
Wired Wessex 

#WiredWessex 

27th October2011 

W: www.tlc -business.co.uk  T: 01962 600 147 E: info@tlc-business.co.uk  Tw: @tlcbiz  

F: TLCBusiness          L: TLC Business 



Agenda 

ÅAbout TLC Business 

ÅWhy do market research? 

ÅTechniques 

ÅResearch priorities 

ÅYour stories 

ÅMarket research tools 

ÅTop Tip 

ÅQ&A 

 

 



TLC Business 



TLC Business 

ÅEstablished in June 2005 

ÅPart of The Lifetime Company 

ÅSpecialise in working with ambitious 

SMEs 

ÅYour outsourced marketing department 

 



Our Services 



Some of our Clients 



Our Approach 

Preparation Inspiration Perspiration Evaluation Realisation 

+ + + = 



Why do market 

research? 



Rapidly changing 

ÅPolaroid 

ÅBlockbuster 

ÅKodak 

ÅYell 

ÅWatch makers 

ÅIridium 



For 

"Advertising people who ignore research are as 
dangerous as generals who ignore decodes of 
enemy signals." 
David Ogilvy 

 

"The human body has two ears and one mouth. 
To be good at persuading or selling, you must 
learn to use those natural devices in proportion. 
Listen twice as much as you talk and you'll 
succeed in persuading others nearly every time." 
Tom Hopkins 

 

 



Against 

ñIf I'd asked my customers what they 

wanted, they'd have said a faster horse." 

Henry Ford 

 

"It's really hard to design products by focus 

groups. A lot of times, people don't know 

what they want until you show it to them." 

Steve Jobs - BusinessWeek, May 25 1998 

 

 



Buté 

ÅñIt isnôt the customersô job to know what 
they want.ò Steve Jobs 

ÅApple Customer Pulse launched: 

ïSelect customers 

ïRegular email surveys 

ïInvite to join 
 

ñan online community for Apple product users who 
provide input on a variety of subjects and issues 
concerning Apple.ò 

 



Poor research 

ÅTimes 100 cites ópoor marketingô as a 
primary factor why 1 in 2 start-ups fail in 
first 2 years.  

ÅUK Insolvency Helpline - óFailure to focus 
on a specific market because of poor 
researchô = primary factor in SME failure.  

ÅSMEs traditionally adopt a short-term 
attitude to decision making. 
Entrepreneurs shun planning, in favour of 
óactively pursuing their business interestsô. 

 



PO vs. MO 

Is your business óProduct orientatedô or 

óMarket orientatedô? 

 



Proper market research 

ÅWho your customers are, what they 

want and how to give it to them 

ÅWhat your strengths & weaknesses are 

ÅFacts, not assumptions, on which to 

base your plans 

ÅSave you time and money 

ÅGreater ROI 

ÅReduces risk 

 

 

 

 

 



When is there no need? 

ÅEasy access to secondary sources of 

data 

ÅWhen a business has a ready-made 

client base 

ÅWhen the business involves a personal 

skill? 



Techniques 



Objectives 

1. Before anything else ï be clear about 

what you want the research to achieve 

2. Define the problem / challenge you 

face and want to resolve 

3. Establish what information you will 

need to do this 

 



Primary vs. Secondary 

ÅPrimary: 

Generate and analyse your own data  

ÅSecondary: 

Existing data, studies and reports 

ïhttp://www.keynote.co.uk/ 

ïhttp://www.marketresearch.com/ 

ïhttp://www.mintel.com/ 

ïhttp://www.ons.gov.uk/ons/index.html 
 

 

http://www.keynote.co.uk/
http://www.marketresearch.com/
http://www.mintel.com/
http://www.ons.gov.uk/ons/index.html


Qualitative 

Qualitative: 

ÅAbout the ówhyô, not the óhowô. Unstructured 
information 

ÅIs used to gain insight into:  
ïpeople's attitudes  

ïbehaviours  

ïvalue systems  

ïconcerns 

ïmotivations 

ïaspirations 

ïculture 

ïlifestyles 



Qualitative 

ÅItôs used to:  
ï inform business decisions 

ï Improve communication  

ï Direct further research 

ÅMethods to gather include: 
ï focus groups 

ï in-depth interviews 

ï content analysis 

ï ethnography 

ï evaluation and semiotics  

ï analysis of any unstructured material, inc. customer feedback 
forms, reports or media clips. 

