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CHAPTER 1
THE CUSTOMER
ENVIRONMENT

Learning Objectives
1.1 Customers
Knowledge and understanding of the different types of customers
and their importance to marketing communications and to the wider
organisation.
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Customers

Customers are individuals, or groups of individuals, who have dealings with an organisation. They may buy
goods and services, or they may work for an organisation. Either way, they are all customers. The difference
between customers and consumers is explained in more detail in Chapter 2.

External customers
External customers are those that buy an organisation’s goods or services but are not part of that organisation.
Marketing activity is largely concerned with external customers.
If the customer is another organisation, it is known as a business-to-business (B2B) customer. Examples of
B2B customers are a clothes shop that buys garments from a manufacturer and a factory that buys raw materials
from a supplier. Although an individual within the organisation may be responsible for making the purchase,
they are not the customer as they are buying the goods or services on behalf of the organisation.
If the customer is an individual, he or she is known as a business-to-consumer (B2C) customer. Examples
of B2C customers are a mother buying food from her local food store for her family, a tourist buying a souvenir
from a tourist attraction or a child buying a drink on the way to school. A B2C customer may buy and use the
product themselves or buy the product for someone else who uses or consumes it.
If the customer is a government department, it is known as a business-to-government (B2G) customer.
Government customers may buy goods or services at national (central), regional (state) or local level. The
types of goods and services purchased by government departments may include computers, stationery, public
transport services and health services. Marketers may be unlikely to have direct dealings with government
departments as government purchases must often be made from a list of pre-approved suppliers, which
marketers have no influence over. Additionally, large contracts are often put out to competitive tender, whereby
suppliers submit a detailed proposal describing the goods or services they will provide and the cost.
Marketers must understand who their customers are so that they can develop appropriate marketing strategies
and plans.

Internal customers
Internal customers, also referred to as internal stakeholders, have a direct connection to an organisation but do
not buy goods and services for the organisation. They may influence, and be affected by, the success or failure
of an organisation. They are typically:
•

Employees – Colleagues for whom one department or individual performs a service for another to help
satisfy external customers. For example, the manager of a sales department who wants to recruit a new
sales representative will use the recruitment services of the Human Resources (HR) department and will
therefore be considered as a customer of the HR department.

•

Internal stakeholders – Other individuals or groups who may influence or be affected by the

organisation’s activities, objectives and policies. Examples of internal stakeholders are an organisation’s
owners, its board of directors, its shareholders and its senior managers.

Examination Tip
You will need to know and understand the different types of internal and external customers and
their importance to the wider organisation.

The customer environment
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The role of customer experience
Whether customers are external or internal, their interactions with an organisation will influence their opinions
about that organisation. These interactions are referred to as the customer experience.
Examples of the customer experience in the context of marketing are: visiting an organisation’s website
to find information or purchase an item; phoning an organisation to make a complaint about a previously
purchased item and request a refund; making a hotel reservation online and then staying at the hotel; eating a
meal at a restaurant; buying a train ticket and making the train journey; buying new shoes from a local shop.
The experience may be short-term and last for just a few minutes, or longer term and take place over several
days.
For organisations, positive customer experiences are important as they can result in a number of business
benefits:
•

Competitive advantage in the marketplace

•

Increased sales, revenue and profit

•

Greater customer satisfaction

•

Repeat purchases and customer loyalty (retention)

•

Increased customer advocacy and referrals

•

Stronger customer relationships

•

Long-term growth and sustainability

•

A good reputation for the organisation in the marketplace

Customers whose needs have been met or exceeded by an organisation, and whose experiences have been
positive, are more likely to form a good opinion of the organisation and buy from them again.
Customers whose needs have not been met, and whose experiences have been negative, are more likely to
have a poor opinion of the organisation and take their business elsewhere. They may also voice their opinions
publicly (for example, on social media), which could damage the organisation’s reputation, both in the short
and longer term.

Understanding the customer
Customer-focused organisations work to understand their customers so that they can provide them with the
right goods or services at the right price in the right place and provide the relevant information to help them
make their buying decisions. Typically, they want to understand customers’ characteristics, their buying habits,
buying cycle and the customer experience journey.
Customer characteristics
•

Buying motivations – What do customers want or need to buy? (This is covered in more detail in

Chapter 2.)

•

Age – Does a customer have to be a certain age to be able to buy certain goods or services, such as

•

Gender – Is a product likely to appeal to men, women or both?

•

Income – Can a customer afford to buy a product? Is it a luxury item such as an expensive watch or car?

•

Marital status – Often a husband will be the head of the household and may be responsible for making

cigarettes or alcohol? Is the customer a parent buying a product for a child such as a toy or item of
clothing?

the final decision on purchasing goods or services, even though the wife may be the one to make the
actual purchase.
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When customers are grouped by certain characteristics and analysed for marketing purposes, this is referred
to as demographics. Chapter 3 looks at demographics in more detail.
Customer buying behaviour and the buying cycle
By recognising customer buying habits, and the behaviours that lead to them, organisations are more able to
adapt their marketing messages and activities to appeal to different customers. When considering buying habits
and behaviours, marketers want to know:
•

What does the customer buy?

•

Where/how do they buy? For example, in a shop, over the telephone, from a website or by post.

•

When do they buy? For example, annually, seasonally, weekly, daily, and at what time of day.

•

How often do they buy? For example, once (a one-off purchase), several times (occasional repeat
purchase) or regularly (frequent repeat purchase).

•

What do they do with a product after they have purchased it? For example, do they use it immediately
or use it later?

•

Customer behaviour is covered in more detail in Chapter 2.

When planning their marketing activities, organisations will also use their understanding of the
customer buying cycle. This term describes the steps a customer follows when considering, purchasing,
using and being loyal to a product, brand or organisation. The buying cycle is covered in more detail in
Chapter 2.
Customer experience journey
The customer experience journey consists of all of the experiences that customers go through when they
interact with an organisation and its goods and services, whether or not a purchase is made. For example, a
customer may visit an organisation’s website, place an order using the website’s payment system, complain
by phone if the order arrives late or doesn’t meet the customer’s needs. All of these experiences make up the
customer’s journey.
Customer-focused organisations are keen to understand what it is like to be a customer of their goods or
services so that they can identify what works well during the customer buying cycle, where improvements need
to be made, and adjust their marketing activities accordingly.
While each customer’s experiences and journey will be different, organisations should aim to ensure the
experiences are consistent and positive to avoid losing sales, profits and reputation in the marketplace. This is
discussed in detail in Chapter 4.
By gaining a full understanding of customer characteristics, buying behaviours, the customer buying cycle
and journey, organisations are better able to develop effective marketing strategies and plans to win new
customers and retain existing customers.

Examination Tip
You will need to know how and why organisations work to understand their customers, through
their characteristics, buying behaviour, the buying cycle and the customer experience journey.
You will also need to know why customer experience is critical in influencing marketing strategies
and plans, and how this ultimately influences the success of an organisation.

The customer environment
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Attracting and acquiring customers
Even if an organisation has many loyal customers, attracting and acquiring new customers is still an important
strategy to ensure ongoing sales, profitability and business growth. Considerable marketing effort and resources
are required to:
•

identify potential customers through research – Finding new customers who best match current

•

stimulate awareness of, and interest in, goods and services through advertising/promotion –

•

persuade customers to buy through advertising/promotion – Tailoring marketing messages to

•

analyse sales – Measuring new sales achieved against sales targets and understanding where, when
and how customers made their purchases (for example, online or in a shop).

•

adjust plans and tactics – Using sales results, website traffic statistics, email marketing statistics,

customers’ characteristics.

Creating advertising campaigns that educate the customer about the goods or services and ensuring
adverts are placed where potential customers are most likely to see them. AIDA is discussed further in
Chapter 5.

highlight the benefits of goods and services to the customer (for example, what need does a product or
service meet; what problem does it solve for the customer).

customer feedback and reviews (where provided) to adjust marketing plans and tactics for future
marketing campaigns that are aimed at new customers.

Retaining customers
Once an organisation has acquired new customers, they can derive considerable business benefits from turning
them into long-term, loyal customers. This is because:
•

repeat/long-term buyers are more valuable to an organisation – They spend more money with an

organisation and help them generate more profit than a customer who only buys from them once. Spend
value of returning customers is often higher than that of new customers.

•

it is cheaper to retain an existing customer than acquire a new one – Marketing campaigns

•

loyal customers are good for an organisation’s reputation – They are likely to recommend the

•

existing customers may be more open to buying other goods or services from the organisation

to attract new customers can require a big financial investment and a good deal of time and effort.
Sales administration resource is also required to set up a new account for the customer. With existing
customers, this work has already been done.

organisation’s products and services to friends and family and they may write favourable reviews about
the company.
– As customers become familiar with a brand or type of product, and are satisfied with it, they may buy
other items from the organisation to complement their original purchase. For example, after buying a
mobile phone a customer may buy accessories for the phone or buy a second mobile phone from the
same supplier for another family member.

Customer relationship management (CRM)
Organisations that want to retain customers understand the importance of customer relationship management
(CRM) systems in helping them achieve this. CRM systems are computerised business systems that help
organisations collect, organise, manage and monitor information about potential/new, existing and lost
customers. By holding all this information in one place, CRMs can be an efficient way of managing customer
relationships and communications, especially if an organisation has many thousands of customers. CRMs can
also be a very valuable marketing resource when creating customer loyalty strategies and plans.
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Data management
Data protection is an important consideration for organisations that hold personal information (data) about
their customers on their business systems. Typically, this information includes a customers’ name, postal
address, email address, phone number and date of birth. Correct use of this data can help organisations to build
long-term relationships with their customers. Customer data must be managed carefully for legal and ethical
reasons. This is discussed further in Chapter 8.
Post purchase research
Post purchase research with customers can be a very useful way of building customer relationships and keeping
customers loyal. It helps organisations to understand the customers’ experience so that they can make informed
marketing decisions and plan marketing activities that best meet their customers’ needs. Organisations can
gather customer feedback from many different sources. This is discussed in more detail in Chapter 3.

Examination Tip
You will need to know and understand why it is important that organisations attract and acquire
new customers, and retain existing ones. You will also need to know and understand the ways in
which organisations and marketers can go about doing this.

Chapter 1 Summary
What you have learned:
• The difference between internal, external, B2B, B2C and B2G customers.
• How the customer experience can influence an organisation’s success.
• What marketers need to know about their customers to predict and influence their buying
decisions.
• The factors organisations need to consider when creating strategies and plans for attracting,
acquiring and retaining customers.

Activities
1.1

What type of customer is a car manufacturer that buys steering wheels to put into their cars?

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

The customer environment
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Choose three different B2B organisations and list the types of goods or services they might provide and
to which type of customer. Use the table below for your answers.

B2B organisation

Goods/services provided

Type of customer

1

2

3

Practice questions
1.1

Define the term ‘business-to-consumer’.
(1)

...............................................................................................................................................................................
...............................................................................................................................................................................
1.2

State three ways in which an organisation can benefit when their customers’ experience of buying goods
or services from them is positive.
(3)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
3 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
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Explain two ways organisations can benefit from retaining their existing customers.
(4)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 2
CUSTOMER BEHAVIOUR
AND BUYING DECISIONS

Learning Objectives
2.1 Customer behaviour fundamentals and motivations
Knowledge and understanding of customer, behaviour, influences and
motivations.
2.2 Customer decision-making process
Knowledge and understanding of customer buying decision roles and
the customer buying cycle.
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2.1

Customer behaviour fundamentals and motivations

It is worth noting the difference between customers (who buy products) and consumers (who use the
products purchased). A customer can also be a consumer if they buy a product or service for personal use.
A consumer does not have to be a customer as they can use a product that has been purchased for them,
such as a gift.
Consumer (customer) behaviour is the study of how individuals, groups and organisations select,
buy, use and dispose of goods, services, ideas, or experiences to satisfy their needs and wants
(Kotler and Keller, 2006).

Customer behaviour is an important aspect of marketing because marketers need to understand the steps that
customers take when choosing, buying and using products so they can create successful strategies and plans to
win their business.

Influences on customer behaviour
Whether customers are individuals, groups or organisations, their decisions and actions are influenced by
external and internal (psychological) factors. Awareness of these factors helps organisations develop effective
marketing strategies, and SMART objectives, for acquiring new customers and retaining existing ones.
External factors that influence customers
Market dynamics
Markets are always changing. Organisations should therefore monitor market trends, and evolving customer
requirements, so that their goods or services don’t become outdated, uncompetitive, unexpectedly unavailable
or, even, illegal. Market dynamics to consider include:
•

Supply and demand – Depending on the value that customers place on goods or services at any time,
demand may sometimes exceed the seller’s ability to supply. For example, the latest version of a new
smartphone or a children’s toy which may suddenly become unavailable if sales are unexpectedly high.
If a seller cannot meet demand they risk losing customers as buyers may be forced to look elsewhere
for the same, or similar, product, even if it is more expensive.

•

Competitive activity – In competitive markets, many organisations try to win the same customers as
their competitors. To appear more attractive to buyers, they aim to create a competitive advantage (for
example, by reducing their prices or improving the quality of their goods or services). Customers who
are not loyal to a single brand of product may be influenced by such competitive activity and switch
suppliers, often regularly.

•

Regulatory and legal issues – Customers’ choices are often influenced by regulations relating to the
promotion of goods and services. These regulations may vary considerably in different countries. For
example, in some countries young people under the age of 18 cannot buy alcohol or products containing
alcohol, and in other countries, food manufacturers must display information about the ingredients in
food items on the packaging. In many countries, financial services are carefully regulated and financial
institutions (such as banks) must include certain types of information in their marketing materials. This
subject is discussed in more detail in Chapter 8.

•

Consumer trends – Tastes and fashions change constantly, so marketers must keep up-to-date on current
and evolving consumer trends to ensure their products remain attractive to customers. This is especially
true when developing new products that might take a long time to come on to the market.

Customer behaviour and buying decisions
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•

Consumer influences – In some industries like food, fashion and technology a small proportion of
customers, especially early adopters of new products, may have a great influence on others. These
customers often use social media to share their opinions on goods and services and marketers should
monitor this activity to assess the potential impact on sales.

•

Pricing trends – As certain types of products become popular, suppliers may increase the price to
control demand. Depending on the type of product, especially if it is a luxury item, higher prices may
attract or deter new customers. In very competitive markets where customers are faced with several
choices at similar prices, discounts and promotional offers may influence their buying decisions. In
markets where prices are regulated or controlled, customers may be influenced by other factors, such as
product quality and availability or exceptional customer service.

Choice of goods, services and suppliers
Large organisation (B2B) and government (B2G) customers may have limited buying choices due to their
organisations’ purchasing policies. These may state that certain types of goods and services must be purchased
from approved suppliers.
For large, complex and costly purchases (such as IT systems), the policies may also require that a competitive
tendering process takes place before an order can be placed. This involves the organisation formally inviting
potential suppliers to submit bids for providing the goods or services they require. Suppliers must submit their
bids as documents that provide detailed answers to all the questions raised by the organisation issuing the
tender (for example, information about the product or service to be supplied, the process by which it will be
supplied, when it will be supplied and, most importantly, the cost). The organisation offering the tender will
then evaluate the bids to decide which one best suits its needs.
In large organisations the tendering process can take many months to complete and the decision-making
process may be slow. This is because several people may be involved in evaluating information received from
suppliers and some of this information may require clarification. However, it does help the organisation to
make an educated decision and select the good or service that best meets their needs and provides the best
value for money. Marketing departments should check what purchasing policies are in place before attempting
to promote goods or services to B2B and B2G customers.
Individual (B2C) customers usually have more choice over what they buy and who they buy it from, although
laws and government policies may impose some restrictions. If many similar goods and services are available
on the market, marketers must consider how they can compete to attract customers (for example, by promoting
their product’s unique selling point/s (USP)).
Distribution and availability of goods/services
Customers increasingly want to buy and take delivery of goods at times that are convenient to them, whether
they are buying from a local store or over the internet. With customers also wanting shorter delivery times,
suppliers who can satisfy this requirement (for example by offering same day delivery), may gain a competitive
advantage. Customers also expect to be able to buy certain items that are not produced or available in their
country and want other items to be available at certain times of the year (such as religious festivals).
Political influences
Trade sanctions, trade agreements, legislation, regulation, government spending and policy, taxation on certain
products, nationalisation of services (such as transport) all influence what, how and when customers buy.
Marketers should understand the potential impact of these forces (opportunities and restrictions) in order to
plan and execute their activities accordingly.
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Cultural influences
The values and ideologies of a community, or group of individuals, may strongly influence the buying behaviour
of people within those groups. Such groups can be defined in many ways (for example by country, race, gender,
social class, age, religion, clubs, associations and community organisations). Traditions and customs are often
deeply ingrained within such groups and marketers should be aware of this, especially when promoting goods
and services that may be new to these groups.
Beliefs
A belief is something that an individual holds true about his or her world. It may be based on knowledge,
experience, faith or hearsay. Consumers develop beliefs about a product’s attributes and, from this, a set of
beliefs about a brand, and then a further set of beliefs about the organisation whose brand it is. Since beliefs
are often fixed in an individual’s mind (for example fast food is not nutritious or healthy), marketers should
understand that it may never be possible to persuade consumers to think otherwise.
Social norms and public concern
Customers are often influenced by what is considered socially desirable behaviour within their culture or group.
Conforming to social norms can lead to a sense of belonging. Social norms vary greatly across the world, but
they are often linked to public health and the environment, and marketing and public awareness campaigns are
created to encourage certain behaviours (for example “Do not drink alcohol before driving a car”).
Social influences
Families, friends, individuals and groups may influence buying decisions in different ways depending on their
role within the decision-making process. In some industries such as fashion, health and food, celebrities and
bloggers may be very influential, and their opinions of goods and services can have a big impact on sales.
Section 2.2 discusses the decision-making process in more detail.
Economics
Economic factors play a significant role in consumer spending. Financial crashes, inflation, the cost of borrowing
money, international exchange rates, stock market fluctuations, trade tariffs, decline of local industries and
unemployment levels can all affect people’s ability to pay for goods and services, especially if their disposable
income is reduced. Marketers should consider how economic upturns and downturns may affect customers’ buying
behaviour and develop financial incentives such as discounts and two-for-one offers to encourage people to buy.
Price of goods and services
Customers may be influenced by high prices or low prices, depending on their needs, preferences and disposable
income. Customers who want luxury, high-quality items, will be prepared to pay a premium. Those who cannot
afford expensive goods will be more influenced by low prices and will shop around for the cheapest price
before making a purchase. Prices of goods and services may fluctuate for different reasons (for example, due
to the cost of raw materials, currency fluctuations and labour costs).
Access to technology
The introduction of e-commerce and contactless payments means customers can buy goods and services
instantly using their computer, mobile phone or tablet. This is particularly attractive for people on the move
who want to make quick purchases where and when it suits them. Marketers should be aware, however, that
not everyone has access to this kind of technology, particularly older people who may not use the internet and
customers who live in countries where technology is limited.
Media reports
Media mentions of goods and services can influence customers’ opinions in both positive and negative ways.

Customer behaviour and buying decisions
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Marketers should therefore monitor news coverage regularly and assess how this may impact customers’
buying decisions.
Reviews
Many customers like to check what other customers have said about a particular good or service before they
decide to buy. This is especially true for expensive purchases like holidays or cars where third party opinions
and recommendations can be helpful. Social media, blogs and review websites are often used to post reviews
online. Again, it is important that marketers monitor reviews as these can quickly go viral and can enhance or
damage a seller’s reputation just as fast.
Marketing communications
Marketing campaigns, advertising, social media and public relations (PR) activity all help to raise customers’
awareness of goods and services, and influence their attitudes and buying behaviour. Well-presented, clear and
compelling marketing messages about a product’s benefits can be very powerful. Marketers should ensure they
allocate sufficient resources to planning, producing and measuring their communications activity.
Internal (psychological) factors that influence customers
Customer motivations
Customer motivation is the urge to satisfy physiological and psychological needs (essential items) and wants
(desired, but not essential items) through the purchase and use of goods and services. This drive can be both
conscious and unconscious. Customers’ motivational levels depend on different external and internal influences
and the level of decision-making required when considering a potential purchase. For regular, low cost and
low risk purchases (such as groceries), the motivation levels will be low. For occasional high cost purchases
(such as cars or houses), the motivation to make the right decision to fulfil the need will be higher. The level of
satisfaction achieved following a purchase can motivate customers to buy the goods again or find alternatives
that better meet their needs.
Maslow’s hierarchy of needs
In 1943 American psychologist, Abraham Maslow, created a theory of psychological well-being that linked

selfactualisation

self-esteem

In order to develop as a person, fulﬁl
potential and achieve goals.

Such as approval and respect of others,
and inﬂuence and power over others.

love and belonging

Such as the need for social interaction
and belonging to a family or group.

safety and security

Such as a stable, predictable and
ordered environment without fear.

physiological needs

Basic life supporting needs such as
food, water reproduction and warmth.

