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1. Research on Market Research 
Agencies 

This section of the document presents five market research agencies, of whom three are one of the 
biggest and most famous market research companies and two that are smaller. This is done to provide 
as much objective benchmarking as possible – drawing insights from both the top market research 
agencies and the underdogs. 

The following sources were examined to determine the five market research agencies included in this 
document; Software Testing Help, The Manifest, Clutch.co, Investopedia, and Statista. 

To showcase the analysis of these five market research agencies, a Google Spreadsheet was created 
(link), where the specifics on the companies are presented. 

Based on analyzed data, the following points stood out and can be recommended as benchmarks: 

 While starting small, the focus should be on delivering quality surveys, focus groups and in-
depth interviews, which are not posing standard and typical questions but dive deeper and 
offer genuine consumer insights. 

 Providing brief and easy-to-consume types of content (video/written) provides a peek into the 
new market research agency’s way of thinking, doing things, methods and techniques that will 
be used for conducting market research. This is a way to market the research agency while also 
keeping it relevant when it breaks into the Saudi Arabian market research industry. 

 Consider a seamless, intuitive and hassle-free way of delivering the market research reports. 
One way to do this is following Gartner’s subscription-based approach, where clients receive 
reports on their email throughout the year. 

 A way to expand the research participant number for future primary research within (and even 
outside) Saudi Arabia is offering monetary compensation.  

 

 

 

 

 

 

 

https://www.softwaretestinghelp.com/market-research-companies/
https://themanifest.com/market-research/agencies
https://clutch.co/agencies/market-research
https://www.investopedia.com/best-market-research-companies-5095680
https://www.statista.com/statistics/267648/top-market-research-companies-by-revenue/
https://docs.google.com/spreadsheets/d/1HC2qonOgU8-x4_W_qiw0fv8SlmVdWJvImiLRlwPDP-8/edit?ts=6087e56a#gid=0
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2. Research on Existing Research 
Frameworks  
This section of the document defines market research frameworks before presenting the best and 
most used frameworks for research. Furthermore, the frameworks are provided with a template, their 
explanation, and examples for each. 

MBA Skool defines Market Analysis Frameworks as a tool that companies and entrepreneurs use to 
study the market for its products or services. By using market analysis frameworks in detail, companies 
get to understand the competitive dynamics of the market in terms of demand and supply of the 
products and services, external factors of the industry, state of competition and degree of competition 
within the industry, the future aspects of the industry and difference between their organization and 
the competitors. 

Numerous articles and publications were analyzed to highlight the best market research frameworks. 
Some of the consulted sources included: Crately, Alexa, SME Strategy, MBA Skool, Four Week MBA, 
Business to You, MBO Partners, and Smart Insights. 

After comparing and contrasting the frameworks, these five were identified as the best and most used: 
1) Porter’s Five Forces, 2) PESTLE, 3) BCG Growth-Share Matrix, 4) SWOT Matrix, and 5) Ansoff Matrix.  

2.1 Porter’s Five Forces 

Michael Porter’s Five Forces model is probably the best-known strategy framework out there. It is 
primarily used when analyzing industries. The Five Forces model helps to determine how competitive 
an industry is based on five different factors: the rivalry among existing competitors, the threat of new 
entrants (potential competitors), the threat of substitute products (alternatives), the bargaining power 
of suppliers, and the bargaining power of buyers. If these forces are strong, competition can be 
considered high. In that case, a company might want to think twice before entering that specific 
industry. According to this framework, industries with little competition allow for more significant 
margins and are therefore more attractive to enter. 

When to use it (explanations source: Creately): 

- To identify and understand the forces in the industry that can affect the client company’s 
profitability. 

- To understand the competitiveness of the client company’s industry. 
- To assess the client company’s marketplace viability and strengths and weaknesses in their 

position. 

 

 

 

https://www.mbaskool.com/business-concepts/marketing-and-strategy-terms/17901-market-analysis-framework.html
https://creately.com/blog/diagrams/top-strategy-frameworks-for-businesses/
https://blog.alexa.com/strategic-framework/
https://www.smestrategy.net/blog/business-strategy-frameworks-for-strategic-planning
https://www.mbaskool.com/business-concepts/marketing-and-strategy-terms/17901-market-analysis-framework.html
https://fourweekmba.com/business-frameworks/
https://www.business-to-you.com/top-5-business-frameworks/
https://www.mbopartners.com/blog/how-grow-small-business/top-business-frameworks/
https://www.smartinsights.com/digital-marketing-strategy/online-business-revenue-models/marketing-models/
https://creately.com/blog/diagrams/top-strategy-frameworks-for-businesses/
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Business to You offers a more in-depth explanation of the framework, including a 16-minute video 
explaining the essentials. 

Here are also two sources that put the framework into use and explain the framework by using it in 
examples. The first example is for a coffee-house business, and the second example is for Uber. 

2.2 PESTLE 

PEST Analysis, also known as Broad Factors analysis, is a fundamental market analysis that analyses 
the external environment of an organization. PEST analysis stands for Political, Economic, Social and 
Technological. With legal & environmental factors, it is known as PESTLE analysis. Political factors 
include specific rules and regulations concerning the political environment of the business like Ease of 
doing business, political stability, labor laws, trade policies and political stability. Economic factors 
include GDP growth rate, inflation rate, exchange rate, capital markets etc. Social factors include 
elements that are related to society and the people belonging to it. It includes health, fashion trends, 
demographics, age group, and gender ratio. Technological factors include advancements and recent 
developments in the technological environment. 

PESTLE helps researchers analyze changes in the landscape that might affect the client company’s 
decision-making and identify where advantages in the future might exist. 

When to use it (explanations source: CIPD) 

- For marketing planning. A PESTLE analysis provides the essential element of ‘climate’ in the 
situation analysis phase of the marketing planning process. It can help prioritize business 
activities to accomplish specific marketing objectives within a set timeframe. 

https://www.business-to-you.com/porters-five-forces/
https://guptasulabh7.medium.com/how-to-use-porters-5-forces-the-right-way-2c1100a5b53b
https://innovationtactics.com/porter-five-forces/
https://www.cipd.co.uk/knowledge/strategy/organisational-development/pestle-analysis-factsheet
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- For product development. By offering insights on what’s happening externally to an 
organization, a PESTLE analysis can help researchers decide whether a client company should 
enter or leave a route to market, determine whether their product or service still fulfils a need 
in the marketplace, or when to launch a new product. 

- To spot business opportunities and exploit them fully. 
- To anticipate future business threats and take action to avoid or minimize their impact.  

Similarly, as in Porter’s Five Forces, Business to You offers an in-depth look into the PESTEL framework, 
including a 10-minute video explaining the fundamentals. 

All Assignment Help provides five examples of the PESTEL framework put into use. It gives examples 
of Uber, Nike, Coca-Cola, Adidas and Apple’s businesses. 

2.3 BCG Growth-Share Matrix 

BCG Matrix (also known as the Boston Consulting Group analysis, the Growth-Share matrix, the Boston 
Box or Product Portfolio matrix) is a tool used in corporate strategy to analyze business units or product 
lines based on two variables: relative market share and the market growth rate. By combining these 
two variables into a matrix, a corporation can plot their business units accordingly and determine 
where to allocate extra (financial) resources, where to cash out and where to divest. Therefore, the 
primary purpose of the BCG Matrix is to make investment decisions on a corporate level. Depending 
on how well the unit and the industry is doing, four different category labels can be attributed to each 
unit: Dogs, Question Marks, Cash Cows and Stars. 

When to use it (explanations source: Marketing Study Guide) 

This BCG matrix would be included in the analysis section of a strategic plan or a marketing plan. It is 
primarily part of the client company’s “internal analysis” – as it considers the relative strengths and 
opportunities of the firm’s overall portfolio. It could also be included in the client company’s 
“competitive analysis” section of their documented plans if competing organizations and portfolios are 
also plotted upon the BCG matrix. Briefly. The best use cases are when: 

- The client company is a prominent manufacturer.  
- The client company has a diverse product range or if they have multiple business units (SBUs). 
- The client company has reasonable levels of market shares in some markets. 
- The client company likes to be analytical and take a strategic view of their planning. 

https://www.business-to-you.com/scanning-the-environment-pestel-analysis/
https://www.allassignmenthelp.com/blog/5-best-and-practical-pestle-analysis-examples-to-know/
https://www.marketingstudyguide.com/when-to-use-the-bcg-matrix/
https://www.marketingstudyguide.com/when-to-use-the-bcg-matrix/
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- The researcher needs to identify growth opportunities by deciding where to invest in and 
withdraw from depending on the portfolio of the client company’s products. 

