From GUESSWORK to STRATEGY:
A Guide to Primary Research

An RO93 IMedia Revision Masterclass
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Every great project starts with a big question.

Creating a new media product without knowing your audience is a high-risk gamble.
How do you ensure people will actually want it?

>| The Unknowns:
> m What content do they really* want?

Project:

_ , ¢ Oy What tone of voice will connect with them?
A new online magazine for students. e =

N

N

[>] Willthey prefer long articles or short videos?

Assumptions are risky. Insight is essential.

What should the layout and style be?
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information you gather yourself.

First-hand: You collect it
directly from the source.

55— P 4o

Up-to-date: It provides a current Data Types: It can provide both quantitative
snapshot of your audience’s views. data (the ‘what’ - numbers and statistics) and
qualitative data (the ‘why’ - opinions and reasons).

Primary research is your compass.
Primary research is the process of collecting new, first-hand data
directly from the target audience for a specific project. It's

Project-specific: It's tailored to
answer your exact questions.
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The Strategist’s Toolkit: Key Primary Research Methods

®
) &1
Surveys & Questionnaires: Interviews: One-on-one Focus Groups: Guided group
Designing questions to gather conversations to gain in-depth discussions to explore opinions
specific data from a wide audience. understanding. and reactions.
Observation: Recording User Testing & Test Screenings:
audience behaviour in real-world Watching people interact with a
situations (e.g., using a website). prototype or previewing content
to gather direct feedback.

Exam Link: Remember to emphasise that the data is new, project-specific, and collected by the producer.
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The Toolkit // Surveys & Questionnaires
Mapping the landscape with quantitative data.

] Surveys and questionnaires are designed by you to ask
i specific questions. They are excellent for reaching many
[ — people quickly and efficiently to gather numerical data.

Case Study Application

- Project Goal: Planning the new online student magazine.
- How it's used: An online survey sent to all college students.

What it reveals:
e What percentage of students want sports content vs. music reviews?
e How often do students read online articles?
e Which social media platforms are most popular for sharing content?

Key Strength: Provides broad, quantifiable insights to guide initial decisions.
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The Toolkit // Interviews & Focus Groups

Uncovering the ‘why’ with qualitative data. engaging atﬁhentic
B
o= o%™g Speaking directly to members of your target fresh design
& audience allows you to explore their opinions, versonal 7/ detailed
\.I.q ? feelings, and the reasons behind their choices connection feedback
in great detail.

Case Study Application

- Project Goal: Designing a magazine that resonates with students.
- How it's used: Holding a focus group with 6-8 media students.

- What it reveals:
* Their opinions on the proposed magazine name and logo.
* |deas for specific columns or feature articles.
* The kind of humour and tone of voice they find engaging.

Key Strength: Delivers deep, nuanced understanding and unexpected insights.
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l /@% The Toolkit // Observation & - !
%_ User Testing o8 =4

Gaining insights from action, not just words. =

O = “"\_H___ -].

@ This involves watching your audience interact with a e,

product or in a natural setting. It reveals usability issues — s g
and real-world behaviours that people might not think to = | |

mention.

Case Study Application

Project Goal: Ensuring the magazine website is easy to use.
How it's used: Asking students to find a specific article on a prototype website and observing their clicks.

What it reveals:
e Are the navigation menus intuitive?
e Do they notice the ‘subscribe’ button?
e How do they react to video adverts?

Key Strength: Identifies practical problems and opportunities for improving the user experience.
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The Strategist’'s Choice: A Balancing Act

-+ Advantages (The Gains)

{) Up-to-date: Provides the most current
— view of your audience.

@’ Relevant: Specifically tailored to your
project's exact needs.

Q Targeted: You can focus on a very
specific audience segment.

@ Good for: Testing new ideas, checking
usability, and understanding detailed
opinions.
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Disadvantages (The Costs)

Time-consuming: Requires significant
planning, execution, and analysis.

Costly: Can involve expenses for
incentives, software, or venue hire.

Requires Skill: Poorly designed questions
can lead to unreliable or biased results.

Less good for: Getting a quick overview
of a large market or long-term trends.

Exam Tip: In your evaluation, always weigh the strengths against the weaknesses in the context of

the project's likely time and budget constraints.
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Understanding the Full Research Landscape

Primary Research

Definition: Data you collect yourself, for your specific
purpose.

Source: Your target audience (via surveys,
interviews, etc.).

Key Benefit: Highly relevant and specific.

Analogy: Cooking a meal from scratch with fresh
Ingredients.
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Secondary Research

Definition: Data that already exists, collected by
someone else.

Source: Market reports, official statistics, academic
articles, competitor analysis.

Key Benefit: Quick, often cheaper, and provides
broad context.

Analogy: Using a pre-made sauce or ingredient from
your pantry.

A smart strategist uses both to build a complete picture.

& NotebookLM



The Blueprint for Success: A Research Plan for the Student Magazine

Answering the 9-mark exam question.

The Goal
Phase 1 Bzroad Understanding To find out what content and features
(Quantitative) students want in a new online magazine,
reducing risk and improving engagement.
mC e Method: Online Survey distributed to all > P S
students.
@  Purpose: To gauge overall interest in topics
Q (e.g., tech, lifestyle, college news), preferred
formats (articles, video, podcasts), and The Multi-Method Approach
current media habits. :
e Outcome: A statistical overview to guide A powerful plan combines methods to get
the magazine's core sections. both broad and deep insights.
10f2 >
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The Blueprint for Success: A Research Plan for the Student Magazine

Phase 2: Deep Insight (Qualitative)
O
N Method: Focus Groups with students from different year groups.
© ? 9, o . Purpose: To discuss the survey results. Why is ‘college news' so popular? What kind of tone do
ngz they want? To show them mood boards and get feedback on visual styles.
Outcome: Rich, detailed opinions to define the magazine's personality and design aesthetic.
| Phase 3: Practical Feedback (Behavioural)
C \ X]= Method: User Testing with a clickable prototype of the website.
— Purpose: To see if students can easily navigate the site, find key sections, and understand the
0 R T layout.
Outcome: Actionable feedback to fix usability problems before launch.
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From Insight to Impact: How Research Shapes Design

If the research finds... Then the design decision is...

- /8% of students access
|:| college news on their
[l phones.

Design the magazine with
C[E a "mobile-first” layout.

Brainstorm and test new
names with the target
audience.

Focus group participants
‘ ‘—T/U \ found the proposed

name “cringey”.

7 User testing shows

ka : people can't find the

Q video section.

Redesign the homepage
> to feature video content
1| more prominently.
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Primary research turns subjective creative choices into evidence-based strategic decisions.
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The Payoff: Why Professionals Rely on Primary Research

By investing time in research, creators transform their projects.

Reduces Risk

You validate ideas before
committing significant time and
money, preventing a costly failure.

Improves Engagement

By creating content and features
your audience has explicitly asked
for, you ensure the final product
will resonate.

W

Creates a Superior Product

The final magazine isn't just what
the creators think is good; it's what
the audience knows is good.

&1 NotebookLM




Your R093 Primary Research Checklist

You are now equipped with the tools of a media strategist. Before your exam, check you can:

Define primary research and give multiple examples
of methods.

Clearly explain the advantages and disadvantages of
different methods.

Choose appropriate primary research methods for a
given media project.

Justify your choices by explaining how the findings will
inform specific creative and design decisions.
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