Figure 2.1 Maslow’s hierarchy of needs
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motivation with needs. He explained this in terms of a hierarchy shown as a pyramid (see figure 2.1). Physical
needs that are necessary for survival and basic well-being (such as food, water, shelter, warmth, sleep and sex
appear at the bottom of the hierarchy). More complex and sophisticated emotional needs (such as love, selfesteem, a sense of belonging, a desire for status or self-actualisation (self-fulfilment)) appear at the top. People
move up the hierarchy as their needs are satisfied.
Marketers often use Maslow’s theory to link their goods and services to their customers’ level of motivation
in the hierarchy. They adapt their marketing activity and communications to appeal directly to one or more of
the types of needs and encourage the customer to engage with a product or service on an emotional level. For
example, when buying a family car, a father may be more interested in the safety and reliability aspects of the
car, and having enough space to accommodate the whole family (physiological), rather than by how fast it goes.
When targeting this audience, marketers could use safety messages to great effect in their marketing campaigns.
Perception
Perception is how people select, organise and interpret information and environmental stimuli to make sense
of the world. These stimuli are registered through the senses; sight, sound, taste, touch and smell. The brain
controls how it processes these stimuli. In the context of marketing, perception is what customers believe about
a good or service.
Perception is one of the key psychological factors influencing customer behaviour as it is the basis for
decision making. Customers filter out and forget most of the information they are exposed to and interpret
the information they do retain in a way that fits their existing beliefs, or what they would like to believe.
In a world where customers are constantly bombarded with information, it can be difficult for marketers to
attract their attention and get them to understand and remember the features and benefits of their goods and
services.
There are different theories about the number of times a customer must see a marketing message before they
will buy the product that is being promoted. In advertising, it has traditionally been stated as seven times, but
many people believe it to be more – up to 20. Either way, it is accepted that advertising messages need to be
repeated several times before customers are convinced to act on them.
Appealing to the senses can help attract customers’ attention and make marketing campaigns memorable.
For example, popular music used in advertising can make a product stand out; the use of colours, especially
in packaging, can make a product brand instantly recognisable; while attractive window displays can attract
customers to come inside.
By understanding customer perceptions, marketers can create marketing campaigns that build customers’
knowledge and understanding of their products over time, hopefully resulting in their decision to buy.
Attitude
An attitude is a person’s expression of their beliefs, values, feelings, preferences, knowledge and experience.
Attitudes are learned and developed over time and can be difficult to change as they are based on an individual’s
value system, which represents personal standards of good and bad, right and wrong.
In the context of marketing, a customer’s attitude is a learned tendency to respond consistently to a given
object (such as a brand). The strength of their attitude, whether it is positive or negative, influences their
buying behaviour. For example, if their attitude stays positive over time, they may become loyal to a brand;
consistently buying products from the brand, regardless of price or convenience. If their attitude is particularly
strong, they will become advocates and actively recommend the brand to others. When customers do not form
a strong attitude to a product, and remain neutral towards it, they may buy it because they are familiar with it
and have bought it before. Their decision to buy will not require much thought and will be considered low risk.
Such customers buy out of habit, or a lack of dissatisfaction, rather than through any sense of loyalty. When a
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customer has a negative attitude towards a brand or product, for whatever reason, they may never buy it and
may never recommend it. It may be very difficult to make them change their mind.
Marketers combine the four elements of the marketing mix (discussed further in Chapter 5) to help encourage
a positive customer attitude towards their organisations’ goods and services in the hope that this will influence
buying behaviour and build loyalty. However, a positive attitude may not always result in a purchase. For many
people, a luxury car will be unaffordable, so they will never buy one, even if they think very highly of the make
and model. Similarly, people who want to lose weight may avoid buying certain types of foods, even though
they might enjoy eating them. Marketers should be aware of prevailing customer attitudes towards their goods
and services and adjust their marketing activities to match.
Emotions
Buying decisions may not always be rational because emotions often come into play when customers consider
and choose products. Emotions are what push people to act. For example, when making impulse buys where a
customer may buy a product because they have seen it in a shop window and like it, not because they need it
or think it is the right product to buy.
Marketers go to a great deal of effort to trigger emotional responses in customers through branding; creating
a strong ‘personality’ for a product that customers can relate to. Brand elements include packaging, visual
imagery, colour and words used in advertising, marketing materials, and on uniforms and vehicles (such as
lorries and vans). A customer may choose one brand of product over another, even if they are similar products
and similarly priced, because they connect on an emotional level with one more than the other.

Examination Tip
You will need to know the difference between a customer and a consumer. You will also need
to know how the internal and external factors, and motivations (including Maslow’s hierarchy of
needs) influence customer’s behaviour and how this impacts marketing activities.

2.2

Customer decision-making process

Customer buying decision roles
There are different roles within the decision-making process. These are:
•

Initiator – The person who suggests, or has the idea of, buying a particular good or service.

•

Influencer – A person whose view or advice influences the buying decision.

•

Decision maker – The individual with the power and/or financial authority to make the final choice
about which product to buy.

•

Gatekeeper – A person who filters information about a product before passing it on to an influencer or
decision maker or deciding not to pass it on at all.

•

Buyer – The person who concludes the transaction.

•

User – The person who uses or consumes the product.

Those involved in the decision may play one or more of these roles, depending on the importance and
complexity of the decision to be made. For example, with simple buying decisions such as food or clothing,
one or two individuals may play all the roles. For major purchases (such as IT systems for a multinational
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company), individuals or teams may play just one of the roles. It is important for marketers to be aware of these
roles so that they can aim their activities at the correct audience.

Speed of decision making
In B2C situations (such as a mother buying food for her family from a supermarket), the decision may be
made quickly, without consulting anyone else, with the item purchased and consumed soon afterwards. This
is because it is a simple, low cost, low risk transaction that may be repeated several times a week. Other quick
purchasing decisions may be made when the item being purchased is the buyer’s favourite brand and they are
buying it out of habit. When the buyer wants more variety and seeks alternatives, they may spend considerable
time researching other products and, therefore, take longer to make their decision.
In B2B and B2G situations (such as an organisation buying thousands of computers for its employees), the
decision-making process can be much more complex and, as a result, slower. This is often because the products
are expensive, they are being ordered in large quantities, there is a higher level of risk attached to the purchase
and several people may be involved in making the decision to buy. The impact of the purchase may also be
greater as the products being purchased may have to last several years and be used by many people, so there is
a strong requirement for the buyer(s) to make the right decision.

Examination Tip
You will need to know the different buying-decision roles and the importance of each when
customers make decisions. You will need to know how the roles and speed of decision-making
differs for different audience and how marketers will use this information to inform marketing
activities.

Customer buying cycle
Marketers will tailor their activities and communications according to where a customer (or group of
customers) is in the customer buying cycle (sometimes referred to as the ‘customer life cycle’). Kotler
identified five stages that the consumer passes through in a typical buying process. These are shown in
figure 2.2.
A customer may enter the buying cycle at different points according to their motivations and influences,
and may pass through some, or all, of the stages. For example, an existing/loyal customer may move from
recognising a need to making a purchase without passing through the awareness and selection stages. Whereas
a new customer may spend a great deal of time researching and comparing buying options, especially if
purchasing expensive items or large quantities of an item. This is particularly true of B2B and B2G customers
who are buying on behalf of their organisations. An impulse buyer may enter the cycle at the purchase stage,
particularly if it is a simple, low cost, low risk purchase. The challenge for marketers is to keep customers
interested and engaged throughout the buying cycle so that they become repeat, and ideally long-term,
customers. The stages of the buying cycle is explained in detail below.
Problem/need recognition
The cycle starts with the customer’s recognition of a problem or need. This may be triggered by internal
stimuli (such as hunger or thirst) or external stimuli (such as advertising or word of mouth). A purchase
cannot take place without recognition of the problem or need.
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Figure 2.2 The customer buying cycle

Information search
Having identified a need/problem and started to think about the options, a customer will typically carry out a
more detailed information search. This is particularly important if the purchase they wish to make is expensive
and they don’t want to risk making a wrong decision. The customer may gather information from several
different sources for example, by looking at products in a shop, over the internet, reading reviews, seeking
third party references and asking friends or colleagues to make personal recommendations. Buyers in large
organisations may have to make their choices from a list of approved suppliers, in which case they must
identify with their organisation’s procurement department who these suppliers are.
At this stage, customers become very aware of an organisation’s brand and, when refining their information
search, may seek reassurance (often called ‘proof points’) that the organisation is reliable and trustworthy, and
has a good reputation for its goods and services.
Marketing communications play an important part here as this is when customers, especially new

customers, may be influenced by marketing and advertising campaigns. Typically, these include adverts,
offers, promotions, articles in the media and other marketing materials that raise awareness of goods and
services and the benefits they offer. If these messages are supported by customer testimonials or quotes from
industry influencers and word-of-mouth recommendations (for instance via social media), the customer will
feel sufficiently reassured to move to the next stage in the buying cycle.

Evaluation of alternatives
Unless a customer knows exactly which product they want to buy, they will usually evaluate several alternatives,
especially in competitive markets where there is plenty of choice. To help with this, they may carry out extensive
research over the internet and use price comparison websites and product review websites. If possible, they
may test the product (for example test driving a new car). An important consideration during this stage is price
as prices for identical products often vary greatly. This is especially true when comparing shop prices with
online prices, which can be extremely competitive.
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Having gathered all the information, customers must then make a value judgement and decide which
product best meets their needs/problem and which vendor can provide the product at a price they are willing
to pay. They then move into the next stage of the buying cycle.
Purchase decision
Once a customer is satisfied that they have chosen the right product or service to meet their needs, they will
move on to the purchase stage of the buying cycle. Ideally, this will be a straightforward transaction whereby
the customer pays for their good or service and receives it within the expected timeframe.
At this stage of the buying cycle, it is important that vendors have a reliable payment processing system in
place (for example, a means of accepting cash in a shop, credit card payments via a website or directly from a
bank account). If payment cannot be made (for example, if a website payment system fails), the customer will
not receive the goods and may choose to buy from a competitor. Marketers may not be able to directly influence
the methods used to pay for their organisation’s goods or services, but they should be aware that an efficient
payment process can contribute towards a positive customer experience.
Post-purchase evaluation
A customer’s experience of using a particular good or service will determine their opinion of it and
specifically how well the product met their needs and expectations. If the customer experiences post-purchase
dissatisfaction, they may never purchase the item again and their progress through the buying cycle will
stop here. Alternatively, they may complain to the organisation and considerable effort might be required by
the organisation in order to resolve the problem. Even then, the customer may not wish to purchase from the
organisation again.
Customer-focused organisations strive to meet and exceed their customers’ expectations because they
understand that satisfied customers often become repeat buyers, generating more revenue and profits over
time. They also understand that it is more cost-effective and efficient to retain existing customers than it is
to find new customers, so they may put considerable effort into communicating with current customers to
keep their interest and loyalty. Customer retention tactics might include discounts and rewards on repeat
purchases and newsletters containing information about other products, and discounts on the first purchase of
these products.
While many satisfied customers never comment on their purchases, others will become advocates and
publicly express their satisfaction (for example by posting a positive post-purchase review online, blogging
or vlogging about a product, commenting on social media or recommending a product verbally to friends
and family). Advocates can be very powerful influencers because their opinions are based on their personal
experience of using products and offers reassurance to customers who may be undecided about which product
to buy.

Examination Tip
You will need to know each stage of the customer buying cycle, the features of each stage and
recognise that customers may enter the buying cycle at different points, and the impact this has
on different audiences and marketing activities.
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Chapter 2 Summary
What you have learned:
• The difference between customers and consumers.
• The internal and external influences on customer behaviour, including customer motivations
and Maslow’s hierarchy of needs, and how these affect marketing activities.
• Why marketers need to understand what influences a customer to buy, or not to buy, goods
and services.
• The different roles within the customer decision-making process, the stages of the customer
buying cycle and how they can help marketers to focus their activities and make decision
effectively.

Activities
2.1

(a) Complete Maslow’s hierarchy of needs pyramid below.
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(b) From the needs identified above, give examples of each type of need in the table below.
Need

Example

(c) Give examples of the types of goods and services that might be purchased to satisfy each type of need.
Need

Examples of goods and services

Practice questions
2.1

Which one of the following represents the five stages of the customer buying cycle?
(1)
□ A	Problem recognition – internet research – evaluation of alternatives – purchase decision –
post-purchase evaluation
□ B	
Information search – product awareness – price consideration – purchase decision –
post-purchase behaviour
□ C	Problem recognition – information search – evaluation of alternatives – purchase decision –
post-purchase behaviour
□ D

Motivation – information search – attitude – purchase decision – post-purchase behaviour
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State two ways in which the price of a product might influence a customer’s buying behaviour?
(2)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2.3

Explain one way a marketer might try to appeal to a customer’s love and belonging motivations when
marketing a laundry detergent?
(4)

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 3
CUSTOMER RESEARCH

Learning Objectives
3.1 Types and methods of research
Knowledge and understanding of the purpose, areas, types and methods
of customer research. Interpret and understand graphical presentations
of research findings.
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Types and methods of research

Purpose of research
Research is the process of collecting, analysing and interpreting information about markets, the goods and
services for sale in those markets and the past, present and potential customers for those goods. The findings of
this research helps organisations understand, anticipate and respond to customers’ needs, wants and behaviour.
Marketers carry out research to:
•

capture customer requirements and feedback

•

inform business and marketing strategy and plans

•

identify why, where and when a customer makes a purchase

•

support a continuous business improvement cycle (plan, do, reflect, review, adjust)

•

help organisations anticipate and respond to customers’ needs and wants.

Customer requirements and feedback
By identifying customer preferences, expectations and experiences (the voice of the customer (VOC)),
organisations can analyse how well they are meeting customers’ needs and where they might need to improve
to ensure customer satisfaction. Customer requirements and opinions can change over time, so it is useful to
conduct research regularly to ensure information and analysis is kept up to date.
Business and marketing strategy and plans
The information generated by research can be used to support business decisions and reduce business risk since
it is factual and not based on intuition or opinion. In the context of the marketing mix (4Ps), research can help
guide marketing strategies and plans. For example, customer surveys can reveal why customers buy a certain
product, what they like or dislike about a product and how much they are prepared to pay for it. Organisations
can then use the information to decide what action to take, if any. This kind of research can be very useful when
launching new products as it provides insights into whether customers might buy them.
Sales information recorded on customer relationship management (CRM) systems can also be valuable.
With a CRM system in place, organisations can track the history of their interactions with customers (both
new and existing), including enquiries made, orders placed and the value of sales achieved. It can tell
organisations which of their products sell well and in which locations. It can also help them to decide where
to place their products (for example locally, nationally or globally), and how to distribute them (for example
via retail, wholesale or online outlets). Researching customers’ buying habits can reveal where customers
look for information about goods and services which helps marketers decide where and how to promote
them (for example through online vs. traditional print advertising). CRM systems are discussed further in
Chapter 1.
Why, where and when a customer makes a purchase
By researching customer buying motivations and behaviours, organisations can ensure their goods and services
meet customers’ needs (solves their problem) and that they are available to buy where and when the customer
wants them. They can also identify any problems or opportunities arising during the customer buying cycle and
take the appropriate steps.
The business improvement cycle (plan, do, reflect, review, adjust)
Research carried out in the ‘review’ stage of the cycle can enable organisations to adjust (make changes to)
products or business processes that reflect customers’ feedback and improve the overall customer experience.
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By conducting research on a regular basis, organisations can more easily anticipate and respond to customers’
needs and wants, monitor trends and changes within their market and incorporate their findings into their
business improvement processes, marketing strategies and plans.

Areas of research
Several types of market and customer information can be researched, depending on an organisation’s
information needs and marketing objectives.
Typical research areas of interest for marketers
•
•
•
•
•
•
•
•

Demographics and socio-economics
Customer/consumer beliefs, attitudes, perceptions and depth of knowledge
Customer/consumer buyer behaviour and motivations
Past buying behaviour
Future buying behaviour
Social media interaction and influencers
Customer referrals and recommendations
Competitor activity

Demographics
This research gathers statistical information about the characteristics of a given population. Analysis can cover
whole societies or groups across a range of criteria. These criteria are typically nationality, ethnicity, religion,
gender, age and marital status, all of which may have an impact on the goods or services that people buy.
Socio-economics
This area of research gathers information about employment status, household income, education,
neighbourhood, wealth and social status. All these factors may influence customers’ buying habits. For
example, where people live may influence whether they make purchases in shops or online. Their income and
social status may determine whether they buy luxury goods or look for promotions and discounts.
Customer beliefs, attitudes, perceptions and depth of knowledge
In the context of the 4Ps, this research can tell marketers what customers think about brands, products,
advertising, pricing and methods of distribution. It can provide customers’ views on the relationship
between price and quality, their attitudes to advertising (for example, can advertising be trusted?), their
views on buying products over the internet (for example, is it safe?) and their views on updating products
regularly, such as always getting the latest version of a mobile phone and buying new types of products (for
example, will they take the risk?). This type of research can also provide insights into how customers view
themselves as shoppers (for example, cautious and seeking information and reassurance before making
buying decisions or adventurous and confident in their decision-making ability, requiring little product
information).
Buyer behaviour and motivations
Motivation research looks at why customers respond the way they do to goods and services, advertising,
promotion and other marketing activities. It can improve marketers’ understanding of market trends and product
popularity (for example, why certain products succeed and others fail; why some brands are more popular than
others; why some people buy luxury items when they could afford cheaper brands and why different age groups
spend their money differently). Using this information marketers can create strategies and plans that best reflect
their target customers’ needs and behaviour.
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Past buying behaviour
This area of research can help marketers identify which products their customers have bought, when they
bought them, where they bought them (for example, in-store or online) and how much they have spent over time
with the organisation. This sales research can be carried out by analysing information from the organisation’s
customer database or CRM system.
Since this information provides an accurate record of what customers buy, marketers can use it as part of
their customer retention strategy. For instance, they can promote repeat purchase of a product or promote
complementary products from another range. For example, “If you liked product x, you might also like product
y” or “Customers who bought x often also buy y”. They can also use the information to attract more of the
same types of customer.
When developing new products, marketers may research customer buying behaviour outside their own
organisation, across different types of products and across different markets, to help them understand trends
and enable them to position their product correctly in the marketplace.
Future buying behaviour
This type of research helps organisations understand how existing or potential customers might behave and
what factors might influence them. Although this research may be based on statistical data gathered from
customer databases and CRM systems, it cannot predict future behaviour with any certainty since customers’
opinions and habits change over time. For example, the products that a single person buys might change when
they get married or have children. Even if customers are asked directly how likely they are to buy a product,
they may not answer truthfully, or they may subsequently change their mind. At best, this research can only
provide a general indicator of how customers might behave.
Social media interaction and influencers
By researching an organisation’s social media activity, marketers can track how their customers, or potential
customers, are interacting with the organisation. For example, whether they are commenting positively or
negatively about goods, services, advertising campaigns or customer service, or sharing information about
goods and services with friends or colleagues. This information can help marketers keep up-to-date with
customers’ likes, dislikes and concerns, and can be used as part of marketing planning activities.
It can be helpful for organisations to research, and build relationships with, individuals who have established
credibility in a specific market and who have access to a large audience in that market. This is because these
individuals can use their influence through their blogs and social media networks to reach customers in a way
that an organisation’s marketing activities may not be able to.
Customer referrals and recommendations
Online customer reviews and recommendations can provide useful feedback for organisations on customer
satisfaction levels. Reviews can also influence potential customers’ opinions of the organisation and its
products. Depending on whether these reviews are positive or negative, they may enhance or damage the
organisation’s brand(s) and its reputation. A series of poor reviews might result in a loss of customers, so it is
important that organisations track what customers are saying and respond accordingly, for example by replying
to comments on social media and making improvements to goods or services.
Competitor activity
Researching competitor activity over time can help organisations monitor market activity and trends and make
informed decisions when developing their marketing strategies and plans. Of particular use to marketers is
information about competitors’ products (especially new products), prices, advertising and promotional activity
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as this can help them act to gain a competitive advantage. Media coverage and comments from social media
influencers and online reviewers about competitors are also useful as these can help marketers understand how
their competitors are viewed in the industry.

Types of research and information sources
The type of information that an organisation wants to collect about their market, customers or competitors, will
influence the type of research they carry out: quantitative or qualitative.
Quantitative research
Quantitative research collects statistical information in a structured way (for example, via questionnaires
or polls). In the context of marketing, it is concerned with gathering facts and figures about markets and
customers. Findings from quantitative research are typically presented as tables, charts, graphs and, increasingly,
infographics which display facts and figures in a simple, eye-catching graphical format. This type of research
can help marketers to:
•

identify market trends and patterns

•

measure customer interest in a potential new good or service

•

measure customer awareness of a brand or product

•

identify the potential market size of a good or service

•

understand customers’ buying behaviour

•

decide which type of customers to target through marketing activities

•

decide which types of marketing activities to include in a marketing plan.

When carrying out quantitative research, it is important to survey people in sufficiently large numbers to
ensure that they are a representative sample of the group or market being surveyed and that the findings are
statistically significant.
Qualitative research
This type of research collects information in a less structured way than quantitative research (for example,
through interviews and group discussions (such as focus groups) where the emphasis is on gathering anecdotal
feedback). It provides deeper insights into topics that quantitative research alone would not allow. In marketing,
it is used to explore customer motivations and thoughts, trends in opinions and the underlying reasons for
customers behaving in the way that they do.
Findings from this type of research are typically presented in a report format and include representative
quotes from the people being surveyed. Qualitative research can help marketers to:
•

develop ideas for potential quantitative research

•

gather customer reactions to a new product

•

test customer reactions to a new advertising campaign

•

understand why customers choose the products they do

•

learn what customers think about an organisation’s brand

•

test customer reactions to new packaging

•

identify which marketing messages have the most impact.

Qualitative research involves inviting people to participate, either as individuals or in groups. For this
reason, it can be time-consuming and costly to conduct, and the number of participants is typically small.
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The information collected during research can be sourced in two main ways; primary research and secondary
research.
Methods of collecting primary research

Methods of collecting secondary research

To obtain new information via:
• surveys/questionnaires
• focus groups
• interviews
• user testing
• split testing (A/B)
• polls
• pop-ups
• pilot studies
• customer/consumer reviews
• visits to competitors’ locations*
• observations*
• mystery shopping*

To obtain existing information via:
• sales information and data
• government statistics, data and reports
• the internet
• company websites
• organisations’ annual reports and accounts
• information published by educational
institutions*
• census information*
• market report and analysis*
• white papers*
• articles in newspapers and trade journals*

Examination Tip
For the examination, you will not need to know any of the primary or secondary research
methods listed in the table above that are accompanied by a *. They have been included in the
coursebook because knowing these methods may be beneficial to your understanding.

Primary research
Primary research (also known as ‘field research’) involves collecting new information that has not been collected
before by going directly to the source of the information. In marketing, the source may be an individual
customer, groups of customers or prospective customers. Primary research can be specific (quantitative) and
exploratory (qualitative).
Organisations carry out primary research on their own behalf, either by conducting it themselves or by
appointing a market research company to do it for them. There are advantages and disadvantages to primary
research.
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Advantages of primary research

Reason

Addresses specific issues

The organisation originating the research sets the research
objectives, topic and scope, and controls the research process
regardless of whether they are conducting it themselves
or using a market research company to do if for them. This
ensures the findings are relevant.

Information gathered is recent

The findings are more likely to be accurate than compared
to secondary information which may be out-of-date and
inaccurate.

Better interpretation of findings

Marketers can analyse and interpret the information gathered
according to their needs, rather than relying on interpretations
of information that has been gathered and organised by others.

Ownership of information

The organisation originating the research owns the information
gathered, can use it in any way they wish and does not need to
share it with other organisations. This can give them the edge
over competitors who may not conduct research or may rely
solely on secondary information.

Disadvantages of primary research

Reason

Cost

Primary research can be expensive to carry out, especially
if an organisation does not have the internal expertise
to conduct it themselves and must use the services of a
specialist market research company.

Time-consuming

Primary research often takes longer to plan and execute
than secondary research because it is concerned with
gathering new information that is specific to the organisation
conducting it. Conducting primary research may involve
several processes, for example identifying people to take
part, designing questionnaires, organising focus groups,
analysing and interpreting results. Each stage must be
carried out carefully to ensure that the research achieves its
objectives.

