THE PUBLISHING TRAINING CENTRE

National Occupational Standards for Publishing

Marketing and direct sales
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Investigate opportunities for publishing
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Identify and evaluate existing and potential markets for publishing products
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Contribute to the development of publishing products

Element 33.3
Involve authors, contributors and providers of material in the marketing of publishing products

UNIT 34
Plan marketing for publishing products
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Prepare marketing and communications plans and strategies

Element 34.2
Plan and monitor marketing budget 

Element 34.3
Prepare and pass on new and renewal sales targets 

Element 34.4
Monitor and evaluate marketing activities

UNIT 35
Create appropriate marketing tools for publishing products

Element 35.1
Prepare preliminary marketing tools

Element 35.2
Prepare marketing tools for individual products

Element 35.3
Provide on-going marketing support for the organisation 

Element 35.4
Plan and execute e-commerce operations

UNIT 36
Organise publicity and public relations for publishing
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Planning publicity and public relations 

Element 36.2
Create and maintain effective media contacts

Element 36.3
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Element 36.4
Monitor and evaluate publicity and PR activities

UNIT 37
Organise and run a direct marketing campaign for publishing products

Element 37.1
Plan a direct marketing campaign

Element 37.2
Organise a direct marketing campaign 

Element 37.3
Plan and organise an online marketing campaign or promotion

Element 37.4
Develop, manage and maintain contact lists

Element 37.5
Evaluate the success of direct marketing 

UNIT 38
Organise a marketing events and demonstrations to promote publishing products

Element 38.1
Promote the organisation at exhibitions, fairs and conferences

Element 38.2
Contribute to a sales conference or other promotional event

UNIT 39
Direct sales and customer care and support

Element 39.1
Customer care
This unit has been imported from e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres
Element 39.2
Direct selling and customer acquisition in Contact Centres
This unit has been imported from e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres
Element 39.3
Remote support for products or services
This unit has been imported from e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres
UNIT 33
Investigate opportunities for publishing

This unit is about the collaborative work undertaken by those with a responsibility for marketing to investigate the opportunities for publishing in any format — books, journals, online and offline electronic publications. There is a range of information you need to collect, understand and keep up to date with in order to ensure that what is proposed for publication meets the needs of your markets, is in line with the organisation’s aims and publishing priorities and is achievable with the resources available.

Element 33.1
Identify and evaluate existing and potential markets for publishing products

You must be able to:

a. identify the markets for which your colleagues are commissioning work or acquiring material

b. identify and evaluate potential markets

c. investigate and record the size and financial value of existing and potential markets

d. identify and assess the technological expectations and requirements, and technical capabilities,

e. of these markets

f.  assess the publishing organisation’s share of these markets

g. identify and analyse your organisation’s competitors in these markets, and how they are addressing potential markets

h. identify the operation and the needs of your market(s)

i. identify and analyse market trends and areas of growth and decline

j. identify and evaluate the best marketing mechanisms and methods for reaching your market(s)

k. identify the costs associated with reaching potential markets

l. convey information about your market(s), as appropriate, to your colleagues and the authors, contributors, developers and providers of material for publication

You need to know:

· where and how to obtain qualitative and quantitative market information about the organisation’s publications and those of others, and how to interpret such information

· where and how to obtain information about the size, value, publishing systems, adoption and expectations of existing and potential markets and market rates for purchase price
· what influences markets’ purchasing power

· how to research the marketing strategy of the organisation’s competitors

· where and how to obtain information about the size and nature of the organisation’s competition 

· the general, on going requirements of different markets (e.g. of electronic or foreign rights markets), and what influences these requirements

· the difference between a publication that is solely electronic and one that is an electronic version of a printed publication

· where and how to seek information and advice about the general and specific changing needs of existing and potential markets, trends and areas of growth and decline

· what are the various channels of supply from publisher to final consumer (or user), how they work, the associated costs, their effects on pricing, and which channels are used by the organisation and competitors

· how different methods of marketing and selling work, and which methods are appropriate in different contexts

· the organisation’s publishing aims, and electronic publishing, production, technical, marketing and sales resources

· how to present information to colleagues, authors, contributors, developers and other appropriate personnel

UNIT 33
Investigate opportunities for publishing

Element 33.2
Contribute to the development of publishing products

You must be able to:


a. communicate, collaborate and negotiate with colleagues in areas where the overall responsibility may not be that of your department, but where the decisions taken will have a major impact on your ability to market effectively

b. identify what the market is looking for or will appreciate in a product

c. estimate the likely demand for a product

d. assess the existing/developing competition in the market, in terms of both publishing and non-publishing products

e. make recommendations on the format of the finished product, including considerations of style and design and delivery

f. make recommendations on the eventual price of products and the market’s likely response to this

g. make recommendations as to how the product could be developed into a range or variety of other products

h. make recommendations on the inner and outer packaging for the product

i. make recommendations on the presentation and delivery of the electronic publication

j. identify the value of quality control in the market you are approaching

k. identify the value of user testing and feedback in the electronic publishing market

l. assess the appropriate selling mechanisms for reaching the market

m. identify the needs of advertisers in the market you are approaching

n. identify appropriate levels of customer service and after sales service, especially for electronic publications

o. identify opportunities for monitoring procedures for quality control, user testing and feedback, selling mechanisms, customer service and after-sales support

