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students should be able to critically 
evaluate the impact of a range of new and 
emerging themes on marketing, business 
organisations and the changing marketing 
environment. in addition, this unit will also 
help students to build and refine the skills 
necessary to anticipate and adapt to future 
changes. in undertaking a critical evaluation 
of the key themes, students should be able 
to take a strategic perspective of the impact 
of these themes at a sectoral or industry 
level, as well as upon an organisation or 
another one they know well. 

by the end of the unit, students should be 
able to critically assess and evaluate the 
significance of various emerging themes 
from both an external macro environment 
perspective and micro environment, which is 
the immediate area of operations that affect 
an organisation’s performance and strategy 
and to demonstrate an ability to recognise 
the strategic importance of key theme. 
in addition, students need to consider 
how best to take them into account when 
developing and implementing marketing 
strategies. finally, by the end of the unit 
students will have established strategies and 
mechanisms for anticipating future trends 
and emerging themes. 

note, the syllabus includes the themes, 
but the actual content (examples below in 
brackets) will be updated annually to reflect 
the one, two or three most influential recent 
developments. 

Potential macro-environmental emerging 
themes: 

•	 Political	(eg,	devolution,	network	
governance, Digital Economy act 2010). 

•	 Economic	(eg,	credit	crunch).	

•	 Social	(eg,	changing	demographics,	
migration, health and obesity). 

•	 Technological	(eg,	emerging	technologies	
and their impact on business, social 
networking, 3D printing, telepresence, 
Google analytics, Web 4.0, t commerce).

•	 Environmental	(eg,	climate	change).	

Potential micro-environmental emerging 
themes: 

•	 Marketing’s	new	ground	(eg,	societal/social	
and green marketing, digital marketing). 

•	 Changing	consumers	(eg,	customer	
power, ethical consumption, multichannel 
purchasing, retailtainment, idle sourcing).

•	 Changing	nature	of	competition	and	supply	
chains (eg, collaboration and competition, 
mobile scada). 

•	 Contemporary	business	strategies	(eg,	
business sustainability and the triple 
bottom line, digital strategy). 

•	 The	marketing	professional	(eg,	intelligence	
gathering, creative and flexible thinking). 

by the end of the unit, students should be 
able to: 

•	 Critically	evaluate	a	range	of	key	emerging	
macro-environmental themes and make a 
critical assessment of their significance for 
a specific sector or industry. 

•	 Propose	strategic	marketing	responses	
to the key emerging themes judged to 
have the greatest potential impact on a 
specific sector. Responses should reflect 
contemporary marketing practice (ie 
marketing’s new ground and demonstrate 
creativity.

syllabus unit 1 (10 Credits) 

emerging themes

This syllabus applies for assessments 
from December 2013 onwards.

UniT 1: EmErging ThEmEs (10 CrEDiTs)
UniT 2: AnAlysis AnD DECision (20 CrEDiTs)
UniT 3: mArkETing lEADErship AnD plAnning (20 CrEDiTs)
UniT 4: mAnAging CorporATE rEpUTATion (10 CrEDiTs)
sTAgE 2: lEADing mArkETing  
A roUTE To ChArTErED mArkETEr (60 CrEDiTs) 
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syllabus unit 1 (10 Credits) 

emerging themes

part 1: macro Emerging Themes 
(weighting 50%)

1.1 critically evaluate macro-
environmental emerging themes and 
assess/forecast their potential impact 
upon one specific sector or industry:

•	Changes	in	political	governance	
systems and political focus.

•	Contemporary	economic	
opportunities/challenges.

•	Social	change	(at	local	and	global	
levels).

•	Emerging	technologies.

•	Environmental	challenges.

•	Methods	of	forecasting/predicting	
change. 

1.2 critically evaluate macro-
environmental themes and assess/
forecast their potential impact upon a 
specific sector or industry: 

•	Changes	in	consumer	behaviour.	

•	Changes	in	nature/structure	of	
competition. 

•	Changes	in	nature/structure	of	
supply chains. 

part 2: micro Emerging Themes 
(weighting 50%)

2.1 Judge the importance of a range 
of emerging themes to a particular 
organisation: 

	 •	 Scenario	planning.	

	 •	 Impact/risk	assessment.	

2.2 Develop contemporary strategic 
marketing and business responses to a 
prioritised emerging theme: 

•	Marketing’s	‘new	ground’.	

•	Contemporary	business	strategies.	

2.3 Propose methods by which marketing 
professionals can anticipate and adapt 
to change: 

•	Sources	of	data	and	intelligence.

•	Developing	intellectual	skills	and	
creativity.

•	New	forms	of	networking.

syllabus unit 2 (20 Credits) 

analysis and deCision

this unit consists of three parts: strategic 
audit,	Strategic	options,	and	Making	
strategic marketing decisions. the 
overall purpose of the unit is to prepare 
students to undertake a strategic audit 
of an organisation, assess its capability 
and capacity to deliver the organisation’s 
business and marketing strategy in a 
challenging, dynamic and diverse global 
market place. students will be expected to 
recommend a strategic option, or decision, 
based on a full critical evaluation of the 
various options available.

to achieve this aim, students will be 
expected to carry out the following:

•	 Firstly,	they	will	undertake	a	sophisticated	
strategic audit which will help to prioritise 
the key issues, opportunities and risks 
facing an organisation in meeting its future 
objectives. this will be based on a clear 
and detailed assessment of an organisation 
and its performance, and the issues 
and challenges it faces in creating and 
delivering best value. 

•	 They	will	then	use	their	strategic	audit	of	an	
organisation to generate strategic options 
and critically evaluate those options in 
respect of the key issues faced by the 
organisation.

•	 Finally,	after	exploring	the	wide	range	
of strategic options available to an 
organisation to meet its corporate and 
business strategy, students will need to 
recommend an option based on, and 
justified by, a critical evaluation of its 
suitability in the specific situation. 

in doing the above, students should be 
able to undertake both qualitative and 
quantitative analysis of the relevant options 

and be able to make strategic marketing 
decisions based upon such analysis, justifying 
decisions and providing reasoned arguments 
for their recommendations. they will be 
expected to apply a range of financial and 
risk models to support their assessments and 
demonstrate an understanding of how the 
decisions will support the achievement of the 
organisation’s vision, mission and strategic 
business and marketing objectives. 

by the end of the unit students should be able 
to:

•	 Undertake	a	strategic	marketing	audit,	
assessing an organisation’s competencies, 
competitive advantage, market 
performance, customers, competitors, 
product and service portfolios, positioning, 
value proposition and market impact.

•	 Assess	the	impact	of	external	factors	on	
an organisation and its strategic intent and 
direction.

•	 Utilise	the	strategic	marketing	audit	to	
critically evaluate a range of strategic 
marketing options available to an 
organisation, including innovation, 
mergers, acquisitions, partnering, alliances, 
environmental sustainability and csR, 
in order to deliver best value growth 
and expansion opportunities for the 
organisation.

•	 Utilise	a	range	of	financial	and	other	
measurement tools to assess the financial 
and non-financial benefits of recommended 
strategic marketing decisions. 

•	 Utilise	a	range	of	risk	assessment	tools	
to critically assess the risk of strategic 
market decisions and their impact upon an 
organisation, including financial, corporate 
and reputational risk. 
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syllabus unit 2 (20 Credits) 

analysis and deCision

Part 1: the strategic audit (all parts in 
this unit are of equal weighting)

the purpose of this part of the unit is to 
prepare students to undertake a strategic 
audit of an organisation and its capability 
and capacity to deliver the organisation’s 
business and marketing strategy in a 
challenging, dynamic and diverse global 
market place.

students will be expected to undertake 
a sophisticated market analysis which 
supports a detailed understanding of 
an organisation, its value, scope and 
possibilities, and be able to prioritise key 
issues, opportunities and risks facing the 
organisation in meeting its future objectives.

in undertaking this part of the unit, students 
should be able to provide a clear and 
detailed assessment of an organisation 
and its performance, and the issues and 
challenges it faces in creating and delivering 
best value.

