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Before you begin your assignment 

The organisation 
 
This assignment is based on a short case study that focuses on an organisation,  
South West Community Theatre (SWCT) 1, which must be used for answering all tasks.  
 

How to choose an appropriate theme 
 
All the themes relate to marketing approaches which the organisation in the case study 
may adopt. You should select the theme which you are most comfortable with and are 
able to apply to all the tasks. 
 
You will need to select ONE theme on which to base all tasks within the assignment.  
 
It may be advantageous to select a theme which helps to develop your personal skills and 
enhance your career development, where possible. 
 
Please ensure that you clearly identify your chosen theme on the front cover of 
your assignment. 
 

How to approach each sub-task 
 
It would be helpful to have access to the module specification when reading this section; 
it can be found on the MyCIM student portal: https://my.cim.co.uk/ 
  
This assignment is assessed against the learning outcomes for the module, which are 
found in the module specification and at the beginning of each task. Assessment criteria 
(AC) are listed under each sub-task; these represent the syllabus areas that are the focus 
of that sub-task.  
 
The last column of the syllabus in the module specification shows the indicative content, 
which is designed to demonstrate the scope of those assessment criteria, and therefore 
the areas of theory, knowledge and application that you may consider building into your 
assignment. 
 
It is acknowledged that variations in chosen themes could result in differences in the 
scope of indicative content being covered by your assignment. Therefore, you do not have 
to address all of the indicative content. You should select the content that is appropriate 
to the case study organisation and chosen theme.  
 
Note also that the indicative content is not an exhaustive or definitive list and can just as 
easily cover other aspects of both practice and theory. 
 

 
 

 
1 South West Community Theatre (SWCT) is a fictitious company, drawing on a variety of sources 
and does not reflect the management practices of any particular organisation. All tasks can be 
answered with the information contained in the case study. Candidates are not expected to conduct 
additional research but may draw on their own experience of this market in completing the 
assignment. 

https://my.cim.co.uk/
https://my.cim.co.uk/
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 Continued 
Good practice guidelines for assignment production 
 
The maximum word counts are intended to assist candidates in producing a professional 
business document of an appropriate length that can be used in the workplace. The 
assignment should be written in a professional tone and should only contain relevant 
material that directly contributes towards answering the task. 
 
The tasks will indicate any specific format requirements, and it is expected that 
assignments will be presented accordingly.  
 
Further information on format style, font requirements and guidance on word counts can 
be found in the Student Assignment Submission Guidelines located on the MyCIM student 
portal: https://my.cim.co.uk/ 
 
It is good practice to acknowledge all sources/methodologies/applications using the 
Harvard referencing system. Details of how to reference can be found in the Harvard 
System of Referencing guide, located on the MyCIM student portal: https://my.cim.co.uk/ 
 

 

  

https://my.cim.co.uk/
https://my.cim.co.uk/
https://my.cim.co.uk/
https://my.cim.co.uk/
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Case Study 

South West Community Theatre (SWCT) is a small theatre located within a popular UK 
holiday destination. It was refurbished 10 years ago and so the facilities are of a relatively 
high standard.  It has a 400 seat auditorium and a 200 seat hall that can be used for a wide 
range of events and community activities. The business was first established in 1900 and had 
been under the ownership and management of the local authority. Five years ago, the 
management of the theatre passed to a Community Interest Company (a not-for-profit form 
of Limited Company). 
 
SWCT has strong support from the resident community, however, it does face significant 
competition from three other theatres all within a 10 mile radius, one of which has a much 
larger seating capacity and so attracts bigger touring shows and celebrities. Holidaymakers 
do visit the theatre, but they represent only 30% of its audiences. There is also strong 
competition from in-home entertainment. 
 
As a small theatre, tickets tend to be reasonably priced and the theatre’s programme of 
events includes live music, plays, celebrity talks and seasonal shows.  Concessions on ticket 
prices are available for senior citizens, students/young people and for groups of ten or more.   
 
