	AVCE Business
Unit 3: Marketing
Establish Customer Needs – Market Research




Learning outcomes:

After the end of this section you will be able to;

· Explain the reason why companies need to monitor the marketing environment 

· Describe the methods used to establish customer needs
· Describe the methods used by organisations to gather market research
Marketing analysis
The marketing environment is changing at an accelerating rate. Given the following changes, the need for real-time market information is greater than at any time in the past:
From local to national to global marketing: As companies expand their geographic market coverage, their managers need more diverse information, more quickly.

From buyer needs to buyer wants: As incomes improve, buyers become more selective in their choice of goods. To predict buyer’s responses to different features, styles and other attributes, sellers must turn to market research.

From price to non-price competition: As sellers increase their use of branding, product differentiation, advertising and sales promotion, they require information on the effectiveness of the use of these marketing tools.

Gathering market information
A business has to know the needs of its customers and the activities of its competitors before it can develop its marketing strategy. In order to gain an understanding of the market for a product or service it has to carry out primary and secondary research.

Primary or field research
This is research carried out for the first time to collect data first hand. Data is collected directly from respondents, for example in the field and not from books. The data is collected for a specific purpose; it is original and up to date and can be used to provide answers to specific problems. Data can be obtained by either the company’s own research or by research undertaken by a market research agency on the company’s behalf. Using an agency can be cheaper than the company undertaking the research itself. 

Kotler (2000) defines marketing research as;

 “the systematic design, collection, analysis, and reporting of data and findings relevant to a specific marketing situation facing the company”

Put simply this means getting the information for identifying the customer’s needs and wants and spotting marketing opportunities and trends

	Activity: Using the text book “Business Vocational A Level (3rd Edition) – Roger Lewis and Roger Trevitt” (pages 288 to 290), make notes on the five stages of the diagram below, expanding each with explanations and examples of what happens at each stage. 
If necessary, re-draw the diagram yourselves in order to make clearer notes.
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Secondary Research
This uses published or secondary data available as hard copy or via electronic sources which have been collected by others for their own purposes. Great care needs to be taken when using secondary sources and research. Always bear in mind that the data has been collected  and analysed for some other purpose and this have affected the analysis and presentation. 

Try the KeyNote web site (look for the “Report Search” link) for a large selection of summaries of commissioned market research reports…

http://www.keynote.co.uk/GlobalFrame.htm
Researching customers

To meet customer’s needs and therefore improve a businesses chance of survival, a business must provide a customer with what they want, at a time when they want it, at the right price and quality. To do this they will need to know;

· How many customers there are

· How much they are willing to pay, including their buying habits and patterns of spending

· What their needs, desires, expectations, likes and dislikes, attitudes and prejudices are

· How it can best inform, persuade and convince customers to purchase the product

· What motivates customers and attracts them to particular brands, for example, is it the colour, quality, price, safety, guarantee that is the most desirable feature?

To achieve maximum sales, an organisation will sensitively use its marketing research data to target its customers. In future weeks we will examine how an organisation can attempt to achieve this by gathering market information.
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	Abraham Maslow’s
Hierarchy of Needs
Maslow’s ‘Hierarchy of Needs’ has many applications, for instance in personnel where it is about motivation and in marketing where it is applied to analyse customer’s needs.

These needs are expressed through our demand for food, shelter, clothes, music, education, holidays and status symbols such as expensive cars.

These needs are continually changing, as people grow older, change jobs, have children etc. Marketing must be dynamic to keep pace with these changes.




Maslow developed his ‘Theory of Human Motivation’ in 1943. He believed that motivation comes from a desire to satisfy needs. He placed these in a hierarchy with basic needs at the bottom and higher needs at the top.
	Activity: Using the following list of products and brands identify which level of hierarchy you think they fall into. Remember that they may fall into more than one level.

	Coca Cola.
McDonalds.
Mercedes 320 SLK in midnight blue with beige leather upholstery. 
Manchester United football shirt.
Chanel perfume.
Driving lessons.
Bank account.
Health Insurance.
MP3 Player.
	Levi Jeans.
Jimmy Choo shoes.
Versace clothes.
Boots own brand shampoo.
Pet food. 

