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Tt givau n
ayopaq;

TAM = 600 peyaAo ival To GUPTTAV

2UVOAIKA

Target Market (yia pia start-up) = Noiol Ba 6|q9éo-|”r|
gival ol 1o TTBavoi TTEAATEG Yag; avopé(

SAM = léooug ptTopw va PTacw PEoa aTro
Ta KavaAia dIavoung uou;

2uvoAIKN 81a8éo1un ayopd — Total Available Market (TAM)
ESutrnpeToUpevn S100€01MN ayopd — Served Available market (SAM)
Ayopd oTtdxog — Target Market

Source: http://www.denary.com/strategic-market-definition/




Al0POPETIKEG OHASEG aVOPWTIWV N

I
Tl clval TA OPYOVIGHWY TIG OTIOIEG N ETTIXEIPNON

T u r'] u oaTAa EMSIWKEL VO TPOCEYYITEL KO VO
O(YO p (')( g; eSunnpeTios.




Tpnuan
TUNHOTO

ayopas;

[MpOKEIUEVOU VA IKAVOTTOINOEI KOAUTEPA
TOUG TTEAAQTEC TNG MIA ETTIXEIPNON MTTOPEI va
TOUG OJODOTIOINCEI OE CEXWPIOTA TURMATA
ue Baon:

* KOIVEG QVAYKEG,
* KOIVEC GUMTTEPIPOPEC N

* GANO XAPOKTNPIOTIKA.




Ol TTEAQTEG AVIKOUV O€ S10KPITA TUNHOTO
EQV:

Ol avAYKEG TOUG amalToUV Kal dikatoAoyoUv pia EExwPLoTr Tpoowopa/ mpoTaon agiag

NpooeyyilovTal HEOW SIOPOPETIKWY KAVAAIWY

ATIOUTOUV S10(POPETIKOUC TUTIOUG OXETEWY

'EXOUV OUGIOOTIKG SIOPOPETIKEG KEPHOWOPIESG

Eivat mpoBupol va TANPWOoOoUV YIo SI0POPETIKEG TITUXES TNG TIPOCPOPAG

Osterwalder, A., & Pigneur, Y. (2010). Business model generation: a handbook for visionaries, game changers, and challengers, John Wiley & Sons.




[t MOION édnuioupyeite/
o payeTe agiq;

MOIOI €ival ol TIo

ONMOVTIKOl TIEAATEC OOC;

(o To10 AOYO KOTT010G B
ayopode amo £00G;




TuTtol AYyOopOG STOXOU
Q‘ HE\a
Madikr ayopd - Mass market (?) [l e " -

Ayopa BUuAakoc - Niche market 2
" K @@&& 0S¢ (J@‘
Tunuatomotnuévn Ayopd — Segmented

Alaopotoinuévn Ayopa — Diversified

MoAuTtAcupn ayopad - Multi-sided platforms
(or multi-sided markets)

airbnb




The Disciplined Entrepreneurship process

6 Legs in 24 steps

=

Understanding your customers, their needs and problems.

What can you do for your customer? How will you create value for
her/him?

N

How does your customer acquire your product?
How do you make money off your product?
How do you design and build your product?
How do you scale your business?

o g s w




Leg 1: who Is your customer

WHO IS YOUR
CUSTOMERY

Market
segmentation

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

identity your
next customers




Step #1: Market Segmenta’gion -TunupoTtoTtoinon
Ayopagq

Step 1A: Brainstorm a wide array of potential customers and markets for your business.

Katalyiopog 10ewv — ANPIoupynoTE Jia JEYAAN YKAPQ TTIBAvVWY TTEAATWY KOl Ayopwy yia TNV ETTIXEIPNOA 0OG.
Step 1B: Narrow your list down to your top 6—12 markets.

MeplopioTe TN AioTa 0ag oTIg KopuPaieg 6-12 ayopég oag

Step 1C: Gather Primary Market Research (PMR) on your top 6—12 markets.

[MpayuaToTToINOTE TTPWTOYEVH €pEUVA aYOPdS YIa TIG Kopu@aieg 6—12 ayopég oag

Source: DE Textbook




Ouunoeite!

