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Types of Market-Survey Techniques 

Customers that are satisfied with a product or business have an overall good perception of that product or 

business. When consumers’ perceptions are good, they will continue purchasing goods from this company. 

These customers also will avoid spreading disappointing experiences to others. Consumer perceptions are 

based on feelings. A customer perception measurement is an important tool used by companies that expresses 

how well the companies are satisfying customers. 

Perform market research on your company's products. When measuring customer perceptions, the 
first step a company should take is to identify what customers are actually buying and why. 

Create a survey to give customers. The only way to measure and increase customer's positive 
perceptions of your company is to ask customer's how they feel about your company. By creating a 
survey, you are able to get information directly from the customer. In order for the survey to be 
successful, it should contain several key elements. The survey must be relatively simple and short. 
The survey must also be created in a way that would allow actionable reports to be generated from 
the information it contains. 

Analyze survey results. After surveys are distributed and re-collected, the company should analyze 
the results. When analyzing results, you must remember that customer perception is subjective. It 
varies immensely from person to person and one particular measurement may not be appropriate for 

the entire sample taken. 

Measure the results. After the results are analyzed, the information should be measured. This is 
accomplished by answering several key questions including: are we understanding and meeting the 
expectations of customers? The results of the survey can be compared to results of previous surveys. 
Each time a survey is conducted the results should become better. 

 

  

The Disadvantages of Internet Marketing Research 
 

Internet surveys are available 24 hours a day, seven days a week. Companies can collect information 
quickly, and consumers can fill out information at their leisure. But even with this availability, there are 
certain inherent disadvantages of Internet marketing research. 
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Companies sometimes discount online surveys as a primary source of data collection because of these 
disadvantages. Businesses may prefer to round out their Internet marketing research program with 

other methods that could include phone surveys, standard mail surveys and personal interviews. 

Uncertain Audience Representation 

Companies that use Internet surveys never know who will fill them out. This could cause a lack of target 
audience representation in the online survey. For example, a discount woman's clothing company may 
primarily sell to women ages 18 to 35 with a specific annual income. But the people who respond to 

the survey may not be from the target customer base. 

Without a way of identifying respondents, the wrong people may be participating in the online survey, 
skewing the survey results with information that does not apply to the store or its customer base. 

Not Random Sampling of Target Audience 

Internet marketing research does not provide a random sampling of a target audience, which limits the 
utility of the results. All an online marketing survey does is include answers from those who visit your 
site and decide to click on the survey. For example, phone researchers may call every fourth person 
on a customer list during a survey, giving each customer an equal chance of being included in the 

survey. 

By contrast, Internet survey responses can occur quickly and haphazardly and be filled out by anyone 
who visits the site. Sometimes a company can reach its online survey quota in just a few hours but the 
data turns out to be worthless. 

Interference Due to Technical Problems 

Technical problems can interfere with respondents filling out online surveys, unlike phone or face-to-
face interviews. For example, a respondent's computer screen may freeze while she's filling out the 
questionnaire, or some other unforeseen event could interfere with her Internet service. Consequently, 
she may not be able to complete the Internet survey. 

Another concern for the company that ordered the research is that many Internet surveys don't filter 
out double entries. As a result, the researchers may need to assign a special identification number to 
each respondent. A special ID would allow a respondent to fill out the questionnaire only once. 

Limited Questions and Complexity 

Internet questionnaires are often short and simple because a company's technological know-how may 
be too limited for more complex surveys. Respondents may also lose interest in Internet questionnaires 
and quit filling them out before they complete them. Internet surveys introduced through pop-ups can 
annoy customers interested in buying, serving as a barrier to the service or product in which they are 
interested. A simple pop-up survey can cause them to bail from the site altogether and seek out 

competitors who make shopping a breeze. 
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Types of Business Research Methods 

 

Consumer research is an important part of any company. Most large corporations allocate large 
budgets to consumer research because they know how valuable the information gained from listening 
to consumers is. However, large corporations are not the only companies that can benefit from 
consumer research. Even a small one location business could benefit tremendously by asking its 
customers for feedback. Consumer research helps companies improve their products and generate 

new ideas based on consumer demand. 

