
Business and Entrepreneurship – Solutions to Customers Needs
1 of 32 - Welcome
Welcome to this session on solutions to customer needs. 
In this session we will be covering:
· Identifying customer needs
· Meeting customer needs
· Targeting customers
 2 of 32 - Introduction
At the heart of every product or service there is a customer need. Most products are born of someone needing a solution to an issue. It is essential for organisations, whatever their size, to identify what it is that their customer needs and try to deliver a product or service to meet that need.
Business ideas can be thought of instantly or developed over a long period of time. No matter how long a business idea takes to develop, it is essential that it delivers what the customer needs.
 3 of 32 – Identifying Customer Needs – identifying and using information
How do we identify and use the information?  Click on the tabs to reveal the process:
· Traditionally, customer needs were identified by the business organisation carrying out market research.
· Market research is the process of collecting valuable information to help you find out if there is a market for your proposed product or service. 
· The information gathered from market research helps organisations make business decisions.
· The key to any successful business is to understand what it is that your customers want and giving this to the in a way that is profitable.
· Many businesses make the mistake early on of thinking that they know what their customers want without ever asking them. This can result in some very expensive mistakes later on.
 4 of 32 – Market research
Have a look at the following video on market research, 
https://www.youtube.com/watch?v=2-q2vwa_n2I 
 Think about a time when you have been asked some market research questions.
 This could be: 
· A “How am I doing?” questionnaire 
· A phone call from your bank to ask how their service was
· An online survey after you have bought a product 
Do you think that the method of collecting information was effective? 
Do you see a better way of getting marketing information? 
5 of 32 – Question 1
Drag and drop
Benchmarking is a market research tool used to measure the effectiveness of marketing activities.  It includes monitoring and measuring client satisfaction or response to a marketing activity.

By monitoring marketing activities, a marketer can determine whether changes will enhance client satisfaction or whether new product trends are emerging to pursue proactivity.

6 of 32 – Identifying Customer Needs – market research
· Market research is still a popular, well used method for identifying customer needs.  As we now use more online and digital services, these are becoming increasingly more popular in identifying customer needs.
· Many organisations are reliant on their online services to find out about their customer base and also their needs.  
· Whatever method is being used, it is important for organisations to use client information for the purposes intended, for example, they should not be sharing client details with other organisations without the clients permission.
7 of 32 – Identifying Customer Needs – social media
Think about ways in which social media can be used to gather information about customers. 
Click to reveal some ideas you may have come up with: 
· You must put in your personal details to sign up, so the social media provider has your name, age, address etc. 
· Social media can use your comments to get information on what you buy and where you buy it.
· Social media can track the organisations that you follow, helping them to understand your buying preferences.  
8 of 32 – Identifying Customer Needs – working with customers
Working with customers to identify their needs
· Organisations should collaborate with customers when they are developing new products, this will ensure that products reflect customers’ needs. 
· They need to involve representatives from their key customer groups, asking them to provide input on product requirements or feedback on product proposals. 
· Ideally, they should set up a panel of customers to test or evaluate new product prototypes. 
· For example, customers get emails and advertisements, offering free samples of products in order for the organisation to get an idea of how well the new product will be received.
· All organisations should encourage customer feedback that will provide insight into customers’ attitudes toward products and services, helping identify how well their needs are being met. 
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How can we use digital media we already have? Click on the tabs to look at ways you can gather information without carrying out external research:
· Organisations should use customer data that they already have, like customer service calls and customer-support call logs. There’s no point in funding an extensive and expensive research campaign if the data required has already been collected.
· Organisations should speak to sales and support teams. They know the product and the customer. They will have information on feature requests, bug reports and enhancements.   
· Combine all of this information to generate a preliminary list of requirements. Look for patterns and don’t automatically dismiss one-offs — look to corroborate them with findings from other methods.
10 of 32 – Identifying Customer Needs – online
An organisation should use its budget on gathering data on the things that they don’t know. Organisations can set up a forum or poll on their website or on a social media site where customers can post reviews or leave comments. They can encourage customers to join a user group or other community where they can share their experience in using their products and make recommendations for changes or improvements. They should acknowledge the feedback from customers and respond to requests for improvements.

