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An independent study, written for and developed with the help of client-side 

marketing research and insights professionals

Again this year we will be 
spreading our Q Report cover-

age across our print and digital out-
lets to give us more space to work 
with and also expand the potential 
audience for findings from the an-
nual survey.

This issue features my overview 
article exploring thoughts on AI, 
pain points and changes planned 
for the upcoming year along with a 
topline view from Marlen Ramirez 

of topics like job satisfaction and 
hiring plans.

In the coming issues we will 
draw from Q Report survey find-
ings to look at key metrics against 
which insights functions can be 
judged and internal and external 
perceptions of the value of market-
ing research.

The survey was fielded from 
June 17 to July 23. In total we 
received 1,504 usable qualified 

responses, of which 502 were from 
end-client researchers and used for 
this end-client report. An interval 
(margin of error) of 2.49 at the 95% 
confidence level was achieved for 
the entire study. (Not all respon-
dents answered all questions.)

We want to thank all of our cli-
ent-side readers who took the time 
to complete the survey and provide 
their candid opinions. 

We hope you find this report use-
ful. Please let us know how we can 
make future editions more informa-
tive and valuable to you.

Joseph Rydholm
Editor
joe@quirks.com

THANKS TO OUR CONTENT PARTNERS FOR SHARING THEIR 
INDUSTRY INSIGHTS:

InsightFarm offers tips on writing effective AI prompts.
Suzy looks at trackers and how to maximize their value and impact. 
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WORK LIFE

IIf there’s one thing researchers are sick of, it’s hearing 
about AI. At least that was the constant refrain from 
speakers, audiences and exhibitors across our four 
Quirk’s Events this year. Funny thing is, for as much 
as they are tired of it, they sure seem to be curious 
about it, based on some of the findings from our 2024 Q 
Report.

As part of our annual survey of Quirk’s readers 
– the findings from which we will report on in this 
issue and in more depth through regular features in 
each successive issue – in addition to their thoughts 
on the impacts of AI, for this iteration we also asked 
about pain points in being a researcher and conducting 
research, the biggest research-related changes they fore-
see for their organizations in the coming year and their 
general thoughts on the use of emerging tools.

The survey was fielded from June 17 to July 23. In 
total we received 1,504 usable qualified responses, of 
which 502 were from end-client researchers and used 

‘AWARE OF EVERYTHING, 
EVERYWHERE, ALL AT ONCE’

for this end-client report. An interval (margin of error) 
of 2.49 at the 95% confidence level was achieved for the 
entire study. (Not all respondents answered all ques-
tions.)

When it comes to AI (or “bloody AI” as one presum-
ably U.K.-based respondent called it!) 44% said they 
have already integrated it into their research, with 
16% planning to in the next year and 31% in the “still 
reviewing” stage. 

Related to that, when asked which emerging tools 
from a supplied list they planned to integrate in the 
next two years, 80% selected AI and machine learning, 
48% cited real-time data analytics, 44% indicated inte-
gration of behavioral data and 20% synthetic data.

To get a sense of the level of dread (or lack thereof) 
toward AI, we asked for their takes on its potential 
impact on marketing research. Two-thirds said it would 
probably or definitely elevate the role of MR (49% prob-
ably, 17% definitely); 22% picked “probably puts the role 

By Joseph Rydholm  >> Quirk’s Media
Q Report respondents opine on AI,  
pain points and future plans
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of marketing research at risk;” and 10% said it won’t 
have much of an impact.

Somewhat in contrast to that fairly sunny outlook 
on AI, comments to a related open-end were gloomier, 
ranging from the fatalistic…

I don’t think that AI (which is just a marketing term) can 
ever replace what we as analysts actually do (or are capable 
of doing if given the opportunity). But the hype, hope and 

push towards the cheapest, lowest common denominator may 
do real harm to the industry. The biggest benefit of [market-
ing research] is the custom aspect, getting insights specific to 
the business issue at hand and addressing the decision point 
directly. All this push toward commoditization just leads 
toward crappy outcomes for everyone (fewer MR jobs, poorer 
data and less informed decision-making). But the tech guys 
will pocket a bunch of cash before it comes crashing down.

