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Marketing Research Methods Real Examples of their Application: Focus Groups and Social Media Listening
The research techniques chosen from the article are focus groups and social media listening. In the year 2012, a global leading beer brand Heineken selected a few of its long-standing customers to help in generating information that the company would use to rebrand and make a strategized marketing of its beer products. The use of focus groups is the method of collecting data that the company used in order to get first-hand data on how the public perceived the company’s beer products. Whereas critics in the research by Bujor, Rusu & Avasilcai (2016) termed the use of focus groups as innovative value co-creation, the research method worked exponentially in generating better sales at the end of the 2012 fiscal year.  On the other hand, Nike has often used social media pages to reach out to its growing number of new online customers. Using its websites, it has been easy for the company to follow customer feedback, place orders and keep up with market trends in terms of competition and new market demands.
Heineken's marketing approach was based on using focus groups that incorporated the use of quantitative data. As Brandwatch (2019) describes, focus groups allow the researcher to generate insights about the topic at hand from selected participants. Therefore, Heineken used the information derived from the customers to make the best and top-notch marketable beer product after analysis and implementation of the generated customer feedback. Quantitative data allowed the company to measure and evaluate sales records after the implementation of the procedure. On the contrary, when Nike uses social media platforms, they utilize qualitative data. Qualitative data is useful in this case because it allows an easier interpretation of consumer behaviors (Pickell, 2019). Equally, by following up top brands that most customers trail, the company has been able to use qualitative data insights such as video and audio recordings on how customers use their products. The company also uses social media to observe the market or shopping trends on the areas to improve and to upgrade.
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