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Majestic MRSS, a decade old full service market research
company, has clients in the Pharmaceutical, Healthcare,
FMCG/CPG, Automotive, Information Communications and
Technology (ICT), Hospitality & Retail, Media sectors. Majestic
MRSS is a full-service independent market research firm that
helps clients address their business challenges and provides
deep insights in order to create innovative products/services
in the markets.
Currently, MajesticMRSS is present in fifteen countries in Middle East and Asia. Majestic has
always been at the forefront of technology as an emerging force in Asia and the Middle East
in the last decade.
Recently Majestic MRSS combined Anthropology with Technology enabling market
researchers with another powerful research tool. By combining Ethnography and Video
Streaming the company came out with a tool called Ethnostream. To know about the tool
and about the company‟s plan in 2011, Adgully caught up with Raj Sharma, President,
Majestic MRSS.
Talking about the company‟s approach towards their clients while providing a solution,
Sharma says, “Whenever clients approach us with their research objectives, we propose a

research design to them. This research project is then executed by us and the findings are
presented to the client.”
Further elaborating on their latest offering- Ethnostream he says that anthropology is a
sophisticated field that market research often includes in most of its „Insight Generation‟
objectives. This inclusion is done through „Ethnographies‟, which essentially means
immersing oneself in the consumers‟ life to observe customer behaviour and to understand
consumer psyche. The company is now able to video-stream these sessions to any part of
the world, so that unlimited number of client representatives can watch the same.
“The demand for ethnographic research is on the rise with companies wanting to observe
consumers and their behaviour firsthand in their natural environments, and converse with
them. However, the high cost of travel and other logistics make this exercise an expensive
and time-consuming proposition. Ethnostream does away with those obstacles,” Sharma
adds.
So are there any challenges of marketing the offering to marketers?
Sharma says, “The primary challenge in visual ethnography techniques is for researchers to
be able to go through large volumes of visual data and mine it for insights into consumer
behaviour; this is salient to the clients marketing objectives. Another challenge would be
too to interpret the findings, so that multiple stakeholders get insights from the research.”
According to Sharma some of the various verticals that should primarily be looking at the
latest offering more seriously are FMCG, Consumer Durables/Electronics,
Pharmaceuticals/Healthcare, Information, Communications and Technology, Automotive,
Hospitality and Tourism, Logistics and Transportation, Industrial Engineering and Retail and
Modern Trade.
He further points out that, “Ethnostream helps you be in your customer‟s
house/office/kitchen without leaving yours, enables you to have unlimited number of
viewers across the globe that can watch the sessions „live‟ and to participate and engage in
Focus Groups/Depths from non-urban location. It also facilitates remote viewers to
communicate with on-site researchers via a chat interface and enables viewers across the
globe to chat with each other to enhance cultural immersion and simultaneous translation
capability to any language.”
Additionally, Ethnostream will help companies reduce expenditure incurred in travel and
others logistics that are involved in ethnographic research today.
Owing to the many positive aspects to the tool, the response from the marketers has been
encouraging. “A number of them have started piloting, but we are yet to sign any long-term
contracts for the same,” Sharma says.
As a roadmap for the company in 2011, Sharma says, “In India, we are hiring aggressively
at all levels and across industry verticals. Our current staff strength is just under 200 and
we have plans to double that strength. We have six full services offices in India and 14 field
offices. We expect our footprint in India to touch 55 cities by the end of 2011. We are
targeting to touch $ 15 Million in the next financial year.”
While signing off he adds that there are several initiatives in the pipeline and many
innovative offerings to unfold in the year. | By Prabha Hegde [prabha(at)adgully.com]

