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Has big data made the market research industry redundant? 
 

"The big data industry will make the market research industry redundant". These were the 

words of Alex Chruszcz, Head of Insight and Pricing at Asda. He was proposing the motion, 

'Big data has made market research redundant' at the Debating Group debate at the House of 

Commons on 25 November 2013. The debate was sponsored by The Market Research Society 

and chaired by Nadhim Zahawi MP, co-founder and former CEO of YouGov. 
 

Alex Chruszcz stressed that the debate should be about fundamentals, not semantics. As an industry, market 

research faces a profound challenge and it is only by being clear and honest about it that it will find a way 

through. He went on to focus on the meaning of the word 'redundant'. In its first sense it means 'not needed', 

'extra', 'unused'. In its second sense it means 'fired', 'dismissed', 'unemployed'. He suggested that big data 

makes market research redundant by simply being more useful and powerful and big data will make those 

with market research skills redundant if they do not adapt to be more relevant. He asked, "What is big data 

and why is it making market research increasingly marginal?"  We are used to thinking of data as graphs and 

charts. Data tells you what is going on. More data has meant more information, but not more insight. Data 

tells you what is happening, but without talking to and listening to people you would never understand the 

why. This is the role that market research fills and at Asda the data analytics team sits next to the market 

research team and they work together on every customer topic. However, this is changing because there is 

now more data about more customers and this data can be used to answer more questions than ever before. 

 

Big data means pulling together information on a previously unimaginable scale and complexity: 

 

- sales data 

- location data 

- market data 

- weather data 

- mobile data 

- banking data 

- service data 

- complaints data.  

 

Putting this together through technology provides the answers to the key questions: 

 

- what happened 

- where it happened 

- when it happened 

- and who did it. 

 

It is almost impossible to believe that on any one day there are 1 billion points of data available to 

understand a £20 million a year business.  However, there is one 'W' missing, the part that we have always 

needed to go direct to the person to find out: the 'why'. Knowing what has happened without knowing the 

reason for it is the same as knowing the price of everything and the value of nothing. Without the 'why' data 

cannot be insight. 
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This is where the promise of big data is starting to become true. New types of data are becoming available 

that are starting to give us the 'why', and over the coming years this will fundamentally change the way that 

we are able to understand individual and corporate behaviour. Alex Chruszcz considered three of these: 

social media data, observational data and connected personal information data. 

 

Social media is all the data, the noise of the Internet and public and private communications. This is 

individuals sharing their real feelings, uninhibited, unabashed, showing off, happy and sad. It's noisy, not 

always true, but if you want to understand a topic, a change in opinion and customer issue, then the first 

place to go to understand it is online. 

 

As an example, when the horsemeat scandal hit the food industry earlier this year the first place Asda 

listened was online. Within an hour it was able, using the latest text analysis software, to create a full 

analysis of customer opinions and intentions. This insight shaped how Asda, as a business, responded to the 

crisis. 

 

The second area where data and technology are on the verge of a step change is observational technology. If 

you want to know how someone feels about a topic, do you have to ask them? No, you can look at their 

expressions and watch how they react. The same is true in research: if you want to know how someone is 

feeling you simply have to watch carefully. We are on the verge of being able to observe in a way that 

genuinely unlocks individuals. Alex Chruszcz pointed out that he could watch every shopper in the store. 

How are they walking? Is their expression happy? Are they interested? How long are they spending in each 

part of the shop? Across a whole range of fields, technology is making data available that previously could 

only be captured by face-to-face research. We are seeing facts obtained from research turn into facts obtained 

by data. 

 

The final and most important element is the connection of data to create an overall picture of an individual. 

The connection of data from all sources means that we now know the triggers and motives for behaviour. 

Why did someone do something?  Now we know. Why is this shopper watching the pennies on her weekly 

shop? Previously we would need to ask her directly to find out. Now it is possible to find out the exact 

financial circumstances of that person, her credit position, the fact that she is saving for a holiday, that her 

husband has lost his job, that she is pregnant, that she is trying to stop smoking, that she likes to watch Grand 

Designs on Tuesday nights. Of course there are limits to how much of this information can be shared, but all 

of the data are there, held by different private companies around the world. The only constraints on the 

sharing of this kind of incredibly detailed and intrusive data are the imaginations of companies and an 

increasingly stretched out set of data protection regulations. Many growth businesses are run by people in 

their 30s who have no heritage of what market research does and its Code. They believe that data tells them 

what to do and how to do it. They are not listening to market research.  The full weight of the IT industry, the 

dotcom industry, the banking industry, the consulting industry is lined up to promote, sell and implement 

larger scale and more ambitious big data initiatives. In comparison the voice and investment in research is 

nowhere to be seen. Alex Chruszcz concluded, "I believe in the need to change their minds about market 

research, but I don't see anyone lining up to protect the industry. It is not just big data which is making 

market research redundant but the big data industry which is making the market research industry 

redundant".  