I see significant risks to traditional MR when it comes to AI. 
I am hearing more and more of “Actually, Chat GPT drafted a 
great survey,” or “That AI xyz had a great answer for creating 
good-enough personas, segments, etc.,” or “I can just paste 
this to Copilot and analyze the data – why do we even need so 
much time for analysis?” Synthetic respondents are generat-
ing quite the curiosity. Meanwhile, panel and data quality 
is continuously deteriorating and it’s becoming increasingly 
hard to distinguish between real people and AI bots. Not to be 
all doom and gloom but MR must reinvent itself as an indus-
try (like many others) to survive.

I’d say it puts the role at risk in the short-term because I’m 
pessimistic that the focus won’t just be on automation and 
simplifying processes. I hear more about replacement through 
AI than I do elevation of processes. I generally think, based on 
what I’ve been exposed to, the direction of AI tool develop-
ment does a lot to undercut the professionals who have 
dedicated their careers to enhancing consumer understanding. 
Clearly, this is a sore spot for me at the moment.

Which of the following emerging tools do you think your 
company will utilize in the next two years?

20+80
80+20
44+56	
48+52
2+98	
7+93

9%
20% SYNTHETIC DATA AND PANELS  

80% AI AND MACHINE LEARNING  

44% INTEGRATION OF BEHAVIORAL DATA  

48% REAL-TIME DATA ANALYTICS  

2% OTHER  

7% NONE OF THE ABOVE  

Do you have plans to integrate AI into your research in the 
next year?

ALREADY DO

PLAN TO IN THE  
NEXT YEAR

STILL REVIEWING

NO PLANS AT  
THIS TIME 44+16+31+9

9%

31%

16%

44%

Do you feel AI will elevate marketing research as a  
stand-alone function or put it at risk?

DEFINITELY 
ELEVATES THE ROLE 
OF MARKETING 
RESEARCH

PROBABLY ELEVATES 
THE ROLE

WON’T HAVE MUCH 
OF AN IMPACT

PROBABLY PUTS THE 
ROLE AT RISK

DEFINITELY PUTS THE 
ROLE AT RISK

17+49+10+22+222%

49%

17%

10%

2%
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…to the optimistic (but clear-eyed):

AI (if it can deliver on the promises made) will likely have 
a big impact on the function. Inside client companies, DIY 
survey platforms were the first wave that democratized the 
insights tradecraft. That made the process of conducting 
quant research doable for the average marketer. They still 
needed guidance. They needed to understand best practices. 
They needed to understand the philosophy and underpinnings 
of good research. AI is the second wave and MAY provide the 
guidance and thought leadership to execute good research. If 
true, the average insights person is going to have to redefine 
the value they are bringing to the table. This disruption may 
bring good.

It depends on what your MR team is doing. If you’re spitting 
out rote tracking reports every quarter/month/etc., then AI 
absolutely puts your team/role at risk. But if your team is 
trying to synthesize and elevate a blend of primary, second-
ary, cultural trends, behavioral data, etc., into actionable 
insights for specific business needs/decisions, I think AI 
elevates that type of team/role. Insights and MR roles are 
likely going to have to evolve, but on balance, I think AI will 
elevate the industry. None of us got into MR/insights because 
we loved doing those big tracking reports! I think AI will free 
up many insights professionals to do more of what many of 
us love about being in insights – telling deep, human stories 
with data that will impact our respective businesses.

And some commenters weren’t afraid to get out their 
crystal balls to envision what an AI-influenced future 
would look like for researchers:

I can imagine a future beyond even synthetic data when 
multi-modal AI models have evolved to the point where we 
will engage with them exactly as we would any other intel-
ligent agent – another human, for example. We currently rely 
on data (the rows and columns kind) to build knowledge and 
understanding of the world around us. In this future, our 
AI colleague is able to help us identify product, brand and 
marketing opportunities and to exploit those opportunities 
without our kind of data being part of the process. The AI of 
this future has gained knowledge and understanding from the 
world (real and digital) directly. In other words, our AI friend 
is aware of everything, everywhere, all at once.

While I don’t think anything can replace the human element, 
companies will look at the money and realize they don’t need 
people to do [research] any longer. It may come full circle; 
they may eliminate research positions but then when they 

see AI can’t replace them, they will bring them back. But the 
damage will be done at that point.

Others reflected on how the capabilities and presence of 
AI might affect how non-researchers within a company 
or organization view the insights-gathering function as 
a whole:

Everyone already thinks they can do research. This will just 
make [that feeling] more universal.

Similar to “democratization” of research, [AI] may shift some 
research responsibilities to non-specialists (potentially at the 
cost of data quality and methodological rigor).

