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MARKET RESEARCH ACQUISITION TARGETING UAE SMES

Finding acquisition
opportunities before an
owner says they want to sell

Which companies deserve
the next hour of research?

THE DEFENSIBLE QUESTION THE
RESEARCH SYSTEM WAS BUILT TO
ANSWER

Gulf Succession Partners was looking for
something that does not appear as a field in a
sales database: a good business whose owner
might be ready for succession.

The first half of that problem can be researched: company size,
industry, business model, financial characteristics, location and

ownership. The second half is much harder. Is the owner

actually considering selling? There is no reliable database filter

for that.

TCA developed a research and prioritization system for

discovering UAE SMEs, understanding their owners, and
looking for observable evidence that could make one business

more relevant to investigate than another.

01 — THE BUSINESS PROBLEM

Gulf Succession Partners is a search fund focused on acquiring
a small or medium-sized business in the UAE and operating

it for the long term. Its mandate creates two separate

research problems.

Business fit
Is this the kind of company the fund would want to own? This

resembles conventional account qualification.

Succession relevance
Is there any reason to believe the owner might be approaching a

point where a succession conversation could make sense? That

information usually does not exist until someone has the

conversation.

02 — WHY A NORMAL ACQUISITION LIST WASN'T ENOUGH

A list of UAE SMEs matching a few broad firmographic filters

would produce companies. It would not necessarily produce

useful acquisition opportunities. A business could fit every

financial and sector criterion while having an owner with no

interest in succession. Another might look less obvious in a
conventional database while having characteristics that make

an ownership transition more plausible. The research needed

two dimensions, company attractiveness and succession

relevance, and neither could be confused with confirmed

acquisition intent.

FIND SIGNAL → DECLARE INTENT

Gather evidence → estimate
relevance → prioritize research
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03 — THE HIDDEN-VARIABLE PROBLEM

The variable that mattered most could not be looked up
Some attributes are directly observable. Others are not. The commercially most important one sat in the
last group.

OBSERVABLE

LOCATION INDUSTRY SIZE

BUSINESS MODEL FOUNDER NAME

YEARS OPERATING

OWNER CAREER HISTORY

PUBLIC COMPANY INFO

PARTIALLY OBSERVABLE

FOUNDER TENURE APPROX. FOUNDER AGE

FAMILY INVOLVEMENT

MANAGEMENT CONTINUITY

COMPANY MATURITY

UNOBSERVABLE FROM PUBLIC DATA

Does the owner want to
sell?

04 — WHAT WE DEVELOPED

A research model that narrows
the market for human review
TCA combined company discovery, local-market sources, firmographic enrichment, founder and owner research,

succession-related signals, reason-to-reach-out fields, acquisition-target prioritization and nurture-list

construction. The goal was to move from a broad universe of UAE businesses toward a smaller set that warranted

deeper human investigation.

01 Discover the market Many attractive privately held SMEs are poorly represented in venture, startup or technology-
oriented databases, and the best candidate for a search fund may attract little online attention.

Discovery extended to sources closer to the local business market.

LOCAL DIRECTORIES OTHER COMPANY-DISCOVERY SOURCES

Start with where the companies actually exist, not with whichever database is
easiest to query.

02 Establish
company fit

Conventional qualification established whether a business appeared broadly consistent with the

acquisition thesis. A strong company is not automatically a willing seller, so fit was only one part

of the model.

BUSINESS TYPE LOCATION COMPANY MATURITY INDUSTRY ESTIMATED SCALE OWNERSHIP

03 Find the owner For privately held SMEs, the company and the owner are inseparable parts of the acquisition

problem. Public company pages, professional profiles and other sources helped reconstruct

ownership context.

FOUNDERS → OWNERS → SENIOR PRINCIPALS
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04 — WHAT WE DEVELOPED (CONTINUED)

04 Research
succession context

The goal was not to label an owner "ready to sell". The system looked for observable

characteristics that could contribute to a succession hypothesis. Where useful evidence existed,

research estimated an approximate owner-age range or retirement-stage likelihood from public
career information, considered alongside other context.

APPROXIMATE OWNER AGE LONG FOUNDER TENURE COMPANY MATURITY OWNERSHIP HISTORY

None of these signals proves succession intent. Together, they help determine where deeper research

may be worthwhile.

05 Build the reason
to investigate

A useful record needed more than a score. Reason-to-reach-out fields captured why a company

fits and why there may be a reason to investigate succession now, turning raw attributes into
something a human could review.

COMPANY A: SCORE 78

Company A appears to fit the acquisition mandate; founder has led the
company for several decades; available public evidence suggests a later-
career ownership profile; no succession intent is confirmed.

That is information an investor can reason about.

PRINCIPLE

Age was a prioritization signal, not the answer.
A founder of a mature company approaching a conventional retirement stage does not necessarily want to

sell. The system was intended to change prioritization, not manufacture certainty.

