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W H Y  M A R K E T  R E S E A R C H

I S  S O  D A M N  I M P O R T A N T

As ide  f r om  ga in ing  a

be t te r  unde r s tand ing  o f

the  i ndus t r y  and

env i ronment  you ’ r e

en te r ing ,  the re  i s  anothe r

rea son  why  a  s t a r tup

founde r  shou ld  engage  i n

marke t  r e sea rch :

i m p r e s s i n g  i n v e s t o r s .
 

Marke t  r e sea rch  f o r  a

s ta r tup ,  i f  done  wi th

qua l i t y ,  impres se s

inves to r s  f o r  two  main

reasons .  

 

 

Second l y ,  good  marke t  r e sea rch

i s  compe l l i ng  to  i n ve s to r s

because  i t  makes  the i r  j ob

eas i e r .  By  l aw ,  i n ve s to r s  work ing

w i th  othe r  peop le ’ s  money

( i n ve s tment  f unds )  a re  r equ i r ed

to  conduc t  a  tho rough  due

d i l i gence  proces s .  They  have  to

be  su re  eve r y th ing  you  say  i n

you r  p i t ch  and  bus ines s  p lan  i s

ac tua l l y  t rue .  I f  you  conduc t

th i s  r e sea rch  on  the i r  beha l f  i t

s a ve s  then  a  l o t  o f  t ime  and

e f fo r t -  which ,  as  one  wou ld

expec t ,  makes  them  ve r y  happy .

F i r s t l y ,  i t  shows  the  i n i t i a t i ve  o f

the  f ounde r  and  conv inced  the

inves to r  tha t  the  ent rep reneu r  i s

commi t ted  to  the  succes s  o f  the

s ta r tup .  When  you ’ r e  ab le  to  s t a te

c l ea r l y  who  you r  compet i to r s  a re

and  why  you ’ r e  d i f f e ren t  f r om  the

marke t  you  ga in  r e spec t  f r om

anyone  l ook ing  to  f und  you .

 



Eve r yone  l o ve s  peop le  watch ing

but  th i s  i s  peop le  watch ing  wi th  a

purpose .  You ' r e  l ook ing  f o r  t r ends

tha t  a re  spec i f i c  to  you r  s t a r tup .  

 

The re  a re  many  ca tego r i e s  you

can  break  you r  r e sea rch  down

in to  but  these  a re  the  main  ones

w i th  some  sample  ques t i ons  to

ge t  you  s t a r ted :

"NO  MATTER  WHAT  YOU 'RE

SELL ING ,  YOU 'RE  SELL ING  I T

TO  PEOPLE .  WATCH  THEM . "

M A R K E T

R E S E A R C H

F O R  

S T A R T U P S   

E X E R C I S E  # 1 :  
P E O P L E  W A T C H I N G

DEMOGRAPHICS

What  age  r ange  a re  you r  t a rge t  use r s ?

What  gende r  a re  you r  t a rge t  use r s ?

How  much  money  wou ld  you  gues s  you r  t a rge t  use r s  make ?

Where  do  you r  t a rge t  use r s  work ?  Where  do  they  hang  out ?

BEHAVIORS

Which  soc i a l  network s  do  you r  t a rge t  cus tomer s  use  da i l y ?

How  o f ten  do  you r  cus tomer s  go  shopp ing  and  where ?

What  do  you r  t a rge t  use r s  l i ke  to  do  on  the  weekends ?

F i r s t ,  i d e n t i f y  y o u r  a s s u m p t i o n s :



M A R K E T

R E S E A R C H

F O R  

S T A R T U P S   

E X E R C I S E  # 1 :  
P E O P L E  W A T C H I N G

DEMOGRAPHICS

Watch  peop le  i n  the   a g e  a n d  g e n d e r  r a n g e  you  desc r ibed  as

be ing  i n  you r  t a rge t  marke t  Th i s  i s  where  you ' l l  e i the r  con f i rm

or  d i sp rove  you r  as sumpt ions .

