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Executive Summary
Opening:

This report evaluates what it means to be a professional and describes the elements of group dynamics, using conflict resolution methods within an organisation as an example. The report also includes a personal reflection in regards to a previous project and identifies continuing professional needs with a personal development plan.
Findings:

The report finds that professionals are required to continuously develop their skills in order to progress within their career and remain informed in regards to new information and techniques that appear throughout their professional life as well as identifying the role that group dynamics plays on the overall success of projects. It also provides a self-assessment into a personal group project.The report acknowledges the issue of conflict within groups and identifies resolutions for this, such as the Thomas-Kilmann Instrument. 
Conclusion: Being a part of a project group comes with many challenges, such as group dynamics, different ways of thinking and also conflict. However, it is apparent that there are many models and techniques in place, such as de Bono’s six thinking hats, that offer efficient methods for teams to conquer any issues that may present themselves.
Report

Activity 1

The term professional refers to anyone who earns their living from performing an activity that requires a certain level of education, skill, or training. There is typically a required standard of competency, knowledge or education that must be demonstrated, as well as adhering to codes of conduct and ethical standards (Corporate Finance Institute, 2018). In order to become a marketing professional, there are certain standards and criteria that must be met. Reviewed in 2018, the Professional Marketing Competencies are a framework of marketing abilities which provides a guide to the skills and behaviours that are expected of professional marketers at varying levels of proficiency (The Chartered Institute of Marketing, 2019). 
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(Chartered Institute of Marketing, 2019)
As the image above shows, there are three sections of competencies within marketing. These are broken down and categorised as core, technical and behaviour. The core competencies include three basic skills that are required for all marketers, whether that be a marketing executive with twenty years’ experience, or an apprentice digital marketer. For example, marketeers must be able to meet customers needs and wants as well as have an appropriate strategy in place in order to achieve effective marketing plans and campaigns. Technical competencies describe the application of knowledge and skills needed to perform effectively in a specific job or group of jobs within the organization. These types of competencies are closely aligned with the knowledge and skills needed for successful performance (Craig, 2015). As the image displays, there are more technical competencies compared with core competencies. This illustrates that in order to progress in the marketing industry, individuals must expand their skills and knowledge within the field. For example, marketeers must be focussed on customer experience and ensure that they are delivering appropriate results to their customers. They must also be familiar with risk and reputation management as well as being able to monitor and measure the effectiveness on their brand. In regard to behavioural competencies, there are again even more skills required by marketers. These competencies describe the behaviours that marketing professionals need to be able to demonstrate in order to do their jobs efficiently and effectively and contribute to the achievement of business goals (CIM, 2016). These skills include creativity which is vital as marketing professionals will be required to produce new and innovative ideas. Professionals must also be able to work in groups effectively and handle challenges that may face them in the ever-changing industry of marketing. 
Activity 2
Group dynamics refers to interplays of people’s social cognitions and behaviours operating within a group or between groups. The term was coined by a social psychologist, Kurt Lewin, who established the Group Dynamics Research Centre in 1945 (Kameda, Van Vugt and Tindale, 2015). Group dynamics can be affected by a variety of factors such as different individuals’ personalities within the group and the size of the group itself. Leadership is crucial when determining the success of a group and it is vital that this is understood by all members. A leader should guide the development of the group and the path to the goal that needs to be reached. This can be done by defining specific roles and responsibilities for members of the group, as well as a timeline for the project so members can understand the place of their role within the timeline (Maryville University, 2016). Group dynamics does influence the performance of the group as a whole and so it is important to recognise possible issues that could arise in order to prevent them from happening. In order to do this, teamwork skills and collaborative working is essential for a group to practice and maintain whilst working together. Teamwork at the workplace has been demonstrated to increase efficiency, improve communication, expedite idea generation, distribute workload, and establish a culture in which each employee feels a sense of belonging and empowerment (Zimmer, 2019). A basic understanding of Teamwork theory enables the development of high performing project groups and has been researched for decades. Teamwork theory allows us to understand group dynamics and enables us to work in and manage teams effectively.  