 

The long tail 

 

Opposing the motion, Justin Sampson, Chief Executive Officer, BARB, cited Tesco as one of the greatest 

British success stories of his lifetime, an undeniably great story of business transformation across a sustained 

period. 15 years ago Tesco sales were £17bn; subsequently they have increased fourfold to over £72bn. Case 

studies of Tesco's success normally highlight two vital ingredients. First, aligning everyone in the company 

behind continuous improvement and secondly the way it used the insight it has into its customers' behaviour. 

As competitors dispensed with loyalty card schemes on the premise that analysing all the data would be 

madness, Tesco embraced the task wholeheartedly with its analysis subcontractor, Dunnhumby. Recently it 

took 18 months for the Census data to be handled and processed. By many estimations, Dunnhumby handles 

and processes that amount of data on behalf of Tesco each and every day. So big data is nothing new. Tesco 

liked the results so much it bought 53% of Dunnhumby. And yet the use of Clubcard data did not remove the 

role for research. Tesco remains a prized client for research agencies. 
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People talking about big data are a bit like teenagers talking about sex: 

- it's the hot topic of conversation as people imply, with a nod and a wink, that they've cracked it 

- bravado plays a role, partly so that people can appear with it and partly to counteract private concerns that 

they might not really be doing it right 

- yet in the privacy of the Marketing Director's office often comes the realisation for most that they are still 

fumbling around without making any real connections. 

 

That's not to say there aren't some people getting it very right. 

 

Justin Sampson went on to make five observations about data. 

 

- Data struggles with the social nature of life. Facebook might be able to track the multiple interactions you 

have with all your friends and relations, but can it assign different values to each of these interactions? The 

great Italian poet Dante only met Beatrice twice, many years apart, but they must have been very meaningful 

internations to have left him so in love. Would big data have captured this?  

- Data struggles with context. Decisions are not discrete events. Each decision is part of a sequence and 

humans have to adapt to these. Being presented with the same information on two successive afternoons 

could lead you to very different decisions as the context might have changed significantly in the meanwhile. 

Data analysis in the wrong hands can be a blunt instrument if not handled carefully. We are most engaged 

with stories that weave together multiple causes and contexts. 

- Big data creates bigger haystacks. This might deliver the ability to find many more correlations, but it 

doesn't necessarily mean more findings, or more statistically significant correlations. Perhaps it is simply 

delivering more distractions as we try to get to the heart of the matter. You can build a very powerful magnet 

to drag the needle that is buried deeply in the heart of the bigger haystack, but what if you do not have the 

skills set to build a really big magnet? Or what if you are looking for a noodle rather than a needle? 

- Data obscures values. (There is a book called 'Raw data is an oxymoron'). Data is always structured 

according to someone's value set. There are value choices throughout the presentation of data, from 

construction to interpretation and this will not change just because we are working with bigger data sets. 

- Big data favours ideas that spread quickly, or memes, rather than masterpieces that might take time to 

mature. Data analysis detects when large numbers of people take an instant liking to something. Yet many 

important products are not instantly liked, so a reliance on data could cause you to overlook the most 

valuable stories. Indeed many renowned investors are known for their contrarian approach to stock-picking. 

Why follow the crowds when you can get better value by identifying through careful research, a set of 

circumstances that is likely to result in a disproportionately large return? 

 

Justin Sampson quoted Warren Buffet, the most famous contrarian investor of our times. His advice is "to be 

fearful when others are greedy and to be greedy when others are fearful". He went on to consider the 

different decisions that we need to make, distinguishing between transactional decisions and relational 

decisions. "If I want to know which route to work is going to be faster on a given day, then I need 

straightforward, real-time information presented in an easy to use application. For this my chosen app is 

Citymapper, which takes big data and squeezes it out in a fantastic form that enables me within a matter of 

seconds to assess which of three different ways into work is quicker. Relational decisions require different 

outputs. These decisions involve trying to find people, places and things that can meet the needs of a 

subjective question. Which is the best route to work if I need to spend 45 minutes concentrating on a set of 

board papers or editing a speech for an MRS debate? Should I employ this woman or that man? Should I 

award the research contract to YouGov or perhaps to ICM? It is a mistake to take subjective intuition out of 

relational decisions because subjectivity is the whole point. Naive trust in statistical models can yield 

disastrous results". 

