
How to Use 
Original Research to
Capture Prospects’

Mindshare in a 
Noisy World



Does your marketing team struggle with creating content that your
prospects and customers really want to read? Do you feel like you’re
regurgitating the same themes over and over again? Is your content
really helping you achieve your marketing goals?

It’s difficult to get your prospects’ attention, because:

This is an especially big problem when you’re
trying to create engaging content that raises
awareness, encourages new prospects to
engage with your company, and generates
media mentions. 

How do you get your prospects’ attention so
they’ll take the next step in the sales cycle and
learn more about your products and services?
 
That’s where original research comes in.

Generate leads
Nurture leads
Drive thought
leadership
Raise awareness of your
company, products, or
services
Reposition your
company, products, or
services
Define a new product
category
Launch a new product
or service
Generate media
attention or mentions

8 Ways Original
Research Can Help
You Achieve Your

Marketing Strategies

They’re crazy busy. 

They’re flooded with content,
most of which is dull and boring.

They’re tired of reading the
same stuff from every vendor in
your industry.



Original research has a slightly different twist from traditional market
research. It’s specifically designed to uncover noteworthy themes and
story lines, both of which enable you to create unique content that’s
never been published before. Traditional market research, on the other
hand, isn’t conducted for content marketing purposes – rather, it’s
often used for internal decision-making such as determining pricing,
product development, etc.

What is Original Research?

Original research is uniquely suited for
content marketing. With it, you can create a
continual cascade of unique content such as
eBooks, white papers, videos, SlideShare
presentations, infographics, and more. 

The benefits of original research include the
following:

The results are unique; no one else can
claim them.

You’ll realize a high return on
investment, because you can create a
wide range of high-value, high-interest
content from the results.

You can create engaging content that
aligns with your marketing strategies,
such as generating leads, driving thought
leadership, raising awareness, or
generating media attention.



The majority of marketers that recently used original research say it met exceeded or met their expectations.

More marketers are turning to original research to fuel their content
strategy and to grab (and keep) the attention of their buyers.

A BuzzSumo and Mantis Research study found that 39% of marketers
use original research, and 61% say it met or exceeded their
expectations. In fact, 88% plan to conduct more original research in
the next year. 

Original research can be created using primary research (usually
survey-based), or it can be created from existing sources. In this
report, we’ll focus on survey-based research.

Marketers Are Realizing The Value Of 
Original Research

https://mantisresearch.com/state-of-original-research-for-marketing/


One of the most important aspects of a successful original research
project is to plan upfront for the themes and story lines you’re hoping
to get from the research and to design the survey in such a way that
a story emerges from the results. This is the lynchpin for your entire
project: If you don’t have a clear idea of the type of story you want to
emerge or if you create a poorly written survey, then you’ll likely end
up with scattered results that are difficult to tie together to create
compelling content.

The same study  found that marketers are also realizing a wide range
of benefits by creating unique content from original research.

Planning Your
Desired Themes And Story Lines



Envisions a story line for your research by taking into account your
goals, marketing strategy, and, most importantly, the information
your audience will find interesting. 

Designs a survey to elicit responses that can be woven together to
create compelling content.

Understands your industry’s audience and is experienced in
creating compelling content from research results. (This is critical
– you don’t want someone who merely regurgitates the data. They
should analyze and synthesize the results and add insights that
complement the story line.)

This requires someone with a unique skill set. Specifically, someone
who:

Experts schooled in traditional market research techniques may not
truly understand these points – they tend to be more focused on data
outcomes and statistical concerns rather than designing the research
for the purpose of creating marketing content. A content marketer
with expertise in storytelling and research techniques, by contrast,
will start an original research project with the end in mind: creating
the content you need to fulfill your marketing strategy. 

Creating Original Research
There are multiple steps to running an original research project.
Realize, as you read through these steps, that it takes some time to
go through all these phases. The typical original research project –
from survey design and gathering responses to analyzing the data
and creating content – will typically take a minimum of three months. 



STEP 1 :  
PLAN

Begin with the end
in mind.

STEP 2:
DEFINE YOUR

RESPONDENTS

Outline your respondents'
specific characteristics.

STEP 3:
CREATE 

QUESTIONS
Plan your questions

carefully. Your resulting data
will only be as good as the

survey questions you create.

STEP 4:  
BUILD, TEST,

AND SEND
Get feedback from people

outside of your organization
before finalizing. 

STEP 6:  
PLAN AND

CREATE
Design a content plan and
create the content, aim for

at least five pieces of
unique content.

STEP 5:  
CLEAN AND

ANALYZE
Identify the most unique
and interesting themes

from the results.

6 Steps to Creating Original Research 



What are your goals for the research and its resulting content?

Who is your audience for the content? Who is your audience
for the research? (They aren’t always the same.)

