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I was asked today to give you an overview of what mar- 
ket research is and how it works. l don’t want this to turn 
into an academic lecture, so we’re going to do it once over 
lightly. I hope it will give you an idea of how it’s done and 
what we’ve learned about our consumer today using market 
research techniques. 

What is Market Research? 
Market research is a systematic study of the needs, atti- 

tudes, and behavior of consumers or business systems in 
order to make effective marketing decisions. You can see 
that it is definitely past-oriented. It starts with the premise 
that marketing is a game of chance and a plan for big 
stakes. Market research helps you know your consumer bet- 
ter, and therefore tries to shave the odds in your favor when 
making a good marketing decision, whether it’s advertising, 
or the color of a car, or whatever. Market research helps you 
play the odds. It’s very task-oriented, and it’s directed to- 
ward solving specific problems. It’s not just a philosophy, it’s 
the research of behavior. It’s not like most other kinds of re- 
search. It’s not designed to improve the human condition or 
to make us understand our world better. It’s designed to help 
marketers sell something - period. 

We start with the human being, the person that we’re 
trying to understand. Human behavior is really context- 
specific. We have to study human beings and we have to 
study human systems and that has a lot of implications for 
us. The first implication is that there are few facts in market 
research, since it’s behavioral science. It’s all probabilities 
and the probabilities change with the context in which you’re 
working. 

In some ways, market research is very similar to other 
kinds of scientific research. First, it has to define a problem, 
or it has to work from a well-defined problem. It has to have 
a consensus definition of the problem, because since it’s 
designed to solve a problem, not only does the researcher 
have to have a definition of the problem in his or her mind, 
but the user has to have the same definition. You’ve got to 
have a consensus of what the problem is before you start 
and you’ve got to use the right methods. Market research 
can be very simple, using very elementary methods, or it 
can be very sophisticated, using very high level design and 
statistical approaches. This is extremely important, since 
this is where many marketers get into trouble. I think one of 
the most famous examples of error by using the wrong 
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method is the famous Chicago Tribune prediction that 
Dewey would win the 1948 Presidential Election. They 
based that prediction on faulty methodology. They con- 
ducted a telephone survey, asking people who they were 
going to vote for. The problem was that in 1948, the only 
people who had telephones were wealthy Republicans! So 
that’s why they made this erroneous prediction, which is 
now a case study in Marketing 101 on what not to do. 

Next, the research has to  be actionable. Market 
research is not designed to lead to other research. It’s 
designed to lead to solutions to problems, or to suggest ap- 
propriate marketing solutions. If those are the criteria 
of good research, what is it that the research is supposed 
to do? It’s supposed to tell us what people do-things like 
their purchasing patterns, what they eat, when they go to 
the movies, etc.; but it’s also supposed to tell us why. We 
have to dig into the motivation; it’s not good enough just to 
describe what people do. For that reason, we have to try to 
analyze their lifestyles, their belief systems, their attitudes, 
their whole view of the world. These are the factors that de- 
termine what you buy, when you buy it, and how you use it. 

What Issues Should Market 
Research Address? 

There’s a lot of research that falls into the category of 
studying lifestyles, attitudes and habits. For example, if you 
were trying to market a new car, you’d want to look at peo- 
ple who would possibly buy in that price range and find out 
as much as you could about them, so that you could have 
the information you need to persuade them to buy your new 
car. But, let’s say you developed this car and got it on the 
market and i t  won’t sell. Well, now you’ve got to do some 
more research to figure out why; a second application of 
market research is to diagnose problems such as this. 

I have another example of how not to do it. An important 
well-known coffee company tried to market instant coffee a 
few years back. They actively promoted it, but it wouldn’t 
sell. Management got in a little room, scratched their heads, 
and said, “It must be because it doesn’t taste as good as 
regular coffee”. So they went back to the product develop- 
ment department to work on improving the taste. Then they 
went back to the market place, and guess what - it still 
didn’t sell. They did all this work but addressed the wrong 
problem -they didn’t ask the consumer. When they did, 
they found something that was quite shocking to them. In 
the early days of instant coffee, buying it was associated 
with being lazy and too much of a spendthrift. So people 
simply had a prejudice against instant coffee. Had this man- 
ufacturer done research before, it would have saved lots of 
money, and lots of time. But they didn’t! So the moral is “ask 
the consumer first.” 
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A third way market research is used is in new product de- 
velopment, or new service introduction when you roll out a 
new product. It can identify opportunities where a new prod- 
uct could fit in. It can also tell you which new products have 
the best potential for success, or it can help design the prod- 
uct, putting specifics on the name of the product, the size of 
the product, the color, the flavors, the packaging, etc. 