 

Justin Sampson acknowledged that it is also irresponsible to overlook objective assessment as a foundation 

for decision-making. In this context he questioned whether big data differs from market research. He 

suggested there is a case for BARB data to be described as big data and he tested this idea against the 4 Vs of 

big data identified by IBM. The fact that these 4 Vs were identified by IBM is a perfect example of 

subjectivity at work. Why do we seem to be marching to a definition of big data that has been created by an 

organisation that specialises in crunching huge volumes of data?  

 

How does BARB stack up against the 4 Vs? 
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- it is delivered with velocity every day 

- there is a fantastic volume of data as BARB reports minute-by-minute detail 

- it delivers variety in allowing one to understand different forms of viewing, whether live or time shift or on 

different devices 

- with regard to veracity, the industry regards it as the accepted truth, the gold standard. 

 

In order to create a distinction between research and other forms of data, perhaps one should be talking of 

machine-generated data, rather than big data. And here is a great opportunity for market research. 

Digitisation is leading to ever greater fragmentation, which means measuring more things being consumed 

by fewer people and therein lies the long tail.  Research can struggle with measuring the long tail. 

 

It's easy to get excellent insight from focus groups with people who read a low-reach publication such as 

'The Independent'.  But can you get a robust reliable measure of who is reading it, day-in day-out, when it 

has a daily circulation of 75,000, which represents marginally more than one in a thousand people across the 

country? 

 

You might be able to if it was delivered digitally to all those 75,000 people and this is where machine-

generated data is, increasingly, a natural bedfellow of market research. Machine-generated data is great for 

telling you how many times and for how long something has happened. But it can't tell you who was doing it 

and how they were doing it. Were they alone, were they with other people, what was their mood? 

 

Justin Sampson concluded "So, is big data making market research redundant? That's like saying Facebook 

has made face-to-face socialising redundant". 

 

Factual data 

 

Seconding the motion, Morag Blazey, Chief Executive Officer, Ebiquity, suggested that although rumours 

of the death of market research have been greatly exaggerated, she does believe that market research will 

shrink and morph, and probably end up as a bijou, niche department within the Data Division of a given 

company. It will be focused on insight rather than the trillion page omnibus surveys and doorstep volumes of 

Q and As. It will be focused on learning rather than doorstep researching. It won't be called the market 

research team anymore. And this is happening now. 

 

Data will play a huge part in this change and decrease in volume, through the exponential growth of data 

available: 

 

- real time delivery 

- behavioural targeting 

- addressable TV targeting 

- real time bidding 

- through to click rates 

- live sales data,  

 

to talk about just a handful of areas now available. 

 

This growth in data is a large part, but only part of the story. We typically have used research to: 

 

- find out what consumers thought and did 

- find out what consumers think and are doing 

- understand what consumers think of a new idea and what actions they will take.  

 

In marketing terms this has served us well to understand what has sold and what is selling, and why and what 

will sell in the future. 

 

But often it does not tell us all we need to know. If John Hegarty had researched the end line, "Vorsprung 

durch Technik", it wouldn't have happened. Morag Blazey suggested that research is inherently flawed. As 

one experimental psychologist put it, "the issue is that of 'non-naturalistic priming' which enhances cue 
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reactivity (especially if you offer £10 of M & S vouchers) - in other words, if you ask somebody something 

in a survey, it automatically alters their response". Data is different. Data provides facts (not statements of 

intent by a few people). It provides actual sales data, by region, by outlet, by demographic, by consumer. The 

data is in time-series, by month, by week, by day, by hour, by minute, by second. Lots of facts in real time 

allow us to make short term, medium and long-term decisions based on truth. 

 

For example, we can buy online media through behavioural targeting and demand side platforms. We can 

buy based on recent behavioural data. We don't need research which is often out of date to guide us. We 

know what people are doing, what they are viewing and what they just bought. We can target them and reach 

them instantly and better still the media activity is priced on demand - real time bidding. We can measure the 

effect through data-led KPIs (key performance indicators) - sales, CTR (click through rates), brochure 

requests. And it won't be long until internet protocol TV allows us to do this in the TV market.  