Primary research methods
Surveys/Questionnaires
A structured set of questions (usually written but may be oral) used for collecting information as part of a
wider survey that may use additional research methods. Questionnaires can include both closed and openresponse questions. Closed questions usually require “Yes/No” answers, or answers from a limited choice
of options which can be easily analysed by the researchers. Open questions require respondents to provide
more detailed information, typically thoughts, opinions, worries, concerns and suggestions, and their reasons
for these. Responses to open questions often provide unexpected insights but may be harder to organise and
analyse because no two responses will be the same.
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Polls and pop-ups
Usually briefer and more focused than a questionnaire and typically gather people’s opinions on a given subject
in a short timeframe. They usually ask one question and may offer simple “Yes/No” or “A or B” type answer
choices. They are quick to organise, answer and analyse but provide limited information. Online polls, often
displayed as ‘pop-up’ boxes when a customer visits an organisation’s website, are a quick and easy way to
gather customer feedback.
Interviews
May be conducted by telephone or face-to-face, often by reputable market research companies on behalf of
their client organisation. As with questionnaires, they typically ask a prescribed set of questions, which may be
both closed and open in nature.
Face-to-face interviews may be conducted in individuals’ homes or in a public place (such as a street or
shopping mall). They can be particularly useful when testing reactions to a new product or new packaging for
an existing product, since samples can be provided as part of the interview.
Both types of interviews require the time and skills of market researchers (also known as ‘pollsters’)
to conduct the interviews and record the responses. For this reason, they can be expensive. However, the
researcher’s skill can help to ensure that interviewees answer questions in full and don’t skip questions.
Focus groups
These bring together a small number of invited participants, usually from an organisation’s target market, to
discuss their feelings, attitudes, beliefs, experiences and reactions in relation to a given topic (for example a
product, service, idea, advertising campaign or packaging).
They are carefully planned events where the purpose is to gather qualitative information that cannot be
easily collected using other methods (for example questionnaires). Focus groups are typically facilitated by
an independent researcher (a moderator) on behalf of the organisation. The researcher will guide the group
through a set of planned questions, ensuring that each participant has the chance to interact in an open and
honest way, in a non-threatening, non-judgemental environment.
Due to the time and effort required to set up and run these events, focus groups can be an expensive research
option. However, the quality of the information gathered can often provide deep insights into how customers
really feel.
Pilot studies and user testing
Also known as ‘test marketing’, these are preliminary or exploratory studies, often conducted prior to launching
a new product. They are typically small studies involving a representative group of a target market and are
designed to test the participants’ attitudes towards, and experiences of, using the product being researched. For
example, a pilot study of a new product may be carried out in a region to test its viability before it is launched
nationally. Similarly, a pilot study may test a product with a small sample of respondents before conducting a
larger research project with the same product. Findings from pilot studies can help organisations refine their
products and reduce business risk before launching the final version onto the market.
Split testing
Also known as ‘A/B testing’, this involves testing two variants at the same time to see how small differences
might influence customers’ behaviour. Marketers may use split testing in several ways (for example, to test the
name of a newsletter, the subject heading in an email, the text for an online advert or the layout of a web page).
By running and testing two variations with a controlled group of customers, marketers can see which version
works best and adjust their activities accordingly.

Customer research

31

Visits to competitors’ locations
This type of research can provide useful first-hand information, especially for small organisations who want
to learn more about the local competition. For example, an organisation operating in the retail sector may find
it useful to visit a competitor’s store to research the type of goods on sale; the prices being charged; whether
shelves are full or empty; the attitude of staff; the type of in-store promotions being run; whether the store
is busy or quiet and the level of customer service being provided. They might also visit the competitor’s
exhibition stand at an exhibition.
Observations
This type of research involves watching, either directly or indirectly, how customers behave and interact in the
market under natural, unplanned conditions. This can help organisations identify problems or opportunities
that they may not have discovered using other research methods. Observational research may be carried out by
skilled market researchers or by mechanical means (such as cameras or audio recorders). It can provide a range
of information (for example the routes that people take around large stores, the products they notice first in the
stores, their reactions to promotional materials, the time it takes them to make a purchase and their experience
of paying for the goods at the till).
Mystery shopping
This is a method of researching specific information about a product or service. It is often used to measure
the quality of customer service being provided by the organisation being evaluated. The mystery shopper,
whose identity is not usually disclosed, poses as a genuine customer and carries out a specific task (for
example buying a product, eating a meal in a restaurant, staying at a hotel, asking questions or making
a complaint – just like any other customer). The difference is that they then provide feedback or reports
about their experiences, which is then sent to the organisation who has commissioned the research. This
information can provide organisations with useful insights into their own customer service, as well as that
of their competitors, and help them to identify areas for improvement. Mystery shoppers are typically
recruited by market research organisations on behalf of a client organisation and may be paid for their
services.
Customer reviews
Customer feedback on goods and services can provide organisations with useful information about their
customers’ experiences (positive and negative) and help them to adjust and improve their products. There
are many websites that enable customers to post reviews, rate products and services, and comment on what
they like/dislike about them. Reviews are popular sources of information for customers who want to research
goods or services before they buy them. They are also often a good indicator of current attitudes towards an
organisations’ brand(s) and products. Negative reviews can quickly damage an organisation or its brand’s
reputation, especially if no action is taken to address the issues, so it is useful to track customer feedback on a
regular basis.

Secondary research
Secondary research (also known as ‘desk research’) involves gathering existing information that has already
been compiled and published by others. This information may be free or available on subscription. Organisations
typically carry out this research themselves as it does not require specialist skills.
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Advantages of secondary research

Disadvantages of secondary research

• A lot of the information is readily available at
no cost.
• It can provide a lot of broad information
quickly.
• It is a good source of historical data.
• It is useful for small organisations with
limited, or no, research budget.
• It can be conducted prior to primary research
to identify what can be researched in further
detail.

• It may be time-consuming to search for
information from different sources.
• It may not be specific or as relevant to an
organisation as primary research.
• It may not be current or reliable.

Secondary research methods
Sales information and data (internal to an organisation)
Sales figures and other information about customers’ buying behaviour can be collected from an organisation’s
CRM system and internal sales reports.
Government statistics, data and reports
This type of information may include statistics about a country’s economy, its population and society at
national, regional and local levels. It can be helpful for organisations that want to move into new markets,
especially overseas markets, about which they may have little knowledge.
The internet
The internet provides a wealth of information about market developments, new products, industry trends and
organisations, much of which is free although some sources of information may require a subscription.
Company websites
When conducting competitor research, it is useful to research company websites as they may provide insights
into an organisation’s products, services, prices, promotions and distribution methods, as well as company
news.
Organisations’ annual reports and accounts
These provide useful information about an organisation’s financial performance, achievements and business
priorities.
Information published by educational institutions
Universities, business schools and colleges often publish academic articles, research, reports and books that
can be useful to marketers.
Census information
This is information about a country’s population and is typically collected by governments every 10 years. The
information typically includes birthplace; age; gender; ethnic origin; occupation and educational qualifications
and can be used by organisations in different ways, for example when planning store locations or markets for
new products.
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Market reports and analysis
This can be helpful when researching new markets, especially overseas markets.
White papers
In the marketing context these are authoritative, detailed reports produced by organisations to discuss a specific
problem or issue and offer a solution. They can provide useful insights into an organisation’s methods and are
useful when researching competitors.
Articles in newspapers and trade journals
These can provide information about industry and market developments, new products and organisations.

Examination Tip
You will need to know the difference between qualitative and quantitative research. You will also
need to know the advantages, disadvantages and different methods of primary and secondary
research (except for those previously mentioned on page 28), and be able to apply this knowledge
to real life marketing contexts/scenarios.

Conducting customer research
As conducting research may be time-consuming and costly, marketers should consider the following factors
first:
•

Research objectives – What are the research objectives? How will the research support business

•

The type of information required – What type of information/data is required? Quantitative or

•

Availability of information required – Is the information already owned by the organisation, or is it

strategies and plans?
qualitative?

available elsewhere or does it need to be commissioned?

•

Who will conduct the research – Will it be done in-house or via a third party research company?

•

Timing of research – Should it be conducted before, during or after customers purchase goods or

services?

•

Research method/information source – Which method/source will best achieve the required results
taking into account timescales and available budget?

•

Management and use of the information gathered – Who will organise the information once it has

been collected and how will it be used?

Examination Tip
You will need to be able to understand, analyse and interpret information, data and graphical
presentations of research findings and draw conclusions from them.
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Chapter 3 Summary
What you have learned:
• The purpose of conducting research and its importance to marketing and the wider
organisation.
• The different areas of market and customer information that can be researched and how
this impacts an organisation’s needs and marketing objectives.
• The research and information that an organisation can gather about their market, customers
or competitors, and how this influences the type of research they carry out.
• The different methods for obtaining research information and the advantages and
disadvantages of different information sources.
• The factors that should be considered by marketers when conducting research.

Activities
3.1

(a) Identify the seven stages a business might follow when creating a market research plan.

1 ............................................................................................................................................................................
2 ............................................................................................................................................................................
3 ............................................................................................................................................................................
4 ............................................................................................................................................................................
5 ............................................................................................................................................................................
6 ............................................................................................................................................................................
7 ............................................................................................................................................................................
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(b) Give two examples of the research considerations that are typically associated with each stage.
Stages

Research considerations

1

2

3

4

5

6

7

Practice questions
3.1

Which of the following are primary research methods? (Select all that apply)
(1)
□ A

Government statistics

□ B

Questionnaires

□ C

Articles in trade journals

□ D

Interviews

□ E

Research over the internet
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State one advantage and one disadvantage of conducting primary research.
(2)
Advantage

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
Disadvantage
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
3.3

Explain two reasons why an organisation might want to research customer feedback about its products.
(4)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 4
THE CUSTOMER
EXPERIENCE JOURNEY

Learning Objectives
4.1 The customer journey
Knowledge and understanding of the customer experience journey.
4.2 Customer journey mapping
Knowledge and understanding of customer journey mapping.
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The customer journey

Customer-focused organisations aim to ensure that their customers have a positive experience every time they
interact with them, whether that is before, during or after they make a purchase of a product. The types of
experiences are shown below in figure 4.1.
Awareness
and
information
gathering
Continued
support and
communication

Purchase
experience

Customer
experiences
should be
consistent

Repair, refund
replacement

Identify problem
and contact
customer
services

Receive
product and
start use

Receive, view
and pay bill

Figure 4.1 The types of customer experiences

Together, a customer’s experiences of buying a product are referred to as the ‘customer journey’. Customer
journeys can be simple or complex and they are different for each customer and each purchase. The journey
may begin in a store, where a customer sees the product they want, and end online, where the customer orders
the product from a website. They may buy the brand of product they originally thought of buying, or they may
buy a different brand or a different product altogether. Depending on the type of product being purchased and
the buying decision that needs to be made, the journey may be short and quick or long and slow.
Customer journeys may be cyclical (when a customer buys a product and then buys it again) or they may
follow a more linear route, with a start point (where their involvement with an organisation begins) and an
end point (where their involvement with the organisation finishes). The route from start to finish may not
follow a straight path, however, and the customer may go off in different directions before reaching their final
destination where they make their purchase. Each customer’s journey is unique in the same way that their
buying motivations, attitudes and perceptions are unique.

Stages of the customer journey
Customers pass through different stages along their buying journey; these are discussed below. One of the
challenges for marketers is to provide customers with the right information about a product at each stage of the
journey, and to provide it in a range of formats (for example online or print), when and where the customer is
ready to use it.
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39

Attract
Exit

Acquire

Stages of
the
customer
journey

Refer

Keep

Engage and
develop

Serve

Figure 4.2 The stages of the customer journey

Customers’ perceptions of their buying experiences are based on their emotional responses and may be
negative or positive. When a customer perceives that something has gone wrong as they pass along their buying
journey, and they experience dissatisfaction as a result, this is often referred to a ‘customer pain point’. While
the problem the customer perceives may not be an actual problem from the seller’s point of view, customerfocused organisations aim to understand what their customers’ pain points are so that they can put things right
and continue to move the customer along on their journey to the purchase stage.
An example of a pain point that may not be an actual problem, is when a customer orders an item via a
website that they want to be delivered within seven days but does not read the information that states delivery
will take 14 days. They may experience disappointment or dissatisfaction with the seller when the product does
not arrive within seven days and complain. This is a pain point for the customer, but would not be classified as
a delivery problem from the seller’s perspective.
Attract – the customer’s journey begins
From the marketer’s perspective, customers at the start of the customer journey are known as ‘cold prospects’.
They are individuals or groups who may not realise that they have a need for a product and have little or no
knowledge of the organisations in the marketplace that can meet their need. At this stage, it is the marketer’s
job to raise awareness of their organisation’s brand and products so that customers start to understand what
the organisation can offer them and how its products and services can meet their needs.
To attract customers and move them into the discovery, or learning phase of their journey, marketers
must target their marketing communications to where prospective customers will find them and focus on the
problems their goods and services can solve, not the goods and services themselves. Types of communications
materials that can help with this are educational material, customer reviews and testimonials.
The marketing objective here is to turn cold prospects who have not yet made a purchase, into warm
prospects (leads) who are ready to interact further with the organisation and take the next step along the
customer journey.
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Acquire – the customer makes their buying decision
Once the prospective customer has identified their need and researched the available options in the market to
satisfy this need, they will narrow down their choices of supplier and make their purchase. Some customers
may have no direct contact with an organisation before they make their purchase, while others may prefer to
interact directly (for example by requesting information; talking to a sales representative; making an enquiry
over the phone or via the internet; or testing or trying a product before they buy).
At this stage, marketers usually work closely with their sales team to help acquire the customer. Typical
marketing activities at this stage are creating marketing materials that convey the benefits that their product
can offer, running promotions and producing website content with calls to action. It is important at this stage
to ensure that the customer experience is positive and that the customer’s needs are being met because this
will influence whether the customer buys again – either the same product from the same organisation, or a
new product from the same organisation. While marketers can make a significant contribution here, there will
always be some factors that are outside of their control (for example, the goods or services may be out of stock
or an organisation’s online payment system might fail meaning a customer cannot complete their purchase).
Engage and develop – engaging with customers and developing their loyalty
Having acquired a new customer, marketers then work to move the customer further along their journey so that
they begin to engage with the organisation and form an emotional connection to its brand, goods or services.
The objective is to work proactively to retain the customer and turn them into a repeat (loyal) buyer.
At this stage, marketers may use different tactics to stay in touch with customers. For example, by creating
personalised customer newsletters and email marketing campaigns; creating customer loyalty programmes;
tailoring offers and rewards to reflect their buying history with the organisation; creating blogs, videos and
social media posts that contain helpful information; sending small gifts to mark a birthday or special occasion
and sharing stories about the organisation’s work in the local community.
When building customer relationships, it is important to monitor levels of customer satisfaction through
research (quantitative and qualitative). By listening to what customers say about their buying experiences,
marketers can identify and manage problems, improve processes and adjust marketing campaigns to improve
the customer journey and reduce the risk of losing customers to a competitor. Typical methods of researching
customer experiences are questionnaires, polls, focus groups, interviews and monitoring comments on social
media.
Serve and keep
To keep existing customers, especially in competitive marketplaces, organisations must do more than promote
products that meet a customer’s needs, provide good customer service during the purchase phase and ask
for feedback afterwards. Whilst these activities are important, they only form part of the customers’ journey.
To create consistently positive customer experiences that result in repeat purchases and long-term loyalty,
organisations should plan to:
•

•

Motivate, train and lead their employees – So that employees understand their customers’ needs and

the types of journeys their customers take; recognise the pain points they encounter along the way and
develop the attitudes, behaviours and skills that help them to see things from the customer’s point of
view to improve the customer experience.

Make processes simple, easy, efficient and consistent – So that customers can quickly find the

information they need to make quick buying decisions, pay for their goods without delay and contact the
right people when they need information, or when things go wrong. This applies to internal processes as
well as external. For example, a CRM system can help employees quickly understand how and when a
customer has interacted with the organisation previously, where there have been problems and how these
were resolved, enabling them to build a relationship with the customer that is more tailored to their needs.
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Set and meet promises and expectations – So that customers understand what product is being

offered to them and how it will meet their needs; what price they will pay; when and where the product
will be available; and, if the product is being ordered, when it will be delivered. Failure to meet promises
or manage customers’ expectations can be one of the main reasons why organisations lose customers
to their competitors.

•

Satisfy needs – Initially a customer’s needs may be quite simple and straightforward, (for example,

•

Manage problems – When things go wrong, and customers complain, organisations should act quickly
to resolve and remove problems or risk losing sales to the competition. Customers can easily become
dissatisfied if they feel that their problem is being ignored, that it isn’t being resolved quickly enough, or
that the organisation does not value them as a customer. While marketers may not be directly involved
in solving customers’ problems, they can play a part in communicating how their organisation manages
customer problems (for example, by providing clear information about the complaints process on the
organisation’s website).

•

Build and maintain customer relationships – By building relationships with existing customers and
keeping them engaged and active, for example through communicating news and offers, marketers can
create opportunities for cross selling or upselling and increase the customer’s lifetime value for their
organisation. Communicating with customers who have previously bought a good or service but are not
currently actively buying, can help to rekindle their interest, while offering incentives can stimulate
new purchases.

•

Request feedback – By asking customers for feedback on their buying experiences, organisations
can identify problem areas and discover opportunities to improve goods, services and processes.
Involving customers in this way can help to reassure them that their opinions are valued. Marketers

they may require a certain type of product to serve a problem). As they interact with organisations to
research buying options, choose their preferred supplier and make a purchase, their needs may change
and become more complex than expected. Organisations should therefore anticipate customer needs at
different stages of their journey, and work with their sales and marketing departments to ensure that the
right information, systems and processes are in place at every stage to meet customers’ requirements
and provide a positive experience.

can obtain this information by carrying out quantitative and qualitative research (research is discussed
in more detail in Chapter 3).

Refer
Satisfied customers, who have had positive interactions with an organisation and its products along their buying
journey, make ideal brand advocates. This is because they have tried the product and trust it sufficiently to
recommend it to others who may be looking for a similar product (for example, family members, friends and
colleagues). Customer referrals (also known as ‘word-of-mouth marketing’) are a powerful way of attracting
new customers who may not be convinced by marketing campaigns alone.
While referrals often happen spontaneously, with no involvement from the organisation concerned, marketers
can pro-actively encourage referrals by setting up customer referral programmes. These programmes typically
offer incentives to the advocate (such as discounts off their next purchase, cash back offers or free gifts). They
may also offer an incentive to the person being referred (such as a discount off their first purchase).
While some satisfied customers immediately become advocates, others never will simply because they are
not interested. Those that choose to share their experiences and opinions with others may do so using a range
of platforms (for example, review websites, blogs, social media, testimonials and articles). Marketers should
monitor these platforms to find potential advocates and influencers. They should also interrogate their own
CRM system to identify long-term, repeat buyers who they could approach.
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Exit
A customer’s interaction with an organisation may end for different reasons such as dissatisfaction, affordability,
need or organisational change, for example. For example, a previously satisfied customer’s circumstances
may change and may mean they no longer need, want or can afford the products being offered. Dissatisfied
customers may buy once and never buy again, preferring a competitor’s product. Whatever the reason for the
customer moving away, there may still be an opportunity in the future for marketers to win back the customer’s
business and for the customer to start a new journey experience, either buying the same product they bought
before or buying a different product. Either way, their experience will be different (for example customer
services levels may have improved or got worse or the customer’s reason for buying may have changed, the
customer may experience problems making their purchase which they didn’t experience previously).

Examination Tip
You will need to know and understand each stage of the customer experience journey, the features
of each stage and how the experience journey impacts and influences marketing activities.

4.2

Customer journey mapping

Customer journey mapping
A customer journey map is an illustration of all the points (often called ‘touchpoints’) where customers interact
with an organisation during the buying cycle (this is covered in more detail in Chapter 2). These touchpoints
may be online (for example, when a customer uses a website to research information about a product and then
orders it via the website), or offline where a customer may buy a product in a shop. An example of a journey
map showing the customer’s potential touchpoints (both digital and physical) at each stage of their buying
experience is shown below.

Digital touchpoints
Information
search
Digital billboards
(outdoor)

Website
landing page
Third party blog

Viral email

Website

Awareness

Consideration

Word of
mouth
Advertising
(Radio, print,
TV, Outdoor)

Managed touchpoints
Unmanaged touchpoints

Purchase

Service
In store

Direct mail

Customer
newsletter
Email with
offers/discounts
Blog

Website chat
service

Third party
websites

Online advertising

Public relations
(article in
magazine, event,
exhibition)

Mobile
(SMS messages)

Call Centre
In-store

Call
Centre

Loyalty
Promotions on invoices
Customer events
Customer
forums

Physical touchpoints

Figures 4.3 An example of a customer journey showing digital and physical touchpoints
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An organisation will aim to manage (control) as many of the touchpoints as possible. However, some
touchpoints will be outside of their control (for example, they will not be able to control what a third party
blogger says about their products or services or prevent a potential customer from reading the blogger’s post).
Journey maps look at things from the customer’s point of view. Typically, they plot the progression of a
customer’s experience from the point they start researching and planning their purchase, through to making the
purchase and any post-purchase interaction they may have with the organisation. However, not all customers
follow a linear pathway from start to finish, and they may move in and out of the buying cycle, skipping some
stages altogether. Marketers will aim to understand what the customer wants to achieve at each interaction,
what their experience has been and what the customer feels about their experience.
The table below is an example of the pain points a customer might experience during the purchase phase of
their journey when carrying out their weekly food shopping at their local store.
Customer’s
journey stages
(purchase phase)

The customer’s
expectations

The customer’s pain points

1. Customer
enters their local
food store to
do their weekly
shopping.

The customer is in
a hurry and wants
to complete their
shopping quickly.

• The store is crowded and it is difficult to move
around quickly.
• The store’s air conditioning system has broken down
and it is very hot inside.
The customer feels uncomfortable and impatient

2. Customer goes
to the shopping
aisle where they
expect to find
their favourite
brand of coffee
which they wish
to buy.

The customer buys
the same brand of
coffee every week,
knows where to
find it in the store
and expects to find
it on the shelf with
the other coffee
products.

• Coffee products have been moved to a different aisle
in the store and the customer has to discover the
new location.
• The customer cannot find a member of staff to ask.
• The customer eventually finds the relocated coffee
products but the item they want to buy has been
placed on the top shelf and the customer cannot
reach them.
• The customer cannot find a member of staff to help.
• The customer has to ask another customer to reach
the coffee for them.
The customer feels very frustrated

3. Customer goes
to the checkout
till to pay for their
goods.

The customer
wants to pay for
their goods quickly
The customer
expects friendly
service from the
assistant at the till.

• There are only two tills out of five in operation.
• There are long queues at each till.
• The customer is in a hurry and it is 10 minutes
before they are served.
• When they are eventually served, the assistant
on the till does not engage with the customer (for
example by making eye contact or saying Hello/
Goodbye).
The customer does not feel valued

4. Customer
leaves the store.

The customer
expects their
payment to
be processed
correctly.

• The customer discovers the assistant has charged
him/her twice for the coffee.
• The customer has to decide whether they have time
to return to the store for a refund or not to bother.
The customer is very dissatisfied
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Organisations can use customer journey maps for a number of reasons:
•

To gain an overview of what customers are experiencing whenever they interact with an organisation.

