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Section 1: Fundamentals of Market Research

e The vitality of obtaining market research and maintaining market intelligence.

e Understanding what customers expect from an organisation.

e Assessing the benefits of listening to customers - increased reputation, higher profits,
and investors.

¢ Ideal communication when processing constructive feedback.

e Interpreting different ways of communication - verbal, written and body language.

e Explaining the 4 buying styles - habitual, variety-seeking, dissonance-reducing and

complex buying.

Section 2: Key Elements of Market Intelligence

 Describing the difference and connection between market research and intelligence.
e Analysing the product lifestyle and ensuring this can meet customer demands.

e Exploring the 4 Ps of the marketing mix - product, price, place, and promotion.

e Conducting effective SWOT analysis.

e Merging the use of social media into organisation standards.

Section 3: Ideal Practices for Market Research

e The various market research methods and their advantages and disadvantages -
surveys, focus groups, mystery shopping, quantitative and secondary research.

e Evaluating what research method would yield the most accurate results, considering
factors such as target group, product type and location.

e Examining the types of market intelligence - competitor intelligence, product

intelligence, market understanding and customer understanding.



Section 4: Customer-focused Engagement Strategy

e Analysing successful and non-successful organisations based upon customer service.
e Reviewing external and internal influences on customer expectations.

¢ Assessing and prolonging the customer's lifetime value.

e Going the extra mile to meet customer demands and build rapport.

¢ Planning, designing, and implementing customer-focused marketing strategy.

Section 5: Putting Market Research into Action

¢ Creating action plans to improve marketing effectiveness.
e Establishing marketing goals and objectives for continuous improvement.
e Encouraging an environment accepting of change for stakeholders.

e The process of turning market research into action through data analysis.
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Mastering B2B Marketing: Essential Strategies For Business Success

Discover the fundamentals of B2B marketing and unlock success in business-to-business
relationships. Learn the key differences between B2B and B2C marketing, explore effective
strategies such as content marketing and account-based marketing, and harness the power
of data-driven insights. Master the art of building strong relationships and positioning your

brand as

YouTube Video

https://www.youtube.com/embed/MBCuKHsaV8U?si=hb13gMeT2ueXRrPn


https://mail.holistiquetraining.com/ar/news/mastering-b2b-marketing-essential-strategies-for-business-success
https://mail.holistiquetraining.com/ar/news/mastering-b2b-marketing-essential-strategies-for-business-success
https://www.youtube.com/embed/MBCuKHsaV8U?si=hb13qMeT2ueXRrPn