What information would your target audience find most
compelling and interesting?

The first step is the most important and requires beginning with
the end in mind: What content will be the most engaging for your
target audience? You need a clear answer to this question because
it will define the research focus.

Questions to consider:

Step 1: Plan

What top-of-mind issues/challenges
are they facing that can be included in
the research?

Does your target audience have
assumptions that can be validated in
the survey?

Has your research topic already been
covered by anyone else? (If yes, how
can you focus on a different angle?)

What action(s) do you want prospects to take after consuming your
content?



Using your own internal list 

Using a third-party panel company that will recruit participants
for your survey

Partnering with another organization to send the survey to
their list

Consider the specific characteristics that you’ll need your
respondents to have, such as their job title, company size, and
company revenue. Be aware, though, that the more criteria you
define, the harder it can be to find enough respondents to answer
the survey.

There are three main methods for finding respondents:

Step 2: Define your respondents

This is another critical task: If respondents are forced to choose an
incorrect answer because a question is confusing or if they aren’t
constructed in such a way to bring out a storyline, it will show in
your results. Carefully think through the questions to ensure
interesting themes will emerge and be sure you have a clear idea
how each question will contribute to telling a story. 

Take your time with this – it needs to be right, because your
resulting data will only be as good as the questions you create.

Step 3: Create survey questions



Once you’ve created a paper version of the survey questions, it’s
time to input them into your chosen online survey tool. You’ll likely
be using different question formats based on the information
you’re trying to gather. Be sure the questions to flow logically. You
might also set up conditional logic where answers to some
questions cause new questions to appear or disappear. 

Once the survey is uploaded to the survey tool, it’s very important
to have at least 10 people test it and give you feedback, because
it’s hard to pinpoint issues in your own survey. Testers can tell you
whether the logic flow is incorrect, the survey is too long, or the
questions are confusing. This is a critical step – don’t skip it! 

When you’re satisfied that the survey is ready to go, it’s time to
send it out to your list.

Step 4: Build, Test, and Send

After you’ve reached the number of desired respondents, close the
survey. The next step is to clean the data by removing any
responses that are incomplete or don’t clearly answer the 
questions asked. 

Using Excel or another tool, analyze the data for patterns and
interesting trends. Identify potential content story lines and
themes by considering the most interesting and unique angles.
Use these to create a list of potential story lines and themes you
can leverage to create powerful content.

Step 5: Clean and Analyze



Using those story lines and themes, develop a content plan that’s
focused on creating memorable, unique content in a variety of
formats.

When done properly, your research will become the source of
multiple original content assets. A BuzzSumo and Mantis research
study found that marketers who are most successful in using their
original research results create at least five types of content from
it.

Your research ROI will be higher if you create more content from it.

Step 6: Design A Content Plan And 
Create The Content

However, by mapping out a carefully crafted content plan, it’s
relatively easy to generate considerably more than five powerful
content assets. It will ensure that you’re extracting the most
benefits out of your research results and satisfying your marketing
strategies. 

https://mantisresearch.com/state-of-original-research-for-marketing/


Be clear on your goals upfront, including how you’ll use the
research to achieve your marketing strategy, so you’ll get the
most value from it.

Don’t rush the planning and question creation process.

It’s critical to get the survey questions right; otherwise, the rest
of the survey will suffer.

Plan upfront for the content themes you’re hoping to get from
the research.

Write the survey questions in a logical manner so you’ll see a
clear story emerge from the results.

Plan on spending at least three months to conduct an original
research study and to create the resulting content.

It often makes sense to start the content plan with a keystone piece,
like an eBook, and use that as a jumping-off point for creating
additional supporting pieces such as infographics, SlideShare
presentations, or webinars. The key is to ask “What
types of content best highlight my research?” and “What content
will be interesting to my audience?”

Best Practices

In summary, here are some key themes to keep in mind so your
original research project is successful:



Intrigued by the idea of using original research to create content that
helps your organization stand out in noisy markets? When you’re
ready, I’m here to help you brainstorm how to best use original
research to achieve your marketing strategies. Simply click here to
schedule a no-obligation 30-minute phone call. 
 
Contact me at:
kim@kimgusta.com
505-244-7278
www.kimgusta.com
 

About Kim Gusta
Kim is a content marketer and copywriter for the technology industry. Before
starting her own business, she worked in different corporate marketing roles,
including product marketing and demand generation, at well-known global tech
companies, like Symantec, and smaller startups. Her customers include Comcast,
Amazon Web Services (AWS), NICE inContact, UJET, and DINGO. She’s a marketer
at heart who gets technology on a level most writers don’t. She offers orginal
research services to create memorable content that will help your company stand out
in a noisy world.

Learn More

https://kimgusta.com/contact/
http://www.kimgusta.com/

