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Market Research into a Technological Agri-innovation scheme for Agribusiness  
Duration: 5 weeks
	Essence statement:
	Using Agribusiness knowledge and skills to be able to research the market for a new or existing technological agri-innovation product.

	Big Picture: 


	To have an understanding of what is required to undertake research into the market for a new or existing technological agri-innovation product. 
The following are important ideas within the Big Picture:

· To be able to undertake market research for a new or existing technological agri-innovation product. 
· To understand why evaluation of the research process in market research is important.

· How to improve the methods of research, as well as using different presentations and formats.  
· Enhance students’ research data processing skills.

	Principles:


	Coherence: Creating links between knowledge and skills gained within the marketing community and the agribusiness industry.

Future Focus: Marketing decisions that allow producers to enhance and sustain global primary production and enterprise.

Cultural diversity: Students examine a variety of worldviews and values when considering global markets.

Community Engagement: Agribusiness marketing events ensure that the agribusiness sector reaches out to their local community. 

	Values: 


	Excellence, by aiming high and by persevering in the face of difficulties. 

Innovation, inquiry, and curiosity, by thinking critically, creatively, and reflectively.

Diversity, as found in our different culture’s languages, and heritages.   

Community and participation for the common good.

Integrity, which involves being honest, responsible, and accountable and acting ethically. 

	Key Competencies: 


	Thinking: Make sense of information, develop understanding, make decisions, and reflect on learning.
Using language, symbols, and text: To access and communicate information and to communicate this information with others.

Relating to others:  Interacting effectively with a diverse range of people in a variety of contexts.   

Participating and contributing:  To understand the importance of balancing rights, roles, and responsibilities of social, cultural, physical and economic environments.

	New Zealand Curriculum Links. 

	Business Studies: Level 7

	Explore how and why large businesses in New Zealand make operational decisions in response to internal and external factors.

	Agricultural and Horticultural Science Curriculum Level 7:

	Contextual Strand: Markets   
	Learning Objective 2: Examine how scientific and technological principles are applied to the life processes of plants and/or livestock in order to shape the attributes of primary products for specified markets.

	Contextual Strand: Profitability
	Learning Objective 4: Examine a range of factors that influence the profitability of primary production in New Zealand.


	Depth of coverage.
	Specific Learning Outcomes. Students understand:
	Learning Activities.
	Resources.

	What’s The Big Picture?

· Why study?

· Describe the importance of market research.

· Design, conduct and present market research for a new or existing technological agri-innovation product.  
	
	Possible brainstorming ideas may include.

· Why is an understanding of market research important to the primary industry?

· How does understanding market research improve primary production markets, and meet producer and customer needs?
	· Poster paper.

· Pens.

 

	Why is science and technology important in the primary sector? 

· Developing new ideas and techniques. 

· Solve problems

· Sustainable practices and therefore production

· Meet consumer and producers needs and wants.
	· The role and importance of science and technology in agribusiness. 

· Why adopting new technology is important to the future of agribusinesses. 
	Possible brainstorming ideas may include.

· Understand the role science and technology in developing new ideas and techniques. 

· Why is science and technology important in the primary sector? 

· Why adopting new technology is important to the future of agribusinesses?

Compare and contrast traditional and new products in agribusiness and how they impact / effect and are brought about by outside influences.  
	· 

	What is a technological agri-innovation product?

· Explain what is an agri-innovation product?

· New product means a good or service that has been conceptualised by the candidate.

· A new product should solve a problem.

· Existing product means a good or service already on the market.

· Innovative refers to originality, invention, commercialisation, or improvement.

· Provide examples of technological agri-innovation products. E.g., from Fieldays Grassroots Innovation.   
	· What does technological agri-innovation mean? 
· Why study innovation?
· Why should the innovation solve a problem? 
· Why is science and technology important in the primary sector. 
	· Go over the understanding of what is a technological agri-innovation product. 

· Brainstorm types of technological agri-innovation products. 

· Brainstorm technological agri-innovation products that solve your problem.

· Select the top ones and judge them on criteria that suits your needs.  

· Choose one to market.
	· http://www.fieldays.co.nz/enterinnovationcentre,
· http://www.fieldays.co.nz/PicsHotel/Fieldays/CustomPages/ActivityContentPres.aspx?ID=3187&IDL=9&IDType=313 

· http://www.fieldays.co.nz/innovationgrassroots
· Added-value w/s 

	Market Research. 

· What is market research?

· Describe the importance of market research.

· Evaluation

· Segmentation  
· Age

· Gender

· Cultural or ethnicity

· Geographical location.

· Lifestyle

· Occupational background
	· What is market research?

· Why do we need to study it?

· The importance of carrying out market research.

· Market and marketing research principles.
	· Go over the understanding of why market research is needed for the agri-innovation product. 


	· Marketing PPT pg. 8 – 10
· Basic Marketing by Paul Rose

· Senior Business Studies for New Zealand by Lloyd Gutteridge, pg. 103
· Market research handout. 

· https://www.youtube.com/watch?v=WPTz5uJJXPQ


	· Types of market research – primary and secondary 

· Qualitative or quantitative data

· Primary sources

· Interviews

· Questionnaires  

· Surveys

· Focus groups 

· Specialist market research agencies

· Date from loyalty programmes e.g., Flybuys.

·  Secondary sources

· Internal data from accounts

· Government

· Trade journals

· Magazines

· Surveys

· Newspapers

· Websites

· Databanks

· Social network sites

· Review of market research method. 

· Strengths and weaknesses of primary and secondary data 

· Use ORCA – Objectivity, Relevance, Cost, Accuracy. ORCA will raise any issues with the data. 
	· What is qualitative or quantitative data.

