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A process perspective on going to market
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Market-Led Strategic Change, 5th edition, has been fully revised 
and updated to reflect the realities of 21st century business 
and the practical issues for managers in the process of going to 
market.

In particular Chapter 6 – Market Sensing and Learning Strategy
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• Customer experience 

• Framework (Batat, 2019)

• Concepts related to experience 

• Also good research process 
insights 
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Building blocks for value-based strategy and product development



Market research, insights, sensing, intelligence?
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Market sensing and learning – emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD (emic and etic)

Delivering value through phygital (Omni channel) experiences and Customer 
Journey development
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Marketing Sensing and Learning – processes that define value

Adapted from Piercy, 2017, Osterwelder & Pigneu, 2010

What we know – i.e.. internal and historic existing knowledge
But could also be ongoing (data/analytics) 

What we need to know, find out, explore, and 
how we do it – research questions, methods etc

What we can find from existing knowledge, 
eg. Academic, market, industry including  
PESTLE, and trends – external and current

What we can find, use, interpret and develop a 
definition of value for, e.g.. Defining, creating and 
delivering value = competitive advantage



Emic and etic perspectives in consumer research
• In using emic and etic perspectives in the understanding of consumer behavior, attitudes, and cultural 

consumption schemes as well as using them to generate consumption experiences that are both intellectual and 
perceptual, these two thoughts underline conflicting standpoints, as they analyze behaviors by considering either 
the perspective of the insider (observed: consumer) or the outsider (observer: company). 

Emic and etic perspectives in the experiential marketing mix (Batat, 2019)

Management
information

systems

2.1.Internal records
CRM data
Databases

2.2. Surveys
Observation
Market tests

Marketing
research

Marketing
intelligence

Cross-
disciplinary

tools

2.4.Ethnography
Internet
Futurology

2.3. Scanning
Trends
Clues

Individual ‘Tribe’ – broader 
‘social’ context



Three Things that are Abundant

We all sense that we’re living at a moment of system-wide transition. But what 
is the nature of this shift? An examination of three newly-abundant goods can 
help us to get a handle on that question (NWSH – David Mattin)

1. Information
2. Capital
3. Intelligence

https://newworldsamehumans.com/


Three Things that are Scarce

So what lies ahead? Previous historical ages – agrarian, industrial – were defined by the primary 
constraint on human activity: land and capital respectively. So to understand the nature of life inside the 
knowledge age, it pays to look at what will be scarce.

1. Knowledge
2. Attention
3. Connection
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2. Sources of Market knowledge

Defining Marketing (Research) generically

• Marketing is an …activity, set of institutions, and processes for …

• Creating, communicating, delivering, and exchanging offerings…that 
have value for customers, clients, partners, and society at large 

• (Kolb, 2019)
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Why knowledge matters

• Understanding customers and markets

• Knowledge intensity

• The crunch questions
• What do you know?
• What do you know that the competition doesn’t?
• Where does that insight produce a competitive edge and advantage?

• What business are we in?

• What business could we be in?

• What business should we be in?

2. Sources of Market knowledge
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Black swans and white swans (Taleb, 2007,cited by Piercy, 2017, p248)

• Black swans are highly improbable events - 17th century news of the first 
sightings of Black swans in Australia – No amount of observation of white 
swans can allow the inference that all swans are white, but the observation 
of a single black swan can refute that conclusion (Mills)
• Highly unpredictable – they are outliers beyond the realm of regular expectation
• Massive impact 
• We avoid learning – we try to make it appear less random and more predictable than 

it actually was

• The impact of what we don’t know that we don’t know

• The priority for better learning processes

2. Sources of Market knowledge
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Big data or small data?

• Big data – vast caches of data with very sophisticated analytics

• Answer the question “what” not “why” Small data – tiny clues to 
uncover huge trends

• Answer the question “why” 

• Superior learning will use both in partnership

• GDPR

2. Sources of Market knowledge
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• What is the difference between market sensing and marketing 
research?
• Process (of sensing) versus techniques (of MR)

• Limitations of conventional market research

• The elephant in the market (p.260)

2. Sources of Market knowledge



Ethical Research (GDPR and codes of conduct)

