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Let’s Review

Customer Insight Tools and Techniques



Marketing Information and 

Customer Insights

Customer insights are fresh marketing 
information-based understandings 
of customers and the marketplace 
that become the basis for creating 
customer value, engagement, and 
relationships.



Marketing Information and Customer 

Insights

Customer insights

 Fresh and deep insights into customer needs and wants

 Important but difficult to obtain

▪ Needs and buying motives not obvious

▪ Customers usually can’t tell you what and why

 Better information and more effective use of existing information



Marketing Information and Customer 

Insights

Managing Marketing Information

 Companies are forming customer 
insights teams
▪ Include all company functional areas

▪ Collect information from a wide 
variety of sources

▪ Use insights to create more value for 
their customers



Marketing Information and Customer 

Insights
Managing Marketing Information

Marketing information system 
(MIS) refers to the people and 

procedures dedicated to 
assessing information needs, 
developing the needed information, 
and helping decision makers to use 
the information to generate and 
validate actionable customer and 
market insights.



Marketing Information and Customer 

Insights



Marketing Research

Marketing research is the systematic design, 
collection, analysis, and reporting of 
data relevant to a specific marketing situation 
facing an organization.



Marketing Research
Developing the Research Plan

Secondary data is information that already exists 
somewhere, having been collected for another 
purpose.

Primary data is information collected for the specific 
purpose at hand.



Marketing Research

Gathering Secondary Data

Advantages

Lower cost

Obtained quickly

Cannot collect 
otherwise

Disadvantages

- data may not be

Relevant

Accurate

Current

Impartial



Marketing Research



Marketing Research

Primary Data Collection

Research Approaches

• Observational research involves 
gathering primary data by observing 
relevant people, actions, and 
situations.

• Ethnographic research involves 
sending trained observers to watch 
and interact with consumers in their 
“natural environments.”



Marketing Research



Marketing Research

Primary Data Collection

Research Approaches

• Survey research involves gathering primary data by asking people 

questions about their knowledge, attitudes, preferences, and buying 

behavior.

• Experimental research involves gathering primary data by selecting 

matched groups of subjects, giving them different treatments, controlling 

related factors, and checking for differences in group responses.



Marketing Research

Focus Group—Personal Contact 
Method
 Six to 10 people
 Trained moderator
 Challenges

▪ Expensive
▪ Difficult to generalize from small 

group
▪ Consumers not always open and 

honest



Marketing 

Research

Online Contact Methods

Advantages

• Low cost

• Speed

• Higher response rates

• Good for hard to reach groups







MK 312 Research Guideline 

Examples









































Simple Guidelines

RESEARCH AIM, OBJECTIVES AND 

QUESTIONS



RESEARCH…simple …

 Research Aim: What do we want to find from this 

research?

 Research Objectives: What ways can we achieve our 

aim?

 Research Questions: What questions to ask 

consumers to achieve our objectives? (open ended 

questions)



Research Aim: What insights we want 

to find from this research?

EXAMPLE OF AIM:  To launch fashion products the meet the 

needs of Thais Gen Z



Research Objectives: What ways can we 

achieve the aim?
Research Aim: To launch fashion products the meet the needs of 

Thais Gen Z

Research Objectives:

Example: 1. To identify Gen Z shopping habits

2.  To find what types of fashion influences Gen Z

3. What is the lifestyle of Gen Z



Research Questions: What questions to 

ask to achieve our objectives?

Research Objective: To identify Gen Z shopping habits

Research Questions:

1. Where do you normally shop?

2. When you shop what promotions do you look for?

3. What type of clothing and accessories do you normally buy?

4. When you go shopping do you go alone or with your friends, 

who do you go with?

5. How much do you spend when you go out shopping?





RESEARCH…simple …

 Research Aim: What do we want to find from this 

research?

 Research Objectives: What ways can we achieve our 

aim?

 Research Questions: What questions to ask 

consumers to achieve our objectives? (open ended 

questions)