 

Research has always been flawed and slow and often can't help. As Henry Ford said, "If I had asked people 

what they wanted, they would have said faster horses". 

 

Data, meanwhile is in the here and now and is long on facts.  However, there is another dimension to 

consider. We don't have to go out to people to research our brand etc when they are more than happy to tell 

us what they think through social media, without us even having to ask. 

 

In 2008 the general consensus was that bloggers were lonely losers living in their mum's spare rooms. The 

debate now is whether bloggers and social media will replace traditional media - breaking big stories, 

influencing brands and brand behaviour. 

 

Social media is so influential because it is persuasive. It is rare nowadays to find anyone who doesn't have at 

least one social media profile, whether on Facebook. Twitter, Linkedin or one of the other popular social 

networks. With people spending more time online than ever, social media has become a primary channel for 

consumers to communicate with one another and by extension with us about brands. 

 

Morag Blazey quoted a blogger on the subject: 

 

"You don't need to have been in the marketing industry as long as I have to have sat in interminable meetings 

discussing brand attributes, brand values, target audiences, niche markets, segmentation etc, etc. 

 

"Notice anything missing there? Yes, people. And I don't mean people in the abstract, '18-24 year old males 

in South East England', 'Empty Nesters' - that type of thing. I mean actual real people. Yes, I know we do 

focus groups 'representative of the target audience' and listen to their views. But are they really? Let me ask 

you this: what other person do you know who would give an accurate representation of your views? And 

what's the chance of a market researcher bumping into them?" 

 

"So", asked Morag Blazey, "is this the end for market research? 

 

Data collection has improved in terms of volume, detail and speed. The ability to analyse that data has been 

made much easier through technology. Your haystack is being combed. Twitter, Facebook, Linkedin and 

Google+ have created an environment that yields unfiltered feedback and information. These three facts are 

combining to end the role of a traditional market researcher and traditional market research. But rather than 

dying the market researcher will morph into a real time data-driven analyst and strategist. So there will be 

fewer market researchers and only the cleverest will survive. 

 

Morag Blazey advised, "Don't plan a redundancy party, more a 'coming out' party". 

 

Brokers 

 

Seconding the opposition, Colin Strong, Managing Director GfK NOP Business and Technology, argued 

that big data will not make market research redundant, but market research might make a few big data 

analysts redundant. He suggested that big data is running on empty. A purely data-driven approach is a bit 

creepy - it is tactical and reductionist. Consumers are reacting against the idea that advertising is following 

them. 
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Colin Strong cited the definition of market research from Wikipedia: "Any organised efforts to gather 

information about target markets or customers".  Market research has always been a pretty broad church; it 

has always been something of a magpie industry - if it looks useful to better understand consumers and will 

help clients, market research will use it. 

 

Big data is no different. It is another part of our repertoire. We are working with large data sets as well as 

collecting our own. We do not define ourselves by the tools we use, but by our consumer understanding. 

Using and applying big data is a massive opportunity for the market research industry. It can do a better job 

than data analysts who find it hard to understand the consumer issues embedded in the data. Market 

researchers can integrate data. Data analysts do not understand how to assess the true provenance of their 

data sources. We can use the consumer analytic tools of our profession to do more meaningful analysis. We 

can use this amazing new resource to explore consumers in ways never before possible.  

 

It is opening up new areas of academic study: 

- computeral sociology 

- cyber psychology 

- culturomics 

- computeral behaviour economics. 

 

Market research has always been at the intersection of academia and business. Market researchers are 

brokers, identifying new tools for generating insight about consumers that make a difference to business.  

 

Big data can solve the dilemma of the value exchange within the market research industry. There is no real 

drive to encourage people to respond to surveys. Why should people take part in surveys? We need 

something more fundamental in our relation with consumers. 

 

As our lives become more 'datified' not only do brand and government have more data, so do individuals. As 

consumers acquire more data about themselves, they will become more empowered. Market research can 

help consumers to manage their data, acting as honest brokers between consumers and brands, e.g. in helping 

them access cheap energy through Cheap Energy Clubs, managing their illnesses, helping them to live their 

lives more effectively. 

 

Of course, data will transform the market research industry but no industry is better placed to manage this 

than market research. It has the gilding principles and compass to provide navigation through the sea of data, 

providing huge opportunities to invigorate the relationship between brands and consumers. 

 

Discussion from the floor 

 

For the motion 

 

- We have to set the bar on what big data can do. Big data has to incorporate the complexity of market 

research, and the messiness and ambiguity that makes market research work. 

