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Overview of the 
program and your 
learning journey over 
the 14 weeks:



● Who is a consumer? Howis aconsumerdifferent froma
customer?

● Whatis SegmentationandTargeting?Whatis
a nichemarket?

● Whatisacustomerpersonaandwhydoyou
needtocreateone?

● Whatare themajor market types?

CONCEPTS

Bytheendoftheweek,
youwillbeableto:

● Identifythemarkettypeforyourventure

● Segmentyourcustomersandcarveaniche

● Estimateyourmarketsize

● Refineyourcustomerpersona

● Conductactionablecustomerconversations

Steps:

1. MarketIdentification

2. Customersegmentation

3. CarvingaNiche

4. Marketsizing

5. CustomerPersona
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Existing New

Re-
segmented Clone

Market Types
You have identifieda problemanddefineditclearlyandsuccinctly.Now,howcanyou gauge the

market'sdemandwithoutincurringheavymarketingspend orusingpricey tools?This isa 

questionthathasconfoundedentrepreneurs fordecades.The trickis in thewords"gauge the 

market'sdemand.“To estimatemarketdemandyouneed to identifywhichkindofmarket is your

start-upgoing tooperate in.There areessentially4market types.Eachof thesefour markettypes

hasdifferentsalesmodels,salescycles,capitalrequirementsandadoptionrates. Lets lookat eachof

them:

• Existing,

• Re-segmentedor Niche

• New

• Clone

ExistingMarket - When investorsandentrepreneurs goafteranexistingmarket– the

advantageisthatthere’slittleorno marketrisk.Inthismarkettype:

• Competitorsexist

• Customerswantandneed betterperformance

• Technology is usuallythedrivingfactor

• The positioningisdrivenby theproductandhow muchvaluecustomers placeon itsfeatures

• The riskis to thinkthatcompetitorsaredumbortoo slow

• There is no "chasm"thatyouneed to fill.The chasmisthegapbetweenearlyadoptersand

themainstream customers ina market.

Eg:A venture tryingtoset up ane-commerce site like Amazonistryingtoenteranexisting

market

New Market - Inthismarket type:

• Customersdonotexistin thepresent,so revenuegenerationtakesyears

• Market size is zero

• Customersneed tobemade aware of their needs

• You mustconsiderwhatfactorscanyou createthathasneverbeenoffered

• The chasm is biggest here because you will only be selling to the very early adopters

Eg: SpaceX

PersonaMarket 

Segment

Customer

Niche

Market

sizing
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MarketTypes
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Re-segmented Market: The Re-segmented market is a hybrid between a New market and an

Existing market in the sense that it is a New Market created from a small segment from an

existingmarket.Thefeaturesof thismarkettypeare:

• Low cost

• New Niche

Inthismarket type:

• Evaluatefactorsthatyour industryhaslongcompetedonandeliminatethose

• Evaluatewhatfactorscanbe reducedwellbelowthe industrystandards

• Evaluatewhatfactorscanbe increasedabovethe industrystandards

• Evaluatewhatfactorscanbe createdthathaveneverbeenoffered

• There is a bitof a chasm in this typeof market

Eg:Southwestairlinestookon theairlineindustrybybringingupthetraditionalhub-and-spoke 

modelandprovidingjustvery limitedservicesbutforan extremelylowprice.

CloneMarket: In a Clonemarket,customersareknownbecauseyoucopiedanexisting 

market.It is calleda Clonebecause,inthismarkettype,youare goingto localizeallthose 

specific issues for your country or region. That said, it takes a foreign business model and 

adapts it to local conditions.Thereare nocompetitorsifyouare the firstoneand theriskmay be

inmisjudgingthelocalneeds.This markettype:

• Adaptsa foreignbusinessmodel toa local condition(language,culture,import restrictions, and

localregulations)

• Needsa largenumber of customers,typically>100million

Eg:Most countrieshavea localversionof Ubertodayand theyhavetriedtoclone thebusiness

modelbymakingsuitableadjustmentsforlocalconditions.

4 types of markets

Steve Blank - Stanford/ UC Berkely

4 types of markets, 4 ways to gauge them

The WallStreet Journal

PersonaMarket 

Segment

Customer

Niche

Market

sizing
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https://www.youtube.com/watch?v=6y3WIrgp_NY
https://www.wsj.com/articles/BL-232B-243


Market 

Segmentation
Lets sayyouhavea brilliant ideafora aneverydayutilityitem 

likea Mop –whowouldbe the targetcustomersegment?Well if  

you say –” anyone who needsa mop”– thenyou’re falling into

a  classictrap,i.e.a non-specificmarket.
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Market Segment Niche

As anentrepreneurwithlimitedresources,youneedto have segment themarket and identify

thesliceof themarket thatyouare goingtogoafter.That isyour Niche.

