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These worksheets are designed to help you make good decisions about your market research, and to help you get solid, reliable information to make you a smarter leader of your business.  We assume most of you will use available, low-cost services (such as one of the on-line survey services noted on page 13) to do the technical work.  
The worksheets help you make the key market research decisions, as outlined in this diagram.

Research Objectives
In the box below, write the objectives for your research.  Your objective will be one or more of the objectives shown in step one in the box, however, your objectives should be stated in terms that apply to your business, products, and markets. For instance, if you want to find out what the driving needs of your target market customers are, your objective might be: “To determine the driving functional, psychological, and value needs of the target market in order to create effective customer processes and marketing communications for that market.”  You might have one or several objectives.

	Research Objective(s)

	· 




Information Requirements
Your information requirements are simply the questions that need to be answered by your target customers.  This isn’t rocket science.  There are three ways to do it.  You can use all three methods, or any combination, and in any order.  
· Write as many questions as you can, in any order, as you think of them.  When you run out of questions, take a break, and try again later.  You’ll find that your unconscious mind has been working on more questions while you weren’t consciously thinking about them.
· Brainstorm with your business associates.  Brainstorming with another person, or several people, works well because each of you stimulates thoughts and questions in the other. 
· Look at the Full Spectrum program Topics that cover the objectives you established for the research.  Rereading the Topics and reviewing the work you did on the worksheets will remind you of what you need to know about your target customers in order to accomplish the objective (developing marketing messages, selecting target markets, establishing customer service systems, etc.). 
Guidelines for writing questions
Write as many questions as you can.  Don’t worry initially about wording, spelling, grammar, repeated questions, neatness, or anything other than, “What information do we need from our target market?”
Don’t forget classifying and screening questions to make sure that each respondent really does fit your target market, and to get additional information about them.
When you run out of questions, take a break, and come back to it later.
When your list of questions is as complete as you can make it, organize and review your list in this way:
List your questions starting with the easiest and least sensitive, and working your way up to the more difficult for customers to answer.  Group them in logical ways, for instance put all the demographic questions together (income, location, education, etc.).
Look for repeated questions and questions that are similar.  Combine them into a single question, or reword them so that they’re not similar.
Review the list of questions and eliminate any that you don’t really need.  
Eliminate or revise questions that customers can’t be expected to answer accurately.  For instance, you might want to know how many times the typical customer had a restaurant meal in the past year.  Most people won’t know that, but they will be able to make a reasonably accurate estimate of how many restaurant meals they have in a typical month.  Remember that questions about the past can be answered factually, while questions about the future can only be answered with opinions.  For instance, a customer can tell you what price s/he paid for a product in the past, but that same customer can only give you his/her opinion about what s/he would be willing to pay for that product in the future.  Past payment is factual.  Future payment may or may not happen – customers find it easy to tell you what they would be willing to pay, but it’s a different matter when they have to hand over the cash or write a check.
Be extremely careful asking anything about unconscious behavior and emotions.  Customers will usually give you honest answers – they’ll tell you what they think, what sounds right to them.  The problem with that is that thinking is conscious, but unconscious behavior and emotions are very often triggered by unconscious associations and other habits of mind that they don’t really understand.  This creates a dilemma for you because you want to know when unconscious habits of mind are driving customer behavior, yet you can’t be sure you’re getting the “right” answers because the customers themselves often don’t know the right answers.
Clean up the wording, grammar, and punctuation as much as you can.  Make sure each question will be clearly understood by a typical person in your target market – don’t use industry jargon or technical terms, don’t use abbreviations customers might not understand, and do use the simplest possible wording.
The result of this process will be a detailed list of questions, worded so your customers can understand and answer them, and listed so that they flow in a logical way from easy to difficult.  
Your list does two things: it sets forth your information requirements in detail, and it provides the actual questions you’ll be using in your research instrument.
Capture your questions in the box below.  To reorganize the list, you can “drag and drop” or “cut and paste” your questions in different locations on the list.