When customers buy a product online, they are often asked to provide a review:
11 of 32 – Identifying Customer Needs – social media
· Organisations are using social media to gather information about their customers. As more customers are using their mobile phones, it makes it easier for businesses to gather social, mobile, and location (SoMoLo) information.  It gives them a wealth of new information to use.  
· Companies are beginning to gather information on customers, for example, where a customer is at any given moment, what his social media posts say about his interests, and even what he and his friends are buying or discussing online. This gives the organisation a clearer picture of their customer and therefore, the products that the customer will want.  
· Walmart use social media to predict shoppers’ at Walmart.com purchases on the basis of their social media interests. Walmart is also looking into location-based technologies that will help customers find products in its massive stores. 
· There are retailers who focus on using a customers’ location information in real time; where the customers have been can reveal a lot about them. 
· Using their location history, the company can estimate the consumer’s age, travel style, level of wealth and their next likely location. This also helps to predict their next likely purchase.
12 of 32 – Question 2
Drag and drop social media statistics – Can you put the figures into the facts?  
· Worldwide there are around 3.80 billion social media users (Jan 2020)
· Globally more than 5.19 billion people now have mobile phones
· The average user spends 6 hours 43 minutes online each day 
· Altogether, it is predicted that the world’s internet users will spend 1.25 billion years online just in 2020 alone
· There are on average 65 billion Whatsapp messages sent every day globally 
· Mobile phones account for more than half of all the time we spend online at 53.3%, laptops and desktops 44%, tablets 2.7% and other devices (such as consoles) at 0.07% (Figures at Dec 2019)
· As at March 2020, the world’s population stands at 7.8 billion and growing at a rate of 1.05%
13 of 32 – How can companies meet customer needs?
Once a customer need has been identified, how does an organisation meet that need?
Example: 
James Dyson came up with a new innovative vacuum cleaner based on poorly performing machines. He made the prototype, but it failed many times before it became the machine that it is today.  
Watch the following video:
https://www.youtube.com/watch?v=E4jpQGV_1Hw
14 of 32 – How can companies meet customer needs? Part 2
Organisations provide products and services to meet the needs of their customers but how do they decide on who their customer is? 
No matter the size of the organisation, they need to know who they are aiming their product at and who is their target audience. 
There are many ways in which the population can be divided and targeted as customers; organisations need to know how to do it successfully.  
15 of 32 – Segmentation – part 1
· Market segmentation is the process of dividing a market up into different groups of customers, in order to create different products to meet their specific needs. 
· The most obvious type of segmentation is between customers who buy distinctly different products. For example, in manufacturing sandwiches, you would clearly be able to make a distinction between creating sandwiches for vegetarians and those for meat eaters.
· There are many other forms of segmentation, e.g. by age, lifestyle, where people live or purchase behaviour patterns.
· A person's lifestyle is their individual pattern of behaviour, made up of their attitudes, beliefs, interests and habits. A frequently used distinction in this respect is between 'upmarket' and 'downmarket' customers e.g. between customers such as students who want to buy the cheapest available coffee pot, and those that want an expensive and stylish coffee pot as a 'lifestyle symbol'.
16 of 32 - Segmentation – part 2
A good example of market segmentation is that used by health and leisure clubs in the UK today. For example, there is a clear distinction between:
	Daytime users
	Evening users

	Mothers with children
Older retired patrons
	Daytime workers who like to keep fit after work