Seeing the world Seeing the world
through Vs, through
the eyes of the the perspective

customer of the company

Source: DE Textbook




AvayvwpLon Tou TIEAQTN-0TOXOU OOC

HAwia Tou mehdtn oag

OUAo Touw mehdTn oag

Moto eivaito e1068npa tou; Na mapddetypa, £xel Tnv olkovo ik duvatdtnta va ayopdoel To mpoioy oag;
H tomoBeoiatou

H ebvikéTéd TOU

To emayyehpda Tou

O nehdtng oag avahapPdvel pioka;

O neharng oag mpoPaivel og auBOpUNTEC ayopéc;

Tou apéael va enevolel 0 KAIVOUPYIEG TTPOTPOPES;

Eivai mapadooiakdg ry dnpioupyei pdda;

Tnyi: Avaktienke and http:/ /www.slideshare.net/leslieforman/customer-segments-value-proposition-based-on-businessmodel-canvas-
framewaork-presented-to-chile-startup-school-on-october-12-2011-leslie-forman




T Al

Tt epyaoieg XpelAdeTal va HIEKTIEPAIWOOUV Ol TIEAATEG KOl TIWG UTIOPEITE VO TOUG BONONOETE;
NolEg eival ol Tpoodokieg/ piAodolie Toug; Mwg pmopeite va BonOnoete va emiteuxbouy;

Nw¢ TPOTIHOUV VO TOUG amreuBUvovTal; MwG EVTACOETAL I TTAPOXT HOG TNV KOONUEPIVN
AelTOoupYiO TOUG;

Tt oX€0n MPOGdOKOUV va avamTuxOei petal pag;

Mo ota(-£¢) aia(-£¢) eival TpaypaTika S1aTeOEIPEVOL VO TTANPWCOULY;




Aev OPKEl VO PWTNOETE TOUG TIEAATEG

« «AV EiX0 pWTNOEL TOUG TTIEAATEG POU TI BEAOUV Bal HOU EIXOV OTIOVTIOEL EVOQL
TOXUTEPO GAOYO»
(H. Ford)

No KOTavonoeTe Tn BEoN TOUG

* Mwg Kal ylati Aeitoupyouy;
 TiLeumelpia amokopifouy;
« 'Oxt HOVO aTo TO TIPOIOV, AAAG GUVOAIKA
« Ta KavaAlo Stavoung
« TIg oX€0&IG KOl OAANAETIIOPACEIG PE TNV ETIIXEIPNON
« TI ouVOANQYEG

H 1oTopikn epmelpia 6ev amoTeAel evdeln yia To pEAAOV

« H onpepivn €161k ayopa PTIOPEL va OTTIOTEAEDEL TNV KUPLO AyOopd OTO
HEAAOV: TL.X. Zipcar




Step 1: Market Segmentation Worksheet

1 Market Segment Name Carefully name the market segment so it appropriate captures precisely the group you want and no more; it is okay to be general at first but
you will have to narrow this down in time to make real progress
2 End User This is the person who is actually using the product not the economic buyer or the champion (more on this in step 12) — it is not a company or a
general organization but real people
3 |Task What exactly is it that the end user does that you will significantly affect or allow her to do that she could not do before?
4 Benefit What is the benefit that you believe the end user will get>
5 Urgency of Need What is the level of urgency to solve the problem or capture the new opportunity for the end user?
6 Example End Users Who are example users that you can, have or will talk to so as to validate to validate your perceptions on this market segment?
7 Lead Customers Who are the influential customers (i.e., lighthouse customers) that if they buy, others will take note & likely follow?
9 |Willingness to Change How conservative is this market segment? How open are they to change? Is there something to force change (i.e., impending crisis)?
10 |Frequency of Buying How often do they buy new products? What is their buying cycle look like at a high level?
11 |Concentration of Buyers How many different buyers are there in this market segment? Is it a monopoly? Oligopoly (a small number of buyers)? Or many competitive
buyers?
12 |Other relevant market This allows for customization for your segment for relevant considerations such as “high employee turnover”, “very low margins/ commodity”,
considerations “high growth industry”, “high virality effect (i.e., WOM -Word of Mouth”, etc.
13 |Size of Market (# of end Estimation of the number of end users to a relevant range (10’s, 100’s, 1K’s, 10K’s, 100K’s, 1M, etc.)
users)
14 |Est. value of end user ($1, |A first pass estimate of the value of each end user, again to a relevant order of magnitude so we can make some relative decisions now but then
$10, $100, $1K, etc.) we will dive much deep into this and other numbers later
15 |Competition/ alternatives |What will be you competition from the end users’ perspective? Of course there is the “do nothing option” but who else would be competitors if
they analyzed their options?
16 |Other components needed |Since most customers will only buy a full solution and not components, what are the other elements needed to construct a full solution to
for a full solution achieve the benefits above? These are the complementary assets that you do not currently have but would need to build or acquire to give the
end user a total solution.
17 |Important partners Who are the partners or distributors you will have to work with to fit into the work flow (e.g., data must come out vendor A’s system and then
be picked up at the end by vendor B’s system) or business processes (e.g., the end users gets all his product via distribution channel C)
18 |Other relevant personal In many market segmentation analysis, there are additional important factors that should be considered. This could be things like where the

