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Segmentation by the type of research

In-depth interviews

Focus groups

Observations

Journals

Online surveys

Telephone surveys

Live surveys

Web search

Meta Research

Publicly available data

Desk Qualitative Quantitative
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Desk Research



• Also called secondary research

• Always welcomed to be conducted before 
qualitative or quantitative research

• Used for analysis of existing/available data, 
but also to get ideas and knowledge about 
subjects which we want to further analyze

• They are very flexible as they can cover very 
broad spectre of subjects or go in big depths 
inside a single subject – all depends on the 
researcher

• Provide good overview of current state of 
research methodology and trends on the 
market which can be later further evaluate 
or expanded by conducting our own primary 
(qualitative or quantitative research.

Desk Research



Sources for desk research (only same of... infinity)

Existing research

Structured 

databases
Publicly 

available 

data

• Juniper

• Gartner

• Bloomberg

• Nielsen

• CORE

• Sci-hub

• Public Library of Science

• Pew Research Center

• Firmographic tools

• Online shopping and trends

• Mobile apps usage

• Online web search data

• Etc... you will most likely found 

companies which provide all 

sorts of aggregated data which 

you can think of (it will cost your 

$ but save you time)

• Eurostat

• OECD

• Statista

• UN

• WTO

• SEC

• Data.gov

• Wall Street Journal

• Bloomberg news

• Or in general:

• Census

• Articles and publications

• Official state or government data

• Data from international associations

Desk

Data 

Sources

While conducting Desk research, 

always be careful and 

suspicious of sources and data 

visualizations provided and 

presented by the authors
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Main steps while conducting an desk research

Define goals

Collecting 

data

Structuring 

data

Writing report• Very important step because 

research goals which are not 

clear will make you loose a lot 

of time researching either 

wrong topics or researching 

(too) wide range of topics which 

are harder to be summarized 

later. It is very normal to 

reevaluate and even change 

research goals at later stages 

of the project, but having as 

clear as possible beginning 

always helps

• Start finding data and insights 

in already existing, available or 

to you well knows sources but 

also google or research for 

other sources in order to see 

what kind of researches were 

previously conducted and also 

to get good ideas of what and 

how are particular topics being 

researched. Be structured and 

organized in order to later 

know where and when did you 

find particular info and source

• Categorizing, comparing, 

aggregating, summarizing, 

coding... you name it. Turn the 

data you have found upside 

down, create structured and 

organized data set from the 

data which was collected from 

different sources using different 

methodology in different 

timeframes with different bias

• Based on the raw and 

structured data you have on 

your hands now, develop 

conclusions and insights which 

cover your initial research 

goals. It is standard to at this 

point return again to the step 1 

and modify or add new 

research goals based on the 

insights created by already 

collected data



1. Operationalize all research subjects and topics given by the stakeholder

2. Overview and gathering of internal data about the given subject (good to be 

introduced to the subject from the stakeholders point of view)

3. Overview and gathering of external data from various sources 

4. Interim (half finished) report being presented to the stakeholder *optional step 

– if needed review and repeat steps 1-3

5. Summarizing and aggregating collected data

6. Finalizing report with remarks, notes, insights and conclusion from the research

Desk researches in the industry

Ensure key requirements to easily conduct quality desk research:

• Enable (buy if external) lots of quality points which cover variety of topics which 
are interesting to the company

• Ensure that all data (internal and external) are clean, easily accessible and ideally 
can be easily compared or connected

• Always use blend of external and internal data

• Have a very clear request from the stakeholder (know what you are researching, 
why and which action steps will be potentially taken from the research)

• Have clear expectation on the stakeholder side on what they can expect from the 
research 

360°



Qualitative Research



Qualitative research

• While analyzing the results of an qualitative research, the 
emphasis is on the content (quality) of the data we have and 
not on the frequency (quantity) of it

• It can easily go in the depth of the research subject without 
requiring large amount of participants

• Methodology and data collection process is less structured 
although one should always aim to introduce as much 
structure in those processes in order to keep the individual 
data points being collected in a very similar manner

• When analyzing the results, emphasis is again on the content 
of an idea or the value it brings and not on the number of 
participants who state the same idea

• Qualitative research focuses on analysis of word, text, 
content as opposed to analyzing numbers



In-depth 
interviews

Focus groups Observation

Other types of qualitative research include methods such as online 

forums, social network analysis, diaries etc.

