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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1 – I – It is important for a business to assess the market trends within the given market because they will affect product demand, the desired characteristics of the product, and the overall sales. Identifying and understanding market trends will help predict changes that can impact the business. It is important to know the customers to know their needs and requirements in order to plan products and services accordingly. If a business is not aware of their current market needs and demands, or if it doesn’t notice a change in the market, it will fail to meet the consumer’s requirements and will lose him as a costumer.

1 – II – Market research techniques can be divided into two categories: Primary and Secondary Research. Primary research is a research carried by the company with the objective of gathering information that can be used to improve products and services, it is developed from scratch and with the particular parameters define by the company. This information can be collected by carrying out surveys, focus groups, interviews, etc. Secondary research is a research based on information that is already available from other sources outside of the company. Since this information is note developed from scratch with the company specific parameters, it will not meet them exactly, but it might meet some of them. By collecting this secondary information, the company can later develop a primary research with only the missing parameters and therefore result in a less expensive primary research. 

1 – III – The factors that affect buyer behavior include personal factors (such as age, education, personality, etc.), psychological factors (such as attitudes, motivations, etc.), social factors (such as family and friends and their opinions), and cultural factors (such as social class and culture). The combinations of these factors will impact the needs and preferences of the consumer, and therefore his buying behavior. For example, two consumers looking to buy a car, one is 18, just got is license and is a student, while the other is 35, married and with a secure job. The first one will be looking for something cheap since it is first car and he can’t afford something expensive, while the other will be looking for something with his family in mind and he can afford something more expensive. Even though both customers are looking to buy a car, the product they will end up buying is very different based in these factors that affect their lives.

1 – IV – The validity of a market research depends on whether the research is actually measuring what is claiming to be measuring, therefore, in order to assess the validity of the research, it is necessary to know and understand how the research was undertaken and if it is really measuring what the company wants to be measured. It is necessary to ensure that the sample size is representative of the target population and that the data supports the research findings.
The reliability of a market research depends on the consistency of the results and on whether the research results can be applied to a wider group than those who specifically participate in the research. For example, if the research was carried out with a different set of subjects, would the results be the same?

1 – V – Target Market is s specific group within the overall market to which the business decides to focus their marketing efforts in order to develop a more direct and cost-effective marketing strategy. For example, a company that produces sports cars. The overall market for a car is everyone that needs/wants a car for transportation, but the target market is someone who wants a sports car, likes speed, and can afford the luxury of a top sports car. By identifying and focus on this target market, the sports car company can develop a market strategy that will better suit this market segment rather than develop a “one size fits all” type strategy for everyone on the overall market.

1 – VI – The key points which a marketing plan must contain include: Purpose (what are the goals that the marketing plan must help achieve), Benefits (how will the product meet the needs and requirements of the customer), Customers (identify target market segment and how to reach them), Company Profile (how is the company perceived by the customer), Niche (a focused part of the market that the company is willing to serve), Tactics (the methods used to reach the customers), and Budget (estimate the amount of time that will be spent and where will it be spent).

1 – VII – It is important for a business to plan their market strategy with a target market in mind because it will result in a more efficient and cost-effective marketing strategy. Focusing the marketing efforts in a specific group will avoid waste of resources and will result in a customized product for that market segment. For example, it would be a waste for Ferrari to market their product to an overall market that includes people who are looking for a small car to get around the city, or people with children who are looking for a larger can that will be able to accommodate their family’s needs. By focusing their marketing efforts on their target market, Ferrari can develop a marketing strategy that aimed directly at people who enjoy, and can afford, a luxury sports car. This will result in a much more efficient use of their resources.



ACTIVITY:

Executive Summary:
This market research plan is for ABC Communications regarding the recent decrease in sales. The primary objectives of the research is to determine the market trends and update their understanding of the consumer needs.

The target market is everyone that has the need for a mobile phone. ABC Communications has a great range of mobile phone with different characteristics that should meet most needs.

By the end of this research, ABC Communications sales should at the very least return to the same level of sales as in previous periods, and an optimal result would be an improvement on those sales.

Market and Situation Analysis:
[bookmark: _GoBack]In the last few years the overall consumer purchasing power has been declining and people tend to purchase only the basic necessities and avoid high end items if they can get by with a more basic item.

Market Segmentation and Customer Analysis:
ABC Communications produces a range of products that will fit most consumer needs, however, the specific target markets can be divided according to the model of mobile phone:

Model X1: This basic model is aimed to consumers who do not require an expensive device with lots of features. Ideal for parents to keep in contact with their children and senior citizens who do not require a lot of technology. Both markets needs are meet with basic phone and messaging feature. 

Model X2: This mid-range model is aimed to consumers with a larger need for features and technology but do have the economic power to purchase a high-end model.

Model X3: This high-end model offers the latest technology in mobile phones. Ideal for businessmen with high productivity needs. 

Objectives and Goals:
The business needs to reconnect with the customer and to be seen as a mark in the mobile phone market. For this to be achieved, ABC Communications should execute a product re-launch in the next six months aimed to meet the requirements assessed by this research, which will improve the image of the company in the eyes of the customer.

Strategies and Tactics:
In order to achieve the proposed objectives, ABC Communications will adjust the prices of the overall line of mobile phones to achieve a competitor advantage, and during the two months period after the product re-launch there will be a 15% discount on all products.
ABC Communications will also sponsor events and charities within their local community to improve brand image.

Budget and Controls:
The forecasted cost of the changes in the marketing strategy should not pass the £100.000.00.
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