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i. How important it is for a business to assess the market trends within a given market?
Answer:
As growing business needs to be closely and carefully managed to ensure the success of new investment decisions and expansion plans, however, managers or business owner need to find that as their business grows they feel more remote from its operations! Putting performance measurement systems in place can be an important factor of keeping track on the progress of the business trends. Which gives the vital information about what's happening and also provides the starting point for a system of target-setting that will help to implement their strategies for growth and marketing portfolio; hence this guide sets out the business benefits of performance measurement and target-setting and shows how to choose which key performance indicators (KPIs) to measure and suggests examples in a number of key business forecasting areas. It also highlights the main points to bear in mind when setting targets for the business, the importance of measurement and target-setting ,deciding what to measure ,measurement of your financial performance ,measurement and your customers, measurement and the employees ,measurement against other businesses – benchmarking , measurement in the manufacturing process ,how to set useful targets for the business.

Understanding how the different areas performance of the business are performing is valuable information in its own right, but a good measurement system will also let the examination to the triggers for any changes in marketing performance. Which gives the inputs to the owner or mangers in a better position to manage your performance proactively and analysis the performance of the marketing trending accordingly and can touch the pulse of the knowing where the business is headed is a big part of figuring out how to make it a success. While every startup a business plan, it's a good idea to make sure your business plan includes a separate section on marketing.
A marketing plan can be formal or informal, but it should detail who the customers are, where they get their information and how you're going to deliver your marketing message to them. While investor should seek creative ways to market your business, don't expect them to work unless you first understand the basics and develop a marketing plan and a marketing strategy.
· Develop a very clear and focused insight into why a potential customer would use your business. More specifically, what is the core need that offering will meet — is it to help customers get through the day more easily, is it to enable them to do their job more efficiently or is it to be respected and admired by friends? Your offering should be designed to meet customer needs better than the competition.
· Identify your target customers. There are numerous potential customers in most markets, but to succeed faster and better, a small business must study the market to determine the characteristics of its best target customers. The target customer should be described in detail. In doing so, a business also develops a clearer picture of the expected sales revenues and financials.




· Identify the competitors that would also want your target customers, and/or from which competitors you will take customers to build your business success. Small business managers seldom take the time to study their competitors in depth. But you must understand who competitors are, what their core competitive advantage is and how they will respond to your offering (price cuts, increased communication, etc.). There is always a competitor — never make the mistake of assuming there isn't.
· Write down the brand-positioning statement for your target customers. At the end of the day, your brand and what it symbolizes for customers will be the strongest competitive advantage. You should be able to write down a simple declarative sentence of how will meet customer needs and beat the competition. The best positioning statements are those that are very single-minded and focus on target customer needs.

































ii. Discuss different types of market research techniques?
Answer:
Market Researchers can utilize many types of research techniques and methodologies to obtain the data that they require. Basically there are two types of research: ‘primary’ and ‘secondary’. The latter involves using information that is readily available, for example by utilizing local source will have access to reference materials, magazines, directories of associations, etc. Also local colleges, libraries or business schools, vocational or technical institutes, chambers of commerce, trade associations etc will all have useful research data. ‘Primary research’ based on the other hand is where you conduct your own bespoke piece of market research. Markets can help to realize the specific market research needs. All of the available methodologies either collect quantitative or qualitative information. The use of each very much depends on the research objectives but many believe that results are most useful when the two methods are combined.

Quantitative research is numerically oriented, requires significant attention to the measurement of market phenomena and often involves statistical analysis. For example, a bank might ask its customers to rate its overall service as excellent, good, poor or very poor. This will provide quantitative information that can be analyzed statistically. The main rule with quantitative research is that every respondent is asked the same series of questions.

Qualitative research provides information on consumer perceptions, such as:
· How they feel about products and services
· What they like or do not like
· What they would want from a new product.

The data produced valuable insights which can be used to help re-evaluate its existing account or responsible managers. It then used the information to develop new features and benefits to meet the established needs. 

Secondary research focuses on existing information. It uses published data that previous research has already discovered. This covers a wide range of materials, such as:
· Market research reports
· Sales figures
· Competitor marketing literature
· Government publications, e.g. national statistics

In order to make the best decisions, marketing managers in both commercial and noncommercial organizations must have the right information. Client-based marketing research is about providing this information, so in this sense marketing research is part of the marketing process. Managers need to be able to diagnose the situation that is facing them, taking account of organizational resources, strengths and weaknesses and the environment in which decisions have to be taken. They need to be able to decide by reviewing the organization’s strategic objectives, examining the options for reaching those objectives and making a selection that is consistent with the company mission, that will maximize the chances of attaining the objectives and that is suitable, feasible and acceptable.

iii. Explain the factors that affect buyer behavior?
Answer:
There is four elements which affect the a consumer’s buyer behaviour is influenced by four major factors:
1. Cultural, 
2. Social
3. Personal
4. Psychological.