1.1  The strategic marketing audit: 
external (weighting 35%)

1.1.1 utilise a range of techniques, 
processes and market information 
to assess the external marketing 
environment including:

•	The	competitive	environment.

•	E	Commerce,	digital	and	social	
media environment. 

•	Customers.	

•	Channels	(local,	international	and	
global).

•	Market	structures.

1.1.2 utilise market-based information to 
critically evaluate an organisation’s 
strategic position within the market 
place, including consideration of 
specific positioning issues:

•	Competitive	positioning.

•	Competitive	advantage.

•	Value	creation.

•	Competitor	analysis.

1.1.3 utilise a range of tools to critically 
evaluate an organisation’s ability to 
understand its current customer base 
and their buying behaviour, in order to 
be able to develop customer insight 
and meet their preferences:

•	Value	proposition.

•	Segmental	analysis	and	consumer	
profiling.

•	Strategic	account	analysis.

1.1.4 assess the potential for strategic 
uncertainty in the external market and 
the extent to which it involves trends 
or events, and show how it will impact 
upon an organisation:

•	Scenario	construction.

•	Market	sensing.

•	Forecasting	techniques	to	assess	the	
potential and probability that trends 
or events will occur.

•	Forecasting	techniques	utilised	to	
assess timeline for trends and events 
arising and their impact.

•	Assessing	market	stability	and	
attractiveness.

1.2  The strategic marketing audit: 
internal (weighting 35%)

1.2.1 utilise a range of models and 
techniques to undertake a strategic 
audit of the internal environment:

•	Resource	and	competency	audit	
(physical, human and intangibles).

•	Portfolio	analysis.

•	Value	chain	and	resource	utilisation.

•	Technology	audit.	

•	 Innovation	audit.

•	Cost	efficiency.

•	Product	life-cycle.

•	Organisation’s	vision,	mission	and	
values.

•	Degree	of	customer	and	market	
orientation.

•	Comparative	and	best	practice	
analysis.

•	Core	competencies.

•	Organisational	culture.

•	Financial	performance.

1.2.2 critically evaluate the resource-based 
view of an organisation and the 
value of this approach in developing 
resource and capability to deliver an 
organisation’s vision and mission:

•	Resources,	capabilities	and	
competencies. 

•	The	elements	of	resource-based	
competitive advantage.

•	Knowledge	as	a	resource.

1.2.3 critically evaluate the fit between an 
organisation’s culture and its current 
strategy, and assess its ability to 
be flexible and agile in a changing 
marketing environment:

•	Environmental	influences	on	
organisational culture.

•	Mintzberg’s	organisational	
structures.

•	Handy’s	cultural	styles.

1.2.4 utilise a range of internal information 
and assessment tools to evaluate 
an organisation’s strengths and 
weaknesses in order to assess its 
readiness for development, including 
an assessment of:

•	Competencies,	assets	and	culture.

•	Value	chain	and	value	proposition.

•	The	state	of	the	organisation’s	
financial and non-financial assets.

1.3  Developing the organisation’s 
strategic intent and direction 
(weighting 30%)

1.3.1 critically evaluate an organisation’s 
current strategic intent, based upon its 
vision, mission, values and stakeholder 
expectations:

•	Organisational	purpose,	mission	and	
values.

•	Defining	organisational	focus.

•	Stakeholder	analysis.

•	Relationship	portfolios.

•	Organisational	configuration.

•	CSR	and	ethics.
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•	Access	to	national/regional	
incentives eg, Government funding, 
gateways to strategic markets.

2.2.3 critically evaluate a range of issues 
that impact on an organisation when 
entering new countries and markets 
and consider how they may be 
managed to achieve the organisation’s 
objectives:

•	Extent	of	global	coverage.

•	Sequence	of	countries	and	timing	of	
entry.

•	Value	proposition	for	global	markets.

•	Standardisation	versus	
customisation.

2.2.4 assess the relevance to an 
organisation of mergers, acquisitions 
and strategic alliances in growing, 
expanding and maximising business 
potential:

•	Motives	for	strategic	alliances.

•	Types	of	strategic	alliances.

•	Value	chain	analysis	of	the	
competitive potential in alliances, 
mergers and acquisitions.

2.2.5 critically evaluate a range of growth 
strategies for an organisation:

•	 Incremental	growth.

•	Significant	growth.

•	The	concept	of	big	ideas.

2.2.6 critically evaluate the concept of 
relationship	marketing	(CRM)	as	
a means of achieving growth and 
profitability within an organisation:

•	Long	term	orientation	versus	
transactional marketing.

•	Partnering.

•	Keeping	of	promises	and	developing	
mutual trust.

•	Share	of	customer’s	wallet	versus	
market share.

•	Customisation.

•	Customer	loyalty.

2.2.7 critically evaluate the development 
of an organisation’s brand and its 
contribution towards increasing the 
organisation’s value and brand equity:

•	Brand	associations.

•	Brand	identity	and	image.

•	Brand	proposition	and	promise.

•	Branding	strategies.

2.2.8 critically assess the impact of 
changing an organisation’s strategic 
position within the market place in 
order to:

•	Reflect	the	business	strategy.

•	Resonate	with	customers.

•	Differentiate	from	competitors.

•	Express	the	values	and	culture	of	an	
organisation in a relevant way.

•	Express	an	organisation’s	corporate	
social responsibility (csR), corporate 
reputation, sustainability and ethics.

Part 3: making strategic  
marketing decisions

after exploring the wide range of strategic 
options available to an organisation to 
enable it to meet its corporate and business 
strategy, students must then assess each 
option and critically evaluate the suitability 
of their choice in the specific situation. 
students should be able to undertake both 
qualitative and quantitative analysis of 
the relevant options and make strategic 

1.3.2 critically analyse the role of strategic 
intent in shaping an organisation’s 
strategy development:

•	Strategic	intent	and	strategic	vision.	

•	Strategic	intent	and	leadership.	

•	 Intent	and	flexibility.

•	Strategic	opportunism	versus	
strategic drift.

Part 2: strategic options

this part of the unit will focus upon the 
areas of determining the strategic direction 
of an organisation and generating clear and 
justifiable strategic options to enable the 
delivery of best value and organisational 
growth. this should include consideration of 
strategic options from innovation, mergers 
and acquisition through to innovative 
approaches, developing the brand and the 
organisation’s positioning. 

students will be expected to use their 
strategic audit of an organisation to 
generate strategic options, and critically 
evaluate those options in order to enable 
justifiable strategic decisions.

2.1  Assessing strategic marketing 
decisions (weighting 20%)

2.1.1 critically evaluate the determinants of 
strategic options and choices:

•	Past	and	current	strategies.

•	Organisational	capabilities	and	
constraints (financial and non-
financial).

•	Financial	capabilities	and	constraints.

•	Organisational	strengths	and	
weaknesses.

•	E-commerce,	digital	and	social	
media opportunities.

•	Product-market	opportunities.

•	Sources	of	competitive	advantage	
(Porter and others).

•	Warfare	analogies	in	strategy	(Kotler).

2.1.2 critically evaluate how strategic 
options can be developed to reflect an 
organisation’s:

•	Value	proposition.

•	Assets	and	competencies.

