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Outcomes
· Target audiences are clearly identified and targeted through effective use of planning, engagement and marketing tools.

· Insight and data is used proactively to influence the culture of the organisation and to identify and change consumer behaviour.

· Products and programmes are effectively promoted and carefully priced to attract and retain customers.

· Partnerships are used effectively as distribution channels and routes to market to extend reach and market penetration.

· There is a clear return on investment and evidence of impact in terms of activity levels and market development. 

	Challenge:

	Example of Best Practice:
	What do we currently do:
	What action can we take:


Delivery 4 – Insight and Marketing 
Self Preparation Forms
	Challenge:

	Heading:
	What do we currently do:
	What action could we take:



	PLAN
	
	
	

	How does the organisation identify and develop its unique selling points (USPs) and brand proposition? How does it use insight and market research to engage its target markets?
	Values based marketing principles that focus on a functional behavioural change model are enshrined in the marketing strategy/plan and its delivery, which is fully embedded within the organisation. All staff are proud to be contributing to its delivery and to be associated with its brand. 

Innovative marketing techniques and tools are being used to reach target population groups and communities. There is evidence of the positive impact this work is having on engagement levels and lifestyle behaviours within the targeted population groups and priorities.

There is evidence of increased brand awareness, effective two way distribution channels to both B2B and B2C marketplaces and good levels of return on investment.

There is evidence of internal organisational development and change as a result of data and insight.

The organisation has an excellent reputation amongst its partners and stakeholders for its communication and advocacy and there is evidence that its profile and influence is growing.
	
	

	DO
	
	
	

	How is insight and market research used to inform decision making, priorities and tactical approaches to help change behaviours and attract and retain new participants?
	Knowledge is well managed and applied internally to shape the structure and culture of the organisation as well as inform the development of services, messages, action planning and tactics.

Staff are highly skilled and able to convert knowledge into action through the use of social media, digital advertising, innovation and the effective use of best practice. The effect on behaviour change can be evidenced. 

Services are designed and delivered in new ways and new markets are being reached and developed. End users, new customer groups, stakeholders and partners are involved in shaping services, products and marketing activity.
	
	

	What communication tools are used to reach target population groups and communities and to motivate partners/end consumers to become active and involved?
	The brand or reputation of the organisation can be seen to have been enhanced.

There is creative and proactive use made of social media and digital marketing techniques to extend the organisation’s reach and influence.

There is evidence of effective campaigning and promotions designed to stimulate demand amongst inactive audiences.

External communication to both business and consumer groups is highly regarded and improving.
	
	

	MEASURE 
	
	
	

	What marketing objectives and measures are used to drive service development and delivery?
	Services/products/interventions are having an impact in key areas and with target population groups and communities. There is clear measurement of market reach, profile, influence and awareness.

There are examples of income generation and commercial development which support sustainability and cross-subsidy of services.
	
	

	REVIEW
	
	
	

	How does the organisation demonstrate effective practice and show a high return on investment?
	The improving return on investment is clear to see in terms of market development/penetration, income generation or cost recovery, attendances/participation/activity levels and influence/awareness.

The organisation can show what works to best effect in reaching, engaging and retaining target population groups and communities.
	
	

	IMPACT
	
	
	

	Has the organisation improved market development which has led to reduced levels of inactivity and more frequent participation?
	The organisation can show a direct link between marketing action planning and increased participation/activity levels by targeted population groups and communities and customers over a sustained period of time. There are indications of a reduction in inequalities and wider access to opportunities and services provided. 

There is increasing evidence of and emphasis on a place based approach using insight and marketing led approaches to bring agencies/facility providers and communities together in pursuit of achieving health and other social benefits through reducing inactivity and increasing participation, volunteering and social interaction.
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