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Market research
Careers in social and market research
Summary

This video segment has been provided by the Australian Market & Social Research Society (AMSRS). The AMSRS is a not-for-profit professional membership body with in excess of 2000 market research professionals. The purpose of the society is to increase the standard and understanding of market and social research in Australia. This segment discusses market research as a dynamic career by highlighting the wide variety of areas that are involved in industry. 

Transcript

Female 1: Working out what makes people tick. Why do people do what they do? 

Male 1: Finding out things that no one knew before.

Female 2: It’s sort of about being nosey which I guess is curious.

Male 2: It’s about answering questions. It’s about being asked questions by people who need to know the answers, and they’re looking to you to help them find out.

Male 1: There is the quantitative side which is purely the questionnaire, dealing with numbers side and there’s the qualitative side which is going out and actually talking to people.

Female 3: You know in some weeks you meet 40, 50 new people.

Male 2: Whether you’re having a conversation with nine people in a room or with one person on the street it’s a privilege. It’s about being a good listener and having someone tell you something that’s important to them.
Female 2: I mean I’ve found myself doing obviously group discussions and doing interviews with people, one on one, but I’ve also been in pubs observing how guys drink beer and what people do in their spare time. I’ve been in the middle of lounge room floors in the middle of north-west England playing with action men with eight-year-old boys.

Male 3: I got to go to Thailand for a couple of weeks and interview Thai families in all their different locations around Bangkok. It was really cool you know, ‘cause you get to see another culture.

Male 1: And when it goes well, you know, you can’t believe you’re getting paid for it because all you’re doing is going out there and talking to people.

Male 2: So when you’re in the middle of cane fields in Babinda which was ripped apart by cyclones a year ago talking to a bloke who makes didgeridoos, you know, it’s not a bad job.
It’s about looking at everything you’ve collected, looking at the very different strands of information, different perspectives and panning back from it and answering the question, ‘what does this mean?’ So you sit there and you start piecing it together and I think it’s the thrill of the chase.

Male 1: Covering insight is about looking for that nugget of information which is like a bit of a wow moment.

Female 4: Seeing something that’s not immediately obvious to someone else.

Female 5: It’s a joy when it all starts coming together and you’ve read through all the information, you’ve immersed yourself in all the data and quotes and then you start noticing trends and themes.

Male 4: The best thing about analysis is when you get to the ‘aha!’ moment, when you know you’ve cracked it. 

Male 2: You’re hired for your mind, you’re hired to be a code-cracker, as a puzzle breaker.

Female 5: Things that I learned around uni about critical thinking and deconstructing social norms and putting things back together, answering questions, research really provides an opportunity to utilise all of all these. And it’s hugely satisfying. It’s like it completes you.

Female 3: You know, getting at the front of a room and all eyes being on you and you’re the holder of all the answers. They’ve set you a task, they’ve gone please go and find out this information. We’re willing to give you tens of thousands or hundreds of thousands of dollars to go and find this information and then you come back and you know and they don’t know. It’s very exciting.

Male 2: You are their expert. Maybe only for a month, maybe for a couple of months, you know more about their issue than they do. You go beyond being a researcher to being an advisor.

Female 5: Something is going to happen as a result of this research. You might open the paper one day and all of a sudden an announcement’s been made and I usually feel really proud, puff the chest up a bit, I worked on that project. 
Male 3: We did a project for a TV station once, some of the concepts we came up with, bang we saw them come up on TV, you know, like four months later. And we’re like hey! That was my idea!

Female 3: When I’m in the board rooms at Fairfax or News Limited I have to say I think, wow, I think my job is important and I am offering information to business that I really respect and that’s a real bonus.

Male 2: You meet up to the highest levels within departments, federal and state, council, general managers, parliament, elected officials, career bureaucrats.

Male 1: In other industries you wouldn’t get that sort of audience where in market research you have that everyday ‘cause they respect the data and the insights which you provide.

Female 1: Sometime they give you quite a lot of inside knowledge into what their industry is like or what their product is about or how their business is run. You’re given a position of trust.

Female 5: It does give you this opportunity to have an impact on decisions that are being made mostly and that’s a really privileged position to be in.

Male 3: No matter what age or experience you have there is always something that you as an individual can give back to the research process.

Female 1: Everybody makes a difference in market research so that’s why I think it’s such a great industry because as soon as you walk in you make an impact.

Male 1: In literally the first week I was out to meetings, meeting really important people in the industry and feeling like I’m having an impact.

Male 3: Being younger in research gives you that perspective that older people may not necessarily have.

Male 4: A lot of research agencies are looking for young, bright people that have got their finger on the pulse.

Male 1: Everyday you’re dealing with different people, first of all from different companies, and you’re dealing with different products, services across a number of industries. You know, one day we could be working with Foster’s wine, the next day we’ll have a meeting with E Trade.

Female 2: At the moment, you know, I’m working on three or four different projects and they’re completely different. It could be about ice-cream it could be about cars, it could be about what teenagers think.

Female 5:  Every time I leave the office I enter into another bubble you know. There’s thousands, there’s millions of bubbles out there. There’s so many different ways of seeing the world and the more you see how other people see the world the more you understand your own.
Male 4: There’s different clients and there’s always different stuff happening and so it’s never boring because the projects are short, sweet and they’re intense.

Female 2: I guess you sort of run to your own schedule a bit. So, there’s no sort of clocking on clocking off, there’s no accountability for how many minutes you’re at your desk or away from your desk. If you don’t like being desk-bound this is a great industry.
Male 3: You just end up knowing a lot of stuff because you’re exposed to so many different things. And so that’s really cool. It’s not one of those jobs where you get you know stamp, stamp, stamp. It’s not like that at all.

Female 4: Market research does have different aspects of marketing, statistics, psychology, consumer behaviour and I did all those subjects at university. Couldn’t really see the practical application of those subjects at the time considering I didn’t want to be a psychologist but you realise later that that kind of thing is really very related to market research.

Male 3: It opens doorways, not just in the research field but you can move into other things like advertising, strategy or you can jump into client world.

Male 2: You’re building not only research skills but you’re building management skills, decision-making skills.

Female 3: I think it makes you more engaged in the world and that’s a real gift. You consider society from a point of knowledge rather than guessing.

Male 2: You’re learning about what makes other people tick. You learn quite a lot about what makes yourself tick as well.

Female 3: Research allowed me to realise really that people are my passion and knowing what drives people is what really interests me and that’s what interests me way beyond words and that’s what interests me at the core.
Female 5: When I started working in social research I got to like delve into this you know curious mind and an ability to unpack things and interest in talking to people and understanding other peoples experiences and I got to do that every day and every week and you know, that is amazing and it’s really rare in a job, like who loves their job? I can say I love my job.

