
 

STAHL - Market Research and Support Services 

 

Market Research, as defined in Federal Acquisition Regulation (FAR) Part 2, Definitions, is the 
process of collecting and analyzing information about capabilities within the market to satisfy 
Agency needs. 

 

 

 
To elaborate, market research is a continuous process of gathering data on business and industry 
trends, characteristics of products and services, suppliers’ capabilities, and related business 
practices. The data resulting from market research are analyzed and used to make informed 
decisions about whether Agency needs can be met by commercial products or services. 

 
When making such decisions, several factors are considered: 

The degree to which commercial practices allow the products or services to be customized or 
tailored to meet Agency needs; terms and conditions, such as warranties, discounts, and customer 
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support, under which commercial sales are made; and the need for users to be educated to meet 
government guidelines and compliance. 

 
 

STAHL has a unique ability to research, analyze and define potential market services and 
supplier distribution and logistical support systems to meet Agency needs. 

Market research information can be used to shape the acquisition strategy, to determine the best 
vehicle to support the acquisition, the content of the product description or statement of work, to 
develop the support strategy, the terms and conditions included in the contract and key- 
evaluation factors used for source selection. 

Federal statutes found in the United States Code (U.S.C.)—41 U.S.C. 253a(a)(1), 41 U.S.C. 264b, 10 
U.S.C. 2377, and 15 U.S.C. 644(e)(2)(A)—and implemented by FAR Part 10, Market Research, 
require agencies to conduct market research under the following circumstances: 

 
STAHL performs market research in support of the following activities before developing new 
requirements documents for an acquisition: 

• Before soliciting offers for acquisitions with an estimated value more than the simplified 
acquisition threshold. 

• Before soliciting offers for acquisitions with an estimated value less than the simplified 
acquisition threshold when adequate information is not available, and the circumstances 
justify its cost. 

• Before soliciting offers for acquisitions that could lead to a bundled contract. On an 
ongoing basis, and to take advantage to the maximum extent practicable of commercially 
available market research methods, to identify the capabilities, including the capabilities of 
small businesses and new entrants into Federal contracting, that are available in the 
marketplace for meeting agency requirements in furtherance of a contingency operation 
or defense against or recovery from a nuclear, biological, chemical, or radiological attack. 
In addition, FAR Part 12, Acquisition of Commercial Items, requires that market research be 
conducted to determine the availability of commercial items or non-developmental items 
that could meet the requirements. 

• Before soliciting offers for acquisitions that could lead to a consolidation of contract 
requirements as defined in DFARS Subpart 207.170-2. 

•  Before issuing a solicitation with tiered evaluation of offers (Section 816 of Public Law 
109-163).   

Even if market research is not required by law and regulation, it would be a smart business 
practice to follow. Market research is a commercial business practice, used by firms to identify 
trends, customer needs and wants, competitor practices, and sources for their purchasing 
needs. Market research plays a key role in the requirements determination and definition 
process. 

 
For example, when planning the acquisition of a new information technology (IT) system, 
Agency acquisition personnel would receive the users’ requirements for the system’s 
performance, and sometimes the requirements are incompatible with each other or conflict 
with other systems. 
 



 

Through trade studies, market research can help users sort out what requirements can be 
fulfilled, what requirements can be fulfilled within cost objectives, and what requirements can 
be fulfilled given schedule constraints. By addressing all of these issues, market research 
allows the user to make informed decisions about the tradeoffs among all of the alternatives. 

 

Users who fail to consider these issues when defining the requirements risk investing in a 
system that may encounter technical difficulties during manufacturing or operation, have long 
production lead-times, and be excessively costly to produce, operate, and support. 

 

The Agency’s Integrated Project Team (IPT) personnel (acquisition, engineering, project 
management, and other personnel) involved in the acquisition process also need to use 
market research to optimize the potential use of commercial items, commercial services, and 
non-developmental items to meet Agency needs. The Agency no longer relies extensively on 
government-unique products and services to meet its needs. Commercial products and 
services are increasingly the preferred choice, when the Agency (and the Federal Government 
in general) makes purchase decisions. This reliance on commercial products and services is 
due not only to the acquisition regulations, which encourage the use of commercial products 
and services, but also to business reengineering and outsourcing. 

 

The Agency is focused on its core mission, with many supporting functions being handled by 
commercial firms. In the service arena, many tasks that were once performed by civilian or 
military personnel, such as IT services and support, maintenance and repair, logistics, and 
management support, are now performed by commercial contractors. In fact, the Federal 
Government, including DoD, awards more contract dollars each year for services than it does 
for products. Market research is essential for defining service requirements and learning about 
the capabilities of commercial firms to provide these services. 