Dr. Raymond Meredith Belbin is the leading authority on team roles. His research, that spanned more than 40 years, showed that it is more important how members fit together than how smart they individually are (Moga, 2017). Belbin introduced nine team roles that should be present in every group in order for it to be successful and includes titles such as the team worker, coordinator and resource investigator. These different roles allow members to concentrate specifically on different topics based on their individual strengths and weaknesses and therefore allow the group as a whole to perform to the best of their ability. Bruce Wayne Tuckman first espoused his theory of team development in a 1965 article called Developmental Sequence in Small Groups. He explains a five-stage process of team development, naming the five stages of team building as forming, storming, norming, performing, and adjourning. This model provides a good theoretical basis to build and develop project teams, and to analyse the behaviour of teams (Nayab, 2011). The aim of this Teamwork theory is for the group to progress through the stages as quickly but effectively as possible in order to get to the performing phase. Once they reach the performing phase, team members are focused on a single objective. Team members are able to get work done as a unit, conflict does not lead disruption of work and basically, they are on pace to meet their goals (Fiorenza, 2012).
Activity 3
I was involved in an event called Don’t Dance Alone based at the Swansea Wellbeing Centre in 2018. I was working in a team of six and it was my groups’ responsibility to organise the Don’t Dance Alone event and make it as successful as possible. The event was in place to welcome individuals who suffered from loneliness and invite them to an afternoon of dancing, food and socialising. We aimed that this event would allow visitors to make friends and, as a result, reduce their feelings of loneliness significantly. When working in my team it was important that we followed the five stages of project management in order to ensure that our group was working as effectively as possible towards the success of our event. The five stages of project management include initiation, planning and design, execution, monitoring and controlling and completion. Project management unites clients and teams, creates a vision for success and gets everyone on the same page of what’s needed to stay on track for success. When projects are managed properly, there’s a positive impact that reverberates beyond delivery (Aston,2017).
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In order to my team to work as efficiently as possible, we conducted a Project Plan in form of a Gantt Chart in order to track our progress and milestones throughout the duration of our project. As the chart above shows, we organised several aspects of our project such as planning and marketing in order to visualise how much time we had available to conduct these activities and successfully complete them. Planning is crucial when it comes to delivering a successful project, for example, there is this one study carried out at the University of Ottawa that states close to one-third of the projects fail because of lack of involvement from the top level. As the managers clearly define the aim of the project in the planning phase you are more likely to succeed in delivering the project objectives. A poor plan will never deliver good results. Project planning is a big part of project management. And to be able to see how everything is being done at a glance is helpful. Gantt chart is a visual method to outline the progress of all the tasks involved in the project, giving an overview of a project (Kashyap, 2018).
My group and I also needed to incorporate problem-solving techniques within our project in order to develop confidence throughout the time spent planning the Don’t Dance Alone event. My group used Edward de Bono’s concept of the Six Thinking Hats. Similar to Belbin’s team roles, the Six Thinking Hats allow group members to get into different mindsets that offer different perspectives of certain aspects of the project. The Six Thinking Hats include managerial, neutral, initiative, pessimistic, optimistic and creative. The Six Thinking Hats have been specifically designed so that everyone thinks in parallel using only one hat at a time. The process works best with a time limit for each hat. This encourages the group to ‘try on other hats’ and specifically helps people who may have very entrenched views to consider the idea from different perspectives (National Health Service, 2019). For example, the pessimistic hat allows members to cautiously evaluate proposals and identify weaknesses whilst the optimistic hat allows individuals to explore new opportunities and ideas that may benefit both the group and the project as a whole. My team also used the Fish-bone problem solving diagram throughout our project. The fish-bone analysis helps you to think through the causes of a problem thoroughly, including its possible root causes. It is only by identifying the main causes that you can permanently remove the problem or reduce the delay (Young, 2008).
Throughout the duration of organising the Don’t Dance Alone event, my group was required to develop methods for influencing, persuading and negotiating. We needed to put these skills to use on several occasions, especially when we were promoting our event and encouraging others to come along on the day.  