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TLC Business



TLC Business

A Established in June 2005
A Part of The Lifetime Company

A Specialise in working with ambitious
SMESs

A Your outsourced marketing department
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Some of our Clients
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Preparation Inspiration Perspiration Evaluation Realisation
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Polaroid
Blockbuster
Kodak

Yell

Watch makers
Iridium
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the life@ company

"Advertising people who ignore research are as
dangerous as generals who ignore decodes of

enemy signals." ’
David Ogilvy 07‘)\“’]

"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 ToM HOPKINS™

I NTERNATTION
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Against

nif | 'd asked my cust
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

.....




But. 1.

ARl snot

t he customer s

theywant. 0 St eve Jobs
A Apple Customer Pulse Iaunched:

I Select customers

Help us get the complete picture.

I Regular email surveys b

I Invite to join

Apple values your opinion and invites you 10 pani pu survey about your Apple
Your will remain ! amlm s will be
wviewed only in ag9fegate. The sorvey should 1aie five minuies of lss 1o complete.

Thank you for participazing.

N aanline community for Apple product users who
provide input on a variety of subjects and issues

concerning

Anpl e. O
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Poor research

ATi mes 100 cites 6pool
primary factor why 1 in 2 start-ups fail in
first 2 years.

A UK Insolvency Helpline-6 Fai | ur e
on a specific market because of poor
researcho = primary |

A SMESs traditionally adopt a short-term
attitude to decision making.
Entrepreneurs shun planning, in favour of
dactively pursuing t|
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Proper market research

A Who your customers are, what they
want and how to give it to them

A What your strengths & weaknesses are

A Facts, not assumptions, on which to
base your plans ~

A Save you time and money A
A Reduces risk




When is there no need?

A Easy access to secondary sources of
data

A When a business has a ready-made
client base

A When the business involves a personal
skill?

"""
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Objectives

1. Before anything else I 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. Secondarv

A Primary: -~ g@ (5

Generate and analyse your own data

A Secondary:
EX|st|ng data, studies and reports

'''''

Office for

’]ttD //WWW kevn()te CO. UI‘d ANl National Statistics

~ http://www.marketresearch.com/ MINTEL

nttp://www.mintel.com/ &

|
.
I http://www.ons.gov.uk/ons/index.html
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Qualitative

Qualitative:

AAbout the O6whyod, not t
Information

A s used to gain insight into:

| people's attitudes

I behaviours

I value systems

| concerns

I motivations

|

|

|

| aspirations
I culture
I lifestyles




. -3
Qualitative

Altds used t o:

I Inform business decisions
I Improve communication
I Direct further research

A Methods to gather include:
I focus groups
I in-depth interviews
I content analysis
I ethnography
|
|

evaluation and semiotics

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

Quantitative:

A Concerned with measurement. It
Includes:

| calculation of market size, size of market
segments, brand shares, purchase
frequencies, awareness measures of
brands, distribution levels, etc.

A How many people think, feel or act in a
particular way
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Quantitative

A Focuses on incidence and statistical
relationship of variables

A Characterised by:

I use of structured guestionnaires with
standard guestions and limited
responsiveness to context

| little face-to-face contact between
respondents and primary researchers

I results subjected to statistical analysis
I use of large samples




Qualitative vs. Quantitative

A Advert A is recalled better than Advert B =
Quantitative

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

A Understanding vs. measuring

A The qualitative element frequently takes
place at the front end of the study
exploring values that need measuring Iin
the subsequent quantitative phase. E.qg.
brand perception
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B2C

Consumer market traits:

A The number of potential buyers is often significant
proportion of a total population (millions)

A Techniques used to research these markets
Include quantitative methods based on rigorous
sampling as well as qualitative technigques that
explore complex consumer perceptions and

motivations.
A Consumer markets can be further sub-divided

between fmcgs and other markets T media, travel
and leisure, financial, consumer durables etc

ifed wessex Tl




B2B

Business market traits:

A Market research employs the same
techniques but In different ways

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

A B2B markets are frequently very variable,
made up of companies in varied
Industries and size. E.qg. office equipment
- Google head office and a consultant with

a home office
lied wessex ameg




B2B

A B2B often have complex DMUs. E.g.
procurement, place the orders but
technical and production departments set
specifications, whilst financial
departments impose budgets

A To 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

.....
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Competitor analysis

A Direct / Indirect - 6 months

A Look at:
I Services / product range
I Branding & positioning
| Targeting
I USP
I SEO
I Social media
|
|
|
|
|

- Campaigns

- PR

" Blogs

I Adverts

I Mystery shoppers




Client survey

A Existing, lost and near misses
A Annually, independent, telephone & online

A Info to gather:

I How they found you?

