
Research basics 

for the dossier
Finding 

financial & market information

in the library



financial information

1. First, choose a company to research.*

2. Second, find out if the company is private 
or public:

VHooverôs(LIM database) 

* we highly recommend using public 
companies because they are required to 
post their financial data to their investors.

http://premium.hoovers.com/subscribe/


financial information

Hooverôs offers the ability to build a custom report.  

V To get there, enter Hooverôs, 

V type in your company (ñthe gapò) and 

V click on the report with the most blue dots:



financial information
Click ñcustom reportsò.  

Select content you want to 

appear in a PDF file to print 

for your dossier (financials, 

officers, competitors, industry 

information):



marketing information

To decide on the target market and positioning, collect and 
compare data on the company and its competitors to 
evaluate who is most likely to succeed. 



marketing information

Marketing Strategy: What is Market Segmentation?

V Demographics (age, income, occupation)

V Geographic (nation, region of country)

V Lifestyle (hedonistic v. value oriented)

We recommend using this online marketing 
dictionary from marketingpower.com for 
definitions of commonly used terminology 
that you may have forgotten.

http://www.marketingpower.com/_layouts/Dictionary.aspx
http://www.marketingpower.com/_layouts/Dictionary.aspx


marketing information

Segmentation addresses the following:

V The customersô underlying intentions for entering the market

V Understanding of how the market works

V The size of the market and how this divides between competing 
products and services 

V Characteristics that can be used to identify the different customers 
found within the market (customer profiling)

V The key product service requirements, and key channel, frequency 
and method of purchase requirements, from the customerôs point of 
view

V The benefits delivered by these requirements, also from the 
customerôs point of view;

V The relative importance of these benefits to the different customers 
found within the market.*

Å *list taken from Market Segmentation, McDonald and Dunbar



marketing information

What is Target Market Selection?

Marketing strategy begins with a customer.

Who is the company attempting to serve?  

How much customization does the firm offer in its 
programs? 



marketing information

What is Positioning?

Marketerôs effort to identify a unique selling proposition 
for the product.

What is the clear and distinctive position relative to 
competing products?

Who are the customers?

Why is this product the best option to satisfy those needs?



marketing information

One of the best ways to find demographics is to gather 

recent articles about the company in:

V Lexis Nexis

V ProQuest 

V EbscoHost 

When searching, use the company name (e.g., The 

Gap), use terms found in the review of marketing slides 

(positioning, target market, etc.).



marketing information

Lexis Nexis, using search terms ñthe gap incò 

and ñmarketingò turned up the list of articles:



marketing information

ProQuest, using search terms ñthe gap incò 

and ñmarketingò.  Notice the ñsuggested topicsò:



marketing information
From an article in Lexis Nexis:

ñ(the Gap) launched two entirely new brands-- Forth 
& Towne, a mid-priced line aimed at baby boomers, 
and Piperlime, an online shoe store--instead of 
working to make the Gap, Old Navy and Banana 
Republic relevant again . . . Rather than trying to be 
everything to everyone again . . . Gap ought to 

focus its brands on a narrower group--shoppers in 
their  20s and 30s.ò

http://images.google.com/imgres?imgurl=http://www.rideaucon.ns.ca/images/gap_inc.jpg&imgrefurl=http://www.rideaucon.ns.ca/retail_completed.htm&h=720&w=960&sz=69&hl=en&start=18&um=1&usg=__kWoTOE_RWRsUdYu5mhErNfbRdyU=&tbnid=eNZ8CIQMhS8E_M:&tbnh=111&tbnw=148&prev=/images%3Fq%3Dthe%2Bgap%2Binc%26gbv%3D2%26um%3D1%26hl%3Den


marketing information
From an article in ProQuest with the Marketing director 

of The Gap, Inc.:

WSJ: Who is the Gap's core customer now, and how 
has that changed, if at all?

Ms. Hansen: ñOur stake in the ground is ages 25 to 35, 
and that's the customer we want. Twenty-five to 35 
covers you from kind of post-college to getting 
married to maybe having the first child. This puts 
you from the Gap itself into the babyGap and 
GapMaternity, but it's not trying to be everything to 
everyone.

When I got here, I think the team was more focused 
on 18 to 24 and really going after that kind of 
younger demographic that is where American Eagle 
and Abercrombie & Fitch play. I don't think that is 
right for us.ò



marketing information
The print resources give you general information about a 
particular market segment, and should only be used 
AFTER youôve collected company specific demographic 
information).  Print resources are located at the reference 
desk.

Whoôs buying Apparel. (2005). Ithaca, NY: New Strategists 
Publications, Inc. REF 658.83 Who.



marketing information


