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STEP BY STEP GUIDE TO CONDUCTING CUSTOMER RESEARCH:

STEP 1: DEFINE THE BRIEF AND THE OBJECTIVES
OF THE RESEARCH

Start with the end in mind. The research brief should
identify the aims and objectives that the research is
to accomplish.

Remember to:

¢ set SMART objectives (Specific, Measurable,
Achievable, Relevant and Timely)

e define the target audience (e.g. client database,
representative sample of Jersey consumers, or a
more specific target audience)

e setaguideline budget, as this will influence the
chosen methodology & sample size

STEP 2: DESIGN AN APPROPRIATE RESEARCH
METHODOLOGY

What is your plan of action? This step should outline
what data you are going to gather and from whom to
fulfil the research brief and achieve the objectives
set out. How will you collect the data? What is the
best approach to achieve your objectives?

Consider your objectives - primarily data/information
gathering will likely use a quantitative methodology,
or depth understanding of opinions is more likely to
use a qualitative methodology.

Any research methodologies have their advantages
and disadvantages depending upon your objectives.
Choices to consider include:

online (mobile, tablet or PC) or paper-based
self-completion or interviewer-led
telephone, face-to-face, Mystery Shopping
focus groups, co-creation groups etc.

Consider when and where you will collect the
data and how you will analyse it. Take care not to
bias your results and consider how you can gain
a representative sample. Often there is a balance
to be reached between available budget and the
statistical accuracy of the results.

STEP 3: DESIGN AND TEST THE SURVEY
QUESTIONNAIRE/DISCUSSION GUIDE

Start with an introduction describing what the study
is for, followed by any instructions, estimated time to
complete and confidentiality. Consider whether you
should incentivise completion and how, and whether
you should send out any reminders.

The questionnaire or discussion guide should:

e be sensibly structured with well-designed,
balanced, non-judgmental, non-leading
questions

e use non-biased scales; offer as many positives
as negatives

e include appropriate probes and prompts

e not contain long or complicated questions that
are ambiguous and hard to understand

e only ask one question within each question

e include ‘routing’ to allow for some questions
being irrelevant to some respondents

e flow from the general to the specific, with
sensitive questions later

e refrain from asking questions if you are not
going to use the results to those questions -
many questionnaires are too long because they
fail to distinguish interesting from relevant

¢ allow you to segment the results if relevant

Consider using a mix of ‘closed’ questions (with
response options), as well as semi-structured or
more insightful, open-ended questions.

Always test/pilot your questionnaire or discussion
guide on a small subset of respondents.

STEP 4: SPECIFY THE SAMPLE

A sample is a subset of potential customers that
are representative of your entire target market, or
population being studied.

Take care to:

e define the population correctly, otherwise you
will be studying the wrong people

e consider how you can achieve distribution to a
relevant and representative sub-sample of this
target audience, as well as the sample size you
would need to achieve

e consider if want to analyse your results by
differing segments; if so, the overall sample size
needs to be larger

e consider the likely response rate

e identify those who have already responded if you
send out reminders

e decide how you could avoid multiple
submissions

e ensure the sample is representative for online
surveys




STEP 5: COLLECT THE DATA/INSIGHTS

Survey data can be collected in many different ways
and combinations of ways. The following are the
basic methods used:

e face-to-face (can be computer/tablet aided,
depth interview, focus groups, and Mystery
Shopping)

e telephone, can be computer aided (CATI) or
completely automated (CAPI)

e mail and hand delivery - door-to-door service

e e-mail and the Web - Survey Monkey, Google
form or professional survey software

STEP 6: ANALYZE THE DATA/INFORMATION

Once all the data/information is collected processes
are needed to have control over any potential for
incorrect data entry. You should also conduct some
random back checks if surveys have been completed
by interviewers. You can then begin the data cleaning
process which involves removing duplicates,
correcting data which has been collected in the
wrong way or only half answered, and removing
some data altogether if they might be considered

as ‘outliers’ (e.g. results that will have a big impact
on average scores). You can then analyse the data/
information and draw conclusions based on the
results.

Ask yourself whether the way in which the research
was conducted seem sound? Was the sample size
large enough to mean that the result is statistically
significant? Are the insights and conclusions that
become apparent from it reasonable?

STAGE 7: ACT

Now that you have identified the gaps or the
answers to the questions you wanted answered,
it's time to review your research and use it to guide
your decisions. You can tell which strategies are
working and which aren’t, what new services or
products may be successful or not, whether any
changes to customer service improved things or
not. Also regular tracking, asking some of the
same questions/exploring customer insights can
be very informative for future strategy and business
decisions whilst providing great ROI!
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Contact JARP on info(@jarp.info call 01534 733170 or
visit the website www.jarp.info

Further Information or Advice from Jersey
Business please contact us on 01534 610 300 or
Email: infoldjerseybusiness.je

WHETHER YOU ARE THINKING OF STARTING A COMPANY, WANT TO IMPROVE OR GROW YOUR EXISTING BUSINESS OR NEED TO
MANAGE YOUR EXIT PLAN, JERSEY BUSINESS IS HERE TO HELP YOU ACHIEVE YOUR GOALS.

www.jerseybusiness.je info(@jerseybusiness.je

(01534) 610300

31 The Parade, St Helier, Jersey, JE2 3QQ



