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“Market Research is one of the most useful tools in business, the way in which organizations 

find out about what their customers and potential customers need, want and care about.” 

The UK Market Research Society 

What is Market Research? 
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 Primary Research 

•  Collection of first-hand data for a specific purpose 

 

 Secondary Research 

• Collection of data that already exist 

 Research designed for a specific purpose and 
specific client, and conducted as a one-off study 

 Research carried out with a continuous basis 

 Information held by the company,  
 e.g. Past surveys, service record, database etc. 

 Information from external sources  
 e.g. Research reports from other companies, 

surveys held in business libraries etc.. 

Tools 

  

Sampling 
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  Approach  
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Mixed-Method 

  

Tools 

Approach  
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Sampling 

 Sampling 

• To choose the section of population for the research 

Tools 

  Approach  
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Strategic Marketing in the New Age 



凌羽一博士 Dr Jeffrey Phoenix Hui ®  (2007, 2014) 

The Purple Oceans 6C’s Landscape Analysis Framework ®  
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Meso-level 
Analysis 

Micro-level 
Analysis 

The Purple Oceans 6C’s Landscape Analysis Framework  



Consumers 



• Needs: 

• States of felt deprivation.  

• “Needs” include basic physical needs for food, 
clothing, warmth, and safety; social needs for 
belonging and affection; and individual needs 
for knowledge and self-expression.  

• Marketers did not create these needs; they 
are a basic part of the human makeup. 

 

• Wants:  

• The form human needs take as they are 
shaped by culture and individual personality.  

• An American needs food but wants a Big Mac, 
French fries, and a soft drink. A person in 
Papua New Guinea needs food but wants 
taro, rice, yams, and pork. Wants are shaped 
by one’s society and are described in terms of 
objects that will satisfy those needs. 

 

Needs, Wants and Demands 



• Abraham Maslow sought to explain why people are 
driven by particular needs at particular time. His answer 
is that human needs are arranged in a hierarchy from 
most to least pressing. 

 

• Chinese wisdom 

• 【汉语文】仓廪实而知礼节，衣食足而知荣辱 

• 【汉语释义】（百姓的）粮仓充足才能知道礼
仪，丰衣足食才会知晓荣誉和耻辱 

Source : Baidu (2014), (accessed Aug 17, 2014), 
[available at http://baike.baidu.com/view/1270862.htm?fr=aladdin  ] 

Maslow’s Hierarchy of Needs 



單身階段 

 財務負擔輕 

 流行的意見領袖 
 
 簡單傢具、衣服、
吸引異性的行頭、
度假 

新婚夫婦  

 購買最頻繁 

 耐久財購買多 
 
 汽車、傢具、度假、
人壽保險 

滿巢期I 
（最小小孩六歲以下） 

 
 家庭夠買的巔峰 
 流動資產低 
 對新產品廣告敏感 
 
 洗衣機、乾衣機、嬰
兒用品、玩具、居家
護理產品、維他命、
休閒車 

滿巢期II 
（最小小孩六歲以上） 

 
 財務狀況較佳 
 較不受廣告影響 
 喜歡大量採購 
 
 食品、清潔用品、
自行車、鋼琴、兒
童語言課程 

滿巢期III 
（最小小孩六歲以下） 

 
 財務狀況較佳 
 不受廣告影響 
 部份子女已工作 
 耐久財購買力最高 
 
 風格傢具、非必要的
家電、牙醫、雜誌、
儲蓄型保險 

家庭生命週期與購買行為 



空巢期I 
（子女離家，父母在工作） 

 
 房地產擁有高峰 
 儲蓄額高峰 
 對新產品不感興趣 
 
 奢侈品、度假、家庭修繕
產品、自我教育、贈禮品 

鰥寡獨居I 
（仍在工作） 

 
 收入仍佳 

 
 可能賣房子 

空巢期II 
（子女離家，父母已退休） 

 
 收入下降 

 
 醫療電器用品、保健用品、
宗教用品、老人院、墓地
或靈骨塔 

鰥寡獨居II 
（已退休） 

 
 收入下降 
 需要照料關心 

 
 醫療電器用品、保健用品、
宗教用品、老人院、墓地
或靈骨塔 

家庭生命週期與購買行為 



Source: Prof. Andrew C.F. Chan, SBS, JP 
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Who are my LCs? 

