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Pick your best / favourite idea

Take your idea — expand on it — reference your
research

What is the idea and what does it do?

What problem does it solve?

Who are the customers?

What value does it provide to the customers?
Who are your competitors?

What is your USP?

Who/what would need to be involved to make it a reality?

Justify — Build a solid, justifiable case




Try creating an...Elevator Pitch

The benefit
The differentiator
The ask



Elevator pitch

Components:

The benefit. This is not the product or service but what the
customer will get if they buy/use your product. Why should they
care? What’s in it for them? That’s the questions you want to
answer.

The differentiator. How are you different from all the stuff out
there?

The ask. The elevator pitch generally should end with a call to
action. What would you like to get from your audience? Most of
the time it is to get another meeting to continue the conversation,
or to get feedback, or some such.




Elevator pitch -> Zen Statement

* Elevator pitch : Helps to clarify and
communicate ideas

* AZen statement : Helps to crystallize your idea

My idea is...

“A {product/service description} for {target customer} that {key
value} enabling {primary benefits} unlike {existing alternatives}.”

My idea is “A portable music player for audiophile music lovers that plays
music files from lossless formats enabling improved quality unlike iPods
and other compressed file players.”




My ideais...
“an amusement:park for bored people that entertains
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Next steps

* You have your initial idea
* You have your initial team

e Now what?



Understand => The Market = The client = The Technology (1, 2, 3, 4,5, 9, 11)

WHO IS YOUR l
CUSTOMERY

Calculate the TAM size for|
the beachhead market

Profile the persona lor
the beachhead markel




WHO IS YOUR
CUSTOMER?Y

Market
segmentation

Calculate the TAM size for
the beachhead market
Profile the persona for
the beachhead market

identity your
next customers




What’s one of the most important
components of a new commercial
enterprise?

5’&0“‘6(S

payine”

ﬁﬁ.
U S
Uy



Step #1: Market Evaluation




THE JOURNEY FOR THE Brainstorm Potential Markets

HOLY GRAIL OF L o
SPECIFICITrY ~

Analysi; on Potential,
Technical, Business
Personal Fit

Deeper analysis
of finite number
of most promising
market segments

Choose one of the
market segments as

First Order Beachhead

First Order Beachhead Market
is further segmented upon
closer analysis

Reachhead Market
is chosen

oy
w A Target Customer Profile is developed
further, sharpening the Focus; likely to be a

With clear definition of
further subsegment of market

refined beachhead market
and target customer, now
do a Total Addressable
Market (TAM) calculation

Now we getvery specific by finding and deeply
understanding one real representative customer
in our Target Market. This speci*ﬁcify will be our
reference point for product development &
marketing going forward.



Stage 1 : Brainstorm

Fill out Form

What is my idea or technology?

What industries and end users could my idea or

technology apply to?
Industry or Similar End What They Would Use It
Category Users For

13




Very Important Step

Seeing the world Seeing the world
through V§. through
the eyes of the the perspective

customer of the company

14



It is useful to
consider to look at
the end-to-end
customer journey as
perceived by the
customer, not just
the 'touchpoints'
where the customer
interacts with the
customer

o It's asubtle but
useful distinction to
make, especially
when it comes to
understanding the
customers

experience

Customer journey

M Customer M Provider
The customer The customer The customer The customer
buys a new contacts the  reads the meter reviews the bill
house electric utility’s at the old address, and contacts the
call center and marks the card, call center about
provides the and mails it to an error on it
moving date the utility
The customer
O ®© @ 60 O
4 A A new house
The utility . bd
sends the ,
customer a
confirmation ' The call center
letter and a final & has the billing
meter-reading card department mail
. the customer a
The billing corrected bill )
department @ > @ The service
tags the old department .
and new The billing activates service
addresses department at the new
to indicate sends the address and
the move customer reads the meter

the final bill for
the old address

The service
department N
arranges

for the
activation on
the moving date

©®

The billing
department
sends the
customer an
initial statement
and an explana-
tion of payment
options

15




e According to McKinsey, 6 actions are critical to managing customer-
experience journeys (articles elsewhere in this volume explore several of
these topics in depth):

o Step back and identify the nature of the journeys customers take—from the customer’s

point of view.

o Understand how customers navigate across the touchpoints as they move through the

journey.

o Anticipate the customer’s needs, expectations, and desires during each part of the
journey.

o Build an understanding of what is working and what is not.
o Set priorities for the most important gaps and opportunities to improve the journey.

o Come to grips with fixing root-cause issues and redesigning the journeys for a better
end-to-end experience.

