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Introduction

Following on from the first report, this second report will now look at how the marketing strategy will be assessed in terms of its success and this will also be evaluated to provide further information. Elements to be looked at are those pertaining to metrics relating to consumer behaviour and what the future of this will be, research technologies that are available and how these may be used to inform future decision making and future marketing strategies and finally, research data output and how the data will be assessed from said research in an attempt, again, to better inform future marketing strategies and decisions.

Current and future metrics
There are numerous metrics available to businesses that allow them to measure various different elements within the business but there are also several that can be used with regards to consumer behaviour. Business metrics are also referred to as Key Performance Indicators (KPIs) and they provide a visual, measurable value which shows how a business is performing in relation to the goals they have set.

To begin, one of the main indicators that is used by virtually every business is sales revenue. Scoro (2021) state that sales revenue is one of the best metrics to use because it can inform the business of numerous going-ons such as how they compare with competitors within their sector, if the product/service is being received well and many more. Scoro also states that sales revenue is calculated by taking all of the income from client purchases and then subtracting the costs associated with any returned items or those that were “undeliverable’.  While sales revenue may be a good choice of metric, it must be viewed as a long term strategy as opposed to it being something short term because growing sales takes time and effort from the business and it can be time-consuming.

Another current metric that can be used by businesses to measure their performance is Cost of Customer Acquisition, also known as CAC. This can be calculated by dividing all of the costs that were inferred by the business’s marketing endeavours by the amount of new customers acquired. Scoro (2021) and Forbes (2011) both state that a key element to using CAC successfully is to evaluate the Customer Lifetime Value, the worth of a customer to the business over the course of their relationship, and to pay attention to it as it can provide an insight into which segments are bringing a higher profit, or any profit at all in some cases. Funds spent on marketing should be invested wisely and again, this is viewed more as a long term effort rather than an initial quick fix to help the business.

Another KPI that can be adopted by businesses, only those with an online presence however, is ‘dwell time’. Columbus (2020) describes ‘dwell time’ simply as how long customers spend on a website and in theory, the longer spent on the website, the higher the chance a customer will make a purchase or subscribe to an email list. It is also stated that an important thing to consider with this is website design. Can customers navigate the site with ease? Are loading times to long? Will a sitemap be created to make all parts of the website accessible to customers? These are just a few points to consider but, providing customers with a smooth experience on the site will encourage them to return and possibly, pass on word of their experience to their friends and family which in turn, will bring more traffic to the website which has the potential for more sales being made.

Research Technologies
Continuing on to research technologies, there are various methods that a business can adopt in an attempt to learn more from consumer behaviour. Firstly, the expansion of use of mobile phones has been beneficial but also detrimental to businesses. The detriment imposed on businesses by this have resulted in less customers going in store and as a result, businesses have been forced to adapt and either create an online presence or, improve their current presence to a point where they can utilise this growth to online shopping which in turn, improves the financial position of the business. 

The benefits from this explosion in technology has also brought with it many benefits. Firstly, eCommerce and businesses interactions with customers on social media as boomed and businesses are interacting with their customers virtually every day on platforms such as Twitter and Facebook; building a positive image for their brand but also, either conversing directly with consumers or, starting a conversation and simply watching how the consumer interacts and using this to improve their marketing strategy efforts (Ahmed, Fauzi, Idris, Masri, 2020).

Something that has also become very common in recent times is businesses following up any purchases that have been made by emailing customers and asking them to review their purchase. Not only does this provide other customers with opinions on the products/services a business is offering, it also gives the business feedback on the quality of their products/services, what is good and going well for them but also, what is not going so well and what they could look to improve; some consumers may go as far to even suggest improvements that the business may not have originally considered.

Additional methods of research technologies for businesses are analytic tools. There are numerous analytical tools out there to choose from and they provide a very informative way of learning and understanding customer behaviour and then capitalising on this to improve the operations of the business. American Express (2018) complied 7 tools that are beneficial to a business when analysing consumer behaviour and the one that was lauded on the most was Google Analytics. It is stated that analytics provides a qucick and efficient insight to how your website is being received by consumers and the ‘bounce rate’, where customers visit and leave rather quickly, is high, that implies that there are changes that the business must make in order to improve the site in an attempt to retain customers. Additionally, these analytics allow the business to examine user demographics, in-market segments and more.

Research Data Output

After research has been complied, it must then be modified so that it can be presented in a manner that befits the business and there are a few ways in which this can be done. Firstly, spreadsheets are a tried and tested method of taking information and presenting it so that it is useable to the benefit of the business. Numerical data is well presented within a spreadsheet and depending on how the data is to be used for, it offers numerous of ways of presentation along with organisation in ways such as mean, median, mode and range (Explorable, 2021). Additionally, different methods of presentation such as pie charts and bar charts are very good when presenting numerical data and highlighting how a business has changed over a certain time period and also, they are useful for over future projections of where the business wants to be in x amount of time.

Other more simpler methods can also be used. Investing time into things such as surveys and sending them out to consumers can be an effective way of generating data in large amounts in a short timeframe and surveys are one of the easiest things to analyse when it comes to data. Surveys are simple and easy for consumers to understand, they generally have a short completion time depending on what the business is looking to gain from them and they can be set to customers that the business already has on their mail list, providing them with an established audience straight away.
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