These factors cause consumers to develop product and brand preferences. Although many of these factors cannot be directly controlled by marketers, understanding of their impact is essential as marketing mix strategies can be developed to appeal to the preferences of the target market. When purchasing any product, a consumer goes through a decision process. This process consists of up to five stages:
· Stage 1: problem recognition, 
· Stage 2: information search, 
· Stage 3: evaluation of alternatives,
· Stage 4: purchase decision 
· Stage 5: post purchase behaviour. 

The length of this decision process will vary. A consumer may not act in isolation in the purchase, but rather may be influenced by any of several people in various roles. The number of people involved in the buying decision increases with the level of involvement and complexity of the buying decision behaviour. 

Consumer’s buyer behaviour and the resulting purchase decision are strongly influenced by cultural, social, personal and psychological characteristics. An understanding of the influence of these factors is essential for marketers in order to develop suitable marketing mixes to appeal to the target customer. 

Cultural factors include a consumer’s culture, subculture and social class. These factors are often inherent in our values and decision processes.

Social factors include groups (reference groups, aspiration groups and member groups), family, roles and status. This explains the outside influences of others on our purchase decisions either directly or indirectly.

Personal factors include such variables as age and lifecycle stage, occupation, economic circumstances, lifestyle (activities, interests, opinions and demographics), personality and self concept. These may explain why our preferences often change as our `situation' changes.

Psychological factors affecting our purchase decision include motivation (Maslow's hierarchy of needs), perception, learning, beliefs and attitudes.

Other people often influence a consumer’s purchase decision. The marketer needs to know which people are involved in the buying decision and what role each person plays, so that marketing strategies can also be aimed at these people.
iv. Assess the validity and reliability of market research findings?
Answer:
Manager’s needs information in order to introduce products and service that create value in the mind of the customers. The aim to enable managers or market research to understand the purchase decision-making process and how marketing research techniques are used to contribute to the development of marketing plans. However, as such the attributes that create Value cannot simply be deduced from common knowledge. The goal of marketing information is to provide facts with accuracy, precision, and clear orientation in order to make right decision.

The validity of a test or information is the extent to which different in scores reflect differences in the measured characteristics, predictive validity measures of the usefulness of measuring instrument  as a prediction of analysis which is pivoted by the validity is determined of  by the correlation between the expect results and actual behaviours facts. Market research methodology : Role and importance of marketing research; research process, objectives; issues relating to the use of primary and secondary data sources and methods; existing sources of primary and secondary market research; internal sources; external sources; competitor data and sources and customer data; ethics!

Market Research: benefits and limitations of use; cost; reliability and types Research techniques: stages of the market research process; research proposals; qualitative and quantitative methods; surveys; sources of information; value and interpretation of data Types: face to face, telephone/postal; data mining technique; focus groups; depth interviews; omnibus survey; psychological research; mystery shopper; sales, price and distribution research

Reliability of research: validity; sampling process; sample size; sample and interviewer bias; methods of recruitment
Researching developing and established markets: issues associated with researching the developing as well as the established consumer; industrial and service markets
Use of research data: research data supporting marketing planning; producing actionable recommendations; evaluating research findings for business decision making

Be able to assess market size and future demand
Measuring: defining the market; estimating total market size, value and volume; growth and trends; forecasting future demand

Competitive analysis: competitor analysis – market/product profiles of competition, brand and market share; characteristics of the competition – market innovator/follower; objectives of the competition; strategies of the competition; strengths and weakness of competition; future behaviour of the competition and their strategic intent

Marketing research by itself does not determine the exact marketing decision, nor does not it guarantee that organization will be successful in marketing products .However when conduct market research it should be based validity and reliability facts and data in a systematic, analytical and objective manner, marketing research analysis can be reduce the uncertainty in the process in the right decision making and increase probability and magnitude of success.


v. What is meant by “target market”?
Answer:
With the current state of the economy, having a well-defined target market is more important than ever. No one can afford to target everyone. Small businesses can effectively compete with large companies by targeting a niche market. Many businesses say they target "anyone interested in the services." Some may say they target small business owners, homeowners, or stay-at-home moms. All of these targets are too general.

Targeting a specific market does not mean that you have to exclude people that do not fit your criteria from buying from any company. Rather, target marketing allows you to focus your marketing dollars and brand message on a specific market that is more likely to buy from you than other markets. This is a much more affordable, efficient, and effective way to reach potential clients and generate business. Who are the current customers, and why do they buy from any company? Look for common characteristics and interests. Which ones bring in the most business? It is very likely that other people like them could also benefit from your product/service.
Taking into consideration
Psychographics are more personal characteristics of a person, including:
· Personality
· Attitudes
· Values
· Interests/hobbies
· Lifestyles
· Behavior 

Determine how the product or service will fit into your targets and the market target market is the hard part. Once we know who we are targeting, it is much easier to figure out which media you can use to reach them and what marketing messages will resonate with them. 

