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SESSION PLAN

COURSE:			ABE Level 4 Principles of Marketing Practice
ELEMENT:			Element 3 – Customer behaviour and segmentation

LEARNING OUTCOME 3
Explain customer behaviour and segmentation (Weighting 20%)
3.1 Explain the consumer buying process and influences on consumer buying decisions
3.2 Explain the organisational buying process and influences on organisational buying
3.3 Explain segmentation, targeting, and positioning

NUMBER OF SESSIONS:	Three - approximately 9 hours in total (plus two hours homework)
SESSION TOPICS:		Session 1: The consumer buying process and consumer buying decisions
				Session 2: The organisational buying process and influences on organisational buying 
				Session 3: Segmentation, targeting and positioning

Note to tutors:	This is the recommended session plan for Learning Outcome 3, Element 3 of the ABE Level 4 Principles of Marketing Practice. You should follow the plan, using the resources (referenced as ‘slides’ here) and activities provided. It is important to enhance all sessions with local examples and case studies, involving the learners ACTIVELY wherever possible.


SESSION 1: The consumer buying process and consumer buying decisions (3 hours)
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	Introduction to session and learning outcomes
	Use file: 4UPMP Tutor Presentation E3.pptx.

Learning outcome 3.1: Explain the consumer buying process and influences on consumer buying decisions
	1-4
	In small groups, discuss the reasons that they think consumers make purchases.
	

	The stages of the consumer buying process
	Ask learners to feed back on the reasons consumers make purchases, and make it clear that there a variety of reasons - all of them valid, and that there is a widely-understood process that each consumer takes before purchasing an item or service.

Split learners into groups and ask them to arrange the stages on Slide 6 into the correct order (Activity 1 Part 1). Give them a time limit to do it so it’s more exciting, and then talk through each group’s ordering as a class.

Explain the variables in the consumer buying process, then talk through the process step-by-step. As you do this, give a locally relevant example using a real organisation where possible to give more context to learners. Split learners into groups to each creating a step-by-step sample journey of their own, and discuss each afterwards (Activity 1 Part 2).

Ask the class to identify the specific opportunity for marketers at each stage of the consumer buying process, encouraging broader goals as well as specific objectives. Ensure that they cover all points listed on Slide 7 but also allow for more creativity and specific examples.
	5-8
	Activity 1 Part 1 - In small groups, put the consumer buying process in order based on the stages in Slide 6 within the given time.

Activity 1 Part 2 - In small groups, create a sample step-by-step consumer buying process. Report back to the class and discuss.

As a class, identify the opportunities for marketers at each stage of the consumer buying process.
	E3 LO3 Activity 1: Consumer buying process

	Factors that impact consumer buying decisions
	Explain that consumers purchase decisions are informed by factors that are specific to their lifestyle, and how these are likely unchanging factors that are ingrained. Explain each of the titles:
- personal: factors unique to a person and their personality
- cultural: values and ideology often shaped by upbringing
- psychological: based on thought processes - conscious and unconscious
- social:  relating to an individual’s place in society

Split the class into groups to brainstorm of examples of each factor listed on Slide 9 (Activity 2). As they report back, ensure that they have covered the details that can be found on Slide 10.

After this, talk through how a marketer’s role is to understand the purchase journey and the factors that impact this, and build a sensible plan to reach consumers at appropriate times in that journey. Explain each of the suggestions given and encourage learners to give specific examples that they’ve seen or that they have thought about to reach consumers in each of the ways listed. Be prepared to give your own locally relevant examples to kick start the discussion.

Brief learners on homework which will allow them to contextualise learnings (Activity 3).
	8-11
	Activity 2 - In small groups, brainstorm specific features of each factor that may impact consumer buying decisions. Report back to the class and compile a master list.

As a class, brainstorm specific examples of ways marketers could engage with consumers to fulfil each of the suggestions listed. 

Activity 3 - Individually, in class or as homework, write about the factors that impact your own purchase decisions.
	E3 LO3 Activity 2: Factors that impact consumer buying

E3 LO3 Activity 3: Factors that impact your consumer buying process



	Review of session and learning outcomes
	Learners should now understand the context of when, where and why they engage consumers which will help inform any marketing plans.

Homework will allow learners to use their own experience to get a deeper understanding of how factors can inform consumers’ choices.
	
	
	





SESSION 2: The organisational buying process and influences on organisational buying (3 hours)
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative assessment

	Introduction to session and learning outcomes
	Use file: 4UPMP Tutor Presentation E3.pptx

Learning outcome 3.2: Explain the organisational buying process and influences on organisational buying
	12
	In small groups, discuss why there might be differences between organisation and consumer purchase decisions.
	

	Stages of the organisational buying process
	Explain why there are differences between the consumer and organisational buying processes, focusing on the need for organisations to justify any spend and show the value it achieves for the organisation. Give locally relevant examples for the three types of purchase an organisation may make - new buy, straight rebuy, modified rebuy. Use these to give clear examples of the types of purchases organisations may need to make i.e. technology, consultancy, equipment, materials, software, subscriptions, space.

Split learners into groups and ask them to give examples of the stages on Slide 14 into the correct order (Activity 4). Talk through each group’s suggestions as a class.

