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Introduction

The idea of conducting market research can be overwhelming for anyone in a marketing role. After all, market research 
requires expertise, an understanding of best practices, and resources to help you gain the insights about your consumers that 
you need to be successful.

While it may seem overwhelming, it’s also vital to your business. Why? Because market research gives you information about 
the behaviors, preferences, and pain points of your target market. Additionally, market research can even help you under-
stand who your target market is. When you know this key information about your target market, it’s easier to glean insights to 
successfully drive communications with your current and potential customers, focus on opportunities for business growth, 
and make marketing decisions that are rooted in relevant data.

Conducting market research is a necessary step in the process of creating a top-notch marketing strategy. And, the good 
news is it doesn’t have to be difficult. With a little bit of training and access to the right resources (like this guide), you can rest 
assured you and your market research team will create a winning market research strategy.

The following chapters will guide marketers through the main pillars of crafting a high quality and data-driven studies. Each 
chapter will include an explanation of common market research practices and/or tools along with worksheets, checklists, and 
other resources to help you build a more productive market research strategy.

No matter what your role is on the marketing team, after reading this guide, you’ll learn how to:

• Identify the top types of market research

• Understand which research method best suits your needs

• Properly guide the creation of surveys

• Conduct productive consumer interviews

• Lead a focus group

• Interpret insights from your collected data

• Implement an actionable marketing plan based on data-driven insights

Let’s get started on this journey to help you better understand your target market through results-driven market research 
practices.

Let Market Research Guide Your Marketing Decisions
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CHAPTER 1

The first thing to know about market research is there 
are several different ways to get feedback from your 
target market. What works best for you will depend 

on your preferences, your goals, and your resources.

Let’s quickly review each method of market research, 
top tools to help you conduct each type of research, 

common methodologies, and types of insights.
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METHODS OF MARKET RESEARCH

The purpose of market research is to learn 
about your target market. There are several 

different ways to do this, but here are the 
most popular.
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Chapter 1
Learn About the Different Methods of Market Research

SURVEYS
Surveys are among the most popular methods of market research and include a series of multiple choice or scaled questions. 

Surveys are a great method to use when you:

• Need quantifiable numbers

• Have a specific question you want to explore

• Have access to a large query sample

• Possess a survey tool that will crunch the numbers for you

• Are interested in a faster and more affordable research method

• Need to reach a wider range of respondents than with other research methods

When crafting a survey, the most important things to ask yourself are what your end goals are, what questions you want to be 
answered, what insights you hope to glean from gathering quantifiable feedback from your customers, and who your respon-
dents should be.

When you have identified this information, it will be easier to write a survey that elicits the responses you need.

Top Technologies for Survey Creation

With recent market research innovations, there are now several tools on the market that will help you effectively create, 
distribute, and analyze data. Here are some of the top tools to check out:

• SurveyMonkey

• Survey Gizmo

• Qualtrics

• GetFeedback

• GetResponse
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Chapter 1

INTERVIEWS
Interviews are when a single or group of market researchers ask open-ended questions to a customer that represents your 
target customer profile well. Interviews are largely exploratory and can include free-flowing conversations, general questions 
about your brand, or can be highly specific and include specific questions.

Interviews are a great method to use when you:

• Are still exploring a topic of research

• Don’t have quantifiable questions in mind

• Need open-ended feedback

• Require more in-depth human feedback on a topic

• Are digging deep into a specific issue.

Again, before conducting an interview, the most important thing to know is your goal. What are you hoping to accomplish in 
an interview?

Top Technologies for Conducting Interviews

You can always rely on the old-fashioned method of bringing in consumers to interview. However, since business is so global, 
a more efficient solution is to rely on video IDIs (in-depth interviews) or technology that helps you conduct interviews remotely. 
Top video interview tools include:

• FocusVision

• Voxpopme

• Civicom

• BlogNog

• Elevated Insights

Learn About the Different Methods of Market Research
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Chapter 1

FOCUS GROUPS
Focus groups include gathering a group of people together that acts as a strong sample of your target market. A moderator 
will typically ask questions to the focus group and observers (either hidden or not) will take notes on the interview.

Market research teams can use a focus group to:

• Explore a particular issue or topic of interest

• Gather specific questions for a survey

• Dig deep into a specific topic

• Gather large chunks of qualitative data

When conducting a focus group, it’s important to define your goals and then select members that represent your target demo-
graphic well. You can also potentially hold multiple sessions with different types of members or a mix of members.