Moreover, market segmentation allows a firm to operate with limited resources, since mass production, mass distribution, and mass advertising are not required. Market target segmentation can enable a small firm to compete successfully with a large firm by maximizing per-unit profits and per segment sales. Such segmenting a target market may be as easy as sorting customers by size, location, or industry. Or it can be a complex process involving statistical models. Either way, the idea is to capture more market share and profit by catering to market niches large enough to justify individual attention. Marketers must ensure that each segment they define is homogenous, its members sharing a key characteristic that differs from that of all other segments.

Target markets are those markets in which the business will focus its marketing, sales, and product development efforts. The idea is to compete where the business has some leverage. All the remaining components of the product marketing strategy – product, pricing, promotion, positioning, and distribution – are specified based upon the target markets chosen. Target marketing is going to require some upfront work, but the rewards are huge, and well worth the effort.
vi. Outline the key points which a marketing plan must contain?
Answer:
Marketing plan is a key part of business success. We can decide which customers to target. You need to work out how you will reach and win new customers. You need to make sure that you keep existing customers happy. And need to keep reviewing and improving everything you do to stay ahead of the competition. The marketing plan should be the reference document you use as a basis to execute your marketing strategy. It sets out clear objectives and explains how you will achieve them. Perhaps most importantly it looks at how you can ensure that your plan becomes reality. Remember that marketing in itself will not guarantee sales, but by adopting a well-researched and coherent plan, you have a much better chance of building long-term, profitable relationships.

The marketing plan should start with an executive summary. It gives a quick overview of the main points of the plan. Although the executive summary appears at the beginning of the plan, you should write it last. Writing the summary is a good opportunity to check that your plan makes sense and that you haven't missed any important points.

Business strategy
· It's a good idea to introduce the main body of the plan with a reminder of your overall business strategy, including:
· What your business is about (your business mission)
· Your key business objectives
· Your broad strategy for achieving those objectives

This helps to ensure that your marketing plan, your marketing strategy and your overall business strategy all work together. For example, suppose your business strategy is based on providing premium quality products and service. Your marketing strategy and plan will need to take this into account, targeting customers who appreciate quality, promoting your product in ways that help build the right image and so on.

External and internal analysis for your marketing plan
Understanding the environment your business operates in is a key part of planning and will allow you to discern the threats and opportunities associated with your area of business. A STEEPLE analysis helps you to identify the main opportunities and threats in your market! We also need to understand your own internal strengths and weaknesses. For example, the main strengths of a new business might be an original product and enthusiastic employees. The main weaknesses might be the lack of an existing customer base and limited financial resources.We can find out more about strategic analysis in our guide on how to review your business performance.

Marketing objectives
Your marketing objectives should be based on understanding your strengths and weaknesses, and the business environment you operate in. They should also be linked the overall business strategy. Once you have decided what your marketing objectives are, and your strategy for meeting them, you need to plan how you will make the strategy a reality. Many businesses find it helpful to think in terms of the four Ps:

· Product - what your product offers that your customers value, and whether/how you should change your product to meet customer needs.
· Pricing - for example, you might aim simply to match the competition, or charge a premium price for a quality product and service. You might have to choose either to make relatively few high margin sales, or sell more but with lower unit profits. Remember that some customers may seek a low price to meet their budgets, while others may view a low price as an indication of quality levels.
· Place - how and where you sell. This may include using different distribution channels. For example, you might sell over the Internet or sell through retailers.
· Promotion - how you reach your customers and potential customers. For example, you might use advertising, PR, direct mail and personal selling.
· People - for example, you need to ensure that your employees have the right training.
· Processes - the right processes will ensure that you offer a consistent service that suits your customers.

Physical evidence - the appearance of your employees and premises can affect how customers see your business. Even the quality of paperwork, such as invoices, makes a difference. The marketing plan must do more than just say what you want to happen. It must describe each step required to make sure that it happens. Remember to focus on the long-term strategy. Reducing customer service might boost short-term profits, but next year you might not have any customers left.

Make it happen-A plan will not happen by itself. You need to make someone responsible for monitoring progress and chasing up overdue activities. Reviewing progress will also help you learn from your mistakes so that you can improve your plans for the future.








vii. Why it is important for a business to plan the market strategy keeping in view the target market/ customer? Activity Mobile phones produced by a large American company are not selling well, as they were. The top management has decided that company should prepare a market research plan to handle the situation. Keeping in view the above situations prepare a marketing research plan for this company?