For many products, government research, and development (R&D) no longer leads the 
commercial market. With the rapid technical advances occurring in the commercial 
marketplace, it is vital for Agencies to understand those markets, identify the sources, and 
insert those technologies into key Agency systems. In a global marketplace where all nations 
have access to the same IT and Cyber technology, the advantage will belong to those who can 
identify and capture state-of-the-art technology, get it into the Cloud, and successfully field 
those systems first. Using commercial products in Agency systems also lowers acquisition costs 
and shorten development time. 
 
Market research plays a critical role in identifying commercial products and sources. 
In today’s dynamic acquisition environment, STAHL provides Market Research on how the use 
of commercial products and services is increasingly important and necessary to acquisition 
and strategy. 

Market research is a process used for doing the following: 

• Understanding commercial markets, competitive forces, and potential sources 

• Finding solutions that satisfy Agency requirements 

• Identifying opportunities for using commercial items or services to meet Agency needs 

• Determining whether commercial products or services can be modified or adapted to 



 

meet the special needs of an Agency 

• Determining the availability of other non-developmental items to meet 
Agency requirements (Buying Commercial and Non-developmental Items) 

• Understanding product cycles and the way new technology is introduced into commercial 
products 

 

• Developing product descriptions, statements of work, and statements of objectives that 
allow companies to offer their commercial products and services in consonance with 
commercial practices 

• Shaping acquisition strategies, requirements, and tradeoffs 

• Understanding the costs of various alternatives 

• Developing support and test plans that accommodate commercial practices 

• Determining the extent to which commercial markets can support other Federal 
Government objectives, such as providing opportunities for service disable veteran 
owned businesses and small and disadvantaged businesses, meeting environmental goals, 
and using domestic sources 

• Crafting solicitations and contract terms, conditions, and evaluation factors that 
recognize commercial business practices and encourage competition. 

 

When Is Market Research Performed? 
The answer to this question depends on the type of market research, as well as the type and 

complexity of the acquisition. Market research can be broken down into two interrelated, but 

distinct, types: 

 

Strategic Market Research (market surveillance) and Tactical Market Research (market 

investigation). Strategic market research involves a broad study of the market and sources, 

whereas tactical market research is focused on answering specific questions about products, 

services, or capabilities in the market. Both types of market research can be discussed in more 

detail with the Agency. Strategic market research is conducted continuously throughout the 

acquisition process. It should take place even before an acquisition program exists and continue 

after it ends. Strategic market research enables acquisition, engineering, project management, 

and other personnel to stay informed about overall market developments, trends, and 

capabilities. During strategic market research, any identified users’ requirements need to be kept 

in mind. Tactical market research is conducted at specific points during the acquisition process, 

which will vary with the scope and complexity of the acquisition. Tactical market research is 

designed to provide in-depth information to answer specific questions about the capabilities, 

products, or services available in the market. These questions are derived from the requirements 

definition. Users’ requirements need to be continually considered when performing tactical 

market research. In large, complex IT systems covered by the Integrated Acquisition, Technology, 

and Logistics Life-Cycle Process, market research is done throughout the acquisition process, 

beginning with the initial capabilities document developed during the concept development 

phase. In early phases, both strategic and tactical market research can be used to shape the 



 

acquisition process. The information gleaned from market research will affect the Agency’s 

acquisition strategy, requirements definition, support and test plans, product description, 

statement of work, evaluation factors, and contract terms and conditions. 

 
Early market research is particularly significant, because it could have a major effect on how the 
program unfolds. Performed early in the acquisition process, before the capability development 
document is validated at Milestone, market research makes it possible to compare the users’ 

requirements to the capabilities of the commercial market and to determine the following: 

• Availability of products to meet the requirements as is 

• Ability of suppliers to modify their products to meet the users’ requirements 

• Flexibility of the users to modify their requirements to allow the purchase of commercial 

items, commercial services, or non-developmental items. 

 

Market research can be effective only with the understanding that comes from a good, up-front 

requirements definition. Tactical market research must be conducted again later in the acquisition 

process to identify the correct set of performance characteristics for the product or service 

description (system specification, commercial item description, statement of work, or statement 

of objectives), the appropriate solicitation and contract terms and conditions, and the commercial 

practices affecting the support strategy and the acquisition strategy in general.  

