Understand Your Markets and Know Your Customer
We quite often see some alarming statistics about the rate of failure of new business ventures. 
So what goes wrong? 
There may be a number of reasons, but one more commonly found is remarkably simple; that is that what the business owner originally saw as a terrific idea, didn’t actually enjoy the same enthusiasm in the marketplace. This doesn’t necessarily mean that the product or service offered was bad; it simply means that the product didn’t meet what it was that the customer was wanting and prepared to pay for. Customers are notoriously picky. It might have been that it was the wrong price, or the wrong size, or the wrong presentation or packaging, or simply the wrong colour.
It might have been that there was genuine market demand, but that the size of that market niche was insufficient to sustain a dedicated business profitably. 
Lots of things can be wrong, but invariably the common wrong is that the business owners didn’t do their basic market research. The product or service was developed by the “heart” rather than the “head”. 
To run a successful business, you must know your market thoroughly. Strong market research can provide you with a range of information about your customers, your industry, and your competitors. In your start-up phase, it will help you determine how feasible a business idea is. As your business expands, you can use research to hone your marketing program, target and differentiate your product or service, look for new growth opportunities, etc.
The challenge for many small business owners is to do your research on a tight budget. While direct mail questionnaires, in-depth telemarketing campaigns, focus groups, and other techniques are effective methods of surveying your customers and prospects, they can also be quite costly. Instead, you might want to try some informal but cost effective versions of these methods: 
· Speak directly to your target customers and get feedback on your product and service 
· Use university students to do some of the research for you as part of their assignments – very cheap and may result in some great ideas
· Use government offices and libraries as a source of information and market intelligence
· Surf the Internet
· Read trade publications and learn about trends in your industry as well as gather some important intelligence on your competitors.
A little bit more planning up front can save a lot more heartache down the track. 

Good luck with it!
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