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DO I YOURSELY MARKE T RESEARCH
Ty Balph 1, Schrosder

INTROLDUCTION
FPeople going into business think their idea 15 greal and boumsd 1o succzed, Unfortenately

many, ofton over 73%, dontt. One of the main reasons 15 (e rarkelahility of their produoct oo
service. Thedr idea really ian’t greas, practical or econermical and, Uherelore, not marketal:le. Mo
ome wants o by 3t You ean't koow this without checking the market.

Thi: skep necessary to see whether the idea can survive the rangilion from concspt to
viable busiteus s the MRS, “Marker Reseacch Stedy™. The MRS can be as simple or
cr:-mphczn&d a8 i care fo make 7 I usnally consists of a sevies of questions relating to the nse
or opindon of the potential product or service by the interviewse. It may be presented in either a
wiitten guestinanaire or given in a verbal intenview, Unfortmnately, mensy budding entreprenciurs
think. of the MES as being oo much work, complicated, overwhelming, or just wmecessary since
their idea is auch a sure thing. This could bo a fatl business mistale. Without checkdng the
mrarket, no one really koowes if the coneepl is marketables,

The MRS docsn’t have to be complicated or overwhelming, Tt s, howevér, work thal
shonld be done to make sure vour idea i3 what the custormer wanls. “Marked research” doesn’
have to be expensive, compliceded or done by a consultant. In fael, it may best be done by the
persop atiempting t slarl the huziness since hedshe hag much of the required information needed

to conduect the reaearch.

ATTITUDE
Firsl, lot's not think of markel resesreh a5 a task to be done but rather information needed

Ly I gathen.d as part of your prodoct developoient, Intervicwees you will be contacting, are not
penple you Aeve to talk to but rather o nelwork of ioformation and business epporiunities.
li‘mmpetmm shonald ot be thought of as dvals but fiture partners; and finally suppliers and

- shippers, not thonght of as services you will need, but peaple who will want you as their
customer, Also, don'l think of vour product or seréice in Cerms of Tis Feaberes but rather as how it
bepifits the custemer or person veu'ts trying to entice.

RENEFITS
Denelits of the MRS being done in the carly sfages of yowr process ave: -
13 1o prowide a reality check. 13 the praject vinble? Should you proceed or are
adjnstieents required?
2 confirmation of marked focus, Are you targeting th& right mmarkel semmenl?
3y edjustnents to the product development process. The design might be fine tuned,
price infommation determm-sﬂ ket frends read, ete.

ORGANIZATION :
LCrilical to producing s reporl thal will be usedia! and informative is the a.ws.r:rr:h]v of the

data gathered and information developed during your resesrch, Yo'l be gathering a lot of data
which may be worthebils now, later, or not at all. How you gather, record, and file the data will
influenee itz futare value. The following is a workshle oulline wsed for new product market

Assn smu':ut Change this cutline [recly to fit vour needs.
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TECHRICAL FEASIBILITY

Has the id=a been proves; will 3 work?

Will prototypes be needsd or patenis checked?

Will performance standsrds snd fosling be required?

How does the product or service campars G the comnpetition’s technically?
Who are the technical axporis? !

COMPETITTVE STTTTATION

Whir 12 the comnpetition’?

o dies the product compare to the competition in ways oer than technically.
characteristics auch as appearance, prios, salo-ability, clu.? How we they compared?
What standsrds ars used?

I # possible to roverse coginger the competilion’s product? {Buy the competition’s
provdact and dizazscroble it fo gec how 1€ works.)

Ts the compelition’s producl s=limg? Why ar wiy not?

I5 the competition kg, small, or non-sstent?

s entrenched is the competition?

Are there markers that ave not being served or will others have o be displaced?
Arc some compotitons dropping ot of the rosrlel? Why?

How s competiter's products distabuke] and where? What are the incenlives ﬁnr
those channels? .

How does the compeiifien communicals with the market? W Jmt tpe of adverlising is -

used?

3 MAREE] MEELD
- a) Describe, in as few words as possible, the problem vour praduct or service will selve.
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To what extent will ow solution solve the problem? :
What produst or service, which is similsr to the ong yoi are pmpasmn already cxisly
in Lhe rarkelplace? . . mn
e wrall does il solve the Im:hmmn"’

Dioas it satisfy the custemes's need fram his'her perapective? .