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/from-
touchpoints-to-journeys-seeing-the-world-as-customers-do#/ iy



Stage 1B: Narrow I o u o rm
End user Target customer | Target customer | Compelling Can you deliver a | Is there Can you leverage | Rank
whole product? | entrenched this segment to

readily accessible
to sales force?

well-funded?

reason to buy?

competition?

enter others?

Top Target Markets to consider for my product/service
Considerations in Narrowing the Field




Next Exercise: Narrow the Field

<

.

Fill out Form
* List your top 5/6 candidate markets

o ok w N e
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Primary Market Research (PMR)

1. Starts now ...

2. And never ends

3. Underlies almost every single step of 24 steps




PMR

Customer interviews
Observational research
Immersion

Secondary research - reports
User tests

Focus groups

User-driven innovation : users have an increasingly large
influence on the available commercial offers, participating in
the process of creating products/ services which they
purchase

20



Primary Market Research

EXAMPLES OF PMR



Contextual interview: Interview subject where
product will be used

* Asleep product % z 3’




Structure the interview for consistency, ask open
ended gs, let the subject lead

\' =

D iSCu SS Show product

idea if and only

S| eep if there’s if time

left over and

problems they ask

“Tell us the story of sleep
in your house”




Observation: Learning things people
cannot articulate

In this project, we are trying to understand people’s showering habits

Take shower footage of volunteer subjects (clothed)

What kind of info. would you learn?
SHOWERING HABITS




Observation: Learning things people
cannot articulate

(2
6000 9? (4
2 '
2] ;\5‘
@ e \ b
e e o)
@0
QG
e \

% time people stand facing the showerhead versus the other way, etc.
Data that no one can tell us with words

SHOWERING HABITS




Immersion: become the user

" @ Argon Flie Edit Layout View Planes Pen Text Dimension Verify Window PhotoRender Animation Help

Sabiction Salect. [SA11 = Extwed, Optian = Cagy}

In this project, we are trying to understand the usability of 4 competitive CAD programs

Different users with varying levels of expertise will spend time on each application,
designing the same set of parts and documenting experiences in learning and mastering

each application



Longitudinal diary studies: learn things
over days/weeks, not over 1-2hrs




Photo essays: use imagery to capture
the context




Usability benchmark: Give users a task,
watch them struggle and learn why




Focus groups : Ask targeted questions




Landing page: interest/purchase intent tests

One way to test vaporware:
* Put up alanding page with a call to action

o ‘ . and see if anyone clicks
== [ CHEEZ «@@ )  Call to action may lead to:
S Showcase * Email capture (“Notify me when
Y°“'M““m°' Product X is ready”)
e Credit card capture (“Your CC will not

be charged until we ship you Product
X)
The Fastest Way to Get Internet Famous . .
Your Stte, on the Cheechungen Viebwork * Use a hosted drag-drop design interface

GET STARTED

> MEME LOC GeE BBw B with integrated analytics (e.g.
Collecting and curating your own content lets everyone know unbounce.com Or quickmvp.com) to

your sense of humor is the best. Youll score lots of internets
when your Cheezburger Site is featured on the homepage of

FAIL Blog, Memebase or | Can Has Cheezburger! . . . .
minimize development time

Start your first Cheezburger Site now.

&3 ; @® * Conversion metrics will validate/invalidate
o wa o et wom s your hypotheses about a whole host of

CHEEZBURGER URL
Sign up
‘“.cheer

things




Successful PMR is a continual
iteration of

© Can Stock Photo

Engaging People Common Sense- Data
Skills/Analysis

32



templates

* Look at Disciplined Entrepreneurship
workbook templates

33



WHO IS YOUR
CUSTOMER?Y

segmentation

Salect a beachhead
market

Build an end-user
profile

Calculate the TAM size for
the beachhead market
Profile the persona for
the beachhead market

identity your
next customers

34




Step #2: Select 1 Beach Head Market

Son, That is clear
to become and T wantto do it
a great tennis player as soon as possible
you need to play so I will follow
a lot of tennis this plan
and beat the best tomorrow.
on the way

Perhaps
you should start small
and work your wWay up.

