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1. Learning outcomes and evaluation criteria

Learning outcomes

Analysis of the target

audience: research and understand the
needs, preferences and behaviors of
your target audience to identify
opportunities. (3)

Identifying customer

problems: determine the problems or
challenges faced by customers that
your business can address. (3)
Marketing: implement marketing
strategies, including packaging, social
media, and other marketing tactics to
promote your product or service. (3)
Applies communication skills and
techniques to ensure sustainability of
the company (5)
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Evaluation criteria

Uses it tools for marketing:
leverages it tools to promote a product
or service effectively. (3)

Compiles a journey map: creates a
journey map for the target group to
evaluate the suitability of the business
idea. (3)

Designs the product/service: tailors
the product or service design to meet
the needs and preferences of the end
user. (3)

Compiles a marketing plan:
develops a comprehensive marketing
plan, including messaging and visuals
for various channels. (3)

Implements a marketing plan:
executes the marketing plan in one
selected channel to test its
effectiveness. (3)

Compiles a pitch deck: creates a
pitch deck and uses it to present the
product or service to other learners (5)
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2. Introduction to branding

2.1.

2.2.

2.3.

The concept of a brand

How brands differentiate businesses from competitors

How brands embody a company's values and personality

The role of brands in setting customer expectations

The process of building brand recognition and trust in the marketplace

Importance of branding for businesses:

Setting a unique identity in the marketplace

Fostering and maintaining customer loyalty
Distinguishing the business from competitors
Enhancing perceived value of products or services
Facilitating premium pricing strategies

Attracting and retaining top talent in the industry
Securing a competitive edge in the market

Cultivating credibility and trust with customers
Promoting long-term success and growth of the business

Basic components of a brand

Name: The unique identifier for the brand, often the first point of contact with
customers.

Logo: A visual symbol or design that represents the brand and aids in recognition.
Colors: A specific color palette that creates visual consistency across all brand
materials.

Typography: The chosen fonts that reflect the brand's personality in written
communications.

Tagline or Slogan: A memorable phrase that encapsulates the brand's essence or
value proposition.

Voice and Tone: The consistent style and personality used in all brand
communications, helping to establish a unique identity and connect with the target
audience.

3. Marketing fundamentals
3.1.

Basic marketing concepts

Marketing Mix: The 4 P's - Product, Price, Place, and Promotion
Market Segmentation: Dividing your market into specific groups
Positioning: How you want your product to be perceived in the market
Brand Equity: The value of your brand in customers' minds
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3.2.

3.3.

3.4.

3.5.

Customer Lifetime Value: The total worth of a customer over time
Marketing Funnel: The customer journey from awareness to purchase

Market research and consumer
. PRIMARY SECONDARY
behavior RESEARCH RESEARCH
METHODS METHODS
e Primary research methods: Surveys,
interviews, focus groups, and observations to I_EL
gather first-hand data from consumers
e Secondary research methods: Analyzing CONSUMER CUSTOMER
existing data from industry reports, academic AT A
studies, and government statistics O, @
e Consumer behavior analysis: Understanding @* Yo 152
purchasing patterns, decision-making processes, ' ‘\0,)
and factors influencing consumer choices g
e Customer journey mapping: Tracking the
entire customer experience from initial awareness to post-purchase behavior
Target groups
¢ Identifying and analyzing different target groups
e Tailoring business strategies to target audiences
Developing a marketing strategy
e Setting clear marketing objectives aligned with business goals
e Conducting SWOT analysis (Strengths, Weaknesses, Opportunities, Threats)
¢ Defining unique selling propositions (USPs) to differentiate from competitors
e Creating buyer personas to represent ideal customers
e Selecting appropriate marketing channels based on target audience preferences
e Establishing key performance indicators (KPIs) to measure marketing
effectiveness
e Allocating budget and resources for
marketing activities PRINT MEDIA BROADCAST MEDIA
¢ Planning for continuous evaluation and NEWS @é
adjustment of marketing efforts Ed - @
Traditional marketing channels: X<

Print media: Newspapers, magazines, OUTDOOR IN-PERSON
brochures, and direct mail ADVERTISING MARKETING