As you explain the correct order, encourage verbal discussion around what each stage entails. Ensure that the agreed definitions of each stage match those found on Slide 15. Where possible, give examples that could occur in locally relevant organisations.
	13-15
	Activity 4 - In small groups, give examples in order of the organisational buying process based on the stages in Slide 14 within the given time, and discuss with the class what is involved in each stage.

	[bookmark: _gjdgxs]E3 LO3 Activity 4: Organisational buying process


	The Decision-Making Unit
	Explain the need for multiple people to be involved in organisational purchase decisions, and how this typically works. Make it clear that this is not an ordered department, and varies wildly between industries and company sizes.

Talk through each role in the Decision-Making Unit. Drawing inspiration from your local area, pose some hypothetical purchases an organisation may need to make and ask the class to suggest the type of employee who may fulfil each role in the DMU.
	16-17
	Take part in the class discussion and suggest who may form each part of the DMU for the organisations and purchases posed by your tutor.
	

	Factors impacting organisational buying decisions
	Just as in consumer purchase decisions, there are factors which impact organisational purchase decisions. Make it clear that these will vary between industries and organisations, and will often vary more than in consumer purchase decisions due to the nature of organisations with multiple employees and objectives.

Split learners into groups to list examples of the features of each factor that may impact purchase decisions (Activity 5). When they report back, ensure that they have identified the features found on Slide 19. Use examples from your local area to give more concrete examples of what these factors may look like.

As a class, turn the factors into challenges or guides for marketers when engaging their desired organisational customers, using local organisations as a starting point, and perhaps considering a specific industry to remain focused. Here are some examples

Environmental factors - be aware of any recent laws or regulations that impact the organisation
Organisational factors - know the right person to speak to, who has sign-off power
Interpersonal factors - try to build relationships with clients and learn about team dynamics
Individual factors - appeal to people and their goals / objectives
Situational factors - stay aware of any milestones in the year that may be relevant to the organisation, and any team changes

For homework, brief learners on using a real-life organisational example to practice considering the factors that come into play - Activity 6.
	18-19
	Activity 5 - In small groups, brainstorm specific features of each factor that may impact organisational buying decisions. Report back to the class and compile a master list.

As a class, brainstorm the ways in which a marketer can use these factors to influence marketing decisions. 

Activity 6 - Individually, in class or as homework, choose a local company and consider the factors that may impact their purchase decision.
	E3 LO3 Activity 5: Factors that impact the organisational buying process

E3 LO3 Activity 6: Factors that impact organisational buying in practice


	Review of session and learning outcomes
	Learners should now understand the processes and teamwork that goes into organisational purchases, and know how a marketer can engage with this effectively.

Homework will allow learners to use their own experience to put this knowledge into practice.
	
	
	




SESSION 3: Segmentation, targeting and positioning (3 hours)
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative assessment

	Introduction to session and learning outcomes
	Use file: 4UPMP Tutor Presentation E3.pptx

Learning outcome 3.3: Explain segmentation, targeting, and positioning
	20
	As a class, discuss different organisations that have very clear audiences, including local organisations and brands learners buy from.
	

	Segmenting
	Explain where segmenting fits into the process of reaching customers. Use the discussion around organisations with specific audiences to explain how organisations should have a specific audience in mind when they create and market products and services, making it clear that specificity and testing are key for effectiveness. Qualify and give culturally relevant examples for each of the features of a useful segment. Brief on homework to put this into practice (Activity 7).

Explain the process for building a consumer segment and encourage learners to give examples for each. Ensure the following examples are included in the discussion:
Geographic - Area, Urban/Rural
Demographic - Age, gender, nationality, education level, income and occupation, life cycle, family, class, status 
Behavioural - Cultural, social and lifestyle choices, beliefs and attitudes, interests and hobbies 
Psychographic - Previous or typical purchase decisions 
Benefits sought - Based on specific purposes, requirements or outcomes

Explain the differences when building an industrial segment, and encourage learners to give examples for each. Ensure the following examples are included in the discussion:
Geography - Where a buying organisation is based
Company size - Number of employees or turnover
Price - value is likely the primary deciding factor
Service level - quality and depth of service provided is likely to be a primary deciding factor
	21-23
	Participate in brainstorms around the variables involved in methods for building consumer and industrial segments.

Activity 7 - Individually, in class or as homework, choose a local organisation and use the Internet to research and build relevant customer segments.
	E3 LO3 Activity 7: Building customer segments

	Targeting and positioning 
	Once a marketer has identified potential segments to market to, they must reach these segments using targeting. Explain the importance of selecting the right segments to target, and the value of testing.

Talk the learners through each of the methods of targeting a marketer may use. 
Undifferentiated - Using the same promotional message to all segments	
Concentrated - Using different promotional messages to appeal to the specific needs and desires of a specific segment
[bookmark: _GoBack]Differentiated - Using multiple promotional messages simultaneously that appeal to different needs and desires of multiple segments

For each, ask the learners to identify potential advantages and disadvantages. Ensure the class discussion covers the advantages and disadvantages on Slide 26. 

Split the class into small groups and ask them to list examples of marketing they’ve seen that fits into each of the targeting categories, or to come up with their own examples.

Explain how segmenting and targeting lead to positioning.
	24-27
	Engage in a class discussion around the advantages and disadvantages of different targeting methods.
	

	Review of session and learning outcomes
	Learners should now have a deep understanding of identifying who their audience is and which methods they’ll use to reach them. 

Homework will allow learners to put this into context and to practically analyse the value of their chosen segments.
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