Focus Groups 

Focus groups are the ultimate in consumer research. A focus group gives companies an in depth 
detailed view into consumers' minds and how they view and interact with the product. A focus group 
consists of a day long (or even longer) meeting of demographically appropriate individuals, usually 
around 10 in total. A facilitator will talk with consumers, have them interact with the product, ask 
questions and get feedback regarding the product. The whole focus group is usually observed and 
recorded by company executives who view the proceedings behind a two way mirror. Companies 
typically hold focus groups when researching a new product. 

Call Centers 

Call centers are another less obvious method for customer research. Call centers are the source for all 
things related to the company. A customer may call to find out information, report a product problem or 
get tech support. Almost all calls from call centers are recorded. The calls are sorted and categorized 
by type and this gives companies a good idea of what customers are saying. For example if the call 
center is being bombarded with calls regarding how to use a new product then the company knows that 
the instructions for the new product are inadequate. Companies monitor call center activity and relay 
information back to the appropriate divisions in their firm. 

User Opinion Surveys 

User opinion surveys are found inside retail outlets, on the company website and sometimes mailed 
out as questionnaires to customers on the company mailing list. This method allows customers to 
anonymously submit their opinions to the company in writing. Often there will be specific questions 
regarding satisfaction of products and customer service. These surveys are then gathered and 

analyzed by the marketing department and changes are made based on the responses of consumers. 

Website Metrics 

Most companies have a website and a website can provide a lot of information about its visitors to a 
company. Most websites are tied to a tool that analyzes their traffic, one free tool that does this is 
Google Analytics. These tools provide information about the site's visitors and their behavior. For 
example most website performance metric tools allow companies to see, where in the world visitors 
are coming from, what content is most popular, where visitors go on their website and how this links to 

current promotions and sales. 

3rd Party Research 

There are many third party research companies that provide very valuable consumer research data to 
companies. These companies usually compile very large industry based surveys that would be too time 

https://bizfluent.com/facts-5120468-types-business-research-methods.html
https://bizfluent.com/facts-5120468-types-business-research-methods.html


consuming and costly for a single company to do. The market research company can afford to do this 
because it sells the final report to all the companies in that industry. These reports are usually very in 
depth and involve a wide range of demographic information and customer feedback. The report is also 
not biased because it does not favor a particular company or brand. 

 

Business owners create their own surveys or questionnaires to discover opportunities in the 
marketplace and to assess customer needs. The first step in creating your own survey is deciding whom 
you will target. You can target both current customers and non-customer consumers who may have an 
interest in your products. Include non-customer consumers if you are marketing a new product and 
want an outsider's opinion. You also need to determine how many surveys to conduct. The more 
surveys you do, the more accurately you can project the opinions of all customers or consumers. 

Write the objectives for your survey, according to the Small Business Administration website. For 
example, write that you are "evaluating customer satisfaction among customers" if this is your goal. 

Use your market research survey to better understand what product features your customers want. 

Decide what type of survey you want to conduct, such as a phone, mail or Internet survey. Word your 
survey according to the method you use. For example, use "select one of the following responses" as 

an instruction if you are using a mail or Internet survey. 

Create a qualifying question at the beginning of your survey or questionnaire. Use the qualifying 
question to ensure that your are speaking to the decision maker of the household. For example, if you 
are calling customers about consumer products purchases, write a qualifying question such as: "Are 

you the one who does the grocery shopping?" 

Start drafting the questions for your survey. Arrange your questions in a logical order. Ask people where 
they typically shop for groceries, for example, before inquiring what they buy. Write down a question 
that asks consumers whether they purchase your company's products or services. "Use a "yes/no" 
response for this particular question, which will help you distinguish between customers and non-

customers. 

Divide the body of your questionnaire into different sections. Ask customers to evaluate product 
features, for example, in one section and customer service in the next section. Use closed-ended or 
multiple choice responses throughout 80 percent to 90 percent of your questionnaire. Write responses 
such as "very satisfied," "somewhat satisfied," "neither," "somewhat unsatisfied" and "very unsatisfied" 
if you ask customers how satisfied they are with your products. Use open-ended or "fill-in-the-blank" 
questions to further probe customers about their opinions. Ask "why do you feel that way?" if a customer 

is unhappy with your products or services. 

End your survey with demographic questions, such as the age, income and household size of 

respondents. 

