MK187 Summative Assignment Brief
Introduction
To carry out secondary and primary research and then appraise the travel retailer Trailfinders’ Marketing Strategy. 
There is one part to this assignment: 
SUMMATIVE: The final 2000-word, (a +/- 10% is allowed) document will be an outline Marketing Plan for the travel company Trailfinders assessment summarising key research findings and making recommendations for future action based on those research findings. Understanding the assignment
Analyse titles and assignment briefs to make sure you address the brief accurately with relevant information. Do this by identifying key words and highlighting as above:
· Topic
· Instructions
· Specific aspects / focus
· Restrictions (e.g. in the UK, in the last 30 years, since COVID, etc.
1. Secondary research plan (reading)
· Industry information and data (IBIS World)
· Read about Trailfinders (website; annual reports with data on performance)
· Read about the travel sector in order to evaluate Trailfinders, e.g. marketing plans for other travel companies to compare
· Read about marketing strategies and theories in academic journals, e.g. 7 Ps, using SWOT or PESTEL analysis 
· Apply those ideas / theories / frameworks to Trailfinders and the travel sector
3. Generate research questions to guide your reading (What do you need to find  out? This is the literature review and the evidence for your assessment of Trailfinders):
e.g. 
What do Trailfinders do? Who’s their market? What kind of travel company are they? Who are their competitors?
What is Trailfinders’ marketing plan?
Is it successful?
Are they performing effectively?
What’s the effect of COVID on their performance?
How do they compare to other travel companies?
4. Primary research
Based on what you find in your reading, you need to generate a limited set of research questions for what you want to find out in your primary research > to lead into your questionnaire (max 10 questions, with 2-3 open questions (e.g. What, Where, How? In order to get more interesting answers). The remaining questions should be very contained (closed questions, e.g. yes/no, or 3 options) so that you can analyse your data fairly easily. 
5. Organise your ideas for the report
Write a report plan/outline to organise your ideas and answers from reading and asking people:
Introduction: 
· state the topic, give a very brief context to the company and sector, set out the aims of your report and how you’re going to answer the brief. 
Main body:
· Literature review (with the information from your reading) organised into e.g. 
· 3 main points 
· Explain your primary research > include your research questions
· Give the results and discuss findings
Conclusion:
· Based on all the above, make 4-6 recommendations
· Concluding comments > the future for the travel industry.
· Harvard referencing
Objectives
The main objective of the Assignment is for students to demonstrate knowledge acquired during the Marketing Principles module by applying the key areas and theories covered in lectures, seminars and in study materials, to evaluate a Marketing Plan for the selected commercial organisation.  This will involve conducting both secondary and primary research.
You will need to undertake a marketing audit (through secondary and primary research), appraise the Trailfinders’ existing marketing strategy/position and then make marketing recommendations describing if (or how) the brand can improve its current marketing strategy.  
Research 
Your initial investigation should include secondary research to understand the overall market and the dynamics that are driving marketing change. To do this you need to access and appraise IBIS World market reports. IBIS World reports provide information on issues such as market size, competition, consumer buying behaviour and the dynamics that prevail in the sector. You will also need to research the brand and its competitors, and make good use of trade, industry and sector periodicals or relevant sector bodies. This desk/secondary research should form the basis of your initial analysis and provide a platform for your subsequent marketing appraisal. 
The secondary research will then drive bespoke primary research and determine its objectives with a clearly identified target audience and supporting rationale and so act as the foundation of your later recommendations. Create survey questions. And assume you conducted and add the results of the assumed survey.
As part of this process you are required to: 
· identify the sampling approach and sample size, with a target number of survey participants (ideally this should be at least 20 or more to allow for cross-tabular analysis) 
· describe how you identified and recruited participants and what questions were asked
Themes and questions should be determined by the marketing objectives you identified in relation to the company’s marketing plan. You may wish to draw on family members, close friends or fellow students as part of your research sample. We would expect to see 2 or 3 open-ended questions in the survey to allow for qualitative analysis and deeper insight. 
The Marketing Plan
There is no definitive marketing plan per se or what it constitutes. You should use your discretion as to what areas should be analysed, based on your understanding of Trailfinders’ and the marketing objectives it is seeking to satisfy and those you subsequently recommend. To assist with this, you should refer to the course and other core marketing textbooks as they will provide examples. The following however may provide an indication for what needs to be covered: 
MARKET ANALYSIS: what are the key environmental factors (macro: economic, technological, socio-cultural and micro: consumer behaviour, channel, products, price etc), dynamics and drivers of change in the market and how well is your chosen organization performing currently in relation to these? You may also want to conduct a SWOT or PESTEL analysis;
MARKETING STRATEGY: evaluation of current positioning, market and consumer segmentation, target market/audience and any possible point of differentiation; what are they doing, what are they not doing and why and how they are different from their competitors. How should the marketing strategy adapt going forward?
MARKETING MIX:  analyse what the current mix is and how is it being delivered? Is there a particular element of the marketing mix which requires focus? or can any future plan take in all elements of the 7P’s, (Product, Place, Price, Promotion, Physical Evidence, Process and People)? What does sector research reveal in relation to the organization’s marketing mix? 
MARKETING OBJECTIVES: what objectives and recommendations will you make? These could be market share, sales growth, approach to communications, product development, distribution, (Place), etc. We would expect to see between 4-6 recommendations.
Academic Requirements
You should aim to write in a clear, professional and concise style, making good use of the word count and refer to and consider the Learning Outcomes listed in the Module Handbook. As mentioned, you should draw on a wide range of sources (such as the course and other texts and sector insight) to underpin your work academically. You are required to cite all models, theory and supporting sources using Harvard Referencing (please follow the BBS Referencing Guide only for consistency as online generators are not always reliable) and include a list of References at the end of your report. 
Marks will be awarded for incisive analysis into how Trailfinders’ is performing - either positively or negatively - from a marketing perspective in relation to the marketing environment it is operating in. Your mark will be evaluated based on how you demonstrate and apply your marketing knowledge (gained from the module contents) in relation to the existing marketing strategy of Trailfinders’ along with appropriate evidence and justification for the company’s position and future recommendations. 
Please ensure that your work is fully original so as not to be subjected to plagiarism assessment. 

