
 
   
 
 
 
 

 

Unit Title Principles of Marketing Theory 
 

Ofqual unit reference number 
(code) 

D/502/9928 
 

Organisation Reference MKTC 2-1 
 

Unit Level Two 

Unit Sub Level None 

GLH 30 

Unit Credit Value 4 

Sector Subject Areas 15.4 Marketing and Sales 

Unit Grading Structure Pass 

Availability Shared 

Restricted Organisations N/A 

Assessment Guidance All Assessment Criteria must be met. The method of 
assessment is determined by individual awarding 
organisations, in compliance with the CfA Sales 
Assessment Strategy. 

 

LEARNING OUTCOMES 
 

ASSESSMENT CRITERIA 
 

The learner will: 
 

The learner can: 

1. Understand how to segment the market. 
 

1.1. Explain the importance of defining market 
segments. 

1.2. Describe the difference between market 
segments and customer classifications. 

1.3. Explain how to cluster customers with 
similar characteristics. 

1.4. Describe how a range of products may 
appeal to different market segments. 

1.5. Describe the importance of valid and 
reliable marketing data to segmenting the 
market. 

1.6. Explain the strengths and weaknesses of 
different marketing data collection methods. 

1.7. Describe the use of Customer Relationship 
Management (CRM) activities and systems. 
 

2. Understand the value of marketing. 
 

2.1. Describe the role of marketing in enhancing 
the sale of products and/or services. 

2.2. Explain the significance of customer loyalty 
to the achievement of marketing objectives. 

2.3. Explain the role of performance indicators 
and evaluation arrangements. 

2.4. Describe the factors to be taken into 
account when assessing the cost and value 
of marketing activities. 



 
   
 
 
 
 

 

LEARNING OUTCOMES 
 

ASSESSMENT CRITERIA 
 

The learner will: 
 

The learner can: 

2.5. Explain the significance of brand and 
reputation to sales performance. 
 

3. Understand the principles of socially 
responsible marketing. 

3.1. Explain the scope and purpose of socially 
responsible marketing. 

3.2. Explain the importance of involving 
stakeholders in socially responsible 
marketing activities. 

3.3. Explain how core values are expressed 
through coherent branding and chosen 
communication methods. 

3.4. Explain the requirements of socially 
responsible marketing campaigns. 
 

 
Equivalences 
 
 

N/A 

 


