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The only sustainable competitive
advantage Is an organization’s ability
to learn faster than the competition.

MIT Sloan School of Management
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WHY:

KNOW YOUR GOALS AND DESIRED OUTCOMES

+ Business Planning
+ Business Development
+ Project Pursuits

+ New Markets/Offerings

+ Brand Audit
+ Marketing Strategy/Planning
+ Content Marketing

+ Benchmarking
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WHAT:
KNOW WHAT INSIGHT YOU NEED TO ACHIEVE
YOUR GOALS

The information you seek must align with your goals.
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WHERE:
KNOW WHERE TO LOOK FOR INFORMATION

+ Existing data and market reports
+ Public channels
+ Your CRM or sales teams

+ Business and financial reporting sites
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EXAMPLES OF SECONDARY RESEARCH SOURCES

+ Business Sites (e.g., Dun & Bradstreet, BBB, Buzzfile)

+ McKinsey & Company, Pew Research Center, Gartner, EY,
Boston Consulting Group, Think with Google

+ A/E/C Industry Organizations
+ LinkedIn, Glassdoor

+ Google Alerts
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HOW:
KNOW WHAT INFORMATION AND TO LOOK FOR
AND HOW TOFINDIT
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COMPETITIVE RESEARCH:
IDENTIFY YOUR COMPETITORS
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FIRM SEARCH PROCESS HAS CHANGED

8% 71% 12+

#1 SOURCE: START WITH A GENERIC SEARCHES
ONLINE SEARCH SEARCH TERM BEFORE
(not a specific firm/name) ENGAGING
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LOW-TECH: SEE WHAT YOUR CUSTOMERS SEE

LOW-=TECH

SEE WHAT YOUR
CUSTOMERS SEE
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CRITERIA YOU FIRM1 FIRM 2 FIRM 3

Size/Revenue

Geography

Industry/Market Focus

Specialized Expertise

Top Clients

Process/Methodology

Positioning

Key Messages

People/Culture
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OUR CAPABILITIES COMPETITOR CAPABILITIES

Assessment Us/ Them Capability 1 Importance to Our Customers
1 2 3 4 5
Us
Unigue Capabilities
Them
Us
Best Capabilities
Them
Us
Same Capabilities
Them
Us
Poor Capabilities
Them
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CRITERIA YOU FIRM 1 FIRM 2 FIRM 3

Positioning

Differentiators

Strengths/Weaknesses

Key Messages

Clients Say...

Culture

Visual and Verbal Identity

Tone/Style

Marketing Communications
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Company 1 Blog 40 1/Month (Note Main Categories)
Company 1 YouTube 10 Infrequent (Ex., Clients/Employees)
Company 1 Whitepapers | 12 1/Quarter (Identify Subject Matter)
Company 1 Webinars — —

Company 2 Blog 200 1/Week (Note Main Categories)
Company 2 YouTube 60 Random (Ex., Projects, How-To)
Company 2 Whitepapers | 2 Unknown (Ex., Trends, Research)
Company 2 Webinars 16 1/Month (Ex., Education, Trends)
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LOW-TECH: SEE WHAT YOUR CUSTOMERS SEE

HIGH-TECH

GO BEHIND THE SCENES
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WHAT YOU SHOULD COMPARE

+ Keyphrases and Rankings
+ Website Traffic

+ Content Performance

+ Website Authority

+ Paid Search, SEM/PPC
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. Brandwatch

Competitor Analysis

The MozBar

Google

Competitive Intelligence Alerts
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CUSTOMER RESEARCH:

GETINTO YOUR CUSTOMER'S
HEAD
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66 Getcloserto your customers than ever.
So close that you can tell them what they
need before they realize it themselves.

STEVE JOBS
Co-Founder, Apple
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66 Analytics show what is happening,
gualitative research aims to determine
the whu.

MELISSA EGGLESTON
Director of UX, Teamworks
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WHAT IS THE PURPOSE OF YOUR STUDY?

+ Brand Research

+ Customer Insights

+ Customer Segmentation

+ Customer Satisfaction/Service

+ Product or Service Development
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HOW WOULD YOU OBTAIN INFORMATION?

+ Public Profiles (People and Companies), CRM
+ Observation and Listening Tools, Analytics
+ Surveys, Focus Groups

+ One-0On-0ne Interviews
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WHO HAS THE INSIGHT YOU NEED?

YOU WANT TO UNCOVER:

TALK TO:

Current perceptions

Current and past customers and prospects

Industry Trends

Change makers and those responsible for setting the
future vision

How to Attract New Customers

Non-customers using your services in your industry

Blue Ocean Strategies

Non-customers using your services in industries
related to yours

End User Needs

People who use your services (if different from
primary decision makers or direct customers)
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HOW MANY INTERVIEWEES DOES IT TAKETO
GET INSIGHT?

Your ideal number of interviews x 2 = the number of asks you'l
need to make to hit your target number within a reasonable

timeframe.
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THE IDEAL INTERVIEWEE

+ Willing, interested and eager to talk
+ Love telling stories and sharing examples

+ Represent the ideal customers

+ Forward thinking and open

+ Familiar with your types of services and how those are
identified and selected

All content and graphics ©Substance151, Benefit LLC. Do not use or reproduce without permission. 36



subst.arnce1ik1

THE IDEAL INTERVIEWER

+ Fully understands your research goal, knows how data will
be used and an expert in the area of your research

+ Unafraid to go off script and ask follow-up questions that
lead to deeper insight

+ 1s endlessly curious and loves picking people’s brains

+ |s a great listener
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ASKING THE RIGHT QUESTIONS

+ Open-ended

+ Short and simple

+ Non-leading

+ Asked using customer's language

+ Focused on your customer
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NOW WHAT?
TURNING DATA INTO INSIGHT

> II >

DATA INFORMATION INSIGHT
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WHAT'S NEXT?
FROM INSIGHT TO ACTION

Knowledge without action does not equal result.
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QUESTIONS?

IDA CHEINMAN, PRINCIPAL/CREATIVE DIRECTOR

IDA@SUBSTANCE151.COM

WWW.SUBSTANCE151.COM/BLOG

inlic Mo,


mailto:ida%40substance151.com?subject=
https://www.substance151.com/blog/

