Consumer and Product
Research



Key Questions to Address through Consumer Research

Product and Innovation Research

- What are the needs of our current and potential consumers?

- What solutions (i.e. product or service) can we imagine to meet those needs?
- Which of these imagined solutions should we develop into products?

- How should we market those products to current and potential consumers?



Where does Innovation come from?

Innovation is a process, not luck

Consumer Need Responding to consumer need leads
to innovation

Technology Market
Breakthrough Opportunity



Generalized Product Innovation Research and
Development Plan
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Key Questions to Address through Consumer Research

Consumer Research

- Who are our consumers? Who else is in our addressable market?

- How should we think about separate groups in our addressable market? What
segments of addressable market should we prioritize?

- How do our target segments make purchase decisions? At what touch point
along their purchase journey can we influence them? How can we influence
them?



Generalized Foundational Research Plan
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