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Market Research and Analysis

Market Segmentation is the process of dividing a broader market into distinct groups of customers who
share similar characteristics, needs, or behaviors. In SaaS product management, segmentation helps identify
which groups are most likely to adopt a new feature or service. For example, a project-management SaaS
might segment its market by company size (small-business, mid-market, enterprise) and by industry
(construction, software development, marketing). The practical application is that product roadmaps can be
prioritized for the segment with the highest revenue potential or fastest adoption rate. A common
challenge is "over-segmentation,” where too many narrow groups dilute focus and increase the complexity
of messaging.

Target Audience refers to the specific group of users or organizations that a product is designed to serve. In
the SaaS context, the target audience may be defined by role (e.g., CFO, HR manager), by decision-making
authority, or by technology stack (e.g., companies using Microsoft Azure). A clear definition of the target
audience enables precise hypothesis testing and informs go-to-market strategies. One challenge is “scope
creep,” where the target audience expands unintentionally, leading to feature bloat.

Buyer Persona is a semi-fictional representation of an ideal customer, built from qualitative and quantitative
research. A buyer persona typically includes demographics, job responsibilities, pain points, buying
motivations, and preferred communication channels. For a SaaS security platform, a buyer persona might be
“IT Security Director — 45 years old — responsible for compliance, values risk reduction, prefers demos with
real-time threat data.” These personas guide product messaging, feature prioritization, and sales
enablement. The difficulty lies in keeping personas up-to-date as market dynamics evolve; outdated
personas can mislead product decisions.

Value Proposition articulates the unique benefits a product delivers to its customers, answering the question
"Why should a prospect buy this solution instead of alternatives?” In SaaS, a strong value proposition often
combines cost savings, productivity gains, and risk mitigation. For instance, a cloud-based accounting SaaS
might claim, “Reduce month-end close time by 30% and eliminate manual data entry errors.” The practical
use of a value proposition is to shape positioning statements and marketing copy. A common pitfall is
“feature-focused” language that fails to convey the tangible outcomes for the customer.

TAM, SAM, SOM are three hierarchical market size estimates. Total Addressable Market (TAM) is the revenue
opportunity if a product captured 100 % of the market. Serviceable Available Market (SAM) narrows TAM to
the portion that aligns with the company’s capabilities (e.g., geographic reach, technology compatibility).
Serviceable Obtainable Market (SOM) further refines SAM to the realistic share the company can capture
within a defined timeframe. For a UK-based SaaS HR platform, TAM might be the entire global HR software
market, SAM could be the European mid-market segment, and SOM might be the UK mid-market segment
that the company can realistically acquire in three years. Calculating these figures requires reliable data
sources, and the challenge is avoiding overly optimistic assumptions that mislead investors.
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Competitive Analysis is the systematic evaluation of existing and potential competitors to understand their
strengths, weaknesses, strategies, and market positions. In Saa$, this often includes reviewing product
features, pricing models, customer support levels, and go-to-market tactics. A practical tool is the “feature
matrix,” where each competitor's capabilities are plotted against the product's own features. For example, a
collaboration SaaS might compare its real-time editing, version control, and integration ecosystem against
competitors like Google Workspace and Microsoft Teams. Challenges include “information asymmetry”
where competitors hide roadmap details, and “analysis paralysis,” where too much data prevents decisive
action.

SWOT Analysis stands for Strengths, Weaknesses, Opportunities, and Threats. It provides a snapshot of
internal capabilities (strengths and weaknesses) and external factors (opportunities and threats). In a SaaS
product context, strengths could be a robust API, weaknesses might be limited mobile support,
opportunities could include emerging regulations that require compliance tools, and threats could be new
entrants offering lower pricing. The practical use is to inform strategic planning and risk mitigation. A
challenge is bias; teams may overstate strengths and underplay weaknesses, leading to skewed strategic
decisions.