LIKELY SELLER

Potentially more relevant for
succession research

They may intend to run the business indefinitely.

Their children may be taking over.

Management may already have a succession plan.

They may have no interest in an acquisition conversation.
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05 — PRIORITIZE THE MARKET

Research allocates human judgment. It does not replace it.
01 UAE SME MARKET

02 COMPANY DISCOVERY

03 FIRMOGRAPHIC FIT

04 FOUNDER / OWNER IDENTIFICATION

05 OWNERSHIP + CAREER RESEARCH

06 SUCCESSION-RELEVANCE SIGNALS

07 REASON TO INVESTIGATE

08 PRIORITIZATION

DEEPER HUMAN
RESEARCH

OUTREACH NURTURE

The final step remains human. That is deliberate.

06 — A SCORE SHOULD DECIDE WHAT TO RESEARCH NEXT

A succession score cannot tell an investor that a person will sell their
company. At best, it can help answer which of 500 companies to

investigate first. The system should not simply assign the oldest

founder the highest score.

COMPANY A

Excellent business
fit. Founder early in
career. Recent
expansion. No visible
succession context.

COMPANY B

Excellent business
fit. Long-standing
founder ownership.
Mature company.
Career evidence
consistent with a
later ownership
stage.

COMPANY C

Weak financial or
business-model fit.
Strong apparent
succession
indicators.

Company B may deserve more research because both
dimensions align.

07 — HUMAN JUDGMENT BELONGED INSIDE THE SYSTEM

TCA's role was to build the research structure that made judgment
more efficient and consistent.

AUTOMATED

Company discovery

Basic enrichment

Field normalization

Research collection

JUDGMENT

Is this really the owner?

How strong is the career-stage
evidence?

Does the company fit the thesis?

Does the context justify more
research?
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08 — BUYING SIGNALS ARE NOT BUYING DECISIONS

Intent signals rarely mean intent has been observed
This case illustrates one of the most important problems in
modern GTM. A hiring event may suggest a priority. A

technology change may suggest an initiative. A funding event

may change capacity. A founder's career stage may change the

probability that succession is worth investigating.

None of those facts tells us what the person will decide. The
Gulf Succession work required maintaining that distinction

explicitly, and the principle applies far beyond acquisitions.

A signal should change prioritization, not create certainty.

09 — RESEARCH BEFORE OUTREACH

For an acquisition search, poor targeting is especially expensive. The potential outreach population is small, the

conversation is sensitive, and the commercial value of a genuine opportunity is extremely high. Volume matters
less. Evidence matters more.

RIGHT COMPANY

Does it fit the acquisition
thesis?

RIGHT REASON

Is there evidence to
justify a succession
conversation?

RIGHT PERSON

Who owns or controls the
business?

RIGHT MESSAGE

How should that
conversation begin?

MESSAGING IS
DOWNSTREAM OF
RESEARCH

10 — THE USEFUL RECORD

A conventional company record holds company, website, industry, employees and revenue. For this research

problem, a useful record needed additional dimensions. That is substantially different from building a lead list.

ACQUISITION-TARGET RECORD

Company fit

Is this an attractive
acquisition candidate?

Ownership

Who actually owns or
leads the business?

Succession context

What evidence exists
around ownership
maturity or transition?

Reason to investigate

Why should this company
receive deeper attention?

Confidence

How strong is the
evidence?
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11 — WHAT THIS CASE DEMONSTRATES

How do you operationalize a hypothesis
without pretending it is a fact?
The Gulf Succession engagement demonstrates TCA's ability to work on prospecting problems where the

commercial variable that matters most cannot be directly observed. The work turned a difficult, partially

unobservable acquisition thesis into a structured research and prioritization system.

Alternative discovery

Local-market and directory
research beyond standard sales
databases.

Owner research

Owner identification, founder
research and approximate age
inference.

Succession context

Signals treated as evidence for
prioritization, never as confirmed
intent.

Prioritization

Target scoring, reason-to-reach-
out fields and nurture-list logic.

12 — TECHNOLOGY

The research architecture is the reusable idea. The exact tool stack

is secondary.

COMPANY + LOCAL-DIRECTORY DATA WEB RESEARCH

FIRMOGRAPHIC ENRICHMENT FOUNDER + OWNER RESEARCH

STRUCTURED DATA FIELDS SIGNAL CLASSIFICATION

SCORING / PRIORITIZATION

13 — THE BROADER PRINCIPLE

The buying decision happens inside someone's head. You cannot

directly query:

Companies whose founders are considering succession

Companies frustrated with their current software

Buyers preparing to replace an incumbent vendor

No signal is certainty. Good signals can still
improve where you look.

Need to operationalize a market thesis
that doesn't fit a database filter?
TCA builds research and prospecting systems for B2B companies with difficult markets. We

translate commercial hypotheses into observable evidence, research workflows, qualification logic

and prioritized accounts, then test those systems against the real market.

SEE IF YOUR COMPANY IS A FIT → theclaygency.com
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