Top Technologies for Focus Groups

Just like conducting an interview in person can be difficult in today’s global market, so can conducting a focus group. Thank-
fully, there are several smart technologies that will help you conduct focus groups remotely. Top software programs include:

• TrendSource

• Engage In Depth

• SubVision

• Centiment

• Civicom

Learn About the Different Methods of Market Research
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Chapter 1

OBSERVATION
Observation is another type of research method that involves observing the behavior of communities. The old school way of 
doing this may be to observe actions in a store. 

With the advent of social media and IoT, a more helpful way to observe consumer actions is through the use of online commu-
nities. Online communities involve a closed-network of individuals that represent your target market. These respondents take 
part in a series of conversations and structured exercises around a relevant topic.

Online communities are helpful for researches that:

• Need a large sampling of consumer data including discussions, videos, blogs, journals, or other multimedia

• Have time and resources to measure results over longer periods of time

• Need more in-depth and reflective insights

• Want access to real-life data

Online communities are worth mentioning because they are a great tool for larger firms with more resources. Most tools 
and technologies offering market research with online communities will provide intuitive tools to help guide you through the 
research process.

Top Observation Technologies

As with most market research technology, there are several tools that will help you monitor social data, view online discussion, 
and see samples of consumer data. Top tools include:

• Fuel Cycle

• Remesh

• Synthesio

• Giftbit

• Protobrand

Learn About the Different Methods of Market Research
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Chapter 1

QUANTITATIVE AND QUALITATIVE DATA COLLECTION METHODS
Before moving on to how to design a market research study, it’s important to review the two types of data collection methods: 
quantitative data and qualitative data. Test Your Knowledge! Do you already know? Write your own definition of quantitative 
data and qualitative data before reading the definitions.

Quantitative data:

Qualitative data:

QUANTITATIVE DATA
Quantitative data are anything that can be expressed as a number or other quantifiable variable. These numbers could include 
a score, a rating, a number, a weight, a rank, etc. These data can be analyzed with statistics.

Quantitative data collection methods are used to:

• Confirm a hypothesis about a marketing phenomena

• Gather quantifiable information to understand consumers

• Document results with objective and specific language

QUALITATIVE DATA
Qualitative data are data that cannot be expressed as a without being coded manually. These data often represent open-
ended responses to questions and look for important patterns in non-numerical data.

Qualitative data collection methods are used to:

• Understand feelings and values that dictate and influence behaviors

• Capture language (narrative) and perceptions consumers use to describe a concept, brand, product or service

• Discover potential enhancements to improve trust and communications with consumers 

Both data collection methods are valid and will give you insights into consumer viewpoints, preferences, behaviors, and needs.

Learn About the Different Methods of Market Research
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CHECKLIST 1
Market Research Methods

DEFINE YOUR GOALS
You have clearly defined the goals of your market research with your marketing team, managers, 
and all other stakeholders.

IDENTIFY DRIVING QUESTIONS
You have decided what general questions you need to answer in order to make better marketing 
decisions. Ask yourself if these are exploratory questions or if they are specific. (Note: You don’t 
have to have survey or interview questions written yet. This step will come later).

DETERMINE YOUR METHODOLOGY
You understand the difference between qualitative and quantitative data collection and analysis.

EVALUATE YOUR RESOURCES
You have determined what tools you already have at your disposal. You have looked into your 
budget to find out what other resources you can invest in to further your market research goals.

DEFINE TARGET MARKET
You have created a customer profile(s) that includes all relevant information about your target 
demographic. (Note: This step will help you when selecting respondents for interviews, focus 
groups, or online community participants).

RESEARCH METHOD ANALYSIS
After defining your goals, identifying pressing research questions, determining your methodology, 
evaluating your sources, and defining your target market, it’s time to determine which method of 
research will best help you explore your market research questions.

REVIEW TOP TECHNOLOGY
Finally, you have researched the top technologies within your selected method(s) and made a 
decision about what program will help you best collect and analyze data.
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CHAPTER 2

The purpose of creating a survey is to get a quantifiable answer 
to a specific business question. The better your methodology, or 
questionnaire construction, the more accurate your responses 
will be. When your responses are an accurate reflection of your 

respondents’ opinions, experiences, and/or preferences, it’s easy 
to glean insights and make smarter marketing decisions based 

on those insights.