- The researcher needs to gain insight into which products the client company should keep, sell 
or invest. 

- The researcher needs to get a current snapshot of how the existing products are performing in 
the market. 

 

Business to You has a 17-minute video explaining the inner-working of the BCG Matrix. In addition, the 
BCG themselves provide clarification on their framework. 

Here are two examples of the BCG Matrix in use. The first example is for Coca-Cola, and the second 
illustrates L’Oreal’s business. 

2.4 SWOT Matrix 

The SWOT analysis is the strategic mapping tool under market analysis frameworks that assesses an 
organization and the industry in which it operates. It stands for Strengths, Weaknesses, Threats and 
Opportunities. Here, Strengths and Weaknesses are the internal factors to an organization, whereas 
Opportunities and threats are external factors to the organization. The SWOT model is instrumental in 
deciding whether to embark on a particular project by analyzing its positives and negatives and looking 
forward. 

When to use it (explanations source: Chron, Mind Tools, The Street) 

- When the researcher needs to assess the state of the client company before considering some 
action like expansion or new markets. 

https://www.business-to-you.com/bcg-matrix/
https://www.bcg.com/about/our-history/growth-share-matrix
https://studiousguy.com/bcg-matrix-growth-share-matrix-definition-examples/
https://www.feedough.com/what-is-a-bcg-matrix-examples-how-to-guide/
https://smallbusiness.chron.com/definition-successful-strategic-business-plan-2717.html
https://www.mindtools.com/pages/article/newTMC_05.htm#:~:text=Use%20SWOT%20Analysis%20to%20assess,might%20get%20in%20your%20way.
https://www.thestreet.com/how-to/what-is-swot-analysis-14671709#:~:text=An%20entity%20(usually%20a%20company,like%20market%20value%20or%20share.
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- When the researcher needs to build on what the client company does well,  
- The researcher needs to address what the client company lacks, minimize their risks, or identify 

the potential advantages of increasing the client company’s chances for success. 
- It can kick off strategy formulation informally or in a more sophisticated way as a serious 

strategy tool.  
- Researchers can also use it to understand the client company’s competitors, which can give the 

client company the insights they need to craft a coherent and successful competitive position. 

 

Wordstream is a source that has expanded on the SWOT framework. They textually and in video format 
provide explanations and “how-to” guides on the framework. 

Two sources with examples of SWOT analysis are available. The first one details a small start-up 
consultancy, and the second example a meat and fruit pie cafe. 

2.5 Ansoff Matrix 

Growing a business is the process of improving some measure of a company’s success. A business can 
grow in terms of employees, customer base, international coverage, profits, but growth is most often 
determined in terms of revenues. There are different ways of growing a business. Igor Ansoff identified 
four strategies for growth and summarized them in the so-called Ansoff Matrix. The Ansoff Matrix (also 
known as the Product/Market Expansion Grid) allows managers to quickly translate these potential 
growth strategies and compare them to the risk associated with each one. The idea is that each time 
a company moves into a new quadrant (horizontally or vertically), the risk increases.  

https://www.wordstream.com/blog/ws/2017/12/20/swot-analysis
https://www.mindtools.com/pages/article/newTMC_05.htm#:~:text=SWOT%20Analysis%20is%20a%20simple,advantage%20of%20chances%20for%20success.
https://www.mindtools.com/pages/article/newTMC_05.htm#:~:text=SWOT%20Analysis%20is%20a%20simple,advantage%20of%20chances%20for%20success.
https://www.liveplan.com/blog/what-is-a-swot-analysis-and-how-to-do-it-right-with-examples/
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When to use it (explanations source: PESTLE Analysis) 

- Whenever the client company considers a change to their growth strategy. It encourages 
thinking about what kind of development should occur and the magnitude of risk associated 
with it. 

- Another way to utilize the Ansoff Matrix is when the researcher is analyzing the client 
company’s current growth strategy. For example, it can clarify how the strategy works by 
focusing on product and market development. 

 

 

 

 

 

 

 

 

 

 

 

 

Tutor2U is one source that offers a deeper explanation of the Ansoff Framework, including a 14-minute 
video on the topic. 

Apart from their elaboration on the Ansoff Matrix, Business to You provides four brief examples of the 
framework in use. They analyze Coca-Cola, Apple, IKEA and Samsung’s businesses. 

 

 

 

 

 

 

 

 

https://pestleanalysis.com/ansoff-matrix/#When_to_Use_the_Ansoff_Matrix
https://pestleanalysis.com/ansoff-matrix/#When_to_Use_the_Ansoff_Matrix
https://www.tutor2u.net/business/reference/ansoffs-matrix
https://www.business-to-you.com/ansoff-matrix-grow-business/
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3. Creating Diagnostic Questions 
for Clients  
The questions below are a summary of the questions that we ask regularly all clients that need a 
market research. I have even pointed out the reasoning behind each message and what it means.  

1. Basic info about the company  

Instead of making assumptions based on their website or information available on the web, it is a great 
starting point for the conversation/inquiry. I had at least 5 cases, where the conversation was about a 
product/service that is not yet on their website. The goal is to leave them speak, about their business 
– observing the clarity, the thoughts, and how the business operates.  

2. What is the purpose of this research/why do you need this research? 

You can’t jump into solutions if you don’t know the source of the problem. From experience, the need 

for a market research is usually tied to a management decision. The manager needs to make a decision, 

and in order to make it, asks for a market research – in order to get feedback or insights from the 

market. And so from experience, the Asnoff matrix from above is a great discussion: 

a) Market Penetration – if their goal is to use an existing product, on the existing market, in order 

to get a better market share. 

b) Market Development – if their goal is to use the existing product and just expand to new 

markets 

c) Product Development – if their goal is to create a new product to the same existing market 

they serve 

d) Desertification – if their goal is to create a new product, and sell it on a new market. 

But as you can see, these are the 4 most common decisions when a company needs market research. 

In some cases, the client wants to apply for a grant, or bank loan, and for that purpose, they need a 

market section.  

3.  What is your product/service? 

Knowing what the purpose of the research is, you can focus with questions regarding the 
product/service. Is it a monthly subscription, one-time payment, consumable? Is it a new product or 
existing one? What is unique or differentiate from the rest of same or similar products/services?  
The goal is to understand the product, as it is key before doing a research.  

4. Are you familiar with other companies that offer the same service on the same market as you 
do, so that they can be perceived as your direct competitors? 

We don’t expect the client to have all the information, as otherwise they would not need a market 
research. However, it show us how much they know about the market. It also helps us, as we can look 
at few of the competitors, and identify patterns based on them.  
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5. Who is your ideal client? Please give us as much information as possible who you are going 

to be selling to 

Another question that gives us information, whether the client knows the product and the market, or 
is a completely new startup, and has no idea who to target. The target segmentation can be done in 
multi-dimension. One way is dividing the market on B2B vs B2C. Or divide the market based on age 
(youngsters, adults, elder), or based on salaries, or based on any variable. The question here tells you 
if the client already has divided the market based on some variable.  

And based on question 4 & 5 you can understand if it is a new product, and there is no historic data, 
or it is an existing product, and can get insights from the history – type of existing clients, volume, etc.  

6. What kind of information are you hoping the get from this research? 

This is more about understanding the expected output. As client could expect different outputs: 

 Expect a 40-60 pages report, or 3 pages executive summary; 

 Expect a Word document, or a Power Point presentation; 

 Needs an exploratory research (based on secondary data), or needs in-depth analysis (based 
on primary data) 

 Needs standardize information (based on questionnaire), or needs direct feedback based on 
the market (based on interview).  

But knowing what their expectations are, will show you what tools and frameworks you can use for 
the market research. 

7. Expected timeline and budget? 

Timeline and budget should give you information on which data gathering techniques to use. I always 
cover this aspect at the end. If they need it urgently – then it is more secondary research, as it takes 
time to plan and execute a primary research. Also for the budget – questionnaire is much cheaper than 
doing interviews and focus groups. So these 2 insights, will also help you better understand the client 
needs, and provide the best recommendations.  
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4. Data Gathering Techniques  
Market research (or marketing research) is any set of techniques used to gather information and better 
understand a company’s target market. Businesses use this information to design better products, 
improve user experience, and craft a marketing strategy that attracts quality leads and improves 
conversion rates. 

There are lots of different ways market research can be conducted, and customer data can be 
collected. In this section of the document, the two main types of market research are examined 
(Primary and Secondary), and some of their most-used techniques are showcased. 

The way this section is structured presents the data gathering techniques, it defines them, identifies 
their strengths and limitations, typical use-cases, and overviews their digital distribution channels. 

Lastly, any additional exciting information about the techniques is also provided. 

