
 
Market Research Fundamentals: 

A discussion about the research process and the language of research 
 
Market research is a growing field which is connected to the idea that the purpose of 
a business organisation should be to create and then retain customers. This would 
mean that the consumer has to become the focus for most businesses. The collection, 
analysis and interpretation of any data relevant to marketing and business strategy 
decisions is market research. While it is important that market researchers have an 
array of research tools and methods at their disposal, deciding which tools and 
methods to employ, plus when to apply them and why is their most vital skill. 
 

Good vs Bad Market Research 
 
As with everything, there is good and bad market research. Therefore, it is essential 
that businesses understand what distinguishes good market research from bad market 
research? 
 
Good market research displays the following characteristics: 

• It presents the business with a clearly defined purpose. 
• The research process is detailed. 
• It has a thoroughly planned research design. 
• Careful attention is paid to the application of high ethical standards. 
• No research is perfect, and it is important that the limitations of the research 

are made clear from the start. 
• The analysis provided with suitable and sufficient to meet the needs of the 

decision makers of the business.  
• Provide assurance regarding the unambiguous presentation of research 

findings. 
• Guarantee that the conclusions provided are correct and justified.  
• Clearly articulate the experience and reputation of the research team. 

 

The Research Process 
 
Research can be described as a sequential process that involves a series of distinct 
steps. In practice these steps do not neatly follow on from each other, a fair amount 
of reprocessing and passing over the steps can occur. Also, these steps can be done 
out of sequence or the steps may be completed at the same time. Despite these real-
world challenges, it is still useful to consider the research sequence as it proves useful 
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in the development and unfolding of a project. Here is an overview of the research 
process: 

 
Research Methodology 
 
The choice of methodology is determined by the purpose of the research. 
Quantitative research is useful in describing data, building and testing theory and 
predicting future trends, while qualitative research provides in-depth understanding 
and interpretations. The methodology chosen for a research project impacts the 
focus of the research, the research process, the sample design and size, as well as 
data type and analysis. Qualitative research explores and describes phenomena 
without measurements, it examines rather meanings that tend to be expressed in 
words and language. While Quantitative research is specifically interested in data that 
can be counted and measured. While qualitative research focuses on the 
interpretation of meaning from the research findings, quantitative research looks to 
explain, predict and generalise findings. 
 
 

Methods 
 

Sampling	
Population refers to the whole collection of individuals of which we would like to 
research. As populations can be vast, it is often not feasible to research everyone in 
the population due to cost and resource limitations. Therefore, we draw a sample 
from the population. It is vital to ensure that the sample chosen correctly represents 
the characteristics of the population. However, in CX, the population refers to all 
customers that had a surveyable interaction, not all customers of the company. The 
sample is then all those customers who replied to the survey. This makes such surveys 
opt-in surveys, and non-representative. The sample also needs to be valid, which 

Step 1
•Clarify the 
research 
question

Step 2
•Propose the 
research

Step 3
•Design the 
research 
project

Step 4
•Data 
collection 
and 
preparation

Step 5
•Data analysis 

and 
interpretation



3 
 

 

means that it needs to accurate and unbiased, as well as precise. Precision is 
measured by the standard error of estimate. In order for the sample to be considered 
precise, a smaller standard of error of estimate is desired. Sampling can be random 
(where every person in the population has an equal chance of being chosen) or non-
random.  

 

The Language of Research 
 

Constructs	vs	Definitions	
Constructs are built through the combination of simpler concepts specifically created 
to be used in a particular research study.  There are two types of definitions in research, 
theoretical and operational. Theoretical definitions give meaning to the construct 
being investigated. While operational definitions describe the construct in terms of 
specific processes or measurements that can be used to conclude its presence and 
quantity. For example, the theoretical definition of customer satisfaction would be 
“the degree to which a customer's experience with a product or service conforms to 
his or her expectations and the ideal experience.”, and the operational definition 
would be which is the average rating of scores on a 5 or 11pt scale to the question 
“How satisfied are you with x”. 
 

Variables 
In the language of research variables are often used as a synonym for constructs. This 
makes the variable a symbol of a characteristic or attribute that we can measure and 
assign values to. In market research, we are particularly interested in the relationship 
between variables. Researchers hypothesise about the relationship between 
variables and then do research to see if the relationship exists in the real world the 
way it was imagined. This relationship is often described using independent and 
dependent variables. The independent variable is the attribute that impacts the 
dependent variable. It is the dependent variable that is monitored and predicted. 
From example the quality of a product (independent variable) can impact customer 
satisfaction (dependent variable). 