You need to know:

· who within the organisation makes decisions on future products, and when and how your input is needed

· where and how to obtain information on market needs

· where and how to obtain information on market size

· where and how to obtain information on other organisations active in the market

· what different format, design, branding and dissemination options exist for products and the associated costs

· what part price plays in the market’s purchasing decisions

· how products can be branded or developed into a range or variety of other products

· what different options exist for a product’s inner and outer packaging and what are their cost implications

· what different options exist for an electronic publication’s presentation, interactivity, delivery and what are their cost implications

· what are the quality control, user testing and feedback standards in the market under consideration 

· what selling and distribution mechanisms are available for reaching the market

· what are the organisation’s current levels of customer service and after-sales service and whether these are appropriate for the markets under consideration

· what monitoring procedures are available to the organisation and whether these are appropriate for the markets under consideration

UNIT 33
Investigate opportunities for publishing

Element 33.3
Involve authors, contributors, developers and providers of material in the marketing of publishing products

You must be able to:

a. ensure that both you and authors, contributors, developers and providers of material share an understanding of the publication under consideration

b. prepare outline marketing plans for presentation to them/their representatives 

c. ensure that authors, contributors, developers and providers of material have an opportunity to contribute effectively to the marketing of the resulting product, if appropriate

You need to know:

· what is the history of communication between the authors, contributors, developers and providers of material and the organisation publishing the resulting product

· what are the marketing requirements the organisation will make of authors, contributors, developers and providers of material

· what information the organisation wishes to give to authors, contributors, developers and providers of material about the publication and its likely marketing

· what information-gathering procedures exist for finding out how authors, contributors, developers and providers of material think the resulting product(s) could sell

· the range of online marketing options open to you, authors, contributors, developers and providers of material, e.g. participation in newsgroup discussions, online chatroom sessions, Webcasts, online reviews, creating author Websites, etc

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 34
Plan marketing for publishing products

This unit is about the plans formulated for individual products that have been commissioned; how to communicate the plan, carry out what has been agreed, monitor budgetary expenditure and track 

success.

Element 34.1
Prepare marketing and communications plans and strategies

You must be able to:

a. link marketing plans for individual products to the organisation’s strategy for imprints and brand development

b. conduct appropriate market research on which to base marketing plans and strategies

c. identify appropriate strategies within given resource constraints

d. prepare appropriate marketing plans and strategies for publishing products 

e. investigate and establish the timing constraints on your marketing plans and strategies

f. investigate and establish alternative strategies and marketing and communication tools

You need to know:

· where and how to obtain market research on markets; their current size, value and likely development

· the size of the marketing budget and other marketing resources, including electronic, at your disposal for marketing your organisation’s products

· what marketing or branding strategies the organisation has used in the past and with what success

· what electronic marketing strategies other organisations are using or have used in the past and with what success

· where and how the organisation’s competition is approaching the same markets, both other sections within the same organisation and external competition 

· the range of possible marketing and communication tools at your disposal, e.g. press, radio, online and TV coverage; review coverage; advertising campaigns; retail promotions and in store display materials; direct mail; features and extracts; competitions; exhibitions; conference materials; promotions and incentive offers; academic and professional support packages; inspection copies; catalogues; time-limited access to or function-restricted electronic publications, participation in newsgroup discussions, online chatroom sessions, Webcasts, online reviews, author Websites, etc 

· how to put together a variety of marketing tools, e.g. press kits, leaflets and brochures, catalogues, in-store display materials, electronic media, academic and professional support packages

· the optimum timing for marketing the product in question, and how this impacts on the preparation time available

· the needs of advertisers in the market

· the function of the production and electronic publishing schedules, and how this impacts on marketing activity, e.g. advertising deadlines which require an image or demonstration/prototype version of the product or electronic publication before the finished version is available, e-mail newsletters, author Websites etc.