I want to give you an example of another failure with 
market research when trying to introduce a new product. 
There was an attempt a few years ago to introduce an 
American compact car into South American countries. The 
car was very successful in the United States, and an analy- 
sis showed that this car could meet the needs of the con- 
sumers in two South American countries. So they shipped 
the car down there and tried to sell it. They did all the 
proper marketing and advertising, but the car just wouldn’t 
sell. Well, this was a major investment for the car company, 
and subsequently people were fired and plants were closed. 
But it was only afterwards that they asked these customers 
in South America “Why don’t you buy the car?” The problem 
was simply the name of the car! The car was called Nova, a 
very popular car at one time in this country. The problem 
was that in these Spanish-speaking South American coun- 
tries, “Nova” was read as “No va”, meaning, “it won’t go.” Of 
course they weren’t going to buy this car! All the company 
had to do was change the name of the car. 

The final way to use market research is in the area of 
product performance. To you, this would most likely mean 
taste testing, or other sensory panels, where you’re actu- 
ally testing the performance of a product with the con- 
sumer. An example of how product performance market re- 
search can go wrong would be the recent one with 
Coca-Cola. Coke had decided to develop a new product 
which was much sweeter than the original formulation. 
They did all the right research, and the taste tests showed 
that indeed people did like new Coke better than old Coke. 
Well, i t  still went wrong. What happened was that even 
though on a sensory level many people liked the new Coke 
better, Coca-Cola had failed to deal with the brand loyalty 
of the big target group, the adults who had grown up on old 
Coke. It was such an integral part of their shopping and eat- 
ing behavior that they didn’t want the new Coke even 
though the researchers said they should. How can you pro- 
tect yourself against something like that? 

The last area we’re going to talk about today is market 
research used in the development of marketing programs. 
We’ve talked a lot about using it to identify consumers and 
develop products. Now, how does it apply to the actual mar- 
keting, for example, in advertising? Advertising usually has 
a very explicit message, an idea that it is trying to get 
across. You don’t just throw together an ad and say, “Buy 
my product.” You have a specific message. You can use 
market research to help you develop advertising, or to help 
you evaluate the impact of that advertising. If the objective 
of the advertising is to introduce people to a new product, 
then build the research to access that. However, if the ob- 
ject of your advertising is, for example, to take an existing 
product and change the image of it, then you build your re- 
search around that issue. So in this case, the research is 
built around the objectives of the marketing program. 

Type of Market Research 
There are three types of market research. The first one 

is familiar to you as a form of literature review. Before you 
write a grant, you’ve got to do your homework. You do your 
research and you talk to your peers, and then develop your 
hypothesis. Well, we do the same thing. It’s not called a lit- 
erature review, but rather secondary research. We use 
many sources of information, from marketing and academic 
journals, to the trade press and popular media. The advan- 
tage of this is that it‘s fast and cheap. The disadvantage is 
that it’s almost always insufficient for your needs. If you’ve 
got a specific marketing problem, it’s unlikely that you’re go- 
ing to find the answer to your specific question through sec- 
ondary research. 

The second type of market research is qualitative re- 
search, often referred to as “focus groups.” Focus groups 
are extremely useful to us. The researcher sits down in a 
room with a group of consumers and has an informal dis- 
cussion on a particular marketing topic or product, and tries 
to get consumers to tell what they think or feel about it. Its 
advantages are that it’s fairly quick to set up and relatively 
inexpensive. The drawbacks are that it is an extremely 
small sample of people, and you can’t quantify the results. If 
you try to do a few focus groups and then make a multimil- 
lion dollar marketing decision based on those focus groups, 
you really are playing high-risk games because you can’t 
generalize that well. 

The third type is quantitative research, or the custom 
survey. You’ve probably received phone calls at home - 
some market research company wanting to ask you about 
a product or your ideas about something. That’s a custom 
survey. 

Custom surveys fall into three categories. The first is the 
mail survey, which has some real advantages since it can 
be quite long. People are asked to fi l l  out a rather long 
questionnaire. It’s relatively inexpensive because it’s done 
through the mail. The big drawback is that it can be slow to 
get a base sample of people to return a completed survey 
to analyze, because the return rate, on average, is 1 per- 
cent to 3 percent. You send them out, and wait a few weeks. 
If you don’t get your quota, you’ve got to do a second or even 
a third mailing. This takes a lot of time, and if decisions have 
to be made relatively quickly this is not a good option. 

The second type of custom survey is the phone survey. It 
is fast and you can often turn around a phone survey within 
48 hours. But phone surveys have two disadvantages: 
they’re very expensive, and, because it is a phone inter- 
view, it has to be shorter, meaning that you cannot do the 
depth that you could with a mail survey. 