Leisure clubs tailor their facilities to cater for the needs of these different segments, for example by providing crèche facilities during the day.
They also charge different rates according to the time of use. Prices tend to be higher in the evenings when there is a bigger demand and higher use of facilities.
17 of 32 – Geographic segmentation
· Geographic segmentation is a simple form of market segmentation. Certain countries, regions are assumed to have common characteristics which influence buying attitudes. 
· In geographic segmentation, organisations look at things like:
	- population
	- income per head
	- trade carried out by the country
	- cultural tastes
	- the nature of competition in the market
But geographic segmentation may also be more detailed, for example, a restaurant may target certain areas of a city.
Watch the following video on positioning, segmentation and differentiation:
[bookmark: _Hlk56155321]https://www.youtube.com/watch?v=_0yFXLA6YW0
18 of 32 – Question 3
Select the correct answers: 
What were the three segments recommended during the video?
· Sociodemographic (yes)
· Psychographics (yes)
· Infographics (no)
· Behavioural Characteristics (Yes)
19 of 32 – Demographic segmentation
Demographic segmentation involves dividing the population into discrete segments, for example
· either by age (e.g. for clothes retailing)
· sex (e.g. for the sale of cosmetics)
· family size (e.g. for selling different sizes of breakfast cereals)
· income group (e.g. in selling own-brand and manufacturers' brands in a supermarket)
· occupation (e.g. in selling life insurance to teachers or stunt drivers). 
This form of segmentation may also consider ethnicity, religion and education.
Read the following article:
http://www.marketing91.com/demographic-segmentation/
20 of 32 – Psychographic segmentation
· Psychographic segmentation is concerned with identifying personality traits and distinguishing characteristics in groups of the population.
· It uses people’s lifestyle, their activities, interests as well as opinions to define a market segment. 
· Psychographic segmentation takes the psychological aspects of consumer buying behavior into accounts. These psychological aspects may be consumers lifestyle and social standing.  
· Read this article for more information:
https://www.directivegroup.com/digital-marketing/strategy/market-segmentation/psychographic
21 of 32 – Behaviouristic segmentation
Behaviouristic segmentation looks at consumer behaviour patterns such as:
· frequent/infrequent purchases
· loyalty to a product etc. For example, one segment of the market may always purchase your product while another is made up of people who switch frequently between brands. An experienced drinker may stick with Guinness, while an inexperienced on may try out a range of beers and stouts. 
· A “hybrid” shopper may purchase clothes from a mixture of bargain basement and designer shops or food from Aldi as well as Waitrose.
Watch the following video:
https://www.youtube.com/watch?v=kSPI67SFSTU
22 of 32 – Benefits of segmentation
Benefits of Segmentation
· Through segmentation, organisations can identify market opportunities and try to maximise their profits.
· Segmentation gives an organisation a better understanding of its customers, the services they require, where and when they want those services and how they would prefer to pay for them.
23 of 32 – How can companies meet customer needs?
Segmentation allows an organisation to:
· identify consumer needs and the proportion of customers who have those needs
· develop products and prices to meet these needs
· target communications at customers within each segment
· allocate funds to support and develop each market opportunity.
Market segmentation therefore enables organisations to maximise the efficiency of its marketing efforts by moving the company to use a different strategy for each market segment.
24 of 32 – Case Study – part 1
Beiersdorf is the international skin care company behind the leading brands NIVEA, ELASTOPLAST, ATRIXO and EUCERIN. Over the past 10 years the company has grown rapidly in the UK by developing a balanced and well managed portfolio of brands. A brand portfolio should consist of a range of products which support each other, irrespective of which categories they operate in. 
The NIVEA range includes product types ranging from female face and body products to men's shaving gels, through to deodorants and sun care products. 
25 of 32 – Case study – part 2
What Nivea products are you familiar with? 
Click to reveal a few suggestions which you may have thought of.
FACE
Moisturiser
Face/eye cream
Make up remover
Micellar wash
BODY
Shower gel 
Body lotion
Body oil
Deodorant
SUN
Sun lotion
Anti-age sun cream
MEN
Post shave balm
Deodorant
Moisturiser
Face wash
26 of 32 – Case study – part 3
NIVEA identifies market segments that meet individual consumer needs. Segmentation occurs when a market is split into sub-markets (segments) which can respond in similar ways to different marketing activities. Each segment: 
· contains consumers with similar needs or tastes 
· is best satisfied by products targeted to meet their specific needs. 
This can be at a macro level (e.g. total health and beauty market) and at a micro level (i.e. within a specific category). NIVEA Sun is a major international sun care brand, recognised worldwide as a leader in sun care research and development. The UK market is worth £173.6m. 
27 of 32 – Case study – part 4
Sun care is a serious issue for all and the protection message is key to the NIVEA Sun brand proposition. NIVEA Sun appeals to, and is used by men, women and children with quality products to meet all needs. The brand also aims to bring fun to the market through recognising situations when sun care products are applied. 
28 of 32 – Case study – part 5
	Protection
	After Sun
	Self Tan

	Moisturising Sun Lotions
SPF4,8,12,15,20,30,40+
	Moisturising After Sun Lotions
200/400ml
	Sun Touch Lotion
Normal to Dark or Fair Skin

	Moisturising Sun Sprays
SPF6,10,15,20,30,50+
	Cooling After Sun Spray
	Sun Touch Caring Spray

	Firming Sun Lotion
SPF6,15
Satin Sheen Sun Lotion SPF8,15
Sun Oil SPF4
	After Sun Tan Prolonger
	Sun Touch Face Cream Normal to Dark, or Fair Skin

	Sensitive Sun Lotion SPF30,50+
	Regenerating After Sun Balm
	Sun Touch Aerosol Spray Normal to Dark or Fair Skin

