
How do I see the market research industry evolving? To me, this is a tough question, 
as I have only been involved in research for two years, but I will try my best at 
answering it. In my opinion the market research industry has many different 
directions in which to advance; namely digital channels, relationship marketing 
theory and the amazing BIG data, to only name a few. So let’s begin!   

Digital. Since this is still a relatively “new” channel there are a lot of things 
researchers do not conclusively know about digital marketing. Your favourite shop 
has moved to one of the most convenient locations, wherever you need it to be - on 
your smartphone or desktop. This evolution of the smartphone/tablets/phablets has 
created an abundance of opportunities for a business to reach you or vice versa.  
Online advertising, blogs, social media and web communities are just some of the 
ways that businesses have opened up an unlimited stream of information to the 
consumer or again vice versa, where the service provider can learn about the 
consumer. Recent studies focused on online consumer behaviour and some of the 
topics studied include consumer engagement, preferences and loyalty of online 
consumers, as well as the effect of culture and other variables on online consumer 
behaviour. I think that the effects of demographic variables, such as culture and age 
will be extensively tested in the future. Web analytics software will possibly assist 
businesses and researchers to unearth or mine for these answers and provide 
insight in order to conquer this channel. 

Relationship Marketing. Another interesting avenue of research is relationship 
marketing. Although the theory has been around for quite a while, researchers are 
discovering new ways to implement this in the business world with every new article. 
Since the finding that there is relational and transactional customers, the manner in 
which to identify these customers has become the million dollar question. Therefore 
the development of a variable called relationship proneness (A.K.A. relationship 
intention, loyalty proneness, etc.) was important. This gave business the ability to 
distinguish consumers who actually want a relationship with them, as opposed to 
those who are only looking for convenience benefits (i.e. discounts). As for the 
transactional customers, studies also focus on the effect of pricing on the loyalty of 
their customers, loyalty programs and the behaviour of their competitors. As this is 
still a fairly undiscovered theory researchers will be working toward creating a “one-
size-fits-all” model for the relationship marketing theory. 

Big data. The intellectual curse word to a few researchers in digital marketing, but 
nevertheless amazing. The incorporation of data into research studies has nearly 
blown most people’s mind, and rightfully so. Data enables researchers to have 
access to a larger sample with a wider demographic, namely age, race, culture, 
income and most certainly, psychographic background. As famous mathematician 
and co-founder of OKCupid (an online dating site) Christian Rudder suggests, web 
data can provide a vast amount of information on who you are when you think no 
one is watching. Some even refer to it as “you are what you google”. But I digress. 
With the right tracking on the right websites and just a little bit of insight, researchers 
and even businesses can receive and interpret up-to-date information about their 
users, their users’ demographics, preferences, etc.  

How can I contribute? What are, in my opinion, the necessary skills for market 
researchers in the present environment? In my opinion, there are a few “hats” that a 



market researcher will wear. This first hat is actually a two-in-one, namely the 
researcher must possess advanced knowledge on quantitative and qualitative 
research skills. This skill is incredibly important when researching a new topic, or 
even trying to reinvent an old one. The second hat is a data analysis hat. This hat is 
more likely to enter at the middle stage of the research process, when all the data 
has been gathered. Although there would be data analysts available to do this part of 
the research process for the researcher, it would be more advantageous for the 
researcher to have the ability to do the analysis themselves. This will lead to a better 
understanding of what the data is saying and what insights and implications can be 
drawn from it. In combination with the data analysis is a strong statistical 
background. This skill and knowledge will assist in interpreting the results of the 
statistical tests. 

Next are some of the softer skills that cannot really be taught, but have to be 
practised and be mastered, the first of which is creative writing skills. Although 
research is not fantasy, it should never be boring. Creative writing skills assist the 
researcher in learning how to state the facts in an engaging manner. In my opinion 
this will help with the publishing of the article, because a well written, interesting 
article that contributes to the research agenda is the triple golden threat that most 
journal editors are after. Another important soft skill is the ability to read information 
and then synthesise and write it in your own words. This is an especially difficult skill 
for new researchers such as myself. And then, lastly, the researcher will need people 
skills in order to get the right information from respondents or participants, especially 
in a qualitative study that involves focus groups and in-depth interviews.  

In my opinion I think I have these skills, although I will acknowledge they still need 
honing and developing, which is, I suppose a life-long process. And who knows what 
will happen if these skills are applied … As you can see the market research industry 
is dynamic and ever evolving and I believe that with the right skills and most 
importantly, a relentless curiosity, I also hope to make a difference in the way we 
observe and use marketing in the future. 

How do I see my career unfolding and what are my aspirations? My short term 
career goal for this year is to finish my master’s degree in Marketing. After which I 
will be looking for a job or to join a graduate program at a market research house. 
There I hope to get the opportunity for personal development, to learn more skills 
and to develop my writing and analysing skills further. When I have completed my 
graduate program or internship I want to move into a junior research position at a 
research house or company. I have a considerable curiosity of consumer behaviour, 
both real world and digital, so I would love to be accepted at a company that 
specialises in that field. I am also determined to continue my academic studies in 
order to complete a doctorate. Thereafter I would like to work my way up the 
corporate ladder to achieve a senior level researcher position, and from then on, as 
Buzz Lightyear said, “To infinity and beyond”!   


