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00      INTRO

We have just devoted two very detailed articles to market research in B2C 
and market research in B2B. Aware that all the information will probably be 
confusing to assimilate all at once, we have prepared a concise overview table 
that presents the methodological differences between these two types of 
market research.

These tables show two kinds of information:

You will, first of all, find the 3 main methods to use for the study of the 
two contexts. These methods are listed in the order in which they should 
ideally be used (methods 1, 2, 3)

Some advice on what to do and what to avoid in each of the 2 contexts

 

*Read also: Read our white paper on market research

https://www.intotheminds.com/en/
https://www.intotheminds.com/blog/en/how-to-do-market-research-in-a-b2c-setting/
https://www.intotheminds.com/blog/en/how-to-market-research-b2b/
https://www.intotheminds.com/blog/en/market-research-white-paper/


3
www.intotheminds.com

00      CONTENT

TABLE 
OF CONTENTS

p. 4
DIFFERENCES BETWEEN B2C 
and B2B MARKET RESEARCH 
METHODS

Method n°1

Method n°2

Method n°3 

p. 8
DO’S and DON’TS: Advice for 
your market research

p. 10
CONTACT DETAILS

https://www.intotheminds.com/en/


www.intotheminds.com

Differences 
between 
B2C and 
B2B market 
research 
methods

method
no1

method
no2

method
no3

01      Differences between B2C and B2B market research methods



5
www.intotheminds.com

01      Differences between B2C and B2B market research methods

In the context of a prospective study 

(new market, new product/service) you 

must pay particular attention to the 

analysis of legal constraints (the “L” of 

PESTEL). Legal risks that you may take 

due to ignorance or inadvertence can 

have significant (and retroactive) conse-

quences that may be potentially lethal 

to your business. Study the applicable 

regulations, standards and laws care-

fully, especially if your market research 

concerns a territory you do not yet know. 

For specific questions, call on special-

ists. First contact the Commercial Advi-

sors of economic development agen-

cies, the legal advisors of the structures 

supporting entrepreneurship in your 

respective country, to clear the ground. 

Finally, contact a lawyer to resolve any 

remaining doubts.

In a B2B context, it is particularly 

important because you are likely to 

compete with large companies whose 

commercial resources will make it 

possible to cover vast territories and 

therefore have an impact on a large 

catchment area.

Use a grid to establish your benchmark 

and identify the strengths and weak-

nesses of your competitors. Finally, 

use an evaluation method such as 

the 5 Forces framework by Porter to 

make a more systematic assessment 

of the competitive forces at work in the 

market. Such an analysis will provide 

you with information on the difficulties 

to anticipate in entering a specific 

market and in particular on the potential 

resistance to be expected from your 

competitors. Watch our course on the 

subject to familiarise yourself with 

this tool.

Environmental study 
(PESTEL study)

Study of 
the Competition

context 
B2C

context 
B2B

Market 
research 
METHOD

1

https://www.intotheminds.com/en/
https://www.slideshare.net/intotheminds/the-5-forces-model-by-michael-porter
https://www.intotheminds.com/blog/en/market-research-white-paper/pestel-analysis-and-trend-analysis/
https://www.intotheminds.com/blog/en/market-research-white-paper/pestel-analysis-and-trend-analysis/
https://www.intotheminds.com/blog/en/market-research-white-paper/competitor-analysis/
https://www.intotheminds.com/blog/en/market-research-white-paper/competitor-analysis/
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In a B2C market, the purchase decision 

is usually made by a single person 

(the final consumer). It is essential to 

understand the needs of your future 

customers, their frustrations with oth-

er competing products or services, to 

adapt yourself as effectively as possible 

to their expectations.

Face-to-face interviews, which allow 

us to get to the bottom of things, are 

suitable for prospective market re-

search (new product/service, innova-

tion, new territory). Focus groups are 

recommended when you already have 

a product (in the form of a prototype for 

example) or a precise description of ser-

vices to stimulate discussion between 

participants. We do not recommend 

using focus groups when it comes to 

generating new ideas or innovating 

(there are other methods for this, such 

as Design Thinking).