· whom you are relying on to help you execute your plans, both in-house and out of house, and their availability to assist you

· where and how to find additional sources of marketing services, e.g.. media buying agencies, design and marketing agencies, printers and list services, freelance assistance available, electronic agencies, resources and services

· the needs of those who will sell the products for you, e.g. agents and representatives

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 34
Plan marketing for publishing products

Element 34.2
Plan and monitor marketing budget 

You must be able to:


a. plan an annual marketing budget in proportion to sales objectives and revenue targets

b. allocate individual project budgets in proportion to sales objectives and revenue targets 

c. produce a timed plan showing when the expenditure planned for the year as a whole will be made, product by product

d. monitor agreed expenditure levels, and account for funds within agreed financial procedures

e. identify reasons for over- and under-spending if appropriate, and make recommendations for rectification/agreement of difference

You need to know:

· the basis on which the marketing budget is calculated, in relation to organisation turnover and anticipated revenues

· how much has been spent on marketing in the past, when and with what effect

· the organisation’s sales objectives and revenue targets, both for the organisation as a whole, and for individual products

· the costs of all the marketing initiatives under consideration, and possible alternatives

· the organisation’s accounting process and how expenditure is monitored

UNIT 34
Plan marketing for publishing products

Element 34.3
Prepare and pass on new and renewal sales targets 

You must be able to:

a. identify how publishing and electronic products get sold or disseminated and the different marketing channels available

b. identify the most suitable marketing channels for products

c. estimate the number of potential customers that each marketing channel gives access to

d. estimate what proportion of the potential markets are likely to purchase the product or access to the electronic publication (the sales target)

e. estimate the size of competitors’ sales in your potential markets or electronic arena

f. provide relevant information to those who are to sell the products, e.g. sales staff, wholesalers

g. institute and monitor procedures to ensure that the publisher receives market information acquired during the selling process.

You need to know:

· from which marketing channels sales for publishing products are most likely to come and when

· the number of customers or the size of the audience that marketing channels give access to

· what is the expected sales rate from your potential customers

· how to monitor and judge the sales (including new sales and renewals of subscriptions etc) and/or usage of electronic publications

· how your organisation evaluates the success of electronic publications

· where and how to obtain information on other organisations active in the market

· how to monitor and interpret information from electronic sources and activities and to whom this feedback should be given

· which intermediaries will be involved in the selling process, e.g. key accounts, bookshops, wholesalers, direct marketing agencies, book clubs, electronic subscription agents, Websites, online booksellers etc

· whom you will be relying on in each sales outlet and what kind of information they need to be most effective

· where and when you will have the chance to brief the individuals responsible for selling

· where and how feedback from marketing channels and sales outlets can be passed back to the organisation

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 34
Plan marketing for publishing products 

Element 34.4
Monitor and evaluate marketing activities

You must be able to:


a. set up comprehensive procedures to monitor the organisation’s marketing activities accurately

b. establish feedback systems to capture formal and informal market response to marketing activities

c. extract and circulate the information acquired so as to inform future organisational and marketing strategy

d. ensure that information on each marketing campaign is stored and easily accessible for future use

You need to know:

· where and how to secure information to establish the size of the market you are approaching

· what in-house and out of house procedures exist for monitoring market performance of both the organisation as a whole and its individual products

· what budgetary, hardware and software, and staff resources are available to monitor and evaluate marketing activity

· what in-house procedures exist for circulating market performance information to all concerned

· what storage systems exist to ensure information on marketing campaigns is accessible in future

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements 

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 35
Create appropriate marketing tools for publishing products

This unit is concerned with the creation of marketing tools to present and sell publishing products. 

Element 35.1
Prepare preliminary marketing tools

You must be able to:


a. review and edit basic product copy drafted by others for the in-house information storage system 

b. identify all the relevant marketing channels in existence, e.g. advance information sheets, catalogues, academic and professional support packages, Websites, electronic mailing lists, online bookstores

c. assess the information needed for each marketing channel prior to product appearance

d. provide product information at the right time and in the right format for each marketing channel

e. ensure accuracy of marketing information at all times

f. if required, research and provide accompanying illustrative material, within schedule, according to house style and within budget

g. liaise with colleagues in other departments and organisations to ensure information on related products is listed in all relevant marketing tools

h. develop check-up procedures to ensure that information on products commissioned late in the marketing cycle is included in preliminary marketing tools, without holding up the overall schedule and whilst remaining in budget.

You need to know:

· what systems exist within the organisation for producing and disseminating preliminary marketing information 

· the critical dates for each system of collecting and disseminating preliminary marketing information

· who within the organisation is responsible for compiling preliminary marketing information

· in what format colleagues responsible for preparing preliminary marketing information wish to receive input

· what generic content should be created for marketing purposes, e.g. for ONIX

· what content should be created or assembled for academic and professional support packages, e.g. overhead transparencies, slides, booklets, teaching notes, etc

· the house style and quality standard for the presentation of preliminary marketing information

· what supporting materials exist for the production of preliminary marketing information, e.g. testimonials, reviews of previous publications, online information

· how to activate procedures to ensure the inclusion in preliminary marketing information of information on projects commissioned late in the marketing cycle

· how the organisation’s competitors organise preliminary marketing tools 

· VAT issues and implications for selling CD-ROMs or software, e.g. effect on prices for leaflets and marketing tools, etc 

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 35
Create appropriate marketing tools for publishing products

