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I M P A C T

When conducting market research, we don’t just look at one facet of the 
business and neither should you! The BottomLine approach to marketing is 
founded on the belief that marketing goals should align with your business 
goals - after all, that’s what marketing is supposed to support, right?

But in order to do this, research is critical - specifically good research. 

How do we know? Because over and over again, the clients we use this 
checklist with find significant opportunities to streamline their processes, 
hone in on the right audiences, clarify their differentiators, and—arguably 
most importantly—make more money.

Through that, they were able to adjust their pricing, and customers were 
happy to pay more because they valued the service.  This small but mighty 
change unlocked $76k of additional revenue in only two weeks’ time. And 
they’re not the only ones.

That’s what good research and a data-first approach does.

Offered a service that the target audience perceived as far superior to 
their competitors, but
were severely underpriced and undercutting their profits as a result.

RESEARCH CHECKLIST
O U R  M A R K E T

In fact, one of our clients uncovered a significant insight using this 
approach—during their Impact Assessment, it was identified that they:



I M P A C T

YOU CAN DO IT, TOO
H E R E ’ S  H O W

ANALYSIS - DO THESE FIRST

Client Business Analysis (3 hours)

Take a step back and examine your business from an objective 
point of view. 
What obstacles are you facing? 
What are you trying to change? 
What data do you have that demonstrates this? 
What are your unknowns and how can you solve them?

(Hint: Check out this post where we talk about 
types of research and when to use them) TYPES OF RESEARCH

Target Market Analysis (5-10 Hours)

What is the make-up of your target market? Challenge your assumptions 
here—who you want to be your market and who actually is your market can be 
two separate things. 

Who within that market makes up your target audience? (the difference: the 
market is the larger group you think will be interested in what you offer, and the 
audience is a smaller subset you hone in on for marketing campaigns)

Consider:

Demographics
The unique traits that categorize your target market like age, gender, 
location, occupation, family status, etc.
Psychographics
The thoughts, values, and habits of your target market. This includes things 
like spending habits, beliefs, hobbies, lifestyle, social status, and more.

In-Depth Avatar Creation
You’ll want to download a copy of our Customer Avatar Worksheet here.

Pricing Strategy Review (1-2 Hours)

To be clear: being the least expensive is not always the right goal. In fact, often 
being the cheapest option can give the impression of a lower quality product or 
service. But, if you price too high and can’t demonstrate the value, you’re 
unlikely to convert potential customers. 

What is your pricing structure? Does it still make sense?
Does your market research indicate any opportunities relating to pricing?How 
does your pricing measure against your competitors?
How are you demonstrating the value of your product/service to your 
customers?? 

https://www.guidepoint.com/maximizing-the-market-with-a-sound-pricing-strategy/
https://www.wearebottomline.com/blog/maximizing-your-market-research-choosing-the-right-method/
https://www.wearebottomline.com/blog/focus-groups-can-help-your-business/
https://www.wearebottomline.com/blog/successful-businesses-reach-target-audience/
https://www.wearebottomline.com/customer-avatar-worksheet/


I M P A C T

YOU CAN DO IT, TOO
H E R E ’ S  H O W

Digital Marketing Report (5-10 Hours)

Create or update your digital marketing report that gives you a clear snapshot of 
how your digital marketing efforts are performing against industry benchmarks. 
The goal here is to understand engagement, conversion and business impact 
metrics. 

Competitive Analysis (3-5 Hours)

Identify your direct and indirect competitors, and use social listening 
and research to reveal insights. 
How do your competitors do business?
What are their strengths? Weaknesses?
What do their customers say? Reviews?
How are they the same as you? Different?

Conversion Rate Review (1-2 Hours)

Although some marketing efforts are more focused on awareness over 
conversion, a holistic marketing strategy should be driving business. 
What is the return on your inbound and outbound marketing efforts?
How do your results compare to your goals?
What marketing tactics are working well and which aren’t?

Online Analytics Review (1-2 Hours)

Google Analytics is your friend here. Using your dashboard, look for trends in 
analytics that could indicate areas of strength or opportunity in the user 
experience. Repeat with your social platform analytics.. 

https://www.wearebottomline.com/blog/eat-your-veggies-before-dessert-why-competitive-analysis-is-your-first-step-in-your-strategy/


I M P A C T

YOU CAN DO IT, TOO
H E R E ’ S  H O W

STRATEGY - DO THESE AFTER YOUR ANALYSIS ABOVE

Campaign Strategy (4-5 Hours)

Using your insights from your analysis checklist,  create your strategy for a new 
campaign. Your strategy should be in direct service to one of the following 
objectives: 

Promote a new product or service
Increase brand awareness
Gather customer feedback or content
Generate revenue
Boost user engagement
Advertise an upcoming event

Outline the Top Challenge (0.5 Hour)

Awareness is important here—in developing your campaign, what existing 
challenges are you trying to overcome? What might you need to plan for while 
you implement your strategy? 

Uncover the Big Idea (0.5 Hour)

What overall idea, approach or theme will resonate with your audience? Use 
your strengths combined with the insights from your research. 

Message Strategy (1-2 Hours)

With your big idea, what messages about your brand and its offerings can 
support it? 
What kind of content gets your audience’s attention?
Do your customers respond to straightforward sales messages, or would they 
rather consume witty content? 
What cultural references would your customers understand?

Select Marketing Tactics (1 Hour)

What kind of content will you need to fuel the campaign? 
Videos, blogs, emails, etc can all coexist in one campaign



I M P A C T

YOU CAN DO IT, TOO
H E R E ’ S  H O W

Audience Recommendations (1-2 Hours)

Knowing what to target and where your prospective customers are at in their 
journey is paramount to success. 
What stage of the buyer’s journey is your campaign targeting? 
What are your audience’s general interests, demographics and preferences as 
they relate to your brand’s market? 

Measure of Success and Benchmarks (0.5 Hour)

The beauty of digital marketing is that there are clear ways to measure 
performance with hard data, such as website traffic and conversions. 
What’s the end goal of your campaign? How can you measure it? 

Complete Overview (1 Hour)

With all your findings and insights, compile an actionable, easy to digest 
presentation that summarizes your marketing strategy. 

This approach to creating a marketing strategy leads with data and research, which 
empowers you to make bold decisions for big results.  Confidently manage your 
corner of the market, gain the edge over your competitors, and enjoy sustainable 
business growth through effective marketing efforts. 

We know this checklist can be overwhelming, but the truth is that purposeful 
strategy takes intentional effort. 
Would you rather partner with experts to help you through this journey from start 
to finish? This is what we do! 

Let’s Talk

To ask more questions or book your free consultation

https://www.wearebottomline.com/contact/
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