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	Business Administration

Unit 9, Effective Marketing

1.  
i. It is important for a business to assess the market trends within a given market to ensure an effective marketing plan.  Having up to date and accurate information of what the customer requires gives the insight required to achieve this.  Customers’ requirements can change, therefor the business must also change in order to remain profitable.  These market trends could be as simple as a different colour being favoured, to flat pack furniture having to be pre-assembled before a customer will buy it.  If a business does not assess market trends, it will get left behind allowing others to challenge, and take their market share.
ii. Different types of market research are methods such as a: -
· Customer Survey. This brings direct feedback from your customers, their views on performance, product standard, delivery, possible areas of improvement and future requirements etc.  Extremely valuable information that can be utilised to formulate a marketing plan.  These surveys can be easily distributed with delivery of existing orders, corresponding invoices, online surveys or bulk customer emails. 
· Another method would be a personal visit, this would be more productive as it is not as easily ignored as a survey or flyer. Although the downside would be this targets a limited number of customers.  A benefit could be, this one customer could the procurement manager of a major chain of supermarkets, enabling the opportunity to distribute a large quantity of goods throughout all stores.  Obviously then, a personal visit for market research purposes should be targeted to larger distributors or bulk buyers.
· Product Trials is another excellent method of market research.  This is a simple method often used in supermarkets.  A product is placed within a group of stores and customer response is monitored. For food products, tasting counters are often utilised to assess reaction and possible demand for that particular item.  This is a costlier method of research, but statistics gained are invaluable.
· Focus groups or group discussions are another good method of research.  Often used in universities, where a large group of people can be interviewed in groups using pre-defined and set questions, monitoring responses by observation and also examining the actual answers given by each group. This method is often recorded for further viewing and analysis.
iii. Factors that affect buyer behaviour are: -
· Marketing Stimulus, such as Product, Price, Place and Promotion.  Is it the right product, at the right price, in the right place and is there a promotion for it?
· Other factors can be Political, Economic, Social and Technological.  A question a buyer may need to consider is “Would there be a political backlash if this product were to be purchased”?  Trading internationally causes such issues often.  A buyer may also be persuaded to buy a product due to social pressure, a particular brand or colour or style of shoe is worn by all his/her friends, therefore he/she must have the same.  Some buyers are led strongly by technology, some people just love gadgets that are the latest or newest available. 
· Other factors that affect buyers could be Brand Choice or Dealer Choice.  A buyer may prefer one brand to another, this could be due to quality of product, price or simply personal preference.  In a similar way, a buyer can have a preferred dealer, he would rather buy from this supplier than another, possibly due to a better service or cleaner buying environment.
· Quality of service is another factor to influence buyer behaviour.  Having knowledgeable, attentive and efficient staff can help a business make a buyer feel confident in the ability to supply the products required.  Ensuring a good after sales service is in place, as well as an efficient order processing system helps secure repeat business.
· A buyer must be confident in the knowledge that the supplier has a good understanding and knowledge of his requirements and needs.  
iv. Reliable and valid market research is vital, to have inaccurate findings would be catastrophic to a marketing plan.  To assess the validity, you must examine the research, how and where it was conducted, and do the findings meet expectations?  Was the survey (if it was a survey) targeted to a specific audience? Were the questions relevant and well structured? Can the answers relate to a structure? For example, If the question is “Did the paint cover the wall?”, it does not indicate or question how many coats of paint were needed, did the paint conform to expectation?  
Another factor is the sample size of a survey, and its relativity to the target market, for example, it would be inconclusive to survey six female old age pensioners in a bingo hall as to what their thoughts are for the new generation of ‘Nike’ trainers due to be released in the spring. 
Bad, inaccurate and misled information is worse than no information.  It could divert a company’s objective to poor decisions.  
v. By Target Market we mean the market which the organisation would like to purchase the goods, the potential customers.  It is the area that a Marketing plan will focus on to direct its sales efforts to.  A target market could geographical, as in a country or area of population, or it could be age defined, male or female orientated etc.
vi. A Marketing plan should contain a Purpose, outline its Benefits.  It should identify your Customers and a method of establishing a good relationship therewith.  It should contain your own Company Profile, ensuring that your potential customers see you in a good light.  A marketing plan should highlight your Niche, how you differ from competitors, how you excel and are preferred to others.  The company’s Tactics should be within a marketing plan, outlining what your preferred method or tactic will be to achieve your goal and attract more customers.
Vital for a marketing plan is a Budget.  A marketing process can be extremely costly, sometimes without any need.  A sensible approach with a set budget is required to maintain control and still be effective.
vii. Keeping the Target Market/Customer in mind when planning a Market Strategy is important because a marketing strategy can be costly and time consuming to establish, if a company plans a marketing strategy for the wrong market sector, this would be a futile effort, wasting time and money on an impossible task.  For example, if I were a Battery Manufacturer, and I am marketing a new battery for Electric Powered Wheelchairs, it would be wasted efforts to advertise and market this battery in Truck Dealerships.  Keeping in mind your Target Market enables a marketing plan to succeed, reaching the customers that actually require/want that product.