4.1 Primary (Field) Market Research 

Primary market research is a process where organizations or businesses get in touch with the end 
consumers or employ a third party to carry out relevant studies to collect data. The data collected can 
be qualitative data (non-numerical data) or quantitative data (numerical or statistical data). 

These are some of the leading data gathering techniques used within primary market research 
(sources: Hot Jar, All Business, Question Pro, Form Plus, Voccii, Observation Baltimore, Your Article 
Library, Start-up Loans, Entrepreneurship in a Box): 

4.1.1 Surveys, Polls and Questionnaires  

According to Question Pro, a market survey is the survey research and analysis of the market for a 
particular product/service, including the investigation into customer inclinations. A study of various 
customer capabilities such as investment attributes and buying potential. Market surveys are tools to 
directly collect feedback from the target audience to understand their characteristics, expectations, 
and requirements. 

Surveys Strengths and Limitations (explanations source: Genroe) 

 Strengths: They’re easy and inexpensive to conduct, and a lot of data collection can be done 
quickly. Plus, the data is pretty straightforward to analyze, even in analyzing open-ended 
questions whose answers might initially appear challenging to categorize.  

 Strengths: Often, the only way to gather important qualitative (text) feedback from the 
target market by using a questionnaire. It’s more direct than interpreting usage data and is 

https://www.hotjar.com/blog/market-research/#:~:text=Four%20common%20types%20of%20market,focus%20groups%2C%20and%20customer%20observation.
https://www.allbusiness.com/the-five-basic-methods-of-market-research-1287-1.html
https://www.questionpro.com/blog/what-is-market-research/
https://www.formpl.us/blog/market-research
https://voccii.com/common-market-research-methods
https://www.observationbaltimore.com/blog/the-five-market-research-methodologies/
https://www.yourarticlelibrary.com/marketing/marketing-research-methods-and-techniques/48910
https://www.yourarticlelibrary.com/marketing/marketing-research-methods-and-techniques/48910
https://www.startuploans.co.uk/business-advice/examples-of-market-research/
https://www.entrepreneurshipinabox.com/1187/6-market-research-methods/
https://www.questionpro.com/blog/market-survey/#:~:text=Market%20survey%20is%20the%20survey,the%20investigation%20into%20customer%20inclinations.&text=Market%20surveys%20are%20tools%20to,characteristics%2C%20expectations%2C%20and%20requirements.
https://www.genroe.com/blog/pros-and-cons-of-surveys/11471
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ideal for collecting emotional feedback. In addition, they have lower costs and are easier to 
build and implement. 

 Limitations: Customer fatigue – we’ve all received survey invitations, and the trend of 
companies using customer feedback surveys is up. This means that some level of survey 
fatigue is setting in with customers. People providing the answers can be subjective and 
not objective when they respond. Numerous response biases (examples source: 
Measuringu) even by the medium the questions are asked (email, telephone, face-to-face). 

When to use market surveys (explanations source: ASQ.Org, Medium) 

Surveys are most helpful when researchers are trying to: 

 Identify customer requirements or preferences. 

 Estimate the customer or employee satisfaction, such as identifying or prioritizing problems 
to address. 

 Evaluate proposed changes. 

 Determine whether a change was successful. 

 Monitor changes in customer or employee satisfaction over time. 

 Understand a large population. 

 Survey a specific group and know how to reach them. 

Digital distribution channels for market surveys (explanations source: Online Surveys, Delighted, 
Question Pro, Get Feedback, Pollfish, Satrix Solutions) 

The following represent some of the best ways to distribute online surveys: 

 Email 
This is probably the most popular online survey distribution method. It’s easy to set up and 
automate. Most tools allow researchers to add a degree of personalization, such as 
addressing people by the first name, to better connect with the recipient. 

 Quick Response (QR) Codes 
Depending on the researchers’ audience, the codes can be printed on a direct mail piece, 
business cards, posters, stickers, or even screens—anywhere a customer or employee 
might encounter one. 

 SMS Messaging 
Researchers will have to consider delivering surveys via SMS if a client company’s audience 
is tech savvy or known to be heavy smartphone users. People, whether employees or 
customers, are becoming more comfortable receiving SMS messages from companies, so 
this likely won’t be an unexpected way to receive communication. 

 Via an App 
Researchers can encourage people to take their survey through an app rather than an SMS. 
This one is a little more of a burden on the part of the recipient. The easiest way is to send 
them an SMS that links to the app in the phone’s respective app store, where they can 
download the app and take the researchers’ survey. The SMS token that opens the app 
allows the researcher to track the respondent’s information for segmenting analysis later. 

 Sharing surveys on social media 
Another online method of survey distribution is called Assisted Crowd Sourcing. This 
method has benefits and some severe downsides but is a fast, organic way of creating a 

https://measuringu.com/ut-bias/
https://asq.org/quality-resources/survey
https://medium.com/@megkierstead/when-you-should-and-shouldnt-use-surveys-dfe79d09f87e
https://www.onlinesurveys.ac.uk/help-support/sharing-your-survey/
https://delighted.com/blog/sending-surveys-4-survey-distribution-methods
https://www.questionpro.com/blog/your-market-research-plan-7-ways-to-distribute-your-survey/
https://www.getfeedback.com/resources/online-surveys/distribute-online-surveys-get-quality-responses/
https://www.pollfish.com/blog/market-research/5-tips-to-distribute-your-survey/
https://www.satrixsolutions.com/blog/top-five-ways-distribute-online-survey/#:~:text=The%20easiest%20is%20to%20simply,in%20the%20SMS%20messaging%20application.
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survey sample at scale. Assisted crowdsourcing uses social media ads to target based on 
quota sampling criteria and makes a sample from ad respondents. 

 URL link survey 
A link survey is a highly versatile and efficient way to distribute researchers’ surveys. This 
link can be taken anywhere, online and offline. The survey link can be embedded in an 
article, shared via social media, or even printed out. Researchers can often choose the 
number of responses allowed per person or per link within a time frame to keep their 
feedback accurate. 

Additional market surveys Information:  

Qualtrics provides additional insights on the 20 Most Valuable Types of Surveys and their purposes.  

Survey Monkey’s 7 Tips on How to Create a Market Research Survey. 

4.1.2 Interviews  

Question Pro defines interviews as a generally qualitative research technique that involves asking 
open-ended questions to converse with respondents and elicit data about a subject. The interviewer 
is, in most cases, the subject matter expert who intends to understand respondent opinions in a well-
planned and executed series of questions and answers. 

Interviews Strengths and Limitations (explanations source: BrandWatch) 

 Strengths: This type of market research method is more personal, allowing for 
communication and clarification, making it suitable for open-ended questions. 
Furthermore, interviews enable the interviewer to go beyond surface-level responses and 
investigate deeper. 

 Limitations: Interviews can be time-intensive and costly. Those who opt for this method 
need to figure out how to allocate their resources effectively. Researchers also need to be 
careful with leading questions, or simply poor ones, leading to useless results. 

When to use interviews (explanations source: Changing Minds) 

Market research interviews should be used when: 

 A new product is being developed or brought out by a client company. 

 A client company is entering a new market segment. 

 A client company’s data about their customers is old/needs to be updated. 

 Customer needs and perceptions are changing quickly. 

 A client company is losing market to a competitor. 

 New and different products are being introduced to a client company’s marketplace. 

Digital distribution channels for interviews (explanations source: Restore, MUNI) 

 Synchronous online interviews  
These interviews resemble most closely the traditional interview in that they're conducted 
in real-time. So these interviews use an internet chat room or conferencing software, and 
all participants - the researcher and participants - are online at the same time. 

https://www.qualtrics.com/experience-management/research/common-types-of-surveys/
https://www.surveymonkey.com/mp/market-research-surveys/
https://www.questionpro.com/blog/types-of-interviews/
https://www.brandwatch.com/blog/market-research-methods/
http://changingminds.org/disciplines/marketing/market_research/market_research_interviews.htm#:~:text=Use%20interviews%20when%3A,data%20about%20customers%20is%20old.
https://www.restore.ac.uk/orm/interviews/transcript.htm#:~:text=There%20are%202%20main%20types,re%20conducted%20in%20real%20time.
https://is.muni.cz/el/fss/podzim2019/ZUR434/um/Prednaska11-12-Povinnalit-Internet-based-Interviewing.pdf
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 Asynchronous interviews  
These usually involve the interviewer sending the questions to the respondents, and the 
respondents answer at their convenience, so neither party needs to be online at the same 
time. 

Additional interviews information: 

User Interviews provides a detailed step-by-step guide on how to conduct a qualitative market 
research interview. 

