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So you may be asking yourself…



3

Who is this guy? 
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Why is he here?
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My name is Bob…
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I used to be EVP at this 

company…
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Now, I am Managing 

Partner at this UX 

company…



8

Bold Insight is located here
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My 
Bus!

If we zoom in our office…
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With UX colleagues, I wrote this book…

There’s a chapter 

on the relationship 

between UX and 

market research in 

here

Shameless 

plug!
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In 2020, I co-wrote this book…
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Have a patent called ‘stupidest patent ever’…
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Have four kids…
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And six grandchildren…
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Cat not 

available 

for photo…

…a dog and a cat…
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You LunchMe
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Photo by Tim Mossholder on Unsplash

But I digress…

Photo by Joshua Hoehne on Unsplash

Photo by Steve DiMatteo on Unsplash

https://unsplash.com/@timmossholder?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@tungstenrising?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@mrthetrain?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/stop-sign?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@stevedimatteo?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/no-biking-sign?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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So what’s the issue? 

Stakeholders

Research 

Objectives Methods & Data

Deliverables



20

A UX researcher

Measure Change

User’s needs, 
behaviours, skills, 

and capabilities
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A Market Researcher

Measure Change

Consumer’s 
needs, attitudes, 

opinions, 
trends…
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UTILITY AND USABILITY

Uncovering the needs, 

knowing the features / 

functions is important.

Necessary, but not 

sufficient for product 

success

You have to put those 

features together in a 

usable way to build the 

overall customer 

experience.

Usable

Useful /

Functional

(Utility)
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MyFord Touch Control

One key learning from market 

research: 40% buyers buy on tech

features. 

Ford paid $75 per car sold to do 1-1 

training with buyers

https://www.gardnerweb.com/news/ford-cuts-program-to-help-customers-use-sync-

myford-touch-systems

Market research findings were 

poorly implemented and UX 

design failed



Why the MyFord Touch control system stinks -- 8.22.12

MyFord Touch: Cutting edge, or just too complicated? 6.23.13

Aggravating MyFord Touch Sends Ford Plummeting in J.D. Power 

Quality Survey -- 6.23.11

MyFord Touch Drop Kicks Ford from 5th to 23rd in J.D. Power 

IQS Rankings  -- 6.23.11
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Poor UX crushed Ford’s brand
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Market research 

Provide insights to product 

development

UX research

Identify target markets 
Collect info on customer/user 

needs and behaviours

Collect and analyse data on 

trends, competitors, and 

consumer behaviour

Improve customer/user 

engagement and enhancing 

brand reputation

Identify opportunities for 

growth and expansion into new 

markets

Assess customer 

satisfaction and loyalty

Evaluate ad/campaign 

effectiveness

Improve usability products and 

services through user research

Provide feedback on the user 

interface, information architecture, 

and overall design of products

Identify areas for improvement 

in the user journey and user 

flow

Conduct competitive analysis to 

identify strengths and 

weaknesses of competing 

products
Ensure that products are 

accessible and inclusive
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REFLECTIONS

Market research tends to be more strategic

User research often focuses on detail

Some unique, some shared goals, common purpose…

Useful, usable, and successful product

UX

MR
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Before we go further…one obvious difference

Users | Consumers | Customers | Markets

UX

MR
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So what’s the issue? 

Research 

Objectives Methods & Data
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METHODS & DATA

• IDIs

• Usability testing

• Diary

• Ethnography

• Survey 

(multivariate)

UX MR
• Survey

• Focus Groups

• IDIs

• Ethnography

• Secondary 

analysis (e.g., 

SM analytics)
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REFLECTIONS

UX methods center on 

what users actually do: behaviour

Market research methods look at wider trends and 

seek opportunities (e.g., positioning, pricing)

Similar methods, different focus

The methods appear very similar to non-researchers
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So what’s the issue? 

Research 

Objectives Methods & Data

Deliverables
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DELIVERABLES FOLLOW FROM OBJECTIVES

• Product/service 

evaluation

• Recommendations

• User (customer) 

knowledge

• User journey

• Functional 

opportunities

UX MR
• Product 

requirements

• Inform on strategy

• Competitors/trends/

segments

• Customer journey

• Pricing and 

positioning
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REFLECTIONS

Timescales are different too. 

Market research tends to be earlier in product cycle. 

User research happens throughout product lifecycle.

Outputs can and should cross-pollinate…

Despite similar methods, outputs are quite different 

and useful in different ways. 
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Persona Development
from Market Segmentation
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So what’s the issue? 

Stakeholders

Research 

Objectives Methods & Data

Deliverables
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The similarities of market and user research 

to those outside of research 

can cause confusion in the organisation
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What does UX give me that market research does 

not? (and vice versa)

Why can’t I combine these two approaches?

How much do I have to budget to each?

UX MR
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Market research helps build the brand and informs 

marketing and advertising on important elements to 

the target market.

UX is where the brand promise meets reality. 

UX is a delivery on the brand promise.



Product

40
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Marketing and advertising can amplify 
the success of a great product…

But rarely can they compensate 
for a poor one
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You can have the best research and greatest tech, 
but if people can’t use product or service…  

It doesn’t work
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You can have the best, most usable, 
product and user experience, but if it’s not useful…  

It won’t sell
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Working well together…

Establish 

common goals & 

objectives

Leverage 

research 

methods

Communicate, 

Collaborate, &

Celebrate

Educate 

the wider 

organisation

Respect and 

recognize 

each other's strengths
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We look forward to partnering with you on 

your research program.

Please reach out to 

Bob Schumacher, Managing Partner 

for more information about Bold Insight.

boldinsight.co.uk

+44 79088 19066

bob@boldinsight.co.uk

GET IN TOUCH