•

To communicate effectively with customers at key points in their journey (for example, produce
marketing materials at the start of the journey to provide product information that supports the
customer’s buying decision; keep in touch with customers after they have made their purchase).

•

To learn what customers think and feel about their experiences.

•

To identify where customers experience problems or dissatisfaction and assess what the outcome might
be (for example, if a customer cannot complete part of the buying process they may stop interacting
with the organisation temporarily or permanently).

•

To look for opportunities to make improvements and innovations at different touchpoints (for example,
providing more information about a product at the awareness (discovery) stage or enhancing the skills
of the customer service team to manage enquiries and problems later on in the journey).

•

To examine ways of moving customers through the buying cycle to encourage purchase and retention.

Factors to consider when creating journey maps
•

They should be developed from the customer’s point of view.

•

They should be based on real information about customers’ experiences (qualitative and quantitative).

•

They should include the customer’s goals, needs, expectations, perceptions (positive and neutral) and
pain points (real or perceived problems) at each stage of the journey.

•

They evolve and change as new information is collected and added; they are living documents.

•

They show the customer’s current/potential journey across multiple touchpoints; where the customer
interacts with the brand or outside of the brand (for example researching a competitor’s brand as an
alternative choice) as they look for ways of satisfying their needs.

•

They can be used to help understand a customers’ lifetime value. By understanding the customer’s
journey, and their touchpoints (both negative and positive) along the way, marketers can work to
increase the customers’ lifetime value to their organisation, for example by anticipating problem areas
and putting them right quickly to encourage the customer to move along in their buying journey and
become a repeat buyer.

•

They should incorporate performance indicators at each measurable stage of the customer’s journey,
for example, the number of visits to a website landing page following an email marketing campaign.
This can help marketers understand how effective their marketing activities are during the customer’s
journey from awareness to purchase.

•

They are presented in visual format to help stakeholders’ understanding, engagement and
decision-making.

Examination Tip
You will need to know and understand the purpose of customer journey mapping, why and
how organisations and marketers use customer journey maps, and the factors that need to be
considered when creating one.
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Chapter 4 Summary
What you have learned:
• The experiences customers have when they interact with organisations to research and buy
products.
• The stages of the customer journey, the importance of each stage on marketing and the
wider organisation and how each stage impacts marketing activities.
• The purpose of customer journey mapping, and its importance to an organisation and to
marketing activities.
• The factors that need to be considered when developing a customer journey map.

Activities
4.1

Explain the term ‘customer pain point’.

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

4.2

A customer wants to buy a new camera and has heard about an online company called Digipix that offers
discounts and promotions on many brands of cameras. The customer is interested in two different brands
of cameras but has not decided which one to buy.
Create a simple diagram that shows some of the touchpoints and pain points a customer might experience
with an organisation during their buying journey.
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Practice questions
4.1

Identify two types of experiences a customer may have when interacting with an organisation. For each
experience, give two examples of touchpoints (interactions) the customer might have.
(6)
Customer experience 1

...............................................................................................................................................................................
...............................................................................................................................................................................
Touchpoint 1
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
Touchpoint 2
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
Customer experience 2
...............................................................................................................................................................................
...............................................................................................................................................................................
Touchpoint 1
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
Touchpoint 2
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
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4.2 Explain two reasons why an organisation might want to use customer journey maps.
(4)
1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 5
COMMUNICATION
FUNDAMENTALS

Learning Objectives
5.1 Marketing communications plans
Understand the core elements of a marketing communications plan and
how it is typically influenced by, or included in, a wider marketing plan.
5.2 Informing a marketing communications plan
Understanding the 4As in the context of the 4Ps and how these are used
to develop an effective marketing communications plan.
5.3 The marketing communications mix
Understand the five core elements that make up the marketing
communications mix and how these can be integrated within
organisations.
5.4 Customer engagement and response
Understanding customer engagement and response models, and how
these influence the development of marketing communications.
5.5 Evaluating the wider business environment
Understanding and evaluation of wider business issues that may
influence the development of an effective marketing communications
plan.
5.6 Communications media
Understand the various media used in successful communications
delivery.
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Marketing communications plans

Business areas that a marketing communications plan can cover
A marketing communications plan is a business document that lays out how an organisation plans to deliver
messages to a defined audience or customer group. A communications plan can be developed for various areas
of a business and can be presented as an individual plan or as part of a wider marketing plan or businessplanning document.
Organisation wide (all elements of an organisation)
This type of plan will cover all of an organisation’s communications, including specific sections for corporate
communications, as well as for the product, brand and service. Usually, an organisation wide plan will set out
broad strategic aims for the entire organisation, which may include corporate identity considerations and sub
sections relevant to the individual elements, goods and services of the business that requiring specific focus
and actions.
As with all other types of communication plan, this may form part of a larger marketing plan, or be a standalone plan. There is no specific rule for this and it is likely to be a decision made by the organisation, depending
on the size of the business, the complexity of communication activities and how important communications are
viewed internally by senior managers. A smaller organisation would usually have a single marketing plan that
incorporates communications, whilst a large organisation may have several individual plans to cover a broader
range of communications activities.
Specific brand or product
This is a plan developed for a specific brand or product category that may have its own market segment, brand
identity and customer group. In larger organisations, this type of plan is often managed by a marketing, brand or
product manager with direction or support from a marketing communications specialist or an external agency.
Specific market
This is a marketing communications plan developed for a unique market segment. This can be based on
geographical location, where trading rules and market dynamics differ, or it can be based on a market group
(such as a 35-year-old female with a disposable income). This plan is usually highly targeted and detailed in its
approach, and is often developed and/or influenced by a broader marketing plan.
Service and customer experience
This is a communications plan usually developed to support the delivery and/or use of a service, or to improve
an organisation’s customer experience. Often, the aim of this type of plan is to generate brand awareness, trust
and understanding of a service process, aftersales care and potentially repeat business. A communications plan
developed for service and customer experience will typically focus on processes, quality of interaction, support
and value, rather than product sales.
Internal or external
This refers to marketing communications plans that are developed for internal customers (people inside the
organisation) or external customers (people outside of the organisation). This is discussed further in Chapter 1.

Marketing communications plan elements
Each element of an effective marketing communications plan is influenced by the organisation’s overarching
strategic aims and objectives. The additional elements of the plan usually show the detail around how these aims
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and objectives will be achieved, the tactics required by the organisation in order to take the messages to market
and how the tactics will be measured so that the organisation can see how successful the communication is.
Depending on the type and size of organisation, the owner of the plan may request additional financial data,
current market position and information input from other departments, to inform the planning and decisionmaking process. The more detailed the information that is gathered to support the planning process, the more
likely the final plan will be targeted and therefore successful in supporting the overall aims and expectations
of the organisation.

Strategy

Return on
investment

Objectives

Marketing
communications
plan
Budget
allocation
and
reasoning

Timeline

Tactical
delivery

Figure 5.1 The typical elements of the marketing communications plan development process

Strategy
The strategy is a plan of action (aims) that an organisation creates in order to meet its long-term goals and
objectives.
When developing an effective marketing communications plan, a marketing or communications team will
set out their strategic communication aims. These aims will enable them to fulfil their communication goals
by providing a clearly defined and focused approach to their activities, which will often contribute to the
delivery of broader organisation and marketing objectives.
Objectives
As part of the communications planning process, an organisation will set objectives to enable the
communications plan to be effectively targeted and measurable.
Objectives are specific goals, which can be measured in order for an organisation to monitor the success of
a communications plans. Setting appropriate objectives will ensure a project or campaign can also be reviewed
and assessed post-delivery.
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Budget allocation and reasoning
It is important to set out a planned budget allocation (forecast) for the activities and tactics that make up the
delivery of a communications plans (such as brand guideline development, design and advertising). Setting
expenditure to specific tactics and activities and providing supportive reasoning as to how the allocation will
support the successful delivery of the objectives, will enable internal stakeholders to understand the financial
requirements needed to implement the communications plan, the return on investment (ROI) and audience
reach of the activities within the plan (the latter two are covered in more detail in the following sections). In
addition to financial requirements, budget allocation would also include reference to any additional human
resource requirements, the associated costs and reasons for the additional resourcing.
Tactical delivery
This is where marketers explain the communications activities (methods) they will use to achieve the
communication plan objectives.
As part of the tactical delivery, the plan will set out the media channels that the organisation will use in
order to deliver its communications. This may include multiple methods of delivery in order to reach a large
and varied audience.
When developing tactical delivery plans, it is important to assess the most appropriate methods that can be
used. In order to choose the right methods and meet the communications plan objectives, marketers will need
to consider the cost of delivering the communications, (including research, design or print, for example), the
target audience, audience reach (such as geographical location and the number of recipients) and the flexibility
needed in order to adapt the communications delivery if required. By selecting flexible communications methods,
it allows delivery to be adapted in real time, based on results. For example, an organisation may anticipate a
certain number of sales calls from a particular activity, based on the overall spend of the advert and the reach
of the publication it is placed in. If the number of calls falls below this number, the organisation could choose
to withdraw further budget allocated for this method altogether and re-allocate it to a different method that is
working more effectively. Conversely, if a campaign is producing a greater return than anticipated, an organisation
could place further resource in this area, to make the most of the opportunity provided by this method.
Timelines
Setting timelines for the completion of all of the planned activities within a marketing communications plan
enables an organisation to monitor the delivery of the plan itself. Setting time allocations to activities allows
a plan to be split into more manageable sections that can be reviewed as they are implemented so that adaptions
can be made to the communications plan if necessary. By agreeing these checkpoints as the plan is written,
the marketing or communications team can manage their time and resources to set achievable deadlines for
delivery. These timelines also allows internal stakeholders to monitor if the plan is on schedule.
Organisations will often adapt the timelines within a plan during its delivery. They will take into consideration
real-time changes to market dynamics, sales targets, product production and competitor activities.
Return on investment (ROI)
Once all of the elements of a plan have been decided, the organisation will then look at the return on investment
(ROI) of the planned activities. ROI is a performance measure used to identify whether the investment
made was successful, giving a positive return, or unsuccessful, giving a loss in return. By measuring the
ROI, organisations can assess the success of the plan and objectives, and how to adapt their marketing
communications in the future, allocate spend or select media. ROI can be measured at the end of a plan/
campaign implementation period, however, many organisations nowadays use real-time monitoring (as it
happens), wherever possible. By setting clear metrics for effective data capture, it is possible to review
success or failure as it happens.
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Not all plans work all of the time, regardless of how skilled a marketer is, or how impressive a communications
plan and its delivery may be. It is therefore important to note that the most successful plans, and marketers, are
those that are able to adapt quickly to ensure success by acting before additional time and financial resource is
spent on a communication method that is underperforming.

Examination Tip
You will need to know and understand each element of a marketing communications plan and
their relationship to wider business and marketing plans, as well as the business areas that a
marketing communications plan can cover.

5.2

Informing a marketing communications plans

The marketing mix (the 4Ps)
The marketing mix is a set of marketing tools used in the decision-making process, that when combined, assists
organisations in the planning and achieving of objectives, helps to strengthen its brand and sell its products.

“[The marketing mix is a] set of tactical marketing tools that an organisation blends together to
produce the response it wants in the target market.”
Philip Kotler, Principles of Marketing, 17th edition, 2018

The 4Ps are considered to be the core elements of the traditional marketing mix, which form the basis of a
marketing plan. The 4Ps help an organisation, by detailing the most useful and relevant areas to consider when
writing a marketing or communications plan. The 4Ps can be adapted to be specifically relevant to a marketing
communications plan.

• formalising product or
service range/oﬀering
• determining features
and beneﬁts
• selecting branding and
packaging
• identifying customer
product requirements
• determining agreed
communication
strategy and tactics
• selecting media channels
(traditional and digital)

Product

Promotion

Price

Place

• market positioning/
selection
• selecting price
proposition and
pricing tactics
• assessing and
inﬂuencing customers'
perceived value
• selecting distribution
channels/media
selection
• selecting appropriate
geographic locations
• deﬁning market
coverage

Figure 5.2 The 4Ps used in the development of a marketing communications plan
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The 4As
The 4As is a further refinement of the marketing mix that can be used to target customers more effectively than
through the 4Ps alone, which is seen primarily as a sales focused model for developing marketing activities. By
looking at the 4As and the 4Ps together, an organisation can create a customer-focused plan to meet the needs
of the target audience.

Acceptability

How a product
ﬁts/exceeds the
needs of the
target audience

Price

Aﬀordability

A customer's
willingness or
ﬁnancial ability
to purchase

Place

Accessibility

How a customer
can readily
obtain a product

Promotion

Awareness

How a customer
is informed
about a product

Product

Figure 5.3 How the 4As support the 4Ps when developing a customer-focused communications plan

Acceptability (product)
When an organisation considers the acceptability of their product, they are looking at how the functionality
of the good/service fits or exceeds the needs of their target audience. They may also look at how their product
offering fits a gap in the market, its features and the impact it may have on the target market group.
This is the time where a marketing or communications team will think about the messaging they will use
to convey the product’s key unique selling points, emotional benefits and, in consumer-focused products, the
desirable/psychological elements, to focus the communications on.
Affordability (price)
Affordability is critical to the success of a product. From a customer’s perspective, affordability covers the
extent to which a customer can physically afford (their financial ability) to buy a product and their willingness
or desire to pay for a product, taking into consideration the product’s perceived value and longevity. For
example, an expensive item may be seen to be affordable if the customer feels they are buying into quality,
necessity and/or desirability. However, changes in economy can affect the affordability of a product.
From a communications perspective, an organisation will focus on messages that align with how they believe
a customer will perceive their product offering, from a price and affordability point of view. For example, if a
product is more expensive than an identical product from a competitor, the message on price would potentially
need to be linked to higher quality, durability or desirability in order to encourage customers to purchase
the product from them rather than from their competitor. Alternatively, if a product is less expensive, the
organisation may focus its communication message on the product being good value for money or by offering
potential savings for the customer.
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Accessibility (place)
Accessibility focuses on how a customer can readily obtain a product, taking into consideration availability,
ease of purchase and general convenience. Detailing the different channels where a product is available for
purchase, including both online and traditional methods, will allow customers access to products in the way
that is most convenient for them in order to make their choice and purchase simpler.
Awareness (promotion)
Awareness is the extent to which a customer is informed (made aware) of a product, its features, and how
an organisation will go about persuading a customer to try it, buy it and re-purchase it. Product awareness is
often considered the most important part of the communication planning process. This is because awareness
is critical in influencing a customer’s perception of an organisation’s product, brand or service. A successful
communications plan will develop messages that support the development of customer product and/or service
knowledge. Brand perception can be built over time through activity that builds on memorable imagery, tone
of voice and a structured platform of communication.

Examination Tip
You will need to understand the 4Ps of the marketing mix and how these elements are considered
when developing an overarching marketing plan. You will need to know the 4As and how they
support the 4Ps to develop effective communication-specific plans.

5.3

The marketing communications mix

The marketing communications mix is made up of five core elements.

Advertising

Public
relations

Marketing
communications
mix

Sales
promotion

Personal
selling

Direct
marketing

Figure 5.4 The five core elements of the marketing communications mix
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Advertising
Advertising is a promotional method of communication that it used to promote an organisation’s goods and
services. Advertising is one of the most effective and simplest way to increase sales but it can also be a
drain on an organisation’s resource if it is not properly planned, implemented and monitored. A successful
organisation will decide on an appropriate budget for expenditure for any advertising purposes required in
order to fulfil its marketing communications aims and objectives. The money required should fit within the
communications budget constraints and be in line with customer targeting expectations and requirements.
Successful organisations will develop robust ROI metrics, so that the success of their advertising campaigns
can be measured. In many cases, a traditional or digital campaign may not always be the most efficient way to
increase sales.
Personal selling
As part of the marketing communications mix, an organisation should identify the business settings where
any personal selling or face-to-face selling can be supported by specific communication methods, messages
and supporting tools (such as sales aids). Some organisations will also consider the level of resource required
from personal selling to achieve their marketing communications aims and objectives. Organisations should
also consider business settings where personal selling is not an appropriate communications method.
Direct marketing
Direct marketing is a form of advertising where a communication is sent directly to a potential customer. Direct
marketing can be a cost effective way of generating awareness, brand recognition, product education and sales.
Direct marketing campaigns and activities can be delivered through traditional (offline) and digital (online)
media channels; from a simple hand-delivered leaflet, to an automated targeted email direct to a customer’s
inbox. Direct marketing can be a highly-targeted (focused) method of communication.
For direct marketing campaigns to be most effective, they should be targeted to ensure a customer or potential
customer receives information that is relevant to their personal requirements. A poorly planned and untargeted
direct mail campaign could be more damaging to an organisation’s communications than not delivering one,
as the recipients may feel disconnected from the brand, undervalued and frustrated with the information being
provided.
When working with personal data, an organisation/marketer should always ensure they work within the

legal requirements and guidelines set by the local government and, if applicable, by the organisation they

work for. This is explained in more detail in Chapter 8.

Sales promotion
Sales promotion is when an organisation aims to persuade a customer to make a purchase. Sales promotions are
often short-term, one off offers. There are certain organisations where sales promotions can be an effective
way of increasing short-term sales. When planning a sales promotion, it is important to consider any long-term
implications a campaign will have on the perception of a brand and customer loyalty.
Often used as a way of bringing in first-time customers on to subscription-based services, sales promotions
can seem like a great way to boost business but it is always important to consider how this will affect the
relationship an organisation has with its current customer base. If it is likely to damage existing long-term
relationships, it may be worth considering if promotions are a suitable option.
Where promotions are considered suitable, a marketer will need to ensure the messages are in line with the
brand values and support the long-term aims of the organisation. Sales promotions may include significant
discounts, vouchers, coupons, loyalty and points schemes, free gifts and cash back rewards.
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Public relations (PR)
Public relations (PR) is a planned and structured form of communication aimed at developing strong relationships
with the public and organisation’s customer base. PR is a critical part of maintaining an organisation’s brand
image, customer perception and a key way of communicating its agreed messages to its publics, including;
customers, consumers and stakeholders (internal and external). Good PR will support and enhance the core
marketing communications activities set out by an organisation and aid the development of brand awareness,
customer engagement and sales.
Effective PR planning will be developed as part of the broader communication plan and will be integrated

as part of the communication activities and planned tactics.

Advantages of PR include the potential it has to gain momentum, if a particular campaign is received
well, without the requirement of additional spend. PR also promotes awareness in a way that often removes
the ‘sell’ element of the transaction, which may mean customers feel more at ease and under less pressure
to buy. Compared to other marketing activities, like advertising, the ability to monitor PR activities can be
challenging. It is often more challenging to measure the direct impact of a PR campaign as they do not require
a formal response or action from the audience. This makes it more difficult to plan specific outcomes from a
PR campaign, than compared to advertising, for example.

Examination Tip
You will need to understand the purpose of the marketing communications mix and the five
core elements that make up the mix; advertising, personal selling, direct marketing, sales
promotion and PR. You will need to know how these elements can be integrated within
organisations.

5.4

Customer engagement and response

Communication models
There are three communication models used to deliver an organisation’s messaging. They are linear,
transactional and interactional.
Linear
A linear form of communication is when an organisation’s communication is delivered as a single standalone
message. This type of communication is a one-way process and does not require a response or specific
feedback from a customer. Linear communication can be an effective way of delivering a one off message,
information or sale offer.
Transactional
Transactional communication is where the aim of the communication is to generate a structured response from
the customer. It is where a communication consists of a series of controlled and structured messages or forms
that the customer is requested to complete (for example a questionnaire). This type of communication will be
controlled by the initial sender (the organisation).
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Interactional
Interactional communication is where an organisation generates a tailored and conversational style of
communication between themselves and a customer, consumer or stakeholder. This method has become a
popular way of communicating as it puts the customer in equal control of the communication and, as a result,
is more trusting and involved in the outcome. Digital technology has made interactional communication a cost
effective way of engaging with an organisation’s target audience, as there are limited production costs when
compared to traditional methods (such as print).
AIDA model of engagement
The AIDA model is an advertising model that shows the stages a customer goes through when engaging with
and purchasing a good or service. This model allows marketers to develop communications that are customer
focused and designed to engage the target audience into responding to the message. There are four stages in the
process that the customer travels through; attention, interest, desire and action.

Attention

Interest

Desire

How an
organisation will
generate customer
and consumer
awareness of an
organisation,
service, product
or brand.

How an
organisation’s
activities, tactics
and messages
generate speciﬁc
interest and
curiosity from a
target customer
group.

How an
organisation
develops tactics to
inﬂuence customer
desire, engagement
and preference to
an organisation’s
brand, its value
proposition and
product.

Action

How an organisation
uses communications
to inﬂuence
customers/consumers
to act (i.e. by making
a speciﬁc decision to
purchase or
subscribe).

Figure 5.5 The AIDA model of engagement

Each stage of the AIDA model is designed to influence the next stage in the process. At the end of the AIDA
process, a successful campaign will generate ‘action’ by the target audience, which may be in the form of a
specific call to action, sale or subscription.
For example, take a movie poster. The main aim of the poster is to get the reader’s attention, draw their
interest, give them a desire to want to watch the movie and action them to buy a ticket when the movie is
released.

Examination Tip
You will need to understand the three models of communication; linear, transactional and
interactional and the differences between them. You need to understand the AIDA model of
engagement in relation to the creation of marketing communications.
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Evaluating the wider business environment

In order to create and deliver effective marketing communications plans, an organisation/marketer will also
need to consider the wider business issues an organisation may commonly face, which could impact and
influence the development and delivery of the plan.

Market dynamics
Market dynamics refers to the changes that can happen that effect a market (such as price, supply and demand).
Many of these changes can be predicted and planned but commonly changes in market dynamics are part of
a process that is difficult or impossible to pre-determine. Therefore, organisations who closely monitor the
dynamics of their market and act accordingly, are more likely to be successful in the delivery of their marketing
communications.
There are various factors an organisation may consider. These will be dependent on the industry they operate
in and the depth of their product range. Typical considerations include market, competitor strategy, supply
chain, seasonal markets and technological changes.
Market dynamics that need to be considered when developing a marketing communications plan
Market

Competitor
strategy

Supply chain

Seasonal
markets

Technology

• Growth rate
• Size and
potential
• Fluctuations
• Market share
• Market age
• Market maturity

•
•
•
•

• Product
availability
• Product
production

• Holidays
• Religious
festivals
• Geographic
• Weather

• Developments
• Limitations
• Regional
availability

Sales

Product range
Market share
Service levels
Communication/
marketing
• Activity
• Brand position

Launch
introduction

Growth

Maturity
Time

Figure 5.6 Product/brand life cycle model

Decline
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Product and brand life cycles
It is important that marketing and communications teams are aware of, and understand, product and brand
lifecycles in order to develop appropriate plans and campaigns. The position within a product or brand life
cycle will determine if the product/brand is in a position of launch/introduction, growth, maintenance or in
some cases, decline and withdrawal from a specific market. This should be assessed and then transferred into
communication plans to support broader plans being delivered across the business.
It is worth noting that not all products and/or brands complete a full product lifecycle and can be withdrawn
from the market at any stage. This can be due to a number of factors relating to production, market position
and sales performance. These factors need to be taken into consideration when planning communications in
order to make sure the right message is being communicated.
When developing communications, it is good practice to plan into the future based on a projection of the
product/brand lifecycle but without planning so far ahead that judgments are not able to be based on forecasted
scenarios. Working in conjunction with other business areas will provide the marketing and communications
team with the best insight into the likely position of a given product and/or brand.