4.1.3 Focus Groups 

Chron points out that focus groups usually refer to a group of 10 or fewer volunteers who gather to 
discuss a particular product or idea. The researcher usually asks them a series of questions that 
provides them with a product to try, after which they freely share their opinions, ideas and reactions. 

Focus Groups Strengths and Limitations (explanations source: Chron) 

 Strengths: The natural conversation and discussion that can take place between 
participants (if they’re done right). 

 Strengths: A focus group is a helpful method that can be used to measure the reaction of 
customers to your new product or company strategies. Focus groups usually provide 
immediate ideas for the improvement of particular products or concepts. They also help 
identify the product requirements of the end-user as well as other needs not addressed by 
the company and its competitors 

 Limitations: While being a more costly data-gathering technique, focus groups have to be 
executed properly. There are high chances the research falls victim to all kinds of errors. 
Dominance bias (when a forceful participant influences the group) and moderator style bias 
(when different moderator personalities bring about different results in the same study) 
are two of the many ways your focus group data could get skewed. 

 Limitations: A particular disadvantage of a focus group is the possibility that the members 
may not express their honest and personal opinions about the topic at hand. They may be 
hesitant to express their thoughts, especially when their thoughts oppose the views of 
another participant. 

When to use focus groups (explanations source: CMO Research, User Interviews, Copley Focus, 
Decision Analyst) 

Focus Groups can be utilized when: 

 Information about behaviours and motivations are too complex for a questionnaire to 
reveal.  Focus Groups can get at a more honest and in-depth knowledge. 

 Relatively little is known about a given subject (product, service, etc.). 

 Researchers want to personally view consumer reactions to the subject (product, service, 
etc.) 

 Researchers want to delve deeper into issues identified through a more extensive, 
quantitative study. 

https://www.userinterviews.com/blog/the-ultimate-guide-to-doing-kickass-customer-interviews
https://smallbusiness.chron.com/advantages-disadvantages-focus-group-784.html
https://smallbusiness.chron.com/advantages-disadvantages-focus-group-784.html
https://www.cmoresearch.com/articles/when-to-conduct-a-focus-group.php
userinterviews.com/ux-research-field-guide-chapter/focus-groups#TOC-Element-1
https://copleyfocus.com/focus_info/when-are-focus-groups-used/
https://www.decisionanalyst.com/whitepapers/focusgroupornot/
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 Researchers are willing to collect additional information to prepare a survey for a more 
extensive quantitative study. 

 Researchers need to test marketing materials with a target audience, like undecided voters 
or consumers. 

 Researchers are trying to draw out ideas and information that participants might not be 
willing to share in an interview setting or through a survey. 

Digital distribution channels for focus groups (explanations source: e-FocusGroups, Rev, Flex MR) 

 Synchronous online focus groups 
These are real-time and are conducted via video or chat. They’re most similar to their live 
predecessor in that moderators can easily direct the conversation flow, encouraging 
participants to build on each other’s comments. 

 Asynchronous groups  
These are often called Bulletin Board Focus Groups (BBFGs), forums, or research 
communities. They typically run over several days and are used primarily when cost or 
timing are factors. The participants don’t see or interact with each other, and these groups 
don’t need a human moderator. 

 Automated Facial Coding  
With automated facial coding techniques, researchers can deliver a greater depth of 
knowledge for consumer focus groups. Automated facial coding works by using software 
and a webcam to determine a participant’s emotions in response to specific stimuli such as 
TV ads, concept boards, and so on. The system detects a person’s face, and using subtle 
changes in facial structure, looks for emotions such as happiness, concentration, surprise 
and disgust. 

 Virtual/Augmented Reality 
A new space that uses virtual imagery to test consumer responses and reactions. 

Additional focus groups information: 

Question Pro has published an in-depth guide on online focus groups, including examples, types, and 
steps with advantages. 

The Office of Institutional Research, Effectiveness, and Planning have published guidelines for 
conducting a Focus Group.  

4.1.4 Observations 

Information published by The Balance SMB notes that observations are a market research technique 
in which highly trained researchers generally watch how people or consumers behave and interact in 
the market under natural conditions. It is designed to give precisely detailed and actual information 
on what consumers do as they interact in a given market niche. 

Observations Strengths and Limitations (explanations source: BrandWatch, Think Design) 

 Strengths: This type of research applies well to retail, where the researcher can observe 
shoppers’ behaviour by day of the week, by season, when there are discounts offered, and 
more. 

https://e-focusgroups.com/online.html
https://www.rev.com/blog/how-to-conduct-online-focus-group-interviews-2#:~:text=Online%20focus%20groups%20can%20be,participants%20throughout%20the%20research%20session.
https://blog.flexmr.net/market-research-methods-overview
https://www.questionpro.com/blog/online-focus-group/
https://irep.olemiss.edu/wp-content/uploads/sites/98/2016/05/Trinity_Duke_How_to_Conduct_a_Focus_Group.pdf
https://www.thebalancesmb.com/everything-you-need-to-know-about-market-observation-4043445#:~:text=Observation%20is%20a%20market%20research,in%20a%20given%20market%20niche.
https://www.brandwatch.com/blog/market-research-methods/
https://think.design/user-design-research/fly-on-the-wall/
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 Strengths: Low cost, flexible design, flexible logistics, and minimal researcher bias 

 Limitations: Observational research can be time-consuming, and researchers have no 
control over the environments they research. 

 Limitations: Limited and subjective data are non-adaptive for the researcher 

 Limitations: Limited sensitivity and empathy. Multiple observations might be necessary. 

When to use observations (explanations source: Fuel Cycle, Study.com) 

Observational research is mainly used when: 

 Researchers are trying to answers questions such as “How?” and “What?” 

 The research topic has not previously been addressed, and there is very little that is already 
known about typical behaviours in the particular setting. 

 The researcher is implementing some intervention and needs to measure before and after-
effects. 

 The phenomenon that is observed needs to be observed in its natural setting. 

 Researchers need to gather sensitive information, and they don’t trust that the participants 
will be honest with their self-reporting. 

 Researchers need more information about a specific research question to formulate a more 
complete and accurate survey. 

Digital distribution channels for observations (explanations source: Method Space, Flex MR) 

 Extant 
This type of online observation method uses existing materials developed without the 
researcher’s influence. The researcher gathers online data from blogs, websites, posts on 
social media, analyzes published literature, reports or documents.  

 Elicited 
This type of observation uses data elicited from participants in response to the researcher’s 
questions. The collected data is from interviews, focus groups, written interviews or 
questionnaires. 

 Enacted 
These types of online observation methods use data that is generated with participants 
during the study. The data gathering originates from vignette, scenario or problem-based 
interviews, stimulations or role-plays, arts-based techniques, games and experiments. 

 Eye Tracking Studies 
This is an emerging method, measuring attention, spontaneity, and even subconscious 
responses. 

4.1.5 Field Experiments and Trials 

Based on Study.com’s definition, a field experiment is a study conducted in the real world where 
researchers can see what people do under different situations. In marketing, field experiments are 
done to observe how customers react and interact with the products and get an idea of what the 
competition is doing.  

Strengths and Limitations (explanations source: Similar Psychology, Study.com) 

https://fuelcycle.com/blog/the-3-most-common-observation-research-methods/
https://study.com/academy/lesson/observational-research-in-marketing-definition-methods-techniques.html
https://www.methodspace.com/participant-observation-how-does-it-work-online/
https://blog.flexmr.net/market-research-methods-overview
https://study.com/academy/lesson/challenges-of-field-experiments-in-marketing.html
https://www.simplypsychology.org/experimental-method.html
https://study.com/academy/lesson/challenges-of-field-experiments-in-marketing.html
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 Strengths: Behavior in a field experiment is more likely to reflect real life because of its 
natural setting, i.e. higher ecological validity than a lab experiment. 

 Strengths: There is less likelihood of demand characteristics affecting the results, as 
participants may not know they are being studied. This occurs when the study is covert. 

 Limitations: There is less control over extraneous variables that might bias the results. This 
makes it difficult for another researcher to replicate the study in precisely the same way. 

 Limitations: Conducting a field experiment requires time and money. It costs money to hire 
a trained fieldworker who knows what to look for and what to write down, and it takes time 
to observe people acting naturally.  

 Limitations: Consumer confusion - when the desired group of people think the researcher 
is representing a completely different company. This happens when a company uses the 
same colors as another company to produce the same product. 

When to use experiments and field trials (explanations source: NN Group) 

Any of the following are good reasons for running a field study: 

 A client company needs big-picture insights. 

 A client company doesn’t know enough about their actual or prospective customers. 

 The researcher needs to understand how people usually do their work and set up their 
environment to support their tasks. 

 A client company doesn’t know enough about their customers’ context (cultural context, 
for example) 

 Researchers need to understand how groups of people behave.  

