
Previously on E&I…
Core concepts



A quick recap of Class 1

 Entrepreneurship

 Innovation

 Opportunity

 Value

 Business Plan



Homework time!

 Please hand it in now in case you still have not done so

 Find five examples for the situations where value is
generated.



Value

 How much am I willing to pay for it to ease
my pain.

 Solve a problem

 Find a more efficient way to allocate resources

 Show me a necessity I was unaware of

 Give something old a new use

 Transform reality



Homework time!

 Please hand it in now in case you still have not done so

 Find five examples for the situations where value is
generated

 Discuss: Does novelty guarantee value is being created?



One last thing…

 I need your three cards. We will use them next class.

 Don’t forget about your groups!

 Deadline: February 6.

 Max. 5, Min. 3 members

 Until death do you part.

 Rescheduling results are in:

 http://www.strawpoll.me/12181146/r

 http://doodle.com/poll/ed67far92nbp4dsm

 Any progress with the ideas? Wanna share ‘em with us?

http://www.strawpoll.me/12181146/r
http://doodle.com/poll/ed67far92nbp4dsm
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Detecting costumers’ needs is

our bread and butter
It is imperative to learn the techniques that allow us to find and 

understand them



A quick glance at the market

reveals three approaches

 Push and Pull Strategies

 Needs and wants

 Function vs. application
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A quick glance at the market

reveals three approaches

 Push and Pull Strategies

 Needs and wants

 Pros: The easiest, less risky and fastest to learn. 

Generates great inputs for further steps.

 Cons: Revolutionary innovation is rarer to find. Befits

established firms the best.

 Function vs. application



Between you and me…

 Strictly speaking, a need is not always an opportunity.

 Why?

 They are very much linked.

 A business opportunity, more like it

 Entails value is being created, hopefully innovativeness.

 A clear path to sales is present.

 Here’s the catch: 

 A bit of a chicken and egg situation.



Then, how do we do it?

 You need information!

 Complete, organized, clean, reliable, targeted, current, 
elevant.

 What information?

 Fundamentals of market research.

 The results?

 Improve your own product or service

 Improve the organization

 Capture an opportunity!



What information?

 Information (not data) on:

 The Organization

 The Costumers

 The Market

 Competitors (not just the core value)

 Trends

 Discoveries and technical developments



Organizational information



Costumers’ information

 Who are they?

 Costumer: Anyone who recieves products or services from us, 

and thus benefits from our activities

 Paying consumers

 Internal or intermediate actors

 External, indirectly impacted actors



Costumers’ information

 What about new firms? 

 No sense in looking at consumer profiling or service-
oriented research

 Only forward looking methods are useful.



Market information

 Who am I? Where am I?

 Some introspection to understand where we are at and where we
want to go.

 Start narrowing down the business activity, pivot

 Identify all the other relevant players who are not costumers

 Great inputs for the value proposition and market
segmentation are generated

 A state-of-the-art report of a specific sector

 Unsolved problems pop-up

 Competitive advantage = innovation!



First you need to know the

value of doing all this…

 Understand what makes a person buy something

 Extract the value it generates

 What problem it solves

 Understand an industry, a market segment

 How value is defined in the

 How the problem is usually solved

 Benchmarking



Extra points fire sale alert!



Extra points fire sale alert!

 Tell us in no more than 5 minutes, what benchmarking is.

What to read

 http://www.bain.com/publications/articles/management-tools-
benchmarking.aspx

 Benchmarking Innovation: A Short Report Zoe Radnor, & Judith 
Robinson March 2000

Advanced studies

 https://hbr.org/1987/01/how-to-measure-yourself-against-the-best

 https://hbr.org/2000/11/creative-benchmarking

 Let me know by the end of the class.

http://www.bain.com/publications/articles/management-tools-benchmarking.aspx
https://hbr.org/1987/01/how-to-measure-yourself-against-the-best
https://hbr.org/2000/11/creative-benchmarking


First you need to know the

value of doing all this…

 Understand what makes a person buy something

 Extract the value it generates

 What problem it solves

 Understand an industry, a market segment

 How value is defined in the

 How the problem is usually solved

 Benchmarking



In a nutshell

 Can we do something better or differently?

 Evolutionary innovation

 Is there something the consumers value which has not

been tapped yet by competitors?

 Revolutionary innovation



Before you start

 Who should you go and ask is not obvious.

 Size = Money

 Time = Closing Windows

 Inaccuracy = Wasted resources

 Heavy processing = Slow reactions



Then, you need to know who

to ask…

 Map the costumers

 Different profiles for each type or segment

 Social characteristics: Age, Gender, Lifestyle traits…

 Location and interactions: Where they live, Where they buy, 
Purchase frequency

 Income : How they pay

 Direct, indirect stakeholders

 Etc.

 This is already worthy information!



Next, you still need to know

who to ask…

 Map the market or industry sector

 Local, Global?

 A particular type of service or product

 An identikit of 

 The competitors

 Providers, distributors

 Financiers

 The legal environment



Time to learn the

techniques



How to get the information?