Activity
· Define the Purpose, Budget & Benefits of this Market Research Plan.  
The purpose being to establish a reason for lack of sales, create ideas and opportunities to recover these lost sales and define improvements where needed.  To review the company’s policies, procedures for possible improvement.  To understand the requirements and demands of the customer, find out what they expect.  The benefits will be an increase in sales, with a better understanding of the current market, leading to improved customer satisfaction, repeat business and increased profit.  An overall budget for this Plan has been set at $ xxxx
· Examine Current Market Demands
Create a questionnaire on the Company website, inviting comments from visitors to establish what they require/demand from a new phone.  This could include an offer to purchase a new model at a discounted rate to provide an incentive to submit to the survey.
Organise an email campaign targeting previous and existing customers (for whom email details should be on file), again, inviting comments on requirements/demands from a new phone.  Again, the same offer to purchase a new model can be applied here.
Email a questionnaire to High Street Retail Outlets.  This could include questions on competitor’s strengths/weaknesses.
Questions should include product strengths & weaknesses, availability, pricing, retailer strengths & weaknesses, Company strengths & weaknesses, areas for improvement.
· Assess Competitors Products/Services
As well as the above questionnaire, a selection of phones can be purchased to evaluate their strengths and weaknesses.  A selection of competitor’s adverts (newspaper, magazine, flyers) can be compiled and brought in to be analysed.  Attention should be paid to after sales service, sales contracts, as well as price, quality, features, offers & promotions etc.
· Define the Target Market
Using the information gathered, definition can be made of what the Target Market will be, age group, area, business or personal use.  Distribution methods can be addressed at this point also, should the company concentrate on web sales, retail outlets, or a combination of both.  Are there options to target retail outlets, should distribution be via Dedicated Mobile Phone Shops, Supermarkets or other retail outlets.
· Tactics
Now would be the time to begin planning tactics on how to achieve the end goal, of increasing sales.  Utilising the facts and figures gathered, questions need to be answered here, does the product meet requirements/demands?  Can it be improved, or does it need replacing totally?  Is the lack of sales due to the product, or other factors such as after sales service possibly, or a lack of supply to the retailers, or are the retailers preferring a competitor’s model?  By finding answers to these questions, tactics can be formulated to address and overcome the issues raised.  You have to know what’s broken before you can fix it.
· Assess the Company Profile
The company profile always needs assessing, issues such as social and environmental perspective, political relations and the general public’s perception are important factors for success.  If the company has a good recycling strategy for example, advertise this as part of a campaign to raise awareness to the public – don’t just be green, but be seen to be green! 
· Report the Findings
Call a meeting with Board of Directors and Executive Management.  Suggest if, how, and where improvements can be made to the product, it’s marketing, it’s retailing and it’s branding.  Suggest improvements for the company to improve its Company Profile.  Using the findings of the market research to encourage change
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