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• Primary Market Research (PMR) : 
– Customer interviews, Observational research, Immersion, Secondary 

research – reports, user tests, focus groups & user-driven innovation

• Your beachhead market is where, once you gain a dominant 
market share, you will have the strength to attack adjacent 
markets with different offerings, building a larger company 
with each new following

• User profile : range

• Total Addressable Market (TAM) is the total available 
opportunity for your product or services
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REVIEW
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TODAY



https://startupsavant.com/startups-to-watch
https://startupsavant.com/best-startup-ideas

• AI Startups
• App Startups
• Beauty and Wellness 

Startups
• Blockchain Startups
• Cybersecurity Startups
• Ecommerce Startups
• Edtech Startups
• Fashion Startups
• Fintech Startups
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• Food and Beverage 
Startups

• Healthcare Startups
• IoT Startups
• Mobility Startups
• Pet Startups
• Real Estate Startups
• Software Startups
• Sustainable Startups
• Travel Startups
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Ideal Customer profile 
Using primary market research techniques build out a description 
including demographic information & increasingly specific 
information about their needs & wants

5

1. identify, describe, and segment customers based on 
numerous characteristics and variables, based on their 
personalities, buying habits, and behaviors.

2. To keep the focus on the end user
3. To deepen your understanding of the primary customer
4. To calculate the TAM



Ideal Customer profile 

the characteristics of the people most likely to 
purchase your product or service and derive a 
lot of value from it
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in

7https://www.techtarget.com/searchcustomerexperience/tip/How-to-create-customer-profiles-with-examples



Where to get this information?

• A lot of companies using data mining / analytics (social media, 
websites, 3rd party sources) to do it now

• Customer (feedback) surveys, interviews

• If you have customers look at the top X% and look for 
common characteristics
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Basic information
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https://blog.hubspot.com/service/customer-profiling#templates



Challenge: Design a watch for the 
visually impaired and/or a blind 

person
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Where would you start?

• What do you need to know about them to create a viable product?

• What are the needs of visually impaired people?
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Design a watch for the visually impaired and/or blind person

What’s already available???



Abridged Customer Profile           
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Adult Children

Numbers

Spend on specialist prescription 
glasses/lenses and high spec 
sun filter glasses

Age range

Work status

What they need?

What’s most important to 
them?



Abridged Customer Profile           
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Adult Children

Numbers 55,000 4,701

Spend on specialist prescription 
glasses/lenses and high spec 
sun filter glasses

People with sight loss are 
spending €5.74 per week 
on specialist prescription 
glasses/lenses and high 
spec sun filter glasses

Age range 18+ 5-18 years

Work status 24.4% in employment Not employed

What they need? Cost effective Usable

What’s most important to 
them?

Reliable 
Not to be disruptive

Not to stand out

https://www.ncbi.ie/facts-about-sightloss/

https://www.ncbi.ie/facts-about-sightloss/
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However, growing and ageing populations 
mean that the challenge of eliminating 
avoidable blindness is now bigger than ever 
before

Moderate to severe visual impairment (MSVI)



Your challenge

Design a watch for the visually 
impaired and/or a blind person
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Build a watch for the 
visually impaired
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Customer Profile
• A customer profile describes the type of buyer you should be 

trying to sell to. 

17

https://monday.com/blog/crm-and-sales/customer-profile-template/



Exercise 1

• In your project groups, develop a Customer 
Profile (there could in theory be more than 
one, but one is enough here)

• Focus on data that could be used to segregate 
your customers statistically / could be 
gathered easily using surveys

• Use any of the templates from HubSpot or 
other
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If you try to design a car that 
pleases every type of user, then you 
end up with a car with every 
possible feature, but that pleases 
nobody. 

Software today is too often designed to 
please too many users, resulting in low 
user satisfaction. In addition, it results 
also in high cognitive load and navigational 
overhead for all users.



Profile – average customer – doesn’t exist

Persona – specific buyer and how they will 
interact with the product + how we reach / 
sell to them
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Question 1
• Which ad will be more effective in getting 

people to donate money? And why?
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Buyer Persona

• a fictional portrait of a ‘real’ persona who is 
buying from your brand based on analysis of 
demographics, behaviors and motivations
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understand their mind set, preferences, 
motivations, interests, behaviors and goals and to 
tailor your content and messaging accordingly



Step #5: Persona
Your Persona is one end user from one potential 

customer who best exemplifies your End User Profile
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Personas?

• Personas are an archetype of your actual, validated 
customers based on research

• Personas are not a sheet of paper

• – creating persona hypotheses gets the ball moving… to 
do research

They embody specific key characteristics of target user groups
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Persona
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Describe a ‘real person’ in your beachhead market 
that best represents your end user profile 

To identify basic info, personality, pictures, pain 
points and goals of the person who best exemplifies 
your  customer
Creates great focus in your organization and serves 
as a touchstone for all decisions going forward

Why do we do it?



