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Marketing Research - Finding the Best Consultant to Hire

Eighty percent of new products and services 
 fail within three years. Many of these failures 
 are a direct result of poor marketing research. 

Marketing feasibility research is critical to develop 
business and marketing plans. Quality research will 
answer the following questions: 
•  Who are the targeted customers? 

•  What do customers need or want? 

•  When do customers purchase the product or service? 

•  Where do customers purchase similar products or 
services? 

•  Why do customers purchase similar products or 
services? 

The two forms of market research are primary and 
secondary. Primary research is conducted for spe-
cifi c purposes to answer specifi c questions, making 
it costly and time-consuming. Independent market-
ing research companies use interviews, surveys, 
focus groups and expert opinions to conduct primary 
research. 

Secondary research provides a starting-point for 
agri-entrepreneurs to begin market examination. It 
is less expensive than primary research, but fails to 
provide information specifi c to a business, product 
or service. This research is published by sources like 
the United States Census Bureau, USDA, University 
Outreach and Extension, trade publications, etc., and 
is available to everyone. Thus, it does not provide an 
advantage exclusive to any one entity. 

Determining the amount and quality of research 
needed depends on project scope and goals of the 
agri-entrepreneur. Business ventures generally need 
more research as investment and risk increase. The 
product and industry also affect market research 
needs. For example, predominate market research 

associated with evaluating ethanol production fea-
sibility is secondary research and primary research 
is needed when determining the market for a new 
branded meat product. 

Finding qualifi ed research companies can be a 
diffi cult task. 
Agri-entrepreneurs can contact the following sources 
to identify reputable market researchers: 

American Marketing Association 
•  Marketing Services Guide 
•  Membership roster 

Quirk’s Marketing Research Review Researcher 
Source Book 
•  Marketing Research Association 
•  Council of American Survey Research Organiza-

tions 

Marketing publications 
•  Marketing news 
•  American Demographics Marketing Tools Source-

book 2002 

These sources can be found on the Internet or in 
your local library. 

Selecting fi rms is the next challenge 
Matching needs of value added businesses with ap-
propriate market research fi rms is key in attaining 
usable and actionable information. Agri-entrepre-
neurs need to look for three main qualities. 

•  Experience - examine amount of work within the 
industry and similar industries. 

•  Client relationships - investigate effectiveness by 
requesting a client reference list. 

•  People - research the qualifi cations, experience, 
consulting skills, natural curiosity and creativity of 
the individuals to be assigned the project. 
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Request a proposal from the top three or 
four fi rms
Proposals should be free or cost a minimal amount. 
Review and evaluate each proposal according to the 
following variables: 
•  The fi rm’s understanding of business goals 

•  Their plan for gathering information and communi-
cating results 

•  Qualifi cations and experience of the fi rm and its 
staff 

•  The fi rm’s cost to complete the project 

Agri-entrepreneurs need to prioritize these variables 
to select the fi rm that best meets their needs. Regard-
less of project details, marketing research is expen-
sive. If a proposal looks too good to be true, it most 
likely is. Remember, you get what you pay for! 

. . . and justice for all            
The U.S. Department of Agriculture (USDA) prohibits discrimination in 
all its programs and activities on the basis of race, color, national origin, 
gender, religion, age, disability, political beliefs, sexual orientation, and 
marital or family status. (Not all prohibited bases apply to all programs.) 
Many materials can be made available in alternative formats for ADA 
clients. To fi le a complaint of discrimination, write USDA, Offi ce of 
Civil Rights, Room 326-W, Whitten Building, 14th and Independence 

Avenue, SW, Washington, DC 20250-9410 or call 202-720-5964.

Issued in furtherance of Cooperative Extension work, Acts of May 8 and 
June 30, 1914, in cooperation with the U.S. Department of Agriculture. 
Jack M. Payne, director, Cooperative Extension Service, Iowa State 
University of Science and Technology, Ames, Iowa.

Marketing research does not guarantee 
success
Nor should it stop you after just one study. Provid-
ing an independent and objective opinion about new 
ventures is the greatest benefi t market research fi rms 
can provide their clientele. Markets, consumers, and 
competition change continuously, therefore value 
added ventures must be fl exible and prepared to 
change. 

Today’s niche markets create an opportunity for 
value-added agriculture. To be successful, agri-busi-
nesses must focus on customer needs. Research 
provides the information necessary to identify 
needs and minimize risk of marketing value- 
added products or services. 

* Reprinted with permission Agricultural Marketing Resource Center, Iowa State University.