Answer:
Developing a marketing strategy is vital for any business. Without anyone, efforts to attract customers are likely to be haphazard and inefficient. To achieve this, the company managers will need to create a flexible strategy that can respond to changes in customer perceptions and demand. Hence, the company managers need to develop a strong marketing strategy by analyzing its own strength and weakness as well as analyzing the current market condition. It will help to create momentum through critical mass and brand recognition. And he need provides the effectiveness of its marketing efforts in order to determine the advertising return on investment and the commerce generated from the various channels in order to improve the sales of its company!

Moreover the company mangers need to maintaining and expanding a broad base of clients in target territories, establishing alliances with product and services companies so that it can deliver high-quality products, and invoking its own organization to bring these together and implement total solutions for customers. The company will move from the traditional product-focused strategy to a total-focus on customer ownership.

Here are the business marketing plans as mention below in order to boost up the company saleability and conquer its reputation as mention below: 

Established a Pricing Strategy
Affordable retail prices are competitive and affordable for businesses and also established a pricing and commissions structure for sales representatives and distributors. Bulk purchasing enables the company to reduce its cost of goods sold, increase revenue, and pass on the savings to businesses and consumers.

Promotion Strategy
 Overall goal is to generate additional retail traffic, increase the business and consumer base, and create more awareness to the need for this type of service in the marketplace. Currently, marketing efforts have revolved around sales representatives and telemarketing and include positioning the company for co-branding alliances with several industry leaders. It is Cellular Providers' belief that the best way to introduce its services to businesses as well as consumers is through aggressive telemarketing.








Advertisement practices, 
Emphasize considerable recognition through these additional promotional campaigns through mediums: Press releases sent to major industry publications. 
· Television advertising. 
· Trade shows. 
· Construction. 
· Oil and gas journals.
Marketing Programs
Advertising programs include direct response advertising, public relations program, co-marketing promotion, relationship building, direct sales efforts, telemarketing, trade shows, ads in print media and radio and television.

The company marketing propositions are designed to appeal to various target audiences, regardless of their level of sophistication. The company will continually inform businesses and consumers through press releases and media placements about the service benefits as well as endorsements from other customers.

These two factors naturally create a curiosity from those not previously exposed to Cellular Providers services, as well as the public sector seeking improved methods in cellular service deals. Overall, this is intended to encourage further investigation by businesses and consumers and is precisely the result Cellular Providers seeks. It is believed that this strategy will draw an abundance of curiosity from which a substantial market can be developed.

As an extra incentive for customers and potential customers to remember the Company’ name, the company plans to distribute advertising specialties with the company logo. This will be an ongoing program for the company, when appropriate and where it is identified as beneficial.

The objective of incentives is to portray a positive image the company goals and products as an attractive functionality. It is also to show customers how to use the latest in technology as it relates to wireless communications services.

 Strategic Alliances
The Company has to work and established strategic partnerships with the leading companies industry. Management feels that these partnerships will enhance sales and help build critical mass and business momentum and agrees to accept a new client; it is accepting a new business partner. Plans are underway to further strengthen relationships and establish other relationships as the need arises in the future.

Competitive Edge
Activities contributing to company success include identifying emerging trends and integrate them into Cellular Providers' operations, respond quickly to technology changes/be there early, provide high-quality services, continue to invest time and money in marketing and advertising, continue to expand into specialty markets, and stay ahead of the "technology curve."The future is highly dependent upon measuring resources we need in order to execute our plans and be competitive. Our method includes qualitative and/or quantitative measurements of competition and by estimating our own company growth, sales, and cash flows.

The overall marketing plan for Cellular Company based on the following fundamentals:
a. The segment of the market(s) planned to reach. 
b. Distribution channels planned to be used to reach market segments: retail outlets, sales representatives, and telemarketing. 
c. Share of the market expected to capture over a fixed period of time.
d. Capture market share of businesses in the operating areas. 
e. Capture market share of new consumers in the operating areas 
f. Develop market share for satellite dishes and equipment. 
g. Educate businesses and consumers about services provided. 
h. Position the company as the number one provider of solutions to wireless communications. 
i. Make a major branding effort emphasizing array of services, . 
j. Gain as much market understanding as possible to ensure that your approach is correct.
k. Decide what mediums to use (MMS, mobile website, Social Media), and how to cross-pollinate between them.
l. What tone and angle are you going to take to inspire your target audience to get involved?
m. Create share points, and invite users to share your content or information between handsets or platforms easily.
n. Fan the flames by releasing updates and encouraging renewed interest.
o. Monitor the precision analysis and tracking, making campaign optimization an ongoing process.
p. Create new collateral marketing materials (brochures, radio ads, video). 
q. Media placements including magazine, TV, radio, Internet, print, and banner advertising. 
r. Expand product and service offerings. 
s. Provide sales reps with free demo systems.
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