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Introduction

The Australian consumer insights industry has long been a cornerstone of strategic 

decision-making for businesses across the country. As we navigate an increasingly 

complex and rapidly changing marketplace, the role of consumer insights has never been 

more critical. However, the traditional approaches to gathering and analysing consumer 

data are being challenged by technological advancements, shifting consumer 

expectations, and economic pressures.

This whitepaper aims to provide a comprehensive examination of the current state of 

consumer insights in Australia, the challenges faced by industry professionals, and the 

emerging trends that are set to reshape the landscape. We will focus on the growing 

opportunity presented by DIY and self-serve research technologies, which have the 

potential to democratise access to consumer insights and transform the way businesses 

understand their customers.
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Executive Summary

The Australian consumer insights industry is at a pivotal juncture, ready for significant 

transformation. This white paper examines the current landscape, challenges, and 

emerging trends, with a focus on the growing opportunity presented by DIY 

(Do-It-Yourself) and self-serve research technologies.

Australia's consumer insights industry generates approximately $1 billion AUD annually and 

despite its maturity, the industry faces several challenges, including budget constraints, 

data privacy concerns, fragmented consumer attention, declining response rates, and the 

need to balance speed with quality. 

Emerging trends shaping the future include AI and machine learning integration, 

behavioural science application, agile research methodologies, passive data collection, 

virtual and augmented reality in research, and the democratization of insights through DIY 

tools. The rise of DIY and self-serve research technologies represents a significant shift, 

offering cost-effectiveness, speed, and greater accessibility to insights across 

organisations. However, successful implementation requires careful consideration of 

quality control, expertise requirements, and data security.

Looking ahead, the industry is likely to adopt hybrid research models, increase AI-powered 

insights, focus on ethical considerations, and leverage predictive consumer intelligence. 

The integration of qualitative and quantitative data, real-time adaptive research, and the 

use of blockchain for data transparency are also anticipated. Organisations that can 

effectively blend DIY research efficiency with expert-led depth will be best positioned to 

navigate the complexities of the modern marketplace.
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The Current Australian Consumer 
Insights Lanscape 

The Australian consumer insights industry is characterised by a diverse ecosystem of 

market research firms, in-house insights teams, and technology providers. According to 

the latest figures from the Research Society (formerly AMSRS), the industry generates 

approximately $1 billion (AUD) in annual revenue, employing over 10,000 professionals 

across the country.

More broadly, businesses around the world spend $2.8 billion (AUD) conducting market 

research in the Australian marketplace. Making Australia one of the top five destinations 

for market research globally. In fact, MR (market research) spend per capita in Australia is 

$94 (AUD). This places Australia third overall, behind the UK ($163 AUD) and the US ($215 

AUD).

.
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Key features of the current landscape include:

Dominance of traditional methodologies 

While digital methods have gained traction, many Australian businesses still rely heavily on 

traditional research methodologies such as surveys, focus groups, and in-depth 

interviews.

Growing adoption of digital tools
Online surveys, social media listening, and mobile research have become increasingly 

popular, reflecting the digital transformation of consumer behaviour.

Emphasis on data integration
There is a growing focus on integrating multiple data sources, including first-party data, 

third-party data, and primary research, to create a holistic view of the consumer.

Rise of automation
Automated research tools and platforms are gaining traction, particularly for tasks such as 

survey programming, data collection, and basic analysis.

Increased demand for real-time insights
Businesses are seeking faster turnaround times for research projects, driven by the need 

to make agile decisions in a rapidly changing market.

Focus on customer experience
There is a growing emphasis on understanding the entire customer journey and leveraging 

insights to improve overall customer experience.

Expansion of in-house capabilities
Many larger organisations are building or expanding their in-house insights teams, seeking 

greater control over their research processes and data.

.

Key Features
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Challenges in the Current 
Environment

Despite the industry's maturity and sophistication, several challenges persist in the 

current Australian consumer insights landscape:

Budget constraints
Economic pressures and uncertainty have led to tightened research budgets, forcing 

insights professionals to do more with less.

Data privacy concerns
The implementation of stricter data protection regulations, such as the Privacy Act 1988 

and its subsequent amendments, has created challenges in data collection and 

management.

Fragmented consumer attention
The rapid increase of digital channels and devices has made it increasingly difficult to 

capture and maintain consumer attention for research purposes.

Declining response rates 

Traditional survey methodologies are facing declining response rates, threatening the 

representativeness and reliability of research findings.

Skills gap 

The rapid evolution of technology and methodologies has created a skills gap, with many 

professionals struggling to keep pace with new tools and techniques.

Data overload
The sheer volume of data available to insights professionals can be overwhelming, making 

it challenging to extract meaningful insights efficiently.

Measuring ROI
Demonstrating the return on investment for insights projects remains a persistent 

challenge, particularly for more innovative or exploratory research.
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Balancing speed and quality
The demand for faster insights often conflicts with the need for rigorous, high-quality 

research, creating tension for insights professionals.

