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Business Enhancement Series 

 

PART 2: Essential Tips to Procuring and Using Market Research 

 

To discuss this article or your business enhancement needs, contact Gordon on 

gordon@batbrand.co.za 

 

In the previous article in this three part series, we talked about the importance of the 

having the voice of the consumer in at the heart of your business and brand planning 

activities. This is not as easy as it sounds.  

 

Over the past 30 years we have heard time and time again the worrying cry that market 

research purchased has ended up as a thick volume in the bottom drawer! 

 

Sadly, our industry is beset by an ongoing, and common, obsession with providing 

panacea solutions and models to the marketplace. Market research vendors have often 

been guilty of pushing fad solutions into the marketplace. A bit like the diet industry! 

 

Yet, we have also come across marketers and business leaders who have shown 

extremely high levels of success by constantly informing their decision-making with the 

voice of the consumer through both formal and informal market research. Some 

executives get it! 

 

We spent some time reflecting on the difference between business decision-makers 

who are disappointed with the money they have wasted on market research and those 

who do not make a move without it.  
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In other words, what essential ingredients make for great research results! 

 

Here goes … 

 

Firstly, know exactly what it is that you want to find out. Research projects that are 

done to collect specific information work far better than projects where there is 

vagueness about what information to gather, and what to do with it thereafter.  

 

We have often noticed that dissatisfied market research users have a tendency to fall 

victim to what we term the “vacuum cleaner approach” to market research. 

 

That is, they succumb to the temptation to ask as many questions as they possibly can 

think of without refinement or focus to a specific decision at hand. 

 

There is no doubt, that with market research, the rifle far out guns the shotgun. 

 

Once you know for certain what you want to find out, resist the urge to specify the 

research method in your brief. Whilst you may have an opinion about the best 

research methods for the job, and you are entitled to have them, the research agency 

has vast experience in many types of research, in many different markets. Accordingly 

the research agency is usually best placed to identify the best methods for any job. 

 

This is provided of course, that the research agency is not trying to sell you any “latest 

fad” methodology. Make sure that the research agency is able to demonstrate that the 

methodology recommended is tailor-made to the principal purpose of the research. 

 

Think carefully about, and develop an instinct for when to use qualitative and when 

to use quantitative research. Many research undertakings require both. 
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In our years of providing research solutions, we have often come across the realisation 

that the purpose and difference between qualitative and quantitative research is 

generally ill understood, and even incorrectly taught at academic institutions. 

 

Qualitative research tends to be open ended, creative, idea generating and 

evolutionary in nature. It normally comprises of “soft facts” and is hard pressed to be 

projected to represent any marketplace. It is excellent for generating ideas, uncovering 

hypotheses, developing problem solutions and developing and revealing consumer 

language for use in marketing communications and quantitative survey designs. 

Qualitative - of or concerned with the presence but not the quantity of a substance 

(Oxford dictionary). 

 

Quantitative research tends to be closed ended, rational and numeric in nature with a 

key emphasis on measuring the appeal of ideas, confirming or denying hypotheses, 

estimating the most appropriate solution to a problem and any other aspect of the voice 

of the consumer that needs to be fixed statistically. Qualitative - of or concerned with 

quantity (Oxford dictionary). 

 

Many research projects take longer to complete than originally planned. This is usually 

because of an underestimation of the time taken in the design phase of the project. 

Proper design of a project usually takes a fair amount of time, at least one third of the 

total duration of the project.  

 

Accordingly, it is important to make sure that you have a thorough understanding of 

the project timeline, and that it is reasonable without compromising quality. 

 

Get deeply involved in the design of discussion guides and questionnaires. The 

objectives of the research must be at the heart of the questions asked in the 

questionnaire. Make sure that you can see quite clearly exactly how the questions 

asked will achieve the project objectives.  
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The key to good research design is excellent attention to detail. Part of this detail lies in 

linking the questions to the primary purpose and objectives of the survey. 

 

By keeping focused on the key purpose of the exercise, you will automatically avoid 

respondent fatigue. The longer the questionnaire, the less well considered the 

responses from interviewees. There is a definite trade-off between the duration of the 

questionnaire and the quality of information gathered in any questionnaire. 