 

Figure 1 illustrates the use of strategic and tactical market research during a major system 

acquisition. Strategic market research is a market monitoring process occurring continuously 

throughout the acquisition process. Tactical market research occurs periodically as needed to find 

specific solutions. (The figure shows tactical research as one distinct market research investigation 

occurring in each acquisition phase, but multiple targeted investigations may be needed within a 

single acquisition phase.) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
For system acquisitions, market research is iterative. If the initial market research leads to the 

conclusion that no existing system can meet the need, market research will be needed to identify 



 

commercial and non-developmental items that can be integrated as subsystems, components, and 

support equipment even though the overall system is Agency unique. Both FAR Part 12 instruct 

program managers and contracting officers to require contractors to incorporate commercial 

items or non-developmental items as components of systems developed for the Agency. During a 

major system acquisition, there will be many opportunities for market research to influence 

outcomes. 

 

As the system progresses from the concept refinement phase through the operations and support 

phase, many questions will need to be answered through market research. Also, acquisition of 

support services - R&D, engineering, test and evaluation (T&E), logistics and support, and training, 

to name a few - will require market research.  

 

Figure 2 illustrates this concept. At the other end of the spectrum from major system acquisitions 

are the multitude of lower-dollar-value, standalone contracts for products and services. These 

might be for new products or services or for procurement of products or services furnished 

previously. For these acquisitions, strategic and tactical market research may be combined into a 

single effort that takes place before a solicitation is issued. The scope and effort of this market 

research will vary depending on the size and complexity of the acquisition, but in any event, the 

goal of market research remains the same: understand the commercial market and use of 

commercial products, services, and practices to the maximum extent possible, in order to gain the 

best value for the government. 

 

 



 

Who Should Be Involved in Market Research? 

Government services and Civil agencies do not have a specific group of people called “market 

Researchers.” Instead, a wide range of people are called upon to perform market research 

related to their area of expertise. Agency participation may vary, depending on your organization 

and the types of products or services for which you are responsible. On large and complex 

acquisitions, a team effort is usually the best approach, because many functional areas may need 

information gathered during market research. Conversely, on small, low-dollar acquisitions, only 

one person may be involved in market research. A justification for market research is justifiable in 

either case. Here is why… 

Consider the factors that will affect the success of the entire acquisition when you identify who 

must have input to the market investigation. What information is needed to make the decision to 

buy from the commercial market? To prepare the product or service description, you need to 

know the performance characteristics upon which products and services are valued and 

distinguished from one another. If a product needs follow-on support, such as spare parts and 

repair, you will need to know the characteristics of the follow-on support system. Is third-party 

testing used? What business practices are standard? What practices are standard for the insertion 

of new technology? The market research process lends itself to a team effort, because of the 

many aspects that may be involved. The team may be composed of the following specialists as 

appropriate. 
 

Technical Specialist: Depending on the stage of the acquisition and the type of acquisition, this 

person may be the program manager (PM), the technical specialist, or the project officer. The 

program manager defines and executes the acquisition strategy. He or she may join a market 

research team (e.g. STAHL’s) in the early stages of the acquisition, as the materiel developer- 

representative, to better understand the analysis of alternatives and other market factors 

affecting the acquisition. The technical specialist or project officer has overall responsibility for 

market research after concept development. That individual may translate the requirement into a 

product description (commercial item description, statement of work, or specification). The 

technical specialist’s base of knowledge of the product and industry ensures that the product or 

service meets the identified need. Because he or she identifies the potential tradeoffs and product 

modifications that the users and the potential suppliers will consider, the technical specialist must 

be extremely conscious of the cost-quality tradeoff. 

User: The user - the customer - must be satisfied with the product’s performance or the service 

provided. 

The user has four roles: 

1. Make the requirements as clear and precise as possible during requirements definition 

2. Evaluate whether the potential product can operate in the environment in which it must 

function (or whether the proposed service will satisfy the needs) 

3. Refine the requirement and consider tradeoffs to allow for the purchase of commercial 



 

items, commercial services, or non-developmental items 

4. Be actively involved throughout the market research process. Market research is also 

important to the user during the preparation of initial capabilities and capabilities 
 

development documents. Market research allows the user community, in conjunction with 

the technical community, to identify acceptable risk or leading-edge technologies for 

systems to provide “leap-ahead” capabilities. 

Logistics Specialist: The IPT team may need a member who is experienced in support issues 

such as spare parts, maintenance, and warranties for the potential commercial product or service. 