Digital distribution channels for experiments and field trials (explanations source: Link Springer) 

 Email and text  
To prepare for an online field experiment, it is often helpful to analyze site archival data 
through a public application programming interface (API), enabling researchers to 
download data the site collects about its users. 
Similar to email interventions, text messages have been used effectively to implement field 
experiments. In developing countries particularly, since cell phone penetration has far 
exceeded that of the personal computer, texting may be a better method of interventions. 
Compared to emails, the unique challenge of text messaging is the character limit, as a text 
message should be concise enough to fit a cell phone screen. 

 Modified web interface 
Through the modified web interface, randomized experiments are often used in the 
technology industry to evaluate user interface design changes. 
As a tool for intervention, a modified web interface can also be used in combination with 
emails. 

 Bots 
Another technology available for online field experiments is the bot, a program or script 
that makes automated edits or suggestions. Bots can be used to address technical design 
questions motivated by social science. They can also be a way to enhance matching at a 
relatively low cost. 

 Add-ons 

https://www.nngroup.com/articles/field-studies/
https://link.springer.com/article/10.1007/s40881-015-0005-3
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A final technology that researchers can utilize is the add-on, such as a browser extension, 
to monitor a participant’s behaviour across multiple sites. Another advantage of an add-on 
is that interventions can be carried out in real-time. 

Additional experiments and field trials information:  

Management Study Guide provides four sources and explains how they can be utilized when 
conducting field research. 

4.1.6 Ethnographic Research  

QuestionPro points out that this type of in-depth research is conducted in the natural settings of the 
respondents. This method requires the interviewer to adapt himself/herself to the respondents' 
natural environment, which could be a city or a remote village. 

Strengths and Limitations (explanations source: Spotless, QuestionPro) 

 Strengths: Ethnography can help identify and analyze unexpected issues. When conducting 
other types of studies, which are not based on in-situ observation or interaction, it can very 
easy to miss unexpected problems. This can happen because questions are not asked, or 
respondents neglect to mention something. 

 Strengths: Because of its subjective nature, this method can deliver a detailed and faithful 
representation of users’ behaviours and attitudes - thus uncovering and analyzing relevant 
user attitudes and emotions. 

 Limitations: One of the main criticisms levelled at ethnographic studies is the amount of 
time they take to conduct. Because of its richer output, ethnographic research will take 
longer to generate and analyze its data than many other methods. 

 Limitations: Ethnographic researchers need to be very skilled to avoid all the potential 
pitfalls of an ethnographic study. 

 Limitations: Geographical constraints can be a hindering factor in conducting this kind of 
research. Ethnographic research can last from a few days to a few years. 

When to use Ethnographic Research (explanations source: Spotless, Green Book) 

Ethnographic methods are used for very complex and critical design problems. More complex design 
problems (in terms of their domain, audience(s), processes, goals and context(s) of use) are likely to 
need the more profound understanding which ethnographic studies can bring. Equally, highly critical 
systems (where failure or error can lead to disaster) could justify significant ethnographic research. 

Here are some of the potential objectives ethnography can fulfil: 

 Understand a cultural context – how the emotional, symbolic, or social network informs 
consumers' lives. 

 Gain insight into a particular consumer niche. 

 Identify a lifestyle. 

 Learn how consumers use a product or service in their everyday lives 

 Discover product decision points and unmet needs. 

 Find and document the real benefits of the consumer experience. 

https://www.managementstudyguide.com/field-research.htm
https://www.questionpro.com/blog/what-is-market-research/
https://www.spotless.co.uk/insights/ethnography-when-and-how/
https://www.questionpro.com/blog/what-is-market-research/
https://www.spotless.co.uk/insights/ethnography-when-and-how/
https://www.greenbook.org/Content/housecalls/ETHNOGRAPHYGUIDELINES.pdf
https://www.greenbook.org/Content/housecalls/ETHNOGRAPHYGUIDELINES.pdf
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 Probe problems and opportunities associated with a product or service. 

 Understand and document the quality of suffering and relief offered by medication. 

 Uncover consumer language, cues, and signals for potential advertising use. 

 Learn selection and purchase behaviour at the store. 

 Seek consumer-generated new product ideas 

Digital distribution channels for ethnographic research (explanations source: e-FocusGroups, 
Wikipedia, Formplus) 

 Ethnographic Research Using Smartphones  

Cost of equipment, personnel, and travel can be a common barrier for ethnographic market 
research. Instead of needing to send a researcher to a respondent’s home for an 
ethnographic study or to a store for a shop-along, using the audio/video features of 
smartphones is a cost-effective alternative that enhances the quality of data collected. To 
get the qualitative and quantitative data the researcher needs, it is necessary to reach 
consumers where they are most comfortable. When they are at home, people can 
participate in research studies as bulletin board focus groups and real-time focus groups at 
a time that is most convenient for them. The result is an environment in which they can 
answer questions and participate in discussions candidly. 

 Netnography 
This is an online research method originating in ethnography, which explores social 
interaction in contemporary digital communications contexts. Netnography is a specific set 
of research practices related to data collection, analysis, research ethics, and 
representation, rooted in participant observation. In netnography, a significant amount of 
the data originates in and manifests through the digital traces of naturally occurring public 
conversations recorded by new communications networks. 
Netnography collects data from Internet data, interviews data and field notes. 

Additional ethnographic research information: 

The Green Book provides more insights into the ethnographic method while also suggesting steps to 
perform this research type successfully. 

4.2 Secondary (Desk) Market Research 

This section of the document provides sources available in Saudi Arabia and can be utilized to conduct 
market research and consultations. It is structured to define the secondary market research method, 
categorize the main types of sources for external market research data, and provide sources within 
each category. 

Cleverism points out that Secondary market research is a market research method that involves 
collecting information or data from secondary sources. This means that in such a research method, a 
business collects and uses information that some other person or entity has previously collected. 

Relevant data sources are crucial for conducting comprehensive secondary market research. According 
to FAO, the primary sources of external secondary sources are 1) Government (federal, state and local), 
2) Trade associations, 3) Commercial services, and 4) National and International institutions. 

https://e-focusgroups.com/online.html
https://en.wikipedia.org/wiki/Netnography#Data_collection
https://www.formpl.us/blog/ethnographic-research
https://www.greenbook.org/Content/housecalls/ETHNOGRAPHYGUIDELINES.pdf
https://www.cleverism.com/how-to-perform-insightful-secondary-market-research/#:~:text=Secondary%20market%20research%20is%20a,some%20other%20person%20or%20entity.
http://www.fao.org/3/w3241e/w3241e03.htm#:~:text=Bank%20economic%20reviews%2C%20university%20research,useful%20to%20the%20marketing%20researcher.
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4.2.1 Government Statistics 

These sources are relevant as they may include all or some of the following types of data: 

Population censuses, Social surveys, family expenditure surveys, Import/export statistics, Production 
statistics, Agricultural statistics. 

Examples of Government statistics sources: 

Dun & Bradstreet – this is a valuable source that can be used to uncover competitor information. It 
shows their approximate revenue, the number of employees, and other insights such as location, brief 
description, contact number, etc. It also can be used as a directory to find companies or organization 
in a particular industry. In the link are listed 173 Government organizations in Saudi Arabia as sources 
for additional information in their respective fields of operation. 

General Authority for Statistics of the Kingdom of Saudi Arabia – one of the most essential sources 
providing data related to industries, companies, worker salaries, market trends, supply and demand 
and so on. 

Kingdom of Saudi Arabia Open Data – another Governmental source offering numerous datasets 
across numerous industries. Some of the datasets refer to the agriculture, health, transport, financial 
and education industries, to name a few. 

4.2.2 Trade Associations 

Trade associations differ widely in the extent of their data collection and information dissemination 
activities. However, it is worth checking with them to determine what they do publish. One would 
typically expect that they would produce a trade directory and, perhaps, a yearbook.  

Examples of Trade associations’ sources: 

Eye of Riyadh - is another valuable source that shows 40 business associations in Saudi Arabia. These 
associations usually post news and insights relevant to their operations, which can be beneficial for 
market research. 

Araboo – this is a source similar to the Eye of Riyadh. It compiles a list of business and industry 
associations in Saudi Arabia. Some of the listed associations include the International Chamber of 
Commerce in Saudi Arabia and the Capital Market Authority in Saudi Arabia. 

4.2.3 Commercial Services and Other 

Sources 

Published market research reports and other publications are available from many organizations that 
charge for their information. Typically, marketing people are interested in media statistics and 
consumer information that has been obtained from large scale consumer or farmer panels. The 
commercial organization funds the data collection, which is wide-ranging in its content and hopes to 
make its money from selling this data to interested parties. 

