Colbourne College

BTEC UNIT Seventeen: Marketing Intelligence (15 Credits)
Unit code: K/601/0955
Credit value: 15 credits

SYLLABUS

* Aim

The aim of this course is to enable you to understand the purchase decision-making process

and how marketing research techniques are used to contribute to the development of marketing
plans.

¢ Unit abstract

This course explores buyer behaviour and how this is influenced by a range of factors and situations.
You will explore the marketing research process and assess the importance of different

types of information. The approach is practical and you will learn how to prepare and present

a research proposal, assess the reliability of market research findings, and use secondary
sources of data.

You will then develop the skills needed to assess trends and carry out competitor analysis.
Finally, you will consider customer relationship management and how to assess levels of
customer satisfaction.

The course seeks to combine a sound theoretical framework with the development of useful
business skills.

® Learning outcomes

On successful completion of this course you will:

1 Understand buyer behaviour and the purchase decision-making process
2 Be able to use marketing research techniques
3 Be able to assess market size and future demand
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4 Be able to measure customer satisfaction.



Unit Content

ustomers and markets:
WEEK |C€ d k
e Defining consumer behaviour;
ONE e purchase decision-making process;
e buying situations and types of buying decision;
e dimensions of buyer behaviour
WEEK Buyer behaviour:
LECTURE NOTES ONE - e influences on buyer behaviour;
e stimulus response model; models of purchase
Understand buyer TWO behaviour;
. diffusion and innovation;
behaviour and the * SISO antMNovalon o
e model unitary and decision-making units
purchase decision- | \WEEK | Buying motives:
making process TWO ) psvchologic.al fac.tors, socio—psvcholo'gical
factors, sociological factors, economic factors
and cultural factors influencing customer
VIDEO LINK behaviour;
e lifestyle and life-cycle factors;
e customer and prospect profiling;
WEEK Branding:
THREE e Brand Elements
e relationship between brand loyalty, company
image and repeat purchase
WEEK Market research:
FOUR ® role and importance of marketing research;
e market research methods
® research process, objectives;
WEEK ® issues relating to the use of primary and
FIVE - secondary data sources and methods;
® existing sources of primary and secondary
Be able to use SIX market research;
marketmg research ® internal sources; external sources;
teChmques ® competitor data and sources and customer
data; ethics
WEEK | Market research companies:
e benefits and limitations of use; cost;
VIDEO LINK SIX reliability and types
WEEK Research techniques:
e stages of the market research process;
SEVEN

e research proposals;
e types of data collection methods-qualitative

and guantitative;
e surveys; sources of information; value and
interpretation of data
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http://www.managementstudyguide.com/what-is-consumer-behaviour.htm
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http://www.wisegeek.com/what-are-the-different-types-of-consumer-behavior-models.htm
http://www.wisegeek.com/what-are-the-different-types-of-consumer-behavior-models.htm
http://sph.bu.edu/otlt/MPH-Modules/SB/SB721-Models/SB721-Models4.html
http://www.neww.eu/en/slownik/opis/57,57.html
http://www.marketingteacher.com/lesson-store/lesson-decision-making-unit.html
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http://www.studymode.com/essays/The-Importance-Of-Prospect-Profiling-In-449646.html
http://aytm.com/blog/branding/branding-factors
http://www.brandxpress.net/2005/10/brand-loyalty-vs-repeated-purchases/
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http://www.mymarketresearchmethods.com/an-overview-of-market-research-methods/
http://www.tutor2u.net/business/marketing/research_uses.asp
http://www.tutor2u.net/business/marketing/research_uses.asp
http://www.managementstudyguide.com/sources_of_data.htm
http://www.dobney.com/Intelligence/competitor_intelligence.htm
http://www.dobney.com/Intelligence/competitor_intelligence.htm
http://www.fao.org/docrep/W3241E/w3241e02.htm#the role and limitations of marketing research
http://www.fao.org/docrep/W3241E/w3241e02.htm#the role and limitations of marketing research
http://www.managementstudyguide.com/market-research-process.htm
http://www.colbournecollege.com/files/Market_Research_Processes_-_Research_Proposal.pdf
http://www.managementstudyguide.com/data_collection.htm
http://www.managementstudyguide.com/data_collection.htm

WEEK EICHT ¢
Mid Term Examination



http://www.colbournecollege.com/Unit_3_Coursework.html
http://www.colbournecollege.com/Online_Store.html
http://www.colbournecollege.com/Online_Store.html
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BTEC UNIT FOUR: Marketing Principles (15 Credits)