Patience and focus
are my advice.




Why is it called a Beach Head Market?

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

36



Why Only One Market?

““PERSON WHO CHASES TWo RABBITS CATCHES NEITHER'

37



These are 3 conditions that define a
market

* To be a market, it must have the following three characteristics:
v Will buy same product
v’ Similar sales process (persona, value prop etc.)

v Word of Mouth (WOM) exists



Take your top 5/6 candidate markets

* List your top 5/6 candidates
1.

2
3
4.
5
6

39



Decide your BHM Considerations for
Choosing BHM

Fill out Form

- -~ — - ----

Target customer
well-funded?

Target customer
readily accessible to
sales force?

Target customer’s
compelling reason to

Can you deliver a
whole product?

Is there entrenched
competition?

buy?

Can you leverage
this segment to enter
others?

Out of 10

Total




In business, particularly startups, the beachhead strategy is about focusing
your resources on one key area, usually a smaller market segment or product
category, and winning that market first, even dominating that market, before
moving into larger markets

Who was their BHM?

Fliers interested in low cost =
trimmings removed

41




V
n @ Pinterest '

Who was their BHM? ,1{{,@



WHO IS YOUR
CUSTOMER?Y

segmentation

Salect a beachhead
market

Build an end-user
profile

Calculate the TAM size for
the beachhead market
Profile the persona for
the beachhead market

identity your
next customers

43




Target Customer definition

175 Target Audience:
150 Males — 25-34
139+

125

100

~
S}

Online Activity Index

50 Target Audience Interests:
* Females (70%)
25 * Sports (50%)
0
Ages Ages Ages Ages Ages
18 to 24 25to 34 35to 44 45 to 54 55+

-~ Household income of <$75K
-~ Household income of $75K+



Target Customer definition

Goal is to create a description of a narrowly defined subset of end
users with similar characteristics with similar needs

Potential Characteristics; ® Gender ¢ Age ¢ Income range
Geographic location

What motivates them e fears / challenges / desirese
Where do they go for holidays, dinner, before work?

What newspapers / social media / websites / tv radio / podcasts /
films / .... do they consume? Do they read?

Their reason for purchasing your product
What makes them special and identifiable?
What is their story?




Sample Customer Profiles

Male, female

17-40 years old

East of Ireland

Student, young professional, internal
migrant, middle management

Medium, high

Has a smartphone

Early adapters, technologically
advanced

Active users of social networks,
outgoing personalities

ldentifying
categories /
ranges,

not a person

46




Urban Cake Shop ¢ ¢ ¢ |

Morning commuters : are most concerned about getting to work on time with a fresh cup of
coffee. They’ll keep coming back to the business as long as Urban Cake Shop is well-staffed during
the morning rush and provides high-quality coffee and fresh pastries. Coupons also work great to
encourage frequent visits.

Seasonal celebrators : have a much stronger connection to this business; custom cake/treat orders
serve their family parties where they can also be a major talking point. Price and coupons are less
effective since these customers are willing to pay a premium. Instead, they’re motivated by unique
seasonal creations, which are shared with them on Urban Cake Shop’s Instagram and Facebook.

One time weddings : have huge catering orders for one-time weddings. It’s a unique segment in
that they rarely order more than once, yet still make up a huge portion of Urban Cake Shop’s
revenue. Wedding customers prioritize taste and ease of service above all else. The last thing they
want is an extra hassle on their wedding day, so the business strives to do their best to alleviate
their anxieties with bonuses like free deliveries and in-store tastings.

Casual drop ins : just drop in for some novelty cakes and/or tea/coffee

47



Abridged Customer

| L v ¢
Profile

Morning Commuters Seasonal Celebrators One-time Weddings

Description

Age range

wWhat's
most
important
to them?

How to
market to
them?

Preferred
channels?



