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Market research
Finding, analyzing, and using the 
information you need to move your 
products and services to your 
buyers
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Market research
3Cs

• Category (industry)
• Competition
• Consumers
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What’s the problem?
• Lower budgets
• Fewer sources
• High price  ≠ Answers 
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Low-cost market research
What’s different?

• Takes more time
• Low-cost  ≠ free
• Highly customized            Value-add 
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Strategy
• Manage expectations
• Use a variety of sources
• Use advanced/value-add features 

to get the most out of sources
• Be creative—what else will work?
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Strategy
• Ask “Who cares?”—follow the trail

– Companies
– Experts
– Investors
– Government
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WRITERS & PUBLISHERS 
CARE
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Aggregators
• Free-Research.com
• Bizshark.com
• Zapdata.com
• MarketingCharts.com
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Press releases/articles
• Market research reports
• Studies/surveys
• New products
• Competitors/top companies
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Article sources
• MarketResearchWorld.net
• ResearchRecap.com
• Metrics2.com
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Search engines
• Biznar.com
• Carrot 2                  

snipurl.com/arely
• VerticalSearch.com (B2B)
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Associations
• Industry/market reports, 

publications, experts
• ASAE Gateway to Associations

http://tinyurl.com/2d4v5t 
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Investment community
• Barrington Investment Bankers

snipurl.com/jmotv
• PWC MoneyTree Report

snipurl.com/jmplp
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Academics/other experts
• Globaledge.msu.edu
• Sources and Experts

snipurl.com/jmtve

24



I’m Not Cheap, Just Cost-Conscious: Market 
Research to Fit Your Budget
SLA 2009 Annual Conference

©Marcy Phelps 303.239.0657 
Phelps Research www.PhelpsResearch.com
mphelps@phelpsresearch.com www.MarcyPhelps.com

GOVERNMENT CARES
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Government
• Business/trade stats
• Demographics
• Regulatory agencies
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Government
• USA.gov: Business Data & Stats 

snipurl.com/jmqoe
• Business Dynamics Statistics

snipurl.com/jmr4g

27

Government
• FRB: Beige Book

snipurl.com/jmr6v
• U.S. Commercial Service  

Buyusainfo.net
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Government
• Mapstats

Fedstats.gov/qf
• SBDCNet: Demographics

snipurl.com/ard81
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How I Learned to Love SEC 
Filings

• 10Ks – all have same format
– Market overview, including outlook, 

issues, concerns
– Competitor information
– Top companies

• Also look at 8-K, Registration & 
Proxy Statements
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BUYERS CARE
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Buyers
• Technorati (use advanced search 

for authoritative blogs)
snipurl.com/arfaf

• Addictomatic.com (search news, 
blog posts)

• WhosTalkin.com (social media 
search)
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Buyers
• Omgili.com (discussion search)
• Boardtracker.com (discussion 

search)
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Buyers
• Monitter.com (monitor topics on 

Twitter)
• Blogpulse.com  (monitor 

buzz/trends)
• Socialmention.com (social media 

alerts)
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Handouts and links at
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