PESTLE Analysis examines Political, Economic, Social, Technological, Legal, and Environmental factors that
affect the market environment. For a SaaS data-analytics platform operating in the United Kingdom,
political considerations might involve Brexit-related data-privacy regulations, economic factors could
include corporate IT spend trends, social factors might address remote-work adoption, technological factors
cover cloud-infrastructure advancements, legal factors involve GDPR compliance, and environmental factors
could relate to green-cloud initiatives. Applying PESTLE helps anticipate macro-level shifts that could impact
product strategy. The difficulty lies in gathering reliable data for each dimension and translating broad
trends into actionable product decisions.

Primary Research involves collecting original data directly from the source, typically through surveys,
interviews, focus groups, or usability tests. In SaaS product management, primary research is essential for
validating hypotheses about user needs. For example, conducting in-depth interviews with finance
managers can uncover specific pain points around cash-flow forecasting that inform feature design. The
advantage of primary research is its relevance to the specific product context; the challenge is the time and
cost required to recruit participants and analyze results.

Secondary Research uses existing data sources such as industry reports, market studies, academic papers,
and competitor filings. SaaS product managers often rely on secondary research to benchmark market size,
pricing trends, and adoption rates. For instance, a SaaS learning-management system might reference
Gartner's "HCM Software Market Forecast” to estimate growth. The practical benefit is speed and breadth;
however, secondary data may be outdated or not perfectly aligned with the niche market the product
serves, leading to misinterpretation.

Quantitative Data is numerical information that can be measured and analyzed statistically. In SaaS,
quantitative data includes metrics like Monthly Recurring Revenue (MRR), churn rate, Net Promoter Score
(NPS), and usage frequency. For market research, a survey that asks "How many users in your organization
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would you assign to the new module?” yields quantitative data that can be aggregated and visualized. The
advantage is the ability to identify trends and patterns; the challenge is ensuring the sample size is large
enough to achieve statistical significance.

Qualitative Data captures non-numerical insights such as attitudes, motivations, and perceptions. Methods
include open-ended interview questions, ethnographic observation, and diary studies. A SaaS product
manager might conduct a “day-in-the-life” interview with a customer success manager to understand
workflow bottlenecks that aren’t captured by usage logs. Qualitative data provides depth and context, but it
is harder to generalize and can be subject to interpreter bias.

Customer Journey Map visualizes the steps a customer takes from awareness through purchase,
onboarding, usage, and renewal. In SaaS, mapping the journey helps identify friction points and
opportunities for delight. For a SaaS invoicing platform, the journey might include: discovery via content
marketing, free-trial sign-up, onboarding wizard, first invoice creation, support interaction, and renewal
decision. Practical use includes aligning product improvements with critical moments, such as simplifying
the onboarding wizard to reduce trial-to-paid conversion drop-off. A challenge is capturing the full journey
across multiple touchpoints, especially when customers interact through self-service portals, live chat, and
third-party integrations.

Touchpoint is any interaction a customer has with a product or brand, including website visits, email
campaigns, support tickets, and in-app notifications. Identifying and optimizing touchpoints can improve
overall experience and conversion. For example, an in-app tooltip that surfaces a new analytics dashboard
can serve as a touchpoint that drives feature adoption. The difficulty lies in measuring the impact of each
touchpoint, particularly when the effects are indirect or delayed.

Net Promoter Score (NPS) is a metric that gauges customer loyalty by asking respondents how likely they
are to recommend the product to others on a scale of 0-10. Scores of 9-10 are “Promoters,” 7-8 are
"Passives,” and 0-6 are “Detractors.” The NPS is calculated by subtracting the percentage of detractors from
the percentage of promoters. In SaaS, a high NPS often correlates with lower churn and higher
referral-driven growth. Practical use includes segmenting NPS by customer cohort to identify which groups
need targeted improvement. A challenge is that NPS alone does not reveal the underlying reasons for
sentiment, requiring follow-up qualitative research.

Customer Satisfaction (CSAT) measures how satisfied customers are with a specific interaction or overall
product experience, usually via a Likert-scale question (e.g., “How satisfied are you with the recent feature
update?”). CSAT provides a quick snapshot of satisfaction levels after support interactions or product
releases. While easy to administer, CSAT can be influenced by short-term emotions and may not reflect
long-term loyalty.