There is a concern that others in the organization may feel 
they can simply use AI to get a quick-and-dirty answer on 
something that should have insights providing input and 
direction.

Anything that promises to be quicker and cheaper puts the 
current tools at risk.

Some view the rise of AI as a response to marketing 
research’s failings or failures (the whole “nature abhors 
a vacuum” thing).

There is an argument to be made that as an industry we have 
done so poorly with incentivizing and compensating humans 
to participate that we are forced to turn to AI.

Even today, a basic ChatGPT query about specific audience 
care-abouts, pain points, etc., can often generate information 
and insights that are not much worse than what comes out 
of weeks of qual research. To some degree, it has me worried 
about the quality of the research and insights (black box, 
AI hallucination) but then again, our panel-based research 
models are broken also due to fraud and quality issues. I am 
a lifelong researcher but quite frankly, I look forward to AI 
providing us with better tools than the traditional research 
methods that are slow, expensive and fraught with challenges.
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What are your pain points in managing and conducting marketing research at your company?

Compared to two years ago is your company doing more or less of the following?

16%

9%

44%8+18+35+23+1615+31+30+17+713+24+31+22+1014+28+30+20+83+21+35+31+1023%

17%

22%
20%

31%

18%

31%
24%

28%

8%
15% 13% 14%

21%

35%
30%

31% 30% 35%

10%
16% 7% 10% 8%

3%

Difficult to get 
management buy-in 

for research
Too many projects 

for our budget

Cutting costs without 
reducing quality of 

research

No consistent or 
effective way to 

measure value of 
completed projects

Staying up-to-date 
on research methods

ALWAYS A  
PAIN POINT

OFTEN A  
PAIN POINT

SOMETIMES A  
PAIN POINT

RARELY A  
PAIN POINT

NOT A  
PAIN POINT

Social media research

Biometrics

Virtual reality

Text analytics

Gamification

Crowdsourcing

Predictive markets

Big data/analytics

Secondary data

Neuromarketing

Facial coding

A LOT LESS SOME LESS
ABOUT  
THE SAME

SOME MORE A LOT MORE
HAVE NOT  
USED IN THE  
PAST 2 YEARS
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Broadening out from tools and methods, we also asked 
respondents an open-end about the biggest research-re-
lated changes they foresaw their organizations making 
in the coming year. Along with several mentions of in-
corporating AI there were the usual expressions of the 
need to do more with less, either because of budget cuts 
or staff reductions, and the attendant determination to 
make better use of the data they already have.

Developing a resource library for stakeholders to access key 
themes. This is to help share our research with a wider base 
and to reduce repeat research projects for different parts of 
the business, when we may already have the answers they 
need.

Some of the traditional MR is getting lots of scrutiny and 
pressure because what people say they will do is not the same 
as what they actually will do. So marrying self-reported with 
marketing analytics and other passive data (like Adobe Ana-
lytics) would be an evolution we’d be pursuing more actively.

Also there were about the same number of expressions 
of plans to bring more projects in-house (therefore 
cutting back on the use of vendors) and expanding the 
outsourcing of work to research agencies.

We are deeply evaluating all of our partners for key research 
programs (i.e., tracking studies, agile tools, data collection/

reporting platforms, etc.) and subscriptions to make sure 
we’re getting the most from our budget and working with 
partners who can be extensions of our teams.

We are moving away from doing the vast majority of work in-
house and instead will be continuing to expand the number of 
projects we farm out to vendors and the number of research 
vendors we work with.

Many struck a more hopeful/excited tone when express-
ing their plans.

Expanding our knowledge and insights across the entire orga-
nization to have great impact. Implementing a consumer-cen-
tric culture and continue to lead our industry in all aspects of 
growth and brand differentiation.

More accessible insights for upper management. Research and 
insights haven’t been engrained in the business historically 
so we have been working towards standing up foundational 
studies to have more insights flowing through the business.

Use findings more strategically (hopefully), with stakeholders 
held accountable for acting on findings/recommendations.

We have a newer CEO that has been in his role for about a 
year and a half and there have been a number of restructures 
that have had impacts across the organization. We have 

What are your pain points in managing and conducting marketing research at your company (continued)?

