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ldea Product Concept Assess the Market
Experiments Technically Viable Does this have business
potential? How to
Demonstrable Prototype or improve chances of

Proof of Concept market success.



Why do an assessment? Why not just try to

launch 1t?

A Size the total opportunity

A Determine if and how much effort (resources)
to apply to what areas of the business

A Create your customer personas (who are you
solving for), identify Marquee customers, and
achieve product/market fit sooner

A Avoid wasted time and money no matter what
size, and shorten time to profitability

A Secure venture funding
A Secure partnerships
A Frame your exit strategies (if you want to exit)
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This is an uninformed assumption or guess
about market penetration.

The market does not define your
opportunity. It defines the past and what
already is (in terms of money being spent)



TAM ISMPORTANDut NOT SUFFICIENT

TAM= CONTEXT

IDEAL CUSTOMER
ANNUAL CONTRACT oy
VALUE 1B

5600 ICP X $100K = $5,600,000,000

EG $5.6B TAM
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Real Data +

Assumptions



2dz OFyQi Faasdasa + YINLSG &2dz

Part 1. Know who you are selling to and
their pain(Personas)

What buyers, what influencers, in what
markets segments, solving what
problems for what endisers?



Part 1: Factors Resources
Know who you  ---------------=- e

I A Function A Your personal network
ale Seulng tO A Interests (real people)
S WO A Example titles A Industry data (free/paid)
(PerSOnaS) uareNO A Profile A Marquee customers and
A Accountability CRM contacts
ngndc;glggglgs’ Psychographics, Key problems A Trade association
Economic P0;N9r etc. A Urgency/importance membership profiles
' A What drives them A Trends/research
A Competencies (free/paid)
A Budget A Conduct surveys
A Compelled to act/ A Look at competitor
compliance Odza i 2 YSNAR Kk af

Customers AND Users I dZRA Sy OSace






