
 

  
Market Research Society 
MRS Senior Client Council  
Diversity & Inclusion Best Practice Guides:  
MRS Clientside AI Best Practice Guidance  
Copyright ©: The Market Research Society (MRS) 0625v1  Page 1 of 18 

 

 
  
 

 

  

July 2025 

 



 

  
Market Research Society 
MRS Senior Client Council: Clientside AI Best Practice Guidance  
Copyright ©: The Market Research Society (MRS) 2025  Page 2 of 18 

 

 
 
 

Introduction 
 
 

This guidance provides a client perspective on inclusion and AI. It has 

been prepared on behalf of the MRS Senior Client Council and client 

colleagues. 

As we look to make our research processes more inclusive, we should 

also be taking a broader look at the tools we use and the ways the 

implications they may have. 

The opportunities with AI are likely to be significant, however it requires 

a mind-shift from ‘how do we do the same things with different tools’ to 

‘what’s the new way of thinking & doing research’, and for us to then 

think about the boundaries and ethical considerations required for these 

new ways. 

 

 

 

 

 
A note on current landscape: 

− The sector has moved from curiosity to active experimentation with 

AI. 

− Adoption is uneven—some organisations are deeply integrating AI, 

while others remain cautious. Many organisations are still in early 

stages of AI adoption. 

− There’s a mix of excitement about the potential and caution 

particularly regarding data privacy, bias, and transparency. 

− Legal and compliance teams often lead AI governance, but 

practitioners must also engage deeply. 

 
AI’s application for research and insight is very much emerging and 

changing rapidly, and we encourage client-side practitioners to align to 

individual company policies and the latest thinking. Whatever your 

approach, we as a sector are well placed – both to offer/provide 

“The real key to success with any new technology is to have a 

clear definition of what outcomes you want to achieve, and 

therefore what type of AI you want to deploy.” 
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boundaries of use, and to use and demonstrate success within those 

boundaries. 

Sector initiatives, such as the Global Data Quality (GDQ) and the 

Campaign for Better Data (launched by MRS with Ipsos and Kantar) aim 

to uphold rigorous standards and promote collaboration, training and 

skills development. 

− The Global Data Quality (GDQ) Initiative is a collaborative, 

international effort, launched in 2023 to address growing concerns 

about data integrity in market and social research, consumer 

insights, and analytics. 

− The Campaign for Better Data was launched in 2025 and aims to 

provide guidance and training to help the sector strengthen and 

evolve the quality of the evidence it produces and reinforce public 

trust in research. 

  

https://www.mrs.org.uk/topic/global-data-quality
https://www.mrs.org.uk/topic/campaign-for-better-data
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Understanding AI Basics 
 
 
− AI simulates human intelligence to analyse data and automate tasks. 

− Generative AI creates content. 

− Machine learning learns from data. 

− Large language models (LLMs) are trained on vast amounts of text 

data. 

− Synthetic participants are AI-generated and lack real human 

experience. 

− Automation performs tasks. 

− AI doesn’t think or feel—it mimics patterns. 

− AI can be wrong, so you should always validate outputs. 
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Key considerations for utilising AI when 
conducting inclusive research 
 
 

Inclusive datasets and samples become more important as the data has 

the potential to be used more frequently, and more easily (within an AI 

dataset). 

 
Data quality  

As a profession we are aware of the importance of data providence more 

than most, and quality controls may already be in place, however it’s still 

important to recognise the risks involved in data quality when it comes to 

utilising AI: 

− AI uses internet data, as more datasets are created by AI these then 

become part of the internet data source. 

− The internet becomes increasingly diluted, with more AI created data 

within it than ever before. 

− The concern is then that there is less ‘real’ data within the 

internet, and more AI data from an unknown origin, that is then 

being further utilised for future AI.  

− AI is a tool that both measures but also changes what is measured, 

because each result created then becomes a source which could be 

used to create something else.  

− Synthetic samples can be useful, but they will always need to be 

refreshed and tested with real customers.  

 
Biases  

AI is biased to Western society datasets in general, and the US in 

particular, due to the datasets it uses, the people who create the 

programming, and the societal context we live in.  Therefore, AI tools 

may not be appropriate for undertaking research in some countries.  

