
Week 2



Hello again…



Market Research, Customer 
Validation & Pricing

An introduction By Kadeza Begum



Why carry out market research?



When should you carry out market research?



What should you consider?



Customers are what make a product / service 
successful

You need to know what they value and desire





What do you need to know?













Customer 
WILL buy

Customer 
MIGHT buy

Customer 
SHOULD buy



Customer 
WILL buy

Customer 
MIGHT buy

Customer 
SHOULD buy

Luxury / Treat Improvement /
Swap

Necessity /
Staple



What do you need to know?

• WHO is/will buy your product or service? 

• WHY would they buy it? What need are they wanting to 
satisfy? 

• Why are other people NOT buying it? 

• HOW MANY people like this are there? 

• What is the right PRICE to charge? 

• Who is your real COMPETITION? 

Target Customer / Ideal 

Features & Benefits
Barriers- Research 

opportunities
Market size / value
RRP / market value

Segmentation analysis









Where to position?





Pricing Strategy Matrix





Competitor Analysis

This can be done by:

• Speaking to your competitors directly or working for them

• Purchasing from them as a client (mystery shopping)

• Reviewing their website and socials

• Sourcing their financial accounts

• Reading coverage about their organisation in the media













Validate- customer segments section 15mins







Product -Identify Direct Costs 

T Shirt 1 Units: 10 Calculation

Material £40 Quote

Zips £5 Quote

Cotton £2 Quote

Manufacturing £30 Quote

Care Labels £2 Quote

Tags £2 Quote

Total £81 Total Direct Costs

Cost Per T Shirt £8.10 Direct Costs/Units

Price £40 Market Analysis

Profit Margin £ £31.90 Price-Cost

Profit Margin % 80% PROFIT    X 100 
PRICE



Service -Identify Direct & Indirect Costs Chargeable Hours 

1. How many chargeable hours will you be working a year? 

Example… 

• How many weeks will you work a year? 46

• How many days will you work a week? 5

• How many hours will you work a day? 6

46 x 5 x 6 = 1380 Hours

1. Total indirect costs? £7000

2. Annual personal survival budget? £20,000

3. Now work out the hourly rate? £27,000/1380 = £19.56



Service 
Identify Direct & Indirect Costs 

IT Consultancy Units: 1 Calculation

Travel £8

2 Hours £39.12 2 x Hourly Rate 

Total £47.12 Total Direct Costs

Price £60 Market Analysis

Profit Margin £ £12.88 Price-Cost

Profit Margin % 21% PROFIT    X 100 
PRICE



Ansoff matrix



Revenue Model













Customer Profile



Who would benefit from your idea and how?



How much would they pay for the benefit(s)?



Secondary research



IP Centres and Business Library









Primary research







Direct access to your customer base 







What makes a good question?









Crowdfunding









Research mode NOT Sales mode!
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Review often



Engage the customer

• Competitions – name the product

• Ask for feedback

• Share to win –’tag a friend’

• Packaging design

• Product size

• Service offer







Reward the customer

• Focus groups

• Loyalty scheme

• Free product trial

• Exclusivity

• Early sales access

• Discount codes

• Refferal points

• Launch events





Get
out 
THERE
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Be REMARKABLE
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About 62% of consumers search online for 
reviews and information before purchasing 

a product and 90% believe brand 
recommendations from 
friends.
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• Clear and easy to spell URL
• Secured   - SSL Certificate
• Responsive design  - mobile first users
• Clean navigation  - top and tail
• Collects emails  - build mailing list
• Builds trust   - reviews
• Connected   - other sites and SM
• PROVIDES VALUE  - reasons to return
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Start a movement, 
conversation or educate 
you audience

© Kadeza Begum



Keep on top of trend, current 
developments in your sector and 
key influencers
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Invite 
your 
hero
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Recap 



DO
• Ensure your primary research is representative of your target 

market

• Validate your customer before starting to sell

• Work out your profit margins so you don’t lose money

• Know what you don’t know- and be open to new information 

• Carry out both qualitative and quantitative research

• Use relevant tools where possible eg Surveymonkey, Google 
forms / typeform



DON’T
• Be defensive to constructive criticism

• Force products to those that won’t buy

• Create long, intensive surveys 

• Leave the most important questions until last 

• Be stubborn when it comes to adjusting pricing

• Ignore your market research!!

• Try to overdo it with multiple marketing strategies



Recap and homework

•Review all content from 
today

•Use Validate to assist your 
business planning

•Create a research list

•Review where you are

•Use the cheatsheet

© Kadeza Begum



?
Next week we are here!
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