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Secondary	market	research	involves	utilizing	preexisting	data	and	insights	gathered	from	various	sources	in	the	past.	Unlike	primary	research,	which	gathers	new	and	original	data	through	surveys	or	experiments,	secondary	research	relies	on	already	available	information.	The	data	used	in	this	type	of	research	can	include	reports,	studies,	and
statistics	from	government	agencies,	industry	associations,	and	academic	institutions.	Its	a	cost-effective	and	time-efficient	way	for	businesses	to	get	valuable	background	information,	trends,	and	benchmarks,	helping	them	make	strategic	decisions	and	complementing	their	primary	research	efforts.	But	why	is	it	so	important,	exactly?	Lets	take	a	look
and	find	out.	How	primary	and	secondary	research	differ	from	each	other.	Source.	As	mentioned,	secondary	market	research	(also	known	as	desk	research)	involves	gathering	existing	data	sources	and	analyzing	it	for	various	purposes.	So,	if,	for	instance,	a	cybersecurity	company	wants	to	launch	a	new	product,	data	about	the	impact	and	frequency	of
Facebook	identity	theft	should	be	a	good	foundation	for	trustworthiness	and	market	knowledge.	It	contrasts	with	primary	market	research,	where	data	is	collected	firsthand	through	surveys,	interviews,	or	experiments	specifically	designed	for	a	particular	research	question.	Instead,	secondary	research	leverages	pre-existing	information,	making	it	a
more	cost-effective	and	time-efficient	method	than	primary	research.	For	instance,	primary	methods	such	as	market	surveys	can	range	from	$15,000	to	$50,000,	while	focus	groups	can	cost	between	$4,000	and	$6,000	per	session.	You	can	classify	the	data	used	in	secondary	market	research	into	two	main	categories:	internal	and	external.	Internal
data	comes	from	within	an	organization	and	includes	sales	records,	customer	databases,	financial	reports,	and	previous	market	research	studies	conducted	by	the	company.	This	data	type	is	readily	accessible	and	specific	to	the	organization,	making	it	highly	relevant	for	internal	analysis.	External	data	is	obtained	from	sources	outside	the	organization,
such	as	government	reports,	industry	publications,	academic	papers,	and	data	from	trade	associations.	Using	internal	and	external	secondary	data	can	help	provide	a	more	complete	market	overview.	For	instance,	a	company	might	use	government	reports	to	understand	broader	economic	conditions,	industry	publications	to	gauge	market	trends,	and
internal	sales	data	to	analyze	its	performance.	Companies	that	actively	manage	their	market	research	efforts	tend	to	do	better	than	those	that	dont.	A	recent	study	revealed	that	industry-leading	companies	attract	up	to	eight	times	more	visitors	than	their	fast-following	counterparts.	Thus,	its	no	wonder	that	global	market	search	revenue	has
skyrocketed	by	a	whopping	359%	since	2009.	Secondary	market	research	offers	several	significant	benefits,	making	it	a	valuable	tool	for	businesses	looking	to	gain	insights	without	the	hefty	investment	associated	with	primary	research.	One	of	the	most	prominent	advantages	of	secondary	market	research	is	that	its	very	cost-effective.	Since	secondary
research	utilizes	existing	data,	companies	can	avoid	the	high	costs	of	designing,	distributing,	and	analyzing	surveys	or	conducting	focus	groups.	Likewise,	secondary	market	research	can	also	help	when	starting	a	business,	as	it	gives	entrepreneurs	more	information	on	the	target	audience.	It	is	particularly	beneficial	for	small	businesses	or	startups
with	limited	budgets.	By	leveraging	existing	resources,	businesses	can	access	valuable	insights	at	a	fraction	of	the	cost	associated	with	primary	research.	Time	efficiency	is	another	major	benefit	since	collecting	primary	data	can	be	lengthy,	often	taking	weeks	or	even	months	to	gather	responses	and	analyze	results.	In	contrast,	secondary	data	is
typically	readily	accessible	and	can	be	easily	gathered	and	analyzed.	It	allows	businesses	to	make	informed	decisions	faster,	which	is	essential	in	dynamic	markets	where	timely	action	can	be	a	competitive	advantage.	Source	Access	to	extensive	data	is	another	significant	benefit	of	secondary	market	research.	Secondary	sources	often	provide	a	wealth
of	information	that	would	be	difficult,	if	possible,	to	collect	through	primary	methods	alone.	For	example,	government	reports,	industry	publications,	academic	studies,	and	databases	offer	comprehensive	analytical	data	covering	many	different	aspects	of	the	market.	Their	extensive	data	pool	can	help	businesses	understand	broader	market	conditions,
consumer	behavior	patterns,	and	even	emerging	industry	trends.	Secondary	market	research	also	helps	businesses	benchmark	and	analyze	trends	far	more	effectively.	Through	a	thorough	data	analysis	compiled	from	diverse	sources,	companies	can	discern	emerging	trends	and	objectively	evaluate	their	performance	relative	to	current	industry
benchmarks.	For	example,	industry	reports	can	provide	valuable	insights	into	changing	consumer	preferences	and	the	emergence	of	new	market	segments.	While	secondary	market	research	offers	numerous	benefits,	it	also	comes	with	certain	limitations	and	challenges	that	businesses	must	consider.	A	prominent	challenge	in	secondary	research	is
the	potential	for	having	outdated	or	irrelevant	data.	This	arises	because	secondary	research	relies	on	information	gathered	from	other	sources,	and	the	timeliness	and	relevance	of	this	data	may	vary.	Another	limitation	is	the	lack	of	specificity	to	the	companys	unique	needs.	Secondary	data	is	often	collected	for	broad	purposes	and	may	not	address	the
specific	questions	or	issues	a	company	is	facing,	especially	when	it	comes	to	niche	market	segments.	Possible	biases	in	the	data	sources	present	another	challenge.	Data	collected	and	published	by	various	organizations	can	reflect	the	biases	of	those	organizations,	whether	intentional	or	unintentional.	For	example,	industry	reports	produced	by	market
leaders	might	emphasize	data	that	portrays	their	products	or	services	more	favorablysimilarly,	government	data	might	be	influenced	by	political	agendas.	In	fact,	an	ideal	example	of	a	scenario	where	secondary	research	might	fall	short	is	when	launching	a	new	product	in	an	emerging	market.	For	instance,	a	technology	company	may	want	to