Examples of Commercial services and other sources: 

https://www.dnb.com/business-directory/company-information.government.sa.html?page=2
https://www.stats.gov.sa/en
https://data.gov.sa/en/home
https://www.eyeofriyadh.com/directory/category/110_associations
http://www.araboo.com/dir/saudi-business-associations
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Global Edge – a source that provides country insights in numerous categories, such as economy, trade 
statistics, corporation information, and country trends, to name a few. 

The Observatory of Economic Complexity is a powerful tool that can be used to visualize and uncover 
international trade data. It can be used to see the import, production, export, and consumption of 
most types of goods. This tool can also be used to see in detail the goods and value of goods traded 
between countries in prior years – therefore establishing a trade growth or decline pattern. 

Statista is a source that provides numerous statistics, graphs, forecasts, and insights on numerous 
industries and markets across multiple countries.  

4.2.4 National and International 

Institutions 

Bank economic reviews, university research reports, journals and articles are all useful sources to 
contact. 

Examples of National and international institutions sources:  

International Labor Council – this is a source that provides statistics and insights into a plethora of 
topics. Some of the covered topics include; domestic workforce, enterprise development, skills and 
employability across multiple countries. 

Food and Agriculture Organization of the United Nations – This source can be utilized when researching 
the agriculture market. There are numerous statistics, news, and reports available with much more 
detailed insights on the agricultural landscape in multiple countries, including Saudi Arabia.  

United Nations Development Programme – this can be used to identify areas where countries are 
implementing new sustainable and efficient projects with economic and social impacts. There are 
typically articles and report that could contain interesting statistics for the market researcher. 

International Monetary Fund – this is a valuable source when searching for information related to 
economics data, consumer pricing, country debt, and social spending, to name a few. General country 
profiles, reports, articles, as well as in-depth country statistics are available here. 

Worldbank – as an extension to the IMF source, this source also shows statistics related to a particular 
country's monetary and financial well-being. In addition, they offer surveys and data visualizations that 
may be useful for market research in this field. 

Unstats – it is a directory listing all international organizations. It can be used for more market 
research-related information.  

4.2.5 Other 

Although there are thousands of tools and options for information and data sources, below is a 
shortlist of solid contenders in the market resource pool. Additional uncategorized Marker Research 
resources and tools (explanations source: Zoho) 

https://globaledge.msu.edu/countries/saudi-arabia
https://oec.world/en/profile/country/sau
https://www.statista.com/topics/1630/saudi-arabia/
https://www.ilo.org/beirut/countries/saudi-arabia/lang--en/index.htm
http://www.fao.org/countryprofiles/index/en/?iso3=SAU
https://www.sa.undp.org/content/saudi_arabia/en/home.html
https://www.imf.org/en/Countries/SAU
https://data.worldbank.org/country/SA
https://unstats.un.org/unsd/iiss/List-of-International-Organizations.ashx
https://www.zoho.com/academy/marketing/market-research/resource-list-for-secondary-market-research.html
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1. BuiltWith - will let researchers see what technologies the client company’s competitor websites 
are using—information that may help researchers suggest what a client company to implement 
on their site. 

2. Consumer Barometer - is an interactive tool that “helps researchers understand how people 
use the internet across the world” (for instance, how prospects research products before 
buying). 

3. MarketResearch.com - has consolidated more than 250,000 research reports from hundreds of 
sources, and it is updated daily.  

4. Pew Research Center - provides information on public opinion, demographic trends, media 
content analysis, social issues, and more. 

5. PR Newswire - offers access to all press releases and press-related stories in a particular 
country. 

6. SimilarWeb offers access (free and paid versions) to website traffic data. Researchers can see 
how much traffic the client company’s competitors online stores receive to get a sense of the 
size of their potential market. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://builtwith.com/
https://www.thinkwithgoogle.com/
https://www.marketresearch.com/search/results.asp?query=saudi+arabia
https://www.pewresearch.org/search/saudi+arabia
https://www.prnewswire.com/search/news/?keyword=saudi%20arabia
https://www.similarweb.com/
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5. Data Processing  
The following section overviews the steps and how gathered data through primary market research 
can be processed and analyzed. The section structure begins by listing the sources used for the analysis 
and then proceeds to detail the methods, tips and steps for performing each particular type of data 
processing. 

5.1 Survey Data Processing 

A couple of sources were analyzed to narrow down some of the most utilized practices when 
processing survey data. The sources include Get Thematic, Scribbr, and Qualaroo. 

These are a couple of steps that can be used before the actual data processing, as they tend to enhance 
the data processing: 

1. Start with the end in mind – what are the researchers’ top research questions?  
The researcher should go back to the main research questions which they outlined before 
starting the survey. The researcher should have these type of questions when setting a goal for 
their survey. 

2. Filter results by cross-tabulating subgroups. 
At the start of the survey, the researcher will have set up goals for what they wanted to achieve 
and exactly which subgroups they wanted to analyze and compare against each other. 

3. Interrogate the data.  
Look at the survey questions and interrogate them. The following are some questions that 
might be used for this: 

o What are the most common responses to questions X?  
o Which responses are affecting/impacting us the most?  
o What’s different about this month/this year? 

The most common steps when processing survey data include: 

1. Processing of the data, usually done with the help of a computer program to sort all the 
responses. The researcher should also clean the data by removing incomplete or incorrectly 
completed responses. 

2. If the researcher asked open-ended questions, they would have to code the responses by 
assigning labels to each response and organizing them into categories or themes. The 
researcher can also use more qualitative methods, such as thematic analysis, which is 
especially suitable for analyzing interviews. 

3. Statistical analysis is usually conducted using programs like SPSS or Stata. The same set of 
survey data can be subject to many analyses. 

Other tips on how to gain the most out of the survey data processing include: 

https://getthematic.com/insights/analyze-survey-data-survey-analysis/
https://www.scribbr.com/methodology/survey-research/
https://qualaroo.com/marketers-guide-surveys/analyze-survey/
https://www.scribbr.com/methodology/thematic-analysis/
https://www.ibm.com/analytics/spss-statistics-software
https://www.stata.com/
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1. Segmentation. 
It cannot be overstated the importance of segmentation. Researchers can break down 
responses based on various variables, such as existing customers versus inactive customers, 
the dollar amount spent, and so on. The more ways the researchers slice and dice the 
customers (so long as the segment based on variables meaningful to the client company’s 
business), the more insight the researcher can get. 

2. Avoiding averages and aggregate data.  
Averages give average insights. Segments, cohorts, and eliminating specific responses from the 
researchers’ evaluation are the best ways to get more clarity from their data. Just like with 
averages, when data is aggregated, it loses its ability to give insights. 

3. Context is key.  
When comparing numbers, the researcher should use ratios to understand the context. Is 50% 
a good number? Only in context to some other number. 

5.2 Interview Data Processing 

Interaction Design has a publication on the six phases of processing interview data. Their phases 
involve the following: 

1. Familiarization   
During the first phase, the researcher starts to familiarize themself with the data. If they have 
audio recordings, it’s often necessary to perform some form of transcription, which will allow 
the researcher to work with the data. In this phase, they go through all of the data from the 
entire interview and start taking notes, and this is when the researcher begins marking 
preliminary ideas for codes that can describe their content. This phase is all about getting to 
know the researcher’s data 

2. Generating Initial Codes 
In phase two, the researcher assigns their codes to the data. A code is a brief description of 
what is being said in the interview; so, each time they note something interesting in the data, 
the researcher writes down a code. A code is a description, not an interpretation. It’s a way to 
start organizing the data into meaningful groups. 

3. Searching for Themes 
In phase three, the researcher starts to sort their codes into themes. Whereas codes identify 
interesting information in the gathered data, themes are broader and involve active 
interpretation of the codes and the data. The researcher starts by looking at their list of codes 
and their associated extracts and then try to collate the codes into broader themes that say 
something interesting about the data. 

4. Reviewing Themes 
During phase four, the researcher reviews and refines the themes that they identified during 
phase three. The researcher reads through all the extracts related to the codes to explore if 
they support the theme, if there are contradictions and to see if themes overlap. “Data within 
themes should cohere together meaningfully, while there should be clear and identifiable 
distinctions between themes.” 

5. Defining and Naming Themes 
During phase five, the researcher names and describes each of the themes they identified in 
the previous steps. Theme names should be descriptive and (if possible) engaging. In the 

https://www.interaction-design.org/literature/article/how-to-do-a-thematic-analysis-of-user-interviews
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researchers’ description of the theme, they don’t just describe what the theme is about but 
also describe what is interesting and why it’s interesting. 