Churn Rate is the percentage of customers who cancel their subscription within a given period. In Saas,
churn is a critical health indicator because revenue is recurring. Churn can be calculated on a monthly basis
(Monthly Churn) or annually (Annual Churn). For example, if a SaaS company has 1,000 customers at the
start of the month and 950 at month-end, the monthly churn rate is 5%. Reducing churn often involves
improving product value, enhancing onboarding, and delivering proactive support. A challenge is
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distinguishing “voluntary churn” (customer decision) from “involuntary churn” (payment failures), as each
requires different mitigation tactics.

Revenue Churn measures the loss of recurring revenue rather than the number of customers. It accounts for
downgrades and upgrades, providing a more nuanced view of financial impact. For instance, losing 10
customers who each paid £1,000 per month results in £10,000 revenue churn, but if two customers upgrade
and increase revenue by £5,000, the net revenue churn would be £5,000. Tracking revenue churn helps
prioritize retention efforts on high-value accounts.

Customer Lifetime Value (LTV) estimates the total revenue a business can expect from a single customer
over the entire relationship. LTV is commonly calculated as (Average Revenue Per User (ARPU) x Gross
Margin) + Churn Rate. For a SaaS product with an ARPU of £200 per month, a gross margin of 80% and a
monthly churn of 2%, the LTV would be (£200 x 0.8) + 0.02 = £8,000. LTV informs budgeting for acquisition
costs, pricing strategies, and investment in customer success. Challenges include accurately forecasting
churn and accounting for changes in pricing or usage over time.

Customer Acquisition Cost (CAC) is the total expense incurred to acquire a new paying customer, including
marketing spend, sales salaries, commissions, and onboarding costs. CAC is typically measured over a
defined period (e.g., quarterly). If a SaaS company spends £150,000 on marketing and sales and acquires
300 new customers, the CAC is £500 per customer. Comparing CAC to LTV (the LTV:CAC ratio) helps assess
the sustainability of growth. A common pitfall is under-estimating hidden costs such as free-trial
infrastructure or partner commissions, leading to an inflated view of profitability.

Payback Period indicates the time required for the revenue generated by a new customer to cover the CAC.
It is calculated by dividing CAC by monthly gross profit per customer. A shorter payback period reduces
cash-flow risk and enables faster scaling. For example, with a CAC of £600 and a monthly gross profit of
£30, the payback period is 20 months. SaaS businesses often target a payback period of less than 12
months. Challenges arise when pricing tiers vary widely, making a single payback figure less representative.

Monthly Recurring Revenue (MRR) aggregates the predictable revenue generated each month from
subscription contracts. MRR can be broken down into “"New MRR” (from new customers), “Expansion
MRR" (up-sales and cross-sales), and “Churned MRR.” Tracking MRR provides a clear picture of growth
trajectory and the impact of retention initiatives. For example, a Saa$S firm with 500 customers paying £100
per month has an MRR of £50,000. Adding a new tier that increases average subscription to £120 raises
MRR to £60,000, assuming no churn. The challenge is handling non-standard contracts, such as annual
pre-pay or usage-based pricing, which require prorating to a monthly figure.

Annual Recurring Revenue (ARR) is simply MRR multiplied by 12, providing a longer-term view of revenue
stability. ARR is frequently used in investor presentations because it smooths monthly volatility. For a SaaS
business with £80,000 MRR, ARR is £960,000. However, ARR can be misleading if a large portion of revenue
comes from one-time professional services or non-recurring fees, so it must be reported alongside a
breakdown of recurring versus non-recurring components.

Average Revenue Per User (ARPU) calculates the mean revenue generated per customer or per user license.
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ARPU = Total Revenue / Number of Users. Monitoring ARPU helps identify pricing pressure, usage trends,
and upsell opportunities. If a SaaS platform generates £200,000 in monthly revenue from 2,000 active users,
the ARPU is £100. A challenge is that ARPU can be skewed by a small number of high-value customers,
masking the performance of the broader user base.