introduce	a	new	wearable	device	targeting	senior	citizens	in	a	developing	country.	In	this	scenario,	secondary	data	might	be	scarce,	outdated,	or	not	fully	relevant,	as	existing	reports	might	not	cover	this	demographic	or	market	conditions.	Because	of	this,	you	would	need	to	engage	in	primary	research	to	gather	up-to-date,	targeted	information	about
consumer	preferences,	local	market	dynamics,	and	potential	barriers	to	entry.	The	basic	steps	of	conducting	secondary	market	research.	Source.	Effective	market	research	involves	the	right	secondary	research	methods,	from	setting	clear	objectives	to	using	the	right	tools	and	resources	to	help	you.	Heres	a	comprehensive	guide	that	will	walk	you
through	the	process	step-by-step	to	help	you	conduct	secondary	market	research.	To	perform	secondary	market	research,	the	first	step	is	to	define	your	research	objectives	as	clearly	as	possible.	Understanding	what	you	want	to	achieve	helps	focus	your	efforts	and	ensures	that	the	information	you	gather	is	relevant.	Your	objectives	might	include
understanding	market	trends,	analyzing	competitor	strategies,	assessing	customer	needs,	or	identifying	new	market	opportunities.	Clear	objectives	can	serve	as	a	roadmap	or	blueprint	that	guides	you	in	selecting	the	right	sources	and	data	for	your	research.	Once	your	objectives	are	set,	the	next	step	is	to	find	credible	secondary	data	sources	to	use
in	your	efforts.	Begin	by	identifying	potential	sources	such	as	reports	from	government	agencies,	industry-specific	materials,	academic	papers,	and	research	databases.	Its	important	for	you	to	carefully	evaluate	the	credibility	of	these	sources	by	considering	the	publishers	reputation,	the	date	of	publication,	and	the	methodology	used	to	collect	the
data.	Using	credible	sources	provides	reliable	information,	which	helps	guarantee	your	research	findings	overall	accuracy	and	validity.	Once	the	data	has	been	gathered,	you	need	to	know	how	youll	annotate	it	in	advance;	otherwise,	youll	have	trouble	utilizing	it	later.	Once	youve	annotated	your	data,	you	want	to	categorize	it	based	on	themes	or
topics	relevant	to	your	research	objectives.	You	should	use	spreadsheets	or	databases	to	annotate	and	track	your	data,	which	will	make	it	easier	to	identify	patterns	and	trends	as	they	emerge.	Consider	combining	secondary	and	primary	research	to	get	the	most	value	out	of	your	research.	While	secondary	research	offers	a	comprehensive	market
overview,	primary	research	is	a	valuable	complement	that	bridges	the	gaps	by	providing	granular	and	customized	insights.	For	example,	you	might	use	secondary	data	to	identify	general	market	trends	and	then	conduct	surveys	or	interviews	to	gather	detailed	insights	from	your	specific	target	audience.	A	great	way	for	you	to	passively	collect	data	to
identify	these	trends	and	insights	is	through	social	monitoring	software	like	Mention.	Integrating	these	different	methods	can	help	you	dig	deeper	into	your	research	and	explore	a	broader	range	of	perspectives,	ultimately	leading	to	a	more	comprehensive	understanding	of	your	findings.	Resources	like	Google	Scholar	prove	to	be	invaluable	when	it
comes	to	conducting	secondary	research.	There	are	several	tools	and	resources	out	there	that	can	aid	you	when	it	comes	to	conducting	secondary	market	research.	Online	databases	such	as	Statista,	MarketResearch.com,	and	IBISWorld	offer	comprehensive	market	reports	and	statistics.	Physical	and	digital	libraries	can	provide	you	with	access	to	a
wealth	of	academic	journals,	books,	and	industry	reports.	Government	websites	like	the	U.S.	Census	Bureau	and	Bureau	of	Labor	Statistics	offer	valuable	demographic	and	economic	data	for	your	efforts.	Lastly,	platforms	like	Google	Scholar	can	also	provide	consolidated	access	to	academic	research	papers.	At	the	same	time,	additional	sources	like
news	websites	and	trade	journals	can	offer	data	such	as	current	industry	insights.	First,	its	important	to	follow	several	best	practices	to	maximize	the	benefits	of	secondary	market	research.	Following	these	practices	helps	guarantee	your	findings	overall	credibility,	relevance,	and	comprehensiveness.	Source	The	accuracy	of	your	secondary	research
hinges	upon	the	trustworthiness	of	the	sources	youve	utilized.	When	assessing	information,	its	important	for	you	to	carefully	scrutinize	the	sources	reputation,	the	methodology	employed	for	data	collection,	and	the	publication	date.	Doing	so	helps	guarantee	that	youre	relying	on	credible	and	up-to-date	information.	You	should	prefer	sources	like	peer-
reviewed	academic	journals,	government	publications,	and	reports	from	reputable	industry	associations.	In	addition,	make	sure	that	you	cross-check	data	from	multiple	credible	sources	to	help	further	verify	its	accuracy.	To	stay	competitive	in	rapidly	shifting	markets	and	industries,	you	want	to	ensure	that	your	secondary	research	data	is	current.	To
this	end,	try	to	review	and	update	your	data	regularly	to	reflect	the	latest	trends,	technological	advancements,	and	any	ongoing	market	shifts.	Regularly	revisit	your	research	sources	and	incorporate	new	findings	into	your	analysis	to	maintain	relevance.	Relying	on	a	single	source	can	limit	the	scope	of	the	insights	that	youre	trying	to	get	from	your
research.	For	a	thorough	market	analysis,	you	need	to	utilize	multiple	sources	of	info.	You	can	also	leverage	tools	and	software	to	get	even	greater	insights.	Mentions	social	listening	tool	proves	particularly	useful	in	this	regard,	providing	data	for	insightful	analytics	at	scale.	Adopting	this	multi-source	approach	helps	cross-validate	information	and
provides	a	more	nuanced	view	of	the	market.	You	can	avoid	the	more	common	research	pitfalls	by	being	aware	of	potential	biases	in	your	sources	and	data.	Try	to	be	critical	of	sources	that	might	have	an	agenda,	shady	ownership	backing	them,	or	that	present	data	in	a	skewed	manner.	You	also	want	to	ensure	that	the	data	you	use	is	relevant	to	your
research	objectives.	Avoid	the	temptation	to	use	outdated	data	and	always	prioritize	information	that	directly	aligns	with	your	research	goals.	As	you	can	see,	secondary	market	research	is	an	essential	tool	for	businesses	that	want	to	gain	valuable	insights	without	the	high	costs	and	time	commitments	of	primary	research.	The	value	of	secondary
market	research	lies	in	its	cost-effectiveness,	time	efficiency,	and	access	to	extensive	data.	It	allows	businesses	to	benchmark	and	analyze	trends	so	that	your	organization	can	make	informed	and	strategic	decisions	about	how	to	proceed.	Despite	its	limitations,	such	as	potential	data	biases	and	lack	of	specificity,	secondary	research	remains	an