The Gross Box Office income for UK theatres has been stable in recent years, however, large 
theatre hubs such as London’s West End have performed better with smaller theatres 
averaging only 48% of seats sold. Successful smaller theatres tend to achieve sustainable 
profit with a wide range of arts and activities. SWCT benchmarks against this level of seat 
occupancy and is currently achieving 55%. SWCT believes the reason it has exceeded market 
averages is due to offering exceptional levels of customer service. 
 
The average age of theatre goers is 58 years, and 75% of residents attending performances 
travel from within a five mile radius to visit the theatre. Some visit as single individuals, but 
more often it is couples, families or friendship groups who will book a visit. Tickets for a 
performance may go on sale one year in advance of an event, but most of the sales occur in 
the period 6-12 weeks before the performance. The theatre runs a membership scheme 
which helps to support the theatre and offers benefits to members including exclusive ticket 
releases and some discounts on performances. 
 
There is a continual trend towards online booking, with 70% of tickets now purchased online. 
Although direct mail to subscribers is still being implemented and works well, there is a move 
towards digital communications for its promotional activities. Social media is used to raise the 
profile of every performance and a subscriber database of 5,000 theatre goers is used to 
promote the programme of events and engage with customers, building loyalty and 
increasing the frequency of visits.  
 
SWCT aims to increase turnover by: 

• improving seat occupancy by further penetrating existing markets 
• improving seat occupancy by reaching younger audiences 
• increasing the percentage of customers that are members (from 12% to 20%) 
• introducing new activities such as a children’s acting club 

 
As a not-for-profit organisation, the theatre aims to expand volunteer support, to enable it to 
achieve these aims without significant increases in overhead costs. 

 
Continued 



Communications in Practice (2021) – July 2022 

 

VERSION 1 – 26.11.21                                                                           Page 5 of 11 

Themes 

You have joined the marketing department of SWCT as a Marketing Assistant. The Marketing 
Manager has explained that different themes will need to be used to help the company 
achieve its future plans and has asked you to undertake a number of tasks in preparation for 
producing a customer communications plan, designed to fulfil the aims of ONE of those three 
themes as outlined below. 
 

Theme 1: Customer acquisition 
 
To meet its growth target, SWCT will need to attract new customers. Your manager has 
asked for your help in preparing an outline customer communications plan to drive customer 
acquisition. 

Theme 2: Customer retention  
 
In this highly competitive market, it is important for SWCT to ensure that existing theatre 
audiences are retained as loyal customers. Your manager has asked for your help in 
preparing an outline customer communications plan to ensure retention of those customers. 
 

Theme 3: New product launch  
 
SWCT has decided to launch a Children’s Acting Club. Your manager has asked for your help 
in preparing an outline customer communications plan aimed at supporting this launch. 
 

 

Key things to remember once you have made your choice of theme 
 

• Although this is a practitioner-based assignment, the use of key concepts and theories 
(Knowledge) to support your response is a key part of building your argument 
(Evaluation). Relevant theory should be used (Application), but where there are no 
‘preferred theories’ given within the indicative content, all are acceptable if they are 
relevant. 
 

• Knowledge, application and evaluation are Critical Success Factors for CIM assignments. 
Further detail on this is provided with the grade descriptors.  

 
• Please ensure that you are familiar with the grade descriptors contained within this 

assignment, as they provide details of what the examiner is expecting for each task.  
 

• Once you have chosen your theme, all tasks and sub-tasks must be applied to that 
theme. 

 
• All sub-tasks should be applied to your chosen organisation, unless otherwise stated. 

 
• Please note assignments can only be accepted for marking with a valid assessment 

booking. 
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Task 1 – Briefing paper 

 
 

Learning Outcomes covered in Task 1: 
 
LO1, LO2  
 
Please refer to the module specification for Learning Outcome details. 
 