Initiatives such as Contractor Logistics Support and Performance-Based Logistics are transferring 

many logistics functions to contractors. Market research may be required to address various 

aspects of procurements related to such initiatives. The logistics specialist can identify the 

information that needs to come from the market investigation on the existing support system and 

the support-related aspects of the product or service. 

Testing Specialist: In a commercial item acquisition, the emphasis is on T&E and past 

performance, rather than on R&D. The testing specialist can use market research to obtain insight 

into the validity and relevance of outside testing results and to help specify the information that 

will be needed to address the criteria defined for operational testing. The testing specialist can 

also use market research to identify commercial entities that can perform T&E services, as well 

as organizations that can accredit other quality assurance organizations. In addition, the specialist 

can evaluate whether a potential product can operate in the required environment. 

Cost Analyst: The cost analyst can use market research to review and compare the affordability 

aspects of various alternative solutions to meeting Agency requirements. The cost analyst may 

perform market research on cost or price factors in order to assist the contracting officer with 

evaluating offers. 

Legal Counsel: Legal counsel can perform market research to determine whether commercial 

business practices (such as the Uniform Commercial Code) conflict with Federal Government 

contract laws and regulations. Counsel may also be called on to investigate trade-related issues, 

export practices, patents and intellectual property rights, corporate ownership and merger issues, 

labor practices, and other legal developments in the market that may affect the acquisition. 

Contracting Officer: The contracting officer can use market research to identify information on 

market conditions, general business practices, company information, pricing, and the contract 

terms and conditions needed to successfully carry out the acquisition. For many smaller 

acquisitions, the contracting officer may be the only one who performs both the strategic and 

tactical market research. 
 



 

STAHL Services: 

Acquisition Planning & Support 
• Review and Develop Acquisition Strategy Plans, Solicitation documents, and evaluation 

criteria. 

• Develop acquisition schedules, project plans, Statements of Objectives, SLAs, and 
Independent Government Cost Estimates. 

• Market Research and draft acquisition alternative documents, support, analyze, and 
confirm Business Needs; gather, assess, and prioritize requirements in collaboration and 
support with Government Integrated Project Teams (IPT) and stakeholders, capturing 
business goals. 

• Strategic Market Research (market surveillance) 

• Tactical Market Research (market investigation) 

• Strategic Workforce-Planning: identify the skills and competencies needed to fulfill both, 
current and future business operational requirements. 

• Hands-On Management: Our Program Managers are empowered to operate and support 
contracts, so all contract teams have leadership to continuously improve quality of service. 

• Ongoing POAM Program Analysis and Continuous Improvement: Performance results in 
the form of evaluations, Key Performance Indicators (KPIs), Critical Success Factors and 
Service Level Agreements (SLAs), allow us to adjust and improve operations continually. 

 

Contract Administration Support 
• Provide acquisition advice, as required. 

• Request contract Support Services. 

• Conduct Marketing activities. 

• Meeting and Conference Management 
 

Contract Staffing 
• Our Contract Staffing Services enables you to fill short-term needs for qualified employees 

to support upcoming projects, meet seasonal requirements, and manage peak workloads. 
Hiring individuals on a contract basis allows you to maintain proper staff levels and retain 
the talent available today, while reducing employee-related costs. 

 

Contract-to-Hire Staffing 
• By utilizing STAHL’s Contract-To-Hire Staffing Services, your company can benefit from 

traditional temporary staffing agency services with the option to hire the employee 
permanently. You can observe the employee on the job to determine if he or she is the 

 
 



 

right fit for the position. After the contract period is complete, the employee can be 
hired on a permanent basis. 

 

Direct Placement Staffing 
• Direct Placement Staffing Services, STAHL assumes all responsibility for recruiting 

and screening candidates, so you can focus on your business. By working with 
STAHL, our professional support to access has a wide range of recruiting resources 
to provide your team with direct placement options to increase staff for project-
based work, and to grow and replenish the workforce. 

 

Other Acquisition Support Services 
• Provide data entry staff to populate and maintain acquisition databases. 

• Provide business writers to respond to FOIA requests and inquiries from 
prospective companies, congressional offices, and other interested parties. 

• Support events and training activities through developing presentations and 
materials and in confirming and monitoring adherence to federal training 
requirements for acquisition staff. 

 
 

For information on STAHL Consulting, Inc. for market research services, please contact 

Christopher.Stahl@stahl-companies.com at 240-701-2434 or call and ask for your account 

representative. 

Contract services T&M and FFP (LCAT-Rates upon request) 
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