The third type of quantitative survey is called a central 
site survey. Central site surveys are usually done in a shop- 
ping mall. They work well when you need speed-they are 
quick, but they have to be short, since a person is not going 
to stand there and talk to you for more than three to five min- 
utes. But they work well when you have a very targeted 
group of people you want to survey. For example, you might 
pick malls that are very upscale on the East Coast, if you 
want to talk to target upscale East Coast people. However, if 
you want to get a good national sample, this type of survey 
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is probably not the way to go, because you would have to 
go to so many malls, and would have to stratify them by lo- 
cation, income, etc. It’s very hard to get a national sample 
with this methodology. To get a good national sample, you 
need to do the phone survey or the mail survey. 

Application of Market Research 
So what has it told us about our meat consumer today? 

Well, it’s told us a great deal. The problem is how to under- 
stand this wealth of information and really make it useful. 
One of the challenges with market research, as with all sci- 
entific research, is the translation from gathering the infor- 
mation to disseminating it to someone who can actually put 
i t  to use. I’d like to give you an overview of some of the 
things we’ve learned and what we’ve done with it. 

One of the first things that we have had to deal with over 
the last 20 years is the dramatic changes in the center of 
the plate. In 1975, poultry was a minor player and beef 
clearly dominated. We’ve hit 1992 and these two foods are 
nearly equivalent. That’s a very dramatic shift in a relatively 
short period of time. A factor in this shift that we need to be 
cognitive of is the dramatic changes in America in the last 
20 years, especially that of the working mom, who is the 
dominant consumer in our society today. 

The second area that we have to consider is that the 
population is aging. In 1965, 24 percent of the U.S. popula- 
tion was over age 50, but by 2010, 34 percent will be over 
age 50. This is a major shift, and has a lot of implications 
for marketing. 

The third thing that we have to be cognitive of is the 
growth of the dieb‘health, fitness and nutrition arena, and 
its importance in our society. This is especially true among 
older Americans; since as Americans get older, they start 
worrying about their mortality, and therefore start worrying 
about how they eat. 

We have also seen over the last 20 years an increase in 
price-consciousness. This is not just for food, but for every- 
thing. We have had waves of boom and bust in our econ- 
omy, and the baby boomers have seen four recessions 
since high school. This roller coaster economy has made 
people generally more price-conscious and more value-con- 
scious. They want to make sure they are getting good value 
for their money. 

With this as a background, I’d like to give you some sum- 
mary information on what we’ve learned from the research 
that we have done. We’ve learned that there are four fac- 
tors driving the public in determining what they eat, how 
they eat it, where they eat it, and when they eat it: Variety, 
convenience, health and price. 

Variety 
Consumers want variety in taste, and this is a desire that 

has been growing over a long period of time. What we have 
seen over the last 15 (plus) years is the availability of new 
foods. American consumers have steadily incorporated all 
of these new products into their diets. 

A major contributor to this urge for variety is immigra- 
tion. We are a nation of immigrants, and over the last 25 
years we’ve had two new waves of immigration: Hispanics 

and South East Asians, plus a third smaller wave from India 
and Pakistan. These immigrants have brought their food 
with them and have taught Americans how to eat an incred- 
ible number of new dishes. I think this has really contributed 
toward the use of meat, because in many of these ethnic 
dishes, meat is the primary ingredient. 

Convenience 
Sometimes I get tired of hearing about convenience, but 

it’s there and it’s not going to go away. The two-worker 
household has driven convenience and will continue to 
drive it unless we somehow go back to the old-fashioned 
family, where one person works outside the home and one 
person works inside the home. I don’t think that’s going to 
happen. So this issue is going to continue to be with us. 

Another driver for convenience is the lack of spare time. 
In 1975, the Rand Corporation found that the average adult 
American had 25 hours of leisure per week, and that was 
supposed to go up. By 1989, however, it had declined to 16 
hours a week. People just have less and less time away 
from their primary work. All of this drives people more to- 
wards the need for convenience. Evidence of this is every- 
where-we have the microwave, and we have seen the 
phenomenal growth in fast foods. 

Health 
Let’s look just briefly at health. I don’t want to spend too 

much time on this because it’s another one of those areas 
you get tired of hearing about. But we have had an informa- 
tion explosion over the last seven or eight years. The public 
has been constantly bombarded with all kinds of informa- 
tion. One kind that tends to break through is information 
about health and diet. It hits you where you live or where 
you’re afraid you might not live if you don’t do it right. With 
that information explosion, a new product explosion has 
come in its wake. In 1989, there were 600 new food prod- 
ucts that had health claims. I don’t have any figures on how 
many of them have been successful, but the failure rate of 
new products is 95%. Marketers are really trying to capital- 
ize on the health issue. 

