KNOW YOUR MARKET
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Market Research
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Target Market Identification

Competitive Analysis
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Market Research

10 Things | knew,
and now know to be true

Leon Toorenburg
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US Army Corps
of Engineers.

ZikeGPS

by Surveylah | ikeGPS.com




It will cost you more than you think

Really, it will
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Everyone in the company is in Sales

But | just answer the phone...
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Don’t market everywhere

You will get option paralysis

Go hyper local
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Being there is everything

People buy emotionally, and justify rationally
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Conferences are very important to us

And don’t expect to get orders
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Sales is a Process

* Define the stages in pipeline
* Monitor ratios between stages —

* Nothing matters more than growing
the value of the pipeline
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Don’t have a dog and bark




Most people buy stuff after 8
“touches”

Many sales people give up after 2
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The Customer defines a job well done




Crossing the Chasm




MARKET VALIDATION

IN TODAY’S FAST MOVING MARKETS

Barbara Grieve
Business Strategist

Creative HQ,
Wellington’s Business Incubator

reativeH(Q




What is market validation?

Validation (n) — proof, substantiation

Validation is the act of finding or testing the
truth of something

Market validation compensates for
most of the risk of entrepreneurship

‘_ “Start-ups are about delivering a new product /
& service in conditions of extreme uncertainty” —
Eric Ries, Lean Start-up

The Lean Startup
#leanstartup
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e List all assumptions about
the market

* And the decisions we want
to make
e Gather information
* Analyse data
e Construct conclusions
. »%Make a decision
Execute




AGILE MARKET RESEARCH

™

Business
Lifecycle



LESSONS LEARNT...

It's not the idea that’s important
- the speed with which entrepreneurs change & iterate in response to
feedback ultimately determines their long-term success A

Entrepreneurship is a delicate art of balancing conviction with doubt, .
- good judgement is always backed up with hard evidence BRI

-.doing anything is better than doing nothing when you are
unknown e

THere is no excuse for not understanding your customers &
- If you don’t know, ask! —



Target Market Identification

Mark Pennington
Formway
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TIM SPRINGER Human environment research organization, Chicago
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B Additional positive
profit from futures

O Net profit

2007 2008 2009 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020










Tips:
Knowledge = Gold
Visit Market
Test Market
Understand Trends

Fast track to info source

Proposition and business case asse
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AGILE WEB SOLUTIONS

Competitive Analysis

Nick Rowney
3months