Element 35.2
Prepare marketing tools for individual products

You must be able to:

a. research and establish what kind of marketing tools are needed, where and by when

b. identify the budget available for their production and distribution

c. draw up a schedule for their production and distribution 

d. brief colleagues and suppliers precisely to ensure schedules are met

e. monitor the schedule

f. negotiate with those with whom you are making formal agreements to ensure that the prices agreed on are good value for money and within agreed budgets

g. prepare marketing tools

You need to know:

· for what purpose marketing tools are required

· what impact marketing tools must create, and what response they must attract

· what other marketing tools for other products are being sent to the same market by the organisation

· what marketing tools are being sent to the same market by the organisation’s competitors

· the range of marketing options open to you, e.g. press kits, leaflets and brochures, retail display material, packaging, sales force materials, proof copies, academic and professional support packages, gifts and incentives, time-limited access to or function-restricted electronic prototypes or publications, participation in newsgroup discussions, online chatroom sessions, Webcasts, online reviews, creating author Websites, etc

· whether overseas offices and agents require copies or adapted versions of your marketing tools

· what generic content should be created for marketing purposes, e.g. for ONIX

· what content should be created or assembled for academic and professional support packages, e.g. overhead transparencies, slides, booklets, teaching notes, etc

· what quantities of marketing tools are required and by when

· the budget for the materials to be devised

· the sequence of production for marketing tools in relation to the marketing plan

· VAT issues and implications for selling CD-ROMs or software, e.g. effect on prices for leaflets and marketing tools, etc 

· whom you need to liaise with within the organisation to achieve your goals

· where and how to find information on possible external suppliers and their development or scheduling requirements 

· the packaging and delivery requirements of the marketing tools you require

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 35
Create appropriate marketing tools for publishing products

Element 35.3
Provide on-going marketing support for the organisation 

You must be able to:

a. identify and analyse how the organisation is perceived by actual and potential customers, suppliers, staff and competitors

b. research and decide whether how the organisational brand is perceived, is consistent with how it wants to be seen

c. develop marketing plans consistent with the organisation’s objectives and budget

d. research and identify ideas for back-list promotions

e. research and identify ideas for online promotions 

You need to know:

· where and how to obtain information on the long-term objectives of the organisation 

· the history of the organisation in presenting its marketing message

· where and how to obtain information on how the relevant markets are developing and are likely to do so in the future

· where and how the organisation resources its on-going marketing objectives and what resources in money, time, hardware and software, and staff are available to pursue them

· where and how to obtain information on which marketing media would be most appropriate for marketing initiatives on behalf of the organisation

· where and how to obtain information on sections of the organisation’s output that are in need of additional promotion

· whom to liaise with within the organisation and related organisations to effect joint marketing campaigns to related markets

· where and how to obtain a complete list of products planned for the future so that sensible links can be made between the new products and the back-list, and joint promotions planned

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 35
Create appropriate marketing tools for publishing products

Element 35.4
Plan and execute e-commerce operations

See also Element 37.3 Organise a direct marketing campaign

You must be able to:


a. identify the purpose and opportunities for e-commerce operations

b. identify the drawbacks and risks associated with e-commerce for your organisation

c. identify the kinds of sales operations that are most likely to benefit from e-commerce

d. research and identify how your organisation’s competitors are using e-commerce

e. establish relationships with suppliers, developers, subscription agents, etc

f. establish what kind of marketing systems, hardware and software, tools, skills, security, support and staffing are needed for e-commerce operations

g. identify the costs of setting up and maintaining e-commerce operations and the appropriate budget(s)

h. prepare or buy-in appropriate e-commerce and marketing tools, procedures, security, hardware and software

i. ensure that the hardware and software needed is available, working, secure and affordable

j. institute procedures to monitor the security and success of the e-commerce operations

k. develop advertising strategies to promote the e-commerce operations and site

l. liaise with appropriate colleagues and suppliers etc to correct faults or problems, or to improve e-commerce operations

m. develop a ‘follow up’ strategy for users or customers who register with and/or order via your e-commerce operations

n. set up procedures to capture data on your registered users and customers

o. set up procedures to analyse captured data to identify similarities in purchasing behaviour patterns based on timing, frequency and volume statistics

p. use this data to establish response rates and other relevant audience data

q. use this data to develop or extend effective communication avenues through loyalty incentives, relationship building, cross-selling, customer service programmes, etc.

r. monitor the on-going e-commerce operations, and adjust the execution as necessary

You need to know:

· the benefits, features and purpose of e-commerce operations generally and for your organisation in particular

· the advantages and disadvantages of e-commerce for your organisation and its customers

· where and how to obtain information on the size and location of the audience(s) for your organisation’s products or publications, and their likely responsiveness

· which products or publications are best suited for inclusion in any e-commerce operation

· the types of relationships possible with e-commerce operations, e.g. business-to-business (B2B) and business-to-consumer (B2C), etc

· the implications of e-commerce operations for marketing, management and supply chains, and colleagues in other departments and suppliers

· how to evaluate strengths and weaknesses of existing e-commerce sites and operations

