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Unit 10:
Market research & Analysis

Complete unit
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Specsavers

‘Marketing:

stel eerst vast wat de consument wil en wat uzelf als
optiekbedrijf wil verdienen, maak daarna een product of
dienst dat aansluit op die consumentenwensen, plak er een
prijs op die de consument bereid is te betalen, breng het op
die plaatsen waar de consument bereid is het op te halen of
te gebruiken, en zorg ervoor dat de consument goed is
geinformeerd en wordt gestimuleerd om in te gaan op uw
unieke propositie.
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Specsavers

rktgericht werken:

Weten wie de klanten zijn, wat de klanten
willen, daar zo goed mogelijk rekening mee

houden en als ondernemer daarbij een unieke
positie kiezen.

Kiantgerichtheid

Longe
termijn focus
Winstorientatie

Specsavers

Symbolisch merk
Auto’s
Vrije tijd kleding _ Luxe vakanties
Fitness/Beautycenter Dure luxe producten
Uitstraling T
naar omgeving Verbruiksmerk Vertrouwensmerk
Medicijnen Banken
Pers. verzorging Makelaars
Levensmiddelen Verzekeraars
Kantoorartikelen Zorgaanbieders
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Specsavers

Solutions
= Information
Value (for money)

Access

Specsavers

Research:

_Company Acoounts
\nternal Sources /. Itemal Reports and Analysis
1 Stock Analysis

'

/£
! . Retail data - loyalty cards, til data etc
! Govt Stats (ONS)

L / EU- Euro Stat

" External Sources /” Trade publications
T Commercial Data - Gaup. Mintel etc
" Household Expenditure Survey
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Specsavers

[ Postal |

[ web |

[ contral |

[Screening]

Specsavers

Qualitative research

Quantitative research

Inductive
Subjective
Impressionistic

Focus on words
Probing

Holistic, interdependent system
Purposeful, key informants

Not focused on generalization

Aims at understanding, new perspectives
Case studies, content and pattern analysis

Source: Based on Patton (1990) and Chisnall (2001)

Deductive

Objective

Conclusive

Independent and dependent variables
Random, probabalistic sample
Focused on generalization

Aims at truth, scientific acceptance
Statistical analysis

Focus on numbers

Counting

Table 1. Qualitative versus quantitative research methods
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Secondary
Research

Surveys

Focus
Groups

Interviews

Experiments
&Field Trials

Observation

Methodology | Qualitative or | Typ

l Cost Typical Time
Quantitative?

Can be either Typically free or low Short.
cost

Quantitative Varies widely. Key Medium
costs include
participant incentives,
survey design, &
survey administration

Qualitative Medium. Key cosis Medium
include focus group
moderation and
participant incentives

Qualitative Similar te focus Short-Medium
groups, but can be
much cheaper
depending on the
aucience and # of
interviews

Quantitative Often the most Usually Long
expensive method

Usually Medium, relative to Medium
Qualitative the other options

Comments

Usually a great place to start,
but often not detailed or
specific encugh

Excellent for measuring
attitudes across a large
population and for answering
specific questions.

Good for exploratory research

Also good for exploratory
research, along with deep
dives into specific topics

Used for scientifically testing
specific hypotheses

Good for measuring actual
behavior, as opposed to self-
reported behavior

Specsavers

*BTEC

'Research brief:

Specsavers
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Gaps Specsavers (servqual model):

Figure 2—SERVQUAL RATER Model

Reliability Ability to perform servic d

Assurance Abllity of staff o inspire confidence and trust

Tangibles Physical facilties, equipment, staff appearance, efc.

Empathy Extent to which caring, service s given TASTBAARHEDEN
tohelp

pond to customer need

By, mmopaepxummwm
09 wanson van bury

Specsavers

RWALITEIT VA

8-9-2014



Specsavers

Gaps 2 zijdig voor Specsavers:

2, Brainstorm
What do | aready know?
What have | read?
what ldeas or questions do | need
to research?
which guthors might be inferesting
or valuable?

1. Analyse the fopic
What isit asking¥
What fs the purpose of the task?

3. Plan your time
Work back from the due dale to oliow
fime for research, writing drafts and ediling.|
Take account of cthar work due and ofher
commitmenis.

4. Revise your plan

5. Start your preliminary research
Revise lecture noles and research
materiol. Identify gaps in your knowledge.

4. Construct a rough plan
‘Wha! are my main paintsd
‘What ofther ideos are worlh including?

7. Begin researching

Keep your 100 in mind.

Focus your research on relevant texts,
Record your findings.

%. Start

wrifing
Kaep}murw

10. Make several drafts
Edil, revise and refine your writing.

o= )

11. Proofread final draft
Follow formatiing requirements.
Check for grammar, coherence and llow.

B. Revise your plan again
Consider the relofionship between ideas.
Select key points from sources.

12, Submit your waork!
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Proposal Preparation:

Proposal Preparation

Prepare proposal versions

!

Create projects, activities,
and resources

!

Select and commit version;
run Generate process

Proposal Processing

Specsavers

PETER JO

Create contract

Create budget
detail lines

Create rate templates

Define project team
requirements

Create billing and revenue
recognition plans

Create projects
and activities

ENTERPRISE AND ENTREPRENEURSHIP

Unit 10:

Specsavers

Market Research & Analysis

Complete unit Finished / Think about the deadline

®
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