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Candidate Details
[bookmark: _Toc449102156]Assessment – BSBSMB403: Market the small business
The learners must complete the following activities and hand them into you for marking. This forms part of the learner’s assessment for BSBSMB403: Market the small business. The initial activities are formative – the Skills and Knowledge and Major Activities are summative but all should show the learner’s knowledge of the unit. The activities should be completed in a suitable environment, whether that is a classroom, training environment or an appropriate workplace location. 
Name: 		_____________________________________________________________
Address:	_____________________________________________________________
		_____________________________________________________________
Email:		_____________________________________________________________
Employer:	_____________________________________________________________
Declaration
I declare that no part of this assessment has been copied from another person’s work with the exception of where I have listed or referenced documents or work and that no part of this assessment has been written for me by another person.
Signed:		____________________________________________________________
Date:		____________________________________________________________
If activities have been completed as part of a small group or in pairs, details of the learners involved should be provided below:
This activity workbook has been completed by the following persons and we acknowledge that it was a fair team effort where everyone contributed equally to the work completed. We declare that no part of this assessment has been copied from another person’s work with the exception of where we have listed or referenced documents or work and that no part of this assessment has been written for us by another person.
Learner 1:	____________________________________________________________
Signed:		____________________________________________________________
Learner 2:	____________________________________________________________
Signed:		____________________________________________________________
Learner 3:	____________________________________________________________
Signed:		____________________________________________________________
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Competency Record to be completed by Assessor
Learner Name:		_______________________________________________________
Date of Assessment:	_______________________________________________________
The learner has been assessed as competent in the elements and performance criteria and the evidence has been presented as:
	
	Assessor Initials

	Authentic
	

	Valid
	

	Reliable
	

	Current
	

	Sufficient
	



Learner is deemed: 		COMPETENT		NOT YET COMPETENT (Please circle)

If not yet competent, date for re-assessment:		____________________________________

Comments from Trainer / Assessor:
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Assessor Signature:		________________________________________________________
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Activities
[bookmark: _Toc449102159]Activity 1A
	Estimated Time
	30 Minutes

	Objective
	To provide you with an opportunity to analyse the business and its key products or services to determine focus of marketing activities, in accordance with objectives of the business plan

	Activity
	1. What is your business’s key product/service?

Answers will vary according to organisation. 

2. What questions will you have to ask about your marketing activities?

Answers will vary; they may include:

· Where will most of your small business growth come from?
· What approach to growth will you take? Something innovative or the same formula?
· New customers evaluations
· What decisions do you need to make about retaining or divesting any of your customers or clients?
· New products / services evaluations
· What decisions do you need to make about retaining or withdrawing any of your products / services?
· What do you need to do differently?
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Activity 1B
	Estimated Time
	20 Minutes

	Objective
	To provide you with an opportunity to evaluate customer base and target market for the small business as a basis for marketing objectives and strategies

	Activity
	1. What is your organisation’s marketing objective?

Answers will vary; they may include reaching clients, increasing revenue or increasing brand recognition.

2. What segment of consumers do you want to reach? This may include demographics, geographic bases, behaviour bases and psychographics. 

Example answer:

“We are trying to reach young professionals of both genders who live within 40 miles and enjoy outdoor sports. They value being active and may have some knowledge of our product.”
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Activity 1C
	Estimated Time
	40 Minutes

	Objective
	To provide you with an opportunity to conduct a competitor analysis to inform development of marketing strategies, determine marketing objectives in consultation with relevant people and in accordance with the business plan and ensure strategies are ethically and culturally appropriate and aligned with customer and industry expectations

	Activity
	1. If your organisation were to conduct competitor analysis, which organisations and aspects would it focus on?

Answers will vary. Competitors are other organisations within the same industry that target similar customers. Aspects of performance may relate to the organisation’s products, speed, efficiency, customer service and satisfaction or price. 

2. What marketing objectives would be relevant to your organisation?

Answers will vary according the organisation’s structure, marketing position and long-term goals. Objectives may include:

· Achieving lower costs of production and distribution than competitors
· Creating a very different product line or service so that the business becomes a class leader in the industry
· Distribution
· Pricing, presentation and display of products/services
· Product design and packaging
· Product range and mix
· Promotion and advertising
· Pursuing cost leadership and/or product differentiation within a specialist market segment.