Usage Metrics track how customers interact with the product, such as daily active users (DAU), weekly active
users (WAU), feature adoption rates, and session length. These metrics provide insight into product
engagement and can predict churn. For instance, a SaaS collaboration tool may notice that customers who
use the “real-time editing” feature at least three times per week have a churn rate 30 % lower than those
who never use it. The practical application is to create targeted in-app messages encouraging under-utilized
features. Challenges include defining meaningful thresholds and avoiding “metric fatigue” where too many
signals dilute focus.

Retention Rate is the complement of churn, representing the percentage of customers who remain
subscribed over a period. Retention is often measured at 30, 60, and 90 days for SaaS products with a
free-trial funnel. High retention indicates product-market fit, while low retention signals the need for
immediate improvements. For example, a 90-day retention rate of 80 % suggests that 20 % of users churn
within three months. A challenge is isolating the factors that influence retention, as they may involve
product quality, support experience, and pricing.

Gross Margin is the percentage of revenue remaining after subtracting the cost of delivering the service
(e.g., hosting, third-party APIs, support). SaaS companies typically target gross margins above 70 % to cover
sales and R&D expenses. Gross Margin = (Revenue — Cost of Goods Sold) / Revenue. If a SaaS product earns
£500,000 in revenue and incurs £150,000 in hosting and support costs, the gross margin is 70 %. A challenge
is accurately allocating shared infrastructure costs across multiple products or business units.

Product-Market Fit (PMF) describes the stage where a product satisfies a strong market demand and
customers are willing to pay for it. Indicators of PMF include rapid user growth, high NPS, low churn, and
organic referrals. In SaaS, PMF is often validated through metrics such as “% of trial users who convert to
paid” and “usage frequency of core features.” Achieving PMF is a prerequisite for scaling; however, the
concept can be nebulous, and relying solely on anecdotal feedback may mask underlying issues.

Go-to-Market (GTM) Strategy outlines how a product will be introduced to the market, covering positioning,
pricing, distribution channels, and sales tactics. For a SaaS solution, GTM may involve a self-serve model
with a free-tier, a direct sales team targeting enterprise accounts, and channel partners for regional reach.
Practical application includes aligning GTM with market research findings, such as emphasizing compliance
features if research shows regulatory concerns dominate buying decisions. Challenges include coordinating
cross-functional teams and adapting the GTM plan as market conditions shift.

Pricing Model defines how a SaaS product charges customers. Common models include subscription-based
(monthly or annual), usage-based (pay-per-API call), tiered pricing (different feature sets per tier), and
freemium (basic features free, premium features paid). Selecting the right pricing model requires
understanding customer willingness to pay, cost structure, and competitive pricing. For example, a
data-analytics SaaS might adopt a tiered model where the “Starter” tier offers 10 GB of storage, the
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"Professional” tier offers 100 GB, and the "Enterprise” tier offers unlimited storage with dedicated support. A
common challenge is "price anchoring,” where customers compare tiers and perceive the middle tier as the
best value even if it does not align with their needs.

Willingness to Pay (WTP) measures the maximum price a customer is prepared to spend for a product or
feature. WTP can be uncovered through conjoint analysis, price-sensitivity surveys, or A/B testing of pricing
pages. Understanding WTP helps set optimal price points and avoid leaving money on the table. For a SaaS
collaboration tool, a survey might reveal that 60 % of respondents are willing to pay up to £30 per user per
month for advanced security compliance. Challenges include response bias, where participants overstate
willingness due to hypothetical scenarios, and the need to validate stated WTP with actual purchase
behavior.

Conjoint Analysis is a statistical technique used to determine how customers value different product
attributes. In SaaS, conjoint studies can assess trade-offs between features (e.g., Al-driven insights vs.
manual reporting) and price. Participants are presented with a set of hypothetical product configurations
and asked to choose their preferred option. The resulting data is processed to calculate "part-worth
utilities,” indicating the relative importance of each attribute. Practical use includes designing pricing
bundles that maximize perceived value. A challenge is constructing realistic attribute combinations that
reflect actual market offerings.

