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Oil fields and fieldwork
National wealth, political stability and the 2022 World Cup
have propelled Qatar onto the world stage. Stefanie Zammit,
of Intelligence Qatar, offers guidance on conducting research
in one of the richest nations in the world

Q

atar achieved the
third-highest gross
domestic product
(GDP) per capita in
2014, making it one of the richest
nations in the world. Even with the
recent drop in oil prices, its
economy remains formidable.
However, across industries and
sectors, there is a great need for
knowledge. Businesses looking to
establish themselves in Qatar do
not have access to reliable
secondary research; the data that
does exist is often out of date and
lacking in detail. The last census
was in 2010, when Qatar was a
different place from today. Primary
research is needed for organisations
to be insight-driven and to truly
understand this market.
Qatari nationals represent only
11% of the population, yet their
purchasing power is significantly
stronger than the 89% expatriate
majority. Qataris are highly
brand-engaged: they are loyal to
favourite brands, love the latest
technology and upgrade frequently.
They are highly active on social
media and place great value on
word of mouth. Moreover, they stay
true to local culture and traditions,
within which their consumer
behaviour is contextualised.

Because of this lucrative market's
extreme wealth and strong
purchasing power, organisations in
Qatar strive to understand how to
make their brands relevant. However,
research methodologies successful
in engaging respondents in other
markets do not work in attracting
Qataris. This is because of three
key factors.

Affluence
Financial incentives hold little value
for this affluent group, rendering
panels and traditional online surveys
ineffective. Qualitatively, gifts are
given instead, while quantitative
fieldwork relies on the rapport built
through face-to-face interviews.

Logistics
The lack of contact databases means
there is a reliance on free-find,
convenience sampling. Fieldwork is
not allowed in Qatar’s public spaces,
so interviewers visit offices and
business parks to find respondents.

Cultural context
Gender segregation is necessary for
both qualitative and quantitative
methodologies. Interviewers and
moderators will avoid researching
the opposite gender, making
mixed-gender paired depths difficult
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to achieve. In-home interviewing is highly
sensitive and taking photographs or video of
respondents is not permitted.
Fieldwork in Qatar is further burdened by a
lack of quality processes. A more rigorous
system is needed to ensure surveys are
conducted appropriately – with the correct
respondent types – that information is recorded
and entered correctly, and that English-to-Arabic
translations hold the intended meaning (there
are several Arabic dialects and certain words can
be translated in various ways). The quality
auditing process undertaken by researchers
needs to be more rigorous than in other markets.
With no national data protection act, and
minimal legislation supporting respondent
rights or research execution, the onus is on
researchers to vet, oversee and guarantee an
accurate process. They must go back to basics,
establishing the foundations to bring about data
appreciation. Technology should be used
sparingly or differently, to complement – not
replace – classic methodologies. Face-to-face
interviewing remains the most reliable method,
using computer-assisted personal interviewing
(Capi) to reduce bias and error. With 88%
internet penetration, and a population highly
engaged with Snapchat and Instagram, there is
an opportunity for integration with social media.
Despite all the challenges, it is hugely exciting
to be a research consultant in Qatar while the
industry is developing. We have the freedom to
be creative, and to share the knowledge we have
acquired from markets where market research
has reached maturity. We are pioneers in this
booming market; the future of research in Qatar
is ours to write.
Stefanie Zammit is associate director at
Intelligence Qatar