indispensable	component	of	any	well-rounded	market	research	strategy.	With	markets	continuing	to	evolve	even	further,	effectively	utilizing	secondary	data	will	remain	a	key	differentiator	for	successful	businessesand	if	youre	looking	to	monitor	what	people	are	saying	about	your	brand	or	your	competitors,	get	a	demo	or	start	a	14-day	free	trial	of
Mention	today.	Market	research	is	crucial	for	all	businesses.	You	must	understand	your	market	at	every	stage,	starting	with	your	business	plan.	Market	research	is	an	ongoing	process	as	business	and	consumer	preferences,	needs,	and	wants	are	constantly	changing.	In	this	article,	we'll	examine	secondary	market	research,	why	it's	important,	and	how
to	get	the	most	out	of	it.There	are	two	main	types	of	market	research:	primary	and	secondary.Save	time,	highlight	crucial	insights,	and	drive	strategic	decision-makingUse	templatePrimary	research	is	research	that	is	collected	first-hand.	Methods	of	obtaining	primary	market	research	include	the	following:Interviews:	Phone,	online,	or	in-person
interviewsFocus	groups:	Small	groups	that	informally	discuss	an	issuePolls	and	surveys:	Commonly	sent	to	customers	via	email	or	social	media	sitesObservation:	For	example,	observing	how	shoppers,	drivers,	children,	or	any	other	group	of	people	behave	in	a	certain	situationOne	of	the	main	benefits	of	primary	market	research	is	that	it's	specific	to
the	business	or	organization	that	collects	it.	For	example,	if	you	poll	your	customers,	you	get	feedback	from	people	who	have	bought	your	products.	The	downside	of	primary	research	is	that	it	can	be	expensive	and	time-consuming	to	collect.Secondary	research	is	research	you	obtain	from	another	source	rather	than	collecting	it	yourself.	This	is
research	that	may	be	found	online	or	in	print.	It	may	have	been	collected	by	businesses,	governments,	nonprofit	organizations,	or	other	sources.What	are	the	main	sources	of	secondary	market	research?Common	sources	of	secondary	market	research	include	the	following:Published	dataDemographic	data	published	online,	such	as	on	sites	such	as
Statista	and	McKinsey,	government	sites	such	as	the	Census	Bureau	and	the	Bureau	of	Labor	&	Statistics,	universities,	and	other	sources.	Publications	such	as	magazines	and	academic	and	trade	journals	also	publish	valuable	data.Unsolicited	customer	feedbackThis	includes	emails,	social	media	posts,	and	reviews	published	on	third-party	sites	such
as	Yelp,	Facebook,	Google,	and	elsewhere.Previously	collected	dataStudies,	focus	groups,	and	other	data	collected	in	the	past	become	secondary	when	you	revisit	it	later.Competitive	researchFinding	publicly	available	data	on	your	competitors.	For	example,	using	a	tool	like	Ahrefs	or	Semrush	to	get	website	SEO	information.Secondary	market
research	supplements	or	complements	primary	research.	It's	also	a	viable	alternative	when	you	don't	have	the	time	or	resources	to	do	primary	research.There	are	obvious	advantages	to	doing	primary	market	research.	It's	the	most	relevant	and	timely	research	you	can	do.	However,	there	are	also	some	compelling	reasons	to	perform	secondary	market
research.	This	type	of	research	can	be	particularly	useful	for	startups	and	newer	organizations.A	startup	or	new	business	doesn't	have	a	large	pool	of	customers	to	draw	from.	While	they	can	do	other	types	of	primary	research,	such	as	focus	groups,	theyre	limited	when	it	comes	to	methods	requiring	feedback	from	customers	or	members.	In	this	case,
looking	at	existing	data	from	competitors	or	more	general	demographic	data	can	fill	the	gap.Primary	and	secondary	research	arent	mutually	exclusive	as	both	have	value.	Secondary	research	can	back	up	your	primary	research.	It	can	allow	you	to	see	if	your	competitors'	research	or	data	is	similar.For	example,	suppose	a	company	that	creates	fitness-
related	products	and	services	wants	to	launch	an	app	that	helps	people	plan	healthier	meals.	It	would	be	helpful	to	conduct	primary	research,	such	as	a	focus	group	or	user	testing	of	a	beta	version.	However,	it	could	also	help	to	study	any	existing	research	about	competitor	apps,	such	as	the	demographics	of	customers,	most	popular	features,	and	how
many	customers	upgrade	from	the	free	to	the	paid	version.Primary	research	can	give	you	crucial	feedback	on	how	users	react	to	your	app.	However,	secondary	research	backs	this	up	by	giving	you	general	data	on	your	market	and	KPIs	that	you	can	benchmark	from.Ideally,	you	should	undertake	secondary	market	research	before	primary	research.	It
provides	an	overview	of	a	target	audience,	demand	for	products,	the	competition,	and	the	typical	price	points	for	similar	products	and	services.Let's	look	at	some	guidelines	for	performing	secondary	market	research.Internal	resources:	analyzing	data	you	already	possessEvery	company	or	organization	has	data	thats	gathered	as	a	byproduct	of	daily
transactions	or	interactions.	This	includes	feedback	sent	to	you	by	customers	or	published	on	social	media	or	review	sites.An	example	of	a	simple	but	important	business	metric	is	the	return	rates	for	products	and	services.	Other	data	includes	customer	churn,	comparing	the	popularity	of	different	versions	of	a	product,	and	tracking	sales	during
different	seasons.	These	are	all	metrics	that	most	companies	routinely	collect.Companies	can	also	look	at	data	regarding	their	employees	and	the	hiring	process.	Metrics	such	as	employee	turnover	and	the	effectiveness	of	training	programs	can	help	to	inform	future	policies.Qualitative	vs	quantitative	researchSecondary	research,	like	primary
research,	may	include	both	quantitative	and	qualitative	data.	Metrics,	such	as	sales	figures	and	return	rates,	are	quantitative.	Qualitative	feedback	is	equally	worth	studying.	Examples	of	qualitative	data	include	customer	service	calls	and	emails.Listening	to	or	reading	the	words	used	by	customers	can	provide	insights	into	sentiments	about	your
product	and	business.	Factors	such	as	tone	of	voice,	emotions,	and	body	language	(e.g.,	in	a	video	review)	provide	qualitative	information.External	resourcesYou	can	also	access	resources	that	are	outside	your	organization.	In	addition	to	publicly	released	data,	either	online	or	in	print,	you	can	work	with	market	research	companies	that	specialize	in
