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Stages in the market research process

The stages in the market research process are:

1. Describe the target customer segment: the description of the customer group under investigation needs to be as precise as possible to avoid wasting resources due to the gathering of unnecessary data (e.g. geographic, demographic and socio-economic).

2. Define the research objectives: what will the information be used for? What questions need to be asked in order to meet the aims of the research?

3. Check the existing knowledge and data: what do you already know about the target customer segment?

4. Define the information required: what segments are most attractive? What customer needs and wants are currently not well satisfied? How likely is it that the customers will buy the proposed product or service on offer? How much will they be willing to pay?

5. Decide on the methods to be used to gather the data: there are two critical questions that a researcher must ask at this stage – should data be gathered from primary or secondary sources, and is qualitative or quantitative research needed to meet the research objectives, or both?

6. Collect the data: the most important consideration at this stage is avoiding errors and therefore creating inaccurate or corrupt data.

7. Analyse the data: this usually involves raw information that needs collating and turning into intelligent information that has been interpreted and summarised.

8. Evaluate and review: this may involve a rethink of the customer segment under investigation. For example, does the information support the targeting of the original segment and, if so, how can this be pursued? Should the entrepreneur’s efforts be concentrated on a different segment and what research needs to be undertaken to determine which one?