Sales performance
Adapting to and anticipating fluctuations in sales performance is also a critical part of marketing communications
success.
Under-performing sales
If sales are under-performing, a marketing communications function should discuss with the wider organisation
the reasons behind the poor sales performance and decide what adaptions should be made to improve them. For
example, increasing or developing new communications could potentially assist in making a positive impact.
There are often two ways an organisation can respond to under-performing sales. Some organisations will
withdraw all marketing and/or communication activities and spend to improve sales margins. Others may
increase spend on communications in an attempt to improve sales. The most effective campaigns are those that
understand why sales have underperformed and are able to act accordingly.
Over-performing sales
When sales figures show an over performance, there is often a tendency for a communications activity to stop
or be complacent, due to the current success. Where sales are over-performing, an assessment should be made
to decide if further communication and increased visibility could add further success in an already positive
sales trend. The most successful teams will look into the reasoning behind the success and plan accordingly in
order to maintain the increase in sales. Organisations may decide to increase activity, if there is clear reason
behind the current success.

Examination Tip
You will need to understand how market dynamics may influence the development of an effective
marketing communications plan, including market changes, competitor strategies, the supply
chain, seasonal market opportunities and technology. You will need to understand product and
brand life cycles and the impact of under-performing and over-performing sales and how this
can affect communications plan development. You will need to be able to provide evaluation of
these wider business issues in relation to real-life contexts/scenarios.
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Communications media

Communications media refers to the methods used to deliver communication/marketing messages. There
are various platforms that can be used by an organisation as part of their tactical implementation. Since the
introduction and rapid growth of the internet, media use in communications has changed dramatically. For
example, the use of television advertising has reduced significantly in the last 10 years and continues to be a
more challenging media for sellers.

Print media
Print is a physical media channel that has a feeling of permanence and is referable. Print media also has a tactile
feel that can add emotional connection to a communication, which is often difficult to replicate in other forms
of communication media. Print media is relatively easy to control from a production point of view and can be
a cost effective way of delivering a message to a target audience. From a small start-up organisation to global
market leaders, print media has been the base line for communications media since commercial businesses
have been in operation.
Typical platforms for delivery of print media include:
•

Brochures

•

Leaflets

•

Flyers

•

Leave-pieces

•

Catalogues

•

Annual reports

•

Posters

Broadcast media
Broadcast media refers to traditional mass market and high impact media channel.
Usually a short-term delivery method and often expensive to produce and deliver, broadcast media can be
effective in larger scale and high-budget campaigns, where instant impact and messages that reach a wide
audience are an integral part of a communications plan.
Primary platforms for broadcast media include:
•

Television

•

Cinema

•

Outdoor, including
––

billboard

––

transport

––

retail, shopping mall advertisements.

News media
Often incorporated with broadcast media, news media is a key communication channel that is used by
organisations worldwide. News media is current, time-bound and has a wide-reaching audience.
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Whilst being current, it also means that news media is less likely to have the longevity of traditional print
media, as it is generally seen as more disposable and time-relevant. It is therefore necessary to assess the impact
and reach of the communication, whilst balancing this with the amount of time a news media communication
is likely to be in circulation.
Platforms for news media include:
•

Newspapers

•

Magazines

Digital media
Digital media (internet-based media) is the fastest growing and most unpredictable channel of communication.
Digital marketing and communications is now a frequent part of many organisations’ communications plans.
Digital media is a specialist area and is managed by the content/digital marketing team. Digital media is
challenging to control due to the size and changeable nature of the internet but can have global reach for
relatively limited expenditure.
The growing platforms for digital media include:
•

Email and direct (digital) mail

•

Intranet (for internal communications)

•

Mobile devices

•

Social media

•

Websites

•

Podcasts

•

Blogs and vlogs

•

Detail aids (such as sales aids)

Face-to-face media
One of the most effective and valuable channels of communication is face-to-face. This is because a message
can be communicated in a more effective and engaging way through human interaction. From one-to-one
meetings through to large-scale product launches, face-to-face communication will continue to be a vital way
for many organisations to engage with their target audience.
Methods of face-to-face delivery include:
•

Presentations and sales pitches

•

Conferences

•

Exhibitions

•

Speeches

•

Symposiums

Examination Tip
You will need to know and understand the different types of media used to deliver
communications; print, broadcast, news, digital and face-to-face. You will need to know the
different methods and platforms used as part of each media channel. You may be asked to apply
your knowledge in real-life contexts, by providing recommendations, analysis and evaluation.
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Chapter 5 Summary
What you have learned:
• How organisations plan the delivery of marketing communications and the different
business areas a communications plan can cover.
• The elements that make up an effective marketing communications plan and what
information is covered in each element.
• How to inform a marketing communications plan from a customer’s perspective, through
the use of the 4As with the support of the 4Ps.
• The five core elements of the marketing communications mix and how they are integrated
into an organisation’s marketing communications plan.
• The three primary methods of communication and how they can be used effectively.
• How the AIDA model of engagement can be utilised in the communications and sales
process when engaging with customers.
• How the wider business environment can influence the development and delivery of a
marketing communications plan through market dynamics, product and brand lifecycles and
sales performance.
• The different types of communications media and how they are used to deliver
communications messages.

Activities
5.1

Explain what is meant by the term ‘marketing communications strategy’.

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
5.2

List the 4As that can be utilised in the development of a customer focused communications plan.

1 ............................................................................................................................................................................
2 ............................................................................................................................................................................
3 ............................................................................................................................................................................
4 ............................................................................................................................................................................
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Practice questions
5.1

5.2

Which two of these are types of broadcast media?
□ A

Catalogues

□ B

Cinema

□ C

Email

□ D

Conferences

□ E

Television

Explain two elements used in the development of a marketing communications plan

(2)

(2)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 6
CORPORATE
COMMUNICATION

Learning Objectives
6.1 Corporate communication fundamentals
Understand the key elements of corporate communications and the
differences between internal and external communications functions.
6.2 Corporate identity
Understand the impact of corporate identity on an organisation’s image
and reputation.
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Corporate communications fundamentals

Internal communications
Internal communications are those that take place within an organisation. Often overlooked by the marketing
and communications function in many businesses, the delivery of internal communications can have a
significant impact on employee engagement, satisfaction and adoption of certain business practices or internal
campaigns.
Successful internal communications can have a significant and lasting impact on the overall well-being and
productivity of workforces at all levels, across all industry sectors.
Many larger organisations now employ a specific internal marketing communications function. Subtly
different in the approach to communication, an internal role is a career choice and requires an adaptation in
approach to traditional marketing communications in the external environment.
Employee communications
More frequently, organisations are now investing in employee engagement through employee communications.
Research shows that engaged employees feel valued in their work and as a result are more likely to remain
loyal to an organisation and show improved productivity in their work.
Employee engagement can be developed through all areas of a business, although it is increasingly common
for larger organisations to employ a specific internal communications function. The function may be tasked
with providing up-to-date information on business activities, training opportunities, adoption of marketing
campaigns or use of brand guidelines and corporate values.
As with all types of marketing communications, there are different methods to consider, to ensure delivery
is as effective as possible. These are discussed further in Chapter 5.

External communications
External communications are communications that take place and target audiences outside of an organisation
such as external customers, suppliers or regulatory bodies. Within the industry, external communications may
simply be advertised, or referred to as ‘communications’ or ‘marketing communications’. The focus of external
communications is to increase customer sales, consumer engagement and awareness development activities.
The target audience of external communications usually have no specific attachment to an organisation.
Therefore, the messaging employed to communicate externally, is usually different to how messages are
delivered internally.

Stakeholder communications
Stakeholder communications can be delivered internally or externally to an organisation. The intended
recipient will usually have an interest or association to the organisation and its performance. Internal and
external stakeholders is discussed further in Chapter 1.
Understanding stakeholder requirements
When developing effective marketing communications for stakeholders, it is important to consider the specific
information relevant for each stakeholder and any engagement tactics which can build or maintain positive
relationships and attitudes. Each different type of stakeholder will require different types of communications;
these can be seen in the table on page 67.
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Examples of typical considerations when developing stakeholder communications
Shareholders

Customer

Employees

Suppliers/external
business

• Fact based
information
• Financial statistics
• Plans and forecasts
• Supportive and
collaborative
content

• Engaging and
persuasive content
• Fact based claims
• Brand building
• Call to action
• Product and service
key selling points

• Fact based
information
• Engaging and
motivational
content
• Instruction based
information
• Guidance and
process support

• Fact based
information
• Clear provision of
relevant data
• Clear terms and
conditions
• News and
information based
content

Planning engagement
Regardless of whether a communication is targeted internally or externally, there should always be a clear
focus on audience engagement.
Engagement is when the target audience relates to the communication from an emotional or functional
perspective. Understanding the wants, needs and expectations of the target audience is a critical part of being
able to produce meaningful and engaging communications. The most engaging communications relate directly
to audience needs and supply information in a way that the recipient finds interesting. Depending on the
audience, this could include information on:
•

Price

•

Time critical nature of information (for example, fear of missing out (FOMO))

•

Desirability

•

Feeling of inclusion (of a group, social standing or club, for example)

The communication should also be presented in a visually engaging way so that the recipient feels they can
relate to it and that it depicts a desirable scenario they would like to feel part of, or aspire towards.
To plan for engagement, a communications team will benefit from reviewing or commissioning research of
their target audience and reviewing/using results to inform the process. Research is covered in more detail in
Chapter 3.
Influencing response
Influencing a response from the audience is a key part to successful communications. For example, an organisation
may want to influence a response from employees on the adoption of new internal procedures, or alternatively,
they may want to influence a response from an advertising campaign aimed at generating new customers.
Assuming a target audience has been engaged by a communication, there are a number of ways to influence
a response internally and externally. These may include a specific call to action such as:
•

External:
––

Responding in set timescale (for example, acting before a certain date to receive a specific offer)

––

Responding to receive further information

––

Responding to receive special offer or voucher code for example.
Internal:

•
––

Responding to confirm/state information has been read or received

––

Responding to confirm/state activity has been completed.
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Understanding responsibilities
Budgets
A budget is the financial resource allocated over a set period of time to achieve certain business goals or to cover
set expenditure requirements. In larger organisations, there will be a specific individual who is responsible for
allocating the budget and monitoring spend.
In communications, it is important that those responsible for budgets are aware of their responsibility and
how their performance is monitored in respect of budget spend.
Budget holders meet regularly with their financial department or manager to ensure they are monitoring
spend efficiently and in line with organisation expectation. Budget allocation is an important aspect of
communication planning and is discussed further in Chapter 5.
Ownership and liability
Ownership is the legal possession of something and liability is the legal responsibility to something, which
could be a product, service or piece of information, including a communication. Any organisation working
with the public or external organisations, should ensure they work within local/regional law, in addition to
protecting the business through liability insurance where appropriate.
If an organisation commissions an external agency/supplier to provide services on their behalf, the agency/
supplier will retain ownership of all creative and communication materials they produce until payment has
been made by the organisation. Once payment has been made for the commissioned work, the ownership of the
work will move from the agency/supplier to the organisation.
Usually, the organisation will take legal responsibility for the communications work delivered and
published with specific contractual agreements with agencies/suppliers and individuals who deliver face-toface communications externally. Agencies and employees, typically are covered by the organisation’s liability
insurance and procedures. However, this is not always the case and each organisation may have its own
procedures, which should be understood prior to delivery.
Sign off and copyright
As outlined above, work produced by an external agency is usually, but not always, owned with copyright by
the organisation who has paid for the provision of materials. For this to be clear and fair for all parties involved,
it will form part of a contractual agreement and should be checked by the organisation’s communication team.
It becomes an important factor in transfer of creative materials, work and usage rights, particularly if an
organisation intends to change supplier/agency.
The sign off procedures will vary from organisation to organisation. During the planning process, the
sign off procedure for communications should be clearly stated and documented. Usually the manager of
the communication will have final sign off prior to production or publishing. In addition, there may be an
operational member of the team who has the internal sign off for copy, artwork or print proofing prior to this
final stage of the process adding a further level of security.

Examination Tip
You will need to understand the difference between internal and external communications
functions and be able to explain the different considerations an organisation will need to make
when developing stakeholder communications. You will also be required to understand the
responsibilities of a communications function in relation to ownership and copyright, budgets
and sign off procedures.
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Corporate identity

Corporate identity is the way in which an organisation presents itself to customers outside of the
organisation. In short, it is the public perception of an organisation. It is developed so that organisations
can control the way in which it wishes to be viewed by others, both internally and externally. Corporate
identity is a critical vehicle for ensuring internal and external audiences view an organisation in the way
it was intended.
Subtly different to corporate image, which can fluctuate and is open to frequent adaptation, corporate identity
is a more permanent and physical representation of an organisation’s philosophy.
An organisation can have a strong or weak corporate identity and the communications team are often the
driving force behind its development. Once completed, it is common practice for an organisation to present
formal corporate identity guidelines for internal and external use. Guidelines are a set of instructions and rules
of how the various elements that make up the corporate identity can be used across different communication
media (such as print and online).

Elements of corporate identity
Corporate logo
A corporate logo is the visual symbol or mark that distinguishes the organisation, its products and brands from
other products and brands.
An effective logo will symbolise what the organisation represents, by being simple in its design whilst being
memorable and distinctive. It is used across all elements of an organisation’s communications and, as such,
benefits from being simple to reproduce in print and digital media.
When planning the development of a corporate logo, it is important to understand what the organisation’s
corporate vision and value are and how these can be portrayed through a single visual image. A logo should
also be able to withstand market developments and be part of the organisation’s corporate identity over an
extended period of time, without the need for significant change to be made to it.
Logo designers and creative agencies will have specialist skills to support the development of a corporate
logo, if the skills are not available internally in an organisation.
Visual style
The organisation’s vision, mission and values should influence the visual style used to depict an organisations’s
corporate identity. The visual style consists of various elements that can help to enhance the corporate identity
and make it more memorable:
•

Typeface and fonts – These are print text characters that are decided and set as the type that can be
used in corporate materials and communications. The typeface choices will be subject to colour, size
and weighting guidelines (fonts). This is covered in more detail in Chapter 7.

•

Colours – This is a palette of colours that will be agreed upon and set in the corporate identity guidelines.

•

Photography – Although photography will not always be used in presenting a corporate identity,
instructions can be included in the guidelines to ensure the appropriate imagery is used in communications,
if and when, it is required.

The colour palette should support the structure of the identity, with appropriate references that are
provided for printers and designers, to ensure consistency.
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Values, mission and vision statements
An organisation will set out their values, mission and vision statement when developing a corporate identity.
Using one or all three of these elements, an organisation can express its business purpose, how it aims to deliver
its products and what its overall objectives are. The statements will be used internally and externally to convey
messages to employees, customers and other stakeholders.
Buildings, fixtures and layouts
An effective corporate identity will be used across all physical elements of an organisation where there is
opportunity for communication. This may include the office environment (such as building signage, fixings,
layouts and stationary) through to uniforms and vehicle graphics.

Portraying value in corporate identity
There are a number of activities and techniques an organisation can use when aiming to portray value in
their corporate identity. The most important consideration is consistency. By being consistent, an organisation
communicates an image of professionalism, control and togetherness. Inconsistent use of a corporate identity
can result in the dilution of a message and could potentially lead the organisation to be viewed as informal or,
in severe cases, unprofessional.
Additional ways of creating value include ensuring clarity of message, where the organisation is able to
clearly state what they are about and how they intend to deliver their work. Matching this message with what
is actually delivered by the organisation will build a strong identity that people can relate to, feel part of and
value in the long-term. This then leads to customer loyalty, retention and advocacy.
Physical ways of portraying monetary value can be achieved through selection of visuals and colour
palettes that support this aim. Rich colours, including black, gold, silver and purple, may develop the feeling
of high-quality and luxury, whereas the use of bright vibrant colours can portray excitement, new thinking and
youthfulness.

Global brand relationship to local corporate identity
Many multinational organisations will also have a ‘global brand identity’. This is a set of overarching guidelines
that are used in all subsidiaries across the organisation. It is common practice for these organisations to have
an element of flexibility for local and regional subsidiaries to adapt specific parts of the identity accordingly,
especially if the global guidelines do not fit with language translation or market specific requirements. The
global brand elements will be formalised and agreed upon.
This can be useful, particularly for smaller subsidiaries of an organisation where budgets are smaller, as
much of the development costs will be managed centrally in a global marketing function.

Examination Tip
You will need to understand corporate identity and show an understanding of the varied
elements an organisation will consider in its effective development, including portraying value
as well as the relationship between global and local corporate identity.
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Chapter 6 Summary
What you have learned:
• What internal communications are, and how organisations can use internal communications
to support employee engagement.
• An overview of internal, external and stakeholder communications and the considerations
an organisation will take when developing communications.
• How to plan engagement tactics and influence responses to communications.
• The different responsibilities when creating and delivering communications, including
budgets, ownership, liability, sign off and copyrights.
• What corporate identity is and the various elements that make up a successful corporate
image and portraying value to an organisation.
• The relationship between global brand and local corporate identity.

Activities
6.1

What are the considerations an organisation may take when developing employee stakeholder
communications?

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
6.2

What are the considerations an organisation may take when planning engagement in communications?

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
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Practice questions
6.1

State three ways an organisation can physically present its corporate identity.
(3)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
3 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
6.2

Explain the difference between internal and external communications.
(4)

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 7
PRODUCING
AND TESTING
COMMUNICATIONS

Learning Objectives
7.1 Brand and communication guidelines
Understand how brand and communication guidelines are developed
and implemented.
7.2 Producing communications
Understand and be able to apply the communications production
process in given contexts.
7.3 Testing communications
Understand and be able to apply the methods used to test
communications in given contexts.
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Brand and communication guidelines

Brand and communication guidelines are the formalised and documented way that an organisation will present
its marketing communications for a specific brand(s) or product(s). They are made up of a combination of
elements that illustrate an organisation’s strategy, positioning, tone of voice and communication style, brand
elements, brand model communication lines and straplines. A strong guideline will be developed carefully over
time and with significant input to ensure it is appropriate and an effective toolbox that can be used to present
and communicate an organisation’s offering in the best way possible.
For a brand and communication guidelines to be effective, an organisation will use several areas of information
and expertise to influence and inform its creation. An organisation will usually draw upon information from
past campaigns and plans, as well as the overarching marketing strategy and plan or specific communications
strategy. By using all this information, the communications team or external agency, can build a picture of what
is important and required from the platform.
The communications team or agency will also use the results from market research to assist in the
development of the guidelines. Qualitative and quantitative information may be reviewed and used as a basis to
make informed decisions and will usually be based on individual feedback or the evaluation of formalised data.
The communications team may be involved in the commissioning of research on its customers, employees and
other stakeholders to obtain information that can be used to inform the brand and communications guidelines.

Brand and communication guideline elements
Brand and communication guidelines will commonly include strategic inputs, positioning, tone of voice, brand
elements and devices, brand model, communication lines and straplines.
Strategic inputs
A formalised guideline will be influenced by broader organisation, marketing and/or communications plans
and strategies. The strategy will often be presented at the beginning of a guideline in order to set the scene for
the organisation’s communications and the reasoning behind the decisions that follow. They are often presented
as concise and powerful strategic statements that make clear reference to the ideas and objectives behind the
guidelines.
As part of the strategy it is common to include agreed themes and ideas. These themes and ideas are central
to the development of the brand positioning (discussed below) and should be compelling and engaging for the
target audience.
As an example, an idea could be presented in guidelines in the following way:
•

Confidence – Highlighting the assurance of the product offering and the safety it offers the user, or

•

Partnership – Showing how we work together in unison, to support each other and create positive
outcomes for all stakeholders.

Positioning
The positioning is arguably the most important aspect of a brand guideline. It is the idea that aligns every
element of the platform and enables communication to be presented as a cohesive statement and experience for
its target audience. All following elements of a guideline stem from the brand positioning.
The positioning will often be summarised as a single statement, known as a ‘positioning statement’. The
statement will clearly define how to convey the overall communication messages the organisation wishes to
present.
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The positioning statement is primarily used as an internal mechanism for communication development and
to set a theme that all members of a communication team refer back to. As a result, it is usually best practice
not to reproduce a positioning statement in its entirety in external communications.