3. What are methods of identifying customer/industry expectations?

Methods may include:

· Surveys
· Interviews
· Competitor research.
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Activity 2A
	Estimated Time
	30 Minutes

	Objective
	To provide you with an opportunity to assess product mix, volumes and pricing opportunities to determine marketing focus and optimise profit

	Activity
	1. What aspects of a product/service should you emphasise during marketing?

You will need to identify:

· Features of the product
· Presentation
· Packaging
· Benefits
· Style
· Quality
· Warranty
· Price
· Anything else research has shown customers desire.

2. How should you determine the appropriate volume of a product?

You will need to determine the costs involved and how much profit you would like to make. Use the ‘cost-volume-profit’ analysis to determine the effects on profits of changes in such factors as variable costs, fixed costs, selling prices, volume, and the mix of products sold.
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Activity 2B
	Estimated Time
	30 Minutes

	Objective
	To provide you with an opportunity to evaluate costs and benefits of using different distribution channels or providing different levels of customer service, and consider results in determining marketing mix

	Activity
	1. Determine what distribution channels your organisation uses and the benefits/disadvantages of it.

Distribution channels may include two-level or multi-level channels.

Two-level distribution channels
Two-level distribution channels have the most efficient methodology, but cut out retailers and aren’t appropriate for every business. For example, the manufacturer may not have the facilities or expertise to sell its products directly to the consumer.

Multi-level distribution channels
There is improved efficiency, a better range of products and makes it easier for customers to find products. However, there will be fewer profits for all people involved in the chain.



[bookmark: _Toc449102164]


Activity 2C
	Estimated Time
	40 Minutes

	Objective
	To provide you with an opportunity to determine marketing and promotional activities including the role of digital engagement to suit target market and consider the customer journey and conversations in determining marketing mix

	Activity
	1. What form of promotions has your organisation used in the past year?

Promotions may include:

· Offering free samples
· Coupons
· Point of purchase displays
· Product demonstrations
· Client days
· Receptions
· Promotional discounts
· Product launches
· Attendance at trade shows, conferences and other events
· Development and distribution of general promotional and informational materials
· Development and distribution of samples, case studies, testimonials and other evidence of enterprise activity
· Development of displays and signs
· Development of media releases, articles and media background information
· Information sessions for clients, suppliers and stakeholders
· Online information
· Telephone promotions.

2. Choose a piece of marketing your organisation does and explain how it moves people through the customer journey.

Answers will vary. The customer journey is the thought process, from becoming aware of the product to purchasing it. Marketing may help to:

· Become aware of the product/service
· Recognise the need for the product
· Become interested
· Research the product/service
· Making a decision.

Example answer:

“The press release is designed to reach a large number of people who aren’t familiar with the brand and make them aware of it. It gives basic information, such as the products and purpose.”
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	Estimated Time
	30 Minutes

	Objective
	To provide you with an opportunity to brief those involved in the marketing effort on their roles and responsibilities, to ensure success of marketing strategies, plan and implement marketing activities, in accordance with marketing objectives and budgetary requirements and consider digital devices, platforms and technologies for effectiveness in implementing marketing activities.

	Activity
	1. Which people are involved in the marketing effort in your organisation? Choose one and explain what their roles and responsibilities are. 

People may include:

· Managers/leadership
· Designers
· Researchers.

Example answer:

“The manager’s role is to set the direction of the marketing campaign, including platforms used. He is also responsible for managing individuals and approving the designs.”

2. What things may you consider when budgeting and setting objectives?

You may need to consider:

· Cost
· Time
· ROI (return on interest)
· Organisation resources
· Practically
· Details of objectives
· Contingency time/money.

3. What digital platforms does your organisation use?

Digital platforms may include:

· Your organisation website
· Social media such as Facebook and twitter
· News websites
· Networking websites
· Digital videos
· Digital radio.
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Activity 4A
	Estimated Time
	15 Minutes

	Objective
	To provide you with an opportunity to monitor marketing activities and evaluate business performance according to objectives and targets of the business plan

	Activity
	1. What will you need to do to monitor activities?