WHO? 

Universe (宇宙人口) 

Strategic Targets (STs)  
(策略性目標) 

Prime 

Prospect(s) 
(PPs) 

(黃金顧客群) 

Category 

Level    

 (行業層面) 

Brand 

Level  
 (品牌層面) 

PP 

Campaign 

Level  
 (方案層面) 

©  Dr Jeffrey Phoenix Hui (2010, 2013) 



WHO !!! Consumer is BOSS !!! 
Universe Population (UP) 
Strategic Targets (STs) 
Prime Prospects (PPs) 

WHO 

Strategic Targets (STs) 

Universe Population (UP) 

Prime Prospects 

(PPs) 

WHAT 

HOW 
Prime Prospects (PPs) 

Strategic 

Implications  

■ Subsets of STs with the 

greatest potentials as solid 

business building blocks in 

short term 
 

■ To be reviewed in every 

campaign  

■ Holistic Business 

Innovations and 

Integrated Marketing 

Communications  
 

■ Strategic Consumer 

Decision Journey 

(CDJs) 

■ Should be sizeable enough to 

enable long-term sustainable 

growths (> 2 times of share 

objective)   
 

■ Include all the potential 

consumers whom our brand 

equity is relevant and 

meaningful  

■ All the potential consumers in 

the category  

■ Brand Equity Pyramid 
 

■ Brand Architecture  
 

■ Innovation Strategy 

Mix 

Category Level    
 (行業層面) 

Brand Level  
 (品牌層面) 

Campaigns or 
Solutions Level  

 (方案層面) 

Universe 
Population (UP)  

Strategic 

Targets (STs) 

Prime 

Prospects 

(PPs) 



Strategic  
Consumer Profiling  

Pain Points  

Jobs-To-Be-Done (JTBD) 

Functional  Emotional 

• Personal  
• Social  

Key Life Events (KLEs) 

Consumer Decision Journey 

(CDJ) 

In the Digital Age… 

❑ Psychographics  
❑ Demographics  
❑ Lifestyles 
❑ Habits & practices  
❑ Price/value perception 

 

 

In the OLD DAYS… 

Cultural & Sub-cultural  
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Exercise: “Strategic Target” and “Prime Prospects” 20 

Strategic Target (ST) Prime Prospect 1 (PP1) Prime Prospect 2 (PP2) Prime Prospect 3 (PP3) 
 

Segmentation Criteria   
 
 

(x2) 

 
 
 

(x1) 

 
 
 

(x1) 

 
 
 

(x1) 

Estimated Size of Prize  
(# of people) 

Estimated Size of Prize  
($$$ per annum) 

Pain Points  

Jobs-to-be-done (JTBDs) 

Persona 
(Figureheads; traits) 

Brand: _______________ Category (+): _______________ 
Date: _______________ 
Draft: _______________ 



Case Study: Wedding Catering Group 21 

Who might be our consumers? 

ST&PP Straregic Target(ST) Prime Prospect 1 Prime Prospect 2 Prime Prospect 3 

Segmemtation 
Criteria 

value-for-price wedding 
25-29 traditional 

wedding executor 
30-40 easy process of 

wedding 
25-29 fashionable 
young generation 

Pain Points 

Compared with holding a 

luxury wedding, they 

prefer spend more on 

honeymoon, housing,etc. 

Have to complete this 
milestone of life. 

They view it unwise to 

spend too much time and 

effort to hold a 

complecated wedding. 

They seek  for an 

unqiue and 

unforgetably wedding 

experience. 

Jobs-to-be done 
Provide value-for-price 

wedding service 

Better service 

performance than the 
traditional restaurants 

Experienced wedding 
execution 

Customized wedding 
plan 

Persona 
People who seeks for 

particular wedding scape  

Wedding before age 30, 

hold the traditional value 
of marriage  

Busy business 

people[especially the 
finance field] 

24-30 fashionable 
young generation 

Prime Prospects 



@drjeffreyhui 

!!! Stay in Touch !!! 

@drjeffreyhui 