• Never conduct research where the search for truth is compromised

• Always be honest with research participants

• At all times protect participants from harm
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2. Sources of Market knowledge
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2.1. Internal records: CRM data, databases…

Obtaining Existing Information (internal to the organization/company)

• Finance Department
• revenue and sales figures

• Purchasing
• change in raw materials or production quality

• Human Resources
• change in employee skills

• Sales Staff
• customer comments on product
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Institutions that collect secondary data

• Educational institutions 

• Government departments

• Trade associations 

• Social media sites 

• Commercial data provider
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2.1. Internal records: CRM data, databases…



Obtaining Information

• Interview staff
• have questions prepared

• ask for examples

• Social media
• analytics

• segmentation information
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2.1. Internal records: CRM data, databases…
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2.2. Surveys, Observation, Market tests

• Survey
• set of pre-determined 

questions

• Focus groups
• group dynamics to draw out 

responses

• Interviews
• one-to-one in-depth 

discussion

• Intercept interviews
• two to three short questions asked

• Projective techniques
• creative ways to get emotional responses

• Observation
• watching people’s behavior and actions

• Netnography
• studying people in an online community
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Research Methods



Quantitative Research vs Qualitative Research

• Use quantitative research 
when
• looking for factual information

• answers need to be expressed 
numerically

• an answer needs to be proved

• Use qualitative when
• looking for ideas and opinions

• answers do not need to be 
expressed as percentages or 
statistics

• need insights for new customers 
and products
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2.2 Surveys, Observation, Market tests
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Break – 10 mins
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Benefits of conducting secondary research

• Lower cost
• research done by others

• Research answers
• previous research may provide information needed

• Methodology design
• ideas for primary research

• Industry information
• context on research issue
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2.3. Scanning Trends (clues)



Secondary Data Requirements

• Relevant 
• must address the issue being researched

• Credible 
• source is a respected provider of information

• Timely 
• data are not outdated

• Accurate 
• data are correct

• Affordable 
• if not free company can afford the data
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2.3. Scanning Trends (clues)



Secondary Research: External environment

• Political
• Left/right – middle ground

• Economic
• growth or decline

• Social
• changes in consumer 

preference
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• Legal
• new laws or regulations

• Technological
• new products

• new processes

• Environmental
• Policies

• Pressure groups

2.3. Scanning Trends (clues)



Secondary Research: Industry

• Trends in product consumption

• New entrants into marketplace

• Competitor growth or decline

• New technology invented
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2.3. Scanning Trends (clues)

Secondary Research: Consumers

• Current customer segment 
preferences

• Potential consumer segments 
preferences

• Changes in demographics
• Changes in psychographics



Tracking Information

• Record name of the publication

• Date of source

• Source where found
• website

• database 

• document and the date of the source. 

• Enter information into a software database program
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2.3. Scanning Trends (clues)



Sources of quantitative secondary data

• Academic researchers

• Trade associations

• Government sources

• Social media sites

• Marketing research firms
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• Popular magazines

• Business and trade 
publications

• Websites and social media

2.3. Scanning Trends (clues)
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• Ethnography
• Hidden in plain sight

• Neuromarketing

• Internet sensing
• The wisdom of crowds

• Blogs

• Social media (netnography)

• Futurology
• New scenarios

2.4 The cross-disciplinary tools

• Customer experience 
• Framework (Batat, 2019)

• Concepts related to 
experience 

• Also good research process 
insights 

The cross-disciplinary tools standing between measurement and 
management understanding



Research techniques: Which should I use?

The best and most accurate customer/market intelligence 

are built with a combination of data.
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3. Processes of management understanding

• Market sensing capabilities
• Messy, qualitative, subjective and incomplete
• Precise measurement is not the only route to understanding

• Interpretation
• Information analysis vs common sense
• Process of interpretation – holistic rather than one-single source
• Hard vs soft analysis – data vs scanning and making connections, uncovering new 

markets? (what business could we be in?) –looking for clues
• Thematic, coding, images etc

• Market understanding
• No longer about assumptions, stereotypes, requires a deep immersion in the customers 

life, rather than asking questions

• Helps develop personas and sub-personas (more later)                                                                            