Let’s look more specifically at some health concerns. 
What our research shows is that, when it comes to food, 
there are four major areas: salt, saturated fat, sugar and 
cholesterol. Obviously, two of those have been strongly as- 
sociated in the consumer’s mind with meat: saturated fat 
and cholesterol. This is not our number-one problem, but it 
is definitely an issue. 

Price 
The fourth area is price, or the pricehalue relationship. 

I’ve already talked a little about how the public has become 
more price- and value-conscious over the last 20 years, and 
price has always been an issue for lower income consumers. 
For the bottom third of our income distribution, price is a ma- 
jor issue. For the rest of the population, it may not be a major 
issue but perhaps a minor or a sporadic one. Right now, the 
consumer thinks we’re in the middle of a recession. It doesn’t 
matter what the economic indicators say, the consumer is 
hurting and has become even more price conscious. 
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Segmentation 
There are things we know in general about the public in 

America. But you can’t target product sales to 260 million 
people. You can’t have a message that’s going to make 
everybody happy, and you can’t have a product that’s go- 
ing to make everybody happy. What you do is try to find 
different groups of consumers to target that make good 
marketing sense. You look at this mass of consumers and 
separate them into groups of people who are much alike, 
called a “clustei‘ or a “segment.” 

We use five segments in our work, identified as the new 
traditionalist, the convenience oriented, the affluent health- 
conscious, the constrained health-conscious, and traditional 
males. These are just possible targets-now you’ve got to 
select the right target for your marketing message to sell 
your product. So how do you do that? You look at all of 
these targets and you make some decisions based on what 
we know about these groups. In our work, we have two tar- 
gets that make the most marketing sense for us - the new 
traditionalist and the convenience-oriented. As I describe 
these segments, I think the rationale for our selection will 
become clear. 

Let’s start with the new traditionalist. One of the most 
exciting things about this group is that it is big - 34 per- 
cent of U S .  households - and that makes it very attrac- 
tive as a marketing target. By 2020, it will have shrunk in 
size, but it is projected to still be about 31 percent of the 
households. Who are they? They’re a typical adult family 
with children at home. They tend to be middle class in terms 
of income, education and occupation. The woman is less 
likely to work outside the home, but about 47 percent of the 
women do work outside the home. That is lower than some 
other segments. This group is strongly motivated by taste 
and variety and is less likely to eat in restaurants. That’s 
one of the reasons we call them the new traditionalists. 
They tend to be more home-centered and less involved in 
the convenience issue. Taste and variety are what’s impor- 
tant to them. They’re attractive to us because of their size, 
and they enjoy eating meat. These two things together 
make them a good target. 

Let’s digress a minute. You could say, “Why do you want to 
talk to them -they’re already eating meat? Why don’t you 
talk to the people who aren’t eating meat? Isn’t that a better 
target?” That causes a lot of debate in the marketing world, 

but our rationale is fairly simple. While we could talk to the 
people who aren’t eating meat or who have cut down, the 
odds are that we could spend our entire marketing budget 
trying to reach these people and have minimal effect. It then 
becomes an issue of cost effectiveness. The rationale is 
that you talk to people who are already using your product 
and try to strengthen your position with them. 

The convenience-oriented segment is a smaller group, 
about 22 percent of the households now, and projected to 
be about 19 percent by 2020. This is the typical two-worker 
household, with higher-than-average incomes and educa- 
tion, and upscale. They are extremely busy and conve- 
nience is very important to them. They’re attractive to us 
because of the relatively large size of the group, and they 
also like meat. In fact, they eat more meat than the new tra- 
ditionalists. 

A group that you might want to target in the future is the 
affluent health-conscious. Although it’s a small group now 
(16 percent of the households), it’s projected to have signifi- 
cant growth to about 23 percent by the year 2020. This 
group is very upscale in income and education. One of the 
things that makes them attractive is that they have a lot of 
money that they can spend on upscale or value-added food 
products, which may be arguably the future of our industry. 
They are older, one or two-person “empty nesters,” but gen- 
erally are not retired and are probably in their early 50’s. The 
over-50 population is going to grow dramatically, stimulating 
the growth of the affluent health-conscious consumers. 

Summary 
What our research has told us is pretty clear. The four 

issues that are driving consumers today in foods, specifi- 
cally in meat, are taste and variety, convenience, health, 
and price. Is that the correct order? I think so. But maybe 
tomorrow I won’t think so. In some ways, it depends on what 
piece of research you read most recently. But nevertheless, 
they are all very important. What do we know about the 
people out there? When we look at meat and attitudes, 
we’ve got five segments of people. We can’t target all of 
them-it‘s not cost effective and it’s not smart marketing. So 
we have chosen the new traditionalist and the convenience- 
oriented because they make the most marketing sense for 
us today. But strategies change and, five years from now, 
we could be talking to a different audience altogether. 