 



Quantitative 

Quantitative: 

ÅConcerned with measurement. It 

includes:  

ïcalculation of market size, size of market 

segments, brand shares, purchase 

frequencies, awareness measures of 

brands, distribution levels, etc. 

ÅHow many people think, feel or act in a 

particular way 

 



Quantitative 

ÅFocuses on incidence and statistical 
relationship of variables 

ÅCharacterised by: 

ïuse of structured questionnaires with 
standard questions and limited 
responsiveness to context 

ïlittle face-to-face contact between 
respondents and primary researchers  

ïresults subjected to statistical analysis 

ïuse of large samples 



Qualitative vs. Quantitative 

ÅAdvert A is recalled better than Advert B = 
Quantitative 

ÅHow does A work as an advert and why is 
it more effective than B? = Qualitative 

ÅUnderstanding vs. measuring 

ÅThe qualitative element frequently takes 
place at the front end of the study 
exploring values that need measuring in 
the subsequent quantitative phase. E.g. 
brand perception 



B2C 

Consumer market traits: 

ÅThe number of potential buyers is often significant 

proportion of a total population (millions) 

ÅTechniques used to research these markets 

include quantitative methods based on rigorous 

sampling as well as qualitative techniques that 

explore complex consumer perceptions and 

motivations. 

ÅConsumer markets can be further sub-divided 

between fmcgs and other markets ï media, travel 

and leisure, financial, consumer durables etc 



B2B 

Business market traits: 

ÅMarket research employs the same 
techniques but in different ways  

ÅMany B2B markets characterised by a 
much smaller population to survey (100s / 
1000s) 

ÅB2B markets are frequently very variable, 
made up of companies in varied 
industries and size. E.g. office equipment 
- Google head office and a consultant with 
a home office 

 



B2B 

ÅB2B often have complex DMUs. E.g. 
procurement, place the orders but 
technical and production departments set 
specifications, whilst financial 
departments impose budgets 

ÅTo respond to this, sample sizes are 
generally much smaller and the 
researcher will often rely on judgment and 
interpretation as much as the rigor of the 
method 



Research priorities 



Competitor analysis 

ÅDirect / Indirect - 6 months 

ÅLook at: 
ïServices / product range 

ïBranding & positioning 

ïTargeting 

ïUSP 

ïSEO 

ïSocial media 

ïCampaigns 

ïPR 

ïBlogs 

ïAdverts 

ïMystery shoppers 

 



Client survey 

ÅExisting, lost and near misses 

ÅAnnually, independent, telephone & online 

ÅInfo to gather: 
ïHow they found you? 

ïWhat they like about you / what they donôt? 

ïWhy they use you? Why your different? 

ïWhat they would like in the future? 

ïWhat social media they use? 

ïWhat info they are interested in? 

ïWould they recommend you? 



Market analysis 

ÅBefore, during & after 

ÅLook at: 

ïMarket size 

ïCustomer segments 

ïLevel of competition 

ïOpportunities / Threats 

ïFuture trends 

ïPositioning gaps 

ïTrade press 

ïBlogs, forums & LinkedIn 



Know your market 

 

 
How does this work in practice? 

ÅIn 2009 there were 61,125 registered 

for VAT/PAYE in Hampshire. 

Å0.9% or 565 employed more than 100 

people. 

Å1,085 had a turnover of greater than 

£5,000,000. 

 



Differentiation 

ÅWhat makes you different? 

ÅMSPP 

 

 



MSPP 

Mercedes 

SLK 
  

 

Nissan 

Micra 
 

Saab  

9-3 
 

Market  

Service 

Product 

Price 
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Positioning map 

 

Service - Low 

= Waitrose 

Price - High 

High 

Ґ Ψ.ƭǳŜ ǎǇŀŎŜΩ 

Low 

= Lidl = Morrisons 



Know your market 



Know your market 



Know your market 



Know your market 



Donôt assume 



Know your audience 



Your stories 



How would you do this? 

ÅGet into pairs 

ÅIntroduce yourself and your 

business 

ÅList all the ways you could get 

this type of information or ways 

that you have in the past. 

ÅPresent best and worst 

experiences 



Market research tools 



Email-marketing 

ÅCheap 

ÅQuick 

ÅCan monitor what people are interested in 

ÅCombined with e-survey more effective 
than postal survey (20% open rate vs. 
4%) 

ÅCould be perceived as spam 

ÅRequires your target audience to be 
accessible via email. 