AI datasets typically under-represent ethnicity, disability, and gender 

(other than male) which can amplify stereotypes and miss 

Intersectionalities. 

Training data biases: 

− Inconsistent labelling, or datasets that exclude or over-represent 

certain characteristics will produce results that reflect these quality 

issues. 
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− The systems may be learning on data that is already biased by 

historical or social inequalities. 

Algorithmic biases: 

− Flawed training data can in turn produce algorithms that amplify the 

biases. 

− Algorithms are also impacted by human programming errors & biases 

(whether conscious or unconscious). 

Cognitive and human biases: 

− The social and historical context impacts not just the data being used 

to training the AI systems, but also how it is used and interpreted – 

our own experiences and preferences - impact how we process the 

information and the judgements we make from it. 

− AI systems automate and perpetuate those biases.  

 
No control over data  

Unless using a proprietary AI (which many companies are choosing to 

do), there is limited control over what data is and isn’t included within 

the dataset – although we hope that the most active businesses in this 

area do recognise the need to closely manage, test, and control the data 

sets they are using. 

There’s also a lack of visibility as to what kind of data is used for training 

AI datasets resulting in a lack of visibility of any biases. The source of 

any original training data is something you may want to ensure your 

suppliers and partners can explain when commissioning AI-utilising 

research. The limited view also impacts the ability to manage any quality 

or bias concerns. 
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What should/could AI be used  
for within research 
 

 
The MRS Delphi Group have authored three papers on generative AI. 

The first MRS Delphi Group report, the BEST Framework for Gen 

AI, explores how the research and insights sector can effectively 

integrate generative AI (GenAI) into its practices. This includes the 

creation of a framework for the application of generative AI) for the 

application of generative AI. 

The aim of this framework is to help organisations assess and implement 

GenAI: 

− B – Boost: use AI to enhance existing processes (e.g., automating 

repetitive tasks) 

− E – Extend: apply AI to expand capabilities (e.g., faster data 

analysis, broader data sources) 

− S – Shift: rethink workflows and roles (e.g., AI as a co-creator in 

insight generation) 

− T – Transform: use AI to fundamentally change business models or 

research paradigms 

We encourage:  

− People to consider the nature of the challenge they are seeking to 

address and consider the way in which AI tools might be helpful. 

− Considering when and how to apply AI rather than assuming it is 

always the answer / or one size fits all 

 

  

https://www.mrs.org.uk/about/delphi-group
https://www.mrs.org.uk/campaign/id/genai?MKTG=GENAI
https://www.mrs.org.uk/campaign/id/genai?MKTG=GENAI
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Systematic / predictability: In more systematic and predictable 

environments AI has significantly more training data enabling patterns to 

be discerned, learned, and replicated or extrapolated upon with 

consistency. AI can also be used in more unsystematic and unpredictable 

environments to discover novel patterns and connections. 

Familiar / new: In familiar contexts, generative AI has a wealth of data 

to learn from which enables the production of outputs with high fidelity 

and accuracy, mirroring the data used to train the AI. In new 

environments there will be little or no prior training data resulting in AI’s 

outputs which may be more experimental and less reliable. 

Boost: AI is a precision tool designed to enhance and optimize well 

established and predictable processes. 

− It is replacing an existing activity, and the technology offers 

automation, resulting in efficiency improvement. 

− Given that the environment is familiar, and the tasks are systematic, 

this allows AI to perform with high accuracy and reliability. 

It is important to build-in oversight and ensure the content is of the right 

focus and quality and avoid the passive reception of AI’s benefits – there 

is a clear need for active human participation to ensure the outputs are 

meaningful. 

Expand: the problems encountered are new, so the role of AI is used to 

help us to understand the new landscape we inhabit.  

− We are working on the basis that this is an environment that is 

understandable – it operates to a set of principles and dynamics. 

− But we need to identify what principles these are, suggesting that a 

systematic and rigorous analysis of AI will be helpful. 

AI has a more active role in the research process, being deployed in a 

way that moves from summarising and describing, to one which is 

proposing how to extend our knowledge. We need to take care that we 

maintain the importance of reflective human thought and active human 

engagement in the problem solving, rather that offloading to the AI tools. 

