
Market research



It‟s useful everywhere



Have a plan!

• What do you need to know?

• Who are your target audiences?

• What methodology will work best?

– Questionnaires, focus groups, online surveys, 
face to face interviews

• Be honest about the resources you need

• Set a timescale and work to it

• Incorporate time to focus on the outcomes



Don‟t reinvent the wheel!



Secondary research

• Who already knows your audiences and 

what do they want?

• Find out what‟s out there already 

• Use any existing databases from local 

authorities/local businesses

• BUT consider them critically, look at 

age/purpose/bias



The National Park 
audiences

• Day visitors

– Local

– Out-of-area

• Staying visitors

– On holiday

– Visiting friends and family

– Business

– Education or training



The National Park 
audiences – why visit?



Primary research – when 
you still have gaps

Quantitative

Qualitative



Useful primary research

• Qualitative:

• Conduct a „product‟ audit

• Mystery visitor from existing and potential 
group

• Face to face surveys with existing visitors

• Test ideas on focus groups of new stakeholders 

• Gather feedback at community events

• Use online tools and social media to get 
feedback



More things you can do

• Useful quantitative techniques

• Add questions to any existing research 
activities (CLP etc)

• Postal or online questionnaires

• Agree a simple feedback form with local 
businesses to be used all the time

NB – we generally need dozens if not 
hundreds of responses for results to be valid



• Mystery visitors

• Ramblers Association 
members

• Online forums

• Cycling club members 
survey

• Stopover point 
interviews

• Ask for a cycling 
magazine review



• Add a question to 
visitor feedback forms

• Test new visitor 
information points

• Ask members of 
appreciation societies 
like CAMRA



• Gather feedback from 
Tripadvisor or other 
review sites

• Gather customer 
feedback

• Collect event 
feedback

• Mystery visit events 
in other areas



Finding the resources

• Work with volunteers

• Target students and colleges

• Use technology

• Surveymonkey.com

• Facebook / twitter

• Engage experts



Health warning

• Beware the dangers of skewed data

• Sample sizes

• The situation might be different in your town 

than in the broader National Park

• Don‟t be afraid to revise your thinking based on 

what research tells you

• Be efficient with your time and resources

• If in doubt get professional advice





Social media in Action...

www.hiddenbritainse.org.uk

Need More Help?
Why not consider one of our training courses? Deliverd by experts and designed for all levels of ability
from complete novices to Twitter Guru’s...

For anyone who has either no or only
a little knowledge of social media.

For anyone who already uses social
media tools and would like to use

them more effectively as a business
tool.

For anyone who already uses social
media tools and wants to understand

how to use them in a group or
partnership context.



DO’s
• Use the platforms and tools that best suit you and your audiences

• Make social media a part of what you do... it’s not an add-on

• Update regularly – at least 15 mins a day

• Listen and then talk – you earn the right to talk about your products and services by being RELEVANT to your

audience

• Remember that social media is a conversation so try to engage people – one-way communication (or broadcasting)

doesn’t work unless you are a celebrity!

• Link the platforms together wherever possible

• Promote and support others (pay it forward) – even ‘competitors’ as this can portray you in a very cooperative light

to your audiences

• Respect the audience and be professional (if using for work)

• Stay apolitical if you are using the tools professionally

• When using social media for business, remember you are representing the organisation, not yourself, and use your

organisation’s values to underpin your communications

• Write for a U-certificate

• Ensure you have permission to use images, videos etc and use lots of them to bring your services to life

• Think laterally – people looking for places to eat are also interested in transport links, parking, shopping etc

• Ask for follows, likes, feedback and comments all the time

• Use negative comments as an opportunity to learn something.  You can ask the poster for their help to put it right

• Thank people and acknowledge comments and feedback

DON’TS
• Don’t expect social media to deliver bottom line returns immediately

• Discuss business arrangements or opportunities

• Assume responsibility for third party content – if it causes issues down the line, you don’t want to be accountable

• Offer paid-for advertisements or endorsements unless you have purchased the professional packages from the

social media platforms (Facebook , Twitter etc take a very dim view and can cancel your accounts!)

• Over-moderate – people will say negative things and unless they are really over the top, leave the comments up.

It shows you are honest and genuinely concerned with your audience’s views

• Ignore negative feedback or comments

• Stray off the path... stick to your objectives for using social media and don’t get distracted

• Broadcast your products services

• Have no ‘personality’

• Use jargon if you can avoid it

• Mix up personal and work or business accounts

Social Media Do’s & Don’ts

www.hiddenbritainse.org.uk