 

 



 

Types of Demand Forecasting 
 

Small business owners and entrepreneurs use demand forecasting to help determine what their 
prospective and current customers will want in the future. This information helps you plan and develop 
new products and services, as well as expand into new markets. Simply put, demand forecasting 
helps you catch and ride the wave just as it begins to build and crest. There are several different 
types of methods used in demand forecasting, including buyer’s intentions surveys and other forms 
of quantitative research. Demand forecasting also estimates how much of a particular product your 
customers may want to buy, allowing you to create reliable sales forecasts for your business. 

Prediction Market 

One type of demand forecasting uses price data from real-world markets to create a virtual market. 
Then, the experts analyze the data and compare it against other key economic factors, such as 

employment, inflation and productivity rates. 

Part of the process of creating and evaluating this virtual market is incorporating foreseeable 
developments in the economy and market. For example, experts can use current and historic data to 
chart trends. This gives the analyst a crystal ball, of sorts – one that can predict future trends such 
as employment policies, public financing plans and predicted economic growth. 

Extrapolation 

Extrapolation uses mathematical principles to predict future behavior based on current and historic 
data. It’s a data-driven perspective on consumer behavior, using quantitative research to access data 
about how your customers have behaved in the past towards your products and brand. 

Let’s say your company sells artisanal cheeses, and for the past 15 months, you’ve experienced a 
steady uptick in sales of goat cheese. You can reasonably extrapolate from that 15-month data 
sample that the trend will continue and your sales will continue to increase in month 16. 

The drawback of extrapolation is that it’s limited to currently available data when in reality future 
unforeseen events impact markets all the time. Still, it’s a helpful and simple method of demand 
forecasting that most small businesses can use. 

Conjoint Analysis 

Your customers can’t always buy the perfect product. They may have to make a trade-off somewhere. 
Either they’ll pay more than they planned to for a particular feature or higher quality, or they’ll give up 
on a specific feature for a lower price. Trade-offs in product features happen all the time and in many 
different scenarios. A conjoint analysis starts from that simple premise: The customer can’t buy a 
product that meets all their preferences. Instead, customers find and buy the products that possess 
the features and attributes they most want and need, meeting as many of their preferences as 
possible. Conjoint analysis, therefore, is a way to figure out what those most-preferred features are, 

and what the customer is willing to trade in exchange. 



For example, a car manufacturer might find customers value lower prices and better  fuel economy 
over larger interior space and more color choices. A conjoint analysis will use customer input to 
discover exactly which feature combinations shoppers really value and prefer by having them rank 
major features in order of preference_._ Then the analyst will use statistical models to evaluate those 
responses. The final product is a written report on the conjoint analysis that can help your company 
refine and improve sales, marketing and production plans to better meet your customers’ needs and 

preferences. 

Buyer’s Intentions Survey 

A small business can also survey its potential customers about their intentions in order to forecast 
future demand. Intentions surveys ask respondents about what they intend to buy and when they 
intend to buy in the future. 

You’ve probably seen these surveys on the web. On a media outlet site, for example, you might be 
prompted to fill out a short survey in order to access the content. That survey may then pose two or 
three questions about your intent to buy a particular product in the next six months, for instance, a 

new car or a hot tub. 

The survey answers then give the analyst a specific probability that the person answering the 
questions will act in a certain way. For example, if the question asks how likely you are to buy a new 
car in the next six months and gives a range of answers from zero (not at all likely) to 10 (a certainty), 
a response of eight might translate to an 80-percent probability. The aggregate probability might then 
suggest a path forward on a new product that your business is contemplating. 

 

Delphi Method 

There’s another survey-based method of demand forecasting called the Delphi method or Delphi 
technique. However, instead of surveying customers, in this method the business surveys experts.  

Another major difference from the buyer’s intentions survey is that Delphi surveys are anonymously 
conducted in a series of rounds, punctuated by an analyst summarizing the opinions expressed in 

the prior round, then using that analysis to create the next set of questions. 

The experts who are surveyed get access to the statistical summary as well as the new questions. 
Each round asks the expert to either stick with his prior answer or gives him the opportunity to modify 

his assessment, based on the way other experts responded. 

The aim of the Delphi method, therefore, is to help a group of experts in your field reach a consensus. 
When the group of experts reaches that consensus about specific developments in your business’s 
market, you can then use that consensus to help guide future product development, sales and 

marketing campaigns. 
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