market	research	data.In	addition	to	offering	free	resources,	companies	such	as	Statista	offer	more	comprehensive	data	with	paid	accounts.	Another	useful	resource	is	Green	Book's	list	of	theTop	Full-Service	Marketing	Research	Companies.Social	listeningSocial	media	provides	a	rich	and	cost-free	way	to	conduct	market	research.	Studying	social
media	posts,	stories,	groups,	and	pages	is	especially	useful	for	gathering	qualitative	insights.	You	can	research	social	media	content	for	competitors	and	companies	that	are	similar	or	adjacent	to	your	own.The	following	are	the	steps	for	conducting	secondary	research.1.	Identify	and	define	the	research	topicTo	collect	the	data	you	need,	you	must	first
identify	the	topic	and	reason	you	want	this	data.	Ask	yourself	several	questions:What	is	your	primary	goal?For	example,	a	store	or	restaurant	may	be	considering	opening	a	second	location	in	another	city.	They	would	do	market	research	to	determine	whether	there's	sufficient	demand	for	such	a	business	in	the	proposed	location.Who	are	your
customers?A	company	releasing	a	game	might	decide	that	their	typical	consumer	is	between	the	ages	of	16	and	22.	Identifying	a	buyer	persona	is	a	good	starting	point.	A	buyer	persona	identifies	typical	customer	traits	such	as	gender,	age,	location,	profession,	education,	and	other	factors.Who	are	your	main	competitors?Studying	the	competition	is
always	a	critical	factor	in	market	research.2.	Find	research	and	existing	data	sourcesFor	secondary	research,	you	need	to	locate	existing	sources	of	data.	You	can	search	both	internally	and	externally	for	research	that	matches	your	needs.	Be	open	to	researching	any	of	the	relevant	sources,	such	as	those	listed	above.3.	Begin	searching	and	collecting
the	existing	dataThere	is	no	shortage	of	data	in	the	world	today.	The	challenge	is	sifting	through	what	you	need,	discarding	what	is	not	relevant,	and	placing	it	in	the	right	categories.	By	selecting	your	parameters	beforehand,	you	won't	get	distracted	by	data	that	isn't	relevant.4.	Analyze	the	dataOnce	you	have	the	data	you	need,	it's	time	to	organize
it,	put	it	into	the	appropriate	categories,	and	analyze	it.Look	for	patterns	and	long-term	trendsFor	example,	if	you're	looking	at	numbers	such	as	sales	figures	for	a	certain	brand	or	product,	look	for	trends	over	time.	An	isolated	piece	of	data	could	just	mean	a	temporary	spike	(or	drop)	in	popularity.Verify	the	validity	of	the	dataChecking	your	data	is
especially	important	with	secondary	market	research	as	you're	relying	on	data	collected	by	others.	Consider	if	the	sources	are	reliable.	Some	websites	and	publications,	for	example,	may	be	biased	or	untrustworthy.	While	social	listening	is	valuable,	it	can	be	misleading	if	you	aren't	careful	verifying	the	sources.	For	example,	reviews	can	be	fake	to
artificially	pump	a	product.	Whenever	possible,	check	data	against	other	sources.Be	cautious	of	cognitive	distortions	when	analyzing	dataResearchers	who	are	hoping	for	or	expecting	a	certain	result	may	fall	victim	to	confirmation	bias.	One	sign	of	this	is	prioritizing	data	confirming	your	biases	and	ignoring	data	contradicting	them.Here	are	a	few
examples	of	both	internal	and	external	secondary	market	research:For	this	type	of	research,	you	need	to	identify	your	target	audience	or	buyer	persona.Publications,	social	media,	journals,	and	interviews	can	provide	useful	qualitative	data	on	many	topics.	For	example,	if	youre	researching	the	shopping	habits	of	millennials,	you	could	look	at	data
published	by	Retail	Customer	Experience,	which	reveals	that	80%	of	millennial	shoppers	do	most	of	their	shopping	online,	up	from	60%	three	years	earlier.You	may	need	more	specific	data,	of	course.	Your	target	audience	may	be	older	or	younger	millennials	(or	members	of	other	generations).Measuring	the	popularity	of	a	product	or	trendAnother
type	of	external	secondary	research	involves	studying	consumer	demand	for	a	product	based	on	current	trends.Suppose	you	have	a	chain	of	restaurants	and	youre	creating	a	new	menu	item,	say	a	plant-based	burger.	As	developing	and	releasing	new	products	or	services	can	be	costly,	it	would	be	wise	to	do	market	research	first.Primary	research
might	include	taste	tests	and	polls	of	favorite	flavors	for	a	new	food	offering.	However,	you	could	learn	a	great	deal	from	secondary	research.	This	might	consist	of	trends	for	people	seeking	meatless	alternatives,	for	example.	You	could	also	research	the	competition	by	looking	at	the	popularity	and	price	points	of	similar	items	sold	by	other	restaurants
or	competitors.Marketing	Sherpa	provides	several	insightful	examples	of	both	primary	and	secondary	market	research.	One	example	of	internal	secondary	research	they	mention	is	a	virtual	event	company	that	created	printable	baby	shower	thank-you	cards.	The	company	knew	from	talking	to	customers	that	people	preferred	having	a	printable	swipe
as	opposed	to	a	virtual	image	on	a	screen.Another	example	from	Marketing	Sherpa	explains	how	Intel	organized	its	existing	databases	to	conduct	more	efficient	market	research.	Databases	were	organized	based	on	criteria	such	as	customer	segment	and	geography.	The	data	was	compiled	from	customer	interviews.	Intel	was	able	to	create	multiple
versions	of	the	database	that	different	departments	within	the	company	could	use.Easy	to	findIts	generally	much	faster	to	access	secondary	research	than	to	do	primary	research.	Whether	youre	using	internal	or	external	sources,	there	is	an	abundance	of	data	available	on	many	topics.Lower	costMuch	is	available	for	free	online.	Even	paying	to	access
secondary	data	is	usually	less	expensive	than	conducting	primary	research.Helps	you	conduct	more	insightful	primary	researchIf	you	plan	to	do	your	own	research,	doing	preliminary	secondary	research	can	help	you	save	time	and	avoid	unnecessary	work.	For	example,	if	you	discover	insufficient	demand	for	a	product	from	secondary	research,	you
won't	need	to	do	primary	research	on	it.Data	may	not	be	specific	to	your	needsBy	definition,	secondary	research	has	been	done	by	others	and	may	not	apply	directly	to	your	organization.Trends	change	quickly	in	many	industries.	If	you	access	data	from	a	few	years	ago,	it	may	no	longer	be	accurate.May	not	be	accurateWhen	others	collect	data,	it	can
be	difficult	to	gauge	its	validity.	You	must	be	careful	about	verifying	the	sources	and	methods	used	to	collect	and	analyze	the	data.Secondary	research	is	faster	and	less	expensive	to	obtain	than	primary	research.	You	can	conduct	a	great	deal	of	this	type	of	research	online.You	can	do	secondary	research	from	both	internal	and	external	sources.When
