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QUESTION 1
i. How important it is for a business to assess the market trends within a given market?
Market trends impact your market, your business and customers so it is important to track them to help you grow your business profitably. If you identify the market trends early enough then it is easier to plan for changes so, you can grow your business successfully.  
ii. Discuss different types of market research techniques.
Market research makes use of analytical and statistical techniques and methods to gather and interpret information in an organized fashion. This process also involves opinion and social research and is important in today’s increasingly complex business environment. In such a scenario, businesses cannot just rely on their ‘gut-feeling’ to run things, and this is why market research is needed. 




a. Primary market research
Is a kind of market research which is done by the business or a company itself with the objective of gathering information that can be used to improve the products, services and functions? Primary market is also known as field research since it is research done from scratch, without using any information that is already made available through other sources. It is the most common type of a market research method and is also the most valuable type. Primary market research is a method that only answers specific questions and not irrelevant issues.
b. Secondary market research
As opposed to primary market research, secondary market research technique that does not aim to gather information from scratch but relies on already available information from multiple sources. This research focuses on data or information that was collected by other people and is available for either free or paid use for others. Secondary market research takes into account many different sources for collection of information including government data, newspaper, magazines, the internet, etc. one of the benefits of doing secondary market research is that it is mostly free and takes a lot less time.
c. Qualitative market research
This is a kind of a research method which mainly takes into account the opinions and feelings of a customer as far as a business’s products and services are concerned. This type of research tries to get behind the customer’s mind to fathom what they see lacking or whether they truly like the product or not. Some common examples of qualitative research work include doing face to face interviews, being part of focus groups etc.
d. Quantitative research
This kind of market research work that is based on hard facts and statistical data rather than the feelings and opinions of the customer or consumer. This type of research can prove useful both in terms of primary market research and secondary market research. Some of the common examples of quantitative research include exit surveys, questionnaires, on-site field work and the shopping bag survey. In fact, another example of quantitative research includes researching of previous existing financial reports, research papers. Quantitative market research comes out with a wide range of statistics and helps to find out the size of the market as well.  
iii. Explain the factors that affect buyer behavior.
a. Cultural factors
Consumer or buyer behavior is deeply influenced by cultural factors such as buyer culture, subculture and social class.
· Culture: basically, culture is the part of every society and is the important cause of person wants and behavior. The influence of culture on buying behavior varies from country to country therefore marketers have to be very careful in analyzing the culture of different groups, regions or even countries.
· Subculture: each culture contains different subcultures such as religions, nationalities, geographic regions, racial groups etc. marketers can use these groups by segmenting the market into various small portions. For example marketers can design products according to the needs of a particular geographic group.
· Social class: every society possesses some social class which is important to the marketers because the buying behavior of people in a given social class is similar. In this way marketing activities could be tailored according to different social classes. Here we should note that social class is not only determined by income but there are various other factors as well such as wealth, education, occupation etc.
b. Social factors
Social factors also impact the buying behavior of consumers. The important social factors are reference groups, family, role and status.
· Reference groups: reference group have potential in forming a person attitude or behavior. For example if the product is visible such as dress, shoes, car etc then the influence of reference groups will be high. Reference groups also include opinion leader ( a person who influences other because of his or her special skill, knowledge or other characteristics).
· Family: buyer behavior is strongly influenced by the member of a family. Therefore marketers are trying to find the roles and influence of the husband, wife and children. If the buying decision of a particular product is influenced by wife then the marketers will try to target the women in their advertisement. Here we should note that buying roles change with change in consumer lifestyles.
· Roles and status: each person possesses different roles and status in the society depending upon the groups, clubs, family, organization etc. to which he belongs. For example a woman is working in an organization as finance manager. Now she is playing two roles, one of finance manager and other of mother. Therefore her buying decisions will be influenced by her role status.
c. Personal factors
Personal factors can also affect the consumer behavior. Some of the important personal factors that influence the buying behavior are lifestyle, economic situation, occupation, age, personality and self-concept.
· Age: age and lifestyle have potential impact on the consumer buying behavior. It is obvious that the consumers change the purchase of goods and services with the passage of time. Family life-cycle consists of different stages such young singles, married couples, unmarried couples etc which help marketers to develop appropriate products for each stage.
· Occupation: the occupation of a person has significant impact on his buying behavior. For example a marketing manager of an organization will try to purchase business suits, whereas a low level worker in the same organization will purchase rugged work clothes.
· Economic situation: consumer economic situation has great influence on his buying behavior. If the income and savings of a customer is high then he will purchase more expensive products. On the other hand, a person with low income and savings will purchase inexpensive products.
d. Psychological factors
There are four important psychological factors affecting the consumer buying behavior. These are; perception, motivation, learning, beliefs and attitudes.
· Motivation: the level of motivation also affects the buying behavior of customers. Very person has different needs such as psychological needs, biological needs, social needs etc. the nature of the needs is that, some of them are most pressing while others are least pressing. Therefore a need becomes a motive when it is more pressing to direct the person to seek satisfaction
· Perception: selecting, organizing and interpreting information in a way to produce a meaningful experience of the world is called perception. There are three different perceptual processes which are selective attention, selective distortion and selective retention. In case of selective attention, marketers try to interpret the information in a way that will support what the customers already believe. Similarly, in case of selective retention, marketers try to retain information that supports their beliefs.
· Beliefs and attitudes: customer possesses specific belief and attitude towards various products. Since such beliefs and attitudes make up brand image and affect consumer buying behavior therefore marketers are interested in them. Marketers can change the beliefs and attitudes of customers by launching special campaigns in this regard. 









