disposable income. 

2. Advertising objectives and target market 

The promotion activity should generate sales of £2 million by the end of the pre Christmas period.

The main consumers for the Samsung S9110 are expected to be 20-34 years, university students and young executives, who are into latest gadgets, status symbols, designer labels etc.  They are fun, popular and enjoy an active social life, they are seen as tend leaders among their peers.

3. Advertising proposition or brand promise 

It’s a blend of fun, fashion and function - a reward for those who work hard, yet play even harder.  

4. Brand promise support 

Marketing research in a number of areas has confirmed that a new mobile phone is seen as the perfect reward for treating oneself and the ideal gift for the person that has everything. 

Creation of the watchphone was partly inspired by the use of communication devices and other technology hidden in watches in cult TV shows and movies during the 70s, 80s and 90s - examples including Gemini Man, Power Rangers, Knight Rider, Bond movies, etc

Since July 2008 "I am"' has become the main advertising slogan, shortened from "I am who I am because of everyone", however subsidiary slogans will be used to describe the company's products and services, for example "I am more focus, less fuzz" is used to describe the Samsung Soul handset.

5. Tone of voice 

The advertising approach should show people enjoying their phone, catching up with friends and even work connections and using other features. Music, location and actors/models should reflect the target market and buying occasion.   

6. The Budget

The budget for producing the advertising is £70,000 - £90,000. This does not include the cost of media air time or advertising space.

7. Other points 

Advertising must include the Orange logo as well as that of Samsung.  The make and model must be secondary in prominence to Orange itself.  The fact that the product is exclusive to Orange should also feature.
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