9%

44%5+12+26+27+3023+34+27+11+57+20+35+20+187+16+35+25+1713+25+35+19+811%

20% 25%

19%30%

34%

20% 16%

25%

5%

23%
7% 7%

13%
12%

27%

35%
35%

35%27%

5%

18% 17% 8%

26%

Finding and keeping 
good marketing 

research employees
Too many projects 

for our staff

No consistent or 
effective way to rank 

priority of projects
Unclear project 

goals and objectives

Decisions that go 
back and forth  

and/or get made late 
or ineffectively

ALWAYS A  
PAIN POINT

OFTEN A  
PAIN POINT

SOMETIMES A  
PAIN POINT

RARELY A  
PAIN POINT

NOT A  
PAIN POINT
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implemented a new strategy process and as a result more 
research is being conducted and utilized than ever before. I see 
us having a lot more research requests come from the organi-
zation over the next year.

Paired with the forward-looking questions in the 
survey were some sections designed to get a current read 
of researchers’ situations, this time in the form of pain 
points they face in doing their day-to-day jobs. 

The responses to our list of possible pain points 
generally follow the age-old researcher lament of having 
more work than they can handle and lower budgets than 
they’d like. A combined 46% said “too many projects for 
our budget” was always or often a pain point. Related, 
a combined 57% cited “too many projects for our staff” 
as always or often a pain point. Other top pain points 
include “no consistent or effective way to measure value 
of completed projects,” “decisions that go back and forth 
and/or get made late or ineffectively” and the pressure 
to cut costs without reducing the quality of research.

Happily, finding and keeping good researchers was 
not a common worry, as a combined 57% said doing so 
was rarely or not a pain point. Ditto for unclear project 
goals and objectives (a combined 42% rarely or not) and 
staying up-to-date on research methods (a combined 41% 
rarely or not). We asked for elaboration in the open-
end and beyond those that added color to the existing 
answer choices the responses roughly fell into three 
categories: vendors, internal factors and leadership.

Vendors
Vendor quality has gone down in a major way. My hunch is 
that vendors are reducing team sizes and stretching teams 
across more projects and accounts. As a result, my team has to 
very closely manage vendors who would otherwise field flawed 
surveys, use too junior of moderators and deliver incomplete 
or surface-level reporting (which often requires hours of pol-
ishing before sharing with leadership).

I’m sick of all the self-service platforms and dashboards and 
tools. I want quality respondents.

We are a corporate in-house research group that does most 
of the hands-on research. Hesitate to say DIY because that 
implies low quality. One key challenge is vendors’ dismissal 
of our abilities to be good researchers or be objective – which 
really comes across as competitive jealousy. The other is 
sometimes the difficulty of working with partners for less than 
full-service services.

Finding vendors that are willing to work with you and listen. 
So many believe they are the expert in methodology and do 
not LISTEN to their very experienced CLIENTS. We want 
proprietary research, not syndicated formulas. Another huge 
pain point is SAMPLE. Finding and validating qualified, REAL 
respondents, especially in B2B, is becoming extremely difficult. 
First lesson I learned when I started my career is that any 
error within a project can be corrected, EXCEPT BAD SAMPLE. 
I would like a partner to be a true partner and not caveat 
everything they say.

The inability to get past traditional methods and advance. It 
feels like our suppliers are just ready to die with lack of survey 
response vs. trying to find new ways to collect valuable data. 
This forces us to look at companies that offer some new un-
tested gizmo but that don’t have traditional MR capabilities. 
Would be great to find a company that did both the tried and 
true (but dying) aspects of traditional MR while innovating 
with new capabilities.

I think one of the pain points that I have encountered over 
the last couple of years is research vendors who are not paying 
respondent incentives in a timely manner. I see and hear way 
too many that are taking weeks to get incentives into their 
research company accounts and then several more weeks to 
get digital gift cards to the respondents. This is completely 
unacceptable as a corporate researcher. If digital gift cards are 
used, they should be able to be sent same-day or at the very 
latest 1-2 days after the session. If some companies can do it, 
then the other companies are just holding onto the advance 
payment of incentives for their own cashflow problems. Ulti-
mately, I believe that this is going to impact the quality and 
availability of respondents for the entire industry.

Internal factors
One of my biggest pain points is just getting stakeholders in 
the same room. I have projects that can take 6-7 read-outs and 
attendance can be an issue. This means not everyone has the 
information despite facilitating over e-mail. Cross-functional 
teams not intaking the information together leads to issues in 
executing actions.

It’s never about the research but only about 5% of researchers 
get that. Until they do, they’ll be compartmentalized as a nice-
to-have tool instead of a vital business function.