 
 

Who are our customers? 
 
In line with the theme that you have selected for this assignment, you are required to 
carry out the following. 

 
(a) Identify ONE key customer segment which would be suitable for SWCT 

to target, explaining the bases used to segment the market and the 
benefits to SWCT of such segmentation.  
 
Use this key customer segment for the rest of this assignment.  

   
 AC1.1, AC1.2 (10 marks) 
   

(b) Outline the stages of the buying decision-making process for your 
chosen segment, and discuss the influences that could affect each 
stage of that process.  

   
 AC2.1, AC2.2 (15 marks) 
   

(Total – 25 marks) 
   

(Tasks 1 (a) to 1 (b) maximum word count – 1,250 words) 
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Task 2 – Report 

 
 

Learning Outcomes covered in Task 2: 
 
LO3, LO4  
 
Please refer to the module specification for Learning Outcome details. 
 

 
 

Communicating with our Customers 
 
In line with the theme that you have selected for this assignment, you are required to 
carry out the following. 

 
(a) Demonstrate how an appropriate communications model could be used 

to achieve more effective communications with your key customer 
segment.  

   
 AC3.1 (5 marks) 
   

(b) Describe THREE factors that need to be considered when developing 
an effective customer communications plan for your key customer 
segment.  

   
 AC3.2 (12 marks) 
   

(c) Compare and contrast the effectiveness of THREE customer 
communications tools in targeting your key customer segment.  

   
 AC4.1, AC4.2 (18 marks) 
   

(Total – 35 marks) 
 

(Tasks 2 (a) to 2 (c) maximum word count – 1,750 words) 
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Task 3 – Outline customer communications plan 

 
 

Learning Outcomes covered in Task 3: 
 
LO5, LO6  
 
Please refer to the module specification for Learning Outcome details. 
 

 
 

Creating a Customer Communications Plan 
 
Building on your responses to Tasks 1 and 2, and in line with your selected theme, you 
are required to carry out the following. 
 
(a) Explain why objectives are important in communications planning.  

   
 AC5.1 (5 marks) 
   

(b) Develop an outline communications plan for your chosen target 
segment which is consistent with your chosen theme. 
 
The plan should include: 
 
• TWO measurable communications objectives  
• a clear, brief message consistent with the theme 
• a suitable communications mix, with justification for the choice of 

each tool in relation to the chosen objectives.  
   
 AC5.2, AC5.3 (25 marks) 
   

 
(c) 

Outline how the effectiveness of the communications plan will be 
evaluated by describing TWO tools that can be used to measure 
whether the objectives of the plan have been met.  

   
 AC6.1, AC6.2 (10 marks) 
   

(Total – 40 marks) 
   

(Tasks 3 (a) to 3 (c) maximum word count – 2,000 words) 
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Critical Success Factors (CSF) - the balance between Knowledge, Application and Evaluation 

CIM assignments require an approach that reflects the balance of the critical success factors, which are briefly defined as: 
 
Knowledge – marketing theories, models and frameworks, ideas, concepts and principles 
Application – applying and relating marketing knowledge, models and frameworks to different scenarios and organisational settings 
Evaluation – an assessment of the effectiveness of a course of action or situation, by considering evidence, implications, limitations and/or alternatives. 
 
The table below shows the proportion of Knowledge, Application and Evaluation attributed to this level of study, and therefore the balance across the 
assignment brief. It also shows which sub-task and associated command word provides an opportunity for you to demonstrate them. A definition of each 
command word is located on the Qualification Specification for this level of study. 