analyzing	data	from	external	sources	(e.g.,	websites,	publications,	social	media),	it's	important	to	verify	it.Secondary	market	research	is	often	best	done	when	youre	starting	out	on	your	research	journey.	It	can	guide	you	on	what	further	research	is	worth	pursuing.Primary	and	secondary	research	complement	one	another	to	give	you	a	more
comprehensive	view	of	your	market	and	target	audience.	In	situations	where	youre	not	involved	in	the	data	gathering	process	(primary	research),	you	have	to	rely	on	existing	information	and	data	to	arrive	at	specific	research	conclusions	or	outcomes.	This	approach	is	known	as	secondary	research.In	this	article,	were	going	to	explain	what	secondary
research	is,	how	it	works,	and	share	some	examples	of	it	in	practice.Free	eBook:	The	ultimate	guide	to	conducting	market	researchWhat	is	secondary	research?Secondary	research,	also	known	as	desk	research,	is	a	research	method	that	involves	compiling	existing	data	sourced	from	a	variety	of	channels.	This	includes	internal	sources	(e.g.in-house
research)	or,	more	commonly,	external	sources	(such	as	government	statistics,	organizational	bodies,	and	the	internet).Secondary	research	comes	in	several	formats,	such	as	published	datasets,	reports,	and	survey	responses,	and	can	also	be	sourced	from	websites,	libraries,	and	museums.The	information	is	usually	free	or	available	at	a	limited	access
cost	and	gathered	using	surveys,	telephone	interviews,	observation,	face-to-face	interviews,	and	more.When	using	secondary	research,	researchers	collect,	verify,	analyze	and	incorporate	it	to	help	them	confirm	research	goals	for	the	research	period.As	well	as	the	above,	it	can	be	used	to	review	previous	research	into	an	area	of	interest.	Researchers
can	look	for	patterns	across	data	spanning	several	years	and	identify	trends	or	use	it	to	verify	early	hypothesis	statements	and	establish	whether	its	worth	continuing	research	into	a	prospective	area.How	to	conduct	secondary	researchThere	are	five	key	steps	to	conducting	secondary	research	effectively	and	efficiently:1.	Identify	and	define	the
research	topicFirst,	understand	what	you	will	be	researching	and	define	the	topic	by	thinking	about	the	research	questions	you	want	to	be	answered.Ask	yourself:	What	is	the	point	of	conducting	this	research?	Then,	ask:	What	do	we	want	to	achieve?This	may	indicate	an	exploratory	reason	(why	something	happened)	or	confirm	a	hypothesis.	The
answers	may	indicate	ideas	that	need	primary	or	secondary	research	(or	a	combination)	to	investigate	them.2.	Find	research	and	existing	data	sourcesIf	secondary	research	is	needed,	think	about	where	you	might	find	the	information.	This	helps	you	narrow	down	your	secondary	sources	to	those	that	help	you	answer	your	questions.	What	keywords	do
you	need	to	use?Which	organizations	are	closely	working	on	this	topic	already?	Are	there	any	competitors	that	you	need	to	be	aware	of?Create	a	list	of	the	data	sources,	information,	and	people	that	could	help	you	with	your	work.3.	Begin	searching	and	collecting	the	existing	dataNow	that	you	have	the	list	of	data	sources,	start	accessing	the	data	and
collect	the	information	into	an	organized	system.	This	may	mean	you	start	setting	up	research	journal	accounts	or	making	telephone	calls	to	book	meetings	with	third-party	research	teams	to	verify	the	details	around	data	results.As	you	search	and	access	information,	remember	to	check	the	datas	date,	the	credibility	of	the	source,	the	relevance	of	the
material	to	your	research	topic,	and	the	methodology	used	by	the	third-party	researchers.	Start	small	and	as	you	gain	results,	investigate	further	in	the	areas	that	help	your	researchs	aims.4.	Combine	the	data	and	compare	the	resultsWhen	you	have	your	data	in	one	place,	you	need	to	understand,	filter,	order,	and	combine	it	intelligently.	Data	may
come	in	different	formats	where	some	data	could	be	unusable,	while	other	information	may	need	to	be	deleted.After	this,	you	can	start	to	look	at	different	data	sets	to	see	what	they	tell	you.	You	may	find	that	you	need	to	compare	the	same	datasets	over	different	periods	for	changes	over	time	or	compare	different	datasets	to	notice	overlaps	or	trends.
Ask	yourself:	What	does	this	data	mean	to	my	research?	Does	it	help	or	hinder	my	research?5.	Analyze	your	data	and	explore	furtherIn	this	last	stage	of	the	process,	look	at	the	information	you	have	and	ask	yourself	if	this	answers	your	original	questions	for	your	research.	Are	there	any	gaps?	Do	you	understand	the	information	youve	found?	If	you
feel	there	is	more	to	cover,	repeat	the	steps	and	delve	deeper	into	the	topic	so	that	you	can	get	all	the	information	you	need.If	secondary	research	cant	provide	these	answers,	consider	supplementing	your	results	with	data	gained	from	primary	research.	As	you	explore	further,	add	to	your	knowledge	and	update	your	findings.	This	will	help	you
present	clear,	credible	information.Primary	vs	secondary	researchUnlike	secondary	research,	primary	research	involves	creating	data	first-hand	by	directly	working	with	interviewees,	target	users,	or	a	target	market.	Primary	research	focuses	on	the	method	for	carrying	out	research,	asking	questions,	and	collecting	data	using	approaches	such
as:Interviews	(panel,	face-to-face	or	over	the	phone)Questionnaires	or	surveysFocus	groupsUsing	these	methods,	researchers	can	get	in-depth,	targeted	responses	to	questions,	making	results	more	accurate	and	specific	to	their	research	goals.	However,	it	does	take	time	to	do	and	administer.Unlike	primary	research,	secondary	research	uses	existing
data,	which	also	includes	published	results	from	primary	research.	Researchers	summarize	the	existing	research	and	use	the	results	to	support	their	research	goals.Both	primary	and	secondary	research	have	their	places.	Primary	research	can	support	the	findings	found	through	secondary	research	(and	fill	knowledge	gaps),	while	secondary	research
can	be	a	starting	point	for	further	primary	research.	Because	of	this,	these	research	methods	are	often	combined	for	optimal	research	results	that	are	accurate	at	both	the	micro	and	macro	level.Primary	ResearchSecondary	ResearchFirst-hand	research	to	collect	data.	May	require	a	lot	of	timeThe	research	collects	existing,	published	data.	May	require