•	Business	function	strategies.

•	Functional	strategies	and	
programmes.

•	Competitive	advantage.

•	Sustainability.

2.2  strategic options available to  
a growing organisation  
(weighting 80%)

2.2.1 critically evaluate the nature 
of innovation and new product 
development (nPD) in marketing and 
the related factors impacting upon 
marketing decisions, including ongoing 
innovation management within an 
organisation:

•	 Importance	of	innovation.

•	Models	of	innovation.

•	Managing	innovation.

2.2.2 critically evaluate the appropriateness 
of developing an international 
marketing strategy for an organisation 
investing in international markets:

•	Access	to	low	cost	materials	and	
labour.

•	Economies	of	scale.

•	Avoiding,	or	bypassing,	trade	barriers.

syllabus unit 2 (20 Credits) 

analysis and deCision
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3.2.4 assess the impact on the economic 
value of an organisation arising from 
specific decisions on expenditures/
cash flows:

•	The	concept	of	economic	value	
added.

•	Cash	flow	based	valuation	methods.

•	Financial	value	drivers.

3.3  Corporate and reputational  
risk of marketing decisions  
(weighting 30%)

3.3.1 utilising a range of risk analysis tools, 
assess the strategic risks facing 
an organisation in the selection of 
strategic alternatives leading to 
strategic choice:

•	Risk	of	strategic	uncertainty.

•	Risk	of	diverting	from	core	business,	
vision and core competencies.

•	Risk	of	changing	technology	and	
capability.

•	Risk	of	reputation	visibility	and	
vulnerability.

•	Financial	risk,	including	shareholder	
value, investment, liability and loss.

3.3.2 assess the potential for organisational 
constraints to limit an organisation’s 
success in using any given strategic 
choice:

•	Regulation.

•	Structure	and	competencies.

•	Capital	and	investment	capability.

•	Stakeholder/shareholder	
engagement and involvement.

•	Competitor	activity.

3.3.3 assess the risk to an organisation of hostile 
or declining markets and recommend 
mitigation strategies, including:

•	Milk,	harvest,	divest,	liquidate,	
consolidate. 

•	Review	margins	and	develop	stronger	
cost structures.

•	Reduce	potential	for	proliferation	of	the	
product and/or brand.

•	Manage	share-shifting.

•	Focus	on	customer.

3.3.4 Recommend a range of mitigation 
strategies designed to reduce risks, so as 
to enhance an organisation’s selection of a 
strategic option:

•	Scenario	planning.

•	Forecasting.

•	Changing	approach/direction.

•	Avoidance	strategies.

3.4  impact analysis of strategic 
marketing decisions  
(weighting 20%)

3.4.1 critically analyse the impact of the priority 
decisions on an organisation:

•	Strategic	vision	and	direction.

•	The	organisation’s	value	proposition.

•	The	key	success	factors.

•	Assets	and	competencies.

•	Positioning,	segmentation	and	targeting.

•	Distribution.

•	Branding.	

•	 Investment.

•	 Innovation.

•	Manufacturing.

•	 Increased	opportunities	and	threats.

marketing decisions based upon such 
analysis, justifying decisions and providing 
reasoned arguments for their options.

students will be expected to apply a range 
of financial and risk models to support 
their assessments and demonstrate an 
understanding of how the decisions 
will support the achievement of an 
organisation’s vision, mission and strategic 
business and marketing objectives. 
ultimately, students should be able to 
prepare a business case or investment 
appraisal to support the strategic marketing 
decision making process.

3.1  making and justifying strategic 
marketing decisions  
(weighting 20%)

3.1.1 critically assess strategic alternatives 
against pre-determined criteria for an 
organisation, including:

•	Scenario	planning	–	stability	versus	
uncertainty.

•	Potential	for	Return	on	Investment	
(Roi).

•	Opportunity	to	achieve	competitive	
advantage.

•	Feasibility,	viability	and	resource.	

•	Capacity	and	capability	to	deliver.

3.1.2 assess an organisation’s readiness for 
developing a global strategy including:

•	Strategic	importance	of	the	market.

•	Position	of	competitors	
internationally.

•	Cost	effectiveness.

•	Barriers	to	trade.

3.2  financial assessment of marketing 
opportunities  
(weighting 30%)

3.2.1 utilising a range of financial tools, 
assess the financial benefits and risks 
for an organisation when selecting from 
its strategic options:

•	Ratios	(INITIAL	Financial	Descriptors),	
eg Return on investment (Roi).

•	 Investment	Appraisal	Techniques,	eg	
Payback,	Net	Present	Value	(NPV),	
Discounted cash flows (Dcf), internal 
Rate of Return (iRR).

•	Cost	of	capital	and	Weighted	Average	
cost of capital (Wacc).

3.2.2 critically evaluate the source of funds 
appropriate to the strategic marketing 
choice and the long-term sustainability 
and impact of their utilisation:

•	The	concept	of	the	cost	of	capital.

•	Capital	Asset	Pricing	Model	(CAPM).

•	Weighted	Average	Cost	of	Capital	
(Wacc).

•	Optimal	capital	structure.

3.2.3 assess the impact of the strategic 
choice upon the shareholder value of 
organisations in different contexts:

•	The	concept	of	shareholder	value-
added.

•	Cash	flow	based	valuation	methods.

•	Economic	value	methods.

•	Financial	value	drivers.

•	Timing,	sustainability	and	risk	factors	
in financial valuation.

syllabus unit 2 (20 Credits) 

analysis and deCision
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the purpose of this unit is to enable 
students to develop effective high level 
strategic marketing strategies relating to 
an organisation’s corporate and business 
strategic intent in the short, medium and 
long term. students should be able to 
analyse the corporate strategy, determine 
a range of high level marketing and 
relationship strategies, and demonstrate 
how these strategies will deliver an 
organisation’s desire for growth and 
expansion, its changing stance on csR, 
ethics and key strategic decisions.

the focus of this unit is on developing and 
delivering strategic marketing plans to 
support the delivery of an organisation’s 
value proposition (not just the marketing 
function).

in order to deliver effective, innovative and 
creative marketing plans, students must 
recognise the need to deliver sophisticated 
change management programmes, 
designed to enable an organisation to 
be increasingly flexible and responsive 
in meeting the changing requirements of 
the market place, balanced against the 
requirements of the corporate strategy. 
this will require students to consider the 
reasons for change and the types of change 
management plans that should be put in 
place.

this unit is designed to provide a detailed 
understanding of the major issues in 
developing a relevant, agile and flexible 
market-oriented organisation, which can 
respond to a dynamic and changeable 
market environment. students should 
demonstrate a detailed understanding 
of the issues concerning the degree of 
influential leadership required to execute 

such change within an organisation, 
both from the top down and from the 
bottom up. this will require a thorough 
understanding of the resources required to 
implement change within an organisation 
and to establish the level of competence 
and capability required to deliver an 
organisation’s value proposition to its key 
stakeholders and markets.

by the end of this unit students should be 
able to: 

•	 Critically	evaluate	the	links	from	the	
corporate strategy to the marketing 
strategy and ways of delivering an 
organisation’s corporate mission and 
vision effectively.

•	 Develop	marketing	strategies	to	establish	
an organisation’s competitive and 
sustainable marketing and relationship 
strategies to achieve the organisation’s 
strategic intent and deliver its value 
proposition.

•	 Develop	strategic	but	operational	
marketing plans at organisational level 
(not just functional) using synergistic 
planning processes, taking account of 
different planning frameworks (cross-
functional and board level contribution) 
and ensuring they are within the resource 
capabilities of an organisation.