 

Be sure to not compromise vital questions by adding in too many that are merely nice to 

have. 

 

Be concerned with, and ask questions about poor data collection quality. All forms of 

research methodology are at risk of this problem. 

 

Focus groups are often plagued with “professional respondents” who are in attendance 

under false pretences merely for the money, and their contributions are invalid. They 

are nicknamed “groupies”. Clever recruitment crosschecking will catch out these frauds 

before they enter the focus group room. 

 

Face-to-face interviews run the risk of being rendered invalid by cheating interviewers. 

Systematic, and cunning back checking and cross-referencing is essential to combat 

this problem. 

 

Online interviews, especially those drawn from research panels, run the risk of providing 

shallow and even entirely incorrect responses from respondents who are not really 

interested in the survey at all, but are merely completing it for the sake of gaining points 

or some reward. Make sure that online interviews are drawn from databases where 

respondents are not part of a panel of professional interviewees. 

 

Once the fieldwork has been successfully completed, and with good quality standards, it 

is always a good idea to get deeply involved in the specification of the analyses. 
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There are so many ways to cross-tabulated and analyse market research data that 

there must be an analysis plan.  

 

Specifically, the analysis plan needs to be guided by the primary purpose of the 

research.  

 

Convene an analysis preview with your research agency to get consensus about how 

best to analyse the data in order to most aptly achieve the project objectives. 

 

The best analyses in the world, delivered with the most aplomb, the finest infographics 

and most compelling storytelling will not achieve success for you unless the research 

findings have been distilled into a set of relevant and achievable action points. 

Research that does not get put to good use represents wasted investment in 

information 

 

Research is an aid to judgement and is an important component of the marketing 

planning process.  

 

Translating research findings into an activity plan and then implementing the activities is 

an essential step in getting value out of your investment in the information. 

 

Traditionally, many companies spend their research budget on one or two huge surveys 

every year. This often yields disappointing results and an underachievement of 

expectations. Rather than one big shout, market research does better when used as 

knowledge building blocks in creating conversations with consumers. 

 

Rather than one or two large research projects each year, deploy your research budget 

on many smaller projects that interlink and add learning sequentially from one to the 

other. The answers derived from any particular project, often lead to new questions 

requiring to be answered by research. 
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Market research, like military intelligence, is a vital strategic component of business and 

brand management. Accordingly, go for a strategic alignment with the research 

agency. It is impossible to really believe that your agency will add strategic value if they 

are also working for your competitors! 

 

Further, an exclusively aligned research agency will get to know your business or brand 

extremely well and become pre-emptive and value adding in their services, as well as 

more agile and effective. 

 

So, in summary, to successfully bring the voice of the consumer into your business and 

brand planning using market research, make sure that you use the following checklist:- 

 

1. Know, and define, exactly what it is that you want to find out. The principal purpose 

and commensurate objectives of the research. 

2. Resist the urge to specify the research method in your brief. 

3. Make sure that the method is tailor-made to the principal purpose of the research. 

4. Develop an instinct for when to use qualitative and when to use quantitative 

research. 

5. Make sure that you have a thorough understanding of the project timeline. 

6. Get deeply involved in the design of discussion guides and questionnaires. Be sure 

to avoid respondent fatigue. 

7. Be concerned with, and ask questions about data collection quality. 

8. Get deeply involved in the specification of the analyses. 

9. Distil the research results into a set of relevant action points. 

10. Use market research as conversational building blocks with consumers. 

11. Go for an exclusive and strategic alignment with a research agency. 

 

From this set of tips, one can easily see that the end outcome is inextricably linked to 

the first point - knowing and defining exactly what it is that you want to find out. 
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This can be more tricky in practice than in concept. Identifying a gap in one’s 

knowledge, is much more difficult than identifying what one already knows. 

 

In the next video and article we will share with you an easy yet essential step-by-step 

recipe on how to develop a proper research brief. That is, one that will avoid many of 

the pitfalls outlined above, and dramatically increase your chances of creating the 

correct focus and achieving a research result that yields profitable business and brand 

plans. 

 

To discuss this article or your business enhancement needs, contact Gordon on 

gordon@batbrand.co.za 

 

--- ooo --- 