Many tasks are still highly manual and take time away from 
strategic thinking and drawing conclusions. We should be able 
to leverage technology more to speed up things like questionnaire 
development, data collection and validation and report-writing.
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Researchers who are used to the old/traditional model of 
research, i.e., only managing vendor-driven research (with big 
budgets and timelines). They see pivoting to new agile/DIY 
models as “beneath them” – even though this is where the 
industry is going.

Our company just implemented an AI task force that must 
approve every vendor that uses AI in any way, even if they 
don’t use our proprietary data and this is slowing down our 
current research process.

Very limited budget. I make recommendations on when and 
how to do survey work and it is sometimes ignored, producing 
low response rates that they then blame me for.

Leadership
We have siloed business units/teams that often duplicate 
efforts – we have many different research/insights functions 
across different parts of the company, so making sure that 
we’re all talking to each other and not doing the same thing 
can be a challenge.

Extremely bad communication of expectations (of job role, 
swim lanes, project needs, etc.) due to poor leadership.

Senior management dismissing the need for research and 
spreading that thought to his direct reports.

I’m in an org that likes to hire consultants who fake research 
expertise then I am called into save it. I was asked two days 
ago by one of them, “What’s an IDI?” How about if they just 
say they are going to have meetings, not focus groups? Don’t 
call that crap research.

And finally, here were some pain points that maybe 
aren’t pain points at all!

Not enough time to meet all stakeholders that are waiting to 
learn about consumer insights and learn from us.

For me, as a client-side researcher, the biggest pain point is 
that the research is so valued that it is also feared.

Our organization is a little unique from what I’ve experienced 
and seen in the past 25 years, in that we are making MORE 
of an impact across the org, not less, and senior leadership 
recognize and prioritize our work as a differentiator in the 
market. Somehow, I found work with a company that is a 
true unicorn in this way.

Here’s to finding more unicorns! 

THE  REPORT 2024  //  www.quirks.com50

http://www.quirks.com


TRACKERS AS A BUILDING BLOCK TO DEVELOPING 
COMPREHENSIVE AND SUCCESSFUL BUSINESS STRATEGY

By Mary Emerson Baker 
VP, Market Research, Suzy consumer lifestyles. This compre-

hensive approach ensures that 
the insights derived are grounded 
in the broader context, allowing 
brands to make truly informed 
decisions. By considering external 
factors and real-world influences, 
trackers can provide a richer, more 
actionable understanding of con-
sumer behavior and market dynam-
ics, leading to more effective and 
strategic business outcomes.

At Suzy, we’re changing the way 
trackers run, offering speed, action-
ability and integrated quant and 
qual all in one connected platform. 
With our trackers, brands can 
easily test product innovations, 
concepts, messaging and comms all 
stemming from tracker trends. This 
is tracker research that constantly 
informs other research, allowing 
for continuous, actionable learning. 
That is what allows a tracker to be 
more than just a tracker – making 
it a business growth driver. 

suzy.com

SPONSORED CONTENT
INDUSTRY INSIGHTS

As market researchers, we under-
stand the vital role trackers play in 
successfully navigating the com-
plexities of brand health, consumer 
behavior and market trends. The 
best trackers are the most action-
able ones, those that serve as a 
single pillar within a larger initia-
tive of comprehensive learning. To 
achieve this actionability and stay 
at the forefront of market research, 
it’s essential to push the boundar-
ies of how trackers are executed 
and used.

Trackers need the “why” to be 
valuable 
Traditional trackers primarily focus 
on quantitative metrics. Without 
the ability to retarget respondents, 
brands are left with a lot of unan-
swered questions about any fluctua-
tions in tracker data. In addition to 
tracker data, it’s critical to inte-
grate qualitative insights for a true 
voice of the consumer. For instance, 
pairing survey data with insights 
from focus groups or in-depth 
interviews can reveal the motiva-
tions behind the numbers, helping 
researchers identify the “why” 
behind shifts in brand perception 
or category trends and offering a 
deeper layer of insight.

Trackers need to be rigorous and 
fast 
Real-time consumer engagement 
is critical for trackers to provide a 
continuous feedback loop. Without 
it, brands can’t respond swiftly to 
consumer feedback or make adjust-
ments. Traditional trackers typi-
cally take up to six months to set 
up, field and analyze, and by the 
time brands get their tracking data 
back, it’s often too late to act on 
potentially outdated insights. At 
Suzy, we’re speeding up the entire 
tracking process so brands can use 
real-time survey data and gather in-
stant feedback from consumers.

