Assignment 2 – Guidance  
Marketing Plan – written in report format

Cover Page –
Executive Summary – An executive summary should summarise the key points of the report. It should restate the purpose of the report, detail the methodology and highlight the major findings conclusions and recommendations from the report
The purpose of this report is to analyse……..
· DO THIS SECTION LAST!!!!!!
· NOT INCLUDED IN WORD COUNT – this section should be around ½ to ¾ of a page in length for a 2500 word report.  
· DO NOT cite any sources in this section.
Contents Page – Report sections (use numbered sections E.g. Section 1, 1.1, 1.2 etc.) Include page numbers
Introduction – The Introduction tells the reader what the report is about (but not its purpose). It sets the project in its wider context, and provides the background information the reader needs to understand the report. The Introduction: introduces the topic of the report in context.
What is the purpose of the marketing plan? Introduce SOSTAC & SMART
Main Findings – After completing the external (macro & micro) and Internal audit (Assignment 1) you should now be able to identify a strategic marketing objective that will enhance your UK fast Food Chain’s market performance and competitive position and develop a detailed plan to achieve this objective. 
SOSTAC should be used to structure the Marketing Plan: Your plan should cover a 12 month period from May 2026 to April 2027. 
Situation Analysis – Where are we now? This would have been completed in Assignment 1, however you still need to discuss the key points here. You could use a TOWS analysis (optional) and/or Ansoff’s Growth Matrix to identify possible new directions for your marketing plan.
Objectives – Where do we want to be? You must identify one clear marketing area for the company to develop. You must give 1 or 2 strategic marketing objective here. Be very clear about what this marketing objective will achieve. This must be a clear SMART marketing objective - define SMART theoretically, then apply it to your objective. 
There should be a clear justification for selecting this objective – if successful, how will this benefit the Fast Food Chain? The justification should focus on specifics, not just overall profit, it could be the profit generated by a specific department, market share, new consumers, market growth, new product / service development, unit sales etc. It needs to be measurable. 


Strategy – How do we get there? The recommended overall strategic direction and broad marketing strategy. You may include a discussion of Ansoff’s Growth Matrix and Porter’s Generic Strategies as well as the Segmentation, targeting and positioning strategy. 
Tactics – How exactly do we get there? The Marketing Mix – detailed 7P decisions. Decisions must be justified and supported by research.
Actions – Who does what, when and how? How do you ensure the staff will deliver with excellence, will make this happen? A Gantt Chart may be used to schedule responsibilities within a time frame.
Control – How do we know we will get there? Monitoring and Evaluation. Measure. What will you measure? How often will you measure? How will this data be used to optimise the marketing strategy. Select and justify metrics which must be linked to your objectives. Identify KPIs
Recommendations – Detail any recommendations for the organisation 
Conclusions – End with a brief conclusion that 
Reference List – A minimum of 20 academic references (not included in the word count)
Appendices – List appendices and section each one – you MUST refer to the appendices in the main body of the report e.g. “Further details of XYZ mare included in appendix 1”
Appendices are not included in the word count. 
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