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What is the most important aspect about qualitative market research?

Qualitative market research is a type of research that seeks to understand and interpret human 

behavior, attitudes, and motivations using open-ended, non-numerical data. This type of research is 

typically used to gain an in-depth understanding of a particular topic or issue and is often used in the 

early stages of market research to generate ideas and hypotheses that can be tested later using 

quantitative research methods.

Some common methods of qualitative research (structured, semi-structured, and unstructured) 

includes but not limited to:
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Overall, qualitative market research is a powerful tool for gaining a deep 

understanding of customer needs, behaviors, and motivations, which can 

be used to inform marketing strategies, product development, and 

customer service.

Co-creation:

Mixing users, experts, 

creators, moderators 

with strategic stimuli to 

provoke new thinking 

Interviews:

Conducted individually (In-Depth 

Interview) or as a small group (focus 

group) to gather detailed information 

and explore a specific topic or issue in 

depth. These interviews can be 

conducted in-person/online/on the 

phone and can be prefaced with 

homework tasks. 

Ethnography:

The study of people in their 

natural setting to understand 

their culture, behavior, and 

social interactions.

Observation:

Observing people in their 

natural setting in order 

to gain insights into 

behavior and attitudes.

Content analysis:

Analyzing written or spoken 

communication, such as Online 

Bulletin Boards (OBB) and social 

media posts, to understand people's 

opinions, attitudes, and motivations. 
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Recruiting through a panel: 

This is a group of individuals who have previously 

agreed to participate in market research studies. 

These panels are typically managed by market 

research companies and can provide a quick and 

easy way to find a large number of respondents. 
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How do I find reliable participants for focus groups or in-depth interviews?

Advertising in the media:

This is a way of reaching a large number of 

people and can be effective if the research is 

looking for specific demographic groups, such 

as parents with young children.

Referrals from existing participants:

Asking existing participants to refer friends or 

family members who fit the research criteria is 

a reliable way to find new respondents.

Online recruitment:

This is a way of recruiting participants using 

online platforms such as social media, online 

surveys and online panels. This method can be 

cost-effective and is useful for recruiting large 

numbers of participants.

Snowball sampling:

This method is used when it is difficult to find 

individuals who meet certain criteria. In this 

case, the researcher will start by recruiting one 

or more individuals who meet the criteria, and 

these individuals will be asked to refer other 

individuals.

Direct recruitment:

This method is used when the research 

requires a specific group of people, such as 

employees of a company or members of a 

certain organization.

It's important to note that, regardless of the recruitment method used, it is 

essential to ensure that participants are fully informed about the research 

and have given their informed consent to take part.
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Focus Groups: 

This method involves gathering a 

small group of people to discuss a 

specific topic or product. Focus 

groups can provide in-depth 

insights into consumer attitudes 

and behaviors; and are 

particularly useful for exploring 

sensitive topics or for testing new 

product concepts.
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What is the most effective qualitative market research method?

In-depth interviews:

This method involves conducting 

one-on-one interviews with 

individual participants. In-depth 

interviews can provide detailed 

information about a participant's 

attitudes, beliefs, and behaviors 

and are useful for understanding 

the experiences and motivations 

of individual consumers.

Ethnographic research:

This method involves observing and interviewing 

people in their natural setting. It can provide a 

rich understanding of the cultural, social, and 

economic influences on consumer behavior and 

is particularly useful for understanding 

consumer behavior in certain cultural or 

geographic contexts.

Case study research:

This method involves in-depth examination of a 

specific case or organization, in order to 

understand a complex phenomenon. It is a good 

method when you want to understand how 

something works in a specific context.

It is important to note that no single method 

is inherently better than the others, and the 

best approach will depend on the specific 

research objectives and the target audience. 

A combination of methods can also be used to 

provide a more comprehensive understanding of 

the topic.
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The most effective qualitative market research method can vary depending on the research 

objectives and target audience. Some popular methods includes:
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Research objectives: 

If your research objectives 

are complex or require a 

high level of expertise in a 

specific area, it may be 

more efficient and effective 

to work with a professional 

agency.
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When is it recommended to run a DIY market research and when should I work 

with a professional agency?