Key to Persona Development

 It must be a ‘real’ person (most likely fictional but not necessarily)
 Be visual – use pictures
 Understand all dimensions: Rational, Emotional and Social
 Err to start on side of too much detail & then take away
 Priorities

What do they fear most in the world?
What motivates them more than anything else?

 What “water holes” do they go to?
 i.e., where do they congregate with others like them?

 Do this as a team – it will help unify your team and will get 
everyone on the same (and proper) wavelength

29



 +  

• When a key decision needs to be made
– Who is making it?
– What are their needs ? Etc. 

• Demographics 
–  grouping by  external factors like age, gender, 

race and income level – statistical / quantitative
• Psychographics

– qualitative methodology of studying consumers 
based on psychological characteristics and traits 
such as values, desires, goals, interests, and 
lifestyle choices - qualitative
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31https://www.semrush.com/blog/buyer-persona-examples-beyond-basics/

Pictures 
Background
Age
Gender
Behaviors
Personality
Goals 
Needs 
Motivations
Pain points
Goals
Spending 
habits
Pain points



32https://www.semrush.com/blog/buyer-persona-examples-beyond-basics/

Pictures 
Background
Age
Gender
Behaviors
Personality
Goals 
Needs 
Motivations
Pain points
Goals
Spending 
habits
Pain points
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Background : Santander Cycles is a public bicycle hire scheme in London. 
The operation of the scheme is contracted by Transport for London. 
Users can buy 24 hour bike access at docking stations with their credit or 
debit card for £2. 

BRIEF : Through the Santander Cycle scheme, Transport for London 
wants to find a way to encourage people who are still unsure about cycling 
in the city to use their bike

•Frustrations with hiring the bike from the docking station e.g. the 
machines had too much text that no-one wanted to read

•Confusing cycle hire scheme e.g. it allows you to hire for 24 hours, but 
users must return the bike to the dock every 30 minutes

•Not enough docking stations

Example – reading material for you in zip file – also well documented online
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Competitor analysis
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When comparing costs, Santander Cycles was significantly 

cheaper than its indirect competitors. But the schemes 

offered by direct competitors were on par. However, online 

reviews showed that many people were confused with using 

the Santander Cycle scheme compared to its direct and 

indirect competitors.

Competitor analysis



Assumptions Matrix
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An Assumptions Matrix is a method that helps 
teams to prioritise and run the right experiments
Or where to focus questions during interviews 
with users
Risk = impact of being wrong about it
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Exercise 2

• Write down your assumptions – as many as 
possible - about your project / product idea

• Can you place them in the 4 assumptions 
matrix quadrants?
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Affinity mapping of themes which arise in user 
feedback / surveys / interviews
- Simple technique to group / cluster ideas by 
theme / category
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“From the user interviews, we identified three clear user groups. These 
were then translated into user personas
The Regular Cyclist is someone who cycles to work everyday, and owns 
their own bike. They cycle as they believe that cycling is the best method 
of transport to save time and money.
The Environmentalist aims to reduce their carbon footprint as much as 
possible, and wants to cycle as they believe that it’s the most 
environmentally friendly way of travelling in London.
And finally, our main persona is Charlotte, the Scared Cyclist”



What does a bad day look like for 
her?
What is she afraid of?
What keeps her awake at night?
What is she responsible for?
What obstacles stand in her way?

What does this person want and 
aspire to?
How does she measure success?
Given the subject at hand, how could 
this person benefit?
What can we offer this person?
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Persona – Pains and Gains
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GOAL: The goal of the empathy map is to gain a deeper 
level of understanding of the persona 

Even if you don’t understand the persona very well, the 
empathy-mapping exercise can help you identify gaps in 
your understanding and help you gain a deeper 
understanding of the things you don’t yet know

Activity : Empathy map
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Exercise 3

• What to include:
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Some tools

• https://uxpressia.com/?via=p2p

• https://www.delve.ai/?ic=p-18f04f5

• https://www.justinmind.com/blog/user-
persona-templates/

• https://www.hubspot.com/make-my-persona
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https://uxpressia.com/?via=p2p
https://www.delve.ai/?ic=p-18f04f5
https://www.justinmind.com/blog/user-persona-templates/
https://www.justinmind.com/blog/user-persona-templates/
https://www.hubspot.com/make-my-persona


Create a sample persona

• https://xtensio.com/how-to-create-a-
persona/
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https://xtensio.com/how-to-create-a-persona/
https://xtensio.com/how-to-create-a-persona/


Feature prioritisation matrix
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Low value-Low effort 
– fill-ins

High value-Low effort 
– quick wins

Low value-High effort 
– time sinks

High value-High effort 
– big projects

https://userpilot.com/blog/feature-
prioritization-matrix/
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A feature prioritisation matrix
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