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Introduction

Modern consumer research and market research teams are operatingin a
fundamentally different environment than even a few years ago. Faster
decision cycles, growing stakeholder expectations, and the rise of Al-powered
consumer research platforms have reshaped how insights are generated,
shared, and acted on.

Today’s insights leaders are expected to deliver speed without sacrificing
rigor, scale research across teams without losing quality, and translate data
into clear, decision-ready narratives. At the same time, advances in Al for
market research have made it possible to analyze open-ended responses,
iterate on studies, and synthesize insights faster than ever before, raising new
questions about trust, governance, and human judgment.

This Modern Consumer Research Playbook is designed for research, insights,
product, and marketing leaders looking to modernize their approach. It
outlines what modern consumer research looks like today, where legacy
market research approaches break down, and how leading teams design
workflows, evaluate research platforms, and drive impact in the first 90 days.




The Modern

Consumer Research
Reality

Modern consumer research is defined by
four forces reshaping how work gets done
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1.Speed Is No Longer Optional

Decision cycles have compressed. Research is expected to keep pace with agile /
product development, rapid experimentation, and real-time marketing decisions. /4
Long field times and static reporting no longer fit the cadence of modern teams. 4
2 .Scale Without Chaos

Organizations need to support more research across more teams —often globally
— without losing consistency, quality, or governance. Research can no longer be
locked behind a single function or bottlenecked by limited resources.

3.Al Is Changing the Equation

Al has accelerated analysis, synthesis, and iteration. Tasks that once took days or
weeks can now happen in minutes. But Al does not replace human judgment; it
amplifies it. The most effective teams use Al to move faster while maintaining
methodological integrity.

4.Stakeholders Expect Clarity

Executives and cross-functional partners want insights they can act on
immediately. They care less about how the research was run and more about
what it means for the business.

Modern research must be fast, scalable,
Al-enabled, and stakeholder-ready,
simultaneously.



Where Legacy
Approaches Break

Many traditional research models were
built for a different era



TOO SLOW FOR MODERN DECISION-MAKING /
Legacy processes assume long planning cycles, extended fieldwork, and %
static reporting. In practice, this leads to missed opportunities or decisions

made without research input.

/
RIGID AND HARD TO ADAPT C
,
/

Traditional tools and vendors often force teams into fixed methodologies and
workflows. This rigidity makes it difficult to iterate, pivot, or respond to
evolving business questions.

SILOED OUTPUTS

Research results are frequently delivered as dense reports that live in
isolation. Insights fail to travel across teams, limiting their impact.

MANUAL, LABOR-INTENSIVE WORK

Significant time is still spent on tasks like data cleaning, open-end coding,
and slide creation; work that adds little strategic value.

The Result
Research teams work harder, but not necessarily smarter.




Core Principles of
Modern Consumer
Research

These principles shape how leading teams
design workflows, collaborate, and drive impact
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Decision-First
Design

Research starts with the decision it
needs to inform, not the methodology.
Every study is designed backward from
the action it should enable.

Al as an Accelerator,
Not a Replacement

Al supports faster analysis and
synthesis, but humans remain
responsible for framing questions,
interpreting results, and applying
judgment.

i

Storytelling Over
Reporting

Insights are communicated through
clear narratives, visuals, and
implications; designed for how
stakeholders actually consume
information.
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Leading teams operate from a new set of principles:

/4

& ’
Agility Without
Compromising Rigor

Modern research allows for iteration and
speed while maintaining statistical and
methodological standards.
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Research as a Shared
Capability

Insights are accessible across teams,
with guardrails in place to ensure
consistency and quality.




Common Mode
Research
Workflows




Modern teams rely on flexible workflows that support speed, iteration, and /
collaboration. Together, these workflows reflect a simple progression that mirrors %
how real business decisions get made: /

Adaptation
Over Time

Evaluation Understanding Prioritization

These workflows represent some of the most common ways modern teams
structure their research today, but they are not exhaustive. In practice, leading
teams adapt and combine methodologies such as brand tracking, message
testing, segmentation, or pricing within these broader workflows to fit their
specific business needs.

CONCEPT TESTING (EVALUATION)

Used to pressure-test ideas, messaging, or features quickly.
« Rapid study setup
« Fast fielding

 Clear readouts focused on decision-making

USAGE & ATTITUDES (“U&A”) (UNDERSTANDING)
Designed to build foundational understanding of customers.
e Modular design
« Combination of quantitative and qualitative inputs

« Ongoing updates rather than one-off studies



SEGMENTATION STUDIES (UNDERSTANDING » PRIORITIZATION)

Designed to help teams move beyond averages and understand distinct customer
groups. Segmentation studies enable teams to:

« Identify meaningful audience segments based on behaviors, needs, or attitudes
e Quantify the size, value, and differences between segments

 Prioritize segments to inform strategy, targeting, and product decisions

KEY DRIVER ANALYSIS (“KDA”) (PRIORITIZATION)

Helps teams understand what truly influences outcomes like purchase,
satisfaction, or loyalty.

« Integrated into broader studies
« Interpreted with business context

« Used to prioritize action, not just explain variance

ITERATIVE RESEARCH (ADAPTATION OVER TIME)
Research is no longer one-and-done.

e Learn

e Adjust

* Re-test

Iteration allows teams to stay aligned
with evolving market conditions and
stakeholder needs.
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What modern teams look for when choosing tec
support better decisions
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Modern teams evaluate platforms differently l o
than they did in the past. Instead of asking goa IS

“What features does this tool have?” they ask:
to buy
Speed to Insight. How quickly can we )
go from question to answer? e too ls,

« Flexibility. Can the platform support to
different methodologies and evolving

needs? ‘ble

« Al Enablement. Does Al meaningfully

reduce manual work and accelerate :te r
analysis? L.
o= 4
» Collaboration and Governance. Can - I S I o n s °

multiple teams use the platform without
sacrificing consistency or quality?

« Stakeholder-Ready Outputs. Does the
platform make it easy to share insights
in clear, compelling formats?
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What Success Looks Like in //
the First 90 Days

Modernization doesn’t require a complete overhaul overnight.

IN THE FIRST 90 DAYS,
SUCCESSFUL TEAMS TYPICALLY SEE:

Faster study turnaround times

Increased stakeholder engagement with insights

Reduced manual effort in analysis and reporting

Greater confidence in decision-making

Clearer alignment between research and business goals

Most importantly, research becomes a trusted, visible driver of impact.

CLOSING THOUGHT

Modern consumer research is not about doing more, but about doing what
matters faster and with greater confidence.

Teams that embrace agility, Al, and decision-first thinking are better equipped
to navigate uncertainty, influence strategy, and deliver meaningful business
impact.

This playbook is a starting point for that shift.