•	 Determine	the	most	appropriate	
organisational structures for market-
oriented organisations and changing 
organisations, whilst evaluating the 
resource implications and requirements.

•	 Develop	sustainable	competitive	
advantage through suitable approaches 
to leadership and innovation.

syllabus unit 3 (20 Credits) 

marketing leadershiP 
and Planning

•	 Assess	the	link	between	change	
programmes, marketing activities and 
shareholder value, show how these can 
contribute to an organisation’s on-going 
success, and evaluate the concepts of 
power, trust and commitment in the 
context of negotiating change with key 
stakeholders.

Part 1: delivering marketing strategies 
(all parts of this unit are of equal 
weighting)

the purpose of Part 1 is to enable students 
to develop effective high level strategic 
marketing strategies relating to an 
organisation’s corporate and business 
strategic intent in the short, medium and 
long term.

students should be able to analyse the 
corporate strategy, determine a range of high 
level marketing and relationship strategies, 
and demonstrate how these strategies will 
deliver an organisation’s desire for growth 
and expansion, its changing stance on csR, 
ethics and key strategic decisions.

students should be able to show how key 
marketing and relationship strategies reflect 
key strategic marketing decisions and 
emerging issues, and demonstrate how their 
approaches can realise the achievement 
of an organisation’s overall corporate 
proposition.

1.1  Developing and delivering an 
organisation’s vision and mission 
(weighting 30%)

1.1.1 critically analyse how to create a clear, 
simple, reality-based vision for an 
organisation and its stakeholders:

•	 Identifying	strategic	intent.

•	Creating	a	unique	image	of	the	
organisation for the future.

•	The	balance	of	inspiration	versus	
capability and capacity.

•	Enlisting	stakeholders	in	future	
possibilities.

•	Balancing	internal	and	external	
constraints on the vision for the future.

•	Organisation’s	aspirations	and	
purpose.

1.1.2 critically evaluate the importance 
of mission statements in articulating 
and communicating an organisation’s 
strategic vision and identity, including:

•	Purpose,	feelings	and	direction.

•	Basis	of	objectives.

•	Basis	for	strategy.

•	Focal	point	for	stakeholders.

•	Values	of	the	organisation,	including	
moral, ethical and sustainability 
positioning.

1.1.3 identify distinctive competences of 
the organisation and how they can be 
leveraged to achieve an organisation’s 
mission:

•	Distinctive	essence	of	the	organisation.

•	Market	and	business	definition.

•	 Intended	positioning	in	the	
marketplace.

•	Role	of	contribution	and	identification	
of future intent.

1.1.4 Examine the different approaches to the 
strategic process:

•	Emergent,	Logical	incrementalism	
(Mintzberg/Quinn).

•	Deliberate	(Kotler,	Wilson	and	Gilligan,	
McDonald).
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1.2 Developing marketing strategies 

and value proposition  
(weighting 70%)

1.2.1 Determine an organisation’s value 
proposition through analysis of an 
organisation’s vision, mission and 
corporate objectives:

•	Market	definition.

•	Setting	strategic	objectives.

•	Price/value	and	proposition.

1.2.2 utilising the strategic audit, develop 
and present corporate strategies 
that are creative, customer-focused, 
innovative and competitive for a 
variety of contexts, incorporating 
relevant investment decisions and 
business cases which meet corporate 
objectives:

•	Product/market	strategies.

•	Growth	strategies.

•	Competitive	strategies.

•	Global	and	channel	strategies.

•	Brand	and	positioning	strategies.

•	Social	media	strategies.

•	Digitally	oriented	strategies.

•	CRM	strategies.

1.2.3 critically evaluate the marketing 
strategy process, utilising the three 
key areas/levels in marketing strategy 
development:

•	Core	Strategy.

•	Creation	of	competitive	positioning	
(market targets, differential 
advantage and cost leadership).

•	Control.

1.2.4 Determine a series of measures that 
enable an estimation of desired results 
for an organisation:

•	Marketing	metrics.

•	Relative	perceived	quality.

•	Loyalty	retention.

•	Customer	satisfaction.

•	Relative	price	(market	share/volume).

•	Market	share	(volume/value).

•	Perceived	quality/esteem.

Part 2: strategic marketing planning

the focus of Part 2 is on developing and 
delivering strategic marketing plans to 
support the delivery of an organisation’s value 
proposition (not just the marketing function).

in order to deliver effective, innovative and 
creative marketing plans, students must 
recognise the need to deliver sophisticated 
change management programmes, designed 
to enable an organisation to be increasingly 
flexible and responsive in meeting the changing 
requirements of the market place, balanced 
against the requirements of the corporate 
strategy.

students will be expected to consider the 
reasons for change and the types of change 
management plans that should be put in place.

2.1  strategic marketing plans 
(weighting 30%)

2.1.1 critically evaluate the concept of 
strategic marketing planning as a 
tool to deliver an organisation’s value 
proposition:

•	Efficacy	of	formalised	marketing	
planning.

•	The	specification	of	sustainable	
competitive advantage and marketing 
planning and its contribution to 
commercial success and to delivering 
the organisation’s value proposition.

•	Preparedness	to	meet	change	and	
implement market-focused orientation 
across the organisation.

•	Contextualisation	of	marketing	planning	
in	a	corporate	framework	(McDonald	
2007).

2.1.2 analyse the corporate objectives and 
translate into overarching marketing 
objectives to support giving direction to 
a marketing plan:

•	The	interactive	process	–	balancing	an	
organisation's ambitions with knowledge 
from individual business units.

•	Relevant	marketing	objectives	to	
enhance the attainment of the firm’s 
ability to satisfy customers and foster 
innovation. 

•	From	corporate	objectives	to	setting	a	
balanced array of marketing objectives 
that cover marketing and financial 
aspects.

2.1.3 assess the variables facing an 
organisation in order to assess the 
impact of the future corporate and 
marketing objectives against its current 
competencies, resource capacity and 
financial positioning:

•	Analyse	key	areas	within	an	
organisation:

	 -	 Market	share

 - innovation

 - Resource

 - Productivity

 - social aspects and profit 

 - alternative measures of success  
 eg, for nfP

•	Core	competencies:

 - Potential access

 - significant contribution

 - Difficulty for competitors to copy

•	Auditing	Resources:

 - technical resources

 - financial standing

	 -	 Managerial	skills

 - information systems

 - ansoff matrix and Gap analysis

2.1.4	 Make	clear	recommendations	that	
determine either changes in the strategy 
or further resource requirements to 
support the delivery of the strategic 
marketing plan:

•	Resource	audit.

•	Core	competencies	for	the	attainment	
of a successful marketing plan.

•	Marketing	audit	to	underpin	the	
marketing plan.

2.1.5 Develop marketing plans utilising 
corporate planning frameworks to deliver 
an organisation’s strategies and meet 
corporate objectives:

•	Planning	typologies.

•	Marketing	design	and	implementation	of	
planning systems.

•	 Integration	of	the	marketing	planning	
process with organisation’s overall 
strategy and objective (to include: 
corporate and strategic issues, 
competition, industry, sWot, business 
environment [PEst], marketing 
objectives, strategy, monitoring 
evaluation).
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2.3  monitoring and measuring 
marketing (weighting 30%)

2.3.1 critically evaluate the concepts 
of adaptability, efficiency and 
effectiveness as means of measuring 
the success or otherwise of 
marketing strategies for a range of 
organisational sectors:

•	Efficiency/effectiveness	matrix	in	
measuring longevity of marketing 
strategies	(McDonald	2007).

•	Tactical	versus	strategic	orientation.