Point of view:

Often bringing an outside 

agency who has good 

understanding of your 

business objective could be an 

advantage, bringing a fresh 

perspective since they are one 

step removed from being too 

closed to less relevant details 

of the project. 

Data analysis:

DIY approach may be 

appropriate if you have the 

expertise to analyze the 

data collected. However, if 

you lack the expertise, or if 

the data is too voluminous 

to analyze on your own, 

working with an agency may 

be more practical.

Context:

An agency with a diverse 

team and portfolio 

experience brings a lot of 

added value to a project; 

presenting a wealth of 

cultural, demographic, and 

industry background that is 

important in a global, cross-

disciplinary projects.  

Copyright © WMM GmbH 2023 

When deciding whether to conduct a DIY market research or to work with a professional agency, it's 

important to consider the following factors:

Time & resources:

If the client’s team can  

dedicate a significant 

amount of time and 

resources (and budget) to 

the project, working in-

house might be more cost 

effective although the 

expertise of an agency 

might be a better 

investment. 
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Overall, the most ideal 

arrangement for a project is 

when the client can focus on 

sharing their domain 

knowledge about the 

project/product and the 

agency are able to translate it 

into a research plan and 

execute it to the highest degree 

of quality.
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Define research 

objectives: 

Clearly articulate the 

goals of your research 

project and what you 

hope to achieve 

through it.
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How do I find the correct qualitative market research agency for my project?

Research 

agencies:

Look for agencies that 

specialize in the type of 

research you need and 

have experience in your 

industry or market.

Check references 
and portfolio:

Look at the agency's past 

work and talk to their clients 

to get a sense of their 

capabilities and the quality 

of their work.

Consider their approach:

Make sure the agency's research 

methods align with your 

objectives and that they have a 

solid understanding of the target 

audience.

Evaluate their cost 

and value:

Compare costs and services 

offered by different 

agencies to find one that 

fits within your budget and 

offers the best value for the 

money.

Assess the fit:

Lastly, have a face-to-face or 

video call with the agency to see 

if you feel comfortable working 

with them and if they 

understand your business and 

objectives.
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There are a few key steps to finding the right qualitative market research agency for your project:



The number of 

participants recruited 

will depend on the type 

of research being 

conducted and the 

research question being 

addressed. 

A larger sample size may 

be needed for a more in-

depth exploration of the 

topic.
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How important is the recruitment part in qualitative market research projects?

The characteristics of 

the participants 

recruited should align 

with the target 

population of the 

research. 

For example, if the 

research is focused on 

a specific 

demographic or 

market segment, the 

participants should be 

representative of that 

group.

There are various 

ways to recruit 

participants, including 

online surveys, phone 

interviews, or in-

person focus groups. 

The recruitment 

method should be 

appropriate for the 

type of research and 

target population.

Participants should 

be adequately 

compensated for 

their time and effort, 

whether that be 

through cash 

payments, gift cards, 

or other incentives.

Overall, the recruitment process is crucial in ensuring that the data collected is accurate and 

representative of the target population, and it's important to work with a research agency that has 

experience and expertise in participant recruitment.
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Recruitment is a critical part of any qualitative market research project, as the participants 

selected to participate in the research will greatly impact the validity and reliability of the 

findings. A poor recruitment process can lead to a biased or unrepresentative sample, which can lead 

to inaccurate or misleading conclusions. There are a few key aspects to consider when recruiting 

participants for a qualitative market research project:

1.

Sample
size

2.

Sample
characteristics

3.

Recruitment 
methods

4.

Participant 
incentives

❕



Cultural considerations: 

Different cultures may have different norms, 

values, and ways of communicating, which can 

impact the way participants respond to 

questions and interact in focus groups. It's 

important to be aware of these cultural 

differences and to tailor the research methods 

accordingly.

Language barriers:

If the research is being conducted in a country 

where a different language is spoken, it's 

important to have a proficient translator or to 

work with a research agency that has 

experience conducting research in that 

language.

Legal and ethical considerations:

Different countries have different laws and 

regulations regarding research, such as data 

privacy laws. It's important to ensure that the 

research complies with all local laws and that 

participants give informed consent.

