
Procedure

 Yes No

Is the style appropriate?  

Do you know the room size? (i.e. small, medium, large)  

Do you understand the acoustics?  

Has the client seen the findings?  

Do the visuals give key facts?  

Is anything too long? (i.e. text, speeches)  

Is jargon used appropriately?  

Are there a variety of visual displays?  

Is the ‘mood’ of the meeting positive?  

Publication

 Yes No

Will a handout be given before the session?  

Has a handout been prepared?  

Have all likely questions been predicted?  

Have ‘emergency slides’ been prepared?  

Will non-attendees receive something?  

Was anything extra promised?  

Was it your best presentation?  

Five reflective research questions
1 Are the results a surprise?

2 If you were to repeat the study, would you get the same results?

3 Does the headline match the data?

4 Are you baffled?

5 What is missing?

Are the results a surprise?

If the answer is ‘yes’, there may be something wrong. Check how the study was set up: look at 
the research tools; look at the competence of the researchers; look at the objectives; look at 
everything. If there are surprises, there may be methodological reasons. Either way, you can say 
that you checked.

If you were to repeat the study, would you get the same results?

Here, we are looking at reliability. Without repeating a study, we can make a simple judgement. 
Ask the people who produced the data, or work with quantitative data using simple 
subtraction: remove respondents one by one. When do the results start to look odd?

M
arket Researcher’s Toolbox
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Does the headline match the data?

Sometimes, people write what they expect their bosses want to hear. Here, you are looking to 
see that the points made by the commentator (in a memo, report, or whatever) are supported 
by the raw data, by close inspection of the detail or by asking the people involved.

Are you baffled?

If the research uses jargon, has very long sentences (45 words is long), or is grammatically 
complex, you should suspect that something may be wrong. Such techniques confuse the 
reader and may misrepresent the research.

What is missing?

Here, you need to think laterally and summon up all the knowledge you have about the topic. 
To evaluate the information, think about what was not collected. Why was it missed? Why was 
a specifi c question not posed to respondents? You also need to consider what was collected 
but not reported. Researchers need to be selective, but sometimes brevity can be misleading.

These simple questions can help your organisation to make the most of the resources available 
and, more importantly, they can help you as an employee. They help you to maintain your 
integrity and credibility.

Example of a market research brief
Market research brief

To: Research agencies chosen to submit a proposal
From: John Peterson, Market Research Manager, J.W. Farina Ltd
Date: 13 April 2015

I am pleased to invite you to propose for a major study we will be conducting. While the 
enclosed brief gives clear guidelines, we are open to fresh thoughts. We have provided 
information that we think is relevant to your response.

The study is important to Farina and we hope that it will give a valuable insight into oil 
purchase decision-making.

I look forward to receiving your response.

Yours sincerely

John Peterson

Background

J.W. Farina Ltd was established in Italy in 1888 and has become a market leader in the supply 
of Italian wines and oils to countries outside Italy. It is particularly strong in France, Austria, 
and the UK. For more information, please refer to our enclosed annual report, promotional 
brochures, and websites.
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