· how to reduce security risks and safeguard your organisation’s electronic data and software

· how to calculate the cost benefits of e-commerce operations compared with traditional methods of product or publication sales

· what success your organisation and its competitors have had in the past with e-commerce

· the various methods of conducting e-commerce, e.g. selling products and publications direct from your Website, selling subscriptions to content, selling downloads, etc

· the needs of advertisers associated with your e-commerce operations

· requirements set by credit card companies or online payment agencies for e-commerce transactions

· what currencies are offered and accepted for online payments, and the implications for content development and marketing activities

· recognise the advantages and drawbacks of using online subscription agents or other agencies to conduct e-commerce on your behalf

· what hardware and software is needed, and whether it is available in-house or must be provided by developers

· the budget available for e-commerce 

· how and by whom the e-commerce operations will be judged a success or failure

· how to integrate publicity strategies for your e-commerce operations with other promotional activities what briefing and supporting information needs to be provided to whom and by when

· what systems exist in-house for processing e-commerce orders

· how e-commerce operations can be applied to improve business and customer relationships 

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· the legal, financial, security and technical issues associated with e-commerce for your organisation 

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 36
Organise publicity and public relations for publishing 

This unit is about making the best possible use of the opportunities for free coverage in the media that are available to publishers and other organisations.

Element 36.1
Planning publicity and public relations 

You must be able to:


a. research and identify objectives for publicity and public relations for the organisation

b. research and identify which are the principal media through which to work

c. research and identify the best way, and the best time to present information to the media

d. prepare appropriate marketing tools with which to present information

e. institute procedures to monitor the success of your presentations

f. develop a ‘follow up’ strategy for what you send out, e.g. chasing phone calls or emails to keep the idea current in the minds of those it was sent to

g. circulate information on publicity and public relations successes to all who need to be kept involved, e.g. sales staff, key accounts, editorial staff, those writing marketing copy etc

h. integrate publicity strategies with other promotional activity to achieve marketing objectives, e.g. selling books at author talks, leaflets on related products handed out at launches, online author chat sessions, Webcasts, contributing to newsgroup discussions, etc

You need to know:

· what importance the organisation places on publicity and public relations within its total marketing strategy

· where and how to obtain information on the range of media likely to be interested in the organisation, in-house sources or appropriate external contacts

· who within the organisation is involved with publicity and public relations, and what systems exist to ensure they liaise, in order to avoid duplication

· media deadlines for receipt of information

· what marketing tools need to be prepared to inform the media of publishing products

· what budget is allocated to publicity and public relations

·  what internal assets the organisation has for exploitation, e.g. database of contacts, well connected authors, author microsites on the organisation’s Website

· what ‘follow up’ procedures exist in-house for maintaining momentum in publicity and public relations 

· what monitoring procedures exist in-house for keeping track of publicity and public relations

· where and how to obtain information on external monitoring services such as press-cutting agencies, review and digest services

· who within the organisation needs to be kept informed of publicity and public relations

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 36
Organise publicity and public relations for publishing

Element 36.2
Create and maintain effective media contacts

You must be able to:


a. research and identify which media contacts need to be sent information on the organisation’s products

b. liaise effectively with media contacts on a regular and specific basis to promote coverage

c. research and identify media developments, e.g. new publications and staff changes to ensure new names and media are captured in your information systems

You need to know:

· where and how to obtain information on the structure and operation of the media 

· where and how to find sources of information on the media, including organisations providing media contact lists and media reference directories

· how to build up and effectively store a personal network of media contacts and opinion-formers

· how to enhance contact databases with additional information

· what opportunities for making online contacts exist and what possibilities new uses of technology provide for creating media contacts

· the relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 36
Organise publicity and public relations for publishing

Element 36.3
Contribute to effective corporate public relations 

You must be able to:


a. research and identify the publicity and public relations strategy of the organisation

b. research and identify the organisation’s current reputation 

c. research and identify whether the organisation’s reputation is consistent with how it wants to be seen

d. research and identify how the organisation resources corporate public relations

e. ensure that an effective and positive organisational image is presented 

f. ensure all organisational documentation employs the correct corporate image, logo, and that information is consistent

You need to know:

· where and how to obtain information on the organisation’s strategy and policy on publicity and public relations

· where and how to obtain information on the organisation’s existing relationship with the media and its public 

· what budget and resources are available for publicity and public relations

· where and how to obtain the key components of the organisation’s corporate image, logo, imprint and promotional strategies

· the organisation’s rules on standard presentational issues e.g. logo, colours and typeface, and usability and interactivity for electronic publications

· where and how to obtain the organisation’s history of working with other organisations for publicity and public relations, whether through sponsorship or mutual cooperation

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 36
Organise publicity and public relations for publishing

Element 36.4
Monitor and evaluate publicity and PR activities

You must be able to:

a. identify the markets that the organisation seeks to communicate with through publicity and public relations

b. obtain copies or access to all the organisation’s publicity and public relations activity 

c. research and evaluate how much of the target market has been communicated with effectively

d. liaise with all personnel involved in publicity and public relations on behalf of the organisation

You need to know:

· where and how to obtain information on the organisation’s publicity and public relations strategy and objectives

· where and how to obtain copies of all publicity and public relations coverage for the organisation

· where and how to obtain both formal and informal information on how the organisation is perceived that can inform future publicity and public relations strategies.