2.3.2 critically evaluate and use 
quantitative techniques for evaluating 
business and marketing performance 
and delivery of the marketing 
strategy, including:

•	Brand	equity	and	brand	value.

•	Shareholder	value	analysis.

•	Benchmarking	analysis.

•	Comparative	assessments	with	
previous strategies and budgetary 
control techniques.

•	Analytical	data.

2.3.3	Measure	financial	returns	achieved	
as a result of specific investment 
decisions and compare them to the 
original investment appraisal or 
business case:

•	Historic	decisions	informing	current	
decision making.

•	Short	term	versus	long	term.

•	Linkages	between	strategic	and	
financial appraisal from manager’s 
own perspective (in a strategic 
management	context	–	Grundy	and	
Johnson	1993	BJM).

2.3.4 Propose and critically evaluate 
the development of sustainable 
marketing strategies and ethics, 
and analyse the value generated by 
these strategies to the organisation’s 
overall strategy:

•	 Investment	in	sustainable	marketing	
strategies.

•	Developing	appropriate	messages	
to stakeholders and shareholders.

•	Sustainable	product	development	
strategies and communication 
methods to influence consumer 
behaviour in a long term sustainable 
context.

2.3.5 assess the value that the marketing 
proposition has generated and how it 
can contribute to shareholder value:

•	Value	based	planning	models.

•	Creation	of	additional	value.

•	Role	of	marketing	due	diligence.

Part 3: market-led strategic change

Part 3 is designed to provide a detailed 
understanding of the major issues in 
developing a relevant, agile and flexible 
market-oriented organisation, which can 
respond to a dynamic and changeable 
market environment.

students should demonstrate a detailed 
understanding of the issues concerning the 
degree of influential leadership and ethical 
behaviour required to execute such change 
within the organisation, both from the top 
down and from the bottom up.

students should be able to assess the level 
of resource required to implement change 

2.1.6 critically evaluate why marketing 
plans can fail:

•	Design	and	implementation	issues.

•	Gaining	management	support.

•	Separation	of	operational	planning	
from strategic planning.

•	 Integration	of	marketing	planning	
into a total corporate planning 
system.

2.2  Assessing and utilising 
organisational resources  
and assets (weighting 40%)

2.2.1 assess an organisation’s structure and 
critically evaluate its appropriateness 
to align and deliver its strategy and 
fulfil its vision:

•	Centralisation	versus	
decentralisation.

•	Lines	of	authority	and	
communications.

•	Committees,	teams,	taskforces	
required.

•	Organisational	life	phases.

2.2.2 critically evaluate existing systems 
and processes and identify future 
needs in line with an organisation’s 
strategy requirements:

•	Budget	setting.

•	Planning	systems.

•	Accounting	systems.

•	 Information	management	and	flows.	

•	Social	media	as	a	communication/
management tool.

2.2.3 assess the competency of an 
organisation’s workforce in order 
to establish future capability and 
capacity requirements:

•	Skills,	knowledge	and	expertise.

•	Quality	and	fit.

•	Employee	expectations.

•	Attitudes.

2.2.4 ascertain where the new marketing 
strategy will impact and how it will fit 
into the broader organisation:

•	 Impact	on	other	organisational	
strategies.

•	Fit	with	systems	and	culture.

•	Required	organisational	changes.

•	Communication	strategies.

•	Consistency	with	mission,	vision	and	
values.

2.2.5 Establish a clear funding framework 
in order to deliver the marketing 
strategy effectively and ensure 
sufficient and realistic financial 
resource is available:

•	Bid	for	funding	at	board	level.

•	Sufficient	funds	for	implementation	
and delivery of the strategy.

•	Full	measuring,	control	and	
evaluation frameworks in place.
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3.1.7 utilise the management team, internal 
resources and networks to develop 
tools to access key stakeholders, 
including:

•	Setting	up	steering	committees.

•	Establishing	formal	links	with	
strategic planners and leaders.

•	Establishing	communities	and	
networks with business leaders.

•	Continuously	seeking	internal	and	
external customer information.

•	Establishing	and	developing	social	
relational networks.

3.1.8 assess your own leadership style and 
recommend how it can be improved 
and maximised to aid business 
thinking, working with colleagues, 
inspiring people and achieving goals: 

•	Leadership	styles	(Transitional,	
transformational, traditional).

•	Group	dynamics/team	motivation.

•	Reflective	thinking	and	feedback.

•	Different	methods	of	measuring	
leadership effectiveness.

•	Difficulties	of	measuring	
effectiveness of a leader.

3.2  Developing a market-oriented 
culture (weighting 30%)

3.2.1 critically evaluate the concept of a 
market-oriented culture and consider 
the implications for an organisation in 
achieving it, including:
•	 Customer	orientation.
•	 Cross	and	inter-functional	

orientation.
•	 Competitor	orientation.
•	 Profit	orientation.

3.2.2 assess the different characteristics of 
culture in a broad context and evaluate 
the need for change to achieve true 
market orientation, including:
•	 Values,	beliefs	and	assumptions.
•	 Symbols.
•	 Heroes.
•	 Rituals.
•	 Culture	and	strategic	implications.
•	 Organisational	climate.

3.2.3 Explore ways in which the organisation 
can go about creating and shaping a 
market oriented culture:
•	 Working	towards	common	goals.
•	 Collective	identity.
•	 Embracing	differences	and	diversity.
•	 Fostering	support.
•	 Focus	on	innovation.
•	 Focus	on	performance.
•	 Focus	on	learning	and	development.

3.2.4 critically evaluate the concept of shared 
values and show how they can be 
effectively communicated in a market 
oriented organisation:
•	 Organisational	values,	eg	CSR,	

sustainability.
•	 Cultural	values.
•	 Ethical	values.
•	 Economic	values.
•	 Evolvement	of	values.

3.2.5 Determine measures for success in 
transforming an organisation’s culture 
to one of true market orientation:
•	 Externally	focused	organisation.
•	 Market	orientation	matrix	(Heiens	

2000).
•	 Customer/Competitor	focused	–	

toward an integrated approach (slater 
and narver 1994).

•	 Market	orientation	and	business	
performance.

within an organisation and establish the level 
of competence and capability required to 
deliver an organisation’s value proposition to 
its key stakeholders and markets.

3.1  leading and inspiring an 
organisation (weighting 40%)

3.1.1 critically evaluate and identify the 
methods for measuring successful 
and effective leadership strategies 
in determining and defining an 
organisation’s strategic focus and 
intent:
•	 Different	leadership	theories	in	

achieving strategic focus:

 - trait approach/behaviour    
 approach.

 - Power/influence approach.

 - situational approach.

 - integrative approach.

3.1.2 critically evaluate a range of 
approaches to successful leadership of 
the organisation and of the corporate 
level marketing function:

•	Characteristics	of	a	successful	leader.

•	Characteristics	of	followers.

•	Characteristics	of	the	situation.

•	Relating	and	integrating	the	primary	
types of leadership approaches 
in order to ensure successful and 
effective leadership strategies.

•	Ethics	of	leaders.

3.1.3 critically evaluate and analyse the 
dominant leadership paradigms:

•	Classical/Visionary/Transactional/
organic.

•	Organisational	considerations	
according to different leadership 
paradigms.

•	Creativity	in	leadership.

3.1.4 critically evaluate the concept of power 
and influence in promoting a coherent 
philosophy regarding sources of power 
and how it can be exercised in the 
organisation:

•	 Influence	processes	(Kelman	proposed	
3 different types of influence 
processes	–	instrumental	compliance,	
internalisation and personal 
identification).

•	Different	types	of	power	according	to	
their source (french and Raven 1959).

•	Control	over	information	power.

