
1. Why Market Research Matters

Key Benefits:
• Understanding Consumer Preferences: Gain
insights into what consumers value.

• Identifying Opportunities: Market research reveals
gaps in the market that your product can fill.

• Reducing Risks: By studying trends and competitors,
you can anticipate challenges and make informed
decisions

Steps to Set Objectives:
1. Define Target Questions: Focus on specific,
valuable, and actionable questions that guide your
decisions. 
Example: “What product features are most valued by my
target market?” or “How do consumer preferences vary
by age or income?”

2. Set Scope: Determine if your focus is local, regional,
or broader markets.

3. Align with Business Goals: Ensure objectives
support goals such as market expansion or product
innovation.

3. Types of Market Research
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Develop a structured approach to market research by uncovering consumer needs, identifying market opportunities,
and making data-driven decisions. Use practical tools and insights to enhance product positioning, build stronger
consumer connections, and grow your business.

Market research helps you understand your market,
identify consumer preferences, and stay competitive.
 
By analyzing trends and preferences, you can make
informed decisions, tailor products to demand, minimize
risks, and position your business for success.

Resources:
The B.C. Ministry of Agriculture and Food and
Agriculture and Agri-Food Canada offer regional and
national market intelligence, industry reports, and
consumer insights, along with programs to support
producers and processors.

Resources:
Farm Credit Canada and the Business Development
Bank of Canada provide tools and frameworks tailored
to agriculture and agri-food businesses for defining
research objectives and strategies.

Market research is essential for understanding
consumer demand, industry trends, and competitive
positioning. 

2. Setting Clear Research Objectives

Focused, measurable objectives ensure your research
is actionable and aligned with business goals.



Tips for Effective Use:
Focus on Relevant Data: Use industry reports to
estimate demand and identify gaps in the market.
Example: Analyzing regional production reports to
assess opportunities for specialty dairy products in
underserved areas.

Verify Accuracy: Cross-check multiple sources to
ensure reliable conclusions. 
Example: Comparing consumer trends on plant-based
beverages using both government data and industry
publications.
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Steps for Effective Analysis:
1. Summarize Findings: Look for patterns and
consistent feedback.
Example: If consumers consistently rate nutritional value
as their top priority when browsing snacks, this indicates
a strong demand for transparent ingredient labeling and
health-focused marketing.

2. Align with Objectives: Check if your findings
address your initial questions.
Example: If your research goal was to determine what
factors drive consumer preferences, confirm that
nutritional value plays a key role and aligns with your
initial assumptions.

3. Identify Action Items: Use insights to adjust
packaging, messaging, or pricing strategies.
Example: Update packaging and marketing materials to
emphasize your product’s nutritional benefits, ensuring
they align with consumer priorities.

4. Analyzing and Applying Research Findings

Interviews: Conversations with retailers, distributors, or
foodservice operators provide in-depth market
perspectives. 
Example: Discussing with store managers how often
customers request gluten-free baked goods.

Observation: Visiting stores or farmer’s markets to
analyze buying patterns. Example: Monitoring which
seafood products are most frequently purchased at local
markets.

By combining secondary research with direct consumer
insights, businesses can create a data-driven strategy.

Secondary Research: Leveraging Existing Data
Secondary research involves analyzing publicly
available reports, industry data, and government
statistics to inform business decisions.

Resources:
Statistics Canada – Provides demographic and market
insights.
B.C. Ministry of Agriculture and Food – Offers reports
on regional trends and production data.
Agriculture and Agri-Food Canada – Delivers national
consumer and market intelligence.
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Primary Research: Gathering Direct Consumer
Insights
Primary research collects firsthand data from your target
audience, providing unique insights into buying
behaviors, preferences, and product viability.

Common Methods
Surveys: Online tools help gather data on preferences
and price sensitivity. 

Turn your data into actionable insights to refine
products, marketing strategies, and customer
engagement.

It falls into two main categories: secondary research,
which analyzes existing data, and primary research,
which gathers direct insights from your target audience.
Combining both methods ensures a well-rounded
market strategy.

Example: Polling consumers about their willingness to
pay for compostable packaging for frozen fruits.



Do teenagers care about eco-friendly
packaging?

Findings: Findings show that teenagers are willing to
pay more for an identical product with sustainable
packaging.

Align Objective: Assess whether this preference is
solely due to eco-friendliness or another intangible
factor. This will let you determine whether teenagers
care about eco-friendly packaging.

Action Items: If teenagers truly prioritize eco-friendly
options, adopt sustainable packaging to align with their
values.

Should you raise prices to cover the cost of
new packaging?

Findings: Findings show that adults are inflexible on
price for this product type.

Align Objective: The goal is to try and cover the
increased packaging cost, is the packaging valuable
enough to incur the risk?

Action Items: Evaluate the trade-off. If the increased
demand from teenagers offsets the loss of adult
consumers, a price adjustment may be viable.
Otherwise, maintain pricing and rely on volume growth
from younger demographics to cover costs.

Examples

5. Staying Adaptive with Continuous Research

Conclusion
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Regular research ensures you stay ahead of market
changes and evolving consumer preferences. However,
it is important to avoid biases in your research design.

Common Biases in Market Research
Cherry-Picking: Selecting data that supports a desired
outcome while disregarding conflicting insights.
Example: Focusing only on survey responses that
favour eco-friendly packaging while ignoring those that
indicate price sensitivity.

Confirmation Bias: Seeking out information that aligns
with pre-existing beliefs rather than evaluating all
available data.
Example: Assuming consumers will pay a premium for
sustainably packaged products without testing whether
price elasticity impacts sales.

Framing Bias: The way a question is worded can lead
respondents toward a particular answer.
Example: Asking, “Would you prefer a sustainably
packaged snack?” rather than neutrally phrased
alternatives like, “What factors influence your snack
purchasing decisions?”

Being aware of these biases—and actively working to
reduce them—ensures that research leads to accurate
insights, informed decisions, and ultimately, a more
successful market strategy.

Market research enables you to uncover valuable
insights, adapt to changes, and position your business
for growth. Use these strategies to refine products,
connect with buyers and consumers, and build a strong
foundation for success.

Avoiding Biases in Market Research
Market research is most effective when data is analyzed
objectively. However, biases—whether intentional or
subconscious—can lead to misinterpretations that skew
decision-making.
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