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 37
Organise and run a direct marketing campaign for publishing products

This unit deals with the organisation of a direct marketing campaign, from first assessing whether the product is suitable for this form of marketing to counting the response and collecting and building data for future campaigns.

Element 37.1
Plan a direct marketing campaign

You must be able to:

a. identify which of the organisation’s products are suitable for direct marketing

b. identify which products can be marketed along with others in order to maximise cost effectiveness and possible response rates

c. identify the size of the market contactable by direct marketing

d. research and identify how the organisation’s competitors are using direct marketing 

e. research and establish whether sufficient data is available to reach the designated market through direct marketing

f. if sufficient data is not available, investigate and establish whether it is worth building the data required to reach the market by direct marketing

You need to know:

· where and how to obtain information on how direct marketing can work in publishing

· what success the organisation has had in the past with direct marketing

· what percentage of the organisation’s market can be reached through direct marketing

· how the organisation’s competitors are faring in the same market

· what commitment there is to direct marketing within the organisation, and over what period of time 

· whether the organisation itself wishes to build data in markets it wants to approach

· where insufficient data currently exists to contact effectively key markets, to what extent the organisation is willing to resource this

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 37
Organise and run a direct marketing campaign for publishing products

Element 37.2
Organise a direct marketing campaign 

You must be able to:

a. research and identify the best methods of direct marketing 

b. research and establish what kind of marketing tools, skills and support are needed for direct marketing campaigns

c. identify the costs of a campaign and whether or not these fall within the appropriate marketing budget

d. formulate a timed marketing plan, including when you want your message to reach the market and how long you intend to give them to respond 

e. produce and send out direct marketing tools to an agreed market and schedule

f. set up procedures to capture data on your customers

g. use this data to establish response rates and other relevant market data

h. circulate information on response rates to all involved

You need to know:

· the various methods of direct marketing

· the range of direct marketing tools and the markets/ products best suited to each

· what direct marketing expertise there is in-house and from external suppliers

· the budget available for direct marketing 

· what is the cost of each direct marketing contact made and how many orders you need to make the campaign pay

· what is the optimum time to direct market 

· the procedural requirements and costs of those you are relying on

· what provision there is in-house, or from external suppliers, for handling the response and capturing customer information likely to be useful in future

· what systems exist in-house for informing colleagues of the results of direct marketing

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 37
Organise and run a direct marketing campaign for publishing products

Element 37.3
Plan and organise an online marketing campaign or promotion

You must be able to:

a. identify which of the organisation’s products or electronic publications are suitable for an online marketing campaign

b. establish the purpose of the online marketing campaign being planned

c. identify the size of the audience(s) contactable by online marketing

d. research and identify how the organisation’s competitors are using online marketing 

e. research and establish whether sufficient data is available to reach the designated audience(s) through online marketing

f. if sufficient data is not available, investigate and establish whether it is worth building the data required to reach the target audience(s) by online marketing

g. research and identify the best methods of online marketing, bearing in mind geographical and budgetary constraints

h. research and establish what kind of marketing systems, resources, tools, skills and support are needed for online marketing campaigns

i. identify the costs of a campaign and whether or not these fall within the appropriate marketing budget

j. formulate a timed marketing plan, including when you want your message to reach the audience(s) and how you intend them to respond and within what time frame

k. brief all those involved with the online marketing campaign on their role and responsibilities

l. ensure that the hardware and software needed is available, working and affordable

m. produce and send out online marketing tools to agreed audience(s) and schedule

n. set up procedures to capture data on your customers

o. set up procedures to analyse captured data to identify similarities in purchasing behaviour patterns based on timing, frequency and volume statistics

p. use this data to establish response rates and other relevant audience data

q. use this data to develop or extend effective communication avenues through loyalty incentives, relationship building, cross-selling, customer service programmes, etc.

r. circulate information on response rates to all involved

You need to know:

· the purpose of the online marketing campaign under consideration

· where and how to obtain information on how online marketing can work in publishing

· where and how to obtain information on the size and location of the markets for the organisation’s products, and their likely responsiveness

· what success the organisation has had in the past with online marketing

· what success the organisation’s competitors have had with online marketing

· the various methods of online marketing, e.g. e-mail-based promotions or newsletters, Websites, online chat sessions, advance previews, sample chapters, online reviews, etc

· what hardware and software is needed for running the campaign, and whether it is available in-house or must be provided by developers

· what online marketing expertise there is in-house in order to satisfy all aspects of the campaign