Trackers need to balance  
consistency and flexibility
As consumer priorities shift, so 
should brands. However, many 
tracker suppliers are slow to adjust 
trackers or don’t offer the ability 
to make any changes. While it’s 
best not to drastically alter track-
ers from wave to wave, brands still 
need the opportunity to make shifts 
and additions to keep up with con-
sumers. 

Trackers shouldn’t stand alone
Lastly, a tracker shouldn’t exist in 
isolation. It should encompass a 
holistic view, integrating data on 
category trends, global events and 
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20+17+37+37+21+22+10+10+7+9 +3+3+2+2T

RESEARCHERS ARE EXPERIENCED 
AND SATISFIED WITH CURRENT 
ORGANIZATIONS, POSITIONS
An overview of the marketing research industry in 2024

By Marlen Ramirez  >> Quirk’s Media

The 2024 edition of Quirk’s Q Report offers insight into 
client-side researchers’ thoughts and opinions. Quirk’s 
has collected, shared and compared information to un-
derstand and analyze how the marketing research and 
insights industry has changed. 

 

The 2024 edition of the Q Report survey received 
502 usable qualified responses from full-time (defined 
as 35+ hours per week) client-side insights professionals 
from June 17 to July 23. We highlight some pieces in this 
issue and share respondent comments throughout but 
mostly let the data speak for itself. 

17% 

20% 

37% 

10% 3% 2% 
7% 

21% 

37% 

10% 3% 2% 9% 

22% 

20
2320

24

20
24

20
24

20
24

20
24

20
24

20
24

20
23

20
23

20
23

20
23

20
23

20
23

How satisfied are you with your current employment?

VERY 
SATISFIED

SATISFIED SOMEWHAT 
SATISFIED

NEUTRAL SOMEWHAT 
DISSATISFIED

DISSATISFIED VERY 
DISSATISFIED
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DEMOGRAPHICS
Similar to the past two years, individuals ages 36-55 
dominate the industry with 29% of those being 36-45 
years old, compared to 27% in 2022 and 31% in 2023, and 
32% being in the 46-55 age range, compared to 36% in 
2022 and 32% in 2023. 

JOB SATISFACTION
Job satisfaction has stayed consistent in the past few years. 
Thirty-seven percent are satisfied with their current em-
ployment, 20% are very satisfied (three percentage points 
higher than 2023), 21% are somewhat satisfied, 10% are 
neutral, 3% are dissatisfied and 2% are very dissatisfied. 
Twenty-four percent say it is very unlikely and 17% say it 
is unlikely that they will seek employment at a different 
company this year.

How do you identify?

1+2+32+65	female
65%

prefer not to answer 
2%

non-binary 1%

male
32%

Age of survey respondents

< 25 YEARS

25-35 YEARS

36-45 YEARS

46-55 YEARS

56-65 YEARS

>66 YEARS

PREFER NOT 
TO ANSWER

1+14+29+31+19+4+2
4%

13%

19%

32%

29%

1%
2%

How likely are you to seek employment at a different 
company this year?

VERY 
UNLIKELY

UNLIKELY

SOMEWHAT 
UNLIKELY

UNDECIDED

SOMEWHAT 
LIKELY

LIKELY

VERY LIKELY

24+17+13+18+14+6+824%

18%

13%

17%

8%

6%

14%
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WORK LIFE

When asked about marketing research experience, 62% 
of respondents had over 16 years of experience, higher 
than in 2022 (59%) and 2023 (55%). While a high per-

EXPERIENCE IN MARKET RESEARCH

How many years have you been 
employed at your current organization?

< 1 YEAR

1-2 YEARS

3-5 YEARS

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

6+18+25+25+13+10+313%

10% 6%

18%

25% 25%

3%

How many years have you been in your 
current job?

11+29+29+18+7+5+1
< 1 YEAR

1-2 YEARS

3-5 YEARS

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

18%

7%
5% 11%

28%

1%

30%

centage of respondents have over a decade of experi-
ence, most are in their first 10 years at their current 
organization.

How many years of experience  
do you have in marketing research?

< 1 YEAR

1-2 YEARS

3-5 YEARS

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

1+4+7+11+15+31+3131%

31%

4%

1%

7%

11%

15%
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CO-CREATION: AI PROMPT 
APPROACHES THAT WORK!

