Audience Research: Your Professional Toolkit
Mastering the iMedia RO93 Brief
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The Mission: Why Every Project Starts with the Audience

“Good research leads to better ideas, safer decisions
and more successful products.”
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<= Audience research is the professional process of collecting information about your audience.
& It's how you understand their needs, preferences, opinions, and behaviour.

< Ultimately, it’s about designing more effective products and campaigns by making informed
decisions about content, style, platforms, and marketing.
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The Blueprint: Understanding Your Research Schematics

Source of Data Type of Data

Primary Research — Quantitative Research

You collect the data yourself. [~ | Gives you numerical data and
(Think: interviews, surveys, |11 11| statistics. Answers ‘how
focus groups you conduct). il many?’ and ‘how much?’.

Secondary Research Qualitative Research

You use existing data collected \  Gives you detailed opinions
by others. (Think: analytics, . / andinsights. Answers ‘why?’
viewing figures, existing and ‘how?’.

market reports).

&1 NotebookLM



Assembling Your Toolkit: Core Research Methods

Different jobs require different tools. Selecting the most suitable method for the scenario is your key exam skill.

Surveys / Questionnaires Interviews Focus Groups

Collect quantifiable data from In-depth, one-to-one conversations Small group discussions about
larger samples. for detailed opinions. ideas, prototypes, or trailers.

Observation / User Testing Analytics & Insights

Watch people using a product to Website stats, social media data,
spot problems. viewing figures.
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The Toolkit: Broad View Instruments

For Gathering Quantitative Data from Large Samples

Surveys / - /! Analytics &
Questionnaires 7~ Insights

Use Case: Ideal for gathering feedback Use Case: Analysing existing data like

on features, preferences, or price points website stats, social media engagement,

from many people quickly. or viewing figures to understand
audience behaviour at scale.

Data Type: Primarily quantitative (e.g.,

'75% of users prefer option A'). Data Type: Quantitative (e.g., 'Peak
viewing time is 8 PM').




The Toolkit: Deep Dive Instruments
For Gathering Qualitative Insights and Detailed Opinions

Observation / User Testing

oy 228

Interviews Focus Groups

Use Case: Watching a person
use a product (like a website or
game) to identify real-world
problems and usability issues
they might not articulate in an
interview.

Use Case: One-to-one Use Case: Facilitating a

conversations to explore discussion with a small group to

complex opinions and gauge reactions to new ideas,

motivations in great detail. trailers, or prototypes. Allows
for group dynamics and

Data Type: Primarily discussion.

qualitative.

Data Type: Qualitative. Data Type: Qualitative.




The Masterclass: How to Choose the Right Tool

A true professional doesn't just name their tools; they justify their choice. You must evaluate
each method’s suitability for the specific job.

4 X

Strengths Weaknesses

What makes this method good? (e.g., What are its limitations? (e.g., bias, small
accuracy, depth, large sample size in ochre, sample, time-consuming, expensive, limited
low cost, speed, realism). detail).

Key Professional Concepts

Reliability in ochre: Would the results be similar if the research was repeated? (Crucial for consistency).

Validity in ochre: Does the research actually measure what you need it to? (Crucial for accuracy).
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Masterclass Deep Dive: Reliability vs. Validity

Is your research both consistent and accurate?

Reliability Validity
(Consistency) (Accuracy)
Whether results would be Whether the research
similar if the research was actually measures what you
repeated. need it to measure.

Ask Yourself Ask Yourself

If I surveyed a different but similar group, would I Are my questions directly addressing my research

get roughly the same answers? A large, varied goals, or are they accidentally measuring something

size and unbiased questions increase reliability. else? Leading questions can destroy validity.
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The Golden Phrase: Your Key to Justification

“This method is appropriate because...”

1. State the method. (e.g., ‘A focus group is appropriate because...)

2.Link to the scenario's specific needs. (“...the games company needs
detailed feedback on the new character designs...”)

3.Explain the benefit. (“...and this method allows for in-depth discussion

that a survey can't provide.”)
4.Bonus: Consider constraints like audience and budget.

Exam Tip: This structure is exactly what examiners are looking for when
asking you to justify your choices. Master it.




The Proving Ground: Responding to Client Briefs

You’ve mastered the theory and the tools. Now it’s time to prove your expertise. Treat each exam
question as a brief from a client that needs your professional recommendation.

File 1: Quick File 2: Simple File3:
Identification Justification gﬁ:};’:{:t"’e
(1 Mark) (2 Marks) (3 Marks)
File 4: In-Depth File 5: Full

Explanation (4 Strategic Proposal (9

Marks) Marks)
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The Proving Ground: Nailing the 1 & 2-Mark Briefs

Brief 1: State one method of audience research. (1 mark)

Technique
Give one clear method. No explanation needed.

Survey § Interview j Focus Group § Questionnaire

Brief 2: Explain one reason why a games company might use a questionnaire. (2 marks)

Technique
Make one point, then explain the impact.

- A questionnaire helps because... This means that...

) 4 * 2 [Explanation of how this helps
improve the game or marketing].

= [Point about feedback on features,

v,

-~/ preferences, price].
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The Proving Ground: Structuring the 3 & 4-Mark Briefs

Brief 3: Describe one advantage
and one disadvantage of using
focus groups. (3 marks)

Technique

Give a paired answer. Develop each point
brleﬂy

| Example Advantage: Provides (= ;
detailed opinions and group discuss. —°~

' Example Disadvantage: The small
sample size is not fully
representative.

Brief 4: Explain two reasons
why a large, varied sample is
important. (4 marks)

Technique
Give two separate, fully explained reasons.

Reason 1: A large sample leads to %%

Y

00

more reliable results... [Explain (]

O
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The Proving Ground: The 9-Mark Strategic Proposal

The Brief: “A production company is planning a new social media campaign for a streaming service. Discuss which

research methods they could use... and explain how the results would help them design an effective campaign.” (9 marks)

Outline Your Toolkit

Name 2-3 suitable methods (e.g., online surveys,
analytics, focus groups) and state the data they
provide (quantitative vs qualitative).

\
|
Data-Driven Design o
Explain how this specific data influences design ““1_:;—”’ ——
choices (e.g., analytics on peak times inform — @—:r
scheduling; focus group feedback shapes content style). = 3
-
The Business Case
Explain how research reduces risk and
improves the campaign's overall
g effectiveness, making it more successful.
N
Final Recommendation (D
A justified conclusion on which methods are @
most useful for this specific brief and why.
.




Your Professional Certification

You have the blueprint, the toolkit, and the strategy. Before you sign off on
your next project, run through this final check.

Can you list common audience research methods and state their
primary use?

Can you explain the critical difference between quantitative and
qualitative research?

Can you choose suitable research methods for a media project and,
most importantly, justify your choices using the ‘Golden Phrase’?

You are now equipped to make smarter, safer, and more successful media
products. The toolkit is yours.
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