Abridged Customer %3 y
Profile

Morning Commuters Seasonal Celebrators One-time Weddings
Description  Come often, spend little. Middle-aged matriarchs Though only a tiny portion of
Our most common catering their celebrations. our customers, newlyweds-to-
customer stops in fora A smaller segment, but our be make up 15% of our
quick coffee and pastry in  biggest source of revenue. revenue.

the morning.

Age range 25-45 35-55 26-42
What's Fast service and fresh Unigue seasonal treats Unique flavors, attentive
most food/coffee that make celebrations service, delivery option
important special
to them?
How to Use sidewalk promotions Email marketing with Use targeted Facebook ads to
market to to draw them in. Loyalty seasonal/holiday draw them in. Continue
them? rewards and email promotions. Also, show off promoting with wedding,
coupons will bring them latest creations on newsletter, &

back. Instagram. Instagram/Pinterest posts.
Preferred Email, Loyalty App Email, Instagram, Email, Facebook, Pinterest
channels? Facebook, Direct Mail



Fill out Form

Category

Your target customer profile

Justification

Gender

Age range/ages
Occupation

Region (if relevant)(
Social level
Characteristics

Pain points

What they want

50



Your analysis of your target customer
is not comprehensive, but the End
User Profile points you in the right
direction for future steps

Journey to specificity

Build the company around the
customer’s needs, not based on your
interests and capabilities

51



WHO IS YOUR
CUSTOMERY?Y

alcuiate the size lor
the beachhead market

Profile the persona lor
the beachhead market

@

identity your
next customers

52



Step 4 : TAM

Reachhead TAM calculation
is your sanity check
thatyou are headed
in the right direction

53




Step 4 : TAM sizing for first market

Make a first pass TAM (Total Addressable Market) calculation for your
beachhead market. This is how much annuval revenve there is available to
you for your product if you achieved 100% market share. This is only for
yout first market which you should be able to do with some clarity.

The strong preference is for a bottoms up type of analysis where you can
show from your primary market research how many of the potential
customer you have identified and then extrapolate this to the broader
market. Complementary to this but much less compelling on its own, is a
tops down analysis where you are working with market analysis reports and
extrapolating without direct interaction and validation. Often, very
important subtleties are missed in tops down analysis.
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TAM

Total Addressable Market (TAM) is the total
available opportunity for your product or

services

The Total Addressable Market (TAM) for your
beachhead market is the amount of annual revenue (€
per year) your business would earn if you gain a 100%
share of that market.

55




TAM, SAM, SOM

TAM: Total Available Market. This is the total market demand for a
product or service, assuming there are no limitations on factors such as
geography, price, or distribution.

SAM: Serviceable Available Market. This is the part of the TAM that a
business can realistically target and serve, taking into account limitations
such as geography, pricing, and distribution.

SOM: Serviceable Obtainable Market. This is the portion of the SAM that
a business can realistically capture, based on factors such as the
company's marketing and sales capabilities, competition, and market
saturation.

In short, TAM is the total market demand, SAM is the portion of the
market that a business can realistically target, and SOM is the portion of
the SAM that a business can realistically capture.




Total market for your
product.

Serviceable
Obtainable
Market

Percentage of SAM
you can realistically
capture.

TAM SAM SOM

Serviceable
Available
Market

Portion of the market
you can acquire based
on your business
model (your targets).

»




Market Size — Rental Units in
USA

42.58M*

0.59M?2 190K’

($1.02B**)

($14.2M**) ($1.4m*)

Total Available Market Served Available Market Target Market

o e tal units in high rise
I I un total rental units in Manhattan (rent ! ;
(total rental units in US) ( ) buildings with >100 units)

1US Department of Housing and Urban Development, 2015
*National Multifamily Housing Council

* http://www.landlordstation.com/blog/new-york-city-apartment-rental-statistics/
**assume 2 residents/unit (reference: BuildingLink); *assume 30% user adoption & $1/mo/user



TAM

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

Top down & Bottom up
Top dOWN 5 uses industry research to estimate

the size of your addressable
market

59



TAM example

App to track pregnancy

@9 O Market seements?
S ¢ ¢



TAM example

App to track pregnancy

° Preghant women
e | First time mothers
e [Fathers to be

o  [Family

e (Close friends

o Doctors

NMarket ceomentc
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What are the main
requirements of an app to
track pregnancy for first time
mothers?
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TAM

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

Uses secondary market (i.e. industry
research) to estimate the size of your
addressable market

Top down

Bottom U usesyour own company data to
build reliable market boundaries

and sales goals

63




TAM : Top down

e Number of females in Ireland ?

