


Consumers Do Not Shop In A Focus Group,
So Where Do Manufacturers Find Real World
Information For their Brands?

KHQ LW FRPHV WR UHVHDUFK *UHWDL(
DUH TXLFNO\ OHDUQLQJ WKDW RQH SO
VKRS LV LQ IRFXV JURXSV ,Q IDFW EU
UHFRJQL]HG WKDW VRPH RI WKH PRUH
XWLOL]JHG E\ UHVHDUFKHUV VXFK DV (
WHOHSKRQH RU PDOO LQWHUYLHZLQJ

UHSUHVHQW KRZ FRQVXPHUV LQWHUDF
HQYLURQPHQW

7KDW LV ZK\ FRQVXPHU LQ VWRUH LQV
EHFRPH WKH UHVHDUFK PHWKRGRORJ\
VWDQGDUG IRU DGGUHVVLQJ TXHVWLR
YDULHW\ RI UHWDLO VLWXDWLRQV :K
FRQVXPHU SXUFKDVH GHFLVLRQV DQG
LQ D 3UHDO ZRUOG™ VHWWLQJ

05& 3IXUFKDVH 2EVHUYDWLRQ 6WXGLHYV
LOWHUFHSW FRQVXPHUV 3LQ WKH DFW
WKH PRPHQW RI SURGXFW VHOHFWLRQ
PHWKRGRORJ\ ZLOO DOORZ \RX WR GH!
EHKDYLRUV ZKLOH WKH SXUFKDVH GHF
VKRSSHUfV PLQG DQG DW WKH VDPH W
SUREOHPY DVVRFLDWHG ZLWK RWKHU

How Can Manufacturers Successfully Utilize
MRC'’s In-Store Interviewing Methodology?

Category Management

:KHWKHU \RX DUH ORRNLQJ WR VXSSO\
FKDQQHO JHQHUDO LQIRUPDWLRQ XQ¢
SXUFKDVH GHFLVLRQ EHKDYLRU LV D F
PDQXIDFWXUHU UHWDLOHU UHODWLRQ

&RQVXPHU LQ VWRUH LQWHUFHSW LQW
EHLQJ FRQGXFWHG DV SDUW RI FDWHJ
WR XQGHUVWDQG LPSXOVH YHUVXV SO
VZLWFKLQJ EHKDYLRU DQG SXUFKDVH
KLHUDUFKLHV GHFLVLRQ WUHHV DQG
FODVV Rl WUDGH RU E\ LQGLYLGXDO U
7KLV PHWKRGRORJ\ SURYLGHV WKH DQ
REVHUYHG EHKDYLRUV FRQVXPHU UHV
Rl WKH VWRUH HQYLURQPHQWYV WR SUI
LQVLIKWYV
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XQGHUVWDQGLQJ FRQVXPHU SHUFHSWLRJWY WP %LV \HDU ZH ZL
FXUUHQW VKHOI SODQ R JUDP RU D PD HU RUH 6KRSSHU ¢
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RI VKHOYLQJ DOWHUQDWLYHV E\ FRPELQY®J EFRBWUHREB ARGV VH 8S
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LQ VWRUH FRQVXPHU LQWHUYLHZLQJ SURJUDPV
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Test New Packaging, Products, or Promotions PDUNHW"

5HWDLO FKDLQ EX\HUV DUH IDFHG ZLWKldS”sBH 'R'ﬁ%%GFhVIBEGJR{M GHILHV VXE
DQG SURGXFW DOWHUQDWLYHV IURP PDE %W § \% WV DQC
0DQ\ SURJUHVVLYH PDQXIDFWXUHV XQG UV%@%H\DWS' VB%VV'%'E)Q/%'_GH WKH RY!
TXDQWLWDWLYH UHVHDUFK FDQ SURYLGH DQ HGJH WKDW DOOQORZV

PDQXIDFWXUHUV QHZ SURGXFW RU PHU#KBS&P\V‘U@?W\%QJLDQN‘%IBQW%SWV Q $ SHI

VWDQG RXW LQ D FRPSHWLWLYH DUHQD
$ UHFHQW 05& FOLHQW ZDV IDFHG ZLW

D QHZ SURGXFW FRQFHSW DQG QHHGH
RIIHULQJ ,OQWHUYLHZLQJ FRQVXPHUYV

$ PDMRU EUDQG PDQXIDFWXUHU ZDV UHE 'v\FoL\Dl‘HHIQé IRUPRBLR &Py kPWHIRUN
GHFLVLRQ DERXW WKH SDFNDJLQJ RI éﬁ’#ﬁ éDLBF}’d‘&P\ﬁ/FXPﬂQNﬁ'SWLWLR IRU F
ZHUH EHLQJ FRQVLGHUHG DQG WKH FRPSDQ\ ZDQWHG D 2UHDO OLIH
LQ VWRUH PHDVXUH RI ZKLFK zDV WKH ER®R' EGURIUWAR @ pINIHY; ALWK FDWHJIF
PDMRU PRQHWDU\ FRPPLWPHQW WR D QHE24HREWHSY QW VSHFLILF L
8QIRUWXQDWHO\ WKH QHHG IRU DQ LPPR@EHVMVEBHRHVIVR Ud;'LéR RfQJ WRJIHW
OHDYH HQRXJK WLPH IRU D FODVVLF WHYW HatOLWA TRU DOOD DVSHFWV R
SULFLQJ SURPRWLRQ VKHOI PDQDJHP
OH\HUV 5HVHDUFK &HQWHU FRQWDFWHGPYY PEYBERAWLDWH UHWDLO
DFFRXQW ZLWKLQ WZR ZHHNV ZDV DEOH WR VWRFN HDFK SURGXF
DOWHUQDWLYH LQ D PDWFKHG SDQHO RlW@Lﬁ*W%Q‘éREQWAW\DM—méB PSURY
EX\HUV DW WKH SRLQW RI VDOH RQ D ZLGH YDULHW\ Rl SDFNDJLQJ

Evaluate New Products Quickly
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DWWULEXWHYV OH\HUV 5HVHDUFK &HQWHU SURYLGHYV
EUDQG SODQQLQJ VKHOI VWUDWHJI\ Q

Syndicated Research Services DQG UHWDLO DFFRXQW SHQHWUDWLRQ
LQFOXGH

ODQXIDFWXUHV RI QHZ SURGXFWV DQG SURPRWLRQV DUH RIWHQ |
IDFHG ZLWK WKH LVVXH RI XQGHUVWD QL QX WKPMH &y bbb ¥4 RQ %HKDYLRU SH
EXVLQHVV" 6\QGLFDWHG LV D FRVW HIITHFWRYUYWMRMWHBE¥KUYDWLRQV DQG LQY

DOWHUQDWLYH GHVLJQHG WR FROOHFW oD UIH{P B PRY PRE KRZU PRHEFHUV WKL

LOQIRUPDWLRQ RQ D VKDUHG FRVW EDVLYV
v &RQVXPHU '"HFLVLRQ 7UHH 5HVHDUF|

VHIPHQW PHWKRGRORJ\ EDVHG RQ
SURYLGH LQVLIJKWY LQWR GHYHOR!
DQG PHUFKDQGLVLQJ VWUDWHJILHYV



