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	LESSON PLAN



	TIME REQUIRED


90 minutes or two 45-minute class periods

	RATIONALE


Marketing-Information Management: Understanding that there are multiple strategies businesses use to determine who their customers are, their product needs, and how marketing activities affect their buying habits.

	INTENDED OUTCOMES


At the conclusion of this session, students will be able to:
· Describe the need for marketing data.
· Identify data monitored for marketing decision-making.
· Track trends (e.g., social, buying, social media, advertising agency, etc.).
· Analyze customer behavior (e.g., media consumption, buying, etc.).

	INSTRUCTIONAL CONTENT


Introduction· Marketing Data
· Customers
· Marketing Mix
· Business Environment
· Internal Data
· External Data
· Primary Data
· Secondary Data
· Market Trends
· Short-term Market Trends
· Intermediate Market Trends
· Long-term Market Trends
· Market Trend Analysis
· Customer Behavior Analysis 
· Customer Decision-making
· Customer Behavior
KEY TERMS

This lesson can be done without any prior knowledge of what marketing information management is and is intended to be introductory in nature. The teacher should briefly introduce the role of marketing-information management in businesses. 

Marketing-information management is gathering, organizing and analyzing market research data and using that information to make informed decisions on business plans, products and services.  

Review Marketing-Information Management slides (30 minutes)
} Download the presentation slides at deca.org/resources.

Have students work with partners or small groups and answer the marketing-information management in your SBE discussion questions.
	APPLICATION ACTIVITIES


After completing the marketing-information management in your school-based enterprise discussion questions, complete the following activity related to question number 5: Assume your SBE is planning on carrying some new products. Discuss how you could track trends to determine the best products for each target market. (30 minutes).

Introduction
Remind students that there are two types of research: primary research or original information gathered for a specific purpose or secondary research or information that already exists and is gathered by the researcher.  

Design Research Method
The most common research instrument is the questionnaire. Keep these tips in mind when designing your market research questionnaire:
· Keep it simple
· Include instructions for answering questions on the survey
· Begin the survey with general questions and move toward more specific questions
· Keep each question brief
· Remember to pre-test the questionnaire. Ask a few people to complete the survey and ask them for feedback. 
· Mix up the questions. Use scales, rankings, open-ended questions and closed-ended questions for different sections of the questionnaire. 

Close-ended Questions - Respondents choose from possible answers included in the questionnaire. Types of close-end questions include: 
· Multiple choice questions offer respondents the ability to answer "yes" or "no" or choose from a list of several answer choices 
· Scales refer to questions that ask respondents to rank their answers or measure their response at a particular point on a scale. The scale may range from "Strongly Disagree,” "Disagree," and "Indifferent" to "Agree" and "Strongly Agree." 

Open-ended Questions - Respondents answer questions in their own words. Completely unstructured questions allow respondents to answer any way they choose. Types of open-end questions include: 
· Sentence, story or picture completion questions ask respondents to complete partial sentences, stories or pictures in their own words. For example, a question for shoppers might read: "I spend _____ dollars on average when I shop and spend an average of ______ minutes browsing in a store. 



SBE Product Market Research Activity
· Students will work collaboratively with a partner or in small groups to develop a six-question market survey to narrow down which type of product(s) to sell to the target market (brand, flavor, color, etc.).  
· Groups or partners will create their survey on a survey tool and share the link with the teacher to evaluate.



	ASSESSMENT + FOLLOW-UP


After completing the application activity, students can participate in the case study below:

How does Nike use marketing-information management to personalize their customer experience?
Nike’s marketing strategy is to invest heavily in marketing, use emotional advertising that is universal to all humans, embrace new technology and adapt to the needs of their audience.
Nike invests a lot of time and money to know its customers. When Nike app users walk into its flagship store in New York City, the company knows who they are, what sports they're into, what sizes they wear and what colors they prefer. All this information is crucial to a brand that wants to deliver personalized customer experiences at every turn - whether digital experiences, in-store experiences, or both - and Nike is committed to doing just that.
Like many brands, Nike uses apps to gather customer information - including Nike Training Club, Nike SNEAKRS and the Nike app - to collect customer data. This data is transformed into valuable customer insights to help the brand decide which designs to produce and what items to stock in which stores. It's also used to customize what each customer sees in their apps to increase engagement and personalize as much of the shopping experience as possible.
Nike Training Club and Nike Run Club apps track workout and running statistics and provide users with audio guides during training sessions. The added value that these innovations bring to the customer experience deepens Nike's relationships with its customers.
Customers can use the Nike Fit app to snap a picture of their feet using their phone and get the perfect shoe size for every style of Nike shoe. The app uses computer vision and artificial intelligence to measure both feet, allowing customers to get the perfect fit. This sizing data is stored on their Nike Plus profile, so they know the correct size wherever they shop.
Nike never waits for competitors to come along and disrupt their business. They are constantly disrupting themselves, which is an excellent lesson for companies large and small. Innovation is happening too fast to sit still. Nike is still looking to win with its product, but now it’s looking to differentiate its brand based on service and offer a superior customer experience to its competitors.
That’s not the only lesson we can take away from Nike’s efforts. Customer preferences and tastes constantly change, which means staying on top of the changes. Nike is a huge company with millions of moving pieces, and they’re paving the way in this regard. From using a smartphone camera to get people the perfect-sized shoe to timing the next shoe delivery for growing children of busy parents — Nike is leveraging customer data on all fronts.

	RESOURCES + MATERIALS


· Download the Presentation: deca.org/advisor-resources/sbe-information-management
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