6. Producing the Report 
The final report looks like it depends on the researcher’s project; they might want their final 
delivery to be personas or user scenarios, but there are some commonalities the researcher 
should always include. When the researcher writes up their results, there should always be 
enough information about the project and process for the reader to evaluate the quality of the 
researcher’s research. Given that, the researcher should write up a clear account of what 
they’ve done – both when they carried out the study and for the analysis. 

5.3 Focus Group Data Processing 

Upstream Consulting is a source that lists a six-step approach that involves the processing of focus 
group data. These are their steps: 

1. Debrief from the Focus Groups 
As soon as the researcher finishes with the focus group, they should take the time to debrief 
with their co-facilitator. Discuss the overall impressions of the group’s responses and make 
notes of any comments or non-verbal communication that the note-taker may have missed. 
This is also a good time to jot down any themes that emerged during the discussion since 
everything should be fresh on the researcher’s mind. Finally, if the researcher is conducting 
multiple focus groups, they should make sure that notes and any participant surveys are 
correctly labelled. 

2. Review & Transcribe 
The researcher might want to create a transcription of the groups’ discussions to help them 
categorize the data and pull out essential quotes. They can pay a professional transcription 
company to do their work, or researcher can do it themselves (play, type, pause, repeat). 
 
These are a couple of pointers if the researcher decides to do their transcription: 

a. The researcher should remember to transcribe the questions that were asked. This will 
help them keep their data organized when they start analyzing it.  

b. Researchers should avoid the temptation of adding in words. People don’t speak as they 
write; therefore, the researcher should type what they hear and don’t worry about 
grammar.  

c. Add in any collective group responses. For example, if everyone laughed or cheered 
following a response.  

d. Make a note of any context, as mentioned above. 
3. Identifying the Themes 

Themes are the central ideas that emerged during the researcher’s focus group discussion. For 
example, if the focus group aimed to identify barriers to healthy eating, the researcher’s 
themes may include cost, time, knowledge, and access to healthy foods. 

4. Organizing & Categorizing the Focus Group Data 
Here are a couple of ways to do this: 

a. The researcher can print out a copy of all transcripts (double or triple-spaced works 
best). Afterwards, they could go through the transcript and make notes of the 
category(ies) beside each comment. 

https://upstream.consulting/grant-readiness/how-to-analyze-focus-group-data
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b. Use Microsoft Excel (or a similar program) to create a spreadsheet organized by 
question and category. The researcher can then copy each comment into the 
appropriate sheet and categorize it appropriately.  

c. Finally, the researcher could use a qualitative data analysis program, such as MAXQDA 
or NVivo. 

5. Interpretation & Summation 
The researcher should pay attention and ask themselves some of the following questions as 
they begin to summarize the results: 

o What are the main ideas that emerged from all of the researcher’s focus groups?  
o What participant quotes summarize the key ideas perfectly?  
o What were the most common responses?  
o Were the responses different among subgroups of participants (e.g., by gender, age, 

etc.)?  
o Were there any responses that were often mentioned together?  
o How can future focus groups, surveys, or research expand upon the researcher’s 

findings?  
o How might these findings be used to improve programs, services, policies, etc.? 

5.4 Observations Data Processing 

Based on the insights and information from these sources (Writing, Dr. Cath, Green Book), the 
following steps and methods of processing and analyzing observational study data are presented. 

Gathered field notes are usually detailed and highly descriptive. They include descriptions, recalled 
information, interpretations and personal impressions. In long field research, they take the form of 
diaries, memos, notes and logs. The researcher must shift through the notes to make sense of the 
situation, events and interactions observed. The notes are then organized into themes or taxonomies 
(classifications). The researcher then looks for repeated patterns and deviant cases. 

The observer begins with reading a situation as a text, applying as many critical techniques as possible 
without violating the sanctity of the text. It is important to avoid picking and choosing instances of 
behaviour out of context.  

Analysis may reveal convergent data, metaphors that run throughout a language, culture, or group 
(thematic analysis). Key terms or key metaphors may be unpacked and examined for their significance 
and interrelationships among other aspects of group dynamics (content analysis). Dominant plots in 
the literature, films, and the text of daily life of the group aid in analysis of the data as a whole. 

The steps taken generally comprise of the following: 

1. Compile the data. 
2. Read the text chronologically. 
3. Read the text to identify recurring themes. 
4. Divide each day's field notes into sections that deal with particular themes. 
5. Reorganize the whole set of notes under the themes. 
6. Identify sub-themes and remove or collapse themes until more useful themes emerge. 
7. Review the themes and organize the report around the final identified themes. 

https://www.maxqda.com/
https://www.qsrinternational.com/nvivo-qualitative-data-analysis-software/home
https://writing.colostate.edu/guides/page.cfm?pageid=1354&guideid=63
https://www.drcath.net/toolkit/observational-studies
https://www.greenbook.org/mr/market-research-methodology/researchers-should-be-aware-of-the-problems-with-observational-data/
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The researcher can also try and strengthen their observational data by following these tips: 

 Consider the counterfactual. 
What would have happened if X was not done? 

 Try to model the data to mitigate various biases. 
(Techniques used to mitigate the problems with observational data include weighing the 
data to make it better match the population, using matching to find similar people in the 
people who were not exposed to the stimuli, and utilizing Bayesian statistics (based on the 
probability of X given that Y has happened) 

 Use surveys and qual to explain the missing part of the picture. 
When the researcher needs to know ‘the Why’ or how to change things, traditional research 
can be the extra ingredient that observational (vast data) needs. 

5.5 Field Experiments and Trials Data 

Processing 

A few sources containing information on the ways to analyze field experiment data were uncovered 
(source 1, source 2, source 3). According to their insights, field experiment results can be processed in 
the following ways: 

1. The researcher can use relatively simple reporting forms in conjunction with simple interviews 
and questionnaires that can be readily summarized. However, it is essential not to oversimplify 
the analysis of field trial material. It can be beneficial to periodically conduct extensive 
interviews with participants to outline the problems experienced and highlight any experiment 
improvements that would be needed. 
 

2. Another technique that can be used in many cases is to bring together participants in a field 
trial to discuss their experiences collectively. This can be a valuable way of summarizing the 
impressions of several users and can also provide new insights as to possible improvements to 
the product that may be needed 

Another vital element of the field experiment is the researcher’s analytic field notes. These are their 
impressions and observations. Analyzing field note data is a process that occurs over time, beginning 
at the moment a field researcher enters the field and continuing as interactions are happening in the 
field, as the researcher writes up descriptive notes, and as the researcher considers those interactions 
and descriptive notes mean. 

Once the analytic field notes have been written or typed up, the field researcher can begin to look for 
patterns across the notes by coding the data. This will involve the iterative process of open and focused 
coding.  

One answer to how to manage the mass of photographic, video, hand-written notes, and audio 
recordings is affinity diagraming. It enables researchers to use the natural relationships between 
various observations from field studies or other types of user research to organize them into 
meaningful and actionable groupings. Following the affinity-diagramming process, these are some 
steps that help process the field study data: 

1. The researcher should record each of their observations on a Post-it note or note card. 

https://saylordotorg.github.io/text_principles-of-sociological-inquiry-qualitative-and-quantitative-methods/s13-05-analysis-of-field-research-dat.html
https://rauterberg.employee.id.tue.nl/lecturenotes/UFTfieldtrial.pdf
https://www.uxmatters.com/mt/archives/2010/09/analyzing-data-from-field-studies-wiki-design.php
https://www.interaction-design.org/literature/article/affinity-diagrams-learn-how-to-cluster-and-bundle-ideas-and-facts#:~:text=The%20Affinity%20Diagram%20is%20a,%E2%80%9CSpace%20Saturate%20and%20Group%E2%80%9D.
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2. The researcher should stick all of their notes up on a whiteboard or wall or lay them out on a 
large table. 

3. Working collaboratively with the client company’s product team, the researcher should 
consider which observations are related to one another and gather all of their observations 
into meaningful clusters. The researcher should make sure they get a consensus on these 
clusters. 

4. If particular clusters are too large to be manageable, they should be broken down into 
subgroups. 

5. The themes of each cluster should be discussed, and then then a descriptive name for them on 
a large Post-it note should be written. Afterwards, they should be placed above the cluster. 

5.6 Ethnography Data Processing 

Uncovering how to process the data and results from ethnography led the research to analyze 
numerous data sources. From those, a few had relevant information. These sources include CUNY, Max 
QDA, and Taylor & Francis Group). 

Below are the key conclusions drawn from the analyzed literature. 

The data analysis in the ethnographic methodology is iterative and unstructured. There are three 
aspects of data analysis: description, analysis and interpretation.  

