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Welcome to The Era of Agentic, Gen-AI, 
Deep Research and Synthetic Data!

A real disruption to the research industry!



So, Why is AI a Transforming Force to MR?

Market Research's Role

The industry's data-
intensive nature and focus 
on actionable consumer 
insights make it uniquely 
suited for AI integration.

Leading Adopter

 Market research is one of 
the fastest adopters of AI 

due to easily realisable 
benefits.

High Penetration

 74% of market researchers 
already incorporate AI into 

their daily workflows.

Key Usage Areas

 Qualitative Research, Data 
analysis, Operational Tasks, 
Open-Ended Text Analytics



What’s Disrupting MR?

Digital 
Personas

Conversational 
AI Surveys

Synthetic Data
Gen-AI 

Powered 
Operations



What is Synthetic Data/Digital Personas

Synthetic 
Data 

Synthetic 
Respondents

Synthetic /Digital
Personas

Artificially generated 
information replicates real-
world data's characteristics, 
patterns, and distributions.

Synthetic respondents are 
artificial responses based on 
personas generated by AI-

related technologies to mimic 
human responses, their 

behaviors, preferences, and 
characteristics.

Artificial personas generated 
by AI-related technologies 
mimic human responses, 

behaviours, preferences, and 
characteristics.

Synthetic Data Generation Techniques
1. Using machine learning algorithms based on real-world data
2. Using LLMs to simulate participants and generate insight 



THE 
EXPERIMENT 



Background & Problem Statement
Traditional market research faces significant challenges, including high 
costs, lengthy timelines, small sample sizes, and geographical 
limitations—particularly in emerging markets like Kenya. 
Energy drink companies seeking consumer insights often wait months 
and spend substantial resources on conventional surveys, creating 
barriers to rapid market understanding and product development.

Problem Statement:

To develop an initial understanding about young Kenyan consumers and market 
opportunities for an herbal energy drink concept, including target personas, pricing and 
product strategies.



The Approach

Digital Personas & 
Synthetic Data 

Generation Using 
Gen-AI 

Collect Real Data 
Using Online 

/Conversational AI 
Surveys

Perform Statistical 
Validation & 

Generate Key 
Insights
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PHASE  I -
DIGITAL 
PERSONAS & 
SYNTHETIC 
DATA 
GENERATION



Persona Characteristics/Profile   
Demographics

•Age: 25-32 years
•Gender: 55% male, 45% 
female

•Location: Nairobi, 
Mombasa, major urban 
centers

•Education: University 
graduate

•Income: KES 60,000-
150,000/month

•Occupation: Marketing 
executive, IT professional, 
consultant, banker

Lifestyle & Attitudes

•Work Culture: Long hours, 
deadline-driven, 
competitive environment

•Social Life: Networking 
events, professional 
meetups, gym sessions

•Technology: Early adopter, 
heavy social media user, 
e-commerce comfortable

•Values: Career 
advancement, personal 
development, work-life 
balance

Energy Drinks Behavior

•Usage Frequency: 4-6 
times per week

•Primary Occasions: 
Morning boost, afternoon 
slump, pre-workout, late 
work sessions

•Preferred Brands: Premium 
international brands (Red 
Bull, Monster), willing to 
pay more

•Purchase Channels: 
Supermarkets, online 
delivery, workplace 
cafeterias

•Key Motivators: 
Performance 
enhancement, mental 
alertness, professional 
image

•Price Sensitivity: Low to 
moderate - willing to pay 
for quality and 
convenience

Flavour / Social Influence 

•Flavor Preferences: Classic, 
sugar-free options, 
functional ingredients

•Social Influence: Influenced 
by colleague 
recommendations and 
professional networks

Marketing Implications

•Messaging: "Fuel your 
ambition," "Peak 
performance," 
"Professional edge"

•Channels: LinkedIn, 
professional podcasts, 
workplace partnerships

•Timing: Morning commute, 
lunch breaks, evening gym 
hours

•Packaging: Premium, 
portable, workplace-
appropriate



The Personas
1. The Urban Achiever (25-32 years) - Ambitious 

professionals with higher disposable income, 
seeking premium brands for performance 
enhancement

2. The Connected Student (18-25 years) - Tech-
savvy, budget-conscious, heavily influenced by 
social media and peer recommendations

3. The Hustling Entrepreneur (22-35 years) - 
Value-conscious small business owners seeking 
cost-effective energy solutions

4. The Social Influencer (20-30 years) - 
Trendsetting content creators willing to pay a 
premium for brand image and aesthetic appeal

5. The Budget-Conscious Worker (23-35 years) - 
Price-sensitive consumers preferring local 
brands and promotional offers