considerations

market segment is geographically centered, values match to founding team, existing knowledge and contacts in market, etc.

Source: DE
Workbook







7 Bnuota yia
o
ETIITUXNMEVN
TIPWTOYEVI]
EpeELVO
0yopOG

. ZXed100TE Eva TIAAVO TNG EPELVOG.
. KaBoplote Ta KpITrplo pe Ta otoio Ba eAEEETE

ouvevTeu§la{OEVOUG.

. AvomTUgTe Eva epwTNUOTOASY!IO.

. AvamTUETE UTTIOOTNPIKTIKO UAIKO, TL.X.:

* 06nyo ougnTnong,
« landing page,
« on-line epwWTNUATOAOYIO 1

¢ OAAO epyOAEio Epeuvag OTIWG OXOAIO OE S1OPOPETIKA TIPOIOVTA,
K.ATL.

5. BpEITE TO UTTOKEIPEVO TNG EPEUVOG
. YAoTtolr|oTe To IPOYPOAUHO EPEVVAG GOC.

. ZUVOWIOTE TO OTMOTEAECPOTO KOl TIPOXWPNOE OTA EMTOHEVA

BrjpaTa.




®DUALO epyaciag npwToyevoug
€peuvag ayopdg |

(Primary Market Research Worksheet
1):

MNpostowpacio

ource: DE Workbook

Primary Market Research Worksheet I: Preparation

Secondary Market Research Sources and Key Lessons Learned:

A.

What are the profile(s) of the people you want to engage with? (e.g., description of end user, economic buyer, champion, industry
analysts, influencers; description should be enough to help you identify, find & deselect potential candidates. Can include demographics &
psychographics — see Step #3 for more info)

A. 1%t Targeted Profile Name: ,

Description:

B. 2" Targeted Profile Name: __, Description:
C.3Targeted Profile Name: __ Description:
D. 4th Targeted Profile Name: , Description:

E. 5% Targeted Profile Name: ,
Description

. .  em. . BEm. . ea  _ aem e 2 AR B m




PMR
Worksheets:

The Primary
Market Research

Pledge

The Primary Market Research Pledge

Pledge to Serve the Interests of the Customer

| do hereby solemnly swear to follow the lead of potential customers in the pursuit of a product and/or service while starting

and building my startup.

| recognize that | am subject to confirmation bias, and as such will approach primary market research as an opportunity to

question assumptions and to search for different alternatives.

| understand that it is not a sign of weakness, lack of intellect, or other shortcoming to modify or completely change the idea
with which | started. In fact, | acknowledge that failing to adjust is a likely sign of such shortcomings, as consistency comes in

second when searching for the truth.

This does not mean it is the customer’s job to design the product, because that job is mine. But | will seek to honestly
understand the customer’s needs, wants, pain points, pressures, opportunities and much more to design a solution that will

create great value for her and minimize any friction it takes for her to adopt it.

Print name:

Signature:

Source: DE Workbook

Date:




Step #2: ETIA£STE pia ayopa
«TpoyepUpwpa» - Beachhead Market

““PERSON WHO CHASES TWO RABBITS CATCHES NEITHER”

iy




Beachhead Market Selection Worksheet

Market Segment = Market Segment = Market Segment = Market Segment =

1. Economically

Attractive

Beachhead 2. Accessible to Our
Market Sales Force
Selection 3. Strong Value
Proposition
Worksheet P

4. Complete Product

5. Competition
6. Strategic Value

7. Personal Alignment

Overall Rating

Rating for Ranking is 1 (most attractive) to 4 (least attractive) — Key Factors is Most Important Contributor to the Ranking

Ranking
Key Deciding Factors

Source: DE Workbo
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Step #4: YoAoylioTe To peyeBog Tng TAM
yla Tnv 1n ayopa