This chapter will give you tips on how to structure a survey 
including writing survey questions, programming a survey, how 

to use panels to get more respondents, etc. Additionally, this 
chapter will provide worksheets and checklists to help you start 

constructing your first survey.
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TIPS FOR WRITING A SURVEY

There is a science to writing a survey, and it can take 
multiple tries to perfect your questionnaire. However, 
if you follow the tips mentioned in this section, you’ll 
be well on your way to eliciting the right responses to 

your business questions.
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Chapter 2
How To Create Surveys

STEP 1: THE STRUCTURE OF YOUR SURVEY
A survey is structured kind of like an essay in that you provide an introduction, a body, and a conclusion, or outro. Here is how 
a survey should be structured.

Introduction

In the introduction, you briefly explain what your survey is about and how long it will take respondents to finish the survey. 
Remember, you need to be careful about not influencing respondents. For example, you may not want to mention the brand 
that the survey is about in the introduction. Why? It may influence the respondents to respond overly positively or over inflate 
their engagement with the brand in order to qualify for the study.

Body

The body is the bulk of the survey and includes your survey questions. Since this section of the survey is more involved, this 
guide will cover the types of questions and tips for writing good questions in more depth below.

Outtro

The outro is the last section of your survey. It indicates to participants that the survey is complete and thanks them for their 
time. If there is an incentive for participation, the outtro is a good place to confirm it and provide details.
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Chapter 2
How To Create Surveys

STEP 2: WRITING QUESTIONS
Creating a successful survey includes writing concise and 
specific questions. Let’s talk about question types and tips 
for writing good questions.

Question Types

1. Multiple Choice

Multiple choice questions allow respondents to choose one 
option or multiple options from a list, while single choice 
questions allow for a single option to be selected.

2. Open-ended

An open-ended question allows respondents to elaborate 
on a question with an open-ended response.This type of 
question can be used in conjunction with other question 
types for richer data.

3. Matrix/table

This type of question allows you to ask about multiple items 
in one question with the same metric/scale. Remember, 
these types of questions always need to be tested for mobile 
compatibility and user-friendliness. For example, make sure 
to repeat scale labels if there is a large matrix table.

4. Rating

This question lets participants rate a value on a scale. For 
additional guidance, remember there is an abundance of 
instructions available online for rating scale best practices.

5. Hot spot

A hot spot question presents an image and allows the partici-
pant to select a predetermined region to indicate their reaction 
(e.g., like/dislike, confusing/clear, etc.).

6. Heat map

A heat map presents an image and allows the participant 
to click anywhere on the image. This type of question is 
commonly used to capture what grabbed the attention of the 
respondent.

7. Ranking questions

This type of question allows respondents to rank a set of items 
against each other. In general, the rule of them is to include 7 
or less in a list because any more can be overwhelming.

8. Continuous sum

This type of question allows respondents to enter numeric 
values for a list of items, and each numeric value is summed 
and displayed to a respondent.

These questions are the most common types of questions 
on a survey. Now, let’s talk about tips for writing questions, 
so you ensure you get the answer you’re looking for in your 
survey.
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Chapter 2
How To Create Surveys

STEP 2: WRITING QUESTIONS

1. Keep the wording of your questions simple.

In other words:

2. Don’t write leading questions. 

If you want an honest answer, don’t write questions that lead respondents to answer in a certain way. This is why it’s important 
to use neutral wording.

3. Don’t write loaded questions. 

Loaded questions make implicit assumptions about respondents in the question. Make sure your questions are free of biases.

4. Don’t write double-barreled questions. 

Survey questions should not ask two questions at once. Instead, it should be written in a way so that only one thing/idea/
construct is measured.

5. Use industry-standard pre-written questions when applicable. 

In many cases, there may be existing questions, such as the Net Promoter Score (e.g.,”how likely are you to recommend our 
services to a friend or family member?”) that are already perfected. Use these questions in your survey if they will provide the 
data you need. 

No matter what type of question you write, the goal is to keep your questions short, sweet, and clear.