Shift: using AI to understand the deviation from historic data, identifying 

new patterns and signals 

− Locating the ‘signals’ amidst the ‘noise’ is something that AI is well 

designed to provide, as this can be difficult or time consuming for 

humans to identify. 

− Generative AI can adapt to what might be rapidly changing data, 

helping in real-time analysis and prediction, so enhancing response 

strategies. 
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This is an area where AI is moving from being a mere tool to being 

almost a ‘partner’ where both human and machine have the potential to 

create a new space of person-machine collaboration and adaption in a 

rapidly changing context. A key requirement is identifying the way in 

which AI can support but where human interpretation is required. 

Transform: requires building understanding from scratch, seeking to 

make sense of unpredictable environments while relying only on 

emergent data and insights. 

− AI is even more of a co-explorer in this space of innovation, 

exploration, and transformation - a space where AI and humans 

navigate the unruly edges of the unknown. 

The tools we use influence the way we see the world but also the way the 

world is shaped – we need to take care that we do not defer too much to 

an AI led perspective. To this end we stress the need for critical 

reflection, ethical engagement, and democratic participation to navigate 

the complexities and uncertainties of this exciting space. 

We recommend: 

− Start small – pilot GenAI in low-risk areas 

− Build internal literacy – train teams on AI capabilities and limitations 

− Collaborate across departments – especially with IT, legal, and 

compliance  

 

The second MRS Delphi Group Report, ‘Using Synthetic Participants 

for Market Research’, explores how synthetic data, especially synthetic 

respondents generated by large language models (LLMs), is reshaping 

the research landscape.  

Synthetic participants are AI-generated personas or responses that 

simulate human input in research studies. These can be used to: 

− Model consumer behaviour 

− Test hypotheses 

− Explore ‘what-if’ scenarios 

− Supplement or pre-test real-world research 

 

Opportunities: 

− Speed and cost-efficiency: synthetic data can be generated quickly 

and at scale. 

− Exploratory power: useful for early-stage ideation, scenario 

planning, and hypothesis testing. 

− Access to hard-to-reach audiences: can simulate niche or 

https://www.mrs.org.uk/campaign/id/synthetic?MKTG=SYNTHETIC
https://www.mrs.org.uk/campaign/id/synthetic?MKTG=SYNTHETIC


 

  
Market Research Society 
MRS Senior Client Council: Clientside AI Best Practice Guidance  
Copyright ©: The Market Research Society (MRS) 2025  Page 10 of 18 

 

sensitive populations. 

 
Practical Use Cases: 

− Pre-testing surveys or discussion guides. 

− Simulating customer journeys. 

− Training junior researchers with synthetic personas. 

− Filling gaps in datasets where real data is unavailable or sensitive. 

 
Limitations and Risks: 

− Lack of lived experience: synthetic participants don’t have real 

emotions, memories, or context. 

− Bias and hallucination: LLMs can reflect or amplify biases in training 

data. 

− Explainability: it’s often unclear how AI arrives at certain responses. 

− Legal and ethical concerns: especially around transparency, consent, 

and data provenance. 

 
Synthetic participants offer exciting potential but must be used with 

caution. The report urges the sector to develop standards, testing 

protocols, and ethical frameworks to ensure synthetic data enhances 

rather than undermines research quality. 

The third MRS Delphi Group paper, ‘AI Adoption and Integration’, 

explores how generative AI is reshaping the research sector. 

The report identified five Guiding Principles for AI Integration: 

− Embrace experimentation: try, test, and learn from AI tools 

− Keep the human in the loop: AI should augment, not replace, human 

judgment. 

− Keep your core offering in the spotlight: don’t let tech distract from 

your value proposition. 

− Know your tech: understand the capabilities and limitations of AI 

tools. 

− Champion collaborative change: cross-functional collaboration is key 

to successful adoption. 

 

https://www.mrs.org.uk/campaign/id/adoption?MKTG=ADOPTION
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In summary the ethical considerations from across the three MRS 

Delphi Group papers:  

− The importance of human oversight, bias mitigation, and 

transparency. 

− Clear disclosure when AI is used in research outputs. 