Nooa €006a Ba €xeTe oTn 6100€01 00G £TNCIWG
QATIO TO TIPOIOV ONG EQV TIETUXETE PEPIDIO ayopag
100%;

MNPOTIUNOTE Evav TUTIO AVAAUGCNG OTIO KATW
TIPOG TO TIAVW (OTTOTUTIWVEL AETITOHEPELEG)

EPUTIAOUTIOTE PE QVOPOPES VIO AVAAUOT TNG .
ayopAG, OTOTIOTIKG OTOIKElo K.ATL (avaAuon
Ao TAVW TIPOG TO KATW)




Aice1 Tov koTO; (reality check)
KavTte Toug unoi\oylououg 00lG

Moool avOpwTol £X0UV TO TIPOBANUO TTOU AUVETE;

No6co onuoavTiko eival To TPORANUa (IGO0 Toug KOOTICEL);
Nooo cival dlatebelpEvol va TTANPWOOUY Yia va To AUGOUY;
Me TI KOOTOG UTIOPEITE VO TO S100E0ETE;

Moootl GAAoL pTTopouV va To SlaBecouy;

S€ Tl £XETE OUVTPITITIKO TTAEOVEKTNHA; (N TIIO CUVTPITITIKO
TAEOVEKTNHO Ba avaTITUEETE;)




Top-Down Estimate of

Number of End Users in Beachhead Market

Based on End User Profile Characteristic:
Assumption(s):
Source(s):

Based on End User Profile Characteristic:

% of Previous Segment: __ %
Assumption(s) for Calculation:
Source(s):

Based on End User Profile Characteristic:
% of Previous Segment: __ %
Assumption(s) for Calculation:
Source(s):

Based on End User Profile Characteristic:
% of Previous Segment: %
Assumption(s) for Calculation:
Source(s):

Based on End User Profile Characteristic:
% of Previous Segment: __ %
Bea rket Assumption(s) for Calculation:

= - Source(s):




Top-Down TAM Analysis Summary

1 | Total # of end users in the Source/
broad market segment Based on:

2 | Total # of end users in the Source/
targeted sub-segment your Based on:
BHM

3 | Annual monetizable revenue Source/
per end user Based on:

4 | Estimate of Top-Down TAM
(line 2 times line 3)

5 | Estimate of Range of Source/
Profitability for Your Product Based on:
6 | Estimated CAGR (Compound Source/
Annual Growth Rate) Based on:
7 | Estimated Time to Achieve Source/
20% Market Share Based on:
8 | Anticipated Market Share Source/
Achieved if You are Based on:
Reasonably Successful
What are the 3 top 1.

assumptions that could
affect the attractiveness of 2.
the beachhead market for
your product (besides the 3.
product itself)?

Source: DE Workbook




Ideation
The Art of iInnovation: Lessons in Creathvity
from IDED, Amerdea's Leadng Deslg n Fim

Deslgn Attitude

Managing as Designing
by Richard Boland Ir. and Fred Collopy

Pratot yping
Serlous Play: How the World's Best
Compandes Simulate te Innsvate

{Stanford Business Books, 2004)

A Whole New Mind: Why Right-Brainers
Wil Rulethe Futwre

by Damiel H. Pink { Riverhead Trade, 2006)
The Ten Faces of Innovation: Strategles

far Helghtening Creathvity
by Team Kelley { Profile Businass, 2008)

Customer Insights

Sketching User Exper ences: Getting

the Desizn Right and the Right Deslgn

ey Bill Buscton { Elsevias, 2007

Designing for the Digital Age: How to Create
Human-Centered Products and Services

by Kim Goodwin {ohnWiley & Sons, Inc. 200490

by Tom Kelley, Jonathan Lit tran, and
Tom Petars { Broadwiay Business, 2001)
IdeaSpot ting: How to Find Youwr Mext
Great ldea

by Sam Harvison { How Books, 2008)

Viswal Thinking

The Back of the Mapkin: Solving Problems
and Selling |deas with Plctures

by Dan Ream { Partfolio Hardoower, 2008)
Brain Rules: 12 Princip les for Surviving
and Thriving st Work, Home, and Schoal
by Johan Wedina {Pear Press, 2009)

{pp. 21-240)

by Michasl Scheage (Harvard Business

Press, 194949

Dresigndng Interacti ons

by Bill Meggnidge {MIT Press, 2007 {ch. 10)