Market Sizing involves estimating the potential revenue or number of customers within a target market.
Methods include top-down (starting from macro-level data and narrowing down) and bottom-up
(aggregating data from known customers or segments). For a SaaS platform aimed at UK higher-education
institutions, a top-down approach might start with the total number of universities, apply a percentage of
institutions that adopt cloud software, and then estimate average spend per institution. Bottom-up could
involve surveying a sample of institutions and extrapolating the average contract value. The main challenge
is data availability and ensuring that assumptions are transparent and justifiable.

Voice of the Customer (VoC) captures direct feedback from customers about their experiences, expectations,
and preferences. VoC can be gathered through surveys, Net Promoter Score, in-app feedback widgets, and
support ticket analysis. In SaaS, VoC is critical for continuous improvement and helps prioritize roadmap
items that deliver the greatest impact. For example, a VoC initiative may reveal that customers struggle with
the onboarding workflow, prompting a redesign that reduces time-to-value. Challenges include filtering
noise from signal and ensuring that collected feedback is representative of the broader user base.

Sentiment Analysis uses natural language processing to evaluate the emotional tone behind customer
comments, reviews, or social media posts. SaaS companies can apply sentiment analysis to support tickets
or community forums to quickly identify emerging issues. A practical application is to flag negative
sentiment spikes that correlate with a recent product release, prompting a rapid investigation. The
challenge lies in the accuracy of language models, especially with industry-specific jargon, and the need for
human validation to avoid false positives.

Feature Prioritization Frameworks provide structured methods for deciding which product features to
develop next. Common frameworks include RICE (Reach, Impact, Confidence, Effort), MoSCoW (Must have,
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Should have, Could have, Won't have), and Kano Model (Basic, Performance, Excitement). RICE, for instance,
quantifies each feature’s potential impact and effort, allowing product managers to compare disparate
ideas. In a SaaS context, a feature that could increase revenue by £50,000 annually with an effort of 200
person-hours might score higher than a low-impact improvement. Challenges include obtaining reliable
estimates for reach and effort, and balancing quantitative scores with qualitative insights from customers.

Kano Model classifies features based on how they influence customer satisfaction. “Basic” features are
expected and cause dissatisfaction if missing; “Performance” features increase satisfaction linearly with
implementation; “Excitement” features delight customers but are not expected. For a SaaS security platform,
multi-factor authentication is a basic requirement, while Al-driven threat detection could be an excitement
factor. Applying Kano helps product teams allocate resources to features that move the needle on
satisfaction. A common difficulty is that excitement features can become basic over time as market
expectations evolve.

Product Roadmap is a visual timeline that outlines planned product releases, feature enhancements, and
strategic milestones. In SaaS, roadmaps typically differentiate between short-term (next quarter), mid-term
(next year), and long-term (beyond one year) horizons. The roadmap is informed by market research,
customer feedback, competitive analysis, and business objectives. Practical use includes communicating
priorities to stakeholders and aligning engineering capacity with market demand. Challenges include
maintaining flexibility for unexpected market changes while avoiding “feature creep” that dilutes focus.

Minimum Viable Product (MVP) is the simplest version of a product that can be released to validate core
assumptions with real customers. In SaaS, an MVP might consist of a single core feature, basic user
authentication, and a simple billing system. The purpose is to test market demand quickly and iteratively
improve based on feedback. For example, a startup building a SaaS time-tracking tool may launch an MVP
that only tracks hours and generates basic reports, then add integrations based on user requests. The
challenge is striking the right balance between “minimum” and “viable”; too minimal a product may fail to
demonstrate value, while too extensive an MVP can waste resources.

Pivot describes a strategic shift in product direction based on validated learning. In SaaS, a pivot might
involve changing the target market, adopting a new pricing model, or adding a different core feature set.
An example is a company that initially offered a SaaS project-management tool for freelancers, but after
research discovers higher demand among small agencies; the pivot would reposition the product to serve
agency workflows. Pivots are often necessary when market research uncovers a misalignment between
assumptions and reality. The difficulty lies in managing stakeholder expectations and reallocating resources
without losing momentum.