 External observation

 Participant observation

 Directly asking the consumers

 Focus groups

 Surveys

 Interviews

 Monitor already existing information, etc.



Before working on your

instrument, remember

 Data is already there, use it as a springboard!

 The product/services features are listed

 Improvements required are known

 Sales reports tell you a lot.

 Several iterations are required for refinements

 Consider a a pilot run with a smaller sample

 Use pre-existing data and look for patterns



And now some

tools



I. Consumer process map

 A process map: A sequence of steps that are considered

sacred, unmovable, standard.

 Ask yourself, why?

 Let’s model one!



The checklist

1. List the channels or platforms for the interaction

2. Look at the steps, they define stages and (most

importantly) behaviors

3. What is the goal of each stage?

4. Mark each interaction point

5. Now be critical… Are the costumers achieving their
goals? Are all interaction points necessary?

Inspired by A Step By Step Guide To Building Customer 
Journey Maps

https://conversionxl.com/customer-journey-maps-better-website-retention/




II. Interviews

 Harder to do than most people think

 Right questions…

 Must be behind very specific information

 Ask many times to get to the root cause

 Combine open and closed questions

 Taylor the instrument to the specific profile and moment



Interview Question Tips

 Must be complete, clear, brief.

 It’s good to ask leading consumers and influencers, but
design the questions with the least knowleadgeable

costumer in mind.

 Scales, rankings, and choices should be clear and 

consistent.



Interview Question Tips

 Show rather than tell, use props!

 Be flexible and let discussion arise

 Follow non-verbal cues.

 Do not lead the costumers.



Some more tips

 Interviewing 10 to 50 people is adviceable

 Do it in teams, one to ask another to record

 Do them in the use-environment if possible

 Make the costumer feel important, reward their time



III. Surveys

 The sample size matters

 The instrument must really be fine-tuned

 More costly

 Could go either way

 Who answers?

 Are they taking us seriously?

 Stakes.



IV. Focus Groups

 Get a small number of people together to talk about something.

 Listen to everyone and take advantage of the group dynamics!

 Don’t be sneaky

 Participants must be rewarded

 Size?

 From 6 to 12 people at a time

 From 1 to 2 hours

 Do it in teams, one to lead the discussion other to take notes



V. Observation

 Be systematic

 Use a standard tool to record findings

 Follow the whole costumer’s journey

 How do they really use the product?

 A questionaire must be run afterwards and the fact she was
observed fully disclosed

 The lab is an option, though it has some limitations.



Always remember
You are ultimately trying to understand what the costumer

needs!



Let’s now look at 

the markets
The competitors, our sector.



Analyzing the

sector/competition

 Many tools already exist, get familiar with them

1. SWOT analysis (Strenghts, Weaknesses, Opportunities and 
Threats)

2. BCG Matrix (Cash cows, Dogs, Question Marks, Stars)

3. Porter’s Five Forces

4. SPELIT Analysis

5. Mystery Shoping



What we look for

 Who are their costumers, someone missing?

 Service portfolio, any gaps?

 How do they engage their clients, satisfactorily & 
efficiently?

 What problem do they solve, how? 

 What makes them the best alternative?

 Who are their top competitors?



What we look for

 Who are their costumers, someone missing?

 Segmentation (costumer definition)

 Service portfolio, any gaps?

 Segmentation (market characteristics)

 How do they engage their clients, satisfactorily & efficiently?

 Channels, Distribution, Marketing Plan

 What problem do they solve, how? 

 Value proposition

 What makes them the best alternative?

 Competitive advantage

 Who are their top competitors?

 Barriers to entry



Where to get this info?

 Advertising, promotional material.

 Newspapers, magazine articles, specialized journals
profiles

 Local and national databases: Cámara de Comercio, 
Encuestas Nacionales, Ministerios, etc.

 Their own annual reports

 Reference books



And the point of all this is…

 Do I have a shot?

 Can I do something differently

 Are there unadressed opportunities? 

 How do I stack-up against the established players?

 What are the trends?

 Industry lifecycle

 Find and seize an opportunity!

 How we generate value



Homework

 Individually, map a service.

 In groups, pick one of the tools and analyze a market

 You will all submit the results of the analysis in written

form.



Extra points fire sale alert!



Extra points fire sale!

 Volunteers will present the tools, not the market analysis
result (individually)

1. SWOT analysis

2. BCG Matrix

3. Porter’s Five Forces

4. SPELIT Analysis

5. Mystery Shoping

 Five to ten minutes, supporting material is allowed.

 You are free to use any source, but do tell me about it
before hand!



Homework

 Individually, map a service.

 In groups, pick one of the tools and analyze a market

 You will all submit the results of the analysis in written

form.



Step 2

 What if you already have the data?

 Read these, very broad demographic reports:

 http://jrodriguez6.weebly.com/entrepreneurship-and-
innovation-01-2017.html

 All of them!

 And tell me something interesting:

 A report in the form of your choosing, about one or more of 
them.

 Individually.

 Think like an entrepreneur!

http://jrodriguez6.weebly.com/entrepreneurship-and-innovation-01-2017.html




Thanks for your attention!
Don’t forget the homework and see you next class.