Soban rybed e

TheLeader's Guide to Storybelling: Mastering
the Art and Disclpline of Business Narrative
by Stephen Denming (lossey-Bass 2005)
Made to 5tick: Why Some |deas Survive

and Others Die

Iy Chepy Heath and Dan Heath

{Random House 2007)

Seenarios

The Art of the Long View: Planning for

the Futwre in an Uncertaln World

vy Pater Sehwartz {Currency Doubladay 1998)
U ez Tremds and Scenanos a5 Tools for
Strategy Development

ey LI Pillea han { Public is Cor porate

Publishing, 20:08)
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MIT . 2

Libraries Search Hours & locations Borrow & request Research support About ascus  account

Innovation & Entrepreneurship: Market research

Market research Companies Venture capital & private equity Patents Business plans

Market research Management and Social
Sciences Librarian for
Innovation &

+ BCC Research Entrepreneurship

Provides b2b market research reports with statistical and analytical information on industry structure, major
players and their market shares, industry dynamics, forecast, and international developments relevant to the field.
IBIS World

IBIS World is a database that provides research reports on industries in the United States, the United Kingdom,
Australia and China. Global industry reports for selected industries are also available.

Erost & Sullivan

Market research reports on Healthcare; Aerospace & Defense; Automotive & Transportation; Chemicals, Materials
& Food; Electronics & Security; Energy & Power Supplies; Environment & Building Technologies; Industrial
Automation & Process Control; Information & Communication Technologies; Measurement & Instrumentation.

Coverage is both US and Global. Nicholas Albaugh
» Forrester Research Contact:

Forrester's research publications analyze a broad range of technology areas such as new media, computing, nalbaugh@mit.edu

software, networking, telecommunications and the Internet, and project how technology trends will affect Room E53-1688

businesses, consumers, and society. 617.252.1510

« Gartner Group Reports

A great resource for B2B research and analysis of the impact of IT in Financial Services, Health Care, How can Nicholas help you?

Government, Higher Education and Small and Medium sized business.

Passport Global Market Information Database (GMID)

Market research data from Euromaonitor for 210 countries & 27 industries, including: market sizes, market data &

forecasts, consumer lifestyles, companies and brands, economic indicators, demographic data, foreign trade

statistics, and more.

+ Fitch Connect Chat is offline (&
Provides in-depth reports on 24 industries and 200 global markets, emphasizing emerging markets.

More ways to get help

» eMarketer
Provides updated data, statistics and analysis on the Internet, e-business, online marketing, media and emerging Ask Us
technoloaies.
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Industrial Medical Surgical Micro Geophysical Mon Visual
Industry Entertainment Design Visualization Simulation Surgery Wisualization C.H.L Prototyping
End User = Animator ® Srylise # Radiologist = Med = Surgean » Geophysictst * Blind Person = Engineer
® Designer  ® Surgeon Student
* Surgeon
Application * Seulpr ® Seulpr * Segmenmation * Training = Oypehalm. * iew = HLLL = Design
* Animation * Paine * Mavigation  * Surgieal Surgery enhancement resiEw
= Paint * Modeling  ® Swrgieal planning = Meurosurgery * Drill plan = Model
planning evaluation
= Diagnosis
Benefits ® Exse of use * Reduce ® Ease of use  # Incresse  ® Reduce cycle  * Reduce * Increase = Reduce
* Reduce cycle cycle * Increase use of new * Increase errors access, eycle
® Increase accuracy rech. aecUracy * Inerease “mainsream”™ * Improve
accuracy * |ncrexse yields designs
acturacy
Lead Customers * Disney * Toyora * Brigharn &  * U af ® Dr. Ohgam|  * BHP * Certec = Vaolkswagen
= LM * Fard Warmnen's Colorado  » Owrawa Eye = WHC [ ®= U af = Srratagys
= Dreamworks *® Rollerblade = Gerrman = Penn CSIRC Delyware = Tayota
Caneer = BDI
Rarch
Market * Early adopr.  * Dislike * Malnstrearn  * Mainstream * Early adopt * Late main.  * Laee main. * Mainstream
Characteristics = High-priced CAD & #= High-priced = High- = High-priced = Oligopaly = Mo money  * Pressure to
talent computers  wlent priced ralent = Gow't reduce
= High growth = High- = HMO alent = HMO ApOnsor prod. eycle
priced = HMO & Mot computer
wlent automated
Partners! = Alias * PTC = GE * Smith & = Toshiba * Landmark  * IBM = FTC
Players = Saoft Image * Aliag » Sjemens Meph = Hitachi = Fractal = Anple * Salid
* Discrete Logic ® Imageware * Picker * Heartpart Graphics = SURM Works
* Ethicon * HP
® LIS Surgical * Microsaft
Size of Market 40,000 00,000 X0,000 X0,000 2,000 000 000,000 200,000
Competition Watcem Mone yet Mone yer Immersion Meone yer Mone yer Mane yer
Platform = 5G| * 5GI = 5G| ? Mane * 5GI = Windews = SUM, HF
= Windows = SN = SUN * SUMN
Complementary = MURES = MURBS = Yenels = 5 DOF * 3 Finger * Yenals = Windows IF = NURES
BAssers * Seylus * Srylus * Srylus * Cusmom scaling * Spylus = P300 = WRML
Required = Diynarmics = VRML devices = Diynamics