Market Validation is the systematic process of confirming that a market exists for a product and that
customers are willing to pay. Methods include pilot programs, paid beta tests, pre-sales commitments, and
proof-of-concept engagements. In Saa$S, a market validation step might involve offering a limited-time
discount to a set of target customers and measuring conversion rates. Successful validation reduces
investment risk and guides go-to-market planning. Challenges include ensuring the validation sample is
representative and avoiding “pilot-itis,” where a product remains in perpetual testing without full launch.
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Segmentation Criteria are the attributes used to divide a market into segments. Common criteria include
demographic (company size, industry), firmographic (revenue, location), technographic (software stack,
cloud adoption), and psychographic (attitudes toward risk, innovation appetite). For a SaaS data-integration
platform, technographic segmentation might focus on customers using specific ERP systems, while
psychographic segmentation could target early adopters who prioritize automation. Selecting appropriate
criteria is critical; inappropriate segmentation can lead to misaligned product features and ineffective
marketing.

Persona Development Process typically follows several steps: (1) gather data through interviews, surveys,
and analytics; (2) identify common patterns; (3) create persona templates that include name, role, goals,
challenges, and preferred channels; (4) validate personas with stakeholders; and (5) keep personas updated.
In Saa$, personas help align engineering, design, and sales around a shared understanding of the user. A
practical challenge is avoiding “stereotype” personas that oversimplify diverse user needs, which can result
in products that serve no one well.

Market Research Funnel visualizes the stages from broad data collection to actionable insights. The funnel
typically includes: (a) exploratory research (secondary data, industry reports), (b) descriptive research
(surveys, interviews), (c) diagnostic research (segmentation, conjoint analysis), and (d) prescriptive research
(recommendations, roadmap alignment). Each stage narrows focus, moving from macro trends to specific
product decisions. Applying the funnel ensures that research effort is proportionate to decision impact. The
challenge is maintaining momentum through each stage and avoiding “analysis paralysis” where the team
never reaches the prescriptive phase.

Data Triangulation involves using multiple data sources or methods to validate findings. In SaaS market
research, triangulation might combine survey results, usage analytics, and sales feedback to confirm a
hypothesis about demand for a new integration. This approach strengthens confidence in conclusions and
reduces bias. However, triangulation requires additional time and resources, and discrepancies between
sources must be reconciled.

Benchmarking compares a company's performance metrics against industry standards or competitors. SaaS
benchmarks often include churn, CAC, LTV, MRR growth rate, and NPS. For example, if the industry average
churn is 5% monthly and a SaaS firm's churn is 8 %, the benchmark highlights a need for retention
initiatives. Benchmarking provides context for internal metrics and can motivate improvement. Challenges
include obtaining reliable benchmark data and ensuring that comparisons are made with truly comparable
companies (e.g., similar size, market, and pricing model).

Market Entry Barriers are obstacles that make it difficult for new entrants to compete. In SaaS, common
barriers include high switching costs, strong network effects, regulatory compliance requirements, and
entrenched brand loyalty. Understanding these barriers helps product managers devise strategies to
overcome them, such as offering migration tools, emphasizing compliance certifications, or leveraging niche
specialization. A challenge is accurately assessing the magnitude of each barrier, as misjudgment can lead
to unrealistic market expectations.

Network Effects occur when a product’s value increases as more users join the platform. SaaS examples
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include collaboration tools where each additional user expands the pool of people with whom existing users
can interact. Positive network effects can create a virtuous cycle of adoption and retention. However, they
also raise the stakes for early-stage products: low initial adoption can lead to a “cold start” problem.
Strategies to overcome this include seeding the platform with anchor customers, offering incentives for
referrals, and building integrations that increase utility.

Regulatory Compliance refers to adherence to laws and standards that govern data handling, privacy, and
security. In the United Kingdom, SaaS providers must consider GDPR, the Data Protection Act, and
industry-specific regulations such as the Financial Conduct Authority (FCA) rules for fintech. Compliance
impacts product design (e.g., data encryption, consent mechanisms) and market positioning (e.g.,
"GDPR-compliant”). Failure to meet compliance can result in fines and reputational damage. A challenge is
keeping up with evolving regulations across multiple jurisdictions, especially for SaaS products that serve
global customers.

