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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. 
	Please insert your completed assignment ( in word format)  here:

What is Marketing segment? Give example 
Market segmentation is the practice of dividing consumers into groups based on shared needs, desires and preferences. ... Businesses often segment the market based on key demographics such as age, gender, income level or marital status, but they also use more precisely defined categories to target specific groups

What type of information is collected in marketing analysis? 

1. Primary Data- Primary data is the data which is collected first hand specially for the purpose of study. It is collected for addressing the problem at hand. Thus, primary data is original data collected by researcher first hand.
2. Secondary data- Secondary data is the data that have been already collected by and readily available from other sources. Such data are cheaper and more quickly obtainable than the primary data and also may be available when primary data cannot be obtained at all.









Outline the steps involved in the buying process. 

The customer buying process (also called a buying decision process) describes the journey your customer goes through before they buy your product. Understanding your customer’s buying process is not only very important for your salespeople, it will also enable you to align your sales strategy accordingly.

The five stages framework remains a good way to evaluate the customer’s buying process
1. Problem/need recognition
This is often identified as the first and most important step in the customer’s decision process. A purchase cannot take place without the recognition of the need. The need may have been triggered by internal stimuli (such as hunger or thirst) or external stimuli (such as advertising or word of mouth).
2. Information search
Having recognized a problem or need, the next step a customer may take is the information search stage, in order to find out what they feel is the best solution. This is the buyer’s effort to search internal and external business environments, in order to identify and evaluate information sources related to the central buying decision. Your customer may rely on print, visual, online media or word of mouth for obtaining information.

3.Evaluation of alternatives
As you might expect, individuals will evaluate different products or brands at this stage on the basis of alternative product attributes – those which have the ability to deliver the benefits the customer is seeking. A factor that heavily influences this stage is the customer’s attitude. Involvement is another factor that influences the evaluation process. For example, if the customer’s attitude is positive and involvement is high, then they will evaluate a number of companies or brands; but if it is low, only one company or brand will be evaluated.
4. Purchase decision

The penultimate stage is where the purchase takes place. Philip Kotler (2009) states that the final purchase decision may be ‘disrupted’ by two factors: negative feedback from other customers and the level of motivation to accept the feedback. For example, having gone through the previous three stages, a customer chooses to buy a new telescope. However, because his very good friend, a keen astronomer, gives him negative feedback, he will then be bound to change his preference. Furthermore, the decision may be disrupted due to unforeseen situations such as a sudden job loss or relocation.

5. Post-purchase behavior
In brief, customers will compare products with their previous expectations and will be either satisfied or dissatisfied. Therefore, these stages are critical in retaining customers. This can greatly affect the decision process for similar purchases from the same company in the future, having a knock-on effect at the information search stage and evaluation of alternatives stage. If your customer is satisfied, this will result in brand loyalty, and the Information search and Evaluation of alternative stages will often be fast-tracked or skipped altogether.
On the basis of being either satisfied or dissatisfied, it is common for customers to distribute their positive or negative feedback about the product. This may be through reviews on website, social media networks or word of mouth. Companies should be very careful to create positive post-purchase communication, in order to engage customers and make the process as efficient as possible.
What do you evaluate when considering the marketing segments? 
You can evaluate the market potential of a segment by looking at the number of potential customers in the segment, their income and the number of people in the segment who need the kind of product you offer. A market participant is one who is going to buy such a product, and the total number of participants times their purchases forms the total market. A market participant has to need the product, have the ability to pay the price of the product and has to want to buy the product. Evaluating how many such people are in each segment lets you gauge the potential market.

What is SWOT analysis. 
SWOT Analysis is a useful technique for understanding your Strengths and Weaknesses, and for identifying both the Opportunities open to you and the Threats you face. Used in a business context, it helps you carve a sustainable niche in your market.


What are the five P's of a marketing plan? How do they influence the positioning of your product? 
Product
What are you selling? Are you providing a service? How does the product work? What does the product look like? What type of packaging does it have? These are all aspects of your product. The product category can extend to things like the type of warranty you offer, service and installation to name a few.
Price
Price refers to how much your customer pays you for whatever product your business provides. Price is normally based on a number of factors: cost to manufacture & distribute, promotional costs including advertising and marketing materials, shipping costs, discounts, and even the cost to switch from another provider.
Placement
Placement deals with how you plan to distribute your product…this can include where your product is available and when your customer can purchase it? How do you intend to get your product to your target audience?
Promotion
Promotion deals with how you communicate with your customers. This can cover everything from advertising and email marketing to brochures and catalogs. It also includes how the distributor of your product communicates with their customers about your product.
People
These are the people that bring your product to your customer and the people that maintain this relationship after the purchase. This can include sales reps, customer service, receptionists, shipping managers, etc. People are an essential part of achieving your business’ marketing goals.

Discuss in detail the steps involved in a sales cycle. 


1. [bookmark: _GoBack]Lead Generation (Outbound for Sales Reps)
2. Qualify Leads (Budget, Capacity, Timing)
3. Demonstrate Value (Translate into Prospect Needs, Wants, Desires)
4. Guide Prospect Understanding (Manage Objections, Frame Thinking) 
5. Deliver and Support (Customer Satisfaction!)
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