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Research Assess
Maximising value of research to drive decisions
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Helping our clients to address the following questions...

What gaps and duplication How can we get greater buy-
exist in research across our in_from stakeholders to
organisaton? conduct research?

How can we create greater How can we optimise the
efficiencies in the collection value of research in our
of data and use of research? decision-making?

What our clients are saying...

“We have been looking to improve the quality of customer research and
the work the team did to assess current capabilities and recommend a
solution for the future has been really well received. We are grateful
for the structure of the analysis and the creativity of the proposed
solution.”




Our approach

Organisations have an increasing wealth of insight at their disposal but often this is delivered via outdated
research programmes that have been designed for Marketing or Sales teams, rather than to meet the needs of
an ever-changing business. Often, there is no holistic view of what research data is collected within the
business or how this is actually used to inform decision-making. The result is that businesses often spend
more on collecting insight than the value they receive from it.

The growth of digital has created even greater impetus for organisations to review the insights generated and

maximise their value to decision-making. Our approach helps organisations to reduce duplication and

complexity and better deliver against both customer and business needs. It assesses research against the

customer journey and provides clarity on the customer types researched, the product/services assessed, the

channels measured and the metrics used. Example Outputs from Insight Assess
What the business wants...

Our Insight Assess approach provides organisations with:

with Stakeholders throughout the Business, i s clear that there i a desire and
7 change. There s a cler appetite for feedbsck and an understanding of the value t could

An independent assessment of how research and insight can
support effective decision-making

experience
programme
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‘Front to back’ analysis of capabilities against business
needs

Best practice advice and market leading ideas on the
research design, analytics and reporting most relevant to your organisation

Tailored options that maximise value and reduce cost for the
organisation
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" Value — what would you wish for?
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Business benefits
Insight Assess delivers a number of key business benefits:

Open and honest conversations with stakeholders about what
the business needs in terms of research and insight

Improved stakeholder engagement and buy-in to the

process and outputs
What the path leads to...

Exposure of gaps and duplication in insight across projects s
and/or departments “ = l=

aligning with the Consumer Jorney,
T

Identification of inefficiencies and potential cost savings
(effort vs. value obtained)

Co-creation of a roadmap to develop the insight function
and roles required to deliver against future needs
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Contact
Alison Blair Cliona O’Beirne
Director Manager
+44 (0) 7711 589018 +44 (0) 7808 035462
alison.b.blair@pwec.com cliona.a.obeirne@pwc.com

For over 25 years, PwWC Research, PwC’s global Centre of Excellence for market research has provided organisations
with insight to make evidence based decisions - delivering actionable data and specialist knowledge that informs
strategy, drives performance improvement and supports change. Visit: pwec.blogs.com/research_to_insight
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