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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. The importance of a good market analysis in your area cannot be over emphasized, and whether you’re a large corporation or a small firm, understanding your market will help identify many different factors that can have an impact on your business or clients.

A good market analysis will have an economy overview, which is very helpful in understanding where your current market is and where it is going. My analysis focuses on five-year trends, which can tell me if a specific industry is growing or not. This can be important in identifying industries in your business development that you can capitalize on. It is also helpful in establishing parallels in which one industry may suffer but, because of the paralleled verticals, you can focus your candidates in another direction.


ii.  Types of Market Research Techniques
1. Primary Market Research - Primary market research is the most common type of a market research method and is also the most valuable type. It is a method that only answers specific questions and not irrelevant issues. a kind of market research which is done by the business or company itself with the objective of gathering information that can be used to improve the products, services, and functions. Primary market research 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.

2. Secondary market research -  takes into account many different sources for collection of information including government data, office data, newspapers, 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. This research focuses on data or information that was collected by other people and is available for either free or paid use for others.

3. Qualitative research - or qualitative market research 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.

4. Quantitative research - is a kind of market research work that is based on hard facts and statistical data rather than the feelings and opinions of the customers or consumers. 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 fieldwork and the shopping bag survey.


iii. The customer is the heart and soul of a business. They will be the first judges of the business’ goods and services. There are factors affecting buyer’s behavior.
Consumer's buyer behavior and the resulting purchase decision are strongly influenced by:
a. Cultural - Culture is the most basic cause of a person’s wants and behavior.
b. Social - A customer’s buying behavior is also influenced by social factors, such as the groups to which the customer belongs and social status. Each culture contains “sub-cultures” – groups of people with share values. Sub-cultures can include nationalities, religions, racial groups, or groups of people sharing the same geographical location.
c. Personal 
d. psychological characteristics





iv. Market research is the process of linking the consumers, customers, and the public to the marketer through information. The goal of marketing research is to identify and assess how changing elements of the marketing plan impacts customer behaviour. 

Marketing research is commonly interchanged with marker research; however, expert practitioners may wish to draw a distinction, in that market research is concerned specifically with markets, while marketing research is all about marketing processes. Market research findings may include;

· Products and services and their customer fit;
· Customer profiles;
· Customer characteristics and
· Customer needs and wants

Without knowing your target market, it is impossible to go out there to sell your product or service.

v. Target market means A specific group of consumers at which a company aims its products and services. Your target customers are those who are most likely to buy from you. You can profile your target market using four categories:
1. Geographic – e.g. location, population, size or climate
2. Demographic – e. g. age, gender, family size, family life cycle or income
3. Psychographic – e. g. social class, lifestyle, motivation or personality
4. Behavioral – e. g. product benefits, frequency of use or brand loyalty


vi. Target Audience
The marketing plan is based on reaching your target audience. The target audience is the one that was designated through market research. Your target audience could change in different marketing plans. You may have one line of products targeted at male children, and another product could be made for women ages 18 to 45. Use demographic information to determine where your target audience is located and what advertising mediums would be most effective in reaching that audience.

Competitive Analysis
The competition affects several parts of your marketing plan. If your company is the market leader for a particular product, then you would use that in your advertising. But if you are not the market leader, then part of your marketing plan would address how to become the top producer in that industry. A competitive analysis will also show how well the competition's products fare in your marketplace and what measures you should take to try and gain more market share.

Forecasts and Measures
A marketing plan includes revenue forecasts, production forecasts, pricing suggestions to reach certain profit margins, manufacturing cost estimates and operational cost estimates. The marketing plan will also outline ways of measuring the actual progress of the plan versus the projections. For example, the marketing plan may have projected that there would be $7 million in revenue generated in the first three months. But if the actual number was $6 million, then it would be necessary to analyze the way the company is executing the plan to see where the shortcomings are. The end goal is to achieve the final revenue and profit numbers that are outlined in the marketing plan. The measures are used to map progress against reaching those numbers and determining the best ways to alter operations if progress is not sufficient.

