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IDEA SUMMARY

A lean, two-person consulting shop that uses Al-powered tools — specifically platforms like CGEN — to produce
professional-grade market intelligence reports on behalf of paying clients. Outputs include Intelligence Reports, Idea
Validations, and Concept Generation deliverables. The service is deliberately priced far below traditional consulting
rates to serve small local businesses — cafes, salons, retailers, manufacturers, and online sellers — who face real
strategic decisions but have no in-house research capability and no budget for conventional firms.

EXISTING SOLUTIONS

The space is more populated than it might appear, though none of the incumbents squarely owns the hyper-local,
small-business segment with an Al-first delivery model.

On the traditional research side, firms like Evolve Market Research, Evolve Market Research positions itself as a
dedicated affordable-rate research firm, described as "perfect for small businesses looking to identify their place in the
market without breaking the bank." Azurite Consulting, Ready to Launch Research, and Bixa all operate in the
boutique-to-affordable tier. Bixa, for example, operates in the "$5K—$50K project range," suited for product/UX teams
at Series A-B companies. That floor is still well above what a local café owner would spend.

On the platform side, Attest, SurveyMonkey, Suzy, and Appinio serve self-service market research needs. Attest offers
Al-moderated interviews as "a scalable and more affordable alternative to traditional focus groups," allowing teams to
gather rich qualitative insights without the time and cost of agency-led research. These tools require the client to do
most of the work themselves — something the proposed service deliberately removes.

Industry reports from Statista or IBISWorld run $300-$1,500, while commissioning a market study from a professional
firm typically costs $5,000-$15,000. The done-for-you, Al-accelerated gap beneath that $5,000 floor is largely
unoccupied at the local business level.

DIFFERENTIATION POTENTIAL

There is a genuine gap, and it sits at the intersection of two underserved dimensions: the done-for-you service model
at the price point of a DIY tool.

Industry data directly identifies that "high costs of consulting services limit access for small businesses" as one of the
primary structural restraints in the consulting market. This is the white space this idea targets. Existing affordable
research firms still start at $5K+ per project. Self-serve platforms require the client to know what questions to ask, how
to interpret results, and how to format findings — skills most café or salon owners simply don't have.



The differentiation angle that would make this stand out: hyper-local specificity. Most platforms generate generalized
reports. A service that frames findings around a specific neighborhood, a specific decision (should we open a second
location on Maple Street?), and a specific client context — and packages it as a polished PDF delivered in 72 hours —
is doing something no platform currently does at sub-$1,000 price points. The Al tools handle the research velocity;
the two-person team handles the local context, quality control, and professional presentation.

Not all small businesses are keeping up with available technology; there is "an emerging adoption gap that separates
the high-growth firms from the rest, particularly when it comes to technology and innovation." This service bridges that
gap as a human intermediary.

MARKET READINESS
Timing is favorable across multiple indicators.

SMEsSs are expected to post a rapid CAGR of 35.9% through 2030 in the Al consulting services space, "driven by
accessible cloud-based Al tools, agility in adoption, and tailored consulting packages." Demand from smaller
businesses is accelerating, not flattening.

Market research is "no longer a luxury reserved only for large corporations" — in today's highly competitive
environment, small businesses need to understand their customers, competitors, and market trends in order to
achieve sustainable growth. That awareness is shifting, creating a readier buyer.

Nearly 70% of global businesses are already implementing or planning Al integration as part of digital transformation.
Even if local small businesses haven't adopted Al themselves, they have heard of it, reducing the education burden
when selling Al-powered research services to them.

Against the idea: economic uncertainty in 2025-2026 is squeezing discretionary spending at local businesses. A café
deciding whether to expand has budget pressure pulling against paying for research. The pitch must be ROI-framed —
not "buy a report" but "avoid a $50,000 mistake for $500."

TARGET FIT

The target audience is well-chosen and largely ignored by the current market. According to the U.S. Bureau of Labor
Statistics, almost 45% of new businesses fail during the first five years, and the reasons are "almost always obvious:
poor market fit, lack of funds." The clients described — a café weighing a second location, a retailer deciding on a new
product line — are making exactly the kinds of bets that kill businesses when made without data.

These buyers have real stakes, real urgency, and no alternatives priced for them. They are not going to pay $10,000
for a market study. They might pay $300-$800 for a professional report that answers one specific question before they
sign a lease.

Underserved sub-segments with especially strong fit: local food and beverage operators, independent retailers
considering e-commerce expansion, and regional manufacturers thinking about a new SKU. Most founders "ask for
market research when they actually need a market-entry study or a market opportunity assessment" — meaning the
clients in this target audience need help framing the question as much as they need the answer. That curation role is
exactly where the two-person human layer adds value over raw Al output.



RISK FACTORS
Five risks deserve direct attention:

1. Client acquisition cost. Local small business owners are hard to reach at scale. There is no centralized channel.
This is a high-touch, relationship-driven sale that does not scale easily with two people.

2. Perceived value and trust. A café owner has never bought a market research report. The format is unfamiliar.
Convincing them it's worth $500 requires education before conversion. Sales cycles will be longer than expected.

3. Quality consistency. Al tools generate fast outputs, but accuracy on hyper-local questions — foot traffic trends,
neighborhood demographics, local competitor behavior — varies significantly. Around 37% of businesses cite "lack of
in-house expertise as a key barrier" to Al adoption, and clients who receive a low-quality output will not return or refer.

4. Commoditization from above. Major consulting firms restructured their Al divisions in early 2025 to focus on
domain-specific expertise, with "specialized Al consulting boutiques gaining market share." As Al tools become widely
available, larger players could move downstream.

5. Thin margins at low price points. Pricing below $1,000 per report requires very high volume or very low
time-per-project to be sustainable. The business model math is tight and must be stress-tested before scaling.

OPPORTUNITY SCORE

Originality: 6/10
Market Fit: 8/10

Timing: 8/10

The model is not entirely novel — affordable boutique research exists and Al-assisted consulting is proliferating — but
the specific combination of done-for-you delivery, Al speed, and pricing accessible to a local café owner is an
underoccupied lane. Small and mid-sized enterprises are anticipated to expand at the fastest CAGR of 25.70% during
2025-2032, "driven by growing awareness of the power of Al, cloud-based adoption models and the affordability of
consulting services." Market fit and timing scores are high because the structural demand is real, documented, and
growing — the question is purely one of execution and distribution.

VERDICT

This is a sound, executable idea that addresses a real and documented market gap. The business consulting and
market research sector explicitly identifies high cost as the primary barrier preventing small businesses from accessing
professional research, and no current competitor has solved the last-mile problem of delivering Al-generated
intelligence to a local café owner in a format they understand and at a price they can justify.

The core risk is not the idea — it is distribution. Two people with strong Al tool fluency and a compelling deliverable
format can produce the product. Getting in front of enough local business owners to generate consistent revenue is



the harder problem. The single most important next step is not building the service — it is running three to five real
paid pilots at a deliberately low introductory price with actual local business owners facing actual decisions. The goal is
not revenue yet. The goal is to discover whether the polished Al-generated deliverable genuinely moves these clients
toward a decision, and whether word-of-mouth referrals emerge naturally from that. If both are true, the acquisition

problem begins to solve itself. If neither is true, the product needs rethinking before any further investment of time or
money.
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