· What are the strengths and weaknesses of this research? 

· What is ORCA.

· How to conduct market research.

· The key differences between primary and secondary data. 

	· Brainstorm what the types of market research and what are their sources?
· Complete case studies and activities pg. 104 – 108.

· Do cloze activity in Market Research handout. 

· Get a guest speaker in to talk about market research.

· 
	· Senior Business Studies for New Zealand by Lloyd Gutteridge, pg. 102 -108.

· Market research handout.

· https://www.youtube.com/watch?v=MlU22hTyIs4
· http://www.snapsurveys.com/blog/what-is-the-difference-between-qualitative-research-and-quantitative-research/

	The Importance of Sampling. 
· Types of sampling
· Cluster

· Stratified 

· Quota

· Random
	· The different types of sampling. 
· The different types of data presentation.
	· Complete case studies and activities pg. 110 – 111.
	· Senior Business Studies for New Zealand by Lloyd Gutteridge, pg. 108 -108.

	Open and Closed End Questions. 

· Understand the difference between open and closed questions. 

· Student should get that multiple closed-end questions would provide the same information as one open-end question do; yet the closed-end questions will provide the data that is easier to process.
· Students will realize that open-end questions are not computer software friendly, and they should draw the conclusion that the open-end questions should be limited in their questionnaire for their Internal Assessment project.
· Understand that there are different types of closed-end questions.

· Likert-Style – feelings or attitudes

· Multiple choice – options

· Ordinal – rank options

· Categorical – categorise choices
	· Discover the difference between open-end and closed-end questions. 

· Critique and re-write questions for a problematic survey.  
· That there are different types of closed-end questions.
	· Complete student hand out Topic 1 - Compare and Contrast Open-End and Closed-End Questions

· Complete student hand out Topic 2 - Ask Vary Styles of Closed-End Questions.
	· CETA BS 11/3/6 activity pg. 4 – 6.
· CETA BS 11/3/6 activity pg. 7 – 8.

	Determine an appropriate marketing research aim or objective. 

· Set marketing research aims or objectives for your agri-innovation product.
· Why are you conducting this research? 
	
	· What are the marketing research aims or objectives for your agri-innovation product?
	· Basic Marketing by Paul Rose

	Collect Secondary Data on your agri-innovation product.

· About your product. 

· Its competitors.

· Its market. 

· Using the secondary data, are you going to collect qualitative or quantitative data? 

· What primary methods of research are you going to use?
	
	· Find out all about your product, its competitor and its market. 

· Carry out market research using secondary data into the agri-innovation product, using the headings in the left-hand column. 

· Using the secondary data, are you going to collect qualitative or quantitative data? 

· What primary methods of research are you going to use?
	

	Collecting Primary Data. 

Design A Questionnaire That Matches Your  Marketing Research  Objective

· Collect and record sufficient primary data relevant to your aims or objectives.

· Identify the types of questions that match the marketing research objective.
· Will this questionnaire provide you with valid research that you can use in your report? (Collection of sufficient quality and quantity)
· Identify the question(s) that may create difficulty for data processing and analysing, then re-word these questions to make it easier for analysing purpose.

· Write the question so the data processing job is easier when using spreadsheet software.
	· How to design a questionnaire.
	· Complete student hand out Topic 3 – Design A Questionnaire That Matches Your Marketing Research Objective.
· Design a questionnaire that matches your marketing research objective using the information from first column. 

· Carry out market research using primary data into the agri-innovation product, using the headings in the left-hand column. 


	· CETA BS 11/3/6 activity pg. 9 – 11.

	Processing Data

· Using spreadsheets such as COUNTIF and SUMPRODUCT)

Presenting Market Research Data 

· Methods of data presentation
· How are you going to present your data? 
· Tables
· Graphs
	· How to use COUNTIF and SUMPRODUCT.
	· Use two important Spreadsheet features (COUNTIF and SUMPRODUCT) to help them process and present their survey data.

· Complete student hand out Topic 1
Using the Function “Count If”.

· Complete student hand out Topic 2 –Counting With Multiple Criteria – Using The Functions of “SUMPRODUCT” in Spreadsheet
	· CETA BS 11/3/6 activity pg. 13 – 16.
· Spreadsheet Exercise For Marketing Research.xlsx

· Market research handout.

	Present this data using a range of appropriate methods.
	
	· Present the research data using two or more appropriate methods. Follow correct conventions such as titles, labels (data series and axes), and formulas and explain the significance of what you have found.
	

	Evaluate and draw conclusions from the research incorporating business knowledge. 
	· How to analyse and evaluate market research. 
· The implications of the evaluation. 


	· Draw a conclusion from the research. It should clearly link to what your research has shown.

· Understand the implications of the evaluation. 

· Is there a clear market for your product or service?

· Integrate relevant business knowledge to explain and support the conclusion.

· Integrate a Māori business concept (or concepts) to explain and support the conclusion, where relevant.

· Explain the strengths and/or weaknesses of the research process. 

· Explain how the strengths and/or weaknesses impact on the validity of the findings and conclusion. 

· Discuss at least two ways to improve the market research process.
	

	Incorporation of The Big Picture by bringing it altogether as a group.
	· How does understanding market research help us when marketing a new or existing technological agri-innovation product?
· How does understanding market research in primary production, meet producer and customer needs?
	· In groups using a large concept map, students draw their understanding of the links and ideas throughout the topic. This is supported by the concepts learnt throughout the unit.
	· Paper or a large white board.

· Pens.



	Possible Assessment:
	AS90846 Business Studies 2.4 Conduct market research for a new or existing product. (3 credits, internal).
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