− Alignment with existing ethical codes and data protection laws. 

− Practitioners must act as data guardians, ensuring synthetic data is 

used responsibly. 

− Transparency is a key, and clients and stakeholders should know 

when synthetic data is used. 

− Synthetic data should complement, not replace, real human insight. 
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What could this mean in practice for 
client-side teams utilising AI in research 
 
Client-side practitioners can utilise AI for the following purposes: 

Unstructured data: 

− Summarising qualitative data 

− Combining multiple data sources  

− Extracting key insights from grouped summaries  

 

Democratising insight: 

− Utilising a ‘chat environment’ where stakeholders across the business 

can ask a question, and the AI tool searches existing research for an 

answer  

− Bringing insights to life at scale, for wider business  

 
Knowledge management: 

− Combining existing research to search  

 
Articulate business idea and comms in simple consumer 

language: 

− Testing stimulus through AI to ensure customers can understand the 

language  

 
Build hypotheses/briefs: 

− Providing initial ideas 

− Needs humans to regulate and confirm 

− Optimising efficiencies 

− Good place to get started, but need to validate in real world 

Enhance future datasets 

If it is known that data is biased being used, then practitioners can 

overcompensate (same as with any research tool) 

− Identifying gaps/biases, overweigh these groups in research with real 

customers 

− More inclusive data can be added to datasets, improving the data 

within 
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The role of the human  
(what can’t AI do) 
 
 
Asking the right questions of the AI tool 

− What tool is it, who created/owns it, who’s in control of it?  

− Importance of prompts: 

− When it comes to inclusive prompts, unless you understand the 

perspective of the person impacted, it’s likely you would miss 

the requirements. 

Having the right data 

− Managing the data set, understanding the inclusivity & exclusivity 

within it: 

− Sample and tag data set appropriately. 

− Structure and use of tags, preparing for future use cases. 

− Cleaning, removing moderator from qual etc.  

Pushing the boundaries – but in an ethical, sensitive, human way  

− Test and learn and iterate – practitioners cannot be passive.  

− Educate wider business on failures, as a way of explaining the issues 

with AI (not just saying no, emphasising the need for humans to be 

involved in the process.  

− Provide business with positive examples within the boundaries.  

Sense-checking the outputs 

− Are they viable suggestions? 

− Do they make sense – are you getting the outcomes you 

expected/intended to?  

− Are there any concerns around biases or missing data? 

− Having a diverse and inclusive team is of even greater value as 

the role of humans to spot biases in outputs becomes more 

important. 

Testing with real customers  

− Human tests to regulate and confirm.  

− Are there any groups that need to be considered as the AI dataset 

misses them entirely, or need to be weighted higher as they are 

underrepresented? 

 
Review and understand potential for bias  

− Questioning dataset and tools. 
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Questions for suppliers/ 
provider partners 
 
 
 

As client-side practitioners, you should also ask your suppliers and 

provider partners how they are using AI, helpful questions include: 

1. How is AI used across the research lifecycle and how are they 
controlling for bias (including those listed above)? 

a) Who is involved in designing, making and testing? 

b) What tests have been done to remove bias risks? 

c) How are the tools validated? 

d) What ethical frameworks guide their use? 

2. Can they confirm that the IP (both theirs and the data collected in 

each project) is not used in the training data for AI tools? What other 

AI tools are being used that is utilising IP, which the AI might be 

drawing data from? 

3. What training data has been used to train the model? 

a)   How inclusive was the training dataset? 

b) What processes are in place to determine whether this data is 
relevant to your specific category or target segments? 

c) What is in the dataset, what isn’t and why? 
 

4. How will utilising AI in this project provide better commercial value? 

5. How will they assess the risks that utilising AI is distorting the 
findings? 

It is advised that you specify with your suppliers and provider partners 

that they may not use AI without express permission (where, why, and 

how it was used). Always test before you commit and inquire about 

roadmaps for upcoming features, and when they’ll be implemented. 
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A caution around EDI 
 
 
As mentioned in the section on biases, the data upon which AI systems 

are developed are not an accurate representation of the population – AI 

systems are biased by human influence within design and application, 

and the data used to develop AI tools sit within wider societal, historical, 

and cultural contexts. 