If'What they |1 ke about vy
I Why they use you? Why your different?
nat they would like in the future?
nat social media they use? W—
nat info they are interested in? JCustomer

Survey

|
I W
I W
I W
I W
|

I Would they recommend you?
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Market analysis

A Before, during & after

A Look at:

I Market size

I Customer segments
I Level of competition
I Opportunities / Threats
I Future trends
I Positioning gaps

I Trade press

I Blogs, forums & LinkedIn

.....




Know your market

How does this work in practice?

AIn 2009 there were 61,125 registered
for VAT/PAYE In Hampshire.

A 0.9% or 565 employed more than 100
people.

A 1,085 had a turnover of greater than
£5,000,000.

@ Hampshire
Cc:-unt}/ Council
ifed wessex ameg




Differentiation

A What makes you different?
AMSPP .

F A2\
Waitrose %ﬁ\

"Wl

!
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MSPP

Mercedes | Nissan | Saab
SLK | Micra | 9-3

Market

Service
Product

Price

....
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Positioning map
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Know your market

Percentage of the Population Aged 65
and Over, 2001

Aged 65 and Over
Percentage of the Population
0.00- 10.00

. 1001-20.00
I 2001-30.00
P 30.01-40.00
B 4001-50.00
B s0.01-60.00

:l District Boundaries

@ Hampshire

County Couno

[ 15me sipemamivee rmionn ez oo |
Scurce: 2001 Cansus data at _werer %per Cuipat Arsz (LST AN =vel : Mius :
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the li% company

Know your market

Estimated Percentage of the Population Agecl 65 : A
and Over, 2011 : T (3 wé'u

Aged 65 and Over
Percentage of the Population
0.00- 10.00

~ 1001-20.00
I 2001- 30,00
B 30.01- 40.00
B <001 - sp.ao
B s0.01- 60.00

| | District Boundaries

Hampshire
@ County Counc |
la'n g R e T ""","",‘,"_'!",l a-:? _; Aa . . -
Seurce: Hampehice County Toand’s 22°0-based Smdl fred Paplidicn Foresasts [SAFF] &l Lives Suosl Oulput Ares (LS04 kv Wi
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Know your market

Estimated Percentage of the Population Aged 65
and Over, 2017 —

Aged 65 and Over
Percentage of the Population
0.00-10.00

. 1001-2000
I 2001-2000
B z001-4000
B «0.01-50.00
B 001 -60.00

| | District Boundaries

@ Hampshire

County Counc |
[t oppemaietiin v 0 toke hemunimy |
Source: Hampehine Couaty Toond 's 207 C-based Sndl Arcs Poplidion Fereoacts [3AFF] &t Lavee Sepot Oulput Area [LS0A] love Mius :
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the life company

Know your market

Estimated Percentage of the Population Aged 65 ’é

and Over, 2017

Care Homes
®  County Councll Care Homes
@ Private Care Homes
Aged 65 and Over
Percentage of the Population
0.00- 10,00
. 10.01-20.00
[ 20.01- 30.00
I s0.01-40.00
I 4001 - 50.00
I s0.01 - s0.00

Hampshire
@ County Counc|
|n'&-.m¢namsuww~num“. Sews 0NN ]

Seurce: Hampehine Copaty Toond 's 207 C-based 3l As Poplidion Fereoats [SAFF] &t Lovee Separ Oulput Area [LSOA] love S ¢ Wios !
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the life company

Dan’hasdumea S S U me

62%

Supplier Websites
51%
Web Searches
ERGEEEET
46%.
iy s g
Word of Mouth R
N 00
Events/Seminars
Direct Mail EEE
o
Press Advertising Channels used at each stage
%
@ Sstace1- identifying the need (434)
Oer Online Ccommunity Stees [ECCCH
. Stage 2 - Identify ing potential suppliers (423)
onlineVidecsWabinarserr ISR
8% Stage 3 - Selecting a supplier (435)
11%
Blogs EZEE
6%
[ 10% |
Twitter EZE
™%
T
Facebook EZ3EE
™
E
Linkedin EZ3H
&%
| 8% |
Other EXE
[ e —
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Know your audience

Supplier Websites
Web Searches
Industry Press (print)
Word of Mouth
Events/Seminars
Direct Mail

Press Advertising
Other Online CommuUnity Stes
Onine Videos/Webinars/Podcasts
Blogs

Twitter

Facebook

Linkedin

Other

Wifed wessex

Channels usage by age at Stage 3
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Your stories



How would you do this?

A Get into pairs

A Introduce yourself and your
business

A List all the ways you could get
this type of information or ways
that you have In the past.

A Present best and worst
experiences




Market researcn tools



Email-marketing

A Cheap
A Quick
A Can monitor what people are interested in

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

A Could be perceived as spam

A Requires your target audience to be
accessible via email.
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