Source: Aulet, B. (2017). Disciplined entrepreneurship workbook. John Wiley & Sons.(pp.88)




@& Apple segmentation, targeting and positioning

Segmentation
criteria

Type of
segmentation

Region
Geographic

Density

Age
Demographic Gendar

Life-cycle stage

Income

Occupation

Apple target segment

Devices: iPhone, iPad, Mac,

iPod

US and intemnational

Urban

18-45

Males & Females

Bachelor Stage
MNewly Mamied Couples
Full Mest |

Full Nest Il

High eamers

Professionals, managers
and executives

Services: iTunes
and the iTunes
Stove, Mac App
Stove, iCloud,
Apple Pay,

US and
international

Urban

18- 30

Males & Females

Bachelor Stage

Mewly Married
Couples

High eamers

Students

Professionals,
Managers

Operating system
& software: 03,
05X, iLife, Work

US and
intemational

Urban

20-35

Males & Females

Bachelor Stage

Mewly Married
Couples

High eamers

Professionals.
managers and
executives

Accessaries:
Apple TV, Apple
Watch and related
ACCessONes

US and

international

Urban

20-45

Males & Females

Bachelor Stage

Mewty Married
Couples

Full Mest |

Full Mest Il

High eamers

Professionals,
managers

Behavioural

Psychographic

Degree of loyalty

Benefits sought

Personality

User status

Social class

Lifestyle[2]

Risk aversion

‘Hard core loyals'

‘Switchers’

Sense of achievement and
belenging

Self-expression

Speed of service, advanced
features and capabilities

Determined and ambitious

Mon-users, potential users

Middle and upper classes

Resigned
Aspirer
Succeeder

Explorer

Risk avoiding

Risk neutral

‘Hard core loyals’

‘Hard core loyals'

‘Hard core loyals’

Speed of senice Efficiency Recreation
Efficiency Speed of service Self-expression
Determined and Determined and Determined and
Users Users Maon-users,

potential users
Mon-users, Mon-users,

potential users

Middle and upper
classes

Aspirer

Succeader
Explorer

Rizk avoiding
Risk neutral

Rizk loving

potential users

Middle and upper
classes

Aspirer
Succeeder

Explorer

Risk avoiding

Risk neutral

Upper class

Aspirer Explorer

Rigk aveiding
Risk neutral

Rigk loving

MnyA: Business Research Methodology




Type of Sagmentstion - — _— — =
togmentston etoria Devices: IPhone, Pad, Mac,  Services Mnes  Opentrg system  Accessones:
Pod and the Mimes & wowire. 108, Apple TV. Azcle
Store, s Ao OBX, iUfe, Work  Wakch and related
Store, ICloud, accssiones
Angie Py,
Raggon US and intemational us ang us ang us ang
Geographic =
Densty Urtan o o woan
e - 18-30 .35 .45
Lol Gandar Males & Fomaes Mues 8 Fomdes  Males & Fomdes  Mues & Fomides

BachelorSge  BachekorSBge Bachekor Sage

Full Nast |

Full Nesz|
Full Nast 1|

Ful Nest 1l
High eamers. Hgh earnens Hgh earners Hgh earners
Professionsls, managers Professionals, Profesonsts,
A0 GxRCAves

belanging
Speedofservice  Sef-aipression
Ser-apresuon
Speed of senves. acvarced
features and capabiites
ambioy and and
artBous arbBous ambitous
User sohs Nonsen, potential users  Usens Users Nor-users,
potential users
Norusers, Nornusers,
potsntial users potential users
Sodal class Mia3e and Loper Chstes Modeandipper  MIGde and woer  Upper cliss.
chses clsses
Utestyef2) Resigred Asgirer Asgirer Aspirer Explocer
Succeeder
Asgirer Succeoder Exploner
Explorer
B
Explorer
Risk aversion Risk avoiding Risk avoidng Risk avoiding Risk avoiding
itk neural Risk neural Risk neural Rk neutral