This method is based on so-called 

qualitative research techniques because 

it is during individual interviews that you 

will collect the information. The samples 

you will be interviewing will, therefore, 

be relatively small and will aim to identi-

fy your competitors, understand market 

dynamics, and understand the deci-

sion-making processes within compa-

nies. In B2B, the purchasing decision is 

often made by several different share-

holders, which means that you must 

follow their specific needs and adapt 

your marketing strategy accordingly.

Some entrepreneurs will object that 

they are entirely familiar with the mar-

ket and can do without expert advice 

or contacts with the customers of their 

future competitors. This underestimates 

the effect of the knowledge corridor, a 

syndrome that affects those who have 

worked for a long time in a given sector 

and which provides them with a distort-

ed view of the market.

Qualitative research: 
face-to-face interviews 
and/or focus groups

Qualitative study: 
interviews with 
experts and 
potential clients

context 
B2C

context 
B2B

Market 
research 
METHOD

2

https://www.intotheminds.com/en/
https://www.intotheminds.com/blog/en/innovation-design-thinking-3-secrets-generate-better-ideas/
https://www.intotheminds.com/blog/en/are-entrepreneurs-not-suffering-from-the-knowledge-corridor-more-successful-guapajuice-guapa-tartes-de-francoise/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-market-research/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-market-research/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-market-research/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-interviews-market-research/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-interviews-market-research/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-interviews-market-research/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-interviews-market-research/
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Of course, no proper market research 

can do without quantitative research. 

We advise you to carry out an online 

survey as part of B2C market research. 

Many tools (most of which offer free 

features) are available. They are also 

well suited for online panels. This is our 

second tip to help you avoid the bias 

associated with convenience samples.

You will find on our website a multitude 

of tips to help you write your online 

survey and formulate your questions 

correctly.

Study the exogenous factors (what is 

not under your control) of your market, 

focusing in particular on the upcoming 

changes (legal, social, and so on) that 

could affect the dynamics of the market. 

These exogenous factors influencing 

the market are all interesting levers to 

differentiate yourself and gain a share of 

the market.

Environmental analysis is also called 

PESTEL analysis for Politics – Economics 

– Sociology – Technology – Economics 

– Legal. This framework offers you a way 

to systematically study all the forces be-

yond your control that can change the 

dynamics of a market.

Quantitative study: 
an online survey

Analysis of 
the environment

context 
B2C

context 
B2B

Market 
research 
METHOD

3

https://www.intotheminds.com/en/
https://www.intotheminds.com/blog/en/market-research-white-paper/market-research-new-business/
https://www.intotheminds.com/blog/en/market-research-white-paper/market-research-new-business/
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02      DO’S and DONT`S: Advice for your market research

Study with great care the legal and 

judicial aspects that govern your market. 

Taking a risk of this kind is unforgivable.

    

Get as close as possible to the pur-

chasing decision to fully understand 

your customers’ needs. In some cases, 

your customers will have to be inter-

viewed on site, that is to say, in the same 

place where they made the purchase 

decision (in a shop, at the checkout). 

It is complicated to rekindle distant 

recollections to explain unconscious 

or compulsive purchases.

Do not use a convenience sample for 

your online survey. Instead, rent, for a 

modest fee, a selection of anonymous 

participants (via an online panel provider) 

to obtain a factual and realistic result. A 

convenience sample, made up of people 

who are similar to you, will only give you 

a biased view of your market, which will 

inevitably be misleading.

Do not start qualitative interviews with-

out writing an interview guide. You will 

find all of our advice on this subject here.

Interview experts to gain a better under-

standing of your competitors and market 

developments.

    

Take into account the decision-

making process within the company to 

examine all the relevant parties involved 

in the B2B purchasing decision.

    

Do not think that you know everything 

(or enough) about a market even if you 

have been immersed in it for years. 

Studies show that entrepreneurs who 

have been active in a market for a long 

time suffer from the so-called “know-

ledge corridor” syndrome that prevents 

them from realistically understanding 

the market.

No focus groups in a B2B context: they 

are too difficult to organise and the 

information collected could be subject 

to doubt.

context 
B2C

context 
B2B

DO`s

DOnt`s

https://www.intotheminds.com/en/
https://www.intotheminds.com/blog/en/market-research-white-paper/qualitative-market-research/
https://www.intotheminds.com/blog/en/how-to-successfuly-realize-qualitative-interviews-in-market-research-studies/
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