•	Dichotomy	between	position	power	
and	personal	power	(Bass	1960,	Etzioni	
1961).

3.1.5 critically evaluate the concept of 
bi-cultural leadership in developing 
capabilities effectively within new sub-
cultures and across boundaries:

•	Examine	how	leaders	create	
an organisational climate that 
encourages a healthy balance between 
collaboration and competition. 

•	Encourage	risk-taking	and	risk	
assessment, which is boundary-less.

3.1.6 Explore ways of developing thought 
leadership within the organisation to 
assist in the development of a culture of 
innovation and learning, including:

•	Keeping	stakeholders	connected.

•	Engaging	and	expediting	learning.

•	Developing	a	learning	organisation.

•	 Investing	in	knowledge	capital	through	
knowledge management.

•	Maintaining	knowledge	of	innovation	
and passing it on.
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the strength and magnitude of an 
organisation’s reputation represents 
the way in which a complex range of 
stakeholders perceive an organisation, 
entity or destination. all too often, a gap 
develops between the way an organisation 
intends to be seen and the reality, namely 
the way stakeholders actually perceive 
it. this can be due to a range of forces, 
some slow, foreseeable and manageable, 
and some sudden, unforeseen and 
relatively unmanageable. all can result 
in organisational underperformance, 
destabilisation, financial difficulties, 
leadership change, a fall in market valuation, 
and even difficulty in raising finance or 
recruiting the right personnel. this unit 
explores ways in which organisations can 
minimise the gap and avoid these potentially 
serious issues.

broadly this unit is concerned with learning 
to manage in the following ways:

•	 Critically	evaluate	the	way	organisations	
develop their identities and some 
organisations use these to form images 
and assign reputational status.

•	 Critically	analyse	the	elements	that	
contribute to the identity that an 
organisation projects to its stakeholders, 
sometimes through a corporate brand.

•	 Critically	evaluate	linkage	between	
how an organisation wants to be seen 
and how it is seen, namely corporate 
communications.

students will normally base their learning 
and development of these issues on an 
organisation.	However,	some	may	choose	
to use this unit to explore the reputational 
development of a place. this might involve 
for example, a tourist destination (eg, 
country or region), a business area (eg, 
seaport or park) or a city or town. the detail 
specified in this syllabus is based on ideas, 
practice and the research literature relating 
to corporate branding, communications and 
reputation.

this unit consists of three parts:  
Part 1: understanding the nature and 
characteristics of reputational management, 
Part	2:	Managing	the	dimensions	of	an	
organisation’s reputation and  
Part 3: Developing effective corporate 
communications.

Part 1: understanding the nature 
and characteristics of reputational 
management (weighting 25%)

the focus of this part is on developing 
knowledge and understanding of what 
reputation means, the array of practical 
and intellectual elements involved in 
the management and development 
of a reputation, the rationale for an 
organisation’s directors to support the overt 
management of corporate reputation, and 
the identification of the key stakeholders. 
External stakeholders include shareholders, 
customers, suppliers, communities, trade 
unions and the media. internal stakeholders 
comprise management and employees.
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3.3  Developing and delivering 
organisational strategies for 
change (weighting 30%)

3.3.1 assess the key drivers and pressures 
on organisations to change in today’s 
dynamic marketing environment:
•	 Environmental	audit.
•	 Contemporary	issues.
•	 Global	challenges.
•	 Technologicially	related	challenges.

3.3.2 critically evaluate barriers to 
organisational change, making 
recommendations of how best to 
overcome them:
•	 Cultural	barriers	to	change.
•	 Competency	inadequacies.
•	 Community	barriers.
•	 Personal	barriers.
•	 Skills/Resource	barriers.

3.3.3 critically evaluate why organisations 
often avoid corporate led change, 
including:
•	 Public	scrutiny	of	large	corporate	

organisations.
•	 Political/legislative	reasons.
•	 Union	intervention.
•	 Prior	strategic	commitments.
•	 Inertia.

3.3.4 critically evaluate the different 
methods of change available to 
organisations:
•	 Incremental.
•	 Discontinuous.
•	 Re-engineering.

3.3.5 Design a process for change, 
to provide insight into the level 
of involvement and interaction 
stakeholders will have in the 
transformation of an organisation 
and its market orientation, including 
consideration of constraints and 
contingencies:
•	 Surface/profound	change	

management.
•	 Organisation	wide	change	–	strategic	

change management.
•	 Stakeholder	mapping	–	power	versus	

support or resistance.
•	 Stakeholder	personal	analysis	

(getting inside an individual’s head).
•	 The	nature	of	opposition	(knowing	

your	‘enemies’	in	change).
•	 The	nature	of	support	(knowing	your	

allies in change).
•	 Measuring	the	impact	of	change.

3.3.6 Prepare a change plan for an 
organisation, taking into account 
the need for appropriate resources, 
capabilities, skills and motivations for 
its execution:
•	 HR	policy	–	recruitment,	training,	

job definition and roles, rewards 
and incentives, relationships and 
hierarchies.

•	 Customer/competitor	relations.
•	 Cross-function	and	inter-

departmental relations.
•	 Digitally	oriented	communication	

techniques.
•	 Innovation.
•	 Integrating	internal	and	external	

pressures.
•	 Monitoring	and	measuring	success.

18 19

ChArTErED posTgrADUATE DiplomA in mArkETingCim profEssionAl mArkETing qUAlifiCATions



this part of the unit considers reasons why 
senior management needs to be concerned 
with the reputation of their organisation, 
and identifies particular forces that influence 
it. in addition it explores what reputation 
means in a corporate context, and identifies 
key elements that are considered to 
constitute corporate reputation. from this 
base, subsequent parts of the unit examine 
ways in which managers can understand 
and develop the reputation of their 
organisation, including corporate identity, 
branding, positioning and communications.

1.1 Developing the rationale for 
managing corporate reputation

1.1.1 critically evaluate the context and 
concepts relating to corporate 
reputation:
•	 Development,	evolution	and	

perception.
•	 Corporate	image	versus	corporate	

identity.
•	 Context:	industrial,	not-for-profit,	

competitive, societal, political.
•	 Criteria:	credibility,	trustworthiness,	

reliability and responsiveness.

1.1.2 Justify the importance and 
significance of managing an 
organisation’s corporate reputation:
•	 Financial	performance.	
•	 Managing	shareholder	value.
•	 Improved	competitiveness.	
•	 Relative	ease	of	recruitment.

1.1.3 identify the forces that can influence an 
organisation’s reputation, and develop 
forecasts concerning their level of 
current and potential influence:
•	 External	Forces:	environmental,	

financial, political, social, industry-
wide, legal, technological, community-
based, digital, social media. 

•	 Relational:	competitive	and	
collaborative strategies, resources, 
mergers/acquisitions, repositioning. 

•	 Internal	forces:	resources,	political,	
strategy, structure, behaviour, 
communication climate.

1.2 Determining the scope of 
corporate reputation

1.2.1 critically assess the compatibility of 
an organisation’s corporate strategy, 
structure, systems and culture 
in relation to its positioning and 
reputation:
•	 Vision,	mission,	values,	objectives.	
•	 Organisational	structure	and	culture.
•	 Organisational	communication	

climate.
•	 Perception	and	positioning.

1.2.2 Develop processes leading to the 
identification of key external and 
internal stakeholders, and understand 
the nature of associated communication 
programmes:
•	 Stakeholder	analysis	and	mapping,	

identifying target publics relating to 
corporate reputation. 