a	little	timeCreates	raw	data	that	the	researcher	ownsThe	researcher	has	no	control	over	data	method	or	ownershipRelevant	to	the	goals	of	the	researchMay	not	be	relevant	to	the	goals	of	the	researchThe	researcher	conducts	research.	May	be	subject	to	researcher	biasThe	researcher	collects	results.	No	information	on	what	researcher	bias
existsSources	of	secondary	researchCan	be	expensive	to	carry	outMore	affordable	due	to	access	to	free	dataSources	of	Secondary	ResearchThere	are	two	types	of	secondary	research	sources:	internal	and	external.	Internal	data	refers	to	in-house	data	that	can	be	gathered	from	the	researchers	organization.	External	data	refers	to	data	published
outside	of	and	not	owned	by	the	researchers	organization.Internal	dataInternal	data	is	a	good	first	port	of	call	for	insights	and	knowledge,	as	you	may	already	have	relevant	information	stored	in	your	systems.	Because	you	own	this	information	and	it	wont	be	available	to	other	researchers	it	can	give	you	a	competitive	edge.	Examples	of	internal	data
include:Database	information	on	sales	history	and	business	goal	conversionsInformation	from	website	applications	and	mobile	site	dataCustomer-generated	data	on	product	and	service	efficiency	and	usePrevious	research	results	or	supplemental	research	areasPrevious	campaign	resultsExternal	dataExternal	data	is	useful	when	you:	1)	need
information	on	a	new	topic,	2)	want	to	fill	in	gaps	in	your	knowledge,	or	3)	want	data	that	breaks	down	a	population	or	market	for	trend	and	pattern	analysis.	Examples	of	external	data	include:Government,	non-government	agencies,	and	trade	body	statisticsCompany	reports	and	researchCompetitor	researchPublic	library	collectionsTextbooks	and
research	journalsMedia	stories	in	newspapersOnline	journals	and	research	sitesFree	eBook:	The	ultimate	guide	to	conducting	market	researchThree	examples	of	secondary	research	methods	in	actionHow	and	why	might	you	conduct	secondary	research?	Lets	look	at	a	few	examples:1.	Collecting	factual	information	from	the	internet	on	a	specific	topic
or	marketThere	are	plenty	of	sites	that	hold	data	for	people	to	view	and	use	in	their	research.	For	example,	Google	Scholar,	ResearchGate,	or	Wiley	Online	Library	all	provide	previous	research	on	a	particular	topic.	Researchers	can	create	free	accounts	and	use	the	search	facilities	to	look	into	a	topic	by	keyword,	before	following	the	instructions	to
download	or	export	results	for	further	analysis.This	can	be	useful	for	exploring	a	new	market	that	your	organization	wants	to	consider	entering.	For	instance,	by	viewing	the	U.S	Census	Bureau	demographic	data	for	that	area,	you	can	see	what	the	demographics	of	your	target	audience	are,	and	create	compelling	marketing	campaigns	accordingly.2.
Finding	out	the	views	of	your	target	audience	on	a	particular	topicIf	youre	interested	in	seeing	the	historical	views	on	a	particular	topic,	for	example,	attitudes	to	womens	rights	in	the	US,	you	can	turn	to	secondary	sources.Textbooks,	news	articles,	reviews,	and	journal	entries	can	all	provide	qualitative	reports	and	interviews	covering	how	people
discussed	womens	rights.	There	may	be	multimedia	elements	like	video	or	documented	posters	of	propaganda	showing	biased	language	usage.By	gathering	this	information,	synthesizing	it,	and	evaluating	the	language,	who	created	it	and	when	it	was	shared,	you	can	create	a	timeline	of	how	a	topic	was	discussed	over	time.3.	When	you	want	to	know
the	latest	thinking	on	a	topicEducational	institutions,	such	as	schools	and	colleges,	create	a	lot	of	research-based	reports	on	younger	audiences	or	their	academic	specialisms.	Dissertations	from	students	also	can	be	submitted	to	research	journals,	making	these	places	useful	places	to	see	the	latest	insights	from	a	new	generation	of
academics.Information	can	be	requested	and	sometimes	academic	institutions	may	want	to	collaborate	and	conduct	research	on	your	behalf.	This	can	provide	key	primary	data	in	areas	that	you	want	to	research,	as	well	as	secondary	data	sources	for	your	research.Advantages	of	secondary	researchThere	are	several	benefits	of	using	secondary
research,	which	weve	outlined	below:Easily	and	readily	available	data	There	is	an	abundance	of	readily	accessible	data	sources	that	have	been	pre-collected	for	use,	in	person	at	local	libraries	and	online	using	the	internet.	This	data	is	usually	sorted	by	filters	or	can	be	exported	into	spreadsheet	format,	meaning	that	little	technical	expertise	is	needed
to	access	and	use	the	data.Faster	research	speeds	Since	the	data	is	already	published	and	in	the	public	arena,	you	dont	need	to	collect	this	information	through	primary	research.	This	can	make	the	research	easier	to	do	and	faster,	as	you	can	get	started	with	the	data	quickly.Low	financial	and	time	costs	Most	secondary	data	sources	can	be	accessed
for	free	or	at	a	small	cost	to	the	researcher,	so	the	overall	research	costs	are	kept	low.	In	addition,	by	saving	on	preliminary	research,	the	time	costs	for	the	researcher	are	kept	down	as	well.Secondary	data	can	drive	additional	research	actions	The	insights	gained	can	support	future	research	activities	(like	conducting	a	follow-up	survey	or	specifying
future	detailed	research	topics)	or	help	add	value	to	these	activities.Secondary	data	can	be	useful	pre-research	insights	Secondary	source	data	can	provide	pre-research	insights	and	information	on	effects	that	can	help	resolve	whether	research	should	be	conducted.	It	can	also	help	highlight	knowledge	gaps,	so	subsequent	research	can	consider
this.Ability	to	scale	up	results	Secondary	sources	can	include	large	datasets	(like	Census	data	results	across	several	states)	so	research	results	can	be	scaled	up	quickly	using	large	secondary	data	sources.Disadvantages	of	secondary	researchThe	disadvantages	of	secondary	research	are	worth	considering	in	advance	of	conducting	research:Secondary
research	data	can	be	out	of	date	Secondary	sources	can	be	updated	regularly,	but	if	youre	exploring	the	data	between	two	updates,	the	data	can	be	out	of	date.	Researchers	will	need	to	consider	whether	the	data	available	provides	the	right	research	coverage	dates,	so	that	insights	are	accurate	and	timely,	or	if	the	data	needs	to	be	updated.	Also,	fast-
moving	markets	may	find	secondary	data	expires	very	quickly.Secondary	research	needs	to	be	verified	and	interpreted	Where	theres	a	lot	of	data	from	one	source,	a	researcher	needs	to	review	and	analyze	it.	The	data	may	need	to	be	verified	against	other	data	sets	or	your	hypotheses	for	accuracy	and	to	ensure	youre	using	the	right	data	for	your