Unit code: F/601/0556

Credit value: 15 credits

Unit Content

WEEK Measuring:
e Defining the market; estimating total market
NINE size, value and volume; growth and trends;
forecasting future demand
LECTURE NOTES ) . .
e Differences in Forecasting Demand for a
Be able to assess Product Versus a Service
market size and e Various Sales Forecasting Techniques
WEEK Competitive analysis:
future demand TEN e Characteristics of a Competitive Market's
Structure
CLICK HERE FOR e What is competitor analysis — market/product
profiles of competition, brand and market
VIDEO LINK ON hare.
Business Success e Market innovator/follower
Training e Analyse the characteristics of the competition
—objectives of the competition; strategies of
the competition; strengths and weakness of
competition; future behaviour of the
competition and their strategic intent
WEEK Measuring customer satisfaction:
e post-sale surveys;
w ELEVEN e data mining — web behaviour analysis;
measure customer e guarantees;
. . e complaint handling and suggestion systems;
satisfaction :
mystery shopping;
e product placement;
e service agreements;
CLICK HERE FOR e customer follow-up
VIDEO LINK ON WEEK Customer care:
Customer e customer relationship management
lati hi TWELVE programmes, objectives, use and value
Relations p in data collection, customer relationship
Management management as a means of adding value
and influencing purchase/repeat purchase
behaviour, customer retention
VIDEO LINK WEEK Case Study — Meeting customer needs for
competitive advantage A Portakabin case study
THIRTEEN
ONLINE QUIZ WEEK Case Study - Using market research to support

FOURTEEN

decision making A JD Sports case study



http://www.learnoutloud.com/Free-Audio-Video/Business/Wealth/Business-Success-Training/46861
http://smallbusiness.chron.com/market-demand-market-potential-sales-forecasting-related-other-1485.html
http://smallbusiness.chron.com/market-demand-market-potential-sales-forecasting-related-other-1485.html
http://smallbusiness.chron.com/market-demand-market-potential-sales-forecasting-related-other-1485.html
http://smallbusiness.chron.com/differences-forecasting-demand-product-versus-service-15309.html
http://smallbusiness.chron.com/differences-forecasting-demand-product-versus-service-15309.html
http://smallbusiness.chron.com/various-sales-forecasting-techniques-4695.html
http://smallbusiness.chron.com/characteristics-competitive-markets-structure-23832.html
http://smallbusiness.chron.com/characteristics-competitive-markets-structure-23832.html
http://www.tutor2u.net/business/strategy/competitor_analysis.htm
http://www.tutor2u.net/business/strategy/competitor_analysis.htm
http://www.tutor2u.net/business/strategy/competitor_analysis.htm
market%20innovator/follower;
http://www.marketingmo.com/strategic-planning/competitive-positioning/
http://www.marketingmo.com/strategic-planning/competitive-positioning/
http://www.marketingmo.com/strategic-planning/competitive-positioning/
http://www.marketingmo.com/strategic-planning/competitive-positioning/
http://www.marketingmo.com/strategic-planning/competitive-positioning/
http://www.questionpro.com/images/Conducting-Effective-Customer-Satisfaction-Program.pdf
http://www.questionpro.com/images/Conducting-Effective-Customer-Satisfaction-Program.pdf
http://www.questionpro.com/images/Conducting-Effective-Customer-Satisfaction-Program.pdf
http://freevideolectures.com/Course/2749/Marketing-Management/9
http://www.businessdictionary.com/definition/mystery-shopper.html
http://www.wisegeek.com/what-is-a-service-agreement.htm
http://www.qualitydigest.com/magazine/2000/sep/article/measuring-and-managing-customer-satisfaction.html
http://www.qualitydigest.com/magazine/2000/sep/article/measuring-and-managing-customer-satisfaction.html
http://www.qualitydigest.com/magazine/2000/sep/article/measuring-and-managing-customer-satisfaction.html
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http://www.qualitydigest.com/magazine/2000/sep/article/measuring-and-managing-customer-satisfaction.html
http://www.qualitydigest.com/magazine/2000/sep/article/measuring-and-managing-customer-satisfaction.html
http://www.youtube.com/watch?v=Xu6Okx9KDrM
http://businesscasestudies.co.uk/portakabin/meeting-customer-needs-for-competitive-advantage/#ixzz2RZPoLrMd
http://businesscasestudies.co.uk/portakabin/meeting-customer-needs-for-competitive-advantage/#ixzz2RZPoLrMd
http://www.learnmarketing.net/marketresearch2007.html
http://businesscasestudies.co.uk/jd-sports/using-market-research-to-support-decision-making/conclusion.html#axzz2RXkZBU6W
http://businesscasestudies.co.uk/jd-sports/using-market-research-to-support-decision-making/conclusion.html#axzz2RXkZBU6W

WEEK FIFTEEN ¢
Final Examination
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