Communications

Tone of voice
Design/packaging
and visual representation
Identity
Product/brand/
services

Product/brand
positioning

Figure 7.1 The positioning model

From the positioning model, we can see that the ‘positioning’ is the core idea that all communication ideas
and elements of a guideline are developed from.
The brand model and the brand pyramid
The brand pyramid is a structural guide used when developing a communication brand guideline. It allows an
organisation to structure meaningful messaging that has target audience engagement at the core of its delivery. By
Portraying
inspirational brand
beneﬁts
Individual emotional
rewards

Functional and physical beneﬁts

Product and service features
Figure 7.2 The brand pyramid

76

LCCI LEVEL 3 CERTIFICATE IN CUSTOMER EXPERIENCE AND COMMUNICATIONS

working through the pyramid from product and service features (at the bottom), through to portraying inspirational
brand benefits (at the top), an organisation will be able to develop a focused and effective communications.
Tone of voice
Tone of voice is the way in which words (written and spoken) are used to communicate messages, that
use a consistent and common style. Tone of voice is an important part of building a brand that helps in the
development of a strong and lasting identity.
As with all other elements of a brand and communication guideline, tone of voice is driven through the
agreed positioning. When an organisation develops its tone of voice, it should always consider, who it’s
writing to, what the message is intending to say to the audience and for what reason. Structuring written
messages in this way will ensure the audience feels you are writing directly to them as an individual, rather
than as a group.
Importantly, different scenarios require the use of different language. However, with a strong positioning,
the tone in which it is delivered, will always fit to the same goals or planned outcomes. For example, a high
value financial advisory service aimed at high-earning business professionals will use a more formal and
commercial tone of voice when compared to a computer game manufacturer who may have a target audience
primarily made up of teenagers with limited budgets, where an informal and youthful tone may be more
appropriate.
For brand longevity, developing a tone of voice that is accurate and honest, will help develop trust and
loyalty with customers.
By following the brand model diagram, it’s possible to build written messaging that further supports the
development of brand identity, customer engagement and sales. Beginning with the product features and
benefits, through to the often overlooked emotional and inspirational benefits, an organisation can build an
inclusive written message that is in direct support of the brand, offering meaningful and beneficial information
to the target audience, when making a purchasing decision.
Brand elements and devices
As previously mentioned in Chapter 6, brand elements and devices are critical when developing a consistent
message to express the values an organisation is aiming to give to its audience.
Logos
A logo is a small visual symbol used to represent an organisation, brand or product. An organisation can create
different types of logos for different elements of their operations, which include:
•

Corporate logos

•

Brand/product family logos

The type of logo an organisation uses for a product range or brand is an integral part of an agreed brand and
communication guideline. In addition to these main logo types, organisations can also develop individual logos
for specific products within a family/category. This may be more common in large companies with a significant
number of product ranges and brands.
Whichever type of logo is being created, it should be appropriate for and reflect the overall style of the
organisation, product or brand it is representing. Considerations for the style will stem from the agreed
positioning and will determine which direction (formal, traditional, modern, fresh or youthful) is the most
appropriate to use.
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Typefaces
Typefaces and fonts are often confused with one other. A typeface is the design of a specific type whilst the font
is the size, weight and other interchangeable factors within a single typeface.
Typefaces and fonts selected for communication should be carefully considered. For example, a modern
sans serif typeface may express a more youthful or progressive approach, where as a traditional serif font may
give the impression of longevity, quality and heritage.
Organisations can choose different typefaces and fonts for different purposes in the guidelines. For example,
the typeface used to support a logo or as part of the core creative elements of the brand, may differ to the
typeface selected to be used in the presentation of copy. When choosing to use different typefaces for different
communications, it is important to ensure that the different typefaces complement each other visually, whilst
supporting the overall positioning.
Graphics and icons
Graphics and icons can be highly effective devices because they can bring further clarity and consistency
across communications. The use of graphics or specific icons are usually most effective when they are simple
and become particularly memorable when they represent an action or process. If used correctly, this type of
device can be very effective in portraying a short message visually, often without the use of words. This visual
representation is likely to be recalled from the viewer’s memory when subsequently viewed and as such, will
aid the development of a memorable brand and communication.
Visuals
Visuals represent more detailed actions without the use of significant explanatory copy and can be an effective
and memorable way of describing technical or step-by-step processes (such as a set of instructions). The key to
visual success is to present the key messages clearly as part of the visual with any further clarification of detail
used only if and when necessary and to specific audiences. Visuals could include:
•

Cycles

•

Process flows

•

Hierarchies

•

Charts

•

Graphs

Communications lines and straplines
Over recent years, the differences between communications lines and straplines have become blurred and are
now often used interchangeably. Where a communications line is an overarching communication message, a
strapline, historically, can be more specific to a campaign or individual product line within a brand.
If we look at communications lines as an overarching creative idea that runs through everything an
organisation represents, having a short phrase that can be reproduced across an organisation’s communications
can add further weight to the overall positioning of an organisation, product or brand.
For example, German car manufacturer, BMW has an overarching communications line for all of its products
– ‘The Ultimate Driving Machine’. This supports their overall positioning and has been the most important
aspect of their brand for several decades. It is the driving force behind all of their communication messaging.
A communications line may also be referred to as a slogan, tagline or strapline.
An individual product within a brand, may have a further strapline that is influenced by the communications
line but which refers directly to a specific product or campaign. For example, BMW’s strapline for their newest
model is ‘Bring it On’. Generally, the overarching communications line would likely remain unchanged with a
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strapline added, although there are no specific rules around this that must be adhered to, unless it is explicitly
stated within the brand and communications guidelines.

Examination Tip
You will need to understand why organisations use brand and communication guidelines in
order to present its marketing communications of a brand, good or a service. You will also need
to understand the elements that make up a brand and communication guideline and how these
various elements are related to each other and their purpose in supporting an organisation’s
communications.

7.2

Producing communications

Media selection
As part of the production process, one of the first considerations for presenting a communication is the choice of
media. The media selection can fundamentally change how a message is constructed and visually represented,
so understanding which media methods and platforms will deliver the message in the most effective way, is an
important consideration for success.
As discussed in Chapter 5, a marketing communications plan will influence the media selected and will
be based on the outcomes obtained from research data and feedback, which cover information surrounding the
target audiences’ preferred methods of communication. Typically, there are two or three communication media
methods that will meet the preferences of a campaign target group most effectively.
Budget will also be a defining factor behind the media channel and platform selection. As an example, an

organisation may have a long-term and broad-reaching objective, which may receive significant return from a
large television advertising campaign but the organisation may not have the budget to use this specific media
platform due to the high costs involved.
Equally, a very specific product may have a large communication budget that could extend to a large television
advertising campaign. However, the organisation may believe they can generate a much greater return with a
more focused media channel and platform (such as a trade journal or digital focused media campaign).
Organisations will need to consider their target audience carefully when selecting the media. It is important
to understand who is viewing or reading your communication and if they make up the target audience. If it is not
possible to tell, then it would be more beneficial to reconsider the media choice in order for the communication
to be as targeted as possible. Other factors to consider are timelines and the level of detail required.

Communication production process
Milestones and deadlines
In order to maximise the return on investment for a communication, a media plan should be developed outlining
the best media choices chosen to meet the overall objectives. A media plan should be pre-planned and booked
in advance so that it can be fully monitored and assessed, whilst ensuring the budget can also be monitored
and reviewed.
Creating a structured media plan with milestones and deadlines for activities, enables an organisation to
retain control over, what can be, a large and fast moving group of activities. Setting deadlines for the creation
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and approval of communication materials will ensure print and publication dates are met. A media plan should
also outline the management and ownership of each activity. This is covered later in the sign off process.
Selecting and commissioning production and creative services
When selecting and commissioning services (such as production and creative services), there are various
factors that need to be considered.
Internal or external resource
The first consideration is whether the expertise is available internally (in-house) or if it will need to be
commissioned externally (via an external agency or consultant). A common mistake organisations make is to
assume they can save money by delivering these specialist activities internally. Of course, it is possible to deliver
all activities internally but this decision should be carefully reviewed and assessed by the communications,
marketing and management teams. Where an organisation does have all the necessary skills internally, the
second consideration is whether that resource has the time and availability to deliver what is required.
If an external agency or consultant is chosen to deliver the resource, a decision will need to be made
as to the level of support in which they are to provide. Support can be provided in the form of a full
communications plan or additional support to aid the internal team when required. If they provide the
communications campaign in full, they will still require support and provision from the organisation
including any plans, data and other information. If they provide additional support as an extension of the
internal team, they will usually manage the overflow of work that is unable to be managed by the in-house
team or provide support in specialist areas that are perhaps lacking within the organisation, particularly if the
team is small. It is important to note that there are different types of agencies that can specialise in different
areas, so it is important you choose the right agency for the work you wish to commission. Whether an
organisation decides to utilise in-house resource or commission it externally, budget should be taken into
consideration (this is discussed further in the previous section above.)
Graphic designers
Graphic designers are creative professionals whose job is to communicate a message effectively and consistently
to everyone. Many of the skills of a graphic designer will include preparing designs, adverts and documents
for print and publication.
Copywriters
Copywriters are skilled and creative in their ability to develop and convey marketing messages through writing. A
copywriter may also be involved in tone of voice development, creating positioning statements and communications
lines. The best copywriters will be able to understand the subtleties of a communication campaign, the target
audience profile and how to best communicate a message for specific media channels and platforms.
Account managers
An account manager, will look after the day-to-day relationship between an agency and an organisation to
ensure the project is running as expected and that operational activities and deadlines are met in line with the
organisation’s expectations. Depending on the complexity and size of the project, this may be over a number
of levels; from junior account manager, through to account director and client services director. An account
director will take a more strategic overview of a project to ensure what is being delivered is in line with
strategic needs and expectation, whilst delivering what the client/organisation requires. An account director
may also provide additional insight and advisory support into how a project may be delivered and tactics that
may best help achieve the objectives and goals of the organisation.
In addition, a client service director will take an administrative overview of a project to ensure that the client
is receiving everything in line with requirements and resourcing projects to match the organisation’s needs.
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Film production
Traditional film production may be commissioned directly or through an agency. An organisation may
commission an external film production to develop a television advertisement, a product endorsement film or a
conference promotion, for example. All of these will commonly follow three phases of delivery:
•

Pre-production – including scene and shot lists, scriptwriting, location selection and booking, casting,
equipment and prop selection.

•

Filming – including the physical filming (shooting), where a director, producer and several other
production professionals run the shoot, to collate footage for editing. Once there is enough footage, it
will be sent to the editor for editing.

•

Post-production – the post production process includes editing of footage, sound mixing and finalising
of the film, ready for publishing

Artwork
During the creative process, there may be a requirement for artwork to be developed for communications. A
commercial art worker or artist will work together with the internal or external creative team to agree concepts and
put ideas into visual practice. Artwork, in the form of drawings are commonly required for logo design, technical
instructions or process documentation. It is important for an organisation to ensure the style of artwork is in line
with the brand and communication guidelines in order to support the consistent delivery of communications.
Photography
With the development in digital technology, more people have access to good-quality photography equipment
but good photography is usually a good investment for professional communications. Photographers are
often freelance creative professionals or they can be commissioned through a larger organisation or agency. A
photographer will be able to work and adhere to an organisation’s specified brand and communications guidelines.

Communication review
Proofreading and sense checking
Proofreading is the process of checking copy, content and design prior to publication. A proof-reader will
highlight any mistakes in grammar, punctuation, typing errors, terminology inconsistencies or spacing issues in
a communication. They can check the design for any mistakes and are often required to check communications
content for sense.
Sense checking is to ensure that the target audience can understand the published communication. Sense
checking can be commissioned as a separate function to proofreading if the two skills are spread across more
than one individual.
Editing
Editing is the process of reviewing the written content of the communication and making adaptations,
refinements and changes to the copy to prepare the content for final publishing.

Sign off process
Prior to communications being published or released, all communications should be subject to a rigorous and
formalised sign off procedure. This provides an audit trail for quality control and ensures those involved take
care in approving the work before it is published, as they are responsible for its production and content. It is
also a way for the manager of the project or communications campaign to monitor the production process.
Responsibilities/management and ownership, including sign off process, is also discussed in Chapter 6.
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Depending on the complexity of the project, there should be two approvers:
•

Responsible approver – The person with operational management responsibility. It may be the same
person as the accountable approver, particularly in smaller organisations with limited human resources.
However, this is not advisable as mistakes can often be missed, with the individual being too close to
the development to notice any issues or mistakes another may have seen.

•

Accountable approver – The person with senior management and/or overall budgetary responsibility.

An approver should take their responsibility seriously and review all materials in detail, ensuring they are
aware of all aspects of the communication and the organisation’s expectation from its delivery.

Examination Tip
You will need to understand the communications production process from selecting media
through to the final communication sign off. You will be required to understand the various
resources required and how these relate to an organisation’s requirements. You will need to be
able to apply your understanding in given real life scenarios/contexts.

7.3

Testing communications

When an organisation develops a communication, it is good practice to test the planned activity for effectiveness
and acceptability with stakeholders, who are being targeted by the communication. To do this, it is common
practice to test the communications. A focused approach to testing needs to be developed.

Approach to testing
In order to test communications effectively, there are various things that need to be considered. Objectives
need to be created so that an organisation can identify what it aims to learn or achieve from the testing.
Other considerations include the timing of the testing, to ensure it fits well with the overall communications
and marketing plan, the scope of testing (size and reach) required and where it should be tested (locally,
regionally, nationally or internationally), to provide the necessary feedback.
Often an organisation will mistakenly test aspects of a communication that are unable to be adapted, so it
is important to ensure that what is being tested can be influenced positively from the outcomes and adapted to
support audience preferences.

Considerations in affective testing
When an organisation tests communications, there are a number of communication elements that should be
considered. This is to ensure the results from the testing reflects the requirements for the proposed campaign
and allows the organisation to make adaptations as needed.
Typical considerations include:
•

Conveyance of key messages – Ensuring the audience involved in the testing understands the key

•

Emotional reactions – How does the communication make the test group feel? Most organisations will

messages being conveyed/communicated.

know how they want their communication to be received but only the target audience will actually be
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able convey the emotional reaction they have to a communication. It’s also important to recognise that
an emotional reaction may not always be able to be quantified.
•

Overall message comprehension – Does the target audience understand the overall, single most

•

Acceptability – Is the communication acceptable to the target audience? This can also include diversity,

•

Attractiveness and engagement – Does the communication relate to the target audience and have

•

Personal identification – Is the communication targeted enough to be meaningful to an individual

•

Persuasiveness – If the communication is promotional or has a call to action, does the target audience

•

Individual feedback and suggestions – Feedback and suggestions from individuals can be relevant
for certain communications and should always be reviewed to ensure messages will be effective when
presented to a larger target market.

important reason behind the communication?

religion, race, sexuality or social status.

visual elements that are memorable and engaging to the audience and in line with their preferences,
desires or needs?
within the target audience?

feel that the messaging and visual nature compliments the objective effectively?

Testing communications with target market
By understanding who the target audience/market is for communications, an organisation has the potential to
set up testing activities to review concepts and pre-production materials prior to delivery or publishing.
Pre-production concept testing
Before a communication is finalised and used as part of a campaign, for example, it goes through pre-production
testing. The purpose of pre-production testing is to gain the target audiences’ views and feedback on concepts,
ideas and messaging.
Two effective ways of testing pre-production communications include:
•

•

Advisory boards – This is where a group of representatives from the target audience are brought

together to review materials. Advisory boards are usually most effective when conducted by someone
not directly responsible for the creation of the communication. This ensures feedback can be honest
and unbiased. It is also good practice to have more than one advisory board group to gain a broad
and varied set of feedback that is not biased by strong individual opinion from a single group, or
person.

One-to-one interviews – If delivered well, one-to-one interviews are a focused way of generating

high-quality feedback on communications. It can be a costly and time-consuming activity but the
quality of the feedback often makes it an effective tool for testing.

When delivering testing, it is typically good practice to present three different concepts or ideas (often
called ‘treatments’) of a single communication, with contrasting methods to generate a true reflection on
audience preference. By testing less concepts, or similar concepts, it makes it more challenging to obtain
strong opinions and preferences to a particular communication. It is usual to use storyboarding when putting
together different concepts for testing and it helps by providing a visual representation of the communication
project in its entirety, which, when tested, helps in the production of the final communication.
Materials for testing can be in the form of completed advertisements, creative concepts, visual elements of
style, through to written copy or the physical method of delivery.
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Testing during delivery
Additional testing can be conducted during the delivery phase of a communication. This can be an effective
method for a communication to test two different concepts in a real world scenario and test the audience’s
reaction to each method. From the outcomes of testing during delivery, it is possible, in certain circumstances
(such as email communications) to make live adjustments, in real-time to fine-tune a message.
A/B split testing
Split testing is a method of testing which can be conducted pre, during or post-delivery of a communication.
Split testing is where two different versions of the same communication are delivered to the target audience,
with metrics to monitor the success and outcomes of each concept/treatment. It is typically used in email
marketing to judge response rates, click through and read rate. Split testing is often used as a testing method
during delivery, as the communications are live and can generate real-time responses and return on any
investment made. It is common practice to use split testing results as a way of fine tuning a similar message
that may be presented in a slightly different format.
In split testing, the two communication concepts used are often referred to as the ‘control’ and the ‘variation’:
•

Control – The original communication

•

Variation – An adaptation of the control communication to test the ‘variation’ impact

There are usually two outcomes from the results of split testing. The first is where one communication is
clearly favoured over the other. In this case the most successful communication concept is chosen and used
for future communication delivery. On the other hand, there may be an instance where both the control and
the variation have parts of the communication that are successful. In this instance, the successful parts can be
combined together to produce a new variation communication.
A
Group A
50%

Results
analysis

New treatment
based on results

Results
analysis

This could be A or B
or elements of both

CONTROL

B
Group B
50%
VARIATION

Figure 7.3 A visual representation of A/B split testing

Post-delivery testing and review
Once a communication has been tested or has been in circulation for some time, there is opportunity for an
organisation to undertake post-delivery testing and review.
An internal review board will look at all of the feedback from the communications testing. They will
assess if the test campaign is delivering on the objectives as planned or if it needs to be adapted or, in some
cases, withdrawn. The review board will be able to make recommendations for the communication and new
plans that can be developed using the feedback from the research.
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Knowledge transfer is where knowledge obtained from the tested communication can be communicated

across the relevant areas of the business to inform future communications and plans.

Once knowledge has been shared (transferred), there may be a need for behavioural change in the way an
organisation approaches, delivers or presents its offering. Behavioural change should be supported with factual
information, data and reasoning to ensure optimal engagement internally.

Assessing results
Return on investment (ROI)
Return on investment (ROI) is an integral part of an organisation’s ability to measure the success of a project
or campaign against the objectives laid out in the testing plan. Typically, an organisation will set ROI metrics
as part of the planning process. ROI metrics are assessed with quantitative and qualitative measures, depending
on the type of communication and the ability to collate data. This is also discussed in Chapter 5.
Outcomes of testing
There are a number of different ways of obtaining information in order to identify the outcomes from the
testing. Some methods of doing this are through the following:
•

Click-through rates – This represents the number of visitors/target audience who have followed a

•

Conversion rates – This is rate at which the audience has been converted into customers by taking the

•

Respond to call to action – This refers to the prompt given to the audience within a communication
encouraging them to give an immediate response by performing a specific action. For example, the
communication could encourage the audience to buy a product that has recently come on sale.

•

Open rate – This is a measurement of the number of people who opened or viewed a communication

•

Informing adaptation – The outcomes from the testing will inform what changes may need to be taken

•

Integrating results – This is to create an integrated marketing communications plan so that

hyperlink to a particular site or destination, for example from an email or an advertisement on a website.
It is usually used to measure the effectiveness of an email campaign.

desired action within the communication.

against those who do not. It is usually represented as a percentage and is commonly used for email
campaigns.
into consideration when creating communications in the future in order to get the desired outcome.

communications can be integrated across campaigns.

Pilot communications
Pilot communications are where communications are tested over a limited period of time, reduced media
coverage or a reduced geographical area, to assess the impact and success of a communication, prior to it
being rolled out as part of a longer or wider reaching campaign. Pilots are an effective way for an organisation
to test a final communication prior to committing their full financial resource and time to a particular campaign
or project.
Pilots do not need to be conducted but it is important to make sure that the testing conditions are a true
representation of those that will be included as part of the wider campaign.
The results of a pilot will provide the organisation with the information to decide if changes need to be made
to a communication. A pilot study may also provide further feedback on broader aspects of communication
(such as response handling and data collection).
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Examination Tip
You will need to understand how communications can be tested before, during and post-delivery.
You will need to be able to apply these testing methods in given real life scenarios/contexts. You
will also be required to understand how an organisation may plan for measuring the success of
communications and the importance of return on investment (ROI).

Chapter 7 Summary
What you have learned:
• What brand and communications guidelines are and how an organisation can use them in
the development of communications for a product or brand.
• The various elements that make up a brand and communication guidelines.
• Media selection processes and how this is influenced by an organisation’s budget, target
audience and research output.
• The communication production process including selecting creative services, reviewing
communications and sign off processes.
• How an organisation may test communications pre, during and post-delivery.
• The reasons an organisation may set return on investment (ROI) metrics when planning and
delivering communication and how to measure the success of communications.

Activities
7.1

Write a short description for each of the following roles or services.
Account manager

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
Copywriters
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
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Graphic designers
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
7.2

Draw a diagram that depicts the A/B split testing process.

7.3

Draw a brand pyramid, making sure to label the four key elements correctly.
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Practice questions
7.1

Which one of the following is a pre-production testing method for communication?
(1)

7.2

□ A

Positioning

□ B

Research outcomes

□ C

Advisory boards

□ D

Proofreading

State three elements of a brand and communication guideline.
(3)

1 ............................................................................................................................................................................
2 ............................................................................................................................................................................
3 ............................................................................................................................................................................
7.3

Read the information in the table below.

Organisation name

Angel lighting

Size

Multinational 300+ employees

Product range

High quality LED torches and bike lights

Communication project

New product launch in USA and Canada, in six months’ time

Product

Bicycle front and rear light. Equal brightness to top industry product,
with smaller and easier to use fitting, and longer battery life

Selling price

£150 (20% more expensive than competitor product)

Communication budget

$150,000 USD

Resources

Communication manager and proof-reader

Target audience

35yrs + disposable income professional, with an interest in sport,
technology and outdoor activities

Using the information in the table, discuss what Angel lighting would need to consider when
developing a communication campaign for the launch of their new product. Your answer should include
recommendations based on the information provided.
(9)
...............................................................................................................................................................................
...............................................................................................................................................................................
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...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

CHAPTER 8
CHALLENGES, RISKS,
LEGAL AND ETHICAL
CONSIDERATIONS

Learning Objectives
8.1 Challenges and risks for marketers
Knowledge and understanding of types of challenges and risks
associated with the customer experience and communications.
8.2 Legal issues and considerations
Understanding legal issues and their importance when developing and
implementing a customer experience or communications plan.
8.3 Working ethically
Understanding the concepts of working ethically and its importance
when developing and implementing a customer experience and
communications plan.
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Challenges and risks for marketers

In a global marketplace where customers are becoming more demanding and increasingly selective in their
choice of products, marketers face several challenges and risks in their work. These are summarised below.

Ongoing requirement by businesses to find and win new customers
While it is more cost-effective to retain existing customers than attract new ones, organisations understand
that relying on too few regular customers can make them vulnerable; losing just one or two major customers
can cause serious cash flow problems and may possibly even result in business failure. Organisations also
know that not all customers will become repeat-buyers and their lifetime value to the organisation may be low.
Continuous marketing effort is therefore required to help generate new sales and profit, communicate with
customers and grow the organisation in a sustainable way.
As discussed in Chapter 4, market research helps organisations to improve their understanding of both
their existing and potential markets. It also helps them to find new customers and analyse customer buying
behaviour. However, research may be time-consuming and require specialist skills. If these skills are not
available within the organisation, it can be costly to use the services of market research companies.
Marketers should be aware of the important part market research can play in winning new customers and
carefully consider the resources and skills available within their organisations to carry out research activities.
Where internal resources are limited, and there is only a small budget to pay for external services, marketers
should set SMART objectives for their research and prioritise activity accordingly.

Interpreting customer buying behaviours
Customer behaviour may be complex and influenced by many factors. The challenge for marketers is to
understand customer motivations and attitudes as well as the processes they go through when seeking and buying
goods and services. Qualitative research can be especially helpful here as it enables organisations to understand
what their customers think and feel about their goods and services and identify any pain points that result in
a negative customer experience. However, this can be time-consuming and may require specialist resources,
and marketers may be required by their organisation to justify the effort and cost. In some organisations, where
there is already a strong customer-focused culture, it may be relatively straightforward to justify research
activity. In others, where little customer research has taken place, the challenge for marketers may be to educate
and persuade their stakeholders about the value of such research. Either way, marketers have an important role
to play in helping organisations understand why their customers behave in the way that they do.

