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Chapter 2.
Explain fully superior customer value and synergies.
Superior customer value in the areas where a company develops strategies to have a competitive advantage to other firms in the industry by adding value to various goods' customers. It is about realizing the importance of the customer of the online platforms.  It is a way to develop models on how to ensure customer loyalty and retention. Superior customer value means that a company has the highest regard to its customers. Creation of a good communication network between the customers and the company in order to customize their needs. Customers are the main stakeholders of a company and giving the first priority is a form of differentiating services and cope with the existing competition in the industry (Cravens & Piercy, 2013, p. 8).
 Explain a fully corporate strategy and all the components of corporate strategy.
Corporate strategy is the framework developed by the company to decide which ideas and plans within a company. Different companies are constantly modifying their marketing strategies to meet the dynamic needs in the market. The corporate strategy enables every company to decide on the best approach to use in the market to remain competitive. It is developed by the management of a company and comprises a “vision, allocation of resources and objectives setting” (Cravens & Piercy, 2013, p. 10). Objectives are set upon which the progress of the company can be gauged. Resources available in the market may provide a way for the company to be competitive in the industry and must be considered. The vision and mission need to be defined to ensure that the company acts in line to achieve its mission.
Explain fully strategic business unit.
 A strategic business unit is a different division of an independent company and is given responsibilities over some company activities. The unit is free to engage in activities without the control of the main business or company. It can, therefore, develop its mission and vision statements for them to conduct their activities effectively. The unit is an integral part of the original company has to give feedback and reports regarding its operations to the headquarters. The entity may be charged with a responsibility to distribute, market, or transport a company's products. “This enables the small team to specialize in the market analysis to develop the most effective strategies” (Cravens & Piercy, 2013, p. 19).
Explain fully market segmentation and market segments.
The market may be defined into smaller units that can be defined and reached based on their unique needs. The process of dividing is known as market segmentation, and the small groups are known as market segments. Each segment has its unique features and needs depending on its composition. Segments may have the same characteristics in terms of demography, needs, and location. This enables a company to use a strategy that meets every segment's needs and interests, which allows the company to increase its sales and hence high revenue. A company may design its product following the needs of the market segment to create customer loyalty. “The cost of marketing reduces as every market segment will be approached using ways that they can be able to access” (Cravens & Piercy, 2013, p. 194).

Explain fully the designing of market-driven strategy. 
Deigning market strategy involves systematic customization of every market segment by addressing the main customer's needs and value. “This means accessing the market needs of the market segments and designing strategies that can be used to meet a certain group or categories of buyers' specific needs. The customers become the starting point of developing business strategies”(Cravens & Piercy, 2013, p. 49-51). This increases the rate of success in business activities. The change in market or consumer behavior indicates some strategy changes that should be addressed to minimize loss.
Chapter 2.
Identify and explain fully each of Porter’s 5 Forces.
Rivalry from among existing firms recognizes that the industry's competition determines how the industry will perform at a given period. It is one of the intense competition in the industry and varies depending on how mature the industry is. “The threat of new entrants in the market considers the likelihood of other firms joining the industry and increasing competition. Firms that still exist may try to make efforts to prevent new entrants. The threat of substitute products is another force that considers the kind of impact that substitute products may have on the market. A technology that may aim at satisfying the various needs of customers is a major source of competition. The fourth force is the one likely to be caused by suppliers on the producers of an industry. The fifth force is the influence of buyers towards their suppliers because of the purchasing power they have”(Cravens & Piercy, 2013, p. 68).
Explain fully relative market position and market potential.
Market position is the process through which a company establishes a brand image or identity to get a positive perception about it. To determine the relative market position by dividing the individual brand's market share by that of the industry's largest competitor. It indicates the market perception of your products can be used to make informed marketing and sales policies. Market potential refers to a maximum amount of product sales, which can be realized in a specific market in a defined period. “It defines the upper limit that a company can get from sales at a given period” (Cravens & Piercy, 2013, p. 194).
Chapter 3. 
Explain fully marketing segmentation including the bases for segmentation.
Strategic marketing requires the market to be segmented to every group/category of buyers that can be approached based on their common features and needs. “Market targets and positioning are some of the best ways to build a competitive advantage to control a large part of the market” (Cravens & Piercy, 2013, p. 84-87). The segmentation model, which is convenient for marketing strategy, may be different from advertisements used by the same company. Segmentation is based on demography, psychographic, and behavioral segmentation. Behavioral segmentation divides the market in terms of buyers who have common behavior while demographic segmentation considers the similarities and differences in age, gender, and location.  
Explain fully marketing sizing, market targeting, and market niche.
Marketing sizes involve deliberate actions to measure or estimate the potential that a market may have. This enables a company to design and launch new products according to the information about the market's spending behavior. This can either be done through seek data about the potential customers or the transactions made annually (Cravens & Piercy, 2013, p. 98). Market size is determined by the level of competition and target group in the market. Market targeting means introducing policies that divide a large market into various subgroups that are more specific and common needs and spending habits. Instead of reaching the whole market, the individual brand may decide to connect with a specific audience or group of consumers. A market niche is a potential gap in the market with undeserved or needs that have not been met.