research.The	researcher	has	had	no	control	over	the	secondary	research	As	the	researcher	has	not	been	involved	in	the	secondary	research,	invalid	data	can	affect	the	results.	Its	therefore	vital	that	the	methodology	and	controls	are	closely	reviewed	so	that	the	data	is	collected	in	a	systematic	and	error-free	way.Secondary	research	data	is	not
exclusive	As	data	sets	are	commonly	available,	there	is	no	exclusivity	and	many	researchers	can	use	the	same	data.	This	can	be	problematic	where	researchers	want	to	have	exclusive	rights	over	the	research	results	and	risk	duplication	of	research	in	the	future.When	do	we	conduct	secondary	research?Now	that	you	know	the	basics	of	secondary
research,	when	do	researchers	normally	conduct	secondary	research?Its	often	used	at	the	beginning	of	research,	when	the	researcher	is	trying	to	understand	the	current	landscape.	In	addition,	if	the	research	area	is	new	to	the	researcher,	it	can	form	crucial	background	context	to	help	them	understand	what	information	exists	already.	This	can	plug
knowledge	gaps,	supplement	the	researchers	own	learning	or	add	to	the	research.Secondary	research	can	also	be	used	in	conjunction	with	primary	research.	Secondary	research	can	become	the	formative	research	that	helps	pinpoint	where	further	primary	research	is	needed	to	find	out	specific	information.	It	can	also	support	or	verify	the	findings
from	primary	research.You	can	use	secondary	research	where	high	levels	of	control	arent	needed	by	the	researcher,	but	a	lot	of	knowledge	on	a	topic	is	required	from	different	angles.Secondary	research	should	not	be	used	in	place	of	primary	research	as	both	are	very	different	and	are	used	for	various	circumstances.Questions	to	ask	before
conducting	secondary	researchBefore	you	start	your	secondary	research,	ask	yourself	these	questions:Is	there	similar	internal	data	that	we	have	created	for	a	similar	area	in	the	past?	If	your	organization	has	past	research,	its	best	to	review	this	work	before	starting	a	new	project.	The	older	work	may	provide	you	with	the	answers,	and	give	you	a
starting	dataset	and	context	of	how	your	organization	approached	the	research	before.	However,	be	mindful	that	the	work	is	probably	out	of	date	and	view	it	with	that	note	in	mind.	Read	through	and	look	for	where	this	helps	your	research	goals	or	where	more	work	is	needed.What	am	I	trying	to	achieve	with	this	research?When	you	have	clear	goals,
and	understand	what	you	need	to	achieve,	you	can	look	for	the	perfect	type	of	secondary	or	primary	research	to	support	the	aims.	Different	secondary	research	data	will	provide	you	with	different	information	for	example,	looking	at	news	stories	to	tell	you	a	breakdown	of	your	markets	buying	patterns	wont	be	as	useful	as	internal	or	external	data	e-
commerce	and	sales	data	sources.How	credible	will	my	research	be?If	you	are	looking	for	credibility,	you	want	to	consider	how	accurate	the	research	results	will	need	to	be,	and	if	you	can	sacrifice	credibility	for	speed	by	using	secondary	sources	to	get	you	started.	Bear	in	mind	which	sources	you	choose	low-credibility	data	sites,	like	political	party
websites	that	are	highly	biased	to	favor	their	own	party,	would	skew	your	results.What	is	the	date	of	the	secondary	research?When	youre	looking	to	conduct	research,	you	want	the	results	to	be	as	useful	as	possible,	so	using	data	that	is	10	years	old	wont	be	as	accurate	as	using	data	that	was	created	a	year	ago.	Since	a	lot	can	change	in	a	few	years,
note	the	date	of	your	research	and	look	for	earlier	data	sets	that	can	tell	you	a	more	recent	picture	of	results.	One	caveat	to	this	is	using	data	collected	over	a	long-term	period	for	comparisons	with	earlier	periods,	which	can	tell	you	about	the	rate	and	direction	of	change.Can	the	data	sources	be	verified?	Does	the	information	you	have	check	out?If
you	cant	verify	the	data	by	looking	at	the	research	methodology,	speaking	to	the	original	team	or	cross-checking	the	facts	with	other	research,	it	could	be	hard	to	be	sure	that	the	data	is	accurate.	Think	about	whether	you	can	use	another	source,	or	if	its	worth	doing	some	supplementary	primary	research	to	replicate	and	verify	results	to	help	with	this
issue.What	next?We	created	a	front-to-back	guide	on	conducting	market	research,	The	ultimate	guide	to	conducting	market	research,	so	you	can	understand	the	research	journey	with	confidence.In	it,	youll	learn	more	about:	Download	the	free	guide	for	a	clearer	view	on	secondary	research	and	other	key	research	types	for	your	business.	Skip	to	main
contentSecondary	Market	ResearchMarketingSecondary	market	research	involves	gathering	and	analyzing	existing	data	and	information	that	has	already	been	collected	by	others.	This	type	of	research	is	conducted	using	sources	such	as	industry	reports,	government	publications,	and	academic	journals.	It	provides	valuable	insights	into	market
trends,	customer	behavior,	and	competitive	analysis,	helping	businesses	make	informed	decisions.Written	by	Perlego	with	AI-assistanceIndex	pages	curate	the	most	relevant	extracts	from	our	library	of	academic	textbooks.	Theyve	been	created	using	an	in-house	natural	language	model	(NLM),	each	adding	context	and	meaning	to	key	research	topics.
Market	research	can	be	classified	as	either	primary	or	secondary	research.	The	difference	is	quite	simple,	yet	there	is	often	confusion	around	this	topic.	primary	vs	secondary	market	research	summary	In	a	nutshell,	primary	research	is	original	research	conducted	by	you	(or	someone	you	hire)	to	collect	data	specifically	for	your	current	objective.	You
might	conduct	a	survey,	run	an	interview	or	a	focus	group,	observe	behavior,	or	do	an	experiment.	You	are	going	to	be	the	person	who	obtains	this	raw	data	directly	and	it	will	be	collected	specifically	for	your	current	research	need.	Conversely,	secondary	research	involves	searching	for	existing	data	that	was	originally	collected	by	someone	else.	You
might	look	in	journals,	libraries,	or	go	to	online	sources	like	the	US	census.	You	will	apply	what	you	find	to	your	personal	research	problem,	but	the	data	you	are	finding	was	not	originally	collected	by	you,	nor	was	it	obtained	for	the	purpose	you	are	using	it	for.	I	hope	that	makes	sense.	If	not,	read	on	for	some	examples	and	a	little	more	detail.