Market research, insights, sensing, intelligence?
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Market sensing and learning – emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD

Delivering value through phygital (Omni channel) experiences and Customer 
Journey development
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4. Proceses that define value:
The empathy map – emic (Batat, 2019)
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Resources & readings

Resources

• A day in the life worksheet

• Customer jobs trigger questions

• Customer pains trigger questions

• Pain reliever trigger questions

• Customer gain trigger questions

• ‘How might we’ questions

Reading: Piercy (2017 ch 6) & Batat, (2019, chs 4, 8, 11 & 13) 

Cases: The bicycle firm that wants to keep older people pedalling (PDF)

The deadly truth about a world built for men (PDF)
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This approach combines Personas 

and customer journey mapping to 

help operationalise personas by 

relating to search behaviour, content, 

tools provided on the website.

Blank 
Model persona 
template



Example 
B2B Persona



Example 
B2C Persona



Emic and etic perspectives in consumer research
• In using emic and etic perspectives in the understanding of consumer behavior, attitudes, and cultural 

consumption schemes as well as using them to generate consumption experiences that are both intellectual and 
perceptual, these two thoughts underline conflicting standpoints, as they analyze behaviors by considering either 
the perspective of the insider (observed: consumer) or the outsider (observer: company). 

Emic and etic perspectives in the experiential marketing mix
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4. Processes that create value:
The customer value proposition canvas – etic (Batat, 2019)
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CVP - Tesla example
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4. The customer value proposition canvas

https://vimeo.com/152440212?utm_campaign=Value%20Proposition%20Canvas%20Download&utm_medium=email&_hsenc=p2ANqtz--4F4GGVjIZc6C8jbL58oSFGyCEnpuEibWo_FQXUgXrJNi2opVdO9QKHV5JoJN8hGjBsJoePZSusIb3H5GVWeSC6bAKw4Ztkjf_ptVl4tkjUGrAbd0&_hsmi=73162812&utm_source=hs_automation&utm_content=73162812&hsCtaTracking=ce26d8b9-aec6-4379-bb7a-2f87a301025e|753336c7-3c9e-4698-b863-766fb10bb3fc


Market research, insights, sensing, intelligence?
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Market sensing and learning – emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD

Delivering value through phygital (Omni channel) experiences and Customer 
Journey development
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Empathy, EMIC/ETIC, Phygital (omnichannel) also 
research techniques

• Customer experience 
• Framework (Batat, 2019)
• Concepts related to 

experience 
• Also good research 

process insights 
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Key take-away points

1. The foundation for all that follows are the simple questions – what do you know; how does that 
knowledge give you an edge or advantage over the rest; how can you stay ahead in 
understanding this market opportunity better than anyone else. After that, the rest is just 
technology – a means to an end.

2. Unconvincing answers to these questions are worrying – is all that follows just a weak, “me-too” 
strategy that makes you the same as the competitors. If all you know is the same as the rest –
then you will probably act like the rest. Effective competition is increasingly about learning better 
and faster than the competition and retaining that advantage in market sensing and knowledge.

3. Unpredictable events with huge impact are “black swans”. Are we prepared to cope with the 
impact of not just what we don’t know, but what we don’t know that we don’t know?

4. Big data (massive databases) reveal what has happened in great detail, but small data provide the 
clues as to why these things have happened, to create insight and new strategies. Big data and 
small data should work in partnership.

5. Market research is about tools and techniques of data collection, many of which are crude and of 
limited validity, while market sensing is about understanding and insight. They are not the same 
thing.
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Key take-away points

6. The search for better insight and understanding to create innovation and competitive edge is 
leading to new tools from ethnography and anthropology, neuromarketing, internet sources, and 
futurology.

7. Marketing intelligence is about “soft” data of all kinds that indicate trends, clues, and changes in 
the marketplace.

8. Managing customer knowledge has become a priority with the creation of new organizational roles 
and processes.

9. Interpretation is also a process – it is the one that links market sensing to management 
understanding and needs to be managed.

10. Experiences across diverse sectors show how new learning processes are providing companies with 
competitive advantage thus prioritizing the enhancement and improvement of market-sensing 
processes and learning in organizations.



Market research, insights, sensing, intelligence?
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