TEMPLATE – KEY QUESTIONS AND AREAS OF ANALYSIS IN A MARKET OPPORTUNITY ASSESSMENT
1. COMPANY 
CORE COMPETENCE

What special competencies or assets do you have?

What is it that you/team do really well…unique skill…
Write it down in the centre of your flower
Write your ‘product’ down on the first petal…then forget it

Fill the other petals with other applications that could be made with your core competence
Now rank the petals according to these factors:
 - importance of competency to application market
 - growth rate of application market
  - competitive intensity and competitors
 - resource requirement
Prioritise the petals
List the top 10 buyers in each priority application market.

MARKET
How is the market structured? (providers, suppliers, channels, customers)
How big is the market now? ( annual revenues of competitors or projection of potential customer revenues if you are introducing a brand new product)

Growth rates projected by independent analysts
How big will the market be in 5 years time? In 10 years time?
What stage of development is the market at? (emerging –growth-mature)
Apply the Product Adoption Analysis (Innovator, Early Adopter, Early Majority, Late Majority and Laggard)
Describe for both your segment and the total
MARKET CHANNELS

What is the needed channel arrangement?
 - number of channel levels
 - types and numbers of companies at each level
 - geographic coverage
What cooperation is needed from the channel?
- advertising assistance?
- display assistance
 - personal selling assistance
- inventory
- product servicing

What incentives are required by the channel
 - price discounts
 - advertising allowances
 - ordering
 - sales promotions
 - delivery terms
What are the normal operating procedures
- terms of trade
 - functions performed at each level
 - typical order cycle and quantities

MARKET ATTRACTIVENESS

Is it an ‘attractive’ market?
 - Are Customers concentrated and purchase in large volumes, standardised products, product does not save money.
 - Is the Competition numerous and equal in size, slow market growth, undifferentiated products
- Is there Potential for many Entrants…capital requirement for entry is low, no cost disadvantages, easy access to distribution
- Can Substitutes step in…have improved price/performance, they are profitable
- Is there Supplier power…few suppliers of key inputs, credible threat of forward integration
2. COMPETITORS

Who is the market leader? And why?
Who are the key competitors?
What is their; position and differentiation, product, distribution, market presence and customer base?

What are the recent events and activities?
Are they aggressive? Are they passive?
Where are the competitors vulnerable?
Where are they strong?
Where do competitors match us

Where do competitors exceed us

Where do competitors fall short of us

The 4 Differentiation Tests:
Is it really distinctive?
Is it ’10-times’ better?
Is it built on ‘response questions’?
Is it difficult to copy?

3.  CUSTOMERS

Who are the customers in the market? 
 - describe them in demographic, socio-economic and geographic terms   
 - how many are there

 - the business buyer
What are they like as ‘people’?
 - what is their need/ want in relation to product-type solutions
- what are the important uses  and situations
- what are their key customer values

How do they decide to buy?
 - how do they recognise they have a problem
 - what product benefits are sought
 - how do they search for and use information (problem and product)
 - how do they evaluate the information and the alternative solutions
 - what are the key criteria
 - what is the purchase procedure / steps
- what are the access requirements- physical/online/otherwise
 - what are the current provider/product satisfaction levels

- what are they buyer loyalty/switch propensities

What outside influences affect buying?
- marketing?
- population?
- natural , social forces?
- legal , regulatory forces?

- technological forces?

 - economic forces?

CONSUMER FOCUS GROUP /DEPTH INTERVIEW RESEARCH AGENDA
Current product/category experience 
Probe ownership of product x type and other category products.
Which product x types have you heard of?
Probe full list to gauge understanding of products available.
What product x’s do you own?
What was the trigger to purchase?
What others did you consider?

What are your main reasons for having a product x? What jobs does it do for you?
Are certain product x’s more suitable/better than others to meet your objectives?
What were the main things you were looking for when you bought the product?
How does the product category disappoint people?

Current provider brands/category experience 
Probe companies they have had experience of, or heard of
Who are the leading provider brands
What products / services do they provide
Who  do they provide those products to
What sort of people work for them
What s appealing about provider x, y, z
Do you like their  ads, the information  they give
Is there anything missing in their products
Is there anything missing in the way they do their business

Buying Process 
Who did you buy it from?
Why? 
How did you go about buying it?
What information did you look for? Get? Evaluate?
What influenced you, positively and negatively?
What were your key provider selection criteria
What were your key product buying criteria
Have you or anyone you know had any problems with it?
How does the product category disappoint people?
What is the product – what are customers really buying?

Your New Product Proposition                                  
Do you understand the product description?

What do you like/dislike about it?
What are the main benefits?
Is it relevant to your needs?
Does it appeal?
Who might want it?
How could it be improved?

Could company (brand positioning) offer this product?
If you were to remix the product features for the most appealing, what would you select and why?

Your New Brand Proposition                               
Show the brand personality elements (and variants) – name, logo, tag-line
What do you like/dislike about  them?
What are the main benefits suggested ?
Is it relevant to your needs?
Does it appeal?
Who might want it?
How could it be improved?
Could you have a relationship with this brand ?
Is it credible? Believable? Trustworthy?
How would it demonstrate itself to you – advertising, sales, service?

Your New CRM Proposition                              
Do you understand the customer relationship processes description?
Which ones are the most important?
What do you like/dislike about them?
What are the main benefits?
Is it relevant to your needs?
Does it appeal?
Who might want it?
How could it be improved?
Could company (brand positioning ) offer this CRM?
If you were to remix the CRM features for the most appealing, what would you select and why?

Panel Of Experts/Key Influencers Research Agenda

6 -8 key experts and market influencers
Research Insights Document 
Market Category – key trends, impacts and likely future evolution
Product trends , innovation success factors and new product concepts
Cumulative and collated responses
Quantitative Research
Quantitative research seeks to obtain reactions from many test subjects to a limited number of questions. Companies use this for:  
Buyer segmentation and clustering  
Effects of pricing movements on buyer purchase intent 
Consumer acceptance of new product, repeat buying and loyalty 
Effect of package design 
Customer satisfaction, evaluation/moment of truth criteria and rankings
Advertising research – to monitor the communication impact (yours and a competitor) in terms of awareness, change opinions and motivate buying action.

5. COLLABORATORS

Who do we enlist to help us:

Reach 

Sell 

Serve and retain the customer

Who helps us make and deliver the ‘total product’ valued by the customer?

Dimensions of the total product value
The physical product itself
The brand name
Company reputation
Pre-sale activities ( eg education, demonstration by salespeople)
Post sale activities ( eg installation, technical support)

Maintenance, repair, warranty
Financing
Convenience
Availability
· References
· Reputation of retail outlet
· Re-seller, partners