 

S o c i o - e c o n o m i c  s t a t u s  
( U n d e r s t a n d i n g  h o w  t h e y  s p e n d  t h e i r  m o n e y )
 
What  k ind  o f  phone  do  they  have ?

 

What  a re  they  wear ing ?

 

Where  a re  they ?  ( I n  a n  e x p e n s i v e  c o f f e e  s h o p ?  O n  a  b u s . . . ? )
 

Do  they  use  a  l ap top  o r  the i r  smar t  phone ?

 

Which  soc i a l  network s  do  you r

ta rge t  cus tomer s  use  da i l y ?

 

Where  does  you r  t a rge t  cus tomer

ge t  the i r  news ?

 

What  do  you r  t a rge t  use r s  l i ke  to  do

on  the  weekends ?

N e x t ,  i t ' s  t i m e  t o  w a t c h  t h e  m a r k e t .  

BEHAVIORS



R E S E A R CH  I S

C R E A T I N G  N EW

KNOW L EDG E . ”
N E I L  A R M S T R O N G

 

Age

D i sc re t i ona r y  I ncome

Employment  Sta tus  &  Occupat ion

Loca t i on  o f  home

Loca t i on  o f  work

Commute r ?

What  a re  the i r  hobb ie s ?

Where  do  they  spend  t ime  on l ine ?

Where  do  they  shop ?

How  do  they  l ea rn  new  i n fo rmat ion ?

Who  do  they  spend  the  most  t ime  wi th  per  day ?
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KEYWORD TOOLS

Exercise #2:

Online Tools

W W W . Q U A N T I F I E D . C O A C H
SOCIAL MEDIA

There are tons of free
resources like this guide

on the Quantified
Coaching website. 

WWW.QUANTIFIED.COACH

DID YOU KNOW?

g o o g l e t r e n d s . c o m

u b e r s u g g e s t . c o m

Learn what people all over the world are searching
for and see how topics have trended over time.

Type in your competitors url and see which pages on
their website get the most traffic. 

Instagram
Think of a hashtag that relates to your
business and search for it on Instagram.
Look at the profiles of the top people that
come up. Notice what they're wearing, where
they take photos, and what they share.

twitter
Take the same hashtag that you used on
Instagram and search it on Twitter. Now, see
what people are saying about the concept.
What questions are coming up? Is the
audience mostly male or female? What age
range are most of the people posting?

Youtube
Once again, use that same hashtag and
search for it on YouTube. What kind of
videos come up? Are they educational or
entertaining? What demographic is the
Youtuber in? What do the comments say?

WWW.BLOG.QUANTIFIED.COACH



EXERCISE #3:
COMPETITION 

RESEARCH 
US ING  CRUNCHBASE .COM

The free version is more than enough.

This is the source that many investors use to make market judgements.

 "Over 55 million professionals—including

entrepreneurs, investors, market researchers,

and salespeople—trust Crunchbase to inform

their business decisions.""

MARKET RESEARCH GUIDE WWW.QUANTIFIED.COACH

According to Crunchbase:
"Crunchbase is where you can find up

to date industry information and

learn about the biggest players in

every market."

According to QC:

What To Do
Search for companies, people, or

keywords at the top of the home page.

 

It will return a list of companies that you

can filter by various metrics such as

funding amount or market share.

 

These are the top competitors in the field.  

Take time to learn about at least the top

five and look at the similarities between

them. Look at things like colors/ branding/

copy writing tone. 

 

Now, note the inconsistencies between

them. How do they stand out from each

other? 

 

It's up to you to figure out how to

differentiate your startup from these 5.



“The goal is to

transform data into

information, and

information into

insight.” 
-   C A R L Y  F I O R I N A

r e m e m b e r ,  t h e r e  a r e  a lway s  n ew  i n s i g h t s  t o  b e

f o u n d .  Y o u  j u s t  h a v e  t o  k e e p  l o o k i n g .

For more awesome free resources like courses on how to develop
your startup strategy and articles written exclusively for
entrepreneurs, check out www.quantified.coach

I hope you found this guide helpful in your market research journey.


