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1.4 FUNDAMENTALS OF CUSTOMERS CARE  
  
 
Aims and Objectives 
�x�� To provide students with an understanding of customers' needs and complexity of the decision making process in both 

consumer and industrial markets. 
�x�� To ensure students can identify customer needs through the use of available research data and appreciate the need for 

effective market research investigations. 
�x�� To know how to collect, analyze and present effective qualitative and quantitative information. 
�x�� To understand and apply statistical methods in the context of the sales and marketing departments. 
�x�� To provide students with an understanding of the wide range of social, cultural and economic factors which influence 

consumer behaviour in personal and business buying scenarios both domestically and abroad. 
�x�� To ensure students have a detailed understanding of the role of segmentation in marketing and the competence required 

to segment markets effectively in a wide variety of market situations. 
�x�� To help students through their understanding of behaviour to maximize their effective use of influence, persuasion and 

communication to both internal and external customers. 
 
 
Indicative Content and Weighting 
  
 
1.4.1 Identifying the Customer (15%) 
�x�� What we mean by the term "Customer" and the distinction between "customers"  "users".  The significance of this 

distinction for marketers and marketing. 
�x�� Classifying customer groupings through segmentation systems. 
�x�� The concept of the Decision-Making Unit and its applications for both individual customers and organizations as 

customers. 
 
 
 1.4.2 Investigating Customers (30%) 
�x�� The role of marketing research in establishing customer needs, wants and expectations. 
�x�� Primary methods of data collection: (attitude) surveys, questionnaires, interviews, qualitative techniques (focus groups, 

projective methods, etc) - applications, benefits and disadvantages of each. 
�x�� Secondary methods of data collection: official sources of economic and business data. 
�x�� Techniques for measuring customer satisfaction. 
 
 
1.4.3 Understanding Customer Behaviour (35%)  
�x�� Psychological factors influencing customer behaviour: attitudes, motivation and perception. 
�x�� Social psychological factors influencing customer behaviour: group affiliations (membership and aspirations). 
�x�� Sociological factors influencing customer behaviour: culture, social class, and status. 
�x�� Economic factors influencing customer behaviour: the concept of utility, disposable income, etc. 
 
 
1.4.4 Predicting and Influencing Customer Behaviour (20%) 
�x�� The relevance of consumer modelling in the forecasting process. 
�x�� Techniques of influence and persuasion applied to actual and potential customers within the marketing process. 
�x�� Sources of change in customer attitudes, expectations and behaviour. 
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