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MARKET RESEARCH

Market research is essential during the planning phases of any start-up; otherwise, 

you’re shooting in the dark. On a basic level, market research is the collection and 

analysis of data related to a business’s target market. Market research can entail 

everything from information on competitors’ products to the interpretation of 

demographic data related to potential customers.

The main purpose of market research is to gain an understanding of customer needs 

and wants in an effort to reveal potential business opportunities. When you have a 

clear picture of what your target market is and what it wants, you can more 

effectively design your marketing mix to engage that demographic.



SCENARIO

Imagine that you are creating a cosmetic line that is organic,

contains vitamins and minerals, and is easy to apply. Your target

market is women who are interested in high-quality beauty products

that are not harmful to themselves or the environment. But after

conducting extensive market research, you learn that women aged

eighteen to forty-five years tend to be interested in the benefits

your product line provides, but that women over fifty years of age

are not. In light of these findings, you can either adjust your line’s

benefits to serve the market you initially wanted to serve (all

women), or you can cater to the needs of a smaller audience

(eighteen to forty-five-year-old women).



PRIMARY MARKET RESEARCH

Primary research entails collecting new data for the purpose of answering a

specific question or set of questions. While conducting your own research

can be resource intense, it is also the best way to get answers specific to

your business and products, especially if you want to penetrate niche

markets that have not been studied.

It also allows you to get specific. By asking the right questions, you can

determine people’s feelings and attitudes toward your brand, whether they

like your product design, whether they value its proposed benefits, and

whether they think it is priced fairly.



St e ps  i n  c onduc t i n g  Pr i m a r y  

M a r k e t  R e s e a r c h :



SECONDARY MARKET RESEARCH

Secondary research is research that uses existing data that has been collected

by another entity. Oftentimes, these data are collected by governmental

agencies to answer a wide range of questions or issues.

It often answers more general questions that an entrepreneur may have, such

as population information, average purchases, or trends. If there is a specific

question such as how many people would be interested in a new product

with certain attributes, then primary research will have to answer that. While

some of this kind of research must be purchased, much of it is free to the

public and a good option for entrepreneurs with limited financial resources.



M A R K E TI N G PLA N

A marketing plan is a formal business document that is used as a blueprint or

guide for how a company will achieve its marketing goals. A marketing plan differs

from a business plan in that it focuses more on market research, attracting

customers, and marketing strategies, whereas the business plan covers much

more than that.

Marketing plans are important tools because they act as roadmaps for everyone

involved in an enterprise. Writing a marketing plan forces you to specify goals

and develop strategies to reach them, and encourages you to research markets

and competition. A strong marketing plan will encourage entrepreneurs to think

deeply about their business and profit potential, helping them make better

business and marketing decisions. Additionally, a marketing plan can create

greater involvement and cohesiveness among employees by clarifying goals and

expectations.





To have a better idea of what marketing is, let us 

understand these CORE CONCEPTS

A marketing strategy describes how a company will reach

consumers and convert them into paying customers. Having a

solid-yet-flexible marketing strategy is a good business

practice, no matter what kind of business you are in.



M A R K E T  O P P O R T U N I T Y  R E C O G N I T I O N  

A N D  VA L I D AT I O N

Market opportunity is an unmet need within a target demographic that might
be fulfilled by an existing or new product. Looking for gaps or unmet needs within

a marketplace is one way to identify market opportunities for both goods and

services. For new products, this entails looking at the needs of a demographic,

identifying which of those are not being met, and determining what kind of

product could fulfill it. Based on our earlier discussion on secondary research,

there are many places where data can be found online or offline to determine

these needs.

Market analysis is one way to better understand a market’s

opportunities. It is an analysis of the overall interest in the product or

service within the industry by its target market to determine its viability

and profit potential.



Validation, not to be confused with validity, is the act of verifying that a specific
product is needed in a target market. This can be done by conducting formal or

informal interviews or surveys with potential customers to gather their feedback.

Segmenting means that you separate the total population by homogeneous
groups of people that have similar tastes, backgrounds, lifestyles, demographics,

and even culture. You may segment along lines such as age ranges, gender,

ethnicity, line of work, earnings, or activities. There are many ways to separate

these groups to choose the right one for your business.

The next step is targeting. You select a target based on their ability and
willingness to buy. As stated earlier, a target market serves to specify which

group of the total market you will serve and how you will position yourself to

distinguish your company or product from your competitor.

Positioning (value proposition) is a statement of how you want the customer to
perceive your company, good, or service.



END OF 

LESSON!