Sample size and characteristics:

It's important to ensure that the sample size is 

large enough to be representative of the target 

population and that the participants are 

selected in a way that ensures they are 

representative of the population of interest.
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Data collection methods:

Some countries may have different preferences 

or limitations for certain data collection 

methods, such as online surveys or in-person 

interviews, it's important to be aware of these 

and adapt the research methods accordingly.

Data analysis and interpretation:

Analysis and interpretation of data collected in 

different countries may require different 

approaches, it's important to be aware of the 

cultural and social context while analyzing and 

interpreting data.
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When doing qualitative market research in different countries, what are the most 

important things to watch out for?

By keeping these things in mind, you can help ensure that your qualitative market research is conducted 

in a way that is sensitive to cultural differences and that the findings are accurate and representative of 

the target population.

When conducting qualitative market research in different countries, there are a few key things to keep 

in mind to ensure the validity and reliability of the findings:
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Convenience: 

Online qualitative research allows participants to 

participate from the comfort of their own homes 

or workplaces, which can increase participation 

rates and make it easier to recruit a diverse group 

of participants.
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What are the advantages and disadvantages of online qualitative market 

research?

Cost-effective:

Online research can be less expensive than 

traditional in-person methods, as it eliminates 

the need for travel and other logistical costs.

Reach:

Online research can reach a global population, 

which can help to increase the diversity of 

participants and provides more opportunities 

to conduct research in different countries

Time-saving:

Online research can be conducted quickly and 

efficiently, which can be beneficial for time-

sensitive projects or projects with tight 

budgets.

Overall, online qualitative market research can 

be a useful and cost-effective way to collect 

data, but it's important to be aware of the 

limitations and to consider how the research 

methods and digital tools used might 

impact the quality and validity of the data 

collected.
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Online qualitative market research refers to the use of digital tools and platforms, such as online focus 

groups, chat groups, or video conferencing, to conduct qualitative research. Here are some of the 

advantages and disadvantages of online qualitative market research:

Technical issues:

Online research relies on technology and 

internet connection, which can lead to 

technical difficulties or issues with connectivity 

that can disrupt the research process.

Quality of data:

Online research may not capture the same 

level of detail and nuance as in-person 

research, which can limit the quality of the 

data collected.

Limited control:

Online research may not allow for the same 

level of control over the research environment 

and the participants' behavior as in-person 

research.

Respondent engagement:

Respondents may not fully engage in the 

research if they are not physically present, this 

may lead to lack of interest, distractions, or 

less commitment to the research.

Data privacy and security:

There is a risk of data privacy and security 

breaches when conducting online research, it's 

important to be aware of this and ensure that 

data is collected and stored securely.

❕



Research objective: 

If the goal is to quantify the size of a 

market or measure specific characteristics 

of a population, such as demographics, 

then quantitative research is a good choice. 
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How to decide if I should do quantitative or qualitative market research?

Sample size:

Quantitative research typically 

requires a larger sample size 

than qualitative research, as it is 

used to generalizations a 

population.

Data analysis:

Quantitative research uses statistical 

analysis to identify patterns and 

relationships in the data, while 

qualitative research focuses on 

understanding the meaning and 

context behind the data.

Time and budget:

Quantitative research 

typically takes more time and 

resources than qualitative 

research.

Ultimately, the decision of whether to conduct quantitative or qualitative research will depend on the 

specific needs of the project, and it's important to consider the trade-offs and limitations of each 

approach before deciding. It's also possible to conduct a mixed-methods research that combines 

both quantitative and qualitative methods to get a comprehensive view of the research problem.
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Deciding whether to conduct quantitative or qualitative market research depends on the research 

objectives, budget, and available resources. Here are some key factors to consider when deciding:

Flexibility:

Qualitative research is more 

flexible and adaptable than 

quantitative research, it allows for 

adjustments to be made during 

the research process and to 

explore new ideas and insights as 

they arise.

Research design:

It's important to consider the 

research design and the 

methodologies that would 

work best for your research 

question and objectives.

On the other hand, if the 

goal is to understand the 

attitudes, beliefs, or 

behaviors of a specific group, 

then qualitative research is a 

better option.

