Unit 1 Chapter 2: Marketing
Definitions

	Market Research


	The process of gathering, analysing and processing data relevant to marketing decisions.

	Primary Market Research


	Data gathered by you for the first time.

	Secondary Market Research


	Data that has already been gathered.

	Telephone Surveys


	Ringing customers to obtain their views.

	Questionnaires


	Asking people a range of questions to find out customer trends and opinions.

	Focus Groups


	Small groups of people selected to give their views on a particular issue. 

	Internet Research


	Using a website to either find out information on your market, or using your own website to find out customer information.

	Marketing Mix


	All the activities that influence whether or not a customer buys a product. 

	Product


	Your good or service that must match customer needs.

	Price


	The cost of your product. It will be determined by the costs of producing your product.

	Place


	Where you plan to sell your product or service.

	Promotion


	The way in which you make customers aware of your business.

	Market


	Where customer needs and demands meet supply.

	Target Market


	The area of the market which you are aiming your product at.

	Customer/Supplier Feedback


	Asking your customers what they think after you have served them, and using this information to improve your business.