	Information Requirements and Question Development Worksheet

	· 




Research Plan – Methods and Channels
There are three basic decisions you need to make, and then plan the details of each decision.  Let’s take them one at a time:
· Type of research  
Will the research be Innovation, Planning & Development, or Tracking & Evaluation?  Explain why this is so.
	Type of Research
	Explanation and Comments

	
	


· Method of research
What method(s) will you use for this research?  Explain your reasoning.
· Indirect/secondary research
· Written survey
· Personal interviews
· Focus group discussion
· In-house customer documentation and information systems
· Direct observation
· Test marketing
	Method of Research
	Explanation and Comments

	
	


· Research channel
What channel(s) will you use to reach the target group and collect the information from them?  Explain your reasoning.
· Face-to-face (individual interviews or focus groups?)
· Telephone
· Internet (on line or email)
· Mail, fax, and handout (hard copy provided, customer must send questionnaire back)
	Research Channel
	Explanation and Comments

	
	




Sampling [Sample size, response rate, randomized sample list]
It’s important to get enough completed responses from your target group to ensure that the information you get will be reliable and representative of the target market.  To do that you need to make three decisions.  First you need to estimate the size of the target market.  Then you must determine the size of the sample (the number of people in the target market for whom you must have completed questionnaires).  Next, you must calculate how many questionnaires to send out or how many interviews to attempt.  And finally, you must determine how you will create a randomized list of people whom you will attempt to reach for this research.

	


• The size of the target market is  potential customers.

• The size of the sample (the number of completed questionnaires that must be
received) is
	




[Refer to the table to the right to determine the
desired sample size]

• The number of completed responses received from the target market depends on the response rate.  What is the expected response rate [What percentage of the questionnaires administered do you believe will be completed and returned]?
	




• Divide the size of the sample by the response rate and enter it in the box below.  This is the number of target customers you must send questionnaires or attempt to interview.
	




• Finally, you must develop (or purchase from a list vendor) a list of the people whom you will reach for the research.  The list must be a random selection of people from your target market.  They must be randomly selected so that you’ll be confident that they will be a group that is representative of the target market, even though they are only a sampling of that market.
	Describe in the box below how you will develop (or purchase) the randomly selected list of research respondents, including their contact information.
	




Research Instruments
There are basically two types of research instruments – the interview guide (mainly used for innovation research interviews and discussions), and the survey questionnaire (mainly used for planning & development research and for tracking & evaluation research. 
Interview guides are easy to create – they’re little more than a list of questions with space after each question for you to write notes about the respondent’s answers and comments.  There’s an example of a good interview guide on the next page.
Survey questionnaires can be simple and easy to create – for very short, simple research projects – and they can be long, complex, and confusing.  There are ways to ask questions and ways not to ask questions, and there are dozens of different formats for questions, all depending on the kind of information you want, and the psychology of the respondent.  There’s a well-developed science to the creation of effective survey questionnaires, and we’re not going to attempt to teach you questionnaire design other than to point out some important things you need to know.  
· First, unless it’s an extremely simple research project, don’t write the questionnaire yourself.  Get expert help.  The best way is to hire a market research consultant to help you, and that can be costly, so small businesses generally don’t do that unless their research is of major importance.
Fortunately there are many survey research web sites on the Internet that have solved your problem.  They have created templates and software that allow anyone to conduct a professional grade survey, including the writing of the questionnaire.
We listed a selection of these web sites in this Topic.  Here they are again for your reference.  We strongly recommend that you use one of them or many others if you can’t afford or don’t want to pay for professional consulting.
www.comscore.com 	www.constantcontact.com
www.polldaddy.com	www.surveymonkey.com
www.zoomerang.com
· Many of your target customers may be reluctant to participate in a survey.  Sometimes an incentive will persuade them, for instance a 10% or 20% discount on their next purchase or a small gift.
· You must keep respondent’s information private and confidential, and you must make sure they know it.  Some questions are more sensitive than others, for instance there is a lot of resistance to providing Social Security numbers, telephone numbers, email addresses, income numbers, age, and private information like credit ratings, debts, state of health, and other personal information.  You have to promise confidentiality, and you must deliver confidentiality.
· Make it easy.  Keep questionnaires as short as possible.  Use simple, clear language in your questions – not technical terms, academic language, or jargon that you use in your industry.  Ask only for information you really need, and avoid questions that you “just throw in” because it’s easy for you to add another question, or two…or more.
· Use neutral language.  Don’t bias the research.  You want the truth as your target customers see it, not responses slanted toward any particular agenda or point of view.  Yes, you really do want to know if respondents don’t like your business or your products.  If there is bad news for your business, you need to know about it, maybe even more so than good news.
· Ask questions for which your respondents can give valid answers.  Don’t ask how many times they ate at fast food restaurants over the past year.  Ask instead, in a typical week (or month) how many times they eat at fast food restaurants.  
· Be careful about asking about unconscious habits of mind (associations, emotions, self-image, projection, and those other “mind benders”), and be just as careful interpreting the answers.  Most people don’t understand their own unconscious habits of mind, yet, they’ll still give you and answer to your question.  When asked a question about why they did or didn’t do something, most people will provide an answer that “sounds right” to them (or sometimes one they think will be “acceptable to you”).  
· If you insist on writing your own questionnaire without professional advice or assistance, please take the time to refer to one of the many books that tell you how to do it without getting distorted and misleading answers.  We won’t recommend any one book, however look for books with “basics” or “fundamentals” of questionnaire design in the title.
· For those of you who are able to hire research professionals, we give the same advice we give about consultants, attorneys, financial advisors, and operations experts – listen to their advice and learn from them, but do not make them your decision makers.  You know your business, and you are the best one to decide what your business should and shouldn’t do.  Your advisors – including market research professionals – work for you, not the other way around.  Don’t be intimidated by their expertise and their confidence.  Value their expertise and respect their abilities, but always remember that you are the decision maker and the leader of your business.  They work for you.
· And finally, always, always remember that the “margin of error” in research consists of both statistical variation and human nature.  People answer from their own points of view and experiences.  While that’s part of the value of market research, it also means that their answers can be biased by a long list of habits of mind (beliefs, values, preferences, self-image, different interpretations of words, state of mind when they answer the questions (angry, impatient, helpful, distracted, etc.) and on and on.