Chapter 4. 
Explain fully the CRM levels and the integration of CRM.
CRM is the advanced form of building relationships with the customers to match the products and offer high-quality services to the customers. This calls for constant communication between the company and the customer to customize products and services according to the market's individual needs. The companywide level is a strategic focus on CRM and is concerned with knowing customers' likes and dislikes in the entire organization. The customer-facing level is involved with establishing a way of coordinating the information available about customers in all the contact channels regularly. “A functional perspective is involved processes required to meet the required functions of marketing “(Cravens & Piercy, 2013, p. 116).
Explain fully how a CRM supported customer-responsive strategy results in a competitive advantage.
CRM provides for an opportunity to have a constant review of the impact specific customers on the organization due to the constant review of information that has been provided. “This customer-responsive strategy enables the adjustment of marketing strategies to ensure it is in line with the provisions of customers' changing needs” (Cravens & Piercy, 2013, p. 118). This results in a competitive advantage in the market because customers can be identified and grouped according to their purchasing behavior, and necessary measures are undertaken to correct any undesirable situation. If a customer is not profitable, apart from just firing them, the company may make some marketing changes to make them become profitable again to the company. 
Explain the steps fully to developing a CRM strategy.
The strategy can be developed through the following steps. The first step is the commitment of the organization to the CRM. The success of the strategy depends on the approach from every stakeholder in the company. Everyone must commit to promoting the strategy at their own levels in the company. The second step is developing a project team. The team would be responsible for analyzing decisions for implementation and preparation of the strategy. All stakeholders need to be incorporated into the team to give their opinion before decisions are made. The third step is an analysis of business needs; the strategies cannot just be applied on the basis of copy and paste. It must have value on how it would be relevant to the needs of the company. The final step is the Development of the CRM strategy. “The resources need to be allocated to ensure all the components of the strategy” (Cravens & Piercy, 2013, p. 114).

Chapter 5.
Identify the components of the problem definition framework.
Problem definition should be done, including all elements in order to enable a reader to understand the problem and possible solutions. The definition of a problem is important because it determines how readers understand or approach the problem. “The problem must be reframed and redefined to understand the problem in the existing context” (Cravens & Piercy, 2013, p. 143). The framework of defining a problem included three elements, state space where the general statement of the problem is made. The initial situation that now brings the question that needs to be addressed. Actions are the next element of problem statement where the action that resulted in the problem. Goal or test is the next element that defines how the problem is supposed to be solved. The step from the initial state is to goal suggests the solution to the problem.
Discuss fully the 6 considerations in deciding whether to conduct research. 
Resources available are a major determinant that should be considered before one decides to conduct research. Research requires human and financial resources to be conducted, and if such is not available, then it would not be advisable to conduct research. Another consideration is the problem statement, some problems can be solved or answered through research, but instead, brainstorming can be used. “Time available is an important consideration that needs to be done before deciding on whether to conduct research” (Cravens &Piercy, 2013, p. 146). Another consideration to be made is the availability of resources that are required during the research process. To decide whether to conduct research, the company's goals and objectives should be considered since research must be aligned with the company's goals and aims.
Discuss the ethical issues regarding marketing research.
Ethical concerns are surrounding marketing research that has been raised. Invasion of customers' privacy is one of the ethical issues that have raised concern over the years. Companies have been accused of using the database for customers to market their own products without the consent of identity owners. The concern increases as technology in communication continue to be developed. Even patients are concerned about the use of their data to guide physicians in making prescriptions. The sharing of private information between suppliers, producers, and retailers has raised concern. “The collection of information during research raises concern as scanning of brains to get clues becoming an ethical concern” (Cravens &
Piercy, 2013, p. 149).
Chapter 6.
Explain the concept of targeting fully.
Market targeting involves deciding to identify a group of buyers or organizations in the product market and then specialize in serving the potential market's specific group. It is selecting one market that is promising and direct all the energy and efforts towards meeting the demand of the selected market. Targeting saves the company the cost of meeting the needs of a large market that may be less profitable compared to the one specific market. This reduces the competition in the industry as one has its market share and can satisfactorily meet the company's needs. “A positioning strategy is directed towards each target, which has been chosen by the management” (Cravens &Piercy, 2013, p. 185). Marketing targeting can be more affordable compared to product differentiation as strategies for dealing with competition in the market.
Explain the concept of positioning fully.
Positioning is used in an effort to brand or present the company according to the needs of the target market. It involves creating an image that represents how the company intends to be regarded by the potential buyers in the market. The target market determines the position because it must consider the unique needs in the market. The product is presented according to the image that is intended to be created in the minds of consumers or target groups. Positioning aims at establishing the company according to the needs of the market and hence takes control of a large part of the market. “The strategy is inclusive of the product, supporting services, distribution channels and price” (Cravens &
Piercy, 2013, p. 194).
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