 

- The contributor stated that he believed in momentum. The companies that use big data are the biggest 

organisations in the world and they are becoming bigger. Market research will be subsumed into these big 

companies. 

 

- People lie. Behavioural data tells the truth. Why not follow that? The contributor hoped that market 

research would be re-born. 

 

- We should remind ourselves that business pays for business decision support. Big data makes businesses 

more confident. While market research can tell us what it is to be human with all the uncertainties, 

businesses prefer to pay for facts. 
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Against the motion 

 

- There is no question that big data has transformed understanding of the consumer in a way that market 

research has failed to do. The market research industry needs to re-invent itself and recognise that the old 

ways need to change. Any industry that relies on a coding system using punch cards needs to reconsider its 

future. But big data does not solve all the problems. Data is extremely powerful in communicating the right 

decision, the role of market research is to apply art. But it needs to throw away the shackles of the past and 

apply new methods. The contributor referred to smart metering as another form of data, and stressed that we 

have to question what data is. It is a rear-room mirror. One can't predict from big data. It did not predict the 

recession, e.g. that people would eat less in restaurants and more at home. Market research has a role in the 

future, but only if the market research industry is brave enough to change. 

 

- If you are making bold statements, in advertising for instance, you have to understand the value and nature 

of the insight it gives. 

 

- Market research has a unique set of skills, a listening approach and empathy with consumers. 

 

-  The contributor did not believe that the existence of big data makes market research redundant, but the big 

data industry makes the market research industry look redundant. It is important that market research takes 

control and achieves ownership of the data industry or we shall lose the rigour that comes with market 

research. 

 

- There are emotions in the buying decisions that big data doesn't address. Big data provides information 

overload and 'so what' information. 

 

- Sales data provide facts about what has actually been bought. It does not reflect what the shopper might 

have intended to buy. 

 

- The problem with big data is that it is cold, blunt and lacks empathy. It does not connect with the consumer. 

There is no replacement for research that connects with consumers behind the data, e.g. ethnography, which 

looks at human stories and gets close to real life, giving meaning to data. 

 

- Big data analysts are applying market research techniques. Big data is just an extended version of market 

research work. 

 

- Big data shows what is happening now but it does not predict the future. Furthermore it does not reveal the 

emotional aspects of buying. An example was the horsemeat scandal where a price reduction did not solve 

the problem of customer refusal. 

 

- The contributor made a plea for small data particularly in the area of new product development where 

respondents can be shown prototypes and researchers can watch them interact with the new product. You 

need to talk to people, to get their interaction - you can't do that with big data. 

 

- The contributor referred to the use of big data by the military in the US. During the Vietnam War endless 

printouts were produced and it was thought that the actual date of the end of the war could be predicted. This 

was rubbish, missing what actually happened. Similarly big data did not predict the problems of financial 

institutions. Big data has a great deal of value, but there have been many distortions in its use. 

 

- There is always a place for qualitative as opposed to quantitative research. For example, big data was 

helpful in the decision about which car the contributor should buy, but it only gave background information. 

The final decision was based on getting into the car and driving it, after sales service, warranty etc. Big data 

does not provide the 'why'.  

 

- The market research industry has to be very aware that it can be sidelined by big data. The industry is in 

dire straights and there is a passionate need for rapid change. There is a lack of skills in the big data industry 

but that is improving. There is a continuing role for the market research industry but it has to embrace what 

big data is. 
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Abstentions 

 

- Ten years ago, people complained that online was not representative. 10 years later the complaint is that it 

is too representative. 

 

- The contributor argued that the question being discussed was irrelevant. If you have a motion that no-one 

can take a side on, it is not a debate. He used a lot of big data. He could find correlations, but not necessarily 

meaning. The difficulty with correlations is that you need someone to tell you what it means. Asking 

questions is the job of market research - to explain what the correlations mean. But big data is a part of 

market research. 

 

- It is all research. Market research involves big data. 

 

Summing up 

 

Summing up for the opposition, Justin Sampson reiterated his remarks about Facebook, suggesting that 

Facebook can provide a platform to enrich face-to-face experiences with friends, often acting as a catalyst for 

get-togethers. So, too can big sets of machine-generated data enrich the understanding that comes from more 

traditional forms of research. 

 

He went on to talk of the human brain. There are a wide range of estimates for the capacity of a human brain. 

