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Overview 
 

This unit is about planning, managing and evaluating research programmes to 

develop understanding and insight into the lifestyles, behaviours, attitudes and 

beliefs of target groups in order to identify what might motivate the behaviours 

you seek, what might prevent action and what interventions might achieve and 

sustain change.  

 

It involves planning, coordinating and evaluating a range of research activities, 

but not necessarily carrying them out yourself (you may commission external 

organisations or have in-house researchers who carry out the research).  

 

This unit is for people in managerial roles who plan, manage and evaluate 

research programmes which inform social marketing strategies and 

programmes  
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Performance 
criteria 
 
You must be able to: 
 

 

 

 

P1 ensure effective engagement with the target group(s) and other key 

stakeholders in all phases of the research programme, taking care to 

engage vulnerable and hard-to-reach groups. 

P2 establish and agree with key stakeholders: 

P2.1 the purpose of the research programme 

P2.2 the scope of the research programme 

P2.3 key questions to be answered by the research 

P2.4 the timeframe for the research 

P2.5 the resources available 

P2.6 risks involved in the research and how these risks are to be 

managed 

P2.7 criteria to evaluate the quality and usefulness of the research 

P2.8 the format(s) in which research results will be delivered. 

P3 identify existing evidence of motivators and inhibitors of relevant 

behaviours and the effectiveness of interventions and evaluate the 

salience of this evidence. 

P4 identify relevant psycho-social theories associated with the creation and 

maintenance of behaviour. 

P5 establish and prioritise the gaps or deficiencies in existing evidence of 

motivators and inhibitors of relevant behaviours and related behavioural 

theories that need to be filled or remedied by the research programme. 

P6 identify, appraise and select established or innovative research 

method(s) capable of providing reliable evidence cost-effectively. 

P7 identify, justify and obtain the resources required for the research 

programme. 

P8 identify any critical or sensitive issues which may arise and develop 

plans to deal with contingencies or problems. 

P9 identify and resolve with key stakeholders any ethical issues arising from 

the research programme. 

P10 provide researchers with sufficient briefing to ensure they understand: 

P10.1 the purpose and scope of the research programme 

P10.2 their own and their colleagues' expected contributions and 

responsibilities 

P10.3 the research method(s) to be used 

 
 

P10.4 the guidance and support available to them and how to access 

these 

P10.5 how to respond in case of contingencies or problems 

P10.6 how and when they should report progress and findings. 

P11 monitor the progress of the research programme, providing any required 

guidance or support to researchers and paying particular attention to any 

critical or sensitive issues. 
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P12 provide specific feedback to researchers designed to help them deliver 

high quality results efficiently. 

P13 adapt the research programme and methods used in response to 

problems or opportunities arising. 

P14 report the results of the research to key stakeholders in agreed format(s), 

together with clearly-argued explanation and interpretation. 

P15 evaluate the quality and usefulness of the research with key 

stakeholders, using agreed criteria. 
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Knowledge and 
understanding 
 
You need to know and 
understand: 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

General Knowledge and Understanding 

 

 

K1 analytical principles, methods, tools and techniques 

K2 briefing and debriefing principles, methods, tools and techniques 

K3 communication principles, methods, tools and techniques 

K4 evaluation principles, methods, tools and techniques 

K5 feedback principles, methods, tools and techniques 

K6 information management principles, methods, tools and techniques 

K7 marketing research principles, methods, tools and techniques 

K8 monitoring principles, methods, tools and techniques 

K9 objective setting principles, methods, tools and techniques 

K10 planning principles, methods, tools and techniques 

K11 principles, methods, tools and techniques for addressing ethical issues 

K12 principles, methods, tools and techniques for engaging effectively with 

target groups and stakeholders, including vulnerable and hard-to-reach 

groups 

K13 project management principles, methods, tools and techniques 

K14 sampling principles, methods, tools and techniques 

K15 social marketing principles, methods, tools and techniques 

K16 validation and verification principles, methods, tools and techniques 

 

 

 

You need to know and 

understand: 

 

Industry/Sector Specific Knowledge & Understanding 

 

K17 current and emerging trends and developments in the sector 

internationally, nationally and locally 

K18 industry/sector, organisational/partnership and professional codes of 

practice 

K19 legal, regulatory and ethical requirements in the industry/sector 

 

 

 

You need to know and 

understand: 

Context Specific Knowledge & Understanding 

 

K20 codes of practice relevant to your role 

K21 sources of data, information and knowledge 

K22 specific requirements of sponsors/funders 

K23 target groups, their diverse interests, needs, abilities and preferences. 

. 
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Additional Information  
 
Behaviours 
 

1. Present information clearly, concisely, accurately and in ways that 

promote understanding 

2. Comply with, and ensure that others comply with, legal requirements, 

industry regulations, organisational policies and professional codes.  

3. Identify and raise ethical concerns.  

4. Set demanding but achievable objectives for self and others.  

5. Establish and agree with key stakeholders measurable objectives.  

6. Ensure that others understand and agree what is expected of them and 

hold them to account.  

7. Monitor quality of work and progress against plans.  

8. Identify sources of information to meet current and foreseeable 

requirements.  

9. Use cost-effective and time-effective means to gather, store and 

retrieve information.  

10. Identify and work with people and organisations who can provide 

support for own work.  

11. Ensure effective engagement with target groups, policy makers and 

other key stakeholders.  

12. Encourage others to contribute ideas and to reach a consensus. 
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