• Be simple, direct, comprehensible 

• Don’t use jargon

• Be specific and concrete

• Avoid ambiguous words

• Avoid absolutes

• Avoid negations

• Be read smoothly out loud

• Avoid emotionally charged words

• Allow for all possible responses
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Chapter 2
How To Create Surveys

STEP 3: PROGRAMMING YOUR SURVEY
Once you have solidified your questions, you’re ready to program your survey. Thankfully, you don’t have to do this on your own. 
There are several survey programming software solutions that will do all the hard work for you. 

Top survey programming solutions include:

• SurveyMonkey

• Survey Gizmo

• Qualtrics

• GetFeedback

• GetResponse

Each of these software solutions provides survey templates that you can quickly customize to your liking. These software 
solutions will do everything to make DIY survey creation, distribution, and data collection a sinch.
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Chapter 2
How To Create Surveys

STEP 4: USING PANELS TO GET MORE RESPONDENTS
One of the most important parts of conducting a survey is making sure you have enough qualified participants.  For some 
projects, the most effective method to get valid responses is to use a panel company like Fulcrum.

What Is A Panel Company?

Panel companies collect and manage groups of people who are interested in taking surveys and participating in studies. Panel 
companies track demographic data, so they can properly identify the best audience for your survey.  Good panel companies 
will also review and test your survey for you before sending it to their audience. This relieves a lot of the heavy lifting with 
survey creation and validation and ensures you and your respondents get the desired results.

How to Get Started With a Panel Company

Getting started with a panel company is easy. All you have to do is sign up for the service, and follow a few easy steps. Most 
panel companies offer similar services. Here are the steps to use the Fulcrum panel.

• Build: Build customizable surveys in the platform.

• Deploy: Deploy your customized forms to your mobile users with a mobile application. Fulcrum takes data collection 
ideas from a whiteboard concept to a deployed application in just minutes.

• Report: Report on data collection with beautiful visualizations.

• Extend: Integrate your own database systems, set up custom notifications, and build tools using an API.

• Check: When you run a panel project, always include quality control checks to clean out junky responses.

A survey panel company will help you get more responses and get them faster. Take the time to vet your panel company to 
learn about their sample populations and how they distribute surveys. When in doubt, go with a highly recommended panel 
company or a panel company that specializes (e.g., teens, Hispanic respondents, etc.).
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WORKSHEET 2
Practice Identifying & Rewriting Poorly Constructed 
Questions

Instructions: Read the following questions and identify what is wrong with the question. Then, write how you might 
fix the question.

QUESTION 1:
“HOW DIFFICULT WAS THE TEST YOU JUST TOOK?”

What is wrong with the question? 

How would you rewrite the question to elicit a more accurate response?

CHECK YOUR ANSWERS

Asking how “difficult” a question is brings a negative bias into a question. The test may have been easy for some 
respondents. Rewrite: How would you describe the test you just took?

QUESTION 1:
“HOW DO YOU FEEL ABOUT PRODUCTS AND SERVICES AT OUR COMPANY?”

What is wrong with the question? 

How would you rewrite the question to elicit a more accurate response?

CHECK YOUR ANSWERS

Asking how a respondent feels about products AND services is a double-barreled question. It is asking two questions 
in one. Rewrite into 2 questions: How do you feel about products at our company? How do you feel about services at 
our company?
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CHECKLIST 2
Writing the Perfect Survey Question

IDENTIFY WHAT YOU NEED TO KNOW 
Talk to your marketing team to determine exactly what it is you need to know. You can start by 
brainstorming all questions and then eliminating anything that isn’t imperative to know. 

DETERMINE HOW YOU WILL USE ANSWERS
Once you know what you need to know, determine how you will use that information to help make 
better marketing decisions. This practice will also help you eliminate unnecessary questions and 
focus on essential questions.

DECIDE ON YOUR QUESTION TYPE
Does the information you need to know require an open-ended response, a ranking, a multi-
ple-choice question, or something else? Review each question type to decide which will help you 
collect the right response.

DRAFT YOUR QUESTIONS
Take a first pass at writing your survey questions. You have to start somewhere.

EVALUATE YOUR QUESTIONS 
Recruit your team members to check for errors, specificity, and any potential leading, loaded, 
and/or double-barreled questions.

REWRITE YOUR QUESTIONS 
If you have any problematic questions, rewrite them.

