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Introduction
Tetra Insights’ second annual report on the current state of customer insight 
practices includes data from more than 200 designers, researchers, product 
managers, and related professionals to better understand how they’re 
producing and using insights in their organizations.  



Overall, we learned of continued growth and operationalization of customer 
insight practices in companies that seek to compete on customer experience. 
As researchers ourselves, we know that deeply understanding users is a 
necessity when it comes to building great products and services. The growth of 
this insight-driven mindset indicates the influence research is having on 
decision making across industries.



As the focus and value of research grows, organizations struggle to scale the 
processes and technology to maximize its value. This study aims to understand 
what research practices look like in leading companies, learning where they’re 
succeeding and where they struggle.



We conducted interviews and a broad-scale survey to find patterns and trends 
for insight collection across industries. We hope this serves to help benchmark 
your current customer insight practices and find areas to experiment or 
improve.



If you have any questions or would like to discuss this report, please feel free to 
contact the authors:

amanda.stockwell@gmail.com

Amanda Stockwell

casie@tetrainsights.com

Casie Mattrisch

michael@tetrainsights.com

Michael Bamberger
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Who is achieving success with research?
We included individuals from a variety of organizations that already conduct 
research and generate user and customer insights. A vast majority of the 
people included are based in the US, and almost all of our respondents were 
full-time employees. As you can see, we have representation from a variety of 
product-related roles, company sizes, and industries.
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On a scale of 1 to 5, how big of a strategic 
priority is creating an excellent customer 
experience to your organization?

1.0%

1
Low 


Priority
High 


Priority

2 3 4 5

2.0%

8.3%

24.9%

63.9%

When it comes to understanding your 
customers and creating great customer 
experiences, how would you rate your 
organization compared to competitors or 
others in your industry?

14.6%

33.2%

39.5%

12.7%

We are 
below 

average

We are 
average

We are 
above 

average

We are best 
in class

We were specifically interested in 
looking at companies that highly 
value customer experience and 
consider themselves successful at 
doing so. Nearly 64 percent of all 
respondents stated that creating an 
excellent experience is a top 
strategic priority, but only 13 
percent of all respondents 
considered their organizations 
“best in class” at understanding 
their customers and creating great 
experiences compared to others in 
their industry. 



As long-time research proponents, 
it’s not totally surprising to hear 
that more people say they value 
research than are able to do it well. 
But what’s different about those 
organizations that are so 
successful? 

Organizations of all sizes, across 
industries are investing in 
customer experience. 

Key Insight

What are your organization’s 
strategic priorities? Consider how 
you’re prioritizing customer 
experience amongst them.

Actionable Item
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What are successful organizations doing 

with research? 
Well first of all, the whole organization believes in creating great experiences. 
That sounds sort of obvious, but 92 percent of the best organizations ranked 
creating an excellent experience as a top strategic priority; just 30 percent of 
the “below average” experience organizations report creating a great 
experience as a top priority. You’re a lot more likely to succeed in providing a 
great experience if the whole organization prioritizes it. 

Next, the best in class organizations are 
able to conduct a wide variety of 
research methods and 100 percent use 
qualitative methods such as interviews 
and moderated usability tests. Product 
professionals beyond researchers have 
learned that incorporating qualitative 
methods is absolutely critical to deeply 
understanding people and crafting 
experiences for them.



Interestingly, the most successful 
teams have also found efficient ways to 
analyze data. We asked respondents 
about how much time they dedicated to 
data analysis and synthesis per 
qualitative research session and got 
very interesting responses. Fifty-three 
percent of best in class organizations 
spend 2 hours or less per session, 
whereas 64 percent of below average 
organizations spend more than 2 hours 
a session on analysis. While it’s great to 
have time to dig into sessions, it also 

3.3%
6.7%

26.7%

33.3%
30.0%

0.0% 0.0% 0.0%

7.7%

92.3%

1
High 


Priority

5
Low 


Priority

2 3 4

We are below average We are best in class

On a scale of 1 to 5, how big of a strategic 
priority is creating an excellent customer 
experience to your organization?

Everyone on the team 
has research as a goal 
. . . we’re a resource 
for the whole product 
organization.

“

”
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Less than 

1 hour

1 to 2 hours 2 to 3 hours 3+ hours

54.6%

35.3%

17.7%

41.2%

30.0%
4.6%

31.8%

0.0%

We are below average We are best in class

For every 60 minutes (1 hour) of a research 
session, how much time do you estimate is 
spent analyzing that session? 

seems that streamlining time spent on 
analysis is important to scale and 
effectively incorporate regular research 
practices. 



In all, the most successful 
organizations prioritize great 
experiences and provide the resources 
necessary to learn about users over 
time. It’s not rocket science, but it 
seems that investing in research and 
insight generation is the key to 
ultimately creating better products 
and services. 

So now you have buy-in from your team about the value of research and the 
budget required. Great! But what exactly does that look like in an organization 
that creates the best experiences? Let’s take a deeper look at the specific 
methods and tools successful teams are using. 