To monitor marketing activities, you may need to:

· Monitor product, pricing and distribution decisions against organisational policy and the objectives of the marketing plan
· Monitor marketing results against targets in the marketing plan
· Monitor marketing revenue and costs against budget
· Use analytics tools
· Set Key Performance Indicators and measure them frequently
· Review findings to determine if changes are necessary. 
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Activity 4B
	Estimated Time
	50 Minutes

	Objective
	To provide you with an opportunity to analyse performance gaps and take corrective action or set new targets, encourage all relevant people to propose ways to improve marketing performance and seek and analyse customer reaction to all aspects of the marketing mix, using culturally appropriate processes, to improve targeting and outcomes.

	Activity
	1. What can performance gaps be caused by?

They can be caused by:

· Gaps in market coverage
· Automatically-measured marketing
· Measurement integrated into your marketing strategy
· Over or under ambitious goals
· Poor communication.

2. What could be done in your organisation to encourage people to propose improvements?

Answers will vary, but may include:

· Set innovation goals 
· Listen more and tell less 
· Recognise risk-takers 
· Reward failure 
· Ask for suggestions
· Throw down a challenge
· Measure innovation
· Invest in training.

3. What sort of customer reactions may your organisation gather?

Customer reactions could be:

· Customer meetings, focus groups
· Identification of new business opportunities
· Informal discussion
· Sales to contact ratio
· Survey/other feedback mechanisms
· Trend analysis.
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Activity 4C
	Estimated Time
	30 Minutes

	Objective
	To provide you with an opportunity to conduct ongoing research of customer requirements and expectations in both on-line and off-line environments to identify opportunities for change and improvement and identify and respond to opportunities to aid business development through new technologies and different ways of marketing.

	Activity
	1. What is the difference between primary and secondary data?

Primary data is ones that your organisation has gathered, whether through surveys, interviews or data analysis; it is unique to you.

Secondary data is data that has been gathered by other organisations or government bodies. It may be official or non-official (e.g. magazines, newspapers, trade associations.)

2. What are the benefits of improving processes?

Benefits include:

· To better serve customers
· To improve your ability to anticipate, manage and
· Respond to changes in the marketplace
· To maximise business opportunities
· To reduce inefficiencies and errors.
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Skills and Knowledge Activity
	Estimated Time
	2 Hours 

	Objective
	To provide you with an opportunity to demonstrate your knowledge of the foundation skills, knowledge evidence and performance evidence.

	Activity
	Complete the following individually and attach your completed work to your workbook.

The answers to the following questions will enable you to demonstrate your knowledge of:

· Reading
· Writing
· Oral Communication
· Numeracy
· Navigate the world of work
· [bookmark: _GoBack]Interact with others
· Get the work done
· Industry market trends
· Performance evaluation methods
· Analysing costs and benefits of marketing strategies
· Developing marketing objectives and marketing mix
· Digital devices and platforms
· Monitoring customer satisfaction
· Market analysis
· Relevant marketing concepts.

Answer each question in as much detail as possible, considering your organisational requirements for each one.

All answers will vary depending on the learner and the organisation they work for but the learner should be able to answer each question competently.

1. What documents may you need to read to determine the organisation’s marketing strategy?

Documents may include competitor analysis, the organisation’s budget, product brochures, reports of marketing options and information about any previous or current marketing. 

2. What information should be contained on a press release?

The release should contain the basic questions of who, what, where, when and why and list the contact person on your staff, whether it be you or someone else who can be called for further information. 

3. What are the benefits of asking questions?

It will enable you to clarify areas you don’t understand, promote discussion with other people and gain more relevant information. 

4. What factors may you have to consider when calculating the marketing budget?

Factors may include length of the activities, type of the activities, salaries of people involved, (ROI) return on investment, costs of any materials, products or areas used.

You will also need to determine the benefits that the marketing activities will bring, such as new customers or higher sales. The more benefits, the higher the budget can afford to be.

5. What is the benefit of reviewing findings?

It will enable you to determine how effective marketing strategies have been and plan for the future accordingly. Effective strategies should be carried forwards, while you can learn lessons from less effective ones.

6. Which people may you need to interact with?

You may need to interact with people inside your organisation, including managers, designers, analysts, social media experts, programmers, accountants and any other people in the marketing department.

Externally, you may need to liaise with members of the press, research agencies, all types of customers and third-parties assisting with marketing.

7. What processes can you use to monitor marketing?

Processes may include:

· Monitoring KPIs
· Seeking feedback from customers and other people involved
· Analysing customer data
· Debriefing with colleagues
· Commissioning research.

8. How can you determine industry market trends?

This could be done by analysis of customer data, networking with other professionals, researching competitors and industry publications. 