· the budget available for online marketing 

· how and by whom the campaign will be judged a success or failure

· what briefing and supporting information needs to be provided to whom and by when

· what systems exist in-house for informing colleagues of the results of the online marketing campaign

· the current, relevant guidelines, directives and legislation you must take into account, e.g. Copyright, Designs and Patents Act 1988, the Trade Marks Act 1994, the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on reusing or repurposing content, both long-term and ongoing

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 37
Organise and run a direct marketing campaign for publishing products

Element 37.4
Develop, manage and maintain contact lists

You must be able to:

a. identify the size and likely responsiveness of markets that you wish to reach through direct marketing

b. identify data sources for reaching the target markets and the extent of the market covered in this way

c. research additional sources of data that supplement or reinforce your efforts

d. establish whether lists of contacts are to be held in-house or whether you will rent data from external suppliers

e. ensure the effectiveness of lists is monitored and regularly evaluated

f. ensure that data protection and other relevant legal requirements are met

You need to know:

· where and how to obtain information on the size and location of the markets for the organisation’s products, and their likely responsiveness

· where and how to obtain data for direct marketing campaigns to the designated markets of the organisation

· the system costs of list storage and retrieval, in-house or out of house

· what systems exist in-house or out of house for monitoring and evaluating the effectiveness of lists

· what procedures exist for processing amendments and deletions of data obtained from returned or undeliverable items

· how to enhance in-house contact databases with additional information, e.g. derived from data mining

· what opportunities for making online contacts exist and what possibilities new uses of technology provide for creating media contacts

· the current protocols, guidelines, directives and legislation affecting electronic publishing, e-commerce and direct marketing, such as the Disability Discrimination Act 1995, the Data Protection Act 1998, the Special Educational Needs and Disability Act 2001, the EU Distance Selling Directive and the W3C’s Web Accessibility Initiative, and any subsequent, amended and/or relevant legislative, regulatory or accessibility requirements

· your organisation’s policy on, and internal procedures outlining end-user rights, and what use of personal or other information is permitted within the organisation, within the bounds of the Computer Misuse Act 1990 and Data Protection Act 1998, as amended and current at the time, and other relevant legislation

UNIT 37
Organise and run a direct marketing campaign for publishing products

Element 37.5
Evaluate the success of direct marketing 

You must be able to:


a. provide precise details of the costs of the direct marketing, services and materials

b. establish the cost per contact of every potential customer reached

c. establish the costs of servicing each order 

d. work out how many orders are needed to cover the costs of direct marketing 

You need to know:

· all costs that arise from direct marketing 

· precisely which fixed and variable costs for the organisation as a whole will be allocated to you 

· what monitoring procedures exist within the organisation 

· the budget available for monitoring the effectiveness of the organisation’s direct marketing

· the current size and nature of the specific markets you are direct marketing to

· the sales targets, promotion plans and budgets for each product

· what monitoring procedures are available 

· what view will be taken of orders received during the period of direct marketing but not traceable to a campaign (‘white mail’)

· the cost of servicing each order, in terms of customer service, returns and bad debts, online support and technical service requirements 

· how many orders are needed to cover the costs of direct marketing

· how the organisation’s response levels compare with industry averages, market feedback and the performance of competitors

UNIT 38
Organise a marketing events and demonstrations to promote publishing products

There is a variety of other events that provide marketing opportunities and which need organising, ranging from exhibition stands to product launches and product demonstrations. 

Element 38.1
Promote the organisation at exhibitions, fairs and conferences

You must be able to:

a. research and establish which exhibitions, fairs and conferences are worth attending

b. identify the costs of attending appropriate exhibitions etc and whether or not these fall within the marketing budget

c. negotiate the costs of taking space within the budget

d. book exhibition or display stand space within stated time-scales

e. ensure that sufficient personnel are available to staff the event

f. ensure that stock for display is relevant and appropriate

g. ensure all display equipment is collected from and dispatched to the appropriate location

h. identify the opportunities for related promotional activities 

You need to know:

· where and how to obtain information about future exhibitions, fairs, conferences and other related promotional events

· what levels of visitor attendance can be anticipated and how closely these overlap with the organisation’s key market(s)

· which other organisations will be exhibiting

· what budget is available to fund taking part in exhibitions, fairs and conferences

· the deadlines for booking participation by the organisation

· who within the organisation needs to be informed and involved in organisation and staffing 

· which of the organisation’s products are appropriate for inclusion and how to get them to the required destination

· what display materials and resources the organisation has

· what resources are available in-house or from external sources for product demonstration, including prototypes, samplers, equipment, technical backup etc 

· the possibility and cost of obtaining display materials from other sources 

· what marketing opportunities are available to those who exhibit or attend, with associated dates and costs 

· what Internet provision, bandwidth, firewalls etc and support is available for your booking

UNIT 38
Organise a marketing events and demonstrations to promote publishing products