 

It may also be necessary to consider the influence of moderating and extraneous 
variables on the research. Moderating variables is another independent variable that 
is incorporated in the study because it is thought to contribute to the independent – 
dependent variable relationship. If we consider the example above, we might want 
to consider including price as a moderating variable when looking at the relationship 
between product quality and customer satisfaction. Extraneous variables are those 
attributes that could impact the studied relationship and confound the findings. In 
order to account for their effects, these are often included as control variables in the 
study.  
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Research	Question	&	Hypothesis	
The research question needs to be an information gathering question that is 
concerned with facts. The expertise and insight of the research team plays an 
extensive role in the asking and fine tuning of the research question. Getting this 
aspect of the research correct is crucial, as it sets the course for the unfolding of the 
rest of the research study. An example of a research question would be “what effect 
does product quality have on customer satisfaction among our customers?”. A 
hypothesis refers to researchers formulating a statement about observable variables 
that can be found to be true or false through empirical testing. The hypothesis helps 
guide the study’s direction, as well as suggests what type of research design would 
be most suited. An example of a hypothesis would then be “increased perceived 
product quality leads to an increase in customer satisfaction among our customers”. 

 

Models 
 

Models are representations of business phenomena and allow for the 
characterisation of present and current conditions in a business. The following types 
of models are found in business: 

• Descriptive: provide representations of complex and numerous variables and 
relationships.  

• Predictive: these models are used to predict future phenomena and 
relationships. 

• Normative: are representations that are used to inform actions. 

It is important to note that models can either be static (representing one point in 
time) or dynamic (showing how things may evolve over time). 

 

Research Design 
 

Research studies can have several different designs, a few of which we will mention 
in this paper. The design of the study impacts how the data is collected and analysed. 
Research studies could be designed in one of the following ways: 

• Descriptive studies tend to answer the who, what, when and where questions. 
It can focus on the interaction of two or more variables, but it cannot always 
draw useful inferences from its results. But it is appealing for its capacity to help 
in monitoring and evaluating aspects of a business. 

• Case Study design refers to a detailed study of a specific research concern 
which is useful for testing how a particular model or theory applies to the real 
world. This is an especially useful design when not much is known about the 
issue or phenomena. 
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• Experimental designs allow the researcher to keep control over all the factors 
that may impact the experiment’s result. This permits the research the attempt 
to determine or predict the outcome. It is a useful design where there is a high 
level of correlation, or consistency in a causal relationship.  

 

Data Collection 
 
Research can make use of two types of data, primary data and secondary data. 
Primary data refers to new data that is collected for a specific research goal while 
secondary data denotes information collected and then reused for a different 
research question. 
 
When considering this in the market research context, primary market research is 
custom made to a company’s specific requirements allowing them to explore an 
area that is of interest or concern to them. Whereas secondary market research is 
based on information from previous research, and although it is easier and cheaper 
to access, it may not be as useful as it is not tailored to a specific company. 
 
Therefore, the two types of data collection, primary and secondary.  

• Primary data collection refers to the collection of data for the specific intents 
of the particular research study. It can include observations, focus groups, 
interview and surveys.  

• Secondary data collection refers to doing research using information that was 
already collected for another primary purpose.  

 

Data Analysis 
 
Statistics refers to the numerical values used to summarise sample data while 
parameters refer to the numerical values used to summarise population data. When 
it comes to the analysis of data descriptive statistics are used when you are describing 
a set of data, whilst inferential statistics is used when we want to conclude things 
about a large population from a smaller sample. It is also used to get an indication of 
the parameters of two or more populations, in order to assess if the parameters are 
different. Some frequently used descriptive statistics includes measures of central 
tendency, reporting means and medians using appropriate visualisations such as bar 
charts and box-and-whisker charts), and the inferential statistics often used includes 
regression analyses, and classification techniques. 
 

While the research function is outsourced by most businesses, it is still necessary for the 
decision makers in the business to understand the research process and the language 
of research. This will assist them in successfully evaluating the expertise of their vendors 
as well as the usefulness of their projects. 
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