Interview Guide – Suggested Format

Research Project Name: 						Date: 			

Name of Respondent: 										

Interviewer/Observer Name: 									


Interview Questions

Question #1




Question #2




Question #3




Question #etc.



Continue questions for as many pages as you need, leaving space after each question so you can jot down key words and observations.  
On the last page leave space for the observations and comments of the interviewer.

Interviewer comments and observations









Budget
We cover the subject of budgeting extensively in Topic 04-0500, Budgeting, so we won’t go over it again here, except for a few important points.
· Have a budget for each research project you conduct.
· Break the budget down into the details of the research project rather than one all-in number.  That way you’ll be able to see exactly where the large cost items are, and you’ll learn where you can save money, and where it’s wise to spend it.
· As you do more and more market research over time, you’ll get better and better at doing it and at doing it cost-effectively. 

Research Team, Timing, and Schedule
You’ll probably have more people than yourself involved in your market research projects.  As with any other significant action, you’ll have a series of tasks, people accountable for doing them, and a schedule of target dates for completion.
For a market research project, large or small, simple or complex, you’ll have five phases, with any number of tasks in each phase.  The phases are:
1. Planning.  Setting research objectives; establishing a budget; deciding on methods and channels; setting up your research team (internal employees as well as outside advisors and services); and determining the sample size and the numbers of respondents to “reach” with your research.
2. Development and setup.  Determining your specific information needs and writing the research instrument; setting up the research channels (mail, email, on-line surveys, setting up and scheduling focus group discussions, and the like); specifying the list of people to be contacted for the research, and actually creating the list;
3. Execution.  Doing it.  Conducting the interviews, focus groups, surveys, etc.  Doing quality checks and tracking progress as the research moves forward.
4. Analysis and decision making.  Getting the data reports in formats (usually tables and graphs) that help you make sense of it; using the information for decision making.
5. Action.  Taking action on the decisions you make as a result of the research, and tracking results to see what works and what doesn’t.  The whole point of the research is to make decisions and take actions that forward the interests of your customers and your business.
You can use the table on the next page to organize and track your research projects.
	Research Project Name
	

	Project Manager Name
	

	Task
	Responsibility
	Completion Date
	Comments

	
	
	
	


To add rows to the table, press the tab key until the new row appears

 (
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General Guidelines for Sample Size

 

(Consult with a market research professional for 

more precise calculations of sample size)
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