TEST YOUR QUESTIONS
Once you have finalized the first draft of your questions, test them on an internal audience. The 
purpose of this practice is to double-check that the questions you are asking are unbiased, clear, 
concise, and give you the desired response to your questions.
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CHAPTER 3

Interviews are excellent research tools when you need 
to explore a topic in depth. Qualitative data you collect 

from interviews will give you open-ended responses 
and insights you need to improve your marketing 

techniques.

Before you conduct an interview, however, it’s important 
to create a guide for your interviewer. A guide will help 

keep your interviewer on track and ensure they are 
asking the right questions to help answer your research 

questions.
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Chapter 3
How to Guide Interviews

TIPS FOR GUIDING AN INTERVIEW
The interview questions you ask will depend on your research question and your goal for research. The questions you ask will 
vary from company-to-company and even study-to-study within the same company.

However, regardless of your research question, there are some general interviewing techniques that will help you get the most 
out of your interview. Here they are.

Write down your research questions.

• Write down open-ended interview questions that help you answer your research questions.

• Ask for examples from your participants that illustrate their point well.

• Ask what a respondent would in a hypothetical situation.

• Ask respondents to elaborate.

• Explore opposing ideas.

• Ask about other influencing conditions.

• Be flexible in your approach.

• Lead the interview as a conversation rather than interrogation.

• Keep track of time with timestamps in your guide, so you don’t miss crucial items.

• Ask more important questions early on, so your respondents are less fatigued and give higher quality feedback.

These practices act as loose guidelines for interviews. They will help your respondent delve deeper and get more than just 
customer testimonials. 
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WORKSHEET 3
Prep Your Own Interview Questions

STEP ONE: 
Write down your research question.

STEP TWO: 
Write down the essential questions you plan to ask your participants. Remember these 
questions are not the same as your research questions. They are specific questions that help 
you answer your research questions.

STEP THREE: 
Evaluate your interview questions. Do your questions allow for open-ended responses? Are 
your questions simple? Do they call for examples? Do they ask “how” rather than “why?” Will 
your interview take no longer than 1 hour?

STEP FOUR: 
Write down follow-up questions that will help you get a more in-depth response if the respon-
dent is vague at first.

STEP FIVE: 
Write probing questions that allow respondents to get more specific. 

STEP SIX: 
Organize your questions to help the focus group flow more naturally.

STEP SEVEN: 
Write a conclusion and identify your most important question to ask as the final question. 

STEP EIGHT: 
Finalize and study your interview question guide.
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CHAPTER 4

Focus groups help you gather qualitative data from a 
sample group of your target population. Focus groups 
are helpful tools when you need more in-depth insights 

about your marketing strategies and processes.

Here are some tips to help you guide a successful 
focus group.
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Chapter 4
How to Guide Focus Groups

TIPS FOR GUIDING A FOCUS GROUP
Conducting a focus group is similar to conducting an interview. The main difference is you are interviewing a group of 5-10 
people rather than just one individual. The moderator has a tall order of guiding the focus group so that everyone is partic-
ipating, not just one or two individuals. While it can be more difficult to get helpful responses from a group of people, it’s 
possible when your moderator employs the right interviewing techniques. These tips will help ensure the focus group stays 
on track.

Write down your research questions.

• Write down open-ended interview questions that will guide the focus group.

• Start with an introduction were you welcome participants, present an overview of the topic, set out ground rules, and 
ask the first question.

• Allow each participant an opportunity to answer questions.

• Ask probing questions by asking for examples, encouraging further explanation, allowing for reflection, etc.

• Explore opposing ideas from different participants.

• Lead the discussion so everyone gets a chance to answer. Naturally, there will be ramblers, overbearing participants, 
and shy participants. You can do this by asking people directly what they think.

• Be flexible in your approach and allow the discussion to flow naturally.

• Consider finishing the focus group with a conclusion and a final question.

These practices act as loose guidelines for focus groups. Each focus group is different, but the strategies and tactics 
mentioned above will help you get the most out of your focus group.
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WORKSHEET 4
Prep Your Own Focus Group Discussion

STEP ONE: 
Write down your research question.

STEP TWO: 
Write your introduction. Include a welcome message, an overview of the topic, guidelines for 
participants, and your first question.

STEP THREE: 
Write down the essential open-ended questions you plan to ask members of your focus group. 
Shoot for a total focus group time of 30 minutes to 1 hour.

STEP THREE: 
Evaluate your research questions. Do your questions allow for open-ended responses? Are your 
questions simple? Do they call for examples? Do they ask “how” rather than “why?”