How are similar products and ssevices priced?

WWhat canses the price to vary?

What is the fmplerentation cost of vour product fo the eustamer in terms of time,
elTur, money, and resistancs o change?

What is the pavback period [or the custoeier?

IWNTFISTEY, DEMOGEHATHIC, AND SOCTETAL TRENINS

Are there patents simils to your ides et gre not heing porsned? Wl or why rod?
I'atents are ot necessarily a pood indieation of marketability,

Is thexe any pending lepislation that would affeet your producls I-MT]\Etab.EJ.FE‘f:’

How s the economy? 13 ceior to sell & product when people lsve money,

Mre pou sacure with your rarket segment? Ave you certain of your targel
demopraphic? ie aze. econonic, societal, efc, group.

Haw: you chiocked the technicz! horizon to make sure thers 15m° samme new
technalogy or service coming fhat-willmake voE-prodoel-or-service antiquated F—

. Picture taking, copying, cell phonss, eic.
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PEEPARING FORTTIR INTERWIEW, BFTHER BY FIIONE O [N FERSON

Lrewelop a dist of guestions 10 complete az much of the presvions outlins as you feel is
recessary. You rost likely will use dilleran questions for costomees, competitors, suppliers, e,

Think: of the whaole process az a network-building effort. Any person you comrnunicate
with during this process may be a future customer, partner, seaociate, or somcone v will
require service from, Before making thar fivst call, be prepaved and organized. Adjust oot
allitude b be fendly, reapectinl of the persen’s time, and spprecisive of the inlormation about
Lo e accuited, Remembar all these cormversetions may be Javing fle proundwork for futoze
CEHIVETSaL 5.

Ly yorae openitg remarks prepars to deserbe veur product or service o teems of benefits
to the customer eather than ils Teatures. Verbalize the probler your produet or service wall selve,
Thiz will establich a reason for the person o wanl o @Ik with oo

WHO WILL BE THE INTERVIEWEES

Fstablish & list of people to be researchad before you start. The list wall moost likely

include:

a) DPotential customers -- decide their demopraphic groups and locatinos.

bl Competitors -- think ol thern az [iiure pariners or purchasers of yowre bnsiness. (hint
for getring them to talk wilh you, “ask their adviee™, “play (he new kid oo the block
game”. Remember, ask angthing you want, all they can do is not answer.

oy Distribumors and suppliens - you’ll need these people e to carey ot your business,

To oblain the names of people to research vou can: approsch patrons of businesses tat
provide similar prdusis ot sorvices to what you're intending; attond trads shows for similar or
parallel producls or services; review articles in technical magazines for authors or people quoted
or mertioned; check the vellow pagoes; visit witl the local university fesching stall and stdsre
. body; research the subject at the local library; purchase the time of experls in (he field.

©Adter voun've got a list of potential inlerviewses, arrange hem in ascending crder of
rmporiance, most inportant fast. This will ecable vou ta have vour interviewing technique and
questions down solid before spproaching your most important or valuable intervicw,

COMNCLUSION . .
Youw can bave a MES done tor won by (he Universiiy of Wisconsin Dnsiness Schaol at

Whilewaler. They'll do a patent review, overview trends and generally pive yon what you nesd
tormake a go or no-pgo desision for about $595 {as of 20030, ¥ ou can have a consultant da il For
vou for 5000 - FA000. Considering the up-front information you'll heve to get, the inlormation
you will gather from the 1:11::1.1&1115 that wanldn't get into the report, and rh Ilr'hwlﬂ-cltt 1y

can accoraplizh by doitg it voueseld, why wouldn®t you?
) This bas beon a very basic diseussion of the “Marlket Research Smdy™. s intention has

Ween to proswote the nead for the MRS by anyone conteraplating going into business, not provids
a complets Instrmction on how @0 do one. Thene are many well-wntten books on the suljsct at
loeat bookstores and on file in all librasies. It is strongly suppested that anyone comtemplating
daing a MES spend the time and offort necessary to complete this most inportant step in
baginess developmenl comrostly.