Broadcast media: Television and radio @ @

advertisements

Outdoor advertising: Billboards, posters, @ ﬁ }

and transit ads
In-person marketing: Trade shows, events, and face-to-face sales
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3.6. Digital marketing channels:

e Social media marketing: Facebook, Instagram, WhatsApp, X, TikTok

e Search engine marketing: Google Ads

e Email marketing: Newsletters, promotional emails, and automated campaigns

e Influencer marketing: Collaborations with social media personalities and industry
experts

3.7. Choosing the right marketing channels:

Consider target audience preferences and behaviors

Analyze competitor strategies and industry trends

Developing a concise and compelling presentation to showcase your business idea
Practicing delivery techniques for presenting to potential investors or stakeholders

3.8. Sustainable marketing strategies

Emphasizing eco-friendly product features and production processes
Utilizing environmentally friendly packaging and materials

Adopting circular economy principles in product lifecycle management
Leveraging digital marketing to reduce physical waste

Educating consumers about sustainability through content marketing
Measuring and reporting on sustainability metrics to stakeholders

4. Fundamentals of packaging and promotional materials
4.1. Introduction to packaging

Purpose of packaging

Types of packaging materials

Sustainable packaging practices

Packaging regulations in Tanzania @ Q

4.2. Design of promotional materials

e Designing effective and consistent
promotional materials and packaging
(including posters, leaflets, and digital ads)
e Implementing eco-friendly materials and design principles
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5. Suggested activities and exercises

Brand analysis

Students analyze a successful local brand

Work in teams to conduct both online and in-person research
Create a digital presentation using IT tools

Include sustainability aspects of the brand

Present findings in a structured pitch format

Implementation:

e Duration: 2-3 sessions
e Group work
e Deliverables: Digital presentation, written analysis, peer evaluation

Customer experience simulation

Role-playing exercises simulating customer interactions

Practice different communication styles

Handle customer feedback and complaints

Test product or service prototypes with students acting as customers
Practice pitch presentations with feedback sessions

Implementation:

e Duration: 2-3 sessions
e Rotating roles among students

Competitive SWOT analysis

e Perform a SWOT analysis for a company and its main competitor
e Propose strategies based on the comparison

Implementation:

e Duration: 1-2 sessions
e Group Work

Sustainability challenge

e Create sustainable marketing strategies

e (alculate environmental impact

e Present sustainable business models

e Design green marketing campaigns
Implementation:

e Duration: 2-3 sessions
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e Focus on practical solutions
e Integration with local environmental concerns
e Presentation of findings to the class

Customer feedback exercise

Design feedback collection tools
Conduct customer interviews

Analyze feedback data

Create improvement action plans
Present findings and recommendations

Implementation:

e Duration: 2-3 sessions

e Use of digital survey tools

e Data analysis practice

e Professional presentation skills

Pitch deck competition

e Create comprehensive pitch decks
¢ Include financial projections

e Develop marketing strategies

e Present to mock investors

e Receive and incorporate feedback

Implementation:
e Duration: 3-4 sessions
e Professional presentation practice
e Peer review sessions
e Expert feedback incorporation

6. Assessment methods

Team participation and contribution
Quality of deliverables

Peer evaluations

Presentation skills

Use of IT tools

Professional communication

Team presentation

Individual reflection
Documentation quality

Practical demonstration
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7. Further reading

e Marketing Business Network. (31/12/2019). Introduction to branding & marketing
[Video]. YouTube. https://www.youtube.com/watch?v=sO4te2QNsHY

e Principles of marketing - H5P edition. (2022). BCcampus.
https://opentextbe.ca/principlesofmarketinghSp

e World Packaging Organization. (2021). Packaging design for recycling.
https://worldpackaging.org/Uploads/2021-10/ResourcePDF37 1633089870.pdf

Funded by the European Union. Views and opinions expressed are however those of the
author(s) only and do not necessarily reflect those of the European Union or the European
Education and Culture Executive Agency (EACEA). Neither the European Union nor EACEA
can be held responsible for them.
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