 For more information on  
InsightFarm’s innovative ap-
proaches to traditional qualitative 
research and tech-forward options 
reach out directly to our founder 
and principal researcher: kelley.
styring@insightfarm.com. Happy to 
discuss!

InsightFarm is a consumer 
strategy and market research con-
sultancy helping clients find new 
opportunities for growth. Clients 
include a broad range of packaged 
goods, technology and outdoor-
active products as well as many oth-
ers. InsightFarm has been featured 
in USA Today, PBS, Advertising Age, 
Brandweek, Fortune, Good Morning 
America and ABC News.

www.insightfarm.com

SPONSORED CONTENT
INDUSTRY INSIGHTS

InsightFarm Inc. has a strong 
legacy of qualitative research and 
reporting for our clients. We bring 
strategic approaches and points of 
view, leading to next-generation 
innovations and business successes. 
One way we do this, year-over-year, 
is by delving into the latest technol-
ogy through our own investment. 
We call these InsightFarm Learn-
ing Journeys. This year’s journey 
has been using AI for qualitative 
analysis.

•	 We do use AI to pressure-test our 
hypotheses and identify areas for 
further exploration.  

•	 We don’t use AI as a substitute 
for our own analysis or as a 
shortcut to quick findings. It’s all 
about co-creation!

 
Jump-start any analysis and 

take your learning to the next 
level!

Analysis planning: Prompt the AI 
to tell you the questions it would 
ask!

�Example: “Act like a market 
researcher (or product innova-
tor), what prompts would you 
ask this data set?”
�Outcome: With prompts like this, 
you can add to your initial list 
of prompts for analysis.

Initial dig sites: Prompt the AI 
for 1) key themes and 2) sentiment, 
after you have your own themes 
identified.

�Example: “What are the key 
themes in this data set? Provide 
examples and quotes.”
�Example: “What are the posi-
tive and negative sentiments 
expressed? Provide examples 
and quotes.”
�Outcome: Initial understand-
ing and clues for where to dig 
deeper in your analysis.

Inspiring solutions: Prompt the 
AI for strategic solutions and use a 
persona to tailor the answers.

�Example: “Act like a design 
engineer, industrial designer 
or product developer. Create 
five product-based solutions 
that would solve for key issues, 
themes, sentiments, in this 
data set.” Repeat, asking for 
eight solutions, and look for 
differences.
�Outcome: Fresh ideas to inspire 
your own innovative thinking.

Starting here you can impro-
vise and build more prompts as the 
responses roll in.  

By Kelley Styring 
Founder and Principal Researcher, 
InsightFarm Inc.

Don’t think of the AI 
responses as “answers.” 
Write your own themes 
first, then ask the AI for 

ideas. Compare the two and 
off you go!  Each analysis 

is an exercise in co-creation 
to build insights and ideas 

together.
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WORK LIFE

ADDITIONAL HIRES
Respondents are even less hopeful about their 

company hiring additional contract market research 
employees in the next 12 months with 24% saying it is 
very unlikely, 19% believing it is unlikely, 10% saying 
it is somewhat unlikely and only 7% saying it is very 
likely. 

Most respondents believe there is a low likelihood of 
their company hiring additional permanent market 
research employees in the next 12 months. Twenty-one 
percent say it is very unlikely, 17% believe it is unlikely 
and 10% say it is somewhat unlikely.

How likely is it that your company will hire additional 
permanent market research employees in the next 12 months? 

Very Unlikely  21%

Unlikely  17%

Somewhat Unlikely  10%

Undecided  10%

Somewhat Likely  19%

Likely  11%

Very Likely  12%

How likely is it that your company will hire additional contract 
research employees in the next 12 months?

Very Unlikely  24%

Unlikely  19%

Somewhat Unlikely  10%

Undecided  17%

Somewhat Likely  14%

Likely  9%

Very Likely  7%

METHODOLOGY

The Q Report work life and salary and compensation study of end-client/corporate researchers is based 
on data gathered from an invite-only online survey sent to pre-qualified marketing research subscribers 
of Quirk’s. The survey was fielded from June 17 to July 23, 2024. In total we received 1,504 usable qualified 
responses, of which 502 were from end-client researchers and used for this end-client report. An interval 
(margin of error) of 2.49 at the 95% confidence level was achieved for the entire study. (Not all respondents 
answered all questions.)
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