Data Privacy Impact Assessment (DPIA) is a systematic process to evaluate how personal data is processed
and to identify risks. SaaS product managers may commission a DPIA when launching a new feature that
collects sensitive user data. The assessment helps define mitigation measures, such as anonymization or
stricter access controls. Practical use includes using DPIA findings to communicate privacy safeguards to
customers and regulators. Challenges include the resource intensity of conducting DPIAs and ensuring that
findings are integrated into product development cycles.

Market Research Ethics encompasses principles such as informed consent, confidentiality, and avoidance of
deception. In SaaS research, respecting participant privacy is paramount, especially when dealing with
enterprise customers who may share proprietary workflows. Researchers must provide clear explanations of
how data will be used and secure any personally identifiable information. Ethical lapses can damage trust
and lead to legal repercussions. A practical safeguard is to obtain written consent and anonymize data
before analysis.

Sampling Methodology determines how participants are selected for research. Common methods include
random sampling, stratified sampling, and convenience sampling. In SaaS, stratified sampling might involve
dividing the customer base by subscription tier and selecting proportional numbers from each tier to ensure
representation. The choice of sampling method influences the reliability and generalizability of results. A
challenge is accessing a sufficiently diverse pool of participants, especially for niche SaaS products with a
limited customer base.

Survey Design Best Practices include using clear, unbiased questions; limiting the number of open-ended
items; employing Likert scales for attitude measurement; and pre-testing the questionnaire. For a SaaS
product, a well-designed survey could ask: "On a scale of 1-5, how much does the reporting dashboard help
you meet your KPI targets?” This phrasing avoids leading language and yields quantifiable data. Common
pitfalls are “survey fatigue” caused by overly long questionnaires and “social desirability bias,” where
respondents provide answers they think are expected rather than truthful.

Interview Techniques for primary research involve open-ended questioning, active listening, and probing for
deeper insights. In SaaS, a product manager might conduct a “jobs-to-be-done” interview, asking the
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customer to describe the process they are trying to accomplish and the obstacles they encounter. Effective
interviewing uncovers latent needs that may not surface in surveys. Challenges include interviewer bias,
where the manager unintentionally influences responses, and the time-intensive nature of conducting and
transcribing interviews.

Usability Testing evaluates how easily users can accomplish tasks within the SaaS interface. Methods include
moderated remote testing, unmoderated click-stream analysis, and A/B testing of design variations. A
practical example is testing a new onboarding flow by observing new users as they complete the first task;
metrics such as time-to-completion and error rate are recorded. Usability testing helps identify friction
points that could increase churn. A challenge is recruiting participants who match the target persona and
ensuring that test environments reflect real-world usage.

A/B Testing (or split testing) compares two versions of a product element to determine which performs
better against a defined metric (e.g., conversion rate). In Saa$S, an A/B test might compare two pricing page
layouts: one with a prominent “Free Trial” button and another with a “Schedule a Demo” CTA. The test runs
for a statistically significant period, and the version with higher conversion is adopted. Challenges include
ensuring that external factors (seasonality, marketing campaigns) do not confound results, and properly
sizing the sample to achieve statistical significance.

Multivariate Testing extends A/B testing by evaluating multiple variables simultaneously. For SaaS pricing
pages, a multivariate test could examine combinations of headline copy, button color, and price display
format. This approach yields richer insights but requires larger traffic volumes to maintain statistical power.
Practical use is limited to high-traffic SaaS products; for smaller customer bases, sequential testing may be
more feasible. Managing the complexity of interpreting interactions between variables is a notable
challenge.

Statistical Significance determines whether observed differences between test groups are unlikely to have
occurred by chance. Common confidence levels are 95 % or 99 %. Calculating significance involves sample
size, effect size, and variance. In SaaS, if a pricing experiment shows a 3 % uplift in conversion, the product
team must verify that the uplift is statistically significant before rolling out the change globally. A frequent
mistake is acting on results that lack significance, leading to premature decisions.