Favourite CD.
Used Ford Fiesta.
Personal Computer.
Credit card.
Widescreen TV.


Assessment for Unit 3
You will need to produce a marketing strategy for a new or existing product. Your strategy will need to include evidence and information about: 
•  how the strategy is based on the principles of marketing 

•  how you have used sources of primary and secondary marketing information 

•  how you have analysed the impact of the external environment on your marketing decisions 

•  how you analysed the marketing context and decided on an appropriate strategy 

•  how you developed a coherent mix of strategies to meet consumer needs. 
This can be done using the context of a marketing department in a business or you may choose to create a marketing strategy for a product or service without reference to a particular business. A method of doing this might be to assume that it is a bank or the Managing Director that needs convincing about the product – the strategy becomes almost a sales pitch to those in the audience. 

You will also need to make an oral presentation of part of your strategy, adopting a professional attitude and delivery to show how it will work effectively. 
Before producing the strategy, you will need to practise applying marketing techniques. When you have developed your strategy we will meet and discuss the strengths and weaknesses of each as a group. 

You should conduct your own research. When presenting findings from primary or secondary research, you should not include individual questionnaire returns or sets of notes, instead you should derive concise and accurate conclusions from your data – for example, by statistical analysis (e.g., 25% of those questioned said they would prefer the product in blue, whilst 60% said they would prefer red. 15% had no preference). 

Tip: A professional marketing plan can be created via an automated process on the web site of the Chartered Institute of Marketing…

http://www.cim.co.uk/CIM/sho/html/tooDetails.cfm?objectID=142CC52D-5425-4DB9-A2D51683B39341FA
Whilst this does not help with data collection and analysis, the worked example included can give some good pointers for putting your plan together. 

To achieve a Grade E you must show you can: 

	E1
	appropriately identify, collect and use primary and secondary data relevant to the marketing strategy

	E2
	judge a marketing strategy for a product or service with a clear understanding of the principles of marketing

	E3
	clearly analyse the external influences affecting the development of the marketing strategy

	E4
	create a realistic rationale for the development of a coherent marketing mix for the product or service

	E5
	use presentation skills effectively in explaining one aspect of your marketing strategy to an informed audience.


To achieve a Grade C you must also show you can:
	C1
	explain how your understanding of marketing and market research affects your choice of marketing strategy

	C2
	independently identify, collect and use information relevant to the marketing strategy

	C3
	identify and explain the links between your analysis of external influences and the development of your marketing strategy

	C4
	make well-reasoned proposals for your marketing mix, clearly linking your proposals to information generated by your analysis.


To achieve a Grade A you must also show you can:
	A1
	independently identify and collect a range of information relevant to the marketing strategy and apply appropriate methods for checking its validity

	A2
	use appropriate marketing models and tools to evaluate the likely success of the marketing strategy

	A3
	evaluate the reliability of the different marketing models used

	A4
	develop a coherent and well-balanced marketing strategy that reflects appropriate use of marketing models and tools


Task – to be completed before next session: 

Identify the product you will base your marketing strategy around. Think about the research you will require to create a marketing strategy for your product. 
Using a software package capable of storing and analysing data (e.g., a spreadsheet such as Microsoft Excel), begin to put together a marketing questionnaire which will enable you to analyse your data (i.e., which will allow you to make statistically valid statements, such as 75% of men under 40 years age, questioned as part of this study, said their cats preferred going to the vets in a Mercedes). Try and avoid open-ended questions, for example – “what do you think of this product?”
Define the problem and research objectives





Develop the research plan





Collect the information





Marketing research





Present the findings





Analyse the information





Physiological needs


(Satisfying the basic needs of hunger and thirst)





Safety needs


(Clothing, shelter, protection from physical discomfort)





Social needs


(Affection, love and the need to belong to a group)





Esteem needs


(Self-respect, getting recognition for achievement)





Self actualisation need


(Self-fulfilment)








































