Siloed data and insights
Many organisations struggle with integrating insights across different departments and 

data sources, leading to a fragmented understanding of the consumer.

Keeping pace with consumer change
The rapid evolution of consumer behaviour, accelerated by factors such as technological 

change and the COVID-19 pandemic, makes it challenging to maintain an up-to-date 

understanding of the market.



Emerging Trends Shaping the 
Future

As the Australian consumer insights industry evolves to address these challenges, several 

key trends are emerging that will shape its future:

Artificial Intelligence and Machine Learning
AI and ML are increasingly integrated into research processes, from natural language 

processing for open-ended responses to predictive analytics for consumer behaviour.

Behavioural Science Integration 
There is a growing focus on incorporating behavioural science principles into research 

design and analysis, providing deeper insights into consumer decision-making.

Agile Research Methodologies: 
Inspired by the tech industry, agile research approaches are gaining traction, allowing for 

more iterative and flexible research processes.

Passive Data Collection 
Technologies that enable passive data collection, such as IoT devices and smartphone 

tracking, are now providing new sources of behavioural data.

Virtual and Augmented Reality
VR and AR technologies are opening up new possibilities for immersive research 

experiences, particularly in areas such as product testing and concept evaluation.

Blockchain for Data Management
Blockchain technology is being explored as a means to ensure data integrity and 

transparency in research processes.

Neuroscience and Biometric Measures
Advanced neuroscience techniques and biometric measurements are providing new ways 

to understand subconscious consumer responses.
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Voice and Conversational AI
The rise of voice-activated devices and conversational AI is creating new opportunities for 

voice-based research and analysis.

Predictive Analytics
Advanced predictive models are becoming more prevalent, allowing businesses to 

anticipate consumer behaviour and market trends.

Democratisation of Insights
Perhaps most significantly, there is a clear trend towards the democratisation of consumer 

insights, with DIY and self-serve research technologies playing a central role in this shift.
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The DIY Research Revolution 

The rise of DIY and self-serve research technologies represents one of the most 

significant shifts in the Australian consumer insights landscape. 

This trend is driven by several factors:

Cost-effectiveness
DIY tools often offer a more cost-effective alternative to traditional research methods, 

particularly for smaller or more frequent projects.

Speed and agility
Self-serve platforms enable businesses to launch research projects quickly, 

supporting more agile decision-making processes.

Democratisation of insights
DIY tools make consumer insights more accessible to a broader range of professionals 

within an organisation, not just dedicated research teams.

Control and flexibility
In-house teams gain greater control over their research processes, allowing for more 

flexibility in design and execution.

Integration with existing systems
Many DIY platforms offer seamless integration with other business intelligence and 

data analytics tools.

Continuous learning
The hands-on nature of DIY research fosters a culture of continuous learning and 

experimentation within organisations.

The Australian market for DIY research tools is rapidly expanding, with both global 

players and local innovators entering the space. 
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Implementing DIY Research: 
Opportunities and Considerations

While the benefits of DIY research are compelling, successful implementation requires 

careful consideration:

Rapid iteration. DIY tools enable quick 

testing and refinement of research 

approaches, supporting more iterative 

learning processes.

Customisation. Many platforms offer 

extensive customisation options, allowing 

businesses to tailor research to their 

specific needs.

Real-time insights. Self-serve platforms 

often provide real-time data and analysis, 

supporting faster decision-making.

Cross-functional collaboration. DIY 

tools can facilitate greater collaboration 

between insights teams and other 

departments.

Scalability. As businesses grow, DIY 

platforms can often scale to meet 

increasing research needs without 

proportional increases in cost.

Quality control. Ensuring the quality and 

rigour of research becomes more 

challenging when using DIY tools, requiring 

clear guidelines and processes.

Expertise requirements. While DIY tools 

are user-friendly, effective use still 

requires a solid grounding in research 

methodologies and best practices.

Data security and compliance. 
Businesses must ensure that DIY platforms 

meet Australian data protection standards 

and industry-specific compliance 

requirements.

Integration challenges. Integrating DIY 

research data with other business systems 

and data sources can be complex and 

requires careful planning.

Balancing DIY and expert-led research. 
Organisations need to strike a balance 

between DIY approaches and more 

complex, expert-led research projects.

Opportunities Considerations
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Case Studies: Successful DIY 
Research Implementations 

To illustrate the potential of DIY research in the Australian context, consider the following 

case studies.

Case Study 1
Retail Giant's Agile Product Testing
A major Australian retail chain implemented a DIY research platform to conduct rapid 

product testing. By empowering individual category managers to run quick, iterative tests 

on product concepts, packaging designs, and pricing strategies, the company was able to 

reduce time-to-market for new products by 30% and increase successful product 

launches by 25%.