* Number pregnant annually?

e Number of first time mothers?

.\ fwl‘ .
L AN

BHM = first time mothers



TAM : Top

down

* Number of females in Ireland: 2, 465, 802

* Number pregnant annual

e Number of first time mot

BHM = first time

https://countrymeters.info/en/Ireland

y: 75713-75766

ners : 30,306

mothers
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WHAT IS CRITICAL FOR AN EFFECTIVE
BOTTOM UP TAM APPROACH?
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Realistic data
Realistic estimation

WHAT IS CRITICAL FOR AN EFFECTIVE
BOTTOM UP TAM APPROACH?



For a solid estimate of TAM you'll need :

1. The tOtal population Of potential users
2. How many of the products will be purchased at a time?

a. How Often will the product be purchased?

5. What is the intended Selling price of the product?

TAM=€1%*2*3*4

Total Addressable Market

P

TAM = how big is the universe /T otal
/ Available
[ Market

{
\

SAM = how many can'| reach
with my sales channel \

Served
Available
Market

Targel Market (for a startup) =
who will be the most likely buyers

68



Is the market big enough to
be interesting?

&
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EXAMIPLE = EXAMIPLE = EXAMIPLE

From professional athletes
to casual gym users,
improving and maintaining
one’s fitness is an enduring
challenge. For those who
lift weights in particular,
building muscle is
dependent on performing
the exercises correctly for
any given number of
repetitions. Incorrect form
and movement can lead to
significant injury.

70




EXAMIPLE = EXAMIPLE = EXAMIPLE
Problem to solve

Lack of Properly Trained Spotters Fitness Tracking




What could the technological solution
be?

They won't know until they really understand
the target customer and their problems first

Technology to help
the successful
performance of
weightlifting
exercises

o«
di<
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What could the technological solution
be?

They won’t know until they really understand
the target customer and their problems first

Machine learning,

computer vision etc. Technology to
. help the
Pa’® . 8 {HM “ successful
H ey LY~ i
_— e o L J A performance of
I8 weightlifting

exercises




What are your market
segments?

Weight lifting racks with embedded technology

Technology to
help the
successful
performance of
weightlifting
exercises
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What are your market
segments?

Weight lifting racks with embedded technology

 Ordinary gyms

* High end gyms

* University gyms

* Home gyms

* Rehab facilities

e Apartments/hotels
* Olympic athletes

Technology to
help the
successful
performance of
weightlifting
exercises
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Weight lifting racks with embedded technology
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WHO IS YOUR
CUSTOMER?

Market

Calculate the TAM size for
the beachhead market
Profile the persona for
the beachhead market

identity your
next customers
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Step 1 : Segmentation

Chain
gyms

(High

Weight lifting racks with embedded technology

Chain Gyms Chiain Gyms [High arsity Athletic Professional Home Gyms Rehab Facilities Apartmat fiatel Oympic High End
[iscoumt/Mains raight Rooms ‘Waight Rooms | Offices Traiming Mo Chain
tream) [Collage) Facilithes Eyms.
Enaimizhis ] A, Sebarol Faclitie 4 Tiearti Hastn Gy Jeiit Visbuna s Firianitin ol Traisding Waleity
Gaki's Fasiivias Brigham visg Cff Feeri cospknin Apons
Gy, L] Hirre Gy=s %‘ s Higgh sl o, II:.-I‘::N emarfarm
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Fitswii, Trainisg Hesipital 5] 1ids e
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[ =q
e
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Step 2 : Beach Head Market

Weight lifting racks with embedded technology

High End Chain Gymf

—  Pros

Other Potential Markets

—  Varsity Athletics Programs/Professional Programs .
ING X
—  Home Gyms

—  Mainstream/Budget Gyms

Less concerned with equipment price swts cm'
More concerned With image

Easier o expand inte other locations

Easier o expand inte fellow on markets :-""
Large Market Size

Currentlack of contacts |
Equipment will have to be extremely goed quality/high end

