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SESSION PLAN

COURSE:			ABE Level 6 Strategic Marketing Relationships
ELEMENT:			Element 2 – Relationship marketing and its impact on buyer behaviour

LEARNING OUTCOME 2
2. Critically discuss changes in consumer behaviour due to relationship marketing (Weighting 25%) 
2.1 Critically review the changes to how consumers buy

NUMBER OF SESSIONS:	Two - approximately twelve to fourteen hours in total, plus self-study.
SESSION TOPICS:		Session 1: The changes to how consumers buy (Part 1) 
Session 2: The changes to how consumers buy (Part 2) 

Note to tutors: this is the recommended session plan for learning outcome 2, element 2 of ABE Level 6 Strategic Marketing Relationships. 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: Changes in consumer behaviour (Part 1)
	Approx.
Duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	6 to 7 hours
	Introduction to session and assessment criterion
	Use 6USMR Tutor Presentation E2.pptx

Assessment criterion 2.1
	1-4
	Students to listen, take notes and participate in class discussions throughout, as appropriate.

	

	
	Hierarchy of effect
	Explain we are going to critically assess how consumers buy and the implications for marketers.
Facilitate Class discussion in pairs. Take feedback and examples from each pair. 

Purchase funnel
Explain that in the past marketers understood the buying process via the metaphor of a purchase funnel often called AIDA. The objective of a company’s marketing activity was to direct messages at the consumer about their own brand and to reduce the number of choices that the consumer had so that they decided to buy their brand and not someone else’s.

Facilitate Activity 1. Debrief the activity, with each small group making a presentation and presenting their conclusions.

	5
	Class to think of a recent purchase they have made. Interview another learner about how they made the purchase and what influenced their buying decision.

Contribute to Class discussion.

6USMR LO2 E2 Activity 1: Small group activity
Divide learners in to one of three groups and allocate each group one of the following different models:

1. AIDA
2. Dagmar
3. Lavidge & Steiners’ Hierarchy of effects model

Each group to research and prepare a presentation describing the model and critique whether it is still applicable in today’s marketing environment.
 
	6USMR LO2 E2 Activity 1: Hierarchy of effect models

	
	
	Today’s consumer behaviour is not linear
Explain that when people purchase today, there are multiple touchpoints such as websites, social media and retail outlets as well as multiple influences such as online peer review and feedback, social networks – off- and online, customer satisfaction, brand loyalty and referral. 

Facilitate Class discussion. 
	6
	Contribute to Class discussion

What are some of the key things which influence how people buy?
	

	
	Digital
	Explain that the consumer has increased access to digital media especially via mobile phones. The internet is used for on-line search, purchase and review.

Facilitate Activity 2. Debrief the activity, asking for feedback from each small group.


	7
	6USMR LO2 E2 Activity 2: Small group activity

a) Research and critically assess the influence of digital on how people buy and list two changes this has had to traditional marketing methods in your country.
b) Critically assess what marketers need to do to create long-term relationships with consumers in a digital environment.

	6USMR LO2 E2 Activity 2: The impact of digital 

	
	Circular customer journey
	Explain that marketers now recognise that the patterns that consumers follow in purchasing a product or service is a circular journey rather than a funnel.

Facilitate Activity 3. Debrief the activity, asking for feedback from each small group.


	8
	6USMR LO2 E2 Activity 3: Small group activity
[bookmark: _Hlk496184527]
Illustrate the 4 stages of the circular customer journey by providing an example of a consumer purchase and describing the steps taken by the consumer in initial consideration, active evaluation, purchase and post-purchase.

	6USMR LO2 E2 Activity 3: The circular customer journey

	
	The importance of feedback
	Explain access to the internet has provided customers with a far greater knowledge of products and services. Consumers can search information and opinions providing them with enough facts to make informed purchase decisions.

Facilitate Class discussion.

The importance of on-line consumer behaviour.
Facilitate Activity 4. Debrief the activity, asking for feedback from each small group.


	9
	Contribute to Class discussion,

Question before showing slide 8: there are three main reasons consumers use on-line reviews – what are they?

6USMR LO2 E2 Activity 4: Activity in pairs.

[bookmark: _Hlk496185222]Research the importance of on-line reviews to the consumer and to organisations in both the consumer and business marketplaces in your country. Describe when and how on-line reviews are used by the consumer and by organisations and the implications for marketers.

	6USMR LO2 E2 Activity 4: The importance of on-line reviews


	
	Homework
	Brief on homework activity
	
	Listen and ask questions as necessary
Individual activity as homework 

[bookmark: _Hlk496185323]6USMR LO2 E2 Activity 5: Individual activity
Watch the video: What Is Digital Marketing and Why It Matters - The SAS Point of View
https://www.youtube.com/watch?v=_PWqIMQux-g
Research and critically assess key trends in digital marketing. Prepare a presentation outlining the key trends and describing three top tips for digital marketers to allow them to better understand consumer on-line behaviour.

	6USMR LO2 E2 Activity 5: Homework digital marketing


	
	Review of the session and assessment criterion 
	
	
	Listen and ask questions as appropriate
	








SESSION 2: Changes in consumer behaviour (Part 2)
	Approx.
Duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	6-7 hours
	Review of homework
	Use 6USMR Tutor Presentation E2.pptx

Assessment criterion 2.1

Facilitate feedback on LO2 Activity 5: Research and critically assess key trends in digital marketing. Prepare a presentation outlining the key trends and describing three top tips for digital marketers to allow them to better understand consumer on-line behaviour.

	
	Contribute to discussion.

Listen and make notes. 