Case Study 2
Financial Services Firm's Customer Feedback Loop
A leading Australian financial services company integrated a DIY survey tool into its 

customer service platform. This allowed the company to gather real-time feedback after 

customer interactions, enabling rapid identification and resolution of service issues. The 

initiative led to a 15% improvement in customer satisfaction scores within six months.

Case Study 3
Tech Startup's User Experience Optimisation
A Sydney-based tech startup used a combination of DIY survey tools and user testing 

platforms to continuously optimise its app's user experience. The ability to quickly test 

new features and gather user feedback allowed the company to iterate rapidly, 

contributing to a 40% increase in user engagement and a significant reduction in churn 

rates.



The Future of Consumer Insights 
in Australia  

As we look to the future, several key trends are likely to shape the Australian consumer 

insights landscape:

Hybrid research models 
A blend of DIY and expert-led research will become the norm, with organisations 

leveraging the strengths of both approaches.

AI-powered insights
Artificial intelligence will play an increasingly central role in data analysis and insight 

generation, augmenting human expertise.
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Ethical considerations
As data collection becomes more pervasive, ethical considerations around privacy and 

consent will become even more critical.

Cross-cultural insights
With Australia's increasingly diverse population and global market connections, 

cross-cultural research capabilities will become essential.

Predictive consumer intelligence
The focus will shift from descriptive to predictive insights, with advanced analytics helping 

businesses anticipate consumer needs and behaviours.

Sustainability focus
 Consumer insights will play a crucial role in understanding and shaping sustainable 

consumption patterns, aligning with growing environmental concerns.

Integration of qualitative and quantitative data
Advanced technologies will enable seamless integration of qualitative and quantitative 

data, providing richer, more nuanced insights.

Real-time adaptive research
Research methodologies will become more adaptive, with AI-powered systems adjusting 

research designs in real-time based on incoming data.

Blockchain for data transparency
Blockchain technology may be used to ensure the transparency and integrity of research 

data and processes.

Augmented and virtual reality in research
As AR and VR technologies mature, they will open new possibilities for immersive research 

experiences and behavioural analysis.
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Conclusion  

The Australian consumer insights industry stands on the brink of a significant 

transformation. The challenges faced by traditional research approaches, coupled with the 

opportunities presented by emerging technologies, are driving a shift towards more agile, 

accessible, and integrated insights practices. The rise of DIY and self-serve research 

technologies represents a particularly promising development, offering the potential to 

democratise access to consumer insights and enable more responsive, data-driven 

decision-making across organisations.

However, the successful evolution of the industry will require a delicate balance. While 

embracing new technologies and methodologies, insights professionals must also maintain 

their commitment to rigour, ethics, and deep consumer understanding. The future of 

consumer insights in Australia lies not in the wholesale replacement of traditional 

approaches but in the thoughtful integration of new tools and techniques with established 

expertise.

As we move forward, the most successful organisations will be those that can effectively 

blend the efficiency and agility of DIY research with the depth and nuance of expert-led 

approaches. By doing so, they will be well-positioned to navigate the complexities of the 

modern marketplace, anticipate changing consumer needs, and drive meaningful business 

growth.

The evolution of consumer insights in Australia presents both challenges and 

opportunities. By embracing innovation while staying true to the core principles of quality 

research, the industry can ensure its continued relevance and value in an 

increasingly data-driven world.
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Partner with Vypr to 
Lead the Market

Vypr is a leading product intelligence platform designed to empower brands with the 

insights needed to make informed product decisions at the right moments. Our platform 

leverages a large and segmented proprietary community of over 27,000 Australian 

consumers, providing our customers with direct access to real-time feedback. This unique 

capability allows brands to refine their strategies and develop products that truly resonate 

with their target audiences. 

At Vypr, we go beyond traditional market research by focusing on the immediate, intuitive 

reactions of consumers. Instead of lengthy questionnaires, we engage our community with 

short, targeted questions that capture fast, instinctive responses. This approach is rooted 

in the principles of System 1 thinking, a concept popularised by Daniel Kahneman in his 

seminal work, Thinking, Fast and Slow. System 1 represents the brain's quick, automatic 

decision-making process, which is responsible for approximately 95% of purchasing 

decisions. By tapping into this cognitive function, Vypr enables brands to understand 

consumer behaviours and attitudes with accuracy and speed.

Vypr helps customers to do more with less, by generating fast, robust and forward-looking 

consumer insights, that optimise decision-making and deliver a cost-effective alternative 

to traditional market research.

www.vyprclients.com
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Better decisions,
winning products.
Are you ready to redefine your product development strategy and secure a 
competitive advantage in your industry? Find out about the power of Vypr today. 

https://vyprclients.com/free-steer/
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buying branded products?

Quality

Availability

The brand identity / values

Exclusives / limited edition

68%

68%

Price

Sustainability

Reviews from others

14%

24%

26%

Something else

Sent to frequent Brand product buyers

65%

15%

9%


