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Unit 401 Marketing planning 

UAN: T/505/9095 

Level: 4 

Credit value: 12 

GLH: 63 

Aim: Whether working with digital marketing, or 
more traditional methods, the fundamental 
principles of marketing will be applied.   

Through this unit learners will gain an 
understanding of how marketing strategies 
are developed and turned into marketing 
plans that are implemented at different 
levels.  An understanding of market 
segmentation and how digital marketing 
refines the definition of market segments 
will also be developed.  For digital 
marketers, the ability to apply their 
understanding of digital marketing 
techniques to determine a suitable 
promotional mix to meet marketing 
objectives is critical.  In all marketing 
communications, maintaining the 
corporate brand is an essential element 
and learners will develop the 
understanding needed to apply this in real 
world digital marketing contexts. 

Learning outcome 

The learner will: 
1. understand digital marketing plans

Assessment criteria 

The learner can 
1.1 explain how organisations develop marketing strategies 
1.2 explain the key factors which influence marketing decision 

making  
1.3 assess the risk of competitors to organisational achievement  
1.4 explain the impact of industry dynamics on an organisation 
1.5 evaluate the risks to implementation of a marketing plan 
1.6 explain how to set key performance indicators (KPIs)  
1.7 explain how marketing plans are monitored and evaluated 
1.8 specify monitoring arrangements that are capable of identifying 

variances from targets and expectations 
1.9 devise a marketing plan that aligns with a marketing strategy 
1.10 evaluate the implementation of a marketing plan. 
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Range 

Factors 
Internal, external 

Risk  
Market position, activities, future plans. 

Learning outcome 

The learner will: 
2. understand how market segmentation contributes to marketing

planning

Assessment criteria 

The learner can: 
2.1  explain the importance of defining target markets to the 

development and achievement of the marketing strategy 
2.2 explain how target markets are established for marketing activities 
2.3 describe how digital marketing techniques appeal to different 

market segments 
2.4 explain how digital marketing contributes to market segmentation 
2.5 evaluate data to inform market segmentation. 

Learning outcome 

The learner will: 
3. understand how to develop a promotional mix for effective

marketing

Assessment criteria 

The learner can: 
3.1 compare digital and non-digital marketing techniques 
3.2 explain the effect of a marketing mix on a promotional mix 
3.3 evaluate the suitability of digital marketing techniques to meet 

marketing objectives  
3.4 evaluate a multi-channel approach to digital marketing 
3.5 explain how emerging approaches to digital marketing can 

contribute to a marketing mix 
3.6 illustrate how different digital marketing techniques combine to 

make a marketing campaign 
3.7 analyse the implications of the overall purpose of marketing to the 

selection of marketing techniques and platforms. 

Range 

Marketing mix 

Product, price, place, packaging, processes. 
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Learning outcome 

The learner will: 
4. understand how branding is used across digital marketing

channels

Assessment criteria 

The learner can: 
4.1 explain the brand characteristics of an organisation 
4.2 explain the purpose of brand guidelines in digital marketing 
4.3 explain how to incorporate brand identity into a digital marketing 

campaign. 
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Unit 401 Marketing planning 
Supporting information 

Guidance 
2.3/3.3/3.5 Emerging techniques/approaches are those that have arisen 
and gained prominence in the preceding 24 months.  An example of an 
emerging technique in 2013 could be gamification. 

1.9 Marketing plan to include for example; 
Actions, contingencies, accountabilities, milestones, success criteria/KPIs, 
budget, objectives, creative strategy, response rate for online 
engagement activity 

2.3/3.3 Digital marketing techniques for example; 
Email, mobile, content, video channel, social media, online display, 
search, emerging  

2.5 Data for example; 
User characteristics, demographics, behaviour patterns, trends 

4.1 
Brand characteristics for example; 
Logo, colour scheme, font, font size, tagline, iconography, values, culture, 
identifiable characters. 