The entire organization has to be 
bought into research and 
customer experience as a strategic 
priority to maximize success. 
Without this as a starting point,  
the most powerful research and 
insights in the world will never be 
impactful.

Key Insight

Get buy-inMake friends!  ! Practice 
those persuasion skills. It can 
seem like an impossible task, but 
don’t let your hard work go to 
waste. Give your research a 
fighting chance to provide its 
indisputable value in your 
organization.

Actionable Item

How are organizations achieving success 
with research? 
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Methods, man 

Not surprisingly, surveys, moderated usability tests, and interviews are 
widely-used across the board.  Out of all respondents, surveys get used the 
most overall, but are rated just the 5th most-valuable method when it comes to 
building understanding. 100 percent of the best teams conduct both 
moderated usability tests and interviews, but not all teams do. In fact, those 
best teams are more likely to employ nearly every other method we asked 
about, from the moderated, qualitative stuff like interviews and focus groups, to 
unmoderated usability tests and a/b tests. 

The only things that a research-immature company is more likely to utilize over 
best in class organizations is available system data analysis (like support logs) 
and anecdotal feedback. And yet, 85 percent of respondents said that if they 
had to choose only one data source, it would be from direct customer 
interactions like interviews and usability tests. 



What does that tell us? Those of us in all organizations are hungry for 
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50.0%

40.9%

27.3%

18.2%

9.1%

We are best in class

In your team or organization, which of the following methods do you use to generate customer 
insights? 
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talk directly 
to users

information, and if you don’t get the 
time, budget, or support to conduct 
your own research, you’ll look for 
any data you can find. That’s 
altogether good, but just imagine 
how your teams could improve if 
we all had support to 

 and gather qualitative data 
to build insights on! 

1.6%
Other

2.6%
Survey Data

10.6%

Analytics 
Data


(web/mobile 
analytics, 

CRM, 
marketing 

database, etc.)

85.2%

Direct 

Customer 

Interactions 
(interviews, 

conversations, 
recorded 
behavior)

If you could only have one of the following 
sources of insight into your customer for 
the rest of your career, which would it be?

research tools

Tools on tools on tools 

For those of us involved in research, there should be no surprise that we have 
endless choices when it comes to . We did, however, discover 
two notable trends across the resources being used to conduct and analyze 
research today.



First, when looking at tools used to conduct versus analyze research, 
respondents use an average of 4.6 tools to conduct and only 3.3 tools to 
analyze. We have many sources of collecting data, but fewer tools and/or 
centralized places to analyze our research. This in mind, any tool that can 
aggregate data from multiple sources and allow one central location to 
discover, track, and share insights over time is hugely powerful to scaling our 
research practices.
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Second, the most widely used analysis 
tools are simple and affordable 
non-research-specific tools (like word 
processors, spreadsheets, and 
presentation tools). Perhaps it's their 
high costs, or the rigidity of capabilities 
when it comes to organizations’ unique 
processes and procedures, but we’re 
not seeing that the larger, do-it-all 
research tools are quite able to 
compete. 



Even with this in mind, there’s still a 
clear challenge when relying on 
analysis through your standard word 
processors, spreadsheets, and 
presentation tools — having a 
well-connected, easily searchable, 
single source for all of your research. 
Yes, these basic tools serve us well 
with their flexibility, familiarity, and low 
cost, but no, these tools will not be 
scalable over time as the volume of 
research completed and stored 
continues to grow.

The most successful organizations 
know that one method does not 
rule them all, and qualitative 
research is a must to truly 
understand your customers and 
achieve success. 

Key Insight

What types of research methods 
are you using? Do you adapt your 
methods based on the needs of 
the study? Do you include at least 
some level of qualitative research? 
If you find any level of consistency 
or lack of variety in your 
responses to these questions, 
consider how you can change that 
with new methods in your 
research!

Actionable Item

This is the second year that the Tetra team investigated research and insight 
generation, and one of our main goals is to see how the industry is changing 
over time. 



First off, some good news! Qualitative research is continuing to grow as a core 
discipline and doesn’t appear to be losing any steam. Sixty-nine percent of 

How is this changing over time?
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organizations are conducting more overall research than last year and only 2 
percent are conducting less research (those poor souls!). Eighty-five percent of 
organizations are expecting to continue to invest more time and resources into 
qualitative research over the next two years. Organizations are 5 percentage 
points more likely to do at least some research in-house and 2 percentage 
points more likely to have a dedicated internal team. 

research-specific roles

Organizations are also 9 percent more likely to rate creating an excellent 
customer experience as a top strategic priority than last year. Regardless of the 
Twitter rants, it seems like we are actually seeing experience get that seat at 
the table we’ve been talking about for so long. Interestingly though, our 
respondents were less likely to report that they consider themselves “best in 
class” or even above or at average in terms of understanding customers and 
delivering great experiences. The number who reported being “below average” 
jumped 8.6 percentage points! What gives? 