Element 38.2
Contribute to a sales conference or other promotional event

You must be able to:

a. establish the purpose of the event being planned

b. select an appropriate venue, bearing in mind geographical and budgetary constraints

c. prepare a programme to pass on the right amount of information in the way that is most likely to lead to its absorption by key people

d. brief all those involved with the event on their role and responsibilities

e. ensure that the equipment that is needed is available, working and affordable

You need to know:

· the purpose of the event under consideration

· how and by whom the event will be judged a success or failure

· where to obtain information on suitable venues 

· what kind of programme will work best in the venue at the time anticipated

· where and how to obtain information on likely chairperson, speakers and contributors

· what briefing and supporting information needs to be provided to whom and by when

· what presentational and display equipment is available in-house or from external sources

· what resources are available in-house or from external sources for product demonstration, including prototypes, samplers, equipment, technical backup etc 

· what Internet access provision, bandwidth, firewalls etc and support is available for your booking

UNIT 39
Direct sales and customer care and support

Elements in this unit have been imported from other national occupational standards as a generic set of sales units. This unit is about the information you need to collect, understand and provide in order to ensure that e-commerce and direct sales operations meet the customer-focused support needs of your markets, is in line with your organisation’s aims and is achievable with the resources available. 

Element 39.1
Customer care
This unit has been imported from e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres

You must be able to:

a. comply with organisational requirements for customer support

b. communicate interpersonally with customers

c. interact with customers

d. provide service delivery and handle complaints

e. select appropriate methods of gathering customer satisfaction information

f. identify, gather and analyse customer satisfaction information to identify improvements in service delivery

g. ensure compliance with organisational requirements

h. monitor, review and update organisational requirements for customer support

You need to know:

· uses of interpersonal communication techniques (e.g. verbal techniques, positive and negative language, active listening, open and closed questions, cultural differences, how to adapt style and how to establish rapport)

· the organisational aims and requirements

· what organisational requirements are needed for customer care (e.g. customer service procedures, authorisation procedures, escalation, resolution and complaint handling, quality assurance procedures, maintenance and communication of the organisational brand or image)

· your own limitations

· ways of working in a positive and professional way with the customer

· how to follow up customer problems and issues

· how to identify and manage customer expectations

· what are the implications of customer satisfaction (e.g. customer retention, working relationships, costs, sales of products and services, business trends, organisational planning)

· what methods of measuring customer satisfaction levels are available and applicable (e.g. predefined formal or unsolicited and anecdotal feedback, customer research, customer retention, trends in customer satisfaction levels etc)

· what relevant legislation and regulations must be complied with (e.g. data protection, financial services etc)

UNIT 39
Direct sales and customer care and support

Element 39.2
Direct selling and customer acquisition in Contact Centres
This unit has been imported from e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres

You must be able to:

a. define, gather and use relevant sales information

b. define and use sales procedures and techniques to achieve sales and satisfy customer needs

c. use sales analysis and reporting procedures and techniques to improve organisational sales performance

d. apply sales planning procedures and techniques to identify potential sales opportunities and sales plans

e. provide guidance and encouragement to immediate colleagues on selling

You need to know:

· the purpose of gathering, and sources of, sales performance information

· sources and content of marketing data

· the uses of customer, market and sales performance information

· how to analyse customer, market and sales performance

· how to identify customer requirements

· how to translate customer contact into a sales opportunity

· types of, and responses to customer objections

· cross and up selling opportunities

· negotiable and non-negotiable issues for the customer

· features, benefits and options of products and services

· how to identify alternative products or services to meet customer needs

· where to obtain information on infrequently used product or service features

· the impact of introducing new products and services, and what types of requests can arise from the introduction of these new products and services

UNIT 39
Direct sales and customer care and support

Element 39.3
Remote support for products or services
This unit has been imported from e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres

You must be able to:

a. comply with organisational requirements

b. confirm customer identity and validate requests

c. communicate information on products and services

d. make recommendations based on customer needs

e. resolve and escalate requests and handling complaints

f. monitoring compliance with organisational requirements for customer support

g. review and update organisational requirements for customer support 

You need to know:

· how to identify customer needs and collect and log relevant information from the customer

· ensure customer understanding of the information provided

· advanced features, benefits, uses and options of the produces or services, and how these interact with others commonly available

· how to identify alternative produces or services to meet customer needs

· where to obtain information on infrequently used product or service features

· the impact of introducing new products and services, and what types of requests can arise from the introduction of these new products and services

· standard responses to frequently asked requests

· customer service and authorisation procedures, including how to investigate discrepancies between detail provided and authorisation criteria

· escalation, resolution and complaint handling

· quality assurance procedures

· relevant legislation and/or regulations (e.g. data protection, financial services)

· maintenance and communication of organisational brand or image

� This imported unit has been condensed and reformatted to meet the needs of and audience for the Publishing National Occupational Standards. For the original unit, please refer to the e-skills UK National Occupational Standards for Information and Communication Technologies and Contact Centres.
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