Advertising overload
Consumers are exposed to thousands of adverts each day across traditional and digital channels. They also have
more choice of goods and services than ever before. All of these demands on their attention can make it difficult
for them to make a well-reasoned buying decision. It can also make it very difficult for organisations to get their
marketing messages seen, understood and remembered.
Since buying decisions are often made on an emotional, not rational, level, customers are more likely to
remember how they felt about a piece of advertising (for example, feeling amused or concerned) than they are
to remember the message itself. The challenge for marketers is to create advertising that stands out from the
rest and connects with customers on an emotional level. By understanding who their customers are, what they
need, why they buy and what their buying experience is like, marketers can improve their chances of creating
memorable advertising.
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Customer data management
When an organisation acquires a new customer, its sales department will obtain personal information about
the customer and store it on the organisation’s CRM system, together with details of the customer’s order.
The information can help the organisation fulfil the order and manage any complaints, requests and future
purchases. Marketers can also use the information to develop marketing and customer-retention campaigns.
Once an organisation has collected and stored a customer’s personal information it must manage it carefully
to keep it up-to-date and prevent it from being stolen or misused. Data protection laws exist across the world,
although levels of regulation and enforcement vary considerably in different regions. For example, Europe, the
United States and Australia are heavily regulated, while India and Indonesia are less so. The situation changes
as new regulations are introduced.
Marketers should be aware of how data protection legislation and regulation in their country or region
may impact on their marketing activities, ensure that they observe and abide by the laws and always keep their
customer information up-to-date and safe.

Overcoming potential barriers to communication and cultural differences
When marketing to overseas customers, organisations should be aware of cultural differences and sensitivities,
and be prepared to adapt their brand and messages accordingly. This may mean translating marketing
campaigns and website content into different languages, or even changing brand names since, in some cultures,
a global brand name may translate into something offensive in local regions. Marketers should take care to
check any potential sensitivities before running international marketing campaigns.
In a similar way, marketers should be aware that, while using humour in an advert can help to make it
memorable, humour is often culturally-specific and, what may be amusing in one culture, is not in another
and may even be offensive. When translating humorous adverts for different international markets, marketers
should understand that the message to be conveyed through humour in the original language may not evoke
the same emotions in the target language. Wherever possible, they should research and test different versions
for different markets (for example using split testing), to see what works best, allocating time and resources
accordingly.
Colours may also have different cultural connotations in different countries. For example, in the US and
Western Europe red symbolises love, passion, and danger, whereas in Far Eastern and Asian cultures it is
often associated with luck, long life and happiness, and brides often wear red wedding dresses to ensure a
happy marriage. Marketers should be aware that the colours they use on their websites, and in their marketing
materials, can affect the message their international audience receives, sometimes in unintended ways. It is
worthwhile researching cultural differences when marketing products or services in new or unfamiliar markets,
to avoid causing offence.

Technology
Technology has transformed the world of marketing, enabling marketers to target their messages and campaigns
to customers across more channels than ever before. However, while technology creates opportunities for
markets, it also creates challenges and risks.
Many consumers in developed countries have access to technology (such as computers, tablets and mobile
phones), and enjoy unrestricted access to the internet, making it relatively straightforward for marketers to
reach them through their campaigns. However, this isn’t the case in other parts of the world. For example, in
developing countries, ownership of a computer or smartphone may be the exception rather than the rule and
will largely depend on income. When it comes to internet access, governments in some parts of the world
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exercise tight control (for example in North Korea, the government controls all of the country’s websites
themselves, filtering emails, closely monitoring bloggers and blocking access to certain websites such as
those that criticise government actions). Marketers should not assume that customers are able to access their
marketing messages just because they have access to technology and should therefore research their markets
carefully.
Technology can help marketers manage large amounts of customer information (for example by using
CRM systems). However, due to data protection regulations and laws in many countries, sales and marketing
teams have a responsibility to protect this information, keep it up-to-date and only use it for marketing purposes.
Whether marketers manage their customer information on a simple spreadsheet or use a CRM system, they
must be careful to ensure that only authorised work colleagues have access to the information and that all
reasonable steps are taken to prevent the information from being altered by unauthorised individuals, left
unprotected, accidentally deleted or stolen.
As technology has become more available, it isn’t just reputable organisations that use it to generate revenue
and profit. Criminal organisations have become increasingly skilful at using technology to carry out internet
fraud. One way in which marketers have been impacted is through phishing emails which are sent out in their
organisation’s name to their customers. Typically, these emails copy the organisation’s branding and advertising
style closely, and look very convincing. However, they can be very dangerous, both to the customer and the
organisation in whose name they are sent, and can result in the customer losing money and the organisation
losing its reputation.
Phishing emails usually ask the recipient to carry out a specific action (for example, to click on a link to a
website, open an email attachment, download information or make a phone call using a number provided in the
email). The first two types of actions are designed to install malware on the recipient’s computer which may
render the computer useless or lead to demands for payment for the problem to be fixed. A call to action that
requires the recipient to make a phone call using the number shown in the email may result in the customer
being charged large sums of money which are then directed to the criminals. Either way, the customer is at risk
financially and the organisation in whose name the email has been sent, may receive customer complaints and
risk losing their positive reputation in the marketplace. There is not a great deal that marketers can do to prevent
phishing emails being sent out by criminals but they can take steps to educate customers about the threats and
what they can do to avoid them.
As cyber criminals become more sophisticated, the risk of computer hacking increases and organisations
who do not act to keep their websites, computer systems and information secure risk being attacked, with
potentially disastrous consequences. Again, there is not a great deal that marketers can do directly to prevent
hacking but when an incident does occur, they should ensure that they communicate the facts to customers
quickly and clearly to minimise confusion, concern and risk.
Many organisations will, at some point, experience problems with their computer systems. Sometimes
these are within their control and may only affect one or two internal departments, while at other times the
impact may be more severe and affect external customers too. While such failures are usually only temporary,
the impact on marketers may be considerable as they may cause delays, loss of information and, in the case
of website failures, loss of sales. Again, marketers may not always be able to prevent such failures occurring
but they should at least be aware of what could happen and put plans in place to minimise the potential risk to
customers.

Customer retention
As customers have become more knowledgeable about the goods and services available to them, their
expectations have increased accordingly. Whereas in the past, they may have been loyal to one brand out
of habit, today they may be much more likely to switch brands based on a single negative experience (for
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example, after reading negative publicity about a product). Retaining existing customers has always been
a challenge for organisations but now more than ever, they should monitor their customers’ experience to
identify existing problems, put things right and prevent potential problems arising. Marketers can contribute to
this work (for example, by helping to design post-purchase research polls or more in-depth qualitative research,
tracking online reviews and comments left on social media, and adjusting their marketing plans and activities
accordingly).
Pricing may also play a major part in customers’ buying decisions and influence whether they stay loyal to
a brand. Regardless of how satisfied they may be with a product, if they can find something similar at a lower
price elsewhere, they may switch suppliers and perhaps never return. Marketers should, therefore, be aware of
competitor pricing activity and work with their sales teams to respond (for example, by putting in place price
reductions, price-matching, discounts and promotions).
Keeping customers interested and emotionally involved with a brand can be a challenge for marketers.

Regular communication through customer loyalty programmes and campaigns can help to extend a customer’s

lifetime value to an organisation. Additionally, involving them in research (such as customer forums) can help to
ensure that the customer’s voice is heard and create an emotional attachment to the organisation and its brand.

Control of company reputation
In the past many organisations relied on public relations (PR) activity to manage their reputation. However, this
is more difficult to achieve nowadays due largely to the immediacy and impact of social media. Reputations
can be made and lost in just a few hours depending on positive or negative social media comments and the
numbers of such comments posted. Any organisation that ignores what is being said about them or their brand
on social media risks missing valuable new marketing opportunities and, worse, potential loss of sales and
reputation. The challenge for marketers here is to keep track of what is being said about their organisation, both
positive and negative, to minimise risk and take advantage of opportunities.

Examination Tip
You will need to know and understand the different types of challenges and risks that marketers
face when dealing with customers. You will need to understand the ways in which organisations
manage these challenges and risks. You will need to apply your knowledge to real life marketing
contexts/scenarios.

8.2

Legal issues and considerations

Buyers’ rights
The rights of a buyer are a key consideration for all organisations, and particularly so for a customer experience
and communication function. There may be set buyers’ rights that are legally enforceable in each region,
state or county or there may be buyers’ rights that are specific to an organisation and which should form part
of an organisation’s customer service charter. This charter is a written policy that outlines the organisation’s
commitment to its customers in terms of the service it will provide them, how they intend to deliver that
service to customers and what is expected from a customer’s perspective if they choose to do business with the
organisation.
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From a customer experience and communications perspective, the charter an organisation provides can
contribute to building a strong, reliable and trusted experience with its customers, whilst supporting an
organisation’s brand messages and positioning. Equally, a charter that supports only the organisation, may
have the potential to undermine the brand, messages and experience the organisation intends to provide to its
customer.
Importantly, the charter should include the customer returns policy to ensure there is no ambiguity to
the customer or the organisation on how it intends to cover timings, replacements, warranties and its returns
processes. This should be set out in clear and concise language, in order for each individual customer to
understand the policy they are agreeing to when making a purchase.
The charter should reflect the customer experience and communications positioning, to ensure the
organisation delivers its business, goods or services as intended in support of its values.

Customer data management and protection
As with legal considerations, there are data management laws that are specific to an individual region, state
or country, which an organisation will need to adhere to. It is important that a marketer understands what these
are for each geographical location the organisation operates in and ensures there are practical measures in
place prior to delivery of any work. This will reduce the likelihood of any issues arising during a campaign.
It is also important for the manager responsible to ensure that those involved in customer experience and
communications are aware of the legal requirements expected of the organisation.
For customer data management and protection, an organisation will have additional guidelines it adheres to,
in order to support its mission, values and positioning. It is good practice to communicate these guidelines to
customers and stakeholders, to ensure clarity and transparency of information.
As part of customer data management, an organisation will typically set guidelines on live and archived
data.
Live data
This is current data that is actively used in communication and customer experience delivery. An organisation
will set a time period for when data is considered as live. For example, an organisation may state that customer
data is live for 18 months since their last purchase, a customer communication or enquiry response.
Archived data
This is when data is no longer considered live. An organisation may securely archive and store a customer’s
contact and purchase history data but not actively use it for communication. An organisation can then re-use
original data if a customer account becomes active again. An organisation should tell customers the length of
time their data will be live and archived. This is usually through a data protection and collation statement. It is
common practice to remove customer data after a set extended period of inactivity.
As part of continuous improvement, a marketer should consider the impact data management has on customer
relationships. Communicating with inactive customers can often cause irritation and potential damage to brand
and reputation. Setting guidelines can ensure customers continue to feel valued and supported in their choices.

Defamation
Defamation is a written or verbal statement that may be seen to cause reputational damage to an individual,
a group or organisation, and is proven inaccurate or false. Defamation would include all printed or published
media and may result in legal action. Depending on the jurisdiction, written defamation is often referred to as
‘libel’ and verbal defamation as ‘slander’.
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Defamation is an important consideration for an organisation and in particular for marketers, as they have
greater contact with the press, public and external organisations, which increases exposure and risk. As with
all legal considerations, an organisation should seek to understand the law in the region, state and country they
deliver their business. This will ensure that mistakes are less likely to be made.
To avoid defamation, it is good practice to avoid publicising any communication that passes judgment on
an individual, organisation or product offering from a competitor. If there is any potential ambiguity in the
messaging, then it is unlikely to support a strong brand or communication positioning and may benefit from
alteration prior to publication. This extends to ‘perceived’ failings of a competitor’s product. Opinions can
often be seen as defamation if they are not backed up by robust evidence. Including the use of facts will ensure
an organisation avoids defamation.

Trade description
A trade description refers to the information and descriptions provided about a product and may include
details on its purpose, features and quality, for example. Trade description law is to ensure an organisation
does not provide false information, directly or indirectly, about its product, brand or service in its marketing
communications to customers. This will include both written and verbal communication. As a result,
marketers of an organisation must make sure all employees are trained to deliver messaging in a formalised
and appropriate manner that is justified in the delivery of the organisation’s goods and services. This can be
achieved by ensuring that all communications include proof of fact so that a claim can be proven by the
organisation.
As with other legal considerations, the rules around trade description may vary depending on the regions,
states and countries an organisation operates within.

Examination Tip
You will need to know and understand the different legal issues that a marketer faces when
dealing with customers; including buyer’s rights, customer data management and protection,
defamation and trade description. You will need to understand why these are important when
implementing a customer experience or communications plan. You will be required to apply
your knowledge and understanding in real life marketing contexts/scenarios.

8.3

Working ethically

Corporate social responsibility (CSR)
Corporate social responsibility (CSR) refers to the way in which an organisation will deliver its business
objectives in an ethical and sustainable manner. An organisation will create a CSR policy in order to take
account of and self-regulate its social, economic and environmental impact.
Over the years, there has been an increased demand from governments, stakeholders, employees and
customers for organisations to have a CSR policy to reflect their initiatives and ability to meet acceptable
ethical business standards and practices. Marketers may be involved in the creation of an organisation’s CSR
policy. This is because of its ability to build customer and employer trust and brand awareness, whilst also
gaining an advantage over competitors. Customers may actively choose not to purchase products from an
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organisation who is unable to maintain its CSR, for example, if an organisation fails to protect its employees
or is exploiting suppliers by refusing to provide with them a fair price.
Key areas of consideration are overselling, vulnerable customer groups, profit over need, supply chain and
freedom to purchase.
Overselling
This is when an organisation uses communications to over-exaggerate its CSR to its customers, providing
them with a false impression of what they are actually doing. This may damage an organisation’s reputation
for supporting its customers and could influence repeat sales, brand reputation and customer relationships,
based on potential feedback and reviews. As a result, an organisation should aim to work ethically, by ensuring
customers’ ability to pay for high price products, subscription services and contracts. Ethical working will
also assist in developing strong customer relationships and support brand development through improved
trust.
Vulnerable customer groups
Organisations should actively support their vulnerable customers (such as the elderly, long-term unemployed
or those with health considerations), to ensure purchasing decisions are appropriate. Guidelines should be set
in order to protect customers and support them before and during a purchase transaction.
Profit over need
Not all products are needed but an organisation can work ethically with customers to ensure they do not make
poor purchasing decisions that could affect their quality of life or ability to support a normal standard of living.
This consideration will have varied outcomes depending on the type of organisation. Setting guidelines will
ensure all employees follow a standardised approach with interacting with customers.
Supply chain
This refers to the process of taking a product to market and having it available for purchase. It is not uncommon
for some products to experience issues with back orders or production difficulties, particularly those that are
large volume or high cost. It is therefore good practice to communicate issues to customers to ensure clarity
and transparency over any delays or lack of availability before and during a purchase transaction. It may not
always be possible to forecast supply chain issues, however, known issues should be brought to a customer’s
attention as soon as possible.
Freedom to purchase
This is when an organisation does not make a judgment on the gender, race, religion or sexual orientation of an
individual, group or organisations’ ability to purchase.

Examination Tip
You will need to understand the concepts of working ethically, the key areas that form part of
an organisation’s corporate social responsibility (CSR) policy and how marketers will use this to
inform customer experience and communication plans.

Challenges, risks, legal and ethical considerations
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Chapter 8 Summary
What you have learned:
• The different types of challenges and risks that marketers need to consider when managing
communications and customer experience.
• How buyer’s rights may vary in different geographical locations and how organisations may
add further rights to support customer experience and support the brand.
• Customer data management considerations for organisations, including how an
organisation may set their own guidelines to classify data as live or archived.
• Why organisations are required to understand local defamation and trade description laws,
to ensure customer experience delivery and communications are fit for purpose.
• The importance of corporate social responsibility (CSR) to an organisation, the important
considerations an organisation will need to think about when developing a CSR policy and
how this will impact marketing, customer experience and communication activities.

Activities
8.1

Explain why ‘advertising overload’ might be a challenge for marketers.

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
8.2

Explain what is meant by the term ‘trade descriptions’ when considering legal issues in marketing.

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
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Practice questions
8.1 Explain two risks associated with technology that impact marketers and the organisations they work for.
(2)
1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
8.2

Explain two challenges a marketer might face when considering carrying out qualitative customer research.
(2)

1 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
2 ............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
8.3

Explain one legal and one ethical consideration an international organisation may need to take into
account when planning communications.
Legal

(4)

...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................
Ethical
...............................................................................................................................................................................
...............................................................................................................................................................................
...............................................................................................................................................................................

APPENDIX 1
GLOSSARY OF
MARKETING
TERMINOLOGY
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A
Advertising – Published communications promoting an organisation, brand, product or service.
AIDA model – An advertising effect model that describes the effect of advertising media. It stands for

awareness, interest, desire and action.

Attitude – A person’s expression of their beliefs, values, feelings, preferences, knowledge and experience that

have been developed over time.

B
Belief – Something that an individual holds true about his or her world; may be based on knowledge, experience,

faith or hearsay.

Brand – A name/term/sign/symbol/design intended to identify the products of a seller and to differentiate them

from similar offerings from competitors.

Brand lifecycle – The process of a product or brand from introduction through to withdrawal from the market.

Also referred to as a ‘product lifecycle’.

Business aim – A statement of what a business is trying to achieve; also known as a ‘goal’ or ‘target’.
Business objectives – The stated, measurable targets of how a business achieves its aims.
Business-to-Business (B2B) – The selling of one company’s good or service to another company.
Business-to-Consumer (B2C) – The selling of goods or services directly to consumer.

C
Communication channels – The way that information flows within a business and between other businesses.
Competitor analysis – An assessment of the strengths and weaknesses of a business’s competitors in order to

identify opportunities for a business.

Competitor-based pricing – A pricing strategy where businesses set prices close to the prices of their

competitors (sometimes called ‘going rate’ pricing).

Consumer – An individual or group who uses a product. They may not have paid for the good or service.
Continuous research – Regular and frequent research carried out over a long period of time.
Copyright – The exclusive right to print, publish or perform.
Corporate identity – The visual identity that helps distinguish a business to the public, its customers and

from other competitors. It is an easily recognisable symbol, logo or trademark that appeals to the audience.

Corporate image – The public perception of a business, in other words, what the public thinks of it.
Corporate social responsibility (CSR) policy – A business policy that makes a public commitment to society

and the environment.

Culture – The values, ethics, rituals, traditions, material, objects and services produced or valued by members

of society.

Customer – An individual or group who purchases/pays for a product.
Customer buying cycle (customer life cycle) – The stages that the consumer passes through in a typical

buying process (Kotler identified five stages).

Glossary of Marketing Terminology
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Customer journey – The customer journey spans a range of interactions (known as touchpoints) that a

customer has with an organisation as he or she moves from awareness to engagement and purchase.

Customer journey map – A journey map is a diagram that shows the steps a customer takes when engaging

with an organisation.

Customer profile (persona) – The description of a typical or ideal customer for a business.
Customer relationship management (CRM) – A system (typically a database) that enables organisations to

save and retrieve information about their customers.

Customer service – The provision of service to customers before, during and after a purchase.
Customer touchpoints – A touchpoint is any customer interaction with an organisation or its brand, from the

time a customer becomes aware of the organisation to the end of the relationship.

D
Demographics – A statistical view of a population that typically includes age, gender, income, education

and occupation. Demographic information can help marketers target customers with appropriate marketing
messages.

E
Ethics – The moral rights and wrongs of any decision a business makes.
External environment – The factors that occur outside of the business that cause change and are usually

outside of the control of the business.

F
Focus groups – A type of qualitative research that consists of in-depth interviews conducted by trained market

researchers with a group of people who are asked about their perceptions, opinions, beliefs and attitudes
towards a product/service, concept, advert or packaging.

Font – The colours, size and weighting of a typeface.

G
Glocalisation – The customisation of a product for the locality/culture in which it is sold.

H
I
Internal environment – The events, factors, people, systems, structures and conditions inside the business

that are generally under its control.

J, K
L
Legislation – A law or set of laws suggested by a government and made official.
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Liability – Being legally responsible.
Local community – People that live in an area and are therefore stakeholders of the businesses in that area.
Logo – A visual device, symbol or mark that distinguishes an organisation, its products and brands.

M
Market – The place where buyers and sellers come together.
Market dynamics – The changes and fluctuations that occur in business and markets.
Market research – Gathering information about consumers’ needs and preferences.
Market segment – A group of consumers who respond in a similar way to a given set of marketing efforts.
Market segmentation – The process of dividing a market into distinct groups of buyers who have

different needs, characteristics or behaviours and who might require separate marketing strategies or
mixes.

Marketing communications mix – The specific mix of advertising, personal selling, direct marketing, sales

promotion and public relations (PR).

Marketing mix (7Ps) – A marketing tool that combines a number of components in order to strengthen a

product’s brand and to help sell the good or service. Originally 4Ps/4Cs, these have been extended in modern
marketing to the 7Ps/7Cs to account for the marketing of services.

Maslow’s hierarchy of needs – A theory of psychological well-being that linked motivation with needs,

created by American psychologist, Abraham Maslow.

Mass customisation – The production of personalised or custom-tailored goods or services to meet consumers’

diverse and changing needs.

Mass market – A market made up of products with mass appeal (to lots of customers).
Media – The core means of communication and message delivery.
Metric – A standard of measurement.
Mission statement – A statement that defines the purpose and primary objectives of a business.
Motivation (customer) – The urge to satisfy physiological and psychological needs (essential items) and

wants (desired, but not essential items) through the purchase and use of products goods and services.

Multi-branding – Marketing of more than two competing and almost identical products belonging to a single

business.

Multichannel marketing – The activities that are carried out by the marketing department over a range of

traditional and/or digital channels (for example using radio/TV adverts).

Mystery shopping – A primary research method that involves individuals checking on how an organisation’s

products or services are being sold by pretending to be a normal customer.

N
Niche market – A specialist area of the market that addresses a need for a product that is not being addressed

by other mainstream providers.
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O
Omnibus study (omnibus survey) – A primary research method that involves a research agency conducting

a number of interviews with a specific target group on a regular basis.

Organisation – A formalised group, including businesses, governments, charities and social enterprises.

P
Participants – The people who take part in research who form part of the sample target group being researched.
Perceived value – A customer’s opinion of a product’s value.
Perception – How people select, organise and interpret information and environmental stimuli to make sense

of the world.

Phishing emails – Fraudulent emails that closely copy an organisation’s branding and advertising style and

are sent out in the company’s name, often to their customers.

Pilot studies/test marketing – A small scale, preliminary trial carried out to evaluate the design, effectiveness

and feasibility of a new product or service prior to its full-scale launch.