	Pampering Protection Mousse
SPF8,15
	
	Sun Touch Wipes

	Children's Sun Lotion SPF25,40,50+
Sun Spray SPF20,30,40,50+
Baby Sun Lotion SPF50+
	
	



The diagram above shows the three main product segments that make up the NIVEA Sun range. As you will see, there are a variety of products in each, which can also be segmented as shown. 
1. Protection 
It is vital that skin is adequately protected against the sun’s harmful effects (although no sunscreen can provide total protection). NIVEA Sun provides products that enable people to be as safe as possible. NIVEA Sun also encourages the use of other forms of protection (e.g. wearing a sun hat and avoiding midday sun). Protection is the largest segment in the sun care market with a purchase penetration of 28%. NIVEA Sun is the protection segment market leader by value (i.e. more money is spent on NIVEA Sun protection products than any other sun care brand in the UK). When choosing sunscreens there are two important factors to consider: 
i. skin type 

	Skin Type
	Hair Colour
	Freckles
	Sunburn
	Tanning

	Very Light
	Reddish
	Many
	Very Quickly
	Slowly

	Fair
	Blonde
	Some
	Quickly
	Slowly

	Normal
	Dark Blonde
	Few
	Regualr
	Quickly

	Dark
	Brown
	None
	Slow
	Quickly




[bookmark: _GoBack]The chart shows segmentation by skin type. The level of protection required for each segment will vary according to generalised skin types. Skin type applies to children, as well as adults. Children’s skin is thinner and its repair mechanism is not yet fully developed. As a result, they require extra protection and sun screens that are specifically developed for their skin. 
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ii. location 
	Skin Type
	Moderate Temperature
	Hot Temperature
	Very Hot Temperature

	Very Light
	SPF 30
	SPF 40
	SPF 50+

	Fair
	SPF 20
	SPF 30
	SPF 40

	Normal
	SPF 15
	SPF 20
	SPF 30

	Dark
	SPF 15
	SPF 15
	SPF 30

	Children's
	SPF 30
	SPF 50+
	SPF 50+



NIVEA Sun provides a range of lotions and sprays targeted at different climates and to users with different skin types. Someone with fair skin may be well protected with a SPF 20 product when in England, but if they were in Barbados they would need SPF 40. 
2. After Sun 
NIVEA Sun is the market leader within this segment in the UK, which has been growing rapidly. 
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3. Self-tan 
In contrast to protection and after sun, the self-tan category is concerned mostly with cosmetic appeal. Many adults use self-tan to have an all year-round sun kissed glow. 
Which basis of segmentation are being used by NIVEA? Click to reveal
Some thoughts you may have noted down
Demographic differences relevant to NIVEA Sun include different buying behaviours between men/women and adults with children. 
There is a stark contrast between awareness and usage of sun care products between men (who prefer convenience) and women (who enjoy more luxurious sun care products). 
Similarly, adults with children are another broad segment with differing needs.
Demographic segments are broad. As research shows, the level of awareness of sun care transcends income and social class.
Psychographic/Attitudinal is the most important form of segmentation variable. 
Consumers' attitudes towards sun care influences their purchases. 
For some “Concerned Consumers” 'a good tan is not important'. These consumers are conscious of the harmful effects of the sun and purchase sun protection products that are most likely to offer high sun protection factors
“Sun Avoiders” - avoid sunbathing and using sun protection when in the sun - it is seen as a chore. These are unlikely to purchase a sun care product. Through education, this segment may be convinced to protect using more eajsy-to apply products such as sprays.
“Conscientious Sun Lovers” - adore sunshine and like to use a trustworthy brand with suitable protection factors. They know about sun care and use this knowledge to purchase suitable products for their skin.
“Careless Tanners” - adore the sun but don't protect against harmful dangers. Tanning is important to this group, not protection. They don't worry about the long-term damage to their skin and may purchase a low SPF product, if any at all.
“Naive Beauty Conscious” - like to have a good sun tan. They recognise that sun protection is important but fail to understand about Sun Protection Factors (SPFs). These consumers may still be interested in the core features of a sun protection product (e.g. SPF) and be more inclined to purchase an added-value offering such as a mousse.
31 of 32 – Question 4
Is this statement True or False?
Segmentation allows an organisation to identify consumer needs and the proportion of customers who have those needs

a) True
b) False

The correct answer is a: True
32 of 32 – End

Well done. You have completed this session on solutions to customer needs. 
In this session we have covered:

· Identifying customer needs
· Meeting customer needs
· Targeting customers

If you have any questions about the topics covered, please make a note and discuss these further with your tutor.


