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2.3 SALES & MARKETING OPERATIONS 
 
 
Aims and Objectives 
�x�� To build on the knowledge of marketing fundamentals.  
�x�� To provide students with a sound understanding of the process of marketing operations (analysis, planning, 

implementation and control) and the process of marketing decisions. This will enable them to perform effectively in 
any single functional area of marketing at the junior management level. 

�x�� To enable students to gain a good grasp of the details of marketing operations and he able to adapt and apply them in 
their own job situation and in a variety of practical situations. 

�x��  To encourage students to test and apply modem marketing theory to the understanding and solution of practical 
marketing problems and situations. 

�x�� To demonstrate the contribution of marketing operations in a variety of business, governmental, charitable and not for 
profit organizations. 

 
 
Indicative Content and Weighting 
 
 
2.3.1Analysis of Marketing Opportunities - The Basics (20%) 
�x�� What is meant by marketing opportunity. 
�x�� Analysis of organization's internal capabilities. 
�x�� Analysis of organization's marketing environment. 
�x�� Segmenting markets, targeting and positioning. 
 
 
2.3.2 The Marketing Planning Process - An Introduction  (20%) 
�x�� The marketing planning process defined. 
�x�� Conducting a marketing audit (or marketing analysis). 
�x�� Developing marketing objectives and strategies. 
�x�� Detailed plans and programmes documents. 
�x�� Marketing control and evaluation. 
 
 
2.3.3 Marketing Organization (10%) 
�x�� Marketing in the organization structure. 
�x�� Alternative ways of organizing marketing activities. 
�x�� The role of marketing personnel. 
 
 
2.3.4 Managing Outside Resources (10%) 
�x�� Types of outside resources and when to use them. 
�x�� Competitive tendering/selection. 
�x�� Briefing and working with outside suppliers. 
�x�� Control and review of external suppliers. 
 
 
2.3.5 Selected Marketing Applications - An Overview (25%) 
�x�� Industrial/business to business marketing applications. 
�x�� Services marketing. 
�x�� Charity and not for profit marketing. 
�x�� International marketing. 
 
 
2.3.6 Legal, Ethics and Wider Issues (15%) 
�x�� The importance of marketing ethics and social responsibility. 
�x�� Constraints on marketing decisions. 
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