Secondary	Market	ResearchSometimes	called	desk	research	(because	it	can	be	done	from	behind	a	desk),	this	technique	involves	research	and	analysis	ofexistingresearch	and	data;	hence	the	name,	secondary	research.	Conducting	secondary	research	may	not	be	so	glamorous,	but	it	often	makes	a	lot	of	sense	of	start	here.	Why?	Well,	for	one	thing,
secondary	research	isoften	free.	Second,	data	isincreasingly	availablethanks	to	the	Internet;	theUS	CensusandtheCDC(health	data),	for	example,	are	two	great	sources	of	data	that	has	already	been	collected	by	someone	else.	Your	job	as	a	secondary	researcher	is	to	seek	out	these	sources,	organize	and	apply	the	data	to	your	specific	project,	whether
its	market	sizing	or	segmentation	or	whatever	it	may	be,	and	then	summarize/visualize	it	in	a	way	that	makes	sense	to	you	and	your	audience.	So,	thats	what	secondary	market	research	is	all	about.	The	downside,	of	course,	is	that	you	may	not	be	able	to	find	secondary	market	research	information	specific	enough	(or	recent	enough)	for	your
objectives.	If	thats	the	case,	youll	need	to	conduct	your	own	primary	research	(hey,	what	a	perfect	segway!).	Sources	of	Secondary	DataSecondary	data	comes	in	all	sorts	of	shapes	and	sizes.	There	are	plenty	of	raw	data	sources	like	the	US	Census,	Data.gov,	the	stock	market,	and	countless	others.	Internal	company	data	like	customer	details,	sales
figures,	employee	timecards,	etc.	can	also	be	considered	secondary	data.	Published	articles,	including	peer-reviewed	journals,	newspapers,	magazines,	and	even	blog	postings	like	this	count	as	secondary	data	sources.	Dont	forget	legal	documents	like	patents	and	company	annual	filings.	Social	media	data	is	a	new	source	of	secondary	data.	For
example,	the	New	York	Times	collected	Twitter	traffic	during	the	2009	Super	Bowl	and	produced	this	stunning	visualization	of	comments	throughout	the	game.	Secondary	data	is	all	around	us	and	is	moreaccessible	than	even.	It	is	increasingly	possible	to	obtain	behavioral	data	from	secondary	sources,	which	can	be	more	powerful	and	reliable	than
self-reported	data	(via	surveys	and	focus	groups).	Heres	one	more	incredible	example	of	what	can	be	done	with	secondary	datathis	time	using	publicly	available	blog	posts.	The	video	below	is	a	talk	by	Jonathan	Harris	of	the	We	Feel	Fine	project.	If	you	have	a	moment,	check	it	out.	Primary	Market	ResearchPrimary	research	is	research	that	is
conducted	by	you,	or	someone	you	pay	to	do	original	research	on	your	behalf.	In	the	case	of	primary	research,	you	are	generating	your	own	data	from	scratch	as	opposed	to	finding	other	peoples	data.	You	might	choose	to	gather	this	data	by	running	a	survey,	interviewing	people,	observing	behavior,	or	by	using	some	other	market	research	method.
Heres	a	quick	example	that	explains	primary	vs.	secondary	market	research.	Both	primary	and	secondary	research	can	be	either	qualitative	or	quantitativein	nature.	I	hope	this	tutorial	on	the	differences	between	primary	and	secondary	research	has	been	helpful.	If	I	missed	something	or	if	you	have	something	to	add,	please	do	so	with	a	comment
below.	How	long	your	survey	is	active	will	depend	on	your	recruiting	method	(with	a	panel?	Email?	Social	media?	Word	of	mouth?)	but	here	are	some	general	tips	to	help	you	determine	how	long	to	leave	your	survey	in	field.Daily	check-insKnowing	when	to	close	your	survey	can	be	difficult	to	determine,	but	a	good	guideline	is	to	run	a	check	on	three
markers	daily	to	take	stock	of	the	progress	you	are	making	against	your	sample	quota.	Make	a	simple	graph	of	your	daily	response	rate	by	tracking:Good	Completes:	How	many	respondents	successfully	finish	your	surveyScreen	Outs:	How	many	respondents	did	not	qualify	to	take	your	surveyAbandons:	How	many	respondents	qualified	for	your	survey
but	abandoned	before	finishingAfter	a	week	or	less	of	tracking	this	data	you	should	be	able	determine	if	your	current	recruiting	efforts	will	be	enough	to	get	you	across	the	response	finish	line	(your	quota)	and	by	when.Start	creating	surveys	today	with	a	free	account	You	should	always	run	a	soft	launch	of	your	survey	before	completely	opening	up	the
spigot	in	full.	Generally	a	soft	launch	is	10%	of	your	total	recruiting	list	if	using	email.	A	soft	launch	is	a	sneak	peak	into	what	you	can	expect	for	response	rates,	screen	outs	and	abandons.	It	allows	you	to	adjust	anything	wrong	with	the	flow	of	your	survey,	the	length	of	your	survey	and	your	screening	criteria	so	those	friction	points	dont	exist	when
you	full	launch.	Soft	launches	are	also	a	great	way	to	catch	any	errors	in	your	survey	flow	or	logic.Make	peace	with	response	rates	and	timeframesIts	understandable.	You	work	hard	to	design	a	survey	and	you	hope	others	are	excited	to	take	it.	Sadly,	this	isnt	usually	the	case.	Most	people	will	ignore	your	survey	just	like	most	fish	will	ignore	a	lure.
Part	of	accepting	this	fact	means	understanding	the	normal	time	frames	it	takes	for	respondents	to	respond.For	an	email	invite,	you	can	expect	to	see	almost	half	of	all	your	respondent	activity	within	the	first	3	days	of	invitation.	For	social	media	invitations	the	bulk	of	your	responses	will	come	within	the	first	24	hours	of	posting.	Sure,	you	will	see
responses	flow	in	after	but	they	will	come	in	more	slowly	until	they	are	just	a	trickle.Because	of	this	law	of	diminishing	returns,	it	doesnt	help	much	to	leave	your	survey	in	the	field	for	extended	periods	of	time	just	hoping	something	ignites	a	fresh	round	of	responses.	If	you	havent	made	a	serious	dent	in	your	quota	by	day	3	or	4,	you	probably	need	to
change	tactics,	increase	your	incentive	or	take	a	new	approach	to	recruiting.	
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research.	What	is	meant	by	the	term	secondary	market	research.
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