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TRENDS/DISRUPTORS
W H E R E  TO  LO O K
Deloitte/McKinsey
Broker Firm Research
Business Journals
Sector Organizations
Google

P U R P O S E
New Market Sector Growth
New Services
Content

MARKET INDICATORS
W H E R E  TO  LO O K
Economic Forecasts
Business Journals
Purchased Data
Custom Research

P U R P O S E
New Market Sector Growth
New Services

COMPETITIVE ANALYSIS
W H E R E  TO  LO O K
Business Journal Announcements
Professional Association
Social Channels – LinkedIn
Their Website
Strategic Partners

P U R P O S E
BD Intel. Pursuit Driven
New Market Sector Growth
Geographical Growth
New Services
Branding

CLIENT SURVEYS
W H E R E  TO  LO O K
Previous Clients
Current Clients
Aspirational Clients

P U R P O S E
BD Intel. Pursuit Driven
New Services
Strategic Planning
Branding
Content

PERSONA DEVELOPMENT/
STRATEGIC PARTNERS
W H E R E  TO  LO O K
Previous Clients
Current Clients
Aspirational Clients
Strategic Partners
LinkedIn

P U R P O S E
New Market Sector Growth
New Services
Content

END CLIENT 
IDENTIFICATION
W H E R E  TO  LO O K
Economic Forecasts
Business Journals
Purchased Data
Strategic Partners
LinkedIn

P U R P O S E
New Market Sector Growth
Geographical Growth
New Services

W H O
Marketing
3rd Party

W H O
Marketing
BD/Principals
3rd Party

W H O
Marketing
BD/Principals
3rd Party

W H O
Marketing
3rd Party

W H O
Marketing
BD/Principals
3rd Party

W H O
Marketing
BD/Principals
3rd Party



CRAFT THE RIGHT QUESTION(S)

SARAH KINARD - sarah@theflamingoproject.com 

WHAT IS MARKET RESEARCH?
A N SW E R  t o  a  q u e s t i o n  t h a t  I N F O R M S  A CT I O N  w i t h 
a  D E F E N DA B L E  W H Y

WHY MARKET RESEARCH?

CHANGE IS CONSTANT AND INFORMATION IS YOUR COMPASS.

MARKET RESEARCH: SIMPLIFIED

STUCK?  NEED SOME IDEAS?  REACH OUT!

•	 Are we capturing our share 
of work in this market? 

•	 How is our industry 
innovating its services?

•	 What is the future of…

•	 What are adjacent services 
that make sense for us?

•	 What are services our 
clients ask for?

•	 What’s the future of…

•	 Are there potential clients 
within our existing sectors/
geographies?

•	 Are there potential clients 
who are new to buying our 
services?

•	 Do we need to package our 
existing services differently 
to resonate with the 
market?

•	 Do we need to partner?

•	 Big Disruptors
•	 Everything is new.
•	 What’s the future of…

DEFINE THE PURPOSE
Growth Initiatives
Brand Position
Strategic Promotion
Sector or Geography Forecast

Pipeline Development
Pursuit Specific
Competitor Profiling
Content

HIGHEST ROI RESEARCH TYPES