1 on 1 interviews

Asking predefined questions 

(interview guide)

Interviewers are well acquainted 

with the research subject

Discussion of ideally 6-8 subjects

Moderators are well acquainted with 

the research subject

Discussion follows predefined agenda 

(protocol)

Observing behavior of individuals in 

defined situations

Researches can be passive (doesn’t 

intervene) or active (is part of the 

observed situation)

Situation can be artificial or real

Some of qualitative research methods



Target audience

1

2

3

4

Individuals who are accustomed with the research subject –

consumers of a products or service, potential clients itd.

Divide participants in groups (segments) – individuals who are 

consuming particular brands, who are consuming products more 

often (heavy user) or less frequent (light user), age, gender, etc.

Define ideal participant

Segment participants

Create screening questionnaire

Find participants

Based on the definition and segmentation given in first two steps, 

create set of questions which would qualify individuals to 

participate in the research

Apply screening questionnaire on a randomly sampled group of 

people and find participants which are willing to participate in the 

research 



Research guide and protocol

• Beside the screening questions, it’s important to define a set of research 
questions which will be asked to all participants during the interview or 
focus groups

• Questions are asked by interviewer (during interviews) or moderator
(during focus groups) which should be unbiased.

• Research guide and protocol serve as an agenda and help interviewer and 
moderator to remind him/her of the activities or question order, timeline etc., 
in order to keep all interviews and focus group similar across the research

• Beside the helping function, guide and protocol also ensure that all 
interviews and focus group have similar activities and questions across the 
whole research so that the final results are comparable and can be 
aggregated

• One can also write down all potential sub-questions which can be asked to 
the participants, although decision to skip some sub-questions or insists on 
others in order to get the most of the respondent rely mostly on the 
experience of the interviewer or moderator.



Focus group protocol example



Data analysis

Recording

Creating 

transcript

Transcript 

coding

Writing report

• All interviews and focus groups 

should be recorded so that they 

can be relistened or reviewed 

later and analyzed to the detail

• Recording of the research 

should always be mentioned to 

the respondents while they are 

being invited to participate and 

than once again before the 

recording itself

• Recording is later retyped in to a 

transcript document for easier 

analysis

• If needed, one can also type down all 

nonverbal communication which can 

give in insights in the communication 

(emotions, head nodding, waving 

hands, etc.)

• Always type transcript in this format:

Moderator: Where do you work?

Person A: In Infobip

Moderator: How long do you work 

there?

• Once the transcript is created, 

one has to read it in detail and 

mark (code) all citations which 

seem relevant to the research 

topic and give insights. Citations 

are marked with different colors 

where each color represent one 

group or category of subjects

• Transcript coding gives a lot of 

structure to the data which was 

initially unstructured and makes in 

easier to analyze and draw 

conclusions from it

• Since the data is less structured 

(compared to the quantitative 

sources), researcher has greater 

freedom in deciding on how to 

group, interpret and present 

data in the report

• Usually result follow similar idea 

and order of the question order 

from the guide/protocol and 

are grouped based on the 

subjects found while coding



Transcript coding example



Useful tools when conducting qualitative research



Expert Networks

• Are companies which have good 
network (called panels) of experts in 
all sorts of fields who have given them 
consent to take part in interviews or 
focus groups

• Based on our research specification 
and screening criteria, those 
companies can find experts which are 
suitable for our needs and connect us 
with them.

• Price of one hour talk with an expert 
usually starts at 100$ and can be a 
lot higher

How are qualitative research conducted in the industry

Carrying interviews and focus 
groups

• You can either have a 
professional moderator or 
interviewer conduct the 
research for your or 
stakeholders/requestors can 
do it themselves but than they 
risk of introducing bias to the 
research

Data analysis

• Expert network companies 

automatically send recordings 

and transcripts.

• Reports are than being 

written based on coded 

transcripts, notes from the 

research, internal data etc.

UX research

• UX Research are usually 
being conducted internally 
by each business (in IT
atleast).