Apple segmentation,
targeting and positioning

lnyn: Business Research Methodology




Apple Segmentation, Targeting, and Positioning Mind Map

As you sketch your mind map, you can refer to this example:

Region
Geographic 5
Density
Age
Sand I ional Gender
US and Internationa
Demographic Demographic Life-cycle stage
Urban locations 1
ncome
18-45 grou e .
roupep Segmentation Occupation
Males and Females Degree of loyalt
Y Y
Bachelors, newly married couples, Full Nest I and II markets Bitiavioral genefit ht
ehavioral nefits soug
High-income earners Pe lit
rsonality
Managers, professionals, students, executives T t A le s 1 ol
argetin . 0Cal dass
‘Hardcore loyals’ and 'switchers’ 9 9 PP Psychographic itraiaA
ifestyle
Customers looking for speed and service, efficiency,
advanced features and tools, self-expression, sense of
achievement, and belongingness Brand identity
Determined and ambitious individuals i - Emotional branding and connection
Positioning
Middle and upper classes User experience

Customers who are resigned, succeeder, explorer, and aspirer




Type of
segmentation

Geographic

Demographic

Eehavioral

Psychographic

Segmentation
criteria

Region

Density

Age

Gender

Life-cycle stage

Ccoupation

Degree of loyalty

Benefits sought

Personality

User status

Social class

Lifestyle[2]

Airbnb target customer segment

Accommodation

More than 191 countries and regions and
about 100000 cities

Urban/rural

18-45

54% Females & 46% Males[1]

Bachelor Stage

Mewly Married Couples
Full MNest 1

Full Mest I

Full Nest Il

Empty Mest |

Empty Mest I

Experiences & Adventures

Mare than 30000 experiences worldwide

Urban

18-60

Males & Females

Bachelor Stage

Mewly Married Couples
Full Mest |

Full Mest Il

Empty Mest |

EMployees. p

‘Hard core loyals'
‘Soft core loyals'

‘Switchers'

Cost advantage, variety

Easygoing, determined,

non-users, potential users, first-fime users,

regular users,

Lower class, working class, middle class,
upper class

Resigned, Struggler, Aspirer, Explorer,
Reformer

ployees, p ionals, senior
manager, execufives

‘Hard core loyals’

‘Zoft core loyals’

“Switchers’

Uniqueness, variety

Easygeing, ambitious

non-users, potential users, firsi-time users.
regular users,

Working class, middle class, upper class

-~ Aspirer, der, Explorer,

Airbnb segmentation,
targeting and
positioning

airbnb

MnyA: Business Research Methodology
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Starbucks target customer segment

Type of Segmentation
segmentation criteria N
Region US, Canada, Latin America, Europe, Middle East, Africa, China and Asia Pacific region S t a r b l l C k S
Geographic
=9 Density Urban

T e segmentation,

Bachelor Stage young, single people not living al home

——— targeting and

Demographic Life-cycle stage Full Nest | youngest child under six
Full Nest Il youngest child six or over - t - -
Full Nest Il older married couples with dependent children p O S I I O I l I I l g
Occupation Students, employees. professionals
Degree of loyaity ‘Hard core loyals
Enjoying quality coffee in a relaxing atmosphere
Benefits sought A place to chat with friends and relatives
Behaviral A place to work
™
Personality Easygoing, determined and ambitious
User status Regular users
Social class Middle and upper class
Mainstreamer
Aspirer
Psychographic
Lifestyle[2] Succeeder
Explorer
Reformer

MnyA: Business Research Methodology

Starbucks seamentation. taraetina and nositionina




IKEA target customer segment

Type of Segmentation
segmentation criteria _
Region Eurcpe, Americas. Asia & Australia, Russia. In fotal 11 franchisees operate in more than 500
g lecations L]
Geographic
Density Urban
Age 15 and older