9. What are key performance indicators (KPIs) you can use to monitor performance?

KPIs may include return on investment (ROI), people reached, new customers gained, revenue increased, sales made from marketing or other goals/objectives accomplished. They will vary according to organisation and their goals.

10. How can you analyse the costs and benefits of different marketing strategies?

You will need to analyse the data you receive from customers, such as sales, returning customers, popular products, to determine the benefits. Costs can be identified through analysis of the time, money and energy spent on the organisation. This may need to be done by the financial team.

11. How should you develop marketing objectives?

You should analyse your organisation’s particular market position and long-term goals.

You should also consult with other relevant members of the organisation who have knowledge. You will also need to ensure the objectives meet with organisational policies, ethics and any applicable legislation.

12. What are the benefits of digital devices and platforms?

Customers can access them at any time as long as they have an internet connection. They can also reach customers in their own homes as they browse the Internet. 

13. Give two methods of monitoring customer satisfaction.

Methods may include:

· Paper or phone surveys
· Interviews
· Data analysis
· Focus groups/group discussions
· Feedback forms.

14. What is the purpose of competitor research?

The purpose is to analyse the market, determine your strengths and weaknesses against other companies and market your products accordingly. You may need to look at price, quality, customer service, speed, warranty and other factors.

15. Define the customer journey.

A customer journey map describes the customer’s decision making process which leads them to make a purchase. It is used to overview the entire process and see marketing as a small part of the whole. A customer journey map can be used to identify problem areas and improve them.
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Major Activity								
	Estimated Time
	2 Hours

	Objective
	To provide you with an opportunity to demonstrate your knowledge of the entire unit.

	Activity
	This is a major activity – you should let the learners know whether they will complete it during class or in their own time.
Completed answers should be attached to the workbook.
They must individually, answer the following questions in full to show their competency of each element:
1. Develop marketing strategies
2. Determine a marketing mix for the business
3. Implement marketing strategies
4. Monitor and improve marketing performance.

1. Develop marketing strategies

Ensure that you:

· Develop and follow objectives of the business plan
· Consult and communicate effectively with relevant people
· Consider how to engage, respond and monitor customers in the digital space
· Evaluate the customer base.

Example answer:

“The organisation that I was marketing was a small business whose objectives were to expand in the local area. Therefore, the marketing strategy I developed focused on increasing recognition of its brand in the target customers so that they could begin the customer journey. To do this, we planned to hold promotional events in busy areas, handing out free products and flyer. We determined that the best method to engage with people online due to our low budget was social media to support this. Analysis of our customer base suggested they were mostly 25-45 with families and some disposable income, which affected our choice of location.”

2. Determine a marketing mix for the business

Ensure that you:

· Consider business needs, such as optimising sales/profit
· Evaluate costs and benefits
· Determine customer needs and promotional activities.

Example answer:

“In determining a marketing mix, I evaluated the costs and benefits of various strategies. This showed that we had a low budget; most of the marketing needed to be free, but this could be counterbalanced by producing new customers. In order to optimise sales and profits, special offers were introduced which would hopefully encourage customers to become regulars. We tailored the customer needs to the promotions, and focused the activities on engaging people face to face, in order to produce the highest ROI. 

3. Implement marketing strategies

Ensure that you:

· Brief appropriate people on their responsibilities
· Understand what is ethically and culturally appropriate
· Identify marketing opportunities in the digital environment.

Example answer:

“I briefed to appropriate people, including the manager, the people holding the activities and the people using social media, making sure they were clear on their roles and responsibilities. We implemented the activities, following the budget we drew up, and ensuring that all activities were ethically and culturally appropriate. For example, where we recorded customer information, it was securely stored and only used for the expressed reason. This was supported with social media posts and collaboration with other websites.”

4. Monitor and improve marketing performance.

Ensure that you:

· Monitor and evaluate activities and performance
· Correct performance gaps where necessary
· Conduct ongoing research of customer requirements and expectations.

Example answer:

“Once the marketing activities were concluded, I held sessions to evaluate them. The general response was positive; however, some people identified ways they could have been improved, for example bright signs. This will be considered for the next one according to the budget. The results showed there were no performance gaps; however, if there had been, we would have taken action to improve the activities. Finally, we asked all customers who responded if the activities met their requirements and expectations.”
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