Customer Success Metrics assess how well customers achieve their desired outcomes using the product.
Metrics include Net Retention Rate (NRR), expansion revenue, product adoption rate, and time-to-value.
NRR = (Starting Revenue + Expansion Revenue — Churned Revenue) / Starting Revenue. A SaaS company
with an NRR of 115 % indicates that existing customers are expanding their spend faster than they are
churning. These metrics help prioritize investments in onboarding, training, and support. Challenges include
attributing revenue changes to specific success initiatives and aligning metrics across sales and support
teams.

Time-to-Value (TTV) measures the elapsed time from a customer’s initial engagement (e.g., sign-up) to the
point where they realize a meaningful benefit. In SaaS, a short TTV is critical for reducing churn, especially
for self-serve models. For a SaaS HR platform, TTV might be defined as “the time it takes a new user to
successfully run their first payroll.” Reducing TTV can involve simplifying onboarding flows, providing
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guided tutorials, and offering proactive assistance. A challenge is accurately defining “value” for diverse
customer segments, as what constitutes a meaningful outcome may vary.

Product Adoption Curve illustrates the rate at which customers begin using new features or versions. It
typically follows an S-shaped curve: early adopters, majority, and laggards. SaaS product managers monitor
adoption curves to gauge feature acceptance and to plan communication strategies. For a newly released
analytics dashboard, a rapid adoption curve among enterprise customers may indicate strong demand,
whereas a slow curve could signal usability issues. The challenge is distinguishing between low adoption
due to lack of awareness versus lack of relevance.

Churn Attribution identifies the root causes behind customer cancellations. Methods include exit surveys,
analysis of usage patterns prior to churn, and segmentation of churned accounts by industry or plan type. In
SaaS$, a churn attribution analysis might reveal that 40 % of churned customers cited “pricing” as the primary
reason, while 30 % mentioned “lack of needed features.” This insight drives targeted initiatives such as tiered
pricing adjustments or feature development. A common difficulty is obtaining honest feedback, as
customers may not disclose true reasons or may provide generic answers.

Retention Cohort Analysis groups customers by the month they joined and tracks their behavior over time.
This analysis reveals how cohorts differ in churn, revenue, and product usage. For a SaaS platform, a cohort
that joined in January 2025 might show a 90-day retention of 85 %, while a cohort that joined in March 2025
shows 70 %. Cohort analysis helps pinpoint changes in onboarding or product releases that impacted
retention. The challenge lies in maintaining clean data and interpreting cohort differences within the
broader business context.

Predictive Analytics applies statistical models and machine learning to forecast future outcomes such as
churn probability, upsell likelihood, or revenue growth. SaaS companies often build predictive churn models
using variables like login frequency, feature usage depth, and support ticket volume. The model outputs a
churn risk score for each customer, enabling proactive outreach. Practical application includes prioritizing
high-risk accounts for a retention team. Challenges encompass data quality, model bias, and the need for
continuous retraining as market dynamics evolve.

Machine Learning (ML) in Market Research can automate sentiment analysis, clustering of customer
segments, and anomaly detection in usage data. For example, an ML algorithm might cluster users based
on interaction patterns, revealing hidden segments that were not captured by traditional demographic
criteria. These insights can inform more precise targeting and product customization. However, ML models
require substantial data, expertise, and careful validation to avoid misleading conclusions.

Data Governance establishes policies for data quality, security, and lifecycle management. In SaaS, data
governance ensures that customer data collected for research is stored securely, access is controlled, and
retention policies comply with regulations. A data governance framework might define roles such as Data
Owner (product manager) and Data Steward (privacy officer). Effective governance builds trust with
customers and supports reliable analytics. Challenges include balancing data accessibility for analysis with
strict privacy constraints.
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Customer Advisory Board (CAB) is a group of selected customers who provide strategic feedback on
product direction, roadmap priorities, and market trends. In SaaS, a CAB may meet quarterly to discuss
upcoming features and share industry insights. The practical benefit is gaining deep, longitudinal
perspectives from influential customers, which can shape product decisions and foster

London School of Business and Administration - 22 Jun 2026

research-and-analysis