Schedule
A marketing plan always has a predetermined ending. When you develop your marketing plan, you give it a timeline that is used to mark progress toward the final goal. Marketing ideas need to constantly change to keep up with the marketplace. Once this marketing plan has run its course, you use what you learned from executing it to create a better one for the next project.


vii. Marketing strategy has the fundamental goal of increasing sales and achieving a sustainable competitive advantage. Marketing strategy includes all basic, short-term, and long-term activities in the field of marketing that deal with the analysis of the strategic initial situation of a company and the formulation, evaluation and selection of market-oriented strategies and therefore contribute to the goals of the company and its marketing objectives.

A strategic marketing plan is like a game plan for the team to follow. You want your team to know that they have a leader that knows where the team is headed. The plan gives you something that your team can rally around and get excited about. The marketing plan is a guidepost for those times that you can’t seem to remember what you are supposed to be working towards. 

Modern marketing requires that you customize your marketing plans to a target market. Describing your target market means determining characteristics of your ideal and most likely customers. Below demographic description that includes facts such as:

· Age
· Sex
· Profession
· Education level
· Income level
· Family composition
· Residence type and location


ACTIVITY:

1.0 Executive Summary
American Mobiles (AM), this marketing plan illustrates our market segments and the strategies we are employing to get more customers as before and create a solid revenue stream. We are not just any mobile company. Our unique focus of creating mobile phones with a new twist gives us an advantage over our competitors by giving customers a new outlet to enjoy mobile phones.
We will fund development by providing consulting services to create applications, games for corporations who are looking to create mobile phones for promotional purposes. These consulting assignments will come from advertising sponsorship relationships that we will establish with companies who are interested in embedding their brand. In the first 2 years of the business, we expect consulting to constitute a large portion of our revenue stream.
 
1.1 Vision
Our vision is to provide people with a brief escape of fun over the course of their normal day. We do this by providing them with timely interactive games and apps that they can access on their mobile devices. 
AM leverages our team's software development experience to create timely games & apps quickly and focus on mobile devices design. Our marketing challenge is to attract visibility quickly and we intend to accomplish this by leveraging a multi-pronged approach that involves social media, email marketing and search engine optimization strategies to gain market share. As we gain traction in the marketplace, word of mouth will lift our mobile phones significantly. 
1.2 Objectives
· Generate over $400,000 in sales by the end of year 1. 
· Increase sales by 100% by the end of year 2.

2.0 Target Markets
Our ideal customer is between the ages of 17 and 40 who enjoys mobile phone that allows applications to be downloaded and play games. They often have an Xbox, Wii, Playstation or other TV-based video game unit at home. They may also have a portable gaming unit such as the DS/DSi and other portable gadgets such as an iPod.




2.1 Keys to Success

Each of our postings to social media sites will include a trackable link so we know how many people click on each post. Using online tools like link redirectors (i.e., bit.ly, tr.im and others), we can also see how many of readers and followers repost or forward such links. We will also include trackable links within our email marketing messages.

Those who click to find more information will be directed to landing pages, which are web pages that contain more information about a specific game, including details and links These landing pages will be optimized for search engines (we have SEO, search engine optimization, expertise) so that when Internet users search on various keywords, our pages will rank highly in their search results.

Using online analytics tools, we will be able to see how many people click on various links in our media campaigns to go to the landing pages. However, online clicks cannot track users who use their mobile phone to download the apps directly, which may comprise the bulk of our downloads. For those, tracking of downloads is provided by the platform such as Appstore.


Expense Budget Summary

[bookmark: _GoBack]Marketing expenses are mostly for staff required to do the marketing activities listed. The vast majority of the software tools needed to implement the activities, such as analytics and landing page creation, are available for free. The exceptions to this are for specific tools like email marketing and forums.
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