❕



Industry knowledge: 

Having knowledge about the industry in which the research is being conducted can help the 

researcher understand the context of the market and the specific challenges and opportunities that 

exist. This can help to inform the research design and ensure that the research questions are 

relevant and meaningful.
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How important is industry experience and knowledge, when conducting a 

qualitative market research project?

Experience:

Having experience in conducting qualitative market research can help 

the researcher to navigate the complexities of the research process 

and to make informed decisions about the best methods to use. This 

will ensure that the research is conducted in an ethical and rigorous 

manner, and that the findings are valid and reliable.

It is worth noting that having industry experience and knowledge is not always necessary. 

In some cases, a fresh perspective can be beneficial. Additionally, having a team with a diverse 

backgrounds can add value to the project, resulting in a more holistic, well-rounded findings. It is 

important to have a clear understanding of the research objectives and a mix of both industry 

knowledge/experience in methodologies to conduct a successful qualitative market research project.
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Industry experience and knowledge are important when conducting a qualitative market 

research project, as they can provide valuable insights into the market and the target audience.

Understanding of participants:

Industry experience and knowledge can also be beneficial when it comes to understanding the 

participants in a research project. This can help the researcher to develop effective recruitment 

strategies, to design appropriate consent forms and to conduct interviews or focus groups that are 

tailored to the participants' needs and perspectives.
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Why is fieldwork so important for qualitative market research?
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Fieldwork is an important aspect of 

qualitative market research because 

it helps to ensure that the data 

collected is accurate and reliable. 

Fieldwork involves recruiting 

participants, scheduling and conducting 

interviews or focus groups, and 

collecting and analyzing data. 

By conducting research in the field, 

researchers can observe participants in 

their natural environment, which can 

provide valuable insights into their 

attitudes, behaviors, and motivations.

Fieldwork also allows researchers to gain a 

deeper understanding of the cultural and social 

context in which the research is being conducted. 

For example, if a business is trying to understand 

consumer attitudes towards a new product, it is 

important to conduct research in the places where 

the product is likely to be used, such as in their 

homes or workplaces. 

In summary, fieldwork is important for qualitative 

market research because it helps to ensure that the 

data collected is accurate, reliable, and scalable. 

Conducting research in the field allows researchers to 

observe participants in their natural environment, which 

can provide valuable insights into their attitudes, 

behaviors, and motivations, and allows researchers to 

understand the cultural and social context of the 

research.

Insights from fieldwork often turn into strategic 

recommendations, hence it also need to be 

actionable. 

Moreover, fieldwork can help to 

increase the external validity of the 

research, which means that the 

findings can be scaled to be 

applicable to a larger population 

beyond the participants.

By conducting research in the field, 

researchers can increase the 

representativeness of the sample, 

which can increase the generalizability 

of the findings.

This allows researchers to observe the 

participants in their natural setting, which can 

provide a more accurate picture of how the 

product is being used and perceived.
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Recruitment:

Carefully selecting and recruiting a diverse group of 

participants that match your target audience.

WMM: Qualitative Market Research 101 – Part 12/12

What are the most important aspects of fieldwork for qualitative market research 

projects?

Ethical consideration:

Ensuring that the rights and well-being of 

participants are protected through informed 

consent, confidentiality and other ethical 

guidelines.
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The most important aspects of fieldwork for qualitative market research projects include:

Report presentation:

Summarizing and presenting 

findings in a clear, concise and 

actionable format.

Data quality:

Ensuring that data is accurate, reliable and 

representative of the population by using 

appropriate sampling techniques.

Data analysis:

Interpreting and analyzing 

data to identify patterns 

and themes.

Fieldwork management:

Having a well-designed fieldwork plan 

that includes timelines, objectives, and 

responsibilities to ensure the research 

runs smoothly.

Starting from a solid foundation of recruitment and 

fieldwork management is absolutely detrimental to the 

success of every project. 

Triangulation:

Using multiple methods and sources of 

data to increase the validity of findings.
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Data collection:

Gathering data through 

methods such as focus groups, 

interviews, ethnographic 

studies, and observation.