 

TASKS 
LEVEL 3 KNOWLEDGE 

50% 
LEVEL 3 APPLICATION 

40% 
LEVEL 3 EVALUATION 

10% 

Task 1  

1 (a) Identify and explain (segmentation bases; 
benefits) 
1 (b) Outline and discuss (decision-making 
process; influences) 
  

1 (a) (chosen theme and key customer 
segment)  
1 (b) (chosen key customer segment)   

 

Task 2 

2 (a) Demonstrate (communications model) 
 
2 (b) Describe (factors) 
 
2 (c) Compare and contrast (customer 
communication tools) 

2 (a) (chosen theme and key customer 
segment)  
2 (b) (chosen theme and key customer 
segment)  
2 (c) (chosen key customer segment)  

 
 
 
 
2 (c) Compare and contrast  

Task 3 

3 (a) Explain (objectives) 
3 (b) Develop (components of the plan) 
 
3 (c) Describe (measurement tools) 

3 (a) Explain 
3 (b) Develop (chosen theme and key customer 
segment) 
3 (c) Outline (measurement of achievement of 
objectives)   

 
3 (b) Justification for tools selected  
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Grade Descriptor: 
Level 3 

Qualification/ 
Communications in 

Practice 

Distinction (70+) 
This grade is given for work that meets at 
least 70% of the assessment criteria and 

demonstrates a candidate’s ability to: 

Merit (60-69) 
This grade is given for work that meets at 
least 60% of the assessment criteria and 

demonstrates a candidate’s ability to: 

Pass (50-59) 
This grade is given for work that meets at 
least 50% of the assessment criteria and 

demonstrates a candidate’s ability to: 
 

Fail (0-49) 
This grade is given for work that does not 
meet enough of the assessment criteria to 

secure a pass. This may be due to: 

Theme 

Excellent application of theme across 
all task answers demonstrating strong 
insights 

Good application of theme across all 
task answers 

Adequate application of theme across 

all task answers 
Little or no application of theme in 
answers. 
 

Task 1 
25% 

- clearly identify ONE customer segment 
fully relevant to the chosen theme; provide 
excellent explanation of the segmentation 
bases used and excellent explanation of the 
benefits of such segmentation. 
 
- provide an excellent outline of the stages 
of the buying decision-making process fully 
relevant to that segment; provide 
comprehensive discussion of influences on 
each stage of that process.  

- identify ONE customer segment fully 
relevant to the chosen theme; provide good 
explanation of the segmentation bases used 
and good explanation of the benefits of such 
segmentation. 
 
- provide a good outline of the stages of the 
buying decision-making process relevant to 
that segment; provide clear discussion of 
influences on each stage of that process. 

- identify ONE customer segment relevant 
to the chosen theme; provide some 
explanation of the segmentation bases used 
and some explanation of the benefits of 
such segmentation. 
 
- provide an adequate outline of the stages 
of the buying decision-making process 
relevant to that segment; provide some 
discussion of influences on each stage of 
that process. 

- identification of ONE customer segment 
with limited relevance to the chosen theme; 
limited or no explanation of the 
segmentation bases used or the benefits of 
such segmentation.  
 
- limited explanation of the buying decision-
making process relevant to that segment; a 
limited outline of influences on each stage 
of that process. 

Task 2 
35% 

- clearly demonstrate an appropriate model 
of communication, and provide an excellent 
demonstration of how it could be used to 
achieve more effective communication with 
the chosen segment. 
 
- provide an excellent description of THREE 
factors that need consideration when 
developing a customer communications 
plan; fully demonstrate the relevance of the 
chosen factors to the chosen theme and key 
customer segment. 
 
- provide an excellent detailed comparison 
and contrast of THREE communications 
tools with clear reference to their 
effectiveness in targeting the key customer 
segment. 
 

- clearly demonstrate an appropriate model 
of communication and provide a good 
demonstration of how it could be used to 
achieve more effective communication with 
the chosen segment.  
 
- provide a good description of THREE 
factors that need consideration when 
developing a customer communications 
plan; demonstrate the relevance of the 
chosen factors to the chosen theme and key 
customer segment. 
 
-  provide a good comparison and contrast 
of THREE communications tools with 
reference to their effectiveness in targeting 
the key customer segment. 