Demographic Psychographic

- Who - Why

Geographic

- Where

Behavioral

- How

Segmentation

Market Segmentation is the practice of dividing your target market 

intoapproachablegroups.Youcreate subsetsofa marketbasedon  

demographics,needs, priorities, common interests, and other 

psychographicor behavioral criteriaused tobetterunderstandthetarget  

audience.Hereare the4 basictypesofMarketSegments

Demographic Psychographic Geographic Behavioral

Age 

Gender 

Ethnicity 

Income 

Education 

Religion 

Profession

Personality traits  

Hobbies

Life goals  

Values 

Beliefs 

Lifestyles

Country  

Region 

City

Postal code

Spending habits 

Purchasing habits 

Browsing habits 

Brand Interactions  

Brand Loyalty 

Previous feedback

Demographic
(Students)

Psychographic
(Lifestyle based)

Behavioral 
(Repeat Customers)

Geographic 
(Localization for India)

WhatYou Need toKnow AboutSegmentation

Harvard BusinessReview

Market SegmentationExamples

PersonaMarket 

Segment

Customer

Niche

Market

sizing
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Consciousconsumers

Bee’sWrap is looking to replaceplasticwrapwithoptions  

made from beeswax. The natural alternative to food 

storageis notonlyenvironmentalyfriendly,butalsomore 

cost-effectiveforconsumersbecausethey’rereusable.

Find your 

Niche
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Identifying your Niche - Niche marketing strategy focuses on a micro-segment of the 

market.Nichemarketsgetbetterreferrals for entrepreneurs,morerepeat business,andhave 

lesscompetition dueto itsuniquenature.All these advantagesalsoresultineasier

marketingof product/service.To findyourNiche:

• Understandwhatpromptscustomerstowanttobuyproducts/services
• Developa mentalpictureofyour customers

• Acquirefocusedknowledgeaboutyourmarket

NicheMarketing
NationalEntrepreneurshipNetwork-Wadhwani Foundation

How to thrivein Niche Markets
Entrepreneur.com

Niche Products examples

LGBTQ+community

TomboyX,an underwearbrandsawtheopportunityto
hone in on a specificconsumergroup’sneedstosell  

underwear“for any body”.

Key questionstoponder on:

• Fromthemarketsegmentation–whichslicewouldyou liketoown? Whatis yourniche?
• Howare theneedsofyour Niche differentfrom the rest of themarket?

• What is the sizeof your Niche?

PersonaMarket 

Segment

Customer

Niche

Market

sizing

Market 

Types

https://www.youtube.com/watch?v=jnJJ5woU6Ys&t=14s
https://www.entrepreneur.com/article/363943


EstimateYour
Market Size
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TAM - Total addressablemarketorTAM refersto thetotalmarket 

demandfora productorservice.It’sthemaximumamountof 

revenuea businesscanpossiblygeneratebyselling theirproduct  

or service in a specificmarket.

SAM - ServiceableAddressableMarket- estimatestheportionof 

the TAM, that you can acquire given your limitations–

geographic,demographic,marketingandadvertisingspend,  

logistics,etc.

By nowyou havesegmentedthemarketanddefinedyourniche.Before youprogressfurther,it 

maybewellworth it toestimateyourmarketsize andassessyour strategytocaterto this 

market.Todo thisyouneedto getconversantwiththreeconcepts:

TAM

SAM

SOM

SOM - ServiceableObtainableMarket- determinesthathowmanycustomersfromtheSAM 

wouldrealisticalypurchaseyourproduct.TheSOMis a subsetof theSAMthat isrestrictedby:

• Naturalbarrierssuchasdistanceorlanguage

• Limitedcapacity,forexampleproductioncapacityormarketingreach
• Loss of market share tocompetitors

TwoApproaches tocalculatingMarket Size:

• TopDownApproach:A topdownanalysisiscalculatedbydeterminingthetotalmarket,

thenestimatingyourshare of that market.

• TAM = Total no. of customers* averagepriceof product
• SAM= Target segmentof TAM* averagepriceof product

• SOM = Last year’s marketshare# * averageprice of product

• # In caseLastyear’smarket shareis not availableyoucan substitutewiththeshare

thatyouwould liketo takeawayfrom yourclosestcompetitor

• Bottom-upApproach:Abottom-upapproachtries toestimatetheactualusersof the 

productandhow many would realisticalybecomecustomers.

• Total numberof users

• Total numberof users withinmygeographical reach

• % of userswhocan be reachedmy company(SAM)

• % of userswhomayactuallyshowinterest(SOM)

WhyA Bottom-UpTotalAddressableMarketExerciseIsTheBestFirstStep

Forbes

PersonaMarket 

Segment

Customer

Niche

Market

sizing

Market 

Types

https://www.forbes.com/sites/forbescommunicationscouncil/2021/09/08/why-a-bottom-up-total-addressable-market-exercise-is-the-best-first-step-in-go-to-market-planning/?sh=1e0e866a6cf1


Customer  
Persona
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So,withinyourniche takeyourproducts firsttothe innovators and 

early adopters. It is important to remember that the purchase 

process is not as simple andstraight forwardaswewould imagine

it to be. There are many people that can influence the buying 

decision. Inmanycases,theendusermaynotbe theeconomic 

buyer.You needto takethese factorsandall thesepersonas into  

consideration.