One of the most quoted numbers is that it stores perhaps three terabytes of information. This is roughly 

equivalent to half of Wikipedia or 750,000 songs. But that is only about one-millionth of the information that 

IBM tells us is now being produced in the world each day. So, as we drink from this firehose we inevitably 

have to be selective about the information we choose to remember. 

 

We perceive it selectively. We view it subjectively and without much regard for the distortions that this can 

cause. This is true as we consider both personal and business decisions. We also hear that the volume of data 

is increasing exponentially. But is the amount of useful information growing at the same rate? There are a 

gazillion hypotheses to test and data sets to mine - but a more or less constant amount of objective truth. 

Most of the data out there is just noise and the noise is increasing faster than the signal. 

 

Looking at the credit crunch, despite all the data to hand, the financial services industry could not spot the 

looming problems. External observers of the same data could, such as Nouriel Roubini. Many people did 

foresee the bursting of the housing bubble and the subsequent shocks to the global financial system. Naive 

trust in statistical models yielded disastrous results, and the experts failed to look beyond recent economic 

history in making forecasts about the future. 

 

Maybe more people should have listened when Alan Greenspan noted the irrational exuberance going on. 

Yet in his phrase, he captured an enduring, fundamental truth. Human emotions always play a pivotal role in 

analysing data. 

 

Despite Gordon Brown's best efforts to rid the UK of boom and bust, the reality is that these are, along with 

bubbles, an enduring part of human history. Why will this human foible disappear just because we now have 

big, machine-generated data?  

 

The perverse influence of human emotion is well demonstrated in the hype cycle for emerging technologies, 

made famous by Gartner. Each new technology, following early proof-of-concept success and media interest 

about their potential, experiences a peak of inflated expectations. This phase is characterised by mass-media 

hype and supplier proliferation. 

 

Then the trough of disillusionment kicks in. Turning concepts into operational marvels is tough. Investors 

start to think that perhaps this idea is not as great after all. Investments start to be heavily questioned and are 

only continued in the face of tangible evidence of product improvement. 

 

This is followed by a more gradual slope of enlightenment, followed by a plateau of productivity. This 

plateau is almost always at a much lower level of take-up than was envisaged during the peak of 

expectations. 
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Occasionally some products escape this natural trajectory, but big data isn't one of them. At the beginning of 

this year, Gartner proclaimed that big data was in the trough of disillusionment. 

 

Formulating the right question has always been hard. It seems that with big data it is an order of magnitude 

harder. The haystack just got bigger and there are not any more needles, or noodles to find. 

 

Justin Sampson returned to the role of people (with all their behavioural strengths and weaknesses), in 

working with data whether it be big data or any other form of data. While we would all want to think that 

every piece of research data that is generated provides genuine illumination, we are kidding ourselves if we 

don't acknowledge that a significant proportion of research analyses are designed for support, to reinforce an 

existing prejudice. 

 

Why will the interpretation of big data be any different? Are we saying that human prejudices are going to be 

set aside forever as we all embark on a wide-eyed journey towards a truth we don't yet know. 

 

In the same way that EPOS data did not sound the death-knell for market research, so it will be the case with 

big machine-generated data. It provides additional insight to more established forms of research and research 

needs to find new ways of working with it. Knitted together with more traditional forms of research, it can 

provide richer insights than either data source might struggle to provide in isolation. 

 

Justin Sampson argued that therein lies the core reason why this motion should be defeated. Big data can't 

make market research redundant; not only would it be like Facebook making face-to-face socialising 

redundant, it would be like Twitter making television redundant, "It's just not going to happen". 

 

Summing up for the motion, Alex Chruszcz referred to the promise of big data - your business will be 

improved and you don't have to deal with real people. Everybody agrees that big data is sold badly, but it is 

wishful thinking to oppose the motion. You get better insight when big data is combined with market 

research. At the moment his budget at Asda is 50/50 MR and data, but he is fighting a losing battle with the 

board. People are interested in making money and data can drive more profitable business. The businesses 

that are changing are using data not market research. Professionals should not be using words like 'creepy' 

and 'cold' to describe data. 

 

Alex Chruszcz stressed that he wanted market research to develop in a business where it can succeed, but 

companies are spending less on market research. Business will be better with market research but it is 

wishful thinking that this will always be the case. He envisaged that if he leaves Asda he will be replaced by 

a Head of Analytics, not Head of Insight. The people at the head of the businesses are not listening to market 

research and we have to change their minds. Market research should be engaging with this challenge. 

 

The result 

 

The motion was defeated. 