The description refers to the recounting and describing of data, inevitably treating the data as fact.  
Analysis refers to the process of examining relationships, factors and linkages across the data points. 
Finally, the interpretation of data builds an understanding or explanation of the data beyond the data 
points and analysis. 

Observations, descriptions and interpretations must be indicated throughout writing field notes 
because the field notes become a record and a data point during the data analysis and writing process. 
The clearer the differentiation becomes, the better position the ethnographer is in to report both the 
phenomenon they record and their interpretations during the research process. 

1. The first step of ethnography result analysis is coding. 
Coding analysis begins through evolving coding. Coding moves to the identification of critical 
themes analysis. It further develops through memo-ing analysis and continues toward 
interpretation, leading to assertions/theory written ethnography. 

2. Next are setting up themes.  
Codes often begin as descriptive markers of things people say or do. To transform the 
researcher’s coding efforts into analysis, the coded categories are refined, typically through 
multiple rounds of the coding cycle, leading to the identification of key themes within the 
researcher’s data. While codes can develop into themes, the researcher can also directly code 
their data for themes as thematic analysis is a standard method of data analysis for 
ethnographers and other qualitative field researchers. 

3. Organizing the themes. 
Because the themes so far remain at the material level of what the interviewee said and do. 
These are considered “topical” themes representing the apparent meaning rather than 
representing overarching (i.e., more conceptual) themes. To move topical themes to the 

https://cuny.manifoldapp.org/read/untitled-fefc096b-ef1c-4e20-9b1f-cce4e33d7bae/section/cc7fef6e-6dbb-4f16-b491-27ccb28d5f91
https://www.maxqda.com/blogpost/coding-optimizing-rethinking
https://www.maxqda.com/blogpost/coding-optimizing-rethinking
https://www.tandfonline.com/doi/full/10.3109/0142159X.2013.804977
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conceptual level of overarching themes, the researcher should interpret the underlying 
meaning that these themes embody. 

4. Memo-ing and Assertion Development. 
Writing memos allows the researcher to converse with their research literature, data, and the 
insights they’ve documented and developed in earlier memos, and consequently well positions 
the researcher to make some assertions about the specific sociocultural setting studied. 
Making an assertion means declaring or asserting something as truth. The researcher offers a 
plausible explanation of the cultural phenomena and group experience they have learned, 
defending this argument with evidence. 

One useful tool for field research that enables users to organize all kinds of data, e.g. by scanning hand-
written notes and coding them, and coding pictures, is MAXQDA. It should be considered as a potential 
software alternative that can enhance and quicken the data analysis process. 
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6. Presentation of Results 
The last section of this document focuses on ways, methods, and tools that can be utilized to present 
the market research data as professionally and as efficiently as possible. The structure of the section 
begins by listing the information sources, followed by the various ways of presenting data – alongside 
a brief description and examples of each (whenever available). 

Ways of presenting market research findings required analysis of numerous articles, publications and 
articles. Out of which, the following sources were considered as the ones with the most critical 
information and data. These sources include Insightrix, Mind Station, and Survey Any Place. 

These are the main ways of results presentation based on the sources’ information: 

1. Interactive Dashboards 
Interactive dashboards let researchers 
communicate important information to a client 
company. A dashboard is a visual display of the 
essential information from a project. The 
information appears on a single screen, offering 
a quick and straightforward way to monitor and 
evaluate a study’s progress. Dashboards are a 
highly effective way to present data to executives who don’t have a lot of time and need to 
check data at any point in a project. 
Examples of Interactive Dashboards: 

o E-Tabs have developed software to automate research data and present it visually 
to users. With "Market Research Dashboards", researchers can create dashboards 
for their project using HTML5 and Silverlight technologies.  

o Dapresy offers a structure that enables online reporting of research data and fully 
customizable visuals for the needs of the researchers’ client company. Dapresy, uses 
HTML5 and .NET technologies, and it customizes the design based on the 
researchers’ needs. They can upload your SPSS® data file directly to the system and 
create their visual template and reports. It is handy for tracking projects. 
Researchers can transfer their reports directly to PowerPoint®. 

o  
2. Infographics  

Infographics illustrate data and combine text, 
images, and design with telling the story of a 
study. They are becoming increasingly 
popular. Since infographics present data in 
an engaging and easy-to-understand 
manner, they are frequently shared on social 
media, boosting the viral capabilities of your 
information. Infographics can drive increased traffic to the researchers’ company website and 
highlight critical elements of their data. 
Examples of Infographics: 

https://insightrix.com/6-creative-present-research-data/
http://mind-station.com/en/blog/4-great-ways-to-present-market-research-results.htm
https://surveyanyplace.com/5-ways-to-present-survey-data/
https://www.e-tabs.com/
https://www.a1technology.com/silverlight-technologies.htm#:~:text=Microsoft%20Silverlight%20is%20basically%20a,applications%20(RIAs)%20for%20browsers.&text=NET%2C%20running%20on%20both%20Mac,operating%20in%20a%20browser%20sandbox.
https://www.dapresy.com/
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o Venngage has over 300 ready-made templates, which researchers can use to create 
infographics using the drag-and-drop method easily.  

o Infogr.am is not only a creation tool but also an interactive report preparation tool. 
The infographics the researcher has prepared have an interactive dashboard 
feature. In this way, the researcher can present their data in more complex and 
different ways. They can also translate it into PNG and PDF formats. Researchers 
can present their research results fast, visual, and on a single page using this tool 
alone.  

3. Videos/Vox Pops 
Videos let researchers put a face to the research, making study results more relatable and 
memorable. Vox pops are another effective way to bring research to life: vox pops (or streeters) 
are interviews with public members where people speak on camera and tell the viewer what 
they think and how they feel about a particular subject. Videos and vox pops can supplement 
qualitative and quantitative research and are compelling to involve the viewer in the study. 

4. Motion Graphics 
Motion graphics are graphics that use video footage or animation technology to create the 
appearance of movement. They are often combined with audio and used in multimedia 
projects. Motion graphics are a captivating way to present your data, and they help create a 
story for your data. The graphics help people understand concepts more clearly and make the 
researchers’ project more appealing. 
Examples of Motion Graphics: 

o PowToon provides researchers with the tools to create Motion Graphics easily, 
quickly and effectively by utilizing the sources’ templates. PowToon also provides 
researchers with templates for their specific research needs. Researchers can save 
motion graphics they have created in PDF or PPT format. 

5. Web & Mobile Apps  
The increase in the number of smartphone users has led to new ways of presenting data. In the 
increasingly fast-moving world, people need to check reports and research data at any time, 
and apps are the perfect solution. Web apps let users check research data on their mobile 
devices, and the interactive nature of the apps enables the user to control the research data 
they want to access and present. Apps are intuitive, easy to use, and an engaging way to view 
data and results. 

Other valuable sources for presenting market research data: 

 Slideteam 
This is a source that contains hundreds of template of PowerPoint presentations. Their 
templates from Market Research presentations count more than 4,100 examples. Apart 
from that, numerous other types of templates can be utilized from this source. 

 Visme 
This is a cloud-based presentation tool that allows you to create highly visual presentations 
to engage viewers and communicate your ideas. It features an intuitive, drag-and-drop 
design method for creating presentations 

 Haiku Deck  
Haiku Deck is a platform that prioritizes simplicity. Researchers can create elegant, basic 
presentations with high-quality images. The Spartan approach allows for connecting with 
client companies instead of losing them in information overload due to text-heavy slides. 

https://venngage.com/templates/#surveys
https://infogram.com/
https://www.powtoon.com/
https://www.slideteam.net/powerpoint/Market-Research-Results
https://www.visme.co/
https://www.haikudeck.com/
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 Canva  
Canva is an online platform that provides templates for a wide range of business-related 
publications, like resumes, newsletters, business cards, media kits, brochures and 
infographics. Researchers can also use it to construct presentations. There are hundreds of 
design layouts and templates to start with, and researchers can upload their images or 
choose from more than one million of Canva's stock images. 

 VideoScribe 
This is a whiteboard video presentation platform that allows researchers to customize their 
presentations to fit their needs. These videos, which feature a whiteboard and hand that 
"draws" different objects and slides in the presentation, are ideal for quick explainers and 
marketing videos on the client company’s business or product. 

 Prezi 
Prezi is another template-based presentation solution that researchers can use to create 
persuasive and engaging presentations with unique movement between "slides" and key 
points. Prezi maps out the researcher’s whole presentation on an overall track that they 
decide. When the slides are switched, it doesn't simply advance to the next one; it takes 
the viewer through the track to the point that needs to be made. This allows the 
researcher’s audience to visualize the progression of the presentation. 
  

 

 

 

 

 

https://www.canva.com/create/presentations/
https://www.videoscribe.co/en/
https://prezi.com/