Poll – A primary research method that asks a sample groups of customers to ‘vote’ on a question.
Positioning – The overall way an organisation presents itself and delivers its messaging.
Primary research – Information that is collected from its source and used by an organisation for its own use.

Primary research gathers raw data, such as information collected through questionnaires and focus groups,
and interprets the information for business purposes.

Products – The goods or services of a business.
Product life cycle (PLC) – The process which a product or brand goes through in its lifetime from introduction

through to withdrawal from the market. Also referred to as a ‘brand lifecycle’.

Q
Qualitative research – Exploratory research that is used to gain an understanding of underlying reasons,

opinions and motivations. It provides deeper insights into problems and can be used to identify topics for
potential quantitative research.

Quantitative research – Statistical, mathematical or numerical analysis of information collected through

structured and objective research methods such as questionnaires, polls and surveys. It is concerned with
gathering factual information, not subjective (personal) opinion.

R
Return on investment (ROI) – A performance measure used to identify whether the investment made was

successful, giving a positive return, or unsuccessful, giving a loss in return.

S
Secondary research – Information that has already been compiled, typically by outside organisations and

includes government statistics and reports, information hosted on company websites, academic studies and
reports and articles in the media.
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Services – Things that are done to a customer or for a customer.
Shareholder – An individual or group with a financial and ownership concern in an organisation.
SMART objectives/targets – Specific, measurable, achievable, relevant and time-bound targets used to help

a business to meet its objectives.

Socio-economic – An individual’s or family’s economic and social status in relation to others, typically based

on their income, education and occupation.

Split testing (A/B testing) – A method of comparing two different versions of a product, service, advert or

marketing campaign to determine which one performs best with the target audience.

Stakeholder – An individual or group with a concern or interest in an organisation and who are affected by

what it does and the way it operates.

STEEPLE analysis – A tool used to analyse the social, technological, economic, environmental, political, legal

and ethical factors affecting a business.

Strategic plan – A plan that outlines the mission, vision and high-level goals for a business for the next three

to five years. It also takes into account how they will be measured and the major projects that will be taken
on to meet them. It shares the vision for the future.

Suppliers – Provide goods, services or loans to a business.
Surveys – A primary research method where a sample group of customers have been chosen to represent the

target market using a range of questions.

SWOT analysis – A tool used to analyse the strengths, weaknesses, opportunities and threats of a business.

T
Tactics – The immediate, specific actions that a business can take to respond to changes in market conditions.
Target markets – The specific market segments selected by a business for its marketing.
Target population – The total group of individuals from which a sample might be drawn.
Telemarketing – A primary research method using the telephone to undertake surveys.
The 4Ps – The core modern marketing mix; product, price, place and promotion.
The 4As – A customer focused approach to the 4Ps; acceptability, affordability, accessibility and awareness.
Typeface – A style of written type and print text

U
V
Vision statement – A statement that defines what the business wants to achieve over time by focusing on the

goals and aspirations of a business.

Voice of the customer (VOC) – A term used to describe the process of capturing customers’ expectations,

preferences and dislikes. VOC research activities typically consist of both qualitative and quantitative
research.

WXYZ
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Chapter 1 – The customer environment
Answers to activities
1.1

A car manufacturer is a business-to-business customer.

1.2

An example could be a bank who sells bank loans to small businesses starting up. Discuss your answers
with your tutor to see if you got them right.

B2B organisation

Goods/services provided

Type of customer

EXAMPLE: Bank

Bank loan

Small business starting up

Answers to practice questions
1.1

B2C is when an organisation sells its goods or services directly to customers who are the end-users
(consumers) of its products or services.

1.2

An organisation could benefit from having any of the following:

1.3

•

competitive advantage in the market place

•

greater customer satisfaction

•

increased sales, revenue and profit

•

repeat purchases and customer loyalty (retention)

•

increased customer advocacy and referrals

•

long-term growth and sustainability

•

a good reputation for the organisation in the marketplace

•

stronger customer relationships.

Two ways organisations can benefit from retaining their existing customers could be any two from the
following:
•

Repeat/long-term buyers spend more money with an organisation and therefore help them to generate
a larger profit than a customer who only buys from them once.

•

Loyal customers benefit an organisation’s reputation as they are more likely to recommend the
organisation’s products to other friends and family, who may become customers, and they may write
favourable reviews.

•

Marketing campaigns to attract new customers can require a big financial investment and a good
deal of time and effort. Sales administration resource is also required to set up a new account for the
customer. With existing customers, this work has already been done.

•

As customers become familiar with a brand or type of product, and are satisfied with it, they may buy
other items from the organisation to complement their original purchase. For example, after buying a
mobile phone a customer may go on to buy accessories for the phone or buy a second mobile phone
from the same supplier for another family member.

Answers
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Chapter 2 – Customer behaviour and buying decisions
Answers to activities
2.1

(a)
selfactualisation

self-esteem
love and belonging
safety and security
physiological needs

(b) The table below shows examples of each type of need.
Need

Example of needs

Physiological

Food, water, shelter, warmth, sleep, sex

Safety

Security, protection, employment, health, law and order

Love and belonging

Love, affection, acceptance, intimacy, family, friends, relationships

Self-esteem

Self-confidence, achievement, recognition, status, respect

Self-actualisation

Realising personal potential, self-fulfilment, developing talent, personal
growth, intense feelings of happiness and wellbeing, creativity

(c)	
The table below shows examples of goods and services that might be purchased to satisfy each type
of need.
Need

Example of goods and services

Physiological

Food; water; housing; bedding; clothing; products for newborn babies

Safety

Life assurance; car insurance; medical insurance; family car; healthy food;
financial savings; pension; protective clothing; sunscreen; medicines,
vaccines, pest controls; home security products; roadside vehicle recovery
insurance.

Love and belonging

Gifts; jewellery; mobile phone; dating and match making services; club and
society memberships; wedding products and services; products for pets.

Self-esteem

Luxury car; jewellery; exotic holidays; widescreen TV; latest version of
smartphone; designer clothing; cosmetics; home improvements; lifestyle
products and services.

Self-actualisation

To help people realise their potential physically, educationally, intellectually
(for example, adventure holidays; sports equipment; educational
programmes; career opportunities and training/education). Creatively (for
example art classes). To develop their knowledge (for example, travel and
cultural pursuits).
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Answers to practice questions
2.1

The five stages of the customer buying cycle are:
(C)	
Problem recognition – information search – evaluation of alternatives – purchase decision – postpurchase behaviour.

2.2

2.3

Two ways in which the price of a product might influence a customer’s buying behaviour could be any
two from the following:
•

A product might influence a customer’s buying behaviour because low or discounted products might
encourage people on low incomes to buy them because that is all that they can afford.

•

Alternatively, it could be because high prices may attract a customer to buy a product (even if they
cannot afford it) because the customer may associate the price with quality or luxury and want to buy
the product to demonstrate their status in society.

•

Low or discounted prices might encourage a customer to buy a product they might not normally buy.

•

Low or discounted prices might encourage a customer to buy more of the product than they normally
would.

•

High prices might deter people from buying because they can’t afford it.

•

High prices might deter people from buying if the quality of the item is poor and does not seem good
value for money.

One way a marketer might try to appeal to a customer’s love and belonging motivations when marketing
a laundry detergent could be any from the following:
•

They might target advertising at mothers with the message that the detergent is gentle on baby
clothes and is therefore the best choice for their baby. Using the product shows how much they love
their babies and want only the best for them.

•

They might target advertising at young women with the message that the detergent can help them
love their clothes because it preserves or brightens the colours. When they dress up to go out with
their friends, their clothes will look good and they will look and feel attractive.

•

They might target advertising at men who play sport in a team with the message that the detergent
can help to keep their sports kit as clean as (if not cleaner) than their team mates’ kit so that they feel
they belong with the team.

Answers
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Chapter 3 – Customer research
Answers to activities
3.1

A sample market research plan and examples of research considerations typically associated with each
stage.

Stage

Research

1. Define
marketing
problem or
opportunity to
be researched

Examples of problems that could be researched:
• Low awareness in the market of your organisation and its goods or services.
• Low sales of your organisation’s products.
• Your company has a poor image and reputation in the market.
Examples of opportunities that could be researched:
• Testing the name of a proposed new product to see if customers like it and/
or remember it.
• Testing a new packaging design.
• Testing a new advert to see how well customers remember the key
advertising messages being communicated.

2. Set research
objectives,
budget and
timetable

Examples of research objectives:
• Explore the nature of a problem so that you can define it further, for
example researching why sales of a particular product have decreased may
reveal a problem with distribution which could then be researched to find
the cause.
• Determine if people are more/less likely to buy your product when it is
packaged in a certain way.
• Assess the impact of marketing tactics. For example, what increased sales
volume might you expect if you lowered the price of your product by 10
percent?
• Determine how many people might buy your new product by testing sales in
one region of the country before launching it nationally.
Examples of budget considerations:
• Decide how much money you are willing to invest in your market research
(as a proportion of your overall marketing budget). If you are planning to
launch a new product, you may consider setting a higher research budget
than if you were researching an existing product.
• Determine how much money your organisation can afford.
Examples of timetable considerations:
• If your organisation sells products for seasonal or special occasions (such
as religious events or festivals), consider conducting research just before
the main buying period when customers are likely to be considering their
purchases.
• Primary research usually takes longer to design and complete than
secondary research so the research timetable should allow enough time for:
• selection and briefing of a market research agency
• questionnaire design and testing before the research is carried out
• identification of sample groups to take part in the research
• conducting the research
• gathering and analysing the results.
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Stage

Research

3. Select
research types
and methods

Examples of research types:
• Primary research (original information gathered for a specific purpose).
• Secondary research (information that already exists somewhere).
Examples of methods:
• Primary research: questionnaires; polls; interviews; focus groups.
• Secondary research: internet research; reports; census information; articles
in journals.

4. Design
research
method (primary
research)

Example of primary research method design:
• Questionnaires are a popular method of conducting primary market
research. When designing a questionnaire, the following points should be
considered:
• Keep it simple – not too many questions and use clear, concise language.
• Include instructions for answering the questions on the questionnaire
and given an idea about how long it might take to complete.
• Begin the survey with general questions and move towards more specific
questions.
• Keep questions brief.
• Consider whether an open or closed question is more likely to give you
the information you require in the answer.
• Test the questionnaire to see how long it takes to complete – the longer it
takes, the less likely participants will be to take part.

5. Collect data

Examples of factors to consider:
• To help you obtain clear, unbiased and reliable results, it is a good idea
to use trained and experienced researchers for primary research such as
personal interviews (for example, questionnaires that are completed over
the phone or face-to-face interviews and discussions, such as focus groups).
• Research staff should be fully briefed on the objective of the research and
the method to be used.
• When conducting secondary research look for data that is relevant to your
research objectives.

6. Organise
and analyse
information

Examples of factors to consider:
Primary research:
• Gather results from questionnaires, identify total number of respondents;
identify types of responses by each question (for example, most
respondents answered ‘Yes’, most respondents answered ‘No’, most
answered ‘Don’t Know’); analyse overall type of response to the subject
being researched (for example, mostly positive or mostly negative).
• Allow sufficient time in your plan for the research results to be analysed
and, if using external market researchers ensure they present the findings
in the format you require (for example in report format, graph/table format,
spreadsheet).
Secondary research:
• As secondary research data may be gathered from a wide range of sources,
organise your findings into one consistent format so that they can be more
easily read and analysed.

Answers
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Stage

Research

7. Present and
use research
findings

Examples of considerations:
• Present the research findings in an organised format (for example as a
report or a presentation) and ensure that the information is simple to read
and understand.
• Present the findings to the people in your organisation who will need to
use the information, for example to help improve business processes,
make adjustments to improve products or services. Typically, these will
be decision-makers in the sales and marketing departments, including
customer-service teams.
• If the research is news-worthy, present it in report format and distribute to
the media for potential publication as part of a PR campaign.
• If the research is being used to identify trends over time, for example
customer attitudes to a particular type of product, repeat the research on a
regular basis (for example, yearly).

Answers to practice questions
3.1

(B) Questionnaires
(D) Interviews

3.2

Advantage – An organisation can use research to find answers to specific questions that are relevant and
important to them, for example what customers think about a new product they have launched onto the
market or a new packaging design. The organisation conducting the research sets the research objectives,
topic and scope and has overall control of the research process.
Disadvantage – Primary research can be time-consuming because it involves gathering new information
in an organised and structured way and might involve several processes, for example identifying people
to take part, designing questionnaires, organising focus groups, analysing and interpreting results. It also
needs to be carefully planned and executed so that it achieves the objectives identified by the organisation
conducting the research.

3.3

Two reasons why an organisation might want to research customer feedback about its products could be:
• Customer feedback provides useful information about a customer’s experience of buying from the
organisation which can help the organisation to understand if customers are happy with the service
they received and make improvements in areas where customers are dissatisfied.
• Customer feedback can also provide organisations with information around whether they are happy
with the organisation’s product which can help organisations to identify if there are any problems
with product that needs to be improved.

Chapter 4 – The customer experience journey
Answers to activities
4.1

A customer pain point is anything that a customer views as a problem during their buying experience,
however, it may not necessarily be a real problem from the seller’s perspective.

4.2

Below is an example of what a diagram could look like to show customer touchpoints and pain points that
might be experienced within an organisation during their buying journey. Check your answers with your
tutor to see if your diagram is correct.
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Customer touch points
Customer sees an
online advert for
Digipix on social
media

Customer visits
review websites
to learn about
the best camera
brands and prices

Customer hears
about DigiPix
from a friend

Customer visits
DigiPix’s website
for information

Awareness
Customer
receives
constant pop-up
adverts from
DigiPix every
time they use
social media

Customer visits
DigiPix’s website
to buy the
camera

Consideration
DigiPix’s website
crashes
DigiPix’s website
is poorly designed
and it is diﬃcult
to ﬁnd the required
information

Customer calls
DigiPix’s
customer service
team to pay for
the camera
over the
phone

Purchase

Service

DigiPix’s website
won’t accept the
customer’s
payment.

It is 15 minutes
before the
customer can
speak to a
member of
DigiPix’s
customer
service team

Customer
receives a
personalised
newsletter from
DigiPix
containing
discounts on
camera
accessories

Loyalty
The customer’s
name is spelt
incorrectly in the
newsletter
greeting

Customer pain points

Answers to practice questions
4.1

Two examples have been provided below for experiences that customers can have when dealing within
an organisation and the touchpoints that they would encounter. These are not the only answers and you
should check your answers with your tutor to see if they are correct.
Customer experience 1: Awareness/information gathering after identifying their need.
Touchpoint 1

The customer reads magazine or newspaper article about an organisation’s
product or service.

Touchpoint 2

The customer’s online search for information takes them to an
organisation’s website landing page.

Customer experience 2: Customer experiences a problem with a product they have bought and
wants a refund.

4.2

Touchpoint 1

The customer takes the product back to the store where they purchased it.

Touchpoint 2

The customer calls the customer service department.

Two reasons why an organisation might want to use customer journey maps could be:
•

Journey maps can help an organisation identify all the interactions a customer might have with
them as they pass through the buying process. Marketers can use this information to help plan
their activities so they coincide with these interactions (for example, by ensuring there is enough
information available about a product at the awareness stage of the customer’s journey so that the
customer is encouraged to move to the purchase stage).

Answers
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Journey maps provide an overview of what customers are experiencing whenever they interact
with an organisation. This overview can help organisations identify problem areas (pain points)
the customer might experience on their buying journey and take steps to put them right before the
customer decides to buy elsewhere.

Chapter 5 – Communication fundamentals
Answers to activities
5.1

A marketing communications strategy is a plan of action (aims) that the marketing or communications
team creates in order to meet their long-term goals and objectives. These aims provide a focused and
clearly defined approached to communication activities, which will contribute to the delivery of broader
organisation and marketing objectives.

5.2

The 4As are:
1) Acceptability
2) Affordability
3) Accessibility
4) Awareness

Answers to practice questions
5.1

(B) Cinema
(E) Television

5.2

The communications plan is made up of the following elements:
•

Strategy – The strategy is a plan of action (aims) that an organisation creates in order to meet its longterm goals and objectives. These aims will enable organisations to fulfil their communication goals.

•

Objectives – Objectives are specific goals by organisations, which can be measured in order for an
organisation to monitor the success of a communications plans. Setting appropriate objectives will
ensure a project or campaign can also be reviewed and assessed post-delivery.

•

Budget allocation and reasoning – Setting expenditure to specific tactics and activities and providing
supportive reasoning as to how the allocation will support the successful delivery of the objectives,
will enable internal stakeholders to understand the financial requirements needed to implement the
communications plan, the return on investment (ROI) and audience reach of the activities within the plan.

•

Tactical delivery – This is where marketers explain the communication activities (methods) they will
use to deliver to achieve the communication plan objectives. By selecting flexible communication
methods, it allows delivery to be adapted in real time, based on results.

•

Timeline – Setting timelines for the completion of all of the planned activities within a marketing
communications plan, enables an organisation to monitor the delivery of the plan itself. It will allow
a plan to be split into more manageable sections that can be reviewed as they are implemented so that
adaptions can be made to the communications plan if necessary.

•

Return on investment (ROI) – Return on investment (ROI) is a performance measure used to identify
whether the investment made was successful, giving a positive return, or unsuccessful, giving a loss
in return. By measuring the ROI, organisations can assess the success of the plan and objectives, and
how to adapt their marketing communications in the future, allocate spend or select media.
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Chapter 6 – Corporate communications
Answers to activities
6.1

When developing employee stakeholder communications, an organisation should take into consideration
the need for fact-based information and content that is engaging and motivating.

6.2

When planning engagement in a communication, a communications or marketing team should think
about the following considerations:
•

the wants, needs and expectations of the target audience

•

supply interesting information in response to the wants, needs and expectations of the audience,
including information on price, time critical nature of information, desirability and the feeling of
inclusion

•

make it visually engaging to enable the recipient to relate to it

•

review or commission research into their target audience

•

review/use results from research to inform the process.

Answers to practice questions
6.1

6.2

An organisation can present its corporate identity physically through the use of:
•

corporate logos

•

vehicle graphics

•

uniforms

•

office environment (building signage, fixings, layouts or stationary)

•

visual style (typefaces and fonts, colours, photography).

Internal communications are communications that take place within an organisation and are usually
managed by a specific internal marketing communications function. The target audience is internal to
the organisation and so are primarily used to obtain or provide information to internal colleagues and
employees and can have a significant impact on employee engagement, satisfaction and adoption of
certain business practices or internal campaigns. External communications are communications that
take place outside of the organisation and are specifically created for external audiences. The focus of
these communications is to increase customer sales, consumer engagement and awareness development
activities.

Chapter 7 – Producing and testing communications
Answers to activities
7.1

Account Manager – An account manager will look after the day-to-day relationship between an agency
and an organisation to ensure the project is running as expected and that operational activities and
deadlines are met in line with the organisations expectations.
Copywriter – A copywriter is a skilled professional who creatively develops marketing messages
through writing. They may be involved in tone of voice development, creating positioning statements

Answers
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and communications lines. They will be able to understand the subtleties of a communication campaign,
the target audience profile and how to best communicate a written message for a specific media channel
and platform.
Graphic designer – A graphic designer is a creative professional whose job is to communicate a message
effectively and consistently through the use of graphics and designs. Their role will include preparing
designs, adverts and documents for print and publication.
7.2

A diagram for A/B split testing can be found on page 83.

7.3

A diagram of a brand pyramid can be found on page 75.

Answers to Practice Questions
7.1

(D) Advisory board

7.2

The elements that make up a brand and communications guideline are:

7.3

•

strategic input

•

positioning

•

tone of voice

Due to the complexity of the question, no answer has been provided. However, you should consider the
points outlined below and provide justified recommendations. We recommend you discuss your response
with your tutor.
•

Media selection (types of media, appropriate channels)

•

Tactical delivery

•

Consider the selling points of the new product

•

Methods of delivering communications

•

Convey key messages

•

Could run a social media campaign to generate more/wider-reaching online engagement

•

Could run and/or attend sports events/exhibition to generate awareness of the product with the right
target audience.

•

Send email campaigns to previous customers who have bought similar items

•

Get sports blogger/vlogger to blog/vlog about it.

•

Creative services required (such as a proof-reader, copywriter, designer)

Chapter 8 – Challenges, risks, legal and ethical considerations
Answers to activities
8.1

Consumers are exposed to thousands of adverts each day across traditional and digital marketing channels
and have more choices of products and services than ever before. This makes it difficult for them to
filter out relevant information from irrelevant information and to make informed buying decisions. They
may simply ignore most of the information they receive. The challenge for marketers is to make their
advertising stand out from their competitors so that it is seen, understood and remembered. Marketers
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must ensure their advertising is relevant to their customers’ needs and connects with them on an emotional
level since buying decisions are often emotional decisions.
8.2

A trade description refers to the information and descriptions provided about a product and may include
details on its purpose, features and quality, for example. Trade description law is to ensure an organisation
does not provide false information, directly or indirectly, about its product, brand or service in its
marketing communications to customers. This will include both written and verbal communication. As a
result, marketers of an organisation must make sure all employees are trained to deliver messaging in a
formalised and appropriate manner that is justified in the delivery of the organisations goods and service.
This can be achieved by ensuring that all communications include proof of fact so that a claim can be
proven by the organisation.

Answers to practice questions
8.1

8.2

8.3

Two risks associated with technology could be:
•

Phishing emails – These emails are fake emails sent copying an organisations brand and advertising
style, and can do serious harm to customers and organisations. For example, it can install malware
or demand payment. Therefore, this could damage an organisation’s reputation if customers believe
it was originally from them and could complain.

•

Managing customer information – Technology can help marketers manage large amounts of
customer information (for example by using CRM systems). However, due to stringent data
protection regulations and laws in many countries, sales and marketing teams are obliged to protect
this information, keep it up-to-date and only use it for marketing purposes.

Two challenges a markers might face when carrying out quantitative customer research could be:
•

Cost – Qualitative research is a form of primary research and involves collecting new information.
This can be time-consuming and may require specialist resources that are not available within the
organisation doing the research. A challenge for marketers may be to justify the cost of using an
external market research company.

•

Educating stakeholders in the value of research – In organisations that do not usually carry out
market research or do not have a strong customer focus, marketers may find it a challenge to persuade
their internal stakeholders that research can provide useful insights into customer behaviour and
inform business decisions.

One legal and one ethical consideration an international organisation may need to take into account when
planning communications could be:
•

Legal – The organisation needs to avoid creating communications that are not honest and truthful as
they can mislead consumers/customers which could result in the organisation’s brand and reputation
being damaged through defamation.

•

Ethical – The organisation should not discriminate against customers/consumers gender, age,
religion or sexual orientation as they are removing the individual’s ability to purchase freely. Which
would result in the organisation’s reputation and brand to be damaged due to customer complaints.

