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Introduction

Most industries including retail, insurance, consumer goods, manufac-

turing, and more employ a team of smart individuals to provide them 

with market insights and consumer data. Why? Because within market 

and consumer data lies important information on what drives a person 

to buy, what customers prefer, how customers will respond to your 

brand, and, ultimately, what your company needs to do to stand out in 

a crowd of competitors.

Market research is a common practice in every industry and with 

progress in AI, digital media, and technology, market research only 

continues to grow as a way to get to know consumers more intimately. 

The capabilities for market researchers are growing, and now is the 

time to replace traditional research with quicker and cheaper data 

collection methods.

This eBook will present ways you can embrace innovation, build on 

your current market research methods, and maximize your market 

research potential to glean better data, faster.
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Sustain Cross-Departmental Objectives

Traditionally, the marketing department has been the sole 

benefactor of market research. Marketing teams use market 

research to understand what drives consumers, test marketing 

campaigns, and to glean insights on the intimate needs of their 

customers.

Today, market research plays an important role in contrib-

uting to the overall goals of several other departments, not just 

marketing. 

According to The Future of Market Research 2017 Report by Fuel 

Cycle, marketing departments were still the largest benefactors 

of market research (55%). However, product teams were in 

second place with 32%, and sales and advertising were at 6%. 

Other departments that use market research included R&D and 

engineering.

Today, market research serves to inform nearly every department 

at the company as opposed to just the marketing team.
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Adopt More Robust Tools & Methods

According to the same study, 68% of market researchers reported if they 

could only use one market research method, it would be surveys. 

While surveying customers certainly holds value, it’s also important to note 

that response rates can be slim. Most customers report they’ve abandoned 

a survey halfway through, and some research suggests that average 

response rates linger around 26%. Moreover, according to GetFeedback,  

they claim that a response rate between 10-20% is reasonable. This means, 

when you rely on surveys as your number one method, you’re still not 

hearing from the majority of your customer base.

Additionally, surveys alone don’t cover the scope of market research 

needs. Community and VoC initiatives help to integrate both qualitative and 

quantitative research objectives to help you gain a more comprehensive 

and accurate view of customer perceptions.

As market research progresses, so do data collection tools. Now is the 

time to see how you can use more methods and tools to meet your market 

research needs.
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With all the advancements 
in technology, it’s worth it to 
investigate additional market 
research software tools. Not 
only will the right tool help you 
diversify your data collection 
methods, but the right tool will 
also economize the process. 

It’s important, however, to 
keep in mind that use of 
too many tools can become 
overwhelming, expensive, and 
repetitive. 

It’s not about using a few tools 
broadly. It’s about using the 
right tools deeply.

Adopt To New Tools — But Not Too Many

Fuel Cycle reports that 90% of market researchers use 

Microsoft Excel in their market research methods. 43% 

use Qualtrics and 42% use Survey Monkey (both tools 

that help with collecting surveys). However, levels of 

use drop below 24% for the following programs:
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 • Google Analytics

 • Tableau

 • RSS Survey Reporter

 • Survey Gizmo

 • R

 • Sawtooth Software

 • Adobe Analytics

 • Confirmit

 • Domo

 • Askia 

 • Other



Focus on Reliability

You may be wondering what actionable 

data will be the most reliable in your 

market research strategy. In Fuel Cycle’s 

2017 report, The Future of Market 

Research, respondents reported that 

marketing analytics (32%) and data 

targeting & segmentation (31%) are the 

most reliable for overall research objec-

tives.

Other categories included big data 

(16%), predictive intelligence (11%), and 

marketing automation (4%). 

Researchers also reported their daily tasks 

are dedicated to analyzing data, commu-

nicating with clients, and fielding research 

to name the top three. 
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Embrace Innovation

The outlook of the future of market research is 

positive in terms of technological advances and 

innovations. Year-after-year, market research 

technology is growing, and more companies are 

innovating current products.

As such, market researchers have more and more 

options that make data collection and market 

research quicker, cheaper, and more accurate.

While this focus on innovation and technological 

advancement brings about positive change, it also 

marks the end of traditional market research in many 

ways.

As your firm embraces innovation, work to adopt 

proper market research practices to balance out any 

potentials for data overload.
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Key Takeaways

1 | Your company may currently use market research to inform marketing decisions, but you should make it 

       a point to branch out to inform product development, sales and advertising, branding, communication, 

       R&D, and more. 

2 | Using more and varying market research tools is essential to help you cover the entire scope of your 

        market research needs.

3 | Now is the time to invest in better, not necessarily more, market research software.

4 | If you’re looking to improve reliability, start by using data collection methods that are working well for 

        most market researchers now, namely investing in marketing analytics, data targeting and segmentation 

       measures.

5 | Traditional market research is being replaced by several innovations in technology. As market research 

        grows, embrace innovation and find new ways to improve upon your current research methods.
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Conclusion

It doesn’t matter what industry 

you’re in, chances are, you can 

benefit from adopting market 

research best practices. However, 

what was traditionally the best way 

to approach market research might 

not currently be the most efficient, 

resourceful, or cost-effective 

way to gather data. By adopting 

the 5 suggestions listed above, 

you can maximize your market 

research potential, understand your 

consumers, and get better insights.
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About Fuel Cycle
Fuel Cycle is an all-in-one research platform that combines both quali-

tative and quantitative data to power real-time business decisions. 

Through online communities, rewards, panels and more, Fuel Cycle offers 

an easily customizable and robust platform for brands to connect to their 

customers. With Fuel Cycle, organizations can quickly act upon reliable 

data to help predict the future of their industry. We provide customer 

intelligence solutions for organizations across various industries, including 

retail, healthcare, and more.

LEARN MORE NOW!