STEP FOUR: 
Write down follow-up questions that will help you get a more in-depth response if the respondent 
is vague at first.

STEP FIVE: 
Write probing questions that allow respondents to get more specific. 

STEP SIX: 
Organize your questions to help the interview flow better. Remember, you don’t have to stick to 
this exact order, but it will help you prepare for the interview and guide the interview better.

STEP SEVEN: 
Finalize and study your guide so you are prepared for the focus group.



29Guidebook: How to Conduct Primary Market Research for Marketers

CHAPTER 5

Observation research is a great market research tool when 
you’re in need of gathering ongoing research about behaviors 
and attitudes of your target market. Observation research is 
a great tool when a research topic is new, and it’s vital to the 
success of your brand to gather information about consumer 

behavior. It’s also useful when market researchers need to 
gather a deeper understanding than can be provided by other 

types of methods.

Market researchers typically conduct observational research 
when they have larger access to data and a longer period of 

time to gather insights from that data. This may include things 
like engaging in discussion in an online community over time, 

picking up data from social media, or understanding buyer 
motivations over a period of time.
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Chapter 5
How to Conduct Observation

OBSERVATION METHODS BACK THEN
Old school methods of observation research may include things like a company studying a particular buyer over a time period, 
Proctor and Gamble style research of observing a consumer to gather consumer sentiment and feedback, and knocking on 
doors to ask if researchers could observe consumers in their homes.

OBSERVATION METHODS TODAY
With the advent of the internet, social media, and smart market research software, observation techniques are now much 
more robust, accurate, and easier to complete. Market research technologies allow researchers access to online communi-
ties, online panels, social media activity, buyer data, and much more. With access to these kinds of research tools, market 
researchers can formulate more elaborate market research questions and extract a larger amount of data continuously to 
make better marketing predictions.

Discussing each method of collecting observational research data is beyond the scope of this guide, but know companies like 
Fuel Cycle will provide you and your marketing team with the tools to conduct these larger studies.
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CHAPTER 6

Now that you’ve decided on your market research 
methodologies, written some questionnaires, and/
or interview or focus group questions, it’s time to 

learn how to make sense of the data. The way you 
analyze data will depend on the type of data you 
collect. In other words, you will employ different 

analysis methods for quantitative data and 
qualitative data. 
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Chapter 6
Making Sense of Data & Implementing It

QUANTITATIVE DATA ANALYSIS PROCESS
The good news about collecting quantitative data with the help of a market research software is all of the number crunching 
is done for you. 

When analysing quantitative data, here are some steps to follow.

1. Review Data.

The best news about using a quantitative data collection software tool is it does all the hard statistical analysis for you. Even if 
you have an advanced degree in statistics, using a software that does it for you is the way to go. It reduces the chance of error, 
gives you access to real-time analytics, and most tools provide explanations of what the numbers mean.

2. Record or code the data.

Once you have collected the data, take the time to code the data. Again, most data collection software programs will do this 
for you. You only have to worry about this if you are combining multiple data sources or importing data of your own.

3. Visualize the results.

Instead of leaving your results as numbers, turn them into visualizations that everyone on your marketing team can under-
stand. Good data collection software programs will allow you to convert data into a chart, table or graph with the click of the 
button.

4. Draw conclusions.

Once your data are organized and visualized, you can draw conclusions. Take time to determine how the data are answering 
your research questions.
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Chapter 6
Making Sense of Data & Implementing It

QUALITATIVE DATA ANALYSIS PROCESS
Qualitative data requires a different analysis approach than quantitative data. Here are 4 steps you should follow when working 
to understand the results of your qualitative data.

1. Skim Over Raw Data.

Get an overview of themes and patterns by skimming the data. Don’t spend your time reading every single comment. Rather, 
quickly look for patterns.

2.  Organize Themes.

Create, organize and cluster your themes in buckets. Think about how themes can be combined to create stronger support for 
the data and use your own contextual knowledge to find overall themes.

3. Develop A Narrative.

This process can happen simultaneously while organizing themes. Interpret and re-read data to categorize, code and induc-
tively develop a thematic analysis. These themes are the narrative of the story. 

4. Draw Conclusions.

Finally, arrange your themes in an order that is logical to the order of the study. Then, look for conclusions that answer your 
research questions.
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WORKSHEET 5
Analyze Your Own Quantitative Data

REVIEW
Write down your research question.

