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LISTENING 
FOR SIGNAL 
IN AN ERA OF 
NOISE

- Market Research vs. Product Research
- Start with Why
- Quantitative vs. Qualitative Research
- Tuning into the Voice of the Customer
- Listening Devices: My Research Routine



My Path to Product Management



MARKET VS. PRODUCT RESEARCH



WHY CONDUCT RESEARCH?

Research can build organizational buy-in 
about what the customer’s needs are, 
then help teams and decision-makers 
focus on the right problems and how to 
solve them.



RESEARCH 
ACROSS 
STAGES 

Common Research Methods

Discover

• Field study
• Diary study
• User interview
• Stakeholder interview
• Requirements & constraints gathering

Explore

• Competitive analysis
• Design review
• Persona building
• Task analysis
• Journey mapping
• Prototype feedback & testing (clickable or paper 

prototypes)
• Card sorting

Test
• Qualitative usability testing (in-person or remote)
• Benchmark testing
• Accessibility evaluation

Listen
• Survey
• Analytics review
• Frequently-asked-questions (FAQ) review
• Customer service log review



Key Insight: Understand the Difference 
Between Quantitative and Qualitative 
Research
■ Qualitative research is about words, feelings, and 

descriptions
■ Quantitative research involves ratings and rankings
■ During discovery and initial investigation, you have more 

Why questions, which means you’re dealing in the 
Qualitative

■ Qualitative research is hard



Quantitative and Qualitative Research

Quantitative:
• Precise
• Easily comparable
• Lends itself to data 

analysis

Qualitative:
• Descriptive, narrative
• Often very specific
• Feedback is user-

centered



1. Detecting Signal: Identification of 
“themes”
2. “Coding” customer voice
3. Tabulation and analysis

Qualitative Research Approach



MARKET VS. PRODUCT RESEARCH



WHAT’S 
THE 
PROBLEM?



WHAT’S THE 
PROBLEM? 

VS. 

WHAT DO YOU 
WANT US TO 

BUILD? 



Tuning into the Voice of the Customer

What is Voice of the Customer research?
1. A Detailed Accounting of Customer Desires and Needs
2. Using the Customer’s Voice
3. Structured hierarchically
4. Prioritized by the customer

http://www.mit.edu/~hauser/Papers/TheVoiceoftheCustomer.pdf

http://www.mit.edu/~hauser/Papers/TheVoiceoftheCustomer.pdf


Capturing the Voice of the Customer

■ A complete set of customer statements (needs) may be over 
100 items. The objective is to cast a wide net and capture 
the widest range of customer needs. 

■ Customers rank the needs by importance and satisfaction. 
■ This can also lead to identifying underserved customer 

segments – segments that cluster around specific unmet 
needs and who are willing to make a bigger investment to 
get these needs met.



Capturing the Voice of the Customer

- One-on-one interviews (F2F, Zoom/GoToMeeting)
- Recording and transcription (numerous services 

available, though editing is often required)
- Separate the needs from the chaff
- Cluster the needs into categories and build an affinity 

diagram
- Ask customers to prioritize (F2F, Web, SurveyMonkey)



Interview Tips
- Discuss specific episodes, experiences, and tasks and ask 

customers to tell stories about what they’re doing or 
attempting to do

- What makes it easy?  What makes it hard?  What are you 
hoping to accomplish?

- Conduct one-on-one interviews, when possible 
- Use ethnographic interviews for the 5-10 (get immersive) and 

the others in a standard way 
- Transcribe, don’t translate
- Extract the needs



SHARPENING RESEARCH AS A COMPETENCY



My Research 
Routine

■ Trial Feedback Analysis – Weekly
■ Net Promoter Score – Monthly
■ Virtual Focus Groups –

Biweekly/Monthly
■ Competitive Resource Review – Annual
■ Idea Portal (Aha!) – Biweekly 

Review/Scoring
■ Social Monitoring 

(Brand24/Awario/Google Alerts)
■ Conferences/Client 

Meetings/Orientations
■ Webinars (Monthly) 
■ CX/Customer Support



TRIAL 
FEEDBACK 
ANALYSIS

Opportunity: Partner with marketing and social teams.



Net Promoter Score

1. NPS is more than a number
2. Close the loop with email



VIRTUAL 
FOCUS 

GROUPS



Competitive Resource Review



Idea Portal 
– Aha!



Social Monitoring (Brand24/Google Alerts)



Conferences

Client Meetings

Orientations

Webinars

Customer Support/CX



WHAT ARE THE PAIN 
POINTS YOU’RE FACING 
WITH MARKET 
RESEARCH?