Valve preposition — improving athletes isn't their main motivation
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Step 3 : Target Customer Profile

Ican 9enera|ly see them
and describe them to you
bufﬂaey are not
in completely
clear focus yef

aaaaaaaaaa
mmmmmm
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Step 3 : Customer Profile

* Males + Females
e 25-45
o Lifts at least 4 times/week

* Brings notepad to gym



TAM

TAM = how big is the universe /~ Total
Available

Market
SAM = how many can'{ reach
with my sales channel

Target Market (for a startup) =
who will be the most likely buyers

Other Potential Beachheads:
* Sports Performance Facilities
+ Professional/College Facilities

Beachhead Market

B P

Follow On Markets
* Mainstream chain/franchised

gyms
e + Budgetgyms
@FI TﬂESS LA | FITNESS Total Market Size
34 Million Americans
v<\£\‘\i‘7'T ) weightliftedin 2014

Y HIVE . idgarionGym
LFIiTINESS. * Increase in 38% since 2000




TAM

Step 4

TAM = how big is the universe /~ Total

SAM = how many can'{ reach
with my sales channel

Target Market (for a startup) =
‘who will be the most likely buyers

Other Potential Beachheads:
* Sports Performance Facilities
+ Professional/College Facilities

Beachhead Market

bosto:m Follow On Markets
y sports ¢ « Mainstream chain/franchised
gyms
- * Budgetgyms
@FI TﬂESS LA | FITNESS Total Market Size

34 Million Americans

V<\ 1 i\ . weightliftedin 2014
{FiTiness. DavidBartonGym - Increase in 38% since 2000




Perch is software-enabled gym
hardware that uses a combination
of computer vision and machine
learning to track your movement
during weightlifting and provide
you with instant feedback
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i Apps

EXAMIPLE = EXAMIPLE = EXAMIPLE

C @ perchfit * @

=. Customize Links @ Free Hotmail @ Windows Marketpl.. @ Windows Media @ Windows Imported From IE. @ New Tab app inventor from... pivot stick maker moviemaker chi running

HOME JOBS BLOG RESOURCES v ABOUT US CONTACT

Eyes where you need them
most.

m Versatile

Use camera vision and machine learning to
effortlessly quantify athlete power, velocity, bar path,
and more.

‘\ Compact

Rapidly attach to any weight rack in minutes.

@ Passive

No strings. No wearables. No change to weight room
workflow.

Maximize every rep.

Q Educate
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https://www.forbes.com/sites/frederickdaso/2019/07/18/perch-a-techstars-startup-is-lifting-the-30-billion-fitness-industry-to-new-heights/

Conclusions

1. Good PMR is talking and observing and testing, and
when possible doing (i.e., immersion)

2. Once you know the end user profile, you can assess
future interactions with potential customers to
determine whether they are actually in your end user
profile and are worth your time

3. Estimating the TAM helps you estimate the total
revenue you could achieve




Todo

* Create your reflective portfolio

e Start showing the evolution of your product
idea

https://blog.hubspot.com/marketing/free-portfolio-websites

86


https://blog.hubspot.com/marketing/free-portfolio-websites

Rough Planning
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1 Introduction to course;

I Entrepreneurship; Innovation vs
Invention

W2 Entrepreneurship Process; Creativity
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Market Segmentation; Beachhead
Market; End-user profile; TAM (Total

7 |

Addressable Market)

Customer Persona

High level spec; Quantify Value
Proposition; Commercial Position

7 Business Model Canvas

H Sales and Customer Acquisition

Processes

H Lifetime Value (of acquired customer);
Cost of Customer Acquisition

Video overview

‘Y Video editing

Video presentations
- Submit Video to El competition

Team: Name & Members

Idea Generation / SCAMPER

Portfolio (including approach taken to idea generation, plus
Market Research and Segmentation;

Beachhead Market;

End-user profile;

TAM (Total Addressable Market))

Customer Persona
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Business Model Canvas

Video
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10

30
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Rough Planning
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Video overview

‘Y Video editing

Video presentations Video
- Submit Video to El competition

ation, plus

10
15

10
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End

Questions? |
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