Graham Yemm suggests that individuals have to be willing to develop and to change. People need to recognise that one of the secrets is to learn to become more flexible in their behaviour and how they want to achieve the results they want. At the same time, they keep their focus on the aims or results they want to achieve (Armstrong, 2008). Yemm also suggests that, when attempting to influence others, you must display qualities such as bargaining, friendliness and empowerment in order to appeal to people and make them want to join you. When promoting our event, my group followed Dr Robert Cialdini’s Six Principles of Persuasion techniques and focussed particularly on the Liking Principle. Persuasion science tells us that there are three important factors responsible for people liking others. People like those who are similar to them, people who pay them compliments, and people who cooperate with them towards mutual goals (Cialdini, 1984). When advertising the Don’t Dance Alone event, my group and I approached visitors in the Swansea Wellbeing Centre and ensured we came across as friendly as possible. We took the time to talk to them and find out more about them and their interests. Taking the time to talk to the visitors allowed us to form a connection and got them interested in what we had to say. We explained the purpose of the event, being to reduce loneliness in older people, which proved to be a mutual interest based on the amount of people who turned up to the event itself. Although there proved to be many team successes throughout the duration of our project, my group and I did have to manage conflict when it arose. There were often times where individuals did not agree with each other and believed the group was headed in the wrong direction. In order to resolve any conflict that appeared, my team conducted our own Thomas-Kilmann Instrument. The TKI has been the leader in conflict resolution assessment for more than forty years. This instrument requires no special qualifications for administration. It is used by Human Resources and Organizational Development consultants as a catalyst to open discussions on difficult issues and facilitate learning about how conflict-handling modes affect personal, group, and organizational dynamics (Kilmann, 2019). The Thomas-Kilmann Instrument allowed my team to work through conflict and allowed us to handle challenges in a constructible manner.
Activity Four
Continuing Professional Development is the term used to describe the learning activities professionals engage in to develop and enhance their abilities. It enables learning to become conscious and proactive, rather than passive and reactive (The CPD Certification Service, 2017). It is vital for professionals to constantly enhance and expand their knowledge on a subject in order to progress in their career and keep up to date with new information or techniques that may change over time. This is especially relevant to the marketing industry as, over the past few decades, marketing has become more computer-based and technological. Depending on the profession – CPD contributes to improved protection and quality of life, the environment, sustainability, property and the economy and can lead to increased public confidence in individual professionals and their profession as a whole (Kloosterman, 2013).
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The above image shows the Continuing Professional Development Cycle. This allows professionals to review and analyse their current work situation and can be referred to at any point in an individual’s career. The CPD Cycle instructs users to asses their current situation before acting on it. It then advises them to reflect on their career and evaluate their situation.
In order to be successful in the marketing industry, individuals must identify several key professional development needs required to do so. In marketing, communication is vital for creating effective campaigns, resonating with target audiences and persuading people to make a purchase (Weedmark, 2019). It is important that marketeers can communicate effectively, both written and verbally, and catch people’s attention. They must also be able to differentiate between different audiences and be able to adapt their conversation styles depending on who they’re talking to and what they’re talking about.  Marketers must also be able to think analytically. Marketers often have to change course to accommodate new information and should be able to draw logical conclusions based on data and other information received. Problem-solving skills are essential in order to dissect underperforming campaigns and propose enhancements, to generate better results (Doyle, 2019). Marketeers must also be able to continuously develop their creativity skills in order to offer something new and innovative to a brand or company. Creativity is recognizing connections where no one saw them before. It’s key to the production of unique and useful products and services. A great marketer spends a good deal of time thinking about and refining them (Patel, 2017). Communication, analytical thinking and creativity are all skills that can be, and will need to be, continuously developed to be a successful marketer. I have personally reflected on how I learn and believe that undertaking tasks such as research, practice and sharing ideas with others are good ways to continually develop my professional knowledge. 
List of Evidence…
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	What do I want/need to learn?
	What will I do to achieve this?
	What resources or support will I need?
	What will my success criteria be?
	Target dates for review and completion

	Organisation


	Set strict timelines for certain tasks to be completed.
	A diary or planner would be a great resource to help me with this.
	Ensure I stick to deadlines.
	1/5/2020

	Analytical Skills.


	Think of all possible outcomes and try hard to predict what the best strategic step to take is.
	My team can help me think of possible outcomes.
	How well my group succeeds regarding decisions I’ve made personally.
	3/5/2020

	The ability to wear multiple hats.


	Get involved in all aspects of my project, including parts that I am not confident in such as leadership.
	Follow Edward de Bono’s Six Thinking Hats theory.
	The success of decisions I make in different aspects of my project.
	4/5/2020

	Leadership


	Ensure that I give my honest opinion, especially when I disagree with another team members’ suggestion, whilst being open to others’ ideas too.
	My team will allow me to share my own ideas and opinions.
	Being confident that, once the project is over, I put as much personal input into it as possible.
	10/5/2020
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