
2.04 Secondary Market Research  
  

Secondary research is something every student has completed at one time or another, usually by doing library research with books 
and periodicals for a school report. This is usually the cheapest and easiest type of research for small businesses to conduct. 
However, it may be less reliable than primary research because the information you obtain was not developed with your particular 
problem or situation in mind. 
 
Nevertheless, for some types of information (for example, questions about your competitor's market share, or the absolute 
numbers of potential customers for a new product), secondary market research is the only kind available. 
 
Secondary research can be divided into two categories: 

1. External research, which involves looking at data gathered by industry experts, trade associations, or companies that 
specialize in gathering and compiling data about various industries  

2. Internal research, which is data gathered by your company for purposes other than market research (e.g., sales reports 
broken down by product line) but which you can use to gauge what the market will do in the future  

 
 
 
 

_________________________________________________________________________________________________________ 
2.04 External Secondary Market Research 

  
All businesses, large or small, need to know key information about their marketing environment, competitors, and target 
buyer/users. Smaller businesses may not be able to afford to purchase ACNielsen data for their industries at a cost of thousands of 
dollars per month. However, total market size, major competitors by category, and target buyer/user profile information is often 
available free from industry publications and trade associations. 
 
The most commonly utilized external information includes: 

 trade association data  

 industry publications and databases  

 government databases (e.g., Census Bureau, state trade measurements)  
 
Even for new businesses, internal company data from competitors may be available by interviewing competitor company 
executives, attending industry trade shows, and asking the right questions from industry "experts." They may be unaffordable as 
consultants but willing to direct you to free databases that you would not ordinarily know of or have access to. And don't overlook 
your competitor's suppliers. They can be excellent sources of information to aid your research. 
 
Here's a list of other free or low-cost external secondary research sources: 

 Contact the editorial staff of trade publications.  

 Search computerized databases such as America Online, Compuserve, etc.  

 Contact local barter organizations and clubs like the Chamber of Commerce, Lions Club, and Rotary Club.  

 Contact colleges and universities for departments/experts working on your field.  

 Contact local, state, and federal government agencies.  

 Contact international clubs and trade associations.  

 Contact industry-specific advertising, promotion, and public relations agencies.  

 Contact local and national broker, distributor, and private label manufacturers.  

 Contact and interview buyer targets.  
 

 

 

 

 

 

 



2.04 Internal Secondary Market Research 

  

Secondary research involving the study of information generated by your own company is "internal" research. Here we're talking 

about information that was gathered for purposes other than marketing — for example, it may have been gathered for financial or 

management purposes. (If it was gathered for strictly marketing purposes, it would be considered primary research, not 

secondary.) The most commonly available internal company information includes: 

 daily, weekly, monthly, and annual sales reports, broken down by geographical area, by product line, or even by product  

 accounting information (e.g., spending and profitability)  

 competitive information gathered by the sales force  

 

If you're in retailing or wholesaling, you have a wealth of information at your disposal if you keep detailed information about your 

sales, by product. You may be able to determine not only the types of products that sell best at various times of the year, but even 

the colors and sizes that your customers prefer. There are a number of inventory tracking software products on the market that can 

help you keep track of all this information, not only for financial and tax purposes, but for marketing purposes as well. 

_________________________________________________________________________________________________________ 

2.04 Secondary Market Research 

Definition: Market research that's already compiled and organized for you. Examples of secondary information include reports 
and studies by government agencies, trade associations or other businesses within your industry.  

Secondary research uses outside information assembled by government agencies, industry and trade associations, labor unions, 

media sources, chambers of commerce, and so on. It's usually published in pamphlets, newsletters, trade publications, magazines, 

and newspapers. Secondary sources include the following: 

Public Information Sources 

Government statistics are among the most plentiful and wide-ranging public sources. Helpful government publications include the 

following. 

The State and Metropolitan Area Data Book provides a wide variety of statistical information on states and metropolitan areas in 

the United States. Published by the U.S. Census Bureau, it's available online for $31 through the U.S. Government Printing Office 

and at larger libraries. 

The Statistical Abstract of the United States provides tables and graphs of statistics on the social, political and economic conditions 

in the United States. Published by the Census Bureau, it's available online for $48 through the U.S. Government Printing Office and 

at larger libraries. 

The U.S. Census Bureau website also contains valuable information relevant to marketing. The Bureau's business publications 

cover many topics and trades--such as sales volume at furniture stores and payrolls for toy wholesalers--and are useful for small 

businesses as well as large corporations in retail, wholesale trade, and service industries. Also available are census maps, reports on 

company statistics regarding different ethnic groups, and reports on county business patterns. 

Almost every county government publishes population density and distribution figures in accessible census tracts. These show the 

number of people living in specific areas, such as precincts, water districts or even ten-block neighborhoods. Some counties publish 

reports that show the population ten years ago, five years ago, and currently, thus indicating population trends. 

Other public information resources include local chambers of commerce and their business development departments, which 

encourage new businesses to locate in their communities. They will supply you (usually for free) information on population trends, 

community income characteristics, payrolls, industrial development and so on. 
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