
Market Research:

Primary Data



Primary Data

 Primary data – unanalyzed (not 

tested) current information collected 

for a specific purpose 

 There are two types of primary data:

1. Qualitative research

2. Quantitative research



Two Types

Qualitative Research

 Used to measure people’s 

reactions or feelings toward a 

product/service – things that 

aren’t easily measured.

Ex.1: Blind test or opinion 

polls



Two Types

Quantitative Research

 Information that can be easily 

measured – you can graph the 

data or put it in a table to show 

the numbers. 

Data is collected by surveying 

a representative sample (small 

# of people) of a target market 

population

Predict the results of the entire 

market based on sample



Gathering Primary Data

There are 5 ways to collect primary data, they 

are: 

Test Marketing

Internal information sources

Surveys

Observation

Focus-group interviews



1. Test Marketing

Marketers will sometimes produce a small 

number of a new product and introduce it 

into test markets

Ex. Before Tim Horton's sold the Iced 

Capp across Canada, they only sold it in 

Toronto as a test to see if the rest of 

Canada would like it.



2. Internal Information Sources

 A business keeps a record of information 
regarding their products and also their customers
Sales records – show which products are selling well

 Inventory records – show how quickly the products are 
being sold and also the seasonal changes in sales

Advertising records – show whether or not a specific 
advertisement or promotion was successful or not 

 Data Mining – a process by which a business is 
able to gather information about their customers’ 
buying habits. Ex. Starbucks card



3. Surveys

A set of carefully planned questions used 

to gather information

Ways to administer surveys

Face-to-face

Phone

Written

Web



Survey Questions

Closed-ended questions (used in most surveys) 
include:

 Questions that can be answered with either a 
“yes” or “no” or “Agree/Disagree”

 Multiple choice 

 Scale of 1 to 10

 Consumer can easily answer questions

 Easy to score, easy to interpret data



Examples of Closed-ended questions



Survey Questions

Open-ended questions (used sometimes in 

surveys)

 Allow people to provide their own response which 

requires more thought and more than just a 1-word 

answer. Ex. Why do you like Pepsi instead of Coca Cola?

 Takes more time to answer and interpret, difficult to 

extract meaningful data



Random Sample

 Surveys must be from a random sample

Every member of the target-market population must 

have the same chance of being selected for the survey. 

 If the sample does not accurately represent the 

target-market, the results will be misleading and 

biased

 If the results are truly random, then the results of 

the study can be projected on the entire market.



4. Observation

 Watching and a person’s actions in a particular 

scenario, without direct interaction. Ex. Children and 

toys

 Can be more accurate than surveys

 Less influence by what others have chosen or by a    

desire to please the researcher

 Better representation 

of the person’s attitudes



Observation

More expensive than surveys

Can be less effective when observing 

large groups because:

Hard to watch a large number of people at the 

same time

Person might respond differently when in a 

group



5. Focus Group Interviews

Focus group – a small group of people 

brought together to talk about a product 

Combines the features of an interview with 

those of the observation

Focus group should be made up of people 

who best represent the target market

Moderator is the person who leads the 

discussion 