• Gives good knowledge on 
how the users will accept 
new features in the product 
or how they are interacting 
with the product currently



Focus group simulation



Quantitative Research



Quantitative research

• Main idea is to collect larger sample of data (responses) via 
structured sources (questionnaire) and than conduct statistical 
analysis

• Structured questionnaires ensure that all respondents go through 
identical set of questions and give their response in the same 
manner. That enables us to statistically process the data, but 
prevent us from asking sub-question or deep dive into particular 
subject during the survey (which is the case with qualitative 
research).

• Bigger sample size also give us the opportunity to generalize 
data based on specific sample on the general population and to 
also compare (statistically) results between two or more groups of 
respondents (e.g. Males vs females)

• Surveying the respondents can be conducted via telephone
(CATI), online (CAWI) or live (PAPI – paper and pen or CAPI –
programmed questionnaire on a device)



Sample

• Before the start of the data collection, define target 

audience from which we want to get responses from the 

market. Usually, we try to get information from people who 

are using or could be potential users of our products or 

services – people relevant to the subject of the research 

• National representative sample: in B2C research, one 

often tries to achieve nationally representative sample 

size of the target population. Attributes which are 

usually taken into consideration are age, gender, 

region/country, size of the town, income, etc. Target size 

of each attribute are taken from the last official census.

• Quotas: are used in order to ensure that final sample 

includes exact amount of respondents per each attribute 

according to the set quota. Respondents belong to a 

quota based on specific answers they give during the 

survey.

Population Sample

• Sample size: depends on the population on which we want to 

generalize collected data. The bigger the target population, 

the bigger the sample size we need in the research

Beside the size of the population, sample size also depends on 

the number of respondents subgroups which responses we want 

to compare. Rule of the thumb is that you need at least 20 

respondents per subgroup, but it is advised to get at least 50 

respondents per subgroup. Of course the bigger the sample 

size the better



Importance of sample size



• Reduce cost of the whole research

• Increase the experience of the participants

• Screens out biased participants

• Ensures that the final sample is as similar to the target population

Screening questionnaire

• Set of elimination questions presented at the beginning of the survey – screen out all 

participants which give „wrong” answer and accepts all participants which match our 

target audience

• In the screening questionnaire, one should avoid open ended questions and questions 

with „Yes” and „No” answers because on the open ended questions, you can’t set up 

any elimination rules, while dichotome questions don’t ensure good protection against 

falsely positive selection of respondents

• Based on that premises, always present multiple different answers to participants, e.g.:

Ensures that we include only 

relevant participants in our 

research

Ensures that our sample 

is representative toward 

the target population

Based on specific 

attributes prevalent in 

each subgroup, enables 

us to compare results 

between them

Who is in target audience 

for this research?

How many different types of 

subgroups we want to compare?
How are quotas set up?

• Do you consume chocolate?

‣ Yes

‣ No

• Which of the following products are you 

consuming at least 3 times a week?

‣ Candy

‣ Chips

‣ Biscuits

‣ Chocolate

‣ Crackers

‣ None of them

VS.



Example of the screening questionnaire



Main questionnaire

• Consists of sets of questions which are presented to the participants who have 

successfully passed screening questionnaire

• This set of questions is best made in several iterations where we repeat the 

process of adding/removing and changing existing questions until we are entirely 

satisfied with the outcome. It is important not to rush this process and test it out 

before start with the data collections process. It’s important to create:

‣ Set of questions which are understandable to the broad population

‣ Question order which is logical and not confusing

‣ Questionnaire which is not to dull or exausting

Includes bigger and „more 

important” part of the 

questionnaire

Data can be better 

analyzed by combining 

answers from multiple 

questions

Main conclusions and 

insights come out of the 

main questionnaire

Which subjects do we 

want to explore with 

our audience?

Which information we 

don’t have, but need for 

our business?

• „Heart” of the whole survey – badly formulated questions can’t provide 

quality data

• It always pays back to spend a little bit more time to create quality 

questionnaire than to get bad data in return and spend even more time 

trying to create meaningful insights

Which actions can we 

do with the data from 

this research?