Well, could be that the definition of “best in class” is shifting.  As organizations 
build focus on creating great experiences and look to rely more heavily on 
research to guide their way, the bar for our work is rising. Teams are hiring 

 instead of including research as a part of designers’ role 
and more experienced, specialized practitioners are setting higher standards

for conducting, analyzing, and 
using research within their 
organizations. 



Not only have we seen a 6 percent 
rise in those who do some or all of 
their research in-house to almost 
90 percent of all respondents, but 
we’ve also seen a 30 percent 
decrease in organizations who use 
an agency to conduct some or all 
of their research to less than 20 
percent of respondents. 
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This all would also explain why we’re 
seeing an increase in usage of 
qualitative methods and less of a 
reliance on automated and 
unmoderated methods and third-party 
data. Experienced researchers will still 
use a wide variety of methods in their 
work, but understand the true value of 
qualitative data and are equipped to 
incorporate those methods into their 
practice. 

Customer Insight Trends & Benchmarks 2020

If you conduct user interviews or user tests, 
which of the following apply?

We do some or all of 

our research in house

We use an agency or 

service to conduct some or 


all of our research

87%

19%

84%

28%

2018 2019

Research is not a fad. The majority 
of organizations, successful or not, 
are seeing the value and are 
building and expanding strong 
research practices, procedures, 
and processes to generate the 
powerful insights they need.

Key Insight

How is research in your 
organization evolving over time? 
What departments are involved in 
or use research to inform their 
decisions? Consider what 
opportunities exist for you to 
influence and drive growth with 
research for invaluable impact 
throughout your entire 
organization.

Actionable Item

As wonderful as this growth is, it should come as no surprise that teams 
continue to have challenges with some of the logistics of research and building 
operational efficiencies.  



Recruiting the right research participants remains the #1 pain point and was 
reported to be more time-consuming than putting together research 
deliverables. 

Where can we improve?
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Also no surprise, analysis and 
reporting remain time-consuming, 
but it seems that there is a shift in 
the kind of deliverables we’re 
building. Although presentations 
and slide decks remain prominent 
amongst over 89 percent of 
respondents, just 54 percent of 
respondents create written reports, 
down 22.2 percentage points! 
Another interesting decrease is in 
the usage of video clips. Just 48 
percent of respondents use these 
in their deliverables, yet 90 percent 
of those who conduct research 
capture recordings of both a 
device/screen or audio, and almost 
60 percent capture a user’s face 
during research sessions.



Furthermore, respondents openly 
desire easier and more effective 
ways to include video clips in their 
deliverables. When asked if they 
could improve their deliverables in 
any way, the overarching theme 
stood out quite clearly:

What is your biggest pain point or obstacle 
when it comes to conducting research?
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Time
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Evaluting the

results
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Other
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What types of deliverables do you usually 
provide from your research analysis?

An easier time making a variety of visuals (clips, 
images, highlight reels, charts, etc.) that are 
appealing visually and easily sharable.

“

”

People don't like reading a lot of text or 
listening to a boring presentation. I am always 
looking for ways to make sessions more 
interactive and share insights in an interesting 
way . . . showing video clips.

“

”

Doing it more often, and having a tool that 
automatically timestamps, transcribes, and creates 
video clips for me.

“

”

Inclusion of text (quotes, key points, pain points), 
video snippets, and test artifacts (what was 
tested) in the deliverable for better context

“

”
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It is quite evident from all of this that capturing true and compelling qualitative 
data is standard practice, but we’re still struggling to quickly and easily 
transform this data into presentable outputs like video clips and highlight reels. 



All in all, the vast majority of us still continue to build slide decks for our 
deliverables, and a few mentioned that they’re able to directly influence design 
decisions or roadmaps. One resounding theme: there could always be more 
time for deep analysis and easier ways to keep track of insights over time. 
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As research volume grows, it will be 
critical to find more efficient and 
effective ways to recruit participants 
on the operations side and present 
compelling qualitative data on the 
analysis side. The value of each to 
successful research is immeasurable 
and the need to effectively scale is 
greater than ever. 

Key Insight

As research grows in your 
organization, your toolkit needs to 
scale with it. New solutions are 
emerging weekly to support 
research work and we have an 
amazing community of sharing. 
What peers do you know that are 
achieving success? How can you 
experiment with new technologies 
that may be helpful? 

Actionable Item

As customer experience continues to grow its influence across organizations, 
customer insight professionals are increasingly valuable and in demand. 
Customer and user research is healthily growing across organizations and 
there’s more emphasis than ever on deep, qualitative work. While there is much 
room to improve operational efficiency and increase the time to synthesize and 
analyze data, more of us are getting to run the research that will help us drive 
the creation of better services and products.



Research is becoming more ubiquitous and strategically necessary than ever, 
and teams are learning to improve the quality and efficacy of their work to drive 

Conclusion
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better experiences. We still have many logistical and operational challenges, 
but that doesn’t seem to be slowing down the growth!



Feel free to reach out to us with any thoughts, questions, or comments about 
this report — we love discussing this with our peers!


https://www.tetrainsights.com/