EXTRACT
Use Excel or another software program to extract the data and answer the questions:

• What patterns do you see in the data?

• What patterns are statistically significant?

• What themes run throughout the data?

VISUALIZE
Express your data visually. Turn your data into beautiful visualizations that everyone can 
understand. Not everyone on your marketing team is a statistician, but everyone under-
stands visuals. Would data best be expressed as a chart, graph, or table?

DETERMINE
Learn how the data answer your research question. Write down the top conclusions you 
can infer from the data.

IDENTIFY
What do the data say about your marketing strategy? What is working well? What needs to 
be adjusted?

1

2

3

4

5
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WORKSHEET 6
Analyze Your Own Qualitative Data

REVIEW 
Write down your research question.

SKIM
Quickly read over the raw data and write down any patterns that jump out at you.

ORGANIZE 
Cluster your data into themes. Do this by identifying various patterns in the data and organizing similar 
themes into the same bucket. If there are any data that is irrelevant, incomplete, or not conducive to the study, 
leave it out of the buckets.

CODE
Interpret and re-read data to categorize and inductively develop a thematic analysis.

DETERMINE 
Seek to understand how the data answer your research question. Write down the top conclusions you can 
infer from the data.

EXPRESS
Show your data visually or verbally. Turn your data into beautiful visualizations or written statements that 
everyone on your marketing team can understand. Would data best be expressed as a chart, graph, table or 
strong statements?

IDENTIFY
What do the conclusions from your say about your marketing program?

1

2

3

4

5

6

7
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CONCLUSION
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CONCLUSION
Implementing an Actionable Marketing 

Plan From Your Data

The purpose of a marketing team engaging in market research 
is to gain insight into the behaviors, preferences, and thoughts of 

consumers. The end goal should be to understand consumers 
to develop stronger, more personal, and more relevant marketing 

experiences. If you’ve followed the steps outlined in this guide, 
you’re already well on your way to gathering the right data from 

your target market to get relevant insights.

BUT, WHAT IS NEXT?
Next comes using those insights to improve your marketing 

methods. The final worksheet in this guide is a quick checklist to 
help you turn those insights into actions.



38

CHECKLIST - MARKETING RESEARCH
From Marketing Challenge to Marketing Plan

IDENTIFY YOUR MARKETING CHALLENGE. 
You have taken the time to interview management and stakeholders to identify marketing chal-
lenges.

WRITE YOUR RESEARCH QUESTION. 
You have combined the results of your needs analysis in step one to write one pressing research 
question.

CREATE YOUR STUDY. 
You have followed the instructions outlined in this guide to craft a well-written study.

ANALYZE DATA. 
Whether you collected qualitative or quantitative data, you have followed the steps to properly 
interpret and analyze your data.

IDENTIFY DATA CONCLUSIONS. 
You have analyzed your data to identify the main conclusions. Then, you have translated your 
conclusions into statements or visualizations that act as an answer to your research questions.

MAKE DATA-DRIVEN DECISIONS. 
You have used the results of your study to implement a new marketing plan.

PLAN TO TEST RESULTS. 
You have created a plan to measure and test the results of your new marketing directive.

PROMISE TO REMAIN FLEXIBLE. 
Industries, as well as customer perspectives, can change. You have committed to remaining 
flexible, continuing to conduct research, and measuring the results of your decisions.
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About Fuel Cycle:
Fuel Cycle is an all-in-one research platform that combines both 
qualitative and quantitative data to power real-time business 
decisions. Through online communities, rewards,   panels   and 
emerging market research solutions, Fuel Cycle offers an easily 
customizable and robust platform for brands and businesses to 
connect to their customers. With Fuel Cycle, organizations are 
able to put the customer first by capturing, analyzing, and quickly 
acting upon instant and reliable data to help predict the future of 
their industry and increase consumer loyalty. We provide customer 
intelligence solutions for organizations across various indus-
tries, including media & entertainment, consumer goods, financial 
services, healthcare, automotive and technology. Brands powered 
by Fuel Cycle include Google, ELLE, The UPS Store, AIG and more. 
 
TO LEARN MORE CONTACT US AT SALES@FUELCYCLE.COM 

OR CHECK OUT OUR WEBSITE: WWW.FUELCYCLE.COM