Useful questionnaire tools

Source: G2

https://www.g2.com/categories/survey?__cf_chl_jschl_tk__=2d5514dd041158663a365c2df5924d3f58e06825-1619177549-0-ATE1Bcgkn1uTnOpqf3BKXIZUoryAeS_9GKqwlv_2zV_GLmRQS-kVs8fUUJqzkYv3I1tvO48gxi7J129Ozjwdf7DmQkkvF_IxokEjf3Y3bFfjPSkYAnD3Iu_cx17dUXyYadV0i3gkW6JRKeOVO20jfR-vZLRLGYNQsLemAL1Eh3NCeMxKjM-Xboz8KC0GL-0lRbfCu0uUDviAj92KKlhvxZlE14ACklnuJEain5mWCgGLFsOmfYIv2whcrjsBLyFM2eGGIcRgHuaJxJzYh_KbDhiT3hIZkTxgKd_9qk51MrQZzRU8PB142eyzNR185kNv0QzP7hAgfHm3zg_B8Ya5POMV5Ue26ni09gEG63EHz5LW_b04C26AzigEI_w1Es30PAAfGIYsE7ZqJOYqdqvZqEQkNcZSNSPr87FuNfz6ojViVycFtVLlZf8blMFTNoYO_f0kZvmnUOcYatVi5KtEqHc#grid


Descriptive 
statistics

Result 

segmentation

Significant

statistical

difference

This three steps in the data analysis will cover majority of data 

manipulation and exploration which will bring you clear and 

meaningful insights

Raw data are stored in tables 

(dataframe) – each row represents one 

respondent, while each column 

represents one question or option

Tabular data – for each question and each 

option, show sample size, frequency and 

percentages (best for high level overview 

and data exploration)

Compare results between demographic 

variables (age, gender, location, etc.) 

and defined subgroup (heavy user, light 

users, etc.)

Compare and cross answers of one 

questions with the answers from another 

questions (e.g. Compare consumption habits 

between those who stated that brand plays 

the most important role against those who 

state that price is more important)

Most frequently used is basic t-test 

with 95% confidence

Calculate significant difference 

between all options inside a question

Additionally calculate significant 

difference between all options 

between segments (subgroups)

Data Analysis



Advanced analytics (few of many)

• MaxDiff – shows comparison of perceived importance between different options. Instead of evaluating each 
attribute on a scale from 1 to 5, in maxdiff analysis, participants have to chose the most important and the 
least important attribute. The same questions is asked multiple times with rotation of different attributes. By 
repeating questions/attributes, you get big pool of datapoints which are than statistically calculated into 
„utility” marks

• Conjoint – in-depth analysis on how are individuals evaluating importance of specific elements of a single 
product and how are they choosing between two or more similar products. During the setup, you define 
different elements of a product and different levels for each individual element. Than in the next set of 
several questions, respondent is presented with two products with two different combinations of levels per 
each element and have to chose the best option for them. Price is frequently one of the compared elements

• Van Westendorp – analysis of ideal price for a given product or service. Respondents are presented with a 
definition of a product or a service and have to define the price which would be: a) to expensive for the 
product and wouldn’t buy it, b) expensive, but would consider buying it, c) price would be a bargain d) price 
would be too cheap and they would doubt the quality of the product. Based on their given values, analysis 
creates optimal prices range

https://www.surveyking.com/help/max-diff-analysis
https://www.surveyking.com/help/conjoint-analysis-explained
https://www.surveyking.com/help/van-westendorp-analysis


1. Getting request from the stakeholder

2. Defining research subjects and target audience

3. Creating screening and main questionnaire

4. Finding agency which will find panelist (if you are from the business side)

5. Conducting research and data collection (fieldwork)

6. Data analysis and reporting

How are quantitative research conducted in 
the industry

• Inside a business you can either pay the agency to do majority of 
the work while you only supervise or do most of the initial research 
and preparation yourself while only pay the agency for paneling 
services.

• Conducting a quality market research requests a lot of time and 
effort from the working team, but also it requires a lot of effort 
and time to be put from the stakeholder (requestor) side who has 
to know what exactly he wants to get from the research and be 
active while defining target audience and questionnaire

360°



Questionnaire tool demonstration in JotForm

• Show/hide question rules

• „Other” option

• Option rotation

• Report sample

• Raw data export

• Missing in Jotform-u:

• Don’t know option

• Quotas

• Question rotation

• Tabular data export

• Advanced questions

• URL link individualisation



Summary and additional questions



Workshop – create research design



• “No research without action, no action without research!”
Kurt Lewin, social psychologist

THANK YOU

filip.sviben@hotmail.com


