[image: image1.jpg]Business
Ownership
Initiative
ofIndiam
and its

Central Indiana Women'’s Business Center
Program




Understanding The Market and Your Place In It
Business Ownership Initiative
www.businessownership.org

Tricia Guagliardo, Business Counselor / Training Coordinator

Kim Brand, Computer Experts, Inc.
What is market research?
· Market research is asking questions and gathering information about your market, your potential customers, and your competitors.

· Its purpose is to (a) validate the market opportunity for a new venture, (b) determine the best product positioning, (c) review and validate your product positioning.
· Qualitative vs Quantitative data.  Answers questions like:

	Qualitative
	Quantitative

	· Who are my potential customers?

· What are their characteristics?

· Why do they buy this product?  What is most important to them?

· How often do they buy this product?

· What do my competitors offer?

· How do they perceive me versus my competition?

· Why do they choose to buy from me instead of my competition?

· What is the status of the industry?
	· How many potential customers are there?  What % of the market do I have to capture?
· How many competitors do I have?  What are their revenues?  What is their financial position?

· What is the projected growth rate of the industry?


· Primary vs Secondary research (today focus on primary, which is most often qualitative)
Why is market research important?
Market research (understanding your market) helps you to define your positioning, which then helps you determine your brand.
Positioning – how you differentiate yourself in the mind or your prospective customer in order to get them to buy from you.

Brand – the visual or emotional image that customers associate with your business and your product or service
Baseline setting – you can’t know how to position yourself until you know:
· what you have to offer

· what your competitors have to offer

· what your customers want

What do you have to offer?
· What are the key features of what you’re selling (what is has)?

· What are the advantages of what you’re selling (what it does)?

· How does this match up to the need of the customer?

What are your distribution channels?

How are products typically sold?  Direct, on credit, through sales team, online, distributors, retail?
Who are you selling to?
Target marketing – the art of going after a small but motivated group of key people who will buy, make referrals, and become loyal customers and supporters – viral marketing.
Identify who is most likely to (a) have the need that your product satisfies, (b) have the money to purchase your product, and (c) have the authority to make the decision to purchase your product.

Define your customer profile:

· Demographics vs Psychographics

· Business to Business (B2B) or Business to Consumer (B2C)
· Sample demographics / psychographics worksheets
· Techniques for determining your customer profile

· Surveys, CRM systems, observation, focus groups

· Sample survey 
Are you looking to capture clients that are already within the industry (get a piece of the pie) or capture a totally new market (make a new pie)?

Why do they really buy?
What is the benefit to people for using your product or service?

· Beyond what it has and what it does to how it will make you feel (experience)

· Even beyond that to who you’ll be if you use it

· People buy based on core values: save money, save time, safety, comfort, health, peace of mind, pride & prestige

· People buy based on symbolic attributes: What does it look like? Who else buys it? (tribal identification)  Who makes it and do I trust them? 

How psychographics affect buying patterns

· What’s important to people?

· Ex:  Who buys a Hummer vs Prius? Blackberry vs. iPhone?

How are you different?
Do you know what your competitors offer?

· Ssample competitor analysis worksheet

· Strategies for shopping your competition

What is your competitive advantage? (see pg 36-39 of marketing guide)
· What attribute or combination of attributes to you offer that your customer values but cannot get from your competitors?

How do other people talk about your business when you’re not around?  What words do they use to describe you?

Define your unique selling proposition

· Identify an actual difference

· Create your own differentiator (they way you do business)

· Exploit a perceived difference (be the first to articulate it, even if it isn’t actually unique)

Solidify your positioning
· How do you communicate your message of value, that specific and distinguishing quality you have that hits on what is most important to your customers and makes you different than your competition.

· Examples of great positioning: Target (design), Starbucks (premium coffee experience = higher prices), iPod (hip, cool)

· Tips on positioning from Jack Trout, “The New Positioning: The Latest on the World’s Number One Strategy”:


5 elements in the positioning process:
· Minds are limited; sometimes people remember something new only by how it is distinguished from something old (tell people what the product is not – position against the old).  Sugar-free soda, lead-free gasoline, off-track betting

· Minds hate confusion; keep it simple

· Minds are insecure; make them feel secure about their decision with testimonials, peer pressure (shopping is not rational) people buy what they think they should buy – imply others already improve (fastest-growing, largest-selling)

· Minds don’t change – people stick with what’s familiar and comfortable

· Minds can lose focus if you lose focus

Establish your message and brand
· Principles of branding

· Consistency of the message, the image, and the experience

· Building customer relationships, staying connected

· Customer service

· Customers need exposure to the brand 7x before buying

· Tell a story

· Present a professional image

· Make it easy for people to de business with you

· Making your message stand out

Use your knowledge of your target customer to develop the plan for distributing that message
· Where can I find 5 people who are likely to have a strong need for my services or know people who do?

· Where are places you might find your customers based on their demographics or psychographics

· What organizations should you be a member of?

Resources:
· 22 Immutable Laws of Branding, Reis & Trout
· Positioning: The Battle for Your Mind,  Reis & Trout
· Build to Last, Jim Collins

· Little Red Book of Selling, Jeffery Gittomer

· All Marketers are Liars, Seth Godin

· Why we buy, The Science of Shopping, Paco Underhill

· Smallbusinessbranding.com

· American Demographics / Advertising Age

Page 1

