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The Marketing and Public Relations Functions

Having a customer base that is loyal and aware of what the business has to offer is important for any
organisation. Consequently it is important for management to recognise this and ensure appropriate
resources and staff are devoted to improving customer knowledge of the business to strengthen customer
loyalty.

As such, many large-scale organisations will include a Marketing and/or Public Departments to oversee all
aspects of marketing and public relations. A Marketing Manager or Public Relations Manager is a senior
level manager on the same level as a Finance Manager and Operations Manager. They are involved in
strategic planning.

Initial terminology
As it appears in Unit 2

Marketing can be defined as the process of planning and exec i iCi otion and
distribution of goods and services. This process s i organisation

document that sets out all the activities th ~
marketing outcomes in relation to a good . ovides a guide for future action designed to

Public relations on the other
mutual understanding betwee isati it interacts with — known as publics.

Packaging the prod
e Selling the produ
e Determing the of the product

e Delivering the product to the customer

A key role performed by a Marketing Manager is the development of a marketing plan. A marketing plan
outlines the objectives of the marketing division of an organisation. It assists a business in identifying the
most effective means of moving from where the business is now and where it would to be in the future.

A marketing plan analyses the market and customers and also considers the actions of factors from the
external environmental, such as competitors and suppliers.

A marketing plan aims to; identify the section or segment of the market that the organisation will target,
what products will be sold, their life-cycle, what development is needed for the product now and in the
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future, what features will the product have, what service is required pre- and post-sale, how will the product
be branded, packaged and distributed and what advertising is needed. A marketing plan also details plans
regarding place and price. As with all plans and goals/objectives, the marketing plan should be reviewed
and updated (if necessary) on a regular basis once the plan has been implemented.

A marketing plan should therefore contain the following information:
* market analysis — what is the market, what are it’s features, what is missing, is there space for us?
* customer analysis — where are they, what do they want?

* competitor analysis — what are they doing, do they offer something we don’t

* company analysis — where does this plan fit in terms of our overall goals?

* marketing objectives — what do we want to achieve, how will we measure success?

* product description — what features will our product have?

* distribution methods — how do we get the product to the customer?
* promotional strategies — what advertising will we do, how much
* price — how much will we charge, will it be profitable?

* review and evaluation methods — how do we measure success?

competitors doing
e Place — where do we sell the produ

e Promotion — the adve
encourage sales.

umbers’. How many times do you shop at a particular
a week? How much do you spend? This research is generally
aires and can be targeted to specific groups or the general public. The
face-to-face, over the phone or via the internet.

a product, what theyfhiked or didn’t like. Often conducted using interviews.

Review Questions

1. Define Market Research.
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2. ‘One criticism of modern marketing strategies is that they seek to create a need that normally
wouldn’t exist.” Discuss what this statement means.

3. Explain two objectives of a marketing plan.

Public Relatio ves trategies

to define. It involves promoting goodwill between a business and it’s
stakehol nication between the business and its stakeholders with a view to building

Public relations includes a ber of activities like:
e Maedia releases an

e Conferences

e Trade displays

e Annual reports

e Factory tours

e Education programs

e Open days

e Participation in community activities
e Sponsorship
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e Lobbying
e Managing customer complaints

The Public Relations function is about the management of all these activities. It often involves a public
relations action plan.

The objectives of Public Relations include:
e Presenting a good public image to the public
e Managing a crisis appropriately
e Communicating effectively with all ‘publics’ or stakeholders

The key strategy used by a Public Relations Manager is the design of blic relations campaign. There is
are five step process to create a public relations campaign:

v Set the campaign objectives

Develop the public relations action plan
Prepare a budget of the costs of the campaign
Implement the campaign
Evaluate the campaign

ASRANENEN

Part of a public relations campaign is to i on strategi e used. Communication

strategies can be grouped into four categor

i. Print communication — media releas
examples of print communication.

chures and flyers, newspaper articles are

5. Define ’public relations strategy’.
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6. Identify and explain one public relations strategy that a small business could use.

7. Why is public relations important for a small business?

8. ldentify one Public Relations strategy and:
e Describe how it is used
e The advantages of this strategy
e The disadvantages of this strategy.

As it appears in Unit

A key role performe arketing Manager is undertaking market research (mentioned above). Market
research is the process athering data to assist business owners in making informed decisions about how
the marketing of the business should proceed.

Good market research will demonstrate an understanding of different data and data collection methods. This
can be summarised in the following diagram:
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