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Strategic Marketing — Optional Module

Title: A Strategy to Improve Market Advantage

Your start point for undertaking this assignment is to familiarise yourself with the
module syllabus, the associated assessment objectives and competence criteria so
that your understanding and application of them will be a strong feature of your
submitted report.

For this assignment you should work with your own organisation or one that is
familiar to you. Describe the organisation, its purpose, products and/or services and
the department or project you work for (or the department/project you have selected)
and details of your involvement with it.

Explain briefly the marketing strategy, activity and practice currently adopted by your
organisation, department or project, for its products and/or services.

Identify at least two competitors for your products and/or services. Using a range of
appropriate tools critically review their key marketing activities.

From this competitor analysis, identify the similarities and key differences in the
marketing strategy adopted by your own organisation, department or project.
Through this comparison, critically evaluate your organisation’s/department’s/project’s
strategy and practice, showing where there is competitive advantage and
disadvantage with your selected competitors and why this is so.

State your organisation’s strategic objectives for next year or use another suitable
time period. Identify the intended marketing strategy.

Evaluate this strategy in terms of customer or key stakeholder requirements,
competition, quality of product and/or services and wider marketing issues.

Identify areas for improvements in this strategy, based on your competitor analysis
and evaluation. From this, identify cost-beneficial options for change to the marketing
strategy that will ensure you maintain or develop a competitive advantage.

Evaluate your identified marketing options in terms of potential barriers to success
and the level of risk involved. Select the most appropriate strategy and justify your
decision.

Devise a strategic marketing plan for your organisation, department or project for a
suitable time period. Your plan should include your recommendations for
improvement, financial implications as well as monitoring and evaluation methods.

Write a proposal to an appropriate manager, summarising your findings and justifying
your recommendations.
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You must include in your assignment report all documentation, notes and materials
generated from each stage of the study.

You are not expected to include confidential information on your organisation, its
personnel or performance.

In writing the report, you should adopt an appropriate business format and show how
knowledge and understanding of strategic marketing have been applied in line with
the module syllabus. You should include in your report your research methodology.

At the start of your assignment report, indicate the number of words used, which
must not exceed the maximum permitted amount of 4,000 for the main body of the
report.

Permission to reproduce items where third-party owned material protected by copyright is included has been sought and cleared
where possible. Every reasonable effort has been made by the publisher (UCLES) to trace copyright holders, but if any items requiring
clearance have unwittingly been included, the publisher will be pleased to make amends at the earliest possible opportunity.

University of Cambridge International Examinations is part of the Cambridge Assessment Group. Cambridge Assessment is the brand
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