L}
targeting and
Bachelor Stage young, single pecple not living at home g g

Mewiy Married Couples young, no children

positioning

Full Mest Il youngest child six or over

Demographic Life-cycle stage Full Mest 1l older married couples with dependent children
Empty Mest | older married couples, no children living with them
Empty Mest |l older married couples, retired, no children living at home
Solitary Survivor | in labour force
Solitary Survivor [l retired
Cceupation . employees, professional
‘Hard core loyals’
Degree of loyalty ‘Soft core loyals
‘Switchers’
Eehavioural Cost effectiveness
Benefits ht
eneils soug Functionality
Personality Easygeing and determined
User status Mon-users, potential users. first-fime users and regular users
Social class Lower class, working clase and middle class
Resigned
Psychograhic Struggler Mnyn: Business Research Methodology
Lifestyle[ 1]

Mainstreamer




Type of
segmentation

Geographic

Demographic

Behavioral

Psychographic

Segmentation
criteria

Region

Density

Age

Gender

Life-cycle stage

Income
Ceccupation
Degree of loyalty
Benefitz sought
Personality

User status

Social class

Lifestyle

McDonald's target segment

McDonald’s

segmentation,

I targeting and
positioning

Operating in 119 countries

Bachelor Stage: young, single people not living at home
Mewly Married Couples: young, no children

Full Mest II: youngest child six or over

Low and middle
Students, employees, professionals
‘Hard core loyals” and ‘Switchers’

Cost benefitz, fime efficiency

Easygoings careless
Potential and regular fast foodeaters
Loweer, working and middle classes

McDonald's targets Resigned, Struggler and Mainstreamer individuals according to Cross
Cultural Consumer Characterization developed by Young & Rubican p .
ped by Young Mnyn: Business Research Methodology

_
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) targert cu ner seg n
Type of Segmentation
segmentation criteria -
Region More than 100 countries
Geographic
aoree: Density Urban and rural

Age 14 and older

Gender Males & Females I I I az O I l
Bachelor Stage young, single people
not living at home

L]
Newly Married Couples young, no
children ’

Full Nest | youngest child under six

Full Nest Il youngest child six or over

[]
Demographic Life-cycle Full Nest 11l older married couples with tar ‘ t I I l al l d
dependent children

stage

Empty Nest | older married couples, no
children living with them

L] L] L]
Empty Nest Il older married couples, O S I tI O I I I n
retired, no children living at home
Solitary Survivor | in labour force

Solitary Survivor Il retired

Occupation Students, employees and professionals
‘Hard core loyals’

Degree of ‘Soft core loyals’ amazon
loyalty e

Switchers

Widest range of products

Behavioural Benefits Convenience of online purchasing
sought
Competitive prices

Personality Easygoing, determined and ambitious

non-users, potential users, first-time
User status users, regular users, or ex-users of a
product

All social classes: lower class, working
class, middle class and upper class

Psychographic Resigned, Struggler, Mainstreamer, Mnyn: Business Research Methodology

Aspirer, Succeeder, Explorer

Social class

Lifestyle[3]

Reformer l



Type of
segmen-
tation

Geog-raphic

Demog-
raphic

Segmen-
tation
criteria

Region

Density

Age

Gender

Life-cycle
stage

Cecupa-ion

Income levels

Degree of
loyalty

Vehicles: Model 5, Model X,
Model 3, Future Consumer and
Commercial Eve

Morth America, Asia, Eurcpe

Urban & Rural

30+

Mosily males, but also females

Full Mest |

Full Mest Il

Full Mest 1l

Energy storage: Powerwall 2,
Powerpack 2

Morth America, Asia. Europe

Urban & Rural

25-65

Mostly males, but also females

Full Nest 1

Full Mest Il

Full Nest 1l

Employees, prof als. senior

manager, execufives

High

‘Hard core loyals’

‘Soft core loyals

‘Switchers’

Employees, professionals, senior
manager, executives

Upper middle and high

‘Hard core loyals'

‘Soft core loyals’

‘Switchers'

Solar energy systems: solar
panels, inverters, racking,
electrical hardware, monitoring
device

Maorth America, Asia, Eurcpe

Urban & Rural

30-85

Mostly males, but also females

Full Mest |

Full Mest I

Full Mest Il

Employees, professionals, senior

manager, execufives

Upper middle and high

‘Hard core loyals’

“‘Soft core loyals”

‘Switchers’

Tesla segmentation,
targeting and
positioning

|

MnyA: Business Research Methodology
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