iv. Assess the validity and reliability of market research findings.
Basically validity boils down to whether the research is really measuring what it claims to be measuring. For example, if  a marketer is purchasing a research report from a company claiming to measure how people prefer the marketer’s products over competitors’ products, the marketer should understand how the data was gathered to help determine if the research really captures the information the way the research company says it does.
Reliability is chiefly concerned with making sure the method of data gathering leads to consistent results. For some types of research this can be measured by having different researchers follow the same methods to see if the results can be duplicated. If results are similar then it is likely the method of data gathering is reliable. Assuring research can be replicated and can produce similar results is an important element of the scientific market research method.
v. What is meant by “target market”?
[bookmark: _GoBack]Is the specific group of people to whom you are trying to sell your product or service. Target market consists of a set of buyers who share common needs or characteristics that the company decides to serve.
vi. Outline the key points which a marketing plan must contain.
a. Purpose – what should the marketing plan help in achieving
b. Benefits - how will your products or services benefit the customer and exactly how will they satisfy their needs and requirements?
c. Customers – identify your target customer market and devise a system or strategy about how you will build long-term relationships with them.
d. Company profile – in order to position yourself in the market, you must carefully analyze how your customers will see your company. Therefore the company must have a terrific profile to set out with.
e. Niche – what is the niche that your company has defined and willing to serve?
f. Tactics – use tactics method that you can reach out customers.
g. Budget – you must have a budget allocated specifically for marketing purposes.


vii. Why it is important for a business to plan the market strategy keeping in view the target market / customer?
Defining your potential customer base reveals whether or not there will be enough business to keep your company afloat. You can edit your business plan and focus products and services on customers’ wants and needs.
While the market is initially reduced to its smallest homogeneous components (perhaps a single individual), business in practice requires the marketer to find common dimensions that will allow him to view these individuals as larger, profitable segments.

 Activity
By researching your markets, your competition and determining your unique positioning, you are in a much better position to promote and sell your product or service. By establishing goals for your marketing campaign, you can better understand whether or not your efforts are generating results through ongoing review and evaluation of results.
Marketing research plan for American company
a) Market research
Collect, organize and write down data about the market that is currently buying the product(s) or service(s) you will sell. Some areas to consider:
· Market dynamics, patterns including seasonality
· Customers – demographics, market segment, target markets, needs, buying decisions
· Product – what is out there now, what is the competition offering
· Current sales in the industry
· Benchmarks in the industry
· Suppliers – vendors that you will need to rely on.
b) Target market
Find niche or target markets for your product and describe them
c) Product
Describe your product. How does your product relate to the market? What does your market need, what do they need above and beyond current use?

d) Competition
Describe your competition. Develop your “unique selling proposition.” What makes you stand apart from your competition? What is your competition doing about branding?
e) Mission statement
Write a few sentences that state:
· Key market – who you are selling to
· Contribution – what you are selling
· Distinction – your unique selling proposition
f) Market strategies
Write down the marketing and promotion strategies that you want to use or at least consider using. Strategies to consider:
· Networking – go where your market is.
· Direct marketing – sales letters, brochures, flyers
· Advertising – print media, directories
· Training programs – to increase awareness
· Write articles, give advice, become known as an expert
· Trade shows
· website
g) Pricing, positioning and branding
From the information you have collected, establish strategies for determining the price of your product, where your product will be positioned in the market and how you will achieve brand awareness.
h) Budget
Budget your money. What strategies can you afford? What can you do in house, what do you need to outsource.
i) Marketing goals
Establish quantifiable marketing goals. This means goals that you can turn into numbers. For example, your goals might be to gain at least 30 new clients or to sell 10 products per week, or to increase your income by 30% this year. The goals must include sales, profits or customer’s satisfaction.


j) Monitor your results
Test and analyze. Identify the strategies that are working.
· Survey customers
· Track sales, leads, visitors to your web site, and percent of sales to impressions.
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