- demonstrate an appropriate model of 
communication and provide an adequate 
demonstration of the ways it could be used 
to achieve effective communication with the 
chosen segment. 
 
- provide an adequate description of THREE 
factors that need consideration when 
developing a customer communications 
plan; demonstrate some relevance of the 
chosen factors to the chosen theme and key 
customer segment. 
 
- provide an adequate comparison and 
contrast of THREE communications tools 
with some reference to their effectiveness in 
targeting the key customer segment.  

- a model of communication described, but 
with limited demonstration of how it could 
be used to achieve effective communication 
with the key customer segment. 
 
 
- THREE factors being listed, without a 
clear explanation of their relevance to the 
development of a communications plan. 
 
 
 
 
- THREE communications tools being 
identified, but their relevance to the context 
is unclear; comparison and contrast of the 
tools being listed, but their relevance to the 
key customer segment is unclear. 

 
 
 

Continued 
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Grade Descriptor: 
Level 3 

Qualification/ 
Communications in 

Practice 

Distinction (70+) 
This grade is given for work that meets at 
least 70% of the assessment criteria and 

demonstrates a candidate’s ability to: 

Merit (60-69) 
This grade is given for work that meets at 
least 60% of the assessment criteria and 

demonstrates a candidate’s ability to: 

Pass (50-59) 
This grade is given for work that meets at 
least 50% of the assessment criteria and 

demonstrates a candidate’s ability to: 

Fail (0-49) 
This grade is given for work that does not 
meet enough of the assessment criteria to 

secure a pass. This may be due to: 

Theme 

Excellent application of theme across 
all task answers demonstrating strong 
insights 

Good application of theme across all 
task answers 

Adequate application of theme across 
all task answers 

Little or no application of theme in 
answers. 
 

Task 3 
40% 

- provide an excellent explanation of the 
importance of objectives in communications 
planning. 
 
- develop an excellent outline customer 
communications plan which is fully relevant 
to the chosen theme and key customer 
segment; provide an excellent description of 
TWO measurable communications 
objectives, a strong, relevant message, and 
a suitable communications mix; provide a 
strong justification for the selection of that 
communications mix in relation to the key 
customer segment and the stated 
objectives. 
 
- outline an excellent, full description of 
TWO tools to measure the effectiveness of 
the communications plan, each of them fully 
relevant to the stated objectives. 
 

- provide a good explanation of the 
importance of objectives in communications 
planning. 
 
- develop a good outline customer 
communications plan which is relevant to 
the chosen theme and selected target 
segment; provide a good description of 
TWO measurable communications 
objectives, a relevant message, and a 
suitable communications mix; provide a 
justification for the selection of that 
communications mix in relation to the key 
customer segment and the stated 
objectives. 
 
- outline a good, clear description of TWO 
tools to measure the effectiveness of the 
communications plan, each of them relevant 
to the stated objectives. 

- provide an adequate explanation of the 
importance of objectives in communications 
planning. 
 
- outline an adequate customer 
communications plan which is relevant to 
the chosen theme and selected target 
segment; adequate description of TWO 
measurable communications objectives, a 
relevant message and a suitable 
communications mix; explain why the 
selected communications mix is relevant to 
the key customer segment and stated 
objectives. 
 
 
- outline an adequate description of TWO 
tools to measure the effectiveness of the 
communications plan, each with some 
relevance to the stated objectives. 

- unclear/limited explanation of the 
importance of objectives in communications 
planning. 
 
- a customer communications plan being 
outlined, but with the choices of 
communications objectives, message and 
communications mix not being co-ordinated 
or fully relevant to the key customer 
segment and the objectives. 
 
 
 
 
 
 
- a description of TWO tools to measure the 
effectiveness of the plan, with limited 
relevance to the objectives. 

 
 
 
 
 
 
 
 

 

 


