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INTRODUCTION

This book is intended as a primer for small business owners and
managers about methods in marketing research and competitive
intelligence. It is intended for the busy manager, marketer, or cus-
tomer service representative who simply does not have the time to
spend weeks in the library looking through magazines and books
for answers—or the money to hire a skilled professional researcher
to conduct a survey.

GOING INTO BUSINESS

The world is changing. This book is very different from a book that
might have been written on marketing research five years ago. Op-
portunities for entrepreneurs and small business owners have
never been greater than today, but risks are also greater. Economic
forces in the Western world are pushing trained and experienced
workers out of their jobs in record numbers. Many of those indi-
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INTRODUCTION

viduals are trying to go into business for themselves. Most will fail.
New technology is responsible for dispossessing many of these
people of their jobs, but new technology is also creating new busi-
nesses and jobs.

Operating a business is certainly more complex today than it
was a hundred years ago. We have a more complex tax and legal
code to understand. International competition has crept into our
local towns, and new technologies have transformed the way we
do business. Markets are in constant turmoil. It is becoming harder
to keep up with market developments. On the other hand, we have
better sources of information for understanding our markets than
ever before.

THE VALUE OF MARKETING RESEARCH

Time spent conducting marketing research generates no revenue
for the firm. Therefore, it is sometimes thought to be unproductive
time and is one of the first things to be cut when finances get tight.
In the corporate world, reorganizations and budget cuts have
squeezed market research out of many marketing and sales de-
partments as corporate hierarchies have been flattened. Time has
an opportunity cost—the revenues that might have been generated
had that time been used for more rewarding activities—but not if
that time is ill used.

Over the years, the value of time has constantly risen as the real
per capita income of workers has increased. For the entrepreneur,
however, the cost of time saved by not conducting marketing re-
search will be too high if her knowledge is inaccurate or insuffi-
cient. Saving a week of research time is a poor economic decision
if it encourages the use of 50 weeks a year trying to sell the wrong
product to the wrong people at the wrong price.

The time and money spent doing marketing research before
and after going into business is a superb investment if it produces
correct decisions based on
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* An accurate business plan
¢ An understanding of changes in the marketplace

LOW-COST, LEAST-TIME RESEARCH METHODS

Just as technology is changing the way we conduct business, it is
also changing the options open to us for conducting marketing
research. As a consequence, this book will consider the role of new
technologies in lowering the cost of research and how the entre-
preneur and small businessperson might take advantage of tech-
nology to reduce research costs and its time-burden.

The entrepreneur can minimize the direct and indirect costs of
marketing research by

¢ Using secondary sources of information
Using simple methods of gathering primary information
Creating systems that ensure regular communication between
customers and the firm

Together, these various tools should meet most of the infor-
mation requirements of the business owner.
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PLANNING TO
SUCCEED

Entrepreneurs today face a tough time in developing a realistic
business plan and then bringing their new businesses to profita-
bility. The development of a realistic business plan presents even
more of an obstacle than is generally recognized because many
prospective entrepreneurs

Do not really understand their markets

Do not know their customers or their customers’ wants

Do not understand the reasons for their competitors’ success
Do not know how to price or promote their products or services

Yet these shortcomings do not stop us from trying to create our
own businesses. Americans are certainly an action-oriented people.
We have faith that hard work and determination will overcome all
obstacles, and so we push ahead, confident that we can create a
place for ourselves in the market.

Entrepreneurs use various methods to make important busi-
ness decisions. Many copy their competitors (which just makes



