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Masterclass Week8
Validating your Market Size
Tasks:
Utilising the databases available to you at the SBREC, collect the following information:

1. The Customer and Market:
a. Who is the buyer vs. the user? In many cases, the person who benefits from the product is not the same person who pays for it. A B2B product, for example, is used by an employee but purchased by a manager
b. What is the customer's willingness to pay? Using a "value theory" approach, determine what value customers perceive in your product/service and what price they would be willing to pay for it. 

2) TAM- Total Addressable Market
a. What is the overall market size? Use credible industry reports from sources to get the total market value for your industry and growth rates.
b. How do we segment the overall market? Divide the total market based on industry, geography, or other demographic filters that are relevant to your product
c. What is the size of the total market that fits our segment? Narrow down the total market size based on your segmented customer profile.
d. How much does the average customer in our segment spend? Determine the average annual contract value (ACV) for your customer segment. 
Beyond the calculation, you must analyze broader market factors to understand the realistic potential of your TAM.
1. How is the market evolving, and what does long-term growth look like? Identify growth potential by tracking trends like year-to-year industry sales and customer growth.
2. What is the competitive landscape? While TAM assumes a monopoly, understanding your competitors' offerings and market share is critical for refining your strategy and validating your market size.
3. What percentage of the total market is realistic to capture? Differentiating between TAM (the total market) and SAM (the segment you can serve) and SOM (the segment you can capture) helps create a more realistic business plan.
4. Which market segments present the highest-value opportunities? Use your analysis to prioritize the segments that offer the most potential for your company. 






3) Questions for researching your Serviceable Available Market (SAM)
Researching your SAM helps you define the most accessible segment of your total market, based on your business model, product capabilities, and geographic reach. 

Customer and segmentation questions
· Customer profile: What are the demographic, psychographic, and behavioural traits of the customers you can realistically reach?
· Geographic limits: What regions or territories can you effectively serve with your current distribution and operations?
· Product relevance: Which customer segments have problems that your product is best suited to solve?
· Willingness to pay: Does this segment have the budget and willingness to pay your price? 

Market analysis questions
· Market trends: What are the key trends, growth rates, and forecasts for this specific market segment?
· Channel access: Which distribution channels can you use to access this market segment?
· Regulatory landscape: Are there any legal or regulatory restrictions that affect your ability to sell in this market? 


4) SWOT Analysis
Fill in the table below:
Internal	
· Strengths (S) – What are your startup’s core advantages?
(Unique tech, partnerships, traction, team, IP, cost advantage…)	

· Weaknesses (W) – What limits your ability to grow today?
(Funding, skills, distribution, lack of brand, dependency…)	

External
· Opportunities (O) – What external trends or gaps can you leverage?
(Market growth, regulation, tech adoption, customer pain points…)
· Threats (T) – What external forces could block or slow you down?
(Competitors, regulations, market saturation, substitutes…)

Notes:
Remember to ensure the information collected is dated within the last 5 years.
Ensure the information is relevant to the country you plan to launch in and service.
Where possible have multiple data points to validate the information you have to be consistent and verified.
Lastly, are there any data gaps? Is this primary research you can conduct yourself? If so what are the key questions you need to ask and how will you collect this?
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