	6USMR LO2 E2 Activity 5: Homework digital marketing


	
	Changes to evoked set premise
	Explain the way that we make purchase decisions – awareness set, evoked set: consideration, inert, inept.

Facilitate Class discussion. 

	10
	Contribute to Class discussion.

· When you think about brands of cars and if you had enough money to buy a car, what is your awareness set?
· What is your evoked set in terms of brands you would consider? 
· What would be your inept set (brands which you are indifferent about)?
· What are brands which now you recognise as inert (brands which are unacceptable)?

	

	
	The influence of the internet
	Explain before the widespread use of digital media, companies could only make consumers aware of their brand and hopefully have them included in an ‘evoked set’ via such media as television and radio advertising, newspaper and magazine advertising, billboards, point of sale, sponsorship, PR and sales promotions.

Facilitate Class discussion. 

	[bookmark: _GoBack]11
	Contribute to Class discussion.

Given that customers have increasing access to the internet, what impact has this had for organisations in relation to a customer’s evoked set.

	

	
	Moments of truth
	Explain the three MOTs: stimulus, see the product, experience the product, give feedback.

Facilitate Activity 6.  Ask each of the groups to role play their MOTs in relation to a recent purchase.

	11
	6USMR LO2 E2 Activity 6: Small group activity
[bookmark: _Hlk496185467]
Take an example of a product or service one of your group members has experienced recently. Prepare to role play in front of your fellow learners, each of the three MOTs in relation to the purchase of the product or service.


	6USMR LO2 E2 Activity 6: Role play MOTs


	
	Zero moments of truth
	Facilitate Class discussion.

Explain ZMOT and how the internet has disrupted the three MOTs.

Facilitate Activity 7. Take feedback from each of the small groups.

Facilitate Activity 8. Take feedback from each pair.
	12
	Contribute to Class discussion.

Question: how has the internet impacted moments of truth?

6USMR LO2 E2 Activity 7: Small group activity
[bookmark: _Hlk496185651]Watch the video: 
https://www.thinkwithgoogle.com/marketing-resources/micro-moments/winning-the-zero-moment-of-truth-a-new-mental-model/

and read the article:
https://www.thinkwithgoogle.com/marketing-resources/micro-moments/zmot-why-it-matters-now-more-than-ever/

Critically assess whether ZMOT applies in all marketplaces. Are there marketplaces where ZMOT does not apply, if so, which?



6USMR LO2 E2 Activity 8: Activity in pairs
[bookmark: _Hlk496185810]Research on the internet to identify a product or service that builds long-term customer loyalty via digital media.
Critically assess and list the ways that it achieves this.
	6USMR LO2 E2 Activity 7: ZMOT

6USMR LO2 E2 Activity 8: Identify a brand that creates long-term customer relationships on-line



	
	Push and pull marketing
	Explain the goal of push marketing is to influence trade channel buyers to stock the product. The term push stems from the idea that marketers are attempting to push their products at consumers via an intermediary (trade channel buyers).
Facilitate Activity 9. Take feedback from each small group.


	13
	6USMR LO2 E2 Activity 9: Small group activity
[bookmark: _Hlk496185922]Push marketing techniques include such media as above the line advertising: TV commercials, billboards, newspaper and magazine advertising, in-store point-of- sale; and below the line advertising such as sponsorship, sales promotion and PR. 
Research a brand in your country that uses/used push marketing techniques. Critically assess their push strategy and its impact.
	6USMR LO2 E2 Activity 9: Push marketing


	
	
	Pull marketing:

Explain the goal of pull marketing is to influence the consumer and attract customers to engage with the brand.

Facilitate Class discussion.

Facilitate Activity 10. Take feedback from each small group.


	14
	Contribute to Class discussion.

· Why are push strategies no longer totally relevant in today’s marketplace?
· What has brought about the change from push to pull marketing?

6USMR LO2 E2 Activity 10: Small group activity
[bookmark: _Hlk496186020]Pull marketing techniques include having a relevant website that speaks directly to the target consumer and creating on-line content about the brand that customers and prospective customers want to engage with. Research a brand in your country that uses pull marketing techniques. Critically assess their pull strategy and its impact.

	6USMR LO2 E2 Activity 10: Pull marketing


	
	
	Customer engagement:

Explain that organisations no longer have power in the consumer:brand relationship.

Facilitate Activity 11. When everyone has completed their mini essays, divide learners into pairs. Each person in the pair reads the other person’s essay and critiques this.

	15
	6USMR LO2 E2 Activity 11: Individual activity
[bookmark: _Hlk496186096]Imagine that you are the marketing manager for an upmarket brand of consumer cooking equipment. Your target audience consists primarily of 25 to 40-year-old affluent city dwellers who live in your country. Develop a pull strategy for the brand and describe the techniques you could use to engage with this target audience effectively.
	6USMR LO2 E2 Activity 11: 
Mini essay

	
	Loyalty ladder
	Explain at the bottom of the ladder are people who may potentially buy your product but have not done so yet. A first-time buyer is called a customer.  A repeat purchaser becomes a client. Clients who try new products are supporters. At the top of the ladder are advocates. 

Facilitate Class discussion.

	16
	Contribute to Class discussion.

Given what you have learned about the changes in customer buying behaviour, what techniques can marketers use to turn a prospect into an advocate?
	

	
	Review of session and assessment criterion – and learning outcome 2. 
	Review the session.

Facilitate Activity 12. Take feedback.

	
	6USMR LO2 E2 Activity 12: Individual activity
Provide the definition of terms used in Element 2.
	6USMR LO2 E2 Activity 12: 
Definition Quiz
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