•	 Investors	–	investor	relations.
•	 Customers	–	marketing	

communications.
•	 Employees	–	internal	communications.
•	 Government	–	public	affairs.
•	 The	public	–	public	relations.
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1.2.3 Propose and justify the use of 
a portfolio of broad indicators 
to evaluate the strength of an 
organisation’s reputation:
•	 ROI.	
•	 Brand	equity.
•	 Shareholder	value.	
•	 Media	comment.	
•	 Social	media	comment,	blogging.

Part 2: managing the dimensions  
of an organisation’s reputation 
(weighting 25%)

the purpose of Part 2 is to enable students 
to manage the various elements that 
are thought to constitute the processes 
and dimensions that affect the way 
organisations are perceived. students are 
expected to undertake an analysis of an 
organisation’s character and the way it 
currently presents itself to stakeholders 
(as an identity or brand), and to make 
recommendations concerning the strategic 
management of the corporate brand, 
structure and architecture.

this part of the unit will explore issues 
associated with understanding the character 
of an organisation, sometimes referred to 
as its personality, and the development of 
corporate identity, image and reputation. in 
undertaking the analysis, students should 
be able to provide an assessment of the 
organisation, its brand and communication 
performance, and the issues and challenges 
it faces in enhancing its reputation.

2.1  Understanding the current 
corporate reputation

2.1.1  critically evaluate the corporate 
‘character’	(personality)	of	an	
organisation:
•	 Organisation	culture.	
•	 Strategy;	mission,	values	and	

positioning, formulation process.
•	 Organisational	structure.
•	 Communication	climate.

2.1.2  critically assess the strength and 
potential of the corporate identity 
and/or brand:
•	 Meaning:	visual,	organisational,	

corporate, visual identity versus 
strategic identity.

•	 Identity	mix:	behaviour,	
communication and symbolism.

•	 Brand	strategy:	structure,	
architecture and promise. 

•	 Systems	and	processes,	eg,	
formalistic or organic, developing or 
established, communication culture, 
use of digital communications.

•	 Measurement	of	reputation	using	
commercial systems, eg, brand 
Asset	Valuator,	BrandZ,	Equitrend,	
Brand	Power,	USA’s	Most	Admired,	
Reputation quotient, Rep track.
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2.2  Developing corporate brands

2.2.1  critically evaluate the nature 
of corporate brands and make 
recommendations concerning any gap 
between identity and image:
•	 Definitions.
•	 Elements:	differentiation,	

transferability, psychic value, recall, 
premium.

•	 Typologies:	Olins,	Kammerer,	van	
Riel.

•	 Drivers:	strategy,	organisational,	
employee, value.

•	 Levels	of	corporate	endorsement.
•	 Rebranding.

2.2.2  Propose changes to enhance the 
systems, structure and processes 
necessary to support the management 
of corporate reputation:
•	 Communication	audits.
•	 Targeting	stakeholder	groups,	

including digital stakeholders.
•	 Targeting	employees.
•	 Reputation	platforms.
•	 Corporate	stories	and	story	telling.
•	 Corporate	positioning.

Part 3: developing effective corporate 
communications (weighting 50%)

this part of the unit is concerned with the 
linkages	between	the	‘character’,	identity	
and images that compose the broad 
corporate reputation process. the focus is 
on how corporate communication can be 
used to communicate with external and 
internal stakeholders.

attention is given to issues concerning what 
is communicated, the particular occasions 
when corporate communication becomes 

more significant, and the tools, media and 
methods that organisations can use to 
communicate organisation-wide matters.

students will examine issues associated with 
positioning organisations and developing 
communication strategies designed to 
provide points of sustainable differentiation 
that are of value to stakeholders. this will 
encompass ideas relating to ethics and 
corporate responsibility.

3.1  Determining the dimensions of 
corporate communications

3.1.1  critically appraise the nature 
and characteristics of corporate 
communications:
•	 Definition.
•	 Corporate	communications	mix:	

management, organisational, 
marketing. 

•	 Principle	activities:	internal,	investor,	
marketing, public affairs, issues 
management. 

3.1.2  critically assess the different reasons 
for using corporate communication:
•	 Aims	and	purpose:	four	visions.
•	 Tasks,	eg,	informing,	exploring,	

relating, negotiating and mixed 
formats.

•	 Circumstances,	eg,	periodic	
reporting, crisis, merger/acquisition, 
repositioning, strategic change, 
decline.

•	 Stimulating	and	embracing	change	eg,	
knowledge, attitudes, behaviour.

3.1.3  Propose what is to be communicated 
to particular stakeholders and how 
to measure the effectiveness of the 
communications used:
•	 Vision,	mission	and	values.
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•	 Identity	or	brand.
•	 Ethics,	CSR,	Sustainability	and	

Environmental issues.
•	 Strategic	repositioning.	
•	 Measuring	the	effectiveness	of	

corporate	communications:	eg,	Kelly	
Repertory Grids, natural Grouping, 
q-sort, Photo-sorting, attitude 
Measurement,	Card	Sorting.

3.2  Corporate communication 
strategies and methods

3.2.1  critically evaluate the different 
methods through which corporate 
communications can be delivered in 
order to deliver effective messages 
and enhance reputation:
•	 Tools;	corporate	advertising,	public	

relations, sponsorships.
•	 Media;	offline	and	digital/online,	

social networking.
•	 Symbolism;	logos,	names,	signage,	

music, styling, uniforms, design and 
architecture.

•	 Behaviour:	employees,	management	
performance, corporate, brand, 
communications.

3.2.2. formulate approaches to corporate 
communications that are investor 
focused and contextually determined:
•	 Roles	of	investor	relations,	eg,	

compliance, relationships, building 
(reputation).

•	 Purpose:	create	demand	for	
shares, reduce churn, present/
past performance, predict future 
performance, manage perceptions.

3.2.3  formulate approaches to corporate 
communications that are customer 
focused and contextually determined:
•	 Tools,	eg,	advertising,	sales	

promotion, personal selling, 
marketing, public relations.

•	 Media,	eg,	offline/online,	digital	media	
and social networking.

•	 Messages:	informational	and	
emotional dimensions of engagement.

•	 Experience	marketing.

3.2.4  formulate approaches to corporate 
communications that are employee 
focused and contextually determined:
•	 Types:	structure,	flow,	content	and	

climate.
•	 Roles:	efficiency,	shared	meaning,	

connectivity, satisfaction.
•	 Intellectual	and	emotional	

engagement.
•	 Messages:	information	and	emotional	

dimensions of engagement within the 
organisation.

3.2.5  formulate approaches to corporate 
communications that are government 
focused and contextually determined:
•	 Breadth:	regulators,	legislators,	

elected officials and appointed 
representatives.

•	 Public	affairs.	
•	 Lobbying,	relationships,	timing	and	

objectivity.
•	 Use	of	digital	media	and	social	

networking.

3.2.6  formulate approaches designed to 
defend an organisation’s reputation:
•	 Nature	of	issues	management:	

detection, marshalling and strategy.
•	 Crisis	communications:	nature,	risk	

analysis, agenda setting, response and 
rumour management.
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by the end of stage 2 candidates should be 
able to:

•	 Demonstrate	a	critical	awareness	of	
current and emerging issues in marketing 
that is informed by leading edge research 
and practice in the field.

•	 Propose	a	strategic	response	to	an	
emerging marketing theme that 
considers the impact on marketing and 
its interaction with other parts of the 
organisation.

•	 Critically	evaluate	the	skills,	behaviours	
and attitudes required to lead strategic 
marketing projects.

•	 Critically	assess	published	research	
to determine methods of designing, 
implementing, measuring and monitoring 
the success of a project and marketing 
performance. 

•	 Design	and	conduct	research	into	
marketing and business issues using a 
range of business data, research sources 
and appropriate research methods.