How tocreate aPersona? Your customerpersonahas to have thefollowing:

• A name– something relatable

• A face– a photograph(fictionalbutindicative)

• Demography,Geography –Age,City,Occupation
• A Day inthe life–Whatare thehighlights?Whatare thefrustrations?

• FearsandMotivators–Whatdrivesme?Whatkeepsmeawakeatnight?

ForB2Bventures,thepersonashouldbedrawnup for thekeydecisionmakers.

An introductiontoCustomerPersonas

Now that you have identifiedyourniche, the next step is to dive into it andown it. Youneed

to knowyour customerbetter thananyoneelse andhere the concept of Customerpersona

comes in very handy.But hang-on . Remember that evenwithin yourniche youneed to go

thosewho will adoptyourproduct first.Here theconceptof theInnovation–DiffusionCurve

alsoknownas theProductAdoptionCurvecomeshandy.

Innovators - They are these buyers who love to

have innovative products. They are seeking this

all thetimeand it ispart of theirlifestyle.

Earlyadopters - appreciate innovationsandare

ready to adopt new products even if they perfect

or notdevelopedfroma technicalpointofview.

Early Majority& Late Majority-Innovative  

technologyisnot thekey for making their  

decision.Theyare drivenbyanalysisofdifferent 

standardfactorssuchasPrice,quality,needs,etc

Laggards:Theyare thelast toadoptan innovation.Unlikesomeof thepreviouscategories,

individualsinthiscategoryshow littletonoopinionleadership.Theseindividualstypicalyhavean

aversion to change-agents. How to identify Early Adopters 

Forbes

- Dan Kranzler,serial entrepreneur

Persona
Market 

Segment

Customer
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Market
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https://drive.google.com/file/d/1XYxPIHUC5rR2zZp7lDgGy8gOt5jc1vnA/view
https://www.forbes.com/sites/abdoriani/2020/08/06/how-to-identify-your-startup-early-adopters/?sh=1f2f0d6751d0


Customer 
Conversations
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STEP1: SETTHE STAGE

"TELL MEABOUT THEPROBLEMTHATYOUR ARE FACING?
Shareyourhypothesis abouttheproblemso thatyou can testit.You canalso 

keep itopenendedand identifyaproblemtosolve

STEP 2: VERIFYCUSTOMERSEGMENT

"WHATRESPONSIBILITIESAREYOU INVOLVEDIN?WHOELSEDOYOU THINK
DEALSWITHTHISPROBLEM?"Verifyif thispersonis a buyer,decisionmaker,

recommender,influenceror theuser?Try tounderstandtheir role/job, 

demographics, who they report to,orwho influencestheirdecisions.

STEP3: TELL ME ABOUTA TIME
"TELL MEABOUT YOUR EXPERIENCE.WHATWASSOFRUSTRATING ABOUT IT?"

Ask thecustomers to tell youabouta time theyexperiencedthisproblem.Pay

attention to whether they have tried to solve this problem and how they did it.

Observe theirreactions.

STEP4: A DAY INTHE LIFE

"WALK ME THROUGHA TYPICAL DAYFORYOU. HOW DOESTHISPROBLEMPLAY

INTOYOUR DAY TO DAY LIFE?"

Ask thecustomerstowalkyou througha typicaldayintheir life.Keep thisopen

ended.

STEP5: PROBLEM RANKING

"ONA SCALEOF1-9HOWWILLINGAREYOU TOPAYFORA PRODUCTTHAT
WILLSOLVE YOUR PROBLEM?" Highlight thetop3 problemsthecustomerfaces.  

Then ask him/herto rank it in a coupleof differentways.

STEP6: THE ASK/WRAPITUP

"WOULD YOU MINDMEGETTINGBACKIN TOUCH/BRINGINGABETATESTER/

INTRODUCINGME TO SOMEONEWHO MIGHTBEFACINGTHE PROBLEM?"

Confirmyourkey takeawaysand makesureyou heard thecustomercorrectly.If
yourwant their feedbackfor your product,ask now
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Calltoaction!

Identify theaspectswith respect to:

1. KeyPlayers

2. RecentInnovations
3. SalesCycles
4. AdoptionRates

Step2:Createyourcustomersegments
o Gatherdataaboutyourpotential customers
o Selectyoursegmentationvariables

o Validateyourcustomersegments

Step3:Identifya ‘NicheMarket’:
• Whichslicewouldyouliketo own?What isyourniche?
• HowaretheneedsofyourNichedifferentfromtherestof themarket?
• What is thesizeofyourNiche?

Step4:Estimateyourmarketsize
• Useboththetop-downandbottom-upapproach
• Analysewhichonesuitsyourventurebetter

Step5:CreateyourCustomerPersona
Template in theHandbook

Step6:HavemeaningfulCustomerConversations

Existing
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New

Re-
segmented Clone

Demographic

- Who

Psychographic

- Why

Geographic

- Where

Behavioral

- How

Segmentation

Step1:Identify which kind of market you will be 
functioning in



FINAL COVER
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