6. The Fitness Enthusiast (22-32 years) - Health-
conscious consumers seeking natural 
ingredients and functional benefits

1. Urban Achiever 2. Connected student

4. The Influencer

3. Hustling Entrepreneur

5. Budget 
Conscious Worker

6. Health Conscious 
Consumer



Research Objectives &  Questionnaire 
Generation

• Demographic Targeting: Focuses on the 18-35 age group identified in our research, with income brackets and occupations 
matching the six personas

• Current Market Understanding: Captures existing energy drink consumption patterns, brand preferences, and spending habits

• Herbal Product Receptivity: Tests familiarity with natural/herbal products, including traditional Kenyan herbs like mukombero 
and muarubaini

• Concept Testing: Evaluates interest in the herbal energy drink concept with natural Kenyan ingredients (ginger, moringa, 
green tea)

• Price Sensitivity: Tests price points from KES 50-200+ to understand different segments' willingness to pay

• Marketing Insights: Identifies preferred communication channels, messaging, and purchase drivers

• Usage Scenarios: Maps consumption occasions to match the lifestyle patterns of different personas

• Survey Highlights:

• Duration: 8-10 minutes (optimal for completion rates)

• Culturally Relevant: References local counties, traditional herbs, and Kenyan brands

• Persona-Informed: Questions designed to capture insights from all six consumer personas

• Actionable: Structured to provide clear direction for product development, pricing, and marketing strategy



Generating Synthetic Responses  by Each 
Persona



Step 7 & 8 – Key Insights from The Synthetic Data





PHASE II – 
REAL DATA 
COLLECTION 
FROM 
HUMANS, 
ONLINE 
SURVEY



Phase II – Real Survey (Human) Data 
Collection

1. Sampling / 
Design

2. Data 
Collection

3. Data 
Analysis & 

Insights





Insights by 

Persona

From

The Survey



PHASE III -
SYNTHETIC VS 
REAL DATA 
COMPARISON & 
STATISTICAL 
VALIDATION



Persona Accuracy



Key Questions Comparison





Final Validation Results

Statistical Conclusion

The synthetic data model demonstrates high statistical validity with 88.9% and no significant 
difference (p>0.05). The model is reliable for strategic decision-making with minor adjustments 
for the entrepreneur and influencer segments.

Business Recommendation 

Proceed with the persona-based market entry strategy. The validation confirms the model’s 
accuracy while identifying specific areas for tactical adjustment that will enhance market 
penetration effectiveness.



COVERSATIONAL 
AI SURVEY -
A FASTER WAY 
FOR REAL DATA 
COLLECTION



AI CATI With 
Human 
Respondents

https://drive.google.com/file/d/1
ngu0Jaw7hfXO4j9Hxzg2dBRkFb4
o3xGm/view?usp=sharing

https://drive.google.com/file/d/1ngu0Jaw7hfXO4j9Hxzg2dBRkFb4o3xGm/view?usp=sharing
https://drive.google.com/file/d/1ngu0Jaw7hfXO4j9Hxzg2dBRkFb4o3xGm/view?usp=sharing
https://drive.google.com/file/d/1ngu0Jaw7hfXO4j9Hxzg2dBRkFb4o3xGm/view?usp=sharing


CONCLUSIONS & 
KEY TAKEAWAYS



Conclusion

The experiment results suggest that synthetic data is statistically accurate, and the model can be 
used for strategic insights 

The market knowledge, category understanding will be key to having good AI-generated data

A right approach (deep research on market context, digital personas, structured questionnaire, 
and then generating synthetic data) is essential for statistically validated data. 

Conversation AI-powered–CATI survey could be an excellent alternative for speedy data collection



Key Takeaways For MR
Gen AI-generated/Simulated Digital Personas, and synthetic data can be a great way for 
initial testing and insights generation

Synthetic data should be statistically validated against real-world data, and the 
accuracy must be ensured 

This method could be beneficial in case of hard-to-reach segments, when 
constrained with time, budget and logistic resources, and when data privacy is a 
huge concern

A good synthetic data generation process would always require human research 
expertise with market context and category knowledge 

Gen AI-powered synthetic data could potentially transform the market research industry 
and research processes
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Thank You

HQ Location:

PO Box 38290-00623

Parklands, Nairobi, Kenya

Website:
www.actnable.ai

Phone :

+ 254 (0) 740021263

+ 254 (0) 745720943

+ 91  798 552 6726

+ 1 630-832-4978

+ 27 76 170 6989

Email:

info@actnable.ai

Kenya  | India  | USA | South Africa
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