Each tool is only as accurate, and diverse, as the environment it was 

created it. If the designers responsible for AI systems were all white, 

able-bodied, cis men then even with the best awareness of their own 

conscious & unconscious biases the decisions they make will reflect their 

experiences within society. There are wide variations in access to the 

internet, exacerbated by certain characteristics such as physical 

disabilities. When AI systems learn only by accessing available online 

data the AI system will lack representation of those unable to or 

restricted from interacting with online tools.   

The risk as practitioners is to assume AI data offers an accurate 

representation of any society or group of people we want to research and 

gather insight – whilst this should not stop usage of such tools, 

practitioners should never ignore this fact and take active steps to reduce 

reliance on AI sources and balance any representation gaps.  
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Conclusion 
 
 
This guidance has provided a high-level overview of how AI could be used 

within the research and insight process, and the implications to consider 

when looking to run inclusive research and insight.  

AI is not going away; we cannot avoid it because we are aware of the 

risks. Being aware of the risks is exactly why practitioners need to lean 

into it and be the ones driving the usage and conversations – if we do not 

step up it may be led by those who don’t see the risks at all. 

 
Additional resources 

Alongside the guidance linked to in this document, the MRS has a number 

of additional client-side resources on its website, including the full-length 

version of the Client-side EDI language, sampling, and methodology best 

practice guides.  

https://www.mrs.org.uk/resources/diversity-and-inclusion-guides-for-clients
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Quick tips and Q&A 
 
 

 

 

Where should I start with AI in my team? 

− Start small, with low-risk pilots. 

− Use AI to complement, rather than replace, traditional methods.  

 
What’s the easiest way to try AI without messing things up? 

− Use AI for tasks like summarisation, or pre-testing. 

 
How do I explain AI to my line managers or stakeholders? 

− Communicate AI’s values and limitations clearly, do not exaggerate 

on possibilities – better to under-promise and over-deliver! 

− Always disclose AI use to your stakeholders. 

 
What if my team does not trust AI—how do I bring them on 

board? 

− Education, and involvement – recognise different understandings and 

fears around AI taking jobs, be clear on where the benefits are and 

where humans continue to play an important role. 

 
Can I trust AI-generated insights? 

− Trust AI directionally, not absolutely. 

 
How do I know if the AI is biased or hallucinating? 

− Watch out for unrealistic responses. 

− Mitigate risks by validating outputs, combining real and synthetic 

data, and maintaining human oversight - use human insights and 

sense check against existing knowledge. 

 
How do I know if my supplier / provider partners are using AI 

responsibly? 

− Are they MRS members or MRS Company Partners? 

− Are they familiar with the MRS Guidance on AI and Related 

Technologies? 

− Ask them how they are using AI responsibly – we’ve included some 

questions you may want to use in the guide. 

 

https://www.mrs.org.uk/pdf/AI+RelatedTechnologies_MRSGuidance.pdf
https://www.mrs.org.uk/pdf/AI+RelatedTechnologies_MRSGuidance.pdf
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What questions should I ask my supplier / provider partner about 

their AI tools? 

− Ask about tools, validation and ethics. 

 
Should I be worried if suppliers / provider partners are using 

synthetic data? 

− Be cautious but open – transparency is key with the use of synthetic 

data. 

 
Is it legal to use AI-generated data in research? 

− AI use must comply with data protection laws such as GDPR. 

− Refer to the MRS Guidance on AI and Related Technologies for the 

legal and ethical requirements 

 
What if the AI uses personal data—am I liable? 

− You, or your suppliers/ provider partners, are responsible for how AI 

is used when gathering research and insight – depending on the 

contractual arrangements. 

  

What ethical codes apply to AI in research? 

− MRS Code of Conduct and the MRS Guidance on Using AI and Related 

Technologies 

 
 

https://www.mrs.org.uk/pdf/AI+RelatedTechnologies_MRSGuidance.pdf
https://www.mrs.org.uk/pdf/AI+RelatedTechnologies_MRSGuidance.pdf
https://www.mrs.org.uk/pdf/AI+RelatedTechnologies_MRSGuidance.pdf