•	 Demonstrate	the	relationship	between	
theory and professional practice through 
the application of a range of appropriate 
assessment tools and techniques to 
measure project success.

•	 Critically	evaluate	project	success	and	
recommend appropriate actions to 
improve the implementation of future 
business projects or to revise approaches 
to practice.

•	 Critically	assess	personal	performance	
and provide a range of evidence that 
demonstrates that they can take 
responsibility for their own personal and 
professional development.

considers the impact on marketing and 
its interaction with other parts of the 
organisation.

•	 Critically	evaluate	the	skills,	behaviours	
and attitudes required to lead strategic 
marketing projects.

1.1 The literature review

1.1.1 Demonstrate a critical awareness 
of emerging marketing themes 
impacting on business and marketing:
•	 Current	and	relevant	references.
•	 Literature,	business	data,	research	

sources.
•	 Appropriate	referencing.
•	 Emerging	technologies,	

sustainability, stakeholder evolution, 
globalisation, customer behaviour, 
ethics, societal marketing, 
knowledge leadership.

1.1.2 critically evaluate a key emerging 
marketing theme and consider its 
significance to, and impact on, an 
organisation or business sector:
•	 Benchmarking.
•	 Organisational	capabilities	and	

resources.
•	 Financial	capabilities	and	constraints.
•	 Organisational	strengths	and	

weaknesses.
•	 Risk	assessment.
•	 Buyer	behaviour,	supply	chain,	

competitive structure.

1.1.3 Propose a strategic response to an 
emerging marketing theme:
•	 Strategic	intent.
•	 Strategic	opportunism.
•	 The	organisation’s	value	proposition,	

assets and competencies, 
business and functional strategies, 
competitive advantage.

•	 Develop	their	ability	to	operate	effectively	
in a strategic marketing role through 
continuing professional development.

stage 2 of the Chartered Postgraduate 
diploma in marketing will consist of 
three parts:

Part 1: defining the Project 

the purpose of this part of stage 2 is to 
prepare candidates to lead the design, 
implementation and evaluation of a 
strategic business project within their own 
organisation or business sector. the project 
will make a significant contribution to their 
employer or business sector.

candidates will explore an emerging 
marketing theme and evaluate its impact 
on current marketing practice. they will be 
expected to provide a project proposal in 
which they have critically evaluated current 
published work on the emerging marketing 
theme and identified the key issues and 
opportunities facing the organisation or 
business sector. 

in undertaking the literature review, 
candidates should also be able to critically 
evaluate the skills, behaviours and 
knowledge required to lead a successful 
project and to critically assess their personal 
competence in those areas. 

by the end of Part 1 candidates should be 
able to:

•	 Demonstrate	a	critical	awareness	of	
current and emerging issues in marketing 
that is informed by leading edge research 
and practice in the field.

•	 Propose	a	strategic	response	to	an	
emerging marketing theme that 

1.1.4 critically assess a range of current 
literature and resources to lead and 
measure the success of a business 
project:
•	 Leaderships	skills	and	traits.
•	 Leadership	styles.
•	 The	leader’s	role.

1.2 self evaluation

1.2.1 critically assess current competence 
and ability to lead a successful 
marketing project:
•	 Personal	strengths	and	weaknesses.
•	 Skills	gap.
•	 Knowledge	gap.

1.2.2 use a range of information and 
assessment tools to evaluate 
the individual’s leadership skills, 
competences and attitude:
•	 360º	feedback,	questionnaire	design.
•	 MBTI,	Insights,	HBDI,	SDI,	BTSA.

1.2.3 Determine skills and competences 
that will be developed through 
effective project leadership and 
implementation.

Part 2: Project implementation and 
assessment 

the purpose of this part of stage 2 is for 
candidates to design, implement and assess 
the strategic business project. 

candidates will be expected to apply 
appropriate research methods to identify 
and explain the procedures and processes 
that will be used to design and implement 
the strategic business project and to assess 
the success of the project. it is anticipated 
that the candidate will identify the need 
for	primary	research.	However,	secondary	
research may be acceptable if the project is 

stage 2 (60 Credits) 

leading marketing
a route to Chartered marketer
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suitable for this approach. candidates will 
be expected to define success in order to 
explore methods to measure success. 

following implementation, candidates 
will use the procedures identified within 
their research methods to assess project 
success against key performance 
indicators. they will also be expected to 
make recommendations to improve the 
implementation of future business projects.

by the end of Part 2 candidates should be 
able to:

•	 Critically	assess	published	research	
to determine methods of designing, 
implementing, measuring and monitoring 
the success of a project and marketing 
performance. 

•	 Design	and	conduct	research	into	
marketing and business issues using a 
range of business data, research sources 
and appropriate research methods.

•	 Demonstrate	the	relationship	between	
theory and professional practice through 
the application of a range of appropriate 
assessment tools and techniques to 
measure project success.

•	 Critically	evaluate	project	success	and	
recommend appropriate actions to 
improve the implementation of future 
business projects or to revise approaches 
to practice.

2.1 research methods

2.1.1 Design and apply appropriate 
research methods to plan a project 
and identify the procedures to be 
followed to implement and to assess 
project success:
•	 Literature,	business	data,	research	

sources.
•	 Primary	and	secondary	research	

techniques.
•	 Appropriate	referencing.

2.2 The business project

2.2.1 lead a strategic marketing project 
to exploit or meet the demands of an 
emerging marketing theme:
•	 Project	implementation.
•	 Data	gathering.
•	 Self-observation	and	awareness.

2.3 project evaluation

2.3.1 critically assess implementation 
of a strategic marketing project 
using techniques identified through 
research:
•	 Primary	and	secondary	research.
•	 Accounting,	productivity,	customer	

and internal measures.
•	 The	balanced	scorecards.
•	 Brand	equity	and	brand	value.
•	 Shareholder	value	analysis.
•	 Financial	ratio	analysis.
•	 Trend	analysis.
•	 Benchmarking	analysis.
•	 Comparative	assessments	with	

previous strategies.
•	 Budgetary	control	techniques.

2.3.2 analyse data to make valid 
recommendations to improve the 
implementation of future strategic 
business projects.

stage 2 (60 Credits) 

leading marketing
a route to Chartered marketer

Part 3: self review and CPd

the purpose of this part of stage 2 is for 
candidates to critically assess their role in 
leading and implementing the business 
project using the procedures and processes 
identified within their research methods.

candidates are expected to assess the 
skills, knowledge and competences they 
used throughout project implementation. 
the candidate will be expected to identify 
areas where they have developed during 
the project, areas where they consider they 
have some expertise and areas for future 
development.

candidates will then produce an informed 
plan for continuing Personal Development.

by the end of Part 3 candidates should be 
able to:

•	 Critically	assess	personal	performance	
and provide a range of evidence that 
demonstrates that they can take 
responsibility for their own personal and 
professional development.

•	 Develop	their	ability	to	operate	effectively	
in a strategic marketing role through 
continuing professional development.

3.1 self evaluation

3.1.1 apply a range of appropriate 
assessment tools and techniques 
identified through research to assess 
personal skills, competences and 
knowledge:
•	 360º	feedback,	questionnaire	design.
•	 MBTI,	Insights,	HBDI,	SDI,	BTSA.

3.1.2 critically compare pre-project and 
post-project competence to determine 
progression within a leadership role.

3.2 future plans

3.2.1 Reflect on their learning and self 
critically manage their future 
development:
•	 Personal	development	planning.

26 27

ChArTErED posTgrADUATE DiplomA in mArkETingCim profEssionAl mArkETing qUAlifiCATions
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