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Question 1
i. It is very important for a business to assess market trends within a given market, as it gives them insight into what their competitors are doing, it allows them to customize campaigns to directly target certain customers and could potentially increase sales. Having information about particular market segments helps a company strategically craft their approach to specific age or demographic groups.

ii. Market research techniques are used to identify areas of opportunity and to find out more about the customers you are trying to reach. Depending on the company’s budget and time constraints, there are several options that can be used. 

Surveys can be conducted via phone, email or paper based mail. These can be used to determine customer awareness of your brand and business, assess changes in attitudes or opinions and identify client segments. Surveys should not take up too much of an individual’s time and ask specific questions to capture the information required.

Another method is a focus group. These are used as a group interview or discussion session to brainstorm and gather information about different user needs and ideas. These can help the marketers gather analytical data about the users and determine what the customers’ priorities are. These groups are usually compensated in some way, as participating in a focus group is a more time consuming endeavor than a phone survey.

Individual interviews are another way to gather market research. This involves a moderator and one participant, as these are conducted one-on-one. The format can vary from free flowing conversation to highly structured questions that result in specific answers.
Experiments or trials are another market research method. These are conducted in a controlled environment or in a more natural setting and the aim is to test out a specific hypothesis.

iii. There are four main factors that affect buyer behavior. These include: cultural, social, personal and psychological factors. 

Cultural factors include religion, ethnicity and social class status such as occupation or educational background. These can all impact buying decisions, as cultural norms may dictate certain habits or beliefs. This can also be further broken down into countries or specific geographical regions.

Social factors include family and friends, co-workers and relatives, and the individual’s place in society. Is the person married, single, have children, a young employee starting out in his career? These factors will all influence the types of purchases being made. Additionally, someone with a higher level of disposable income will purchase differently than someone from a lower income group.

Personal factors include someone’s occupation, age and personality. Buying habits will be influenced by the amount of income available for purchases. Someone from a lower class income is more likely to spend money on necessities, not luxuries, whereas someone with a higher salary is more likely to spend money on wants, not needs, as he can do so without facing economic hardship.  Age also comes into play as a teenager may be more likely to spend money on “fun” items such as trendy clothes and makeup, whereas an adult would spend money on more practical items, such as business clothing and home repairs.

Lastly, psychological factors affect buyer behaviour. This includes motivation, perception and attitudes. Everyone has different motivational reasons for buying, including fulfilment of physiological, biological or social needs. A customer will also have his own beliefs about certain brands and their efficacy or excellence, which will also determine buying patterns.
 
iv. The validity and reliability of market research findings are important as they will determine the accuracy of results obtained. In reviewing the results, the marketers need to determine whether the data supports the key findings of their survey methods. Did they use sample sizes representative of their target population? Was there an even distribution across age or social groups? What research methodologies were used to capture their data? Were the questions clearly worded and did they provide distinct and unambiguous responses? The reliability of data is important because if the wrong questions were continually asked, it will skew the results and yield poor information. Additionally, if there is  a large variation in results, the information will appear suspect.

v. The term “target market” refers to the customers that are most likely to buy from your company. They are a specific group of people to whom your company is aiming its products and services. For starters, some considerations to consider in identifying the target market include looking at the customer’s age, gender, income level, geographic location and occupation.

vi. There are several key points a marketing plan must contain. These are described as follows:

a. Market Research: collect and organize information about your product, industry and competitors, look at suppliers you will need and seasonal buying patterns.
b. Target market: determine the market demographic for your product 
c. Product: what is the product you’re selling? What are the benefits of your product?
d. Competition: who are your competitors and what are they doing? What can you learn from them and what can you do differently?
e. Strategies: what strategies will you use to market your product? This will include a mix of traditional and newer methods, including print media, trade shows and networking events, along with using Facebook, Twitter, YouTube and a company website.
f. Budget:  determine what your budget will be for marketing, including print and digital services.

vii. The target market should always be kept in mind when planning a market strategy as this will determine your approach going forward. Identifying your potential customers correctly is a crucial step and needs to be done with careful consideration and planning. If your target market or ideal customer is incorrectly identified, there is a stronger chance your marketing efforts will fail, as the plans will have been improperly chosen and implemented.

Marketing starts with your customers and the marketing plan will outline how you intend to meet their needs and communicate the benefits of your product or service. The marketers need to know who their customers are, understand what they need and why they buy. This means they must know the group they are targeting and why. Having a refined plan provides more focus and clarity to their efforts and a tailored approach will result in a more effective marketing campaign. 

Case Study/Activity (involving a fictitious company)
Mobile phone sales from American owned company, CellMate, have been in steady decline for the past year. The following outlines the plan of action to remedy the situation.

1. Market & situation analysis: due to several factors, CellMate’s sales have steadily declined over the course of 2015. Reasons include: the continually weak American dollar, advances in technology and questions about the phone’s perceived level of security. Major competitors include iPhone and newer model Android phones. A SWOT analysis reveals that CellMate’s best-selling model, the CM1, has declined in popularity while Android based phones from Samsung and Nokia continue to grow. CellMate’s strengths are its affordable price tag and similar operating systems as their main competitors. A weakness that hurt sales was a large-scale data breach during 2015 that affected 1 million customers. This weakened consumer confidence in the product and impacted their sales figures. However, this presents the company with the opportunity to improve their data security with a revamped focus on upgraded operating systems and higher level security encryption on their phones.

2. Market segmentation and customer analysis: CellMate’s target market is the much-coveted 18 to 35 year old age bracket. This group is shown to be the highest number of uses of cell phones and the ones for whom having a high quality phone is of importance. Prior to the data breach scandal, CellMate was in the top 5 of cell phones chosen globally within this age group.

3. Objectives & Goals:  CellMate aims to move back into the top 5 with their target market within the next 18 months and increase their sales by 20%. Their goal is to once again become the “affordable phone for the young urban professional”, as their original campaign slogan was presented. 

4. Strategies: a renewed focus on data security, encryption and upgrading operating systems will help them achieve their goals. CellMate wants to regain the consumer’s trust to ensure them that their information is secure when using their phones and that like an iPhone, will be impervious to hackers and malware. They will hire more data security officers to implement and oversee security measures taken by the company and create a data security board, to meet each week and review ongoing issues. Additionally, there will be continual upgrades to their operating system, as this is an area where they were previously lacking. Making updates available to customers sooner than their competitors will provide an additional edge in the marketplace. Monthly meetings to review the impact on sales will determine their success in these new tactics. Quarterly town hall meetings with staff will outline the effectiveness of their new strategy and how they are progressing.

5. [bookmark: _GoBack]Budget: the plan to turn around their business will be an expensive one. CellMate has allocated $100 million to create new advertising campaigns, hiring of new staff and upgrading of their existing technologies. CellMate anticipates that this reinvestment into their business will prove effective and ultimately worthwhile over the next 12 to 18 months to fully turn around their sales.
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