GLOBAL MARKET ENTRY PROGRAM
Module 2.1 AMBITION

WHAT IS THE MARKET POTENTIAL FOR MY
BUSINESS AND WHERE DO | SEE THE BIGGEST

OPPORTUNITIES MARKET SIZE
. TAM
TOTAL ¢ Total market size / entire
ADDRESSABLE potential if you were the
MARKET only player in the market
i SAM
SERVICEAB E e the portion of the market
ADDRESSABLE you can realistically
MARKET fanget
a
: SOM
SERVICEABLE ® the segment of the market
OBTAINABLE you can most likely
MARKET capture (in year 1-3)

TARGET GROUPS

“THERE IS NEVER JUST
ONE TARGET GROUP

ADDING A SEGMENTATION LAYER

IDENTIFY 2-3 SEGMENTS

1 2 2

EXAMPLE

"PROJECT MANAGEMENT TOOL"- CHOOSE ONE & DEFINE
STARTUPS - SPEED NEEDS _
CORPORATES — COMPLIANCE BEHAWVIOR . oeeerrrereseressssmssmmsesesssssssssemsmsresees
FREELANCERS = SIMPLICITY BUDGET s ————nn
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MARKET ST

GROWTH POCKETS

Gl1/ Sector:
o Broad categories

e.g. Food & Beverage

G2/ Industry:

S <

z Specific industries

e.g. Packaged Foods

GG3/ Sub-industry:
Specialized areas

S e

y e.g. Frozen Foods

G4/ Categories/Pockets:

The most granular level

where real growth happens
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e.g. High-protein, low-calorie

frozen snacks in Berlin

TARGET SEGMENT CHARACTERISTICS

What are the key characteristics / defining traits?

PAIN POINTS & MOTIVATIONS

What challenges do they face and what goals are
they trying to achieve?

GEPGRAPHICS

Where are they located? Do regional preferences
impact my offering?

Exploring target market opportunities

CUSTOMER JOURNEY

How do they discover, evaluate and purchase my
kind of proeduct or service?

PURCHASING POWER & BUDGET

What is the typical spending capacity and how
does this align with my price point?
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ANALYZING COMPETITION

SHARE OF WALLET @

The portion of a customer's total

spending in a category that is Example:

directed to your product or
service, indicating how much of
their available budget you
capture compared to

competitors.

COMPETITOR
NAME

XYL

STRENGTHS

TYPE OF
COMPETITOR
; Strong
Direct Srand

"What does my customer
have to stop doing or
stop buying to afford me?"

If | sell a premium productivity
tool, my competitor isn't just
Microsoft: it's the customer’s
50 EUR/month coffee budget
or their Saturday afterncon.

WEAKNESSES

higher prices

STRATEGY

What is their "big promise”

to the market? e.g, "We
are the cheapest” or "We
are the premium choice”

The percentage of total sales
in a market that is :a >tured by
a zo:..pany or produ:f,
eflecting

its . e.ative size and
competitiveness.

"MARKET SIZE SHOWS OPPORTUNITY - COMPETITION SHOWS REALITY.

IR
%

)
(8 M

L T

(
NN

| S—

MARKETSHARE

EXAMPLE
Two online clothing stores
selling similar styles to the
same customer base or two
B2B software platforms
offering the same solution
for project management.

SKILLS SYSTEMS

What is the one thing they do better How do they sell?
than anyone else?

e.g., 'Fast delivery” or "Personal sales”
relationships”

e.g., "Online only" or "Face-to-face

INDIRELY DY 2RALL MARSET
WM INIDIN COMZTITI]
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EXAMPLE EXAMPLE
Atech company offering A customer might choose
a platform to manage between spending their
team collaboration, discretionary income
competing with your project on your productoron a

management software, streaming service, fitness
even though they target a app or other leisure services.
different industry.
MARKET
NOTES / OBSERVATION
SHARE /
15% Similar product with slight differentiation
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"0BJECTIVES MUST MATCH REALITY - NOT AMBITION ALONE."
SETTING OBJECTIVES
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Set clear objectives that define the
level of success you aim to reach in the

new market. Objectives should be grounded in an

understanding of the market conditions,

Align your objectives with market realities.

Objectives should act as guiding ensuring they are achievable and create a - ENTRY - i GRDWTH - 2 RENEWAE L
mﬂrkerS, DUTliﬂiﬁg the direction and rgg{jm{]p for how to reach your QDGlS- This HEIIJ}}H !: IJ_” |1 lJEHJ}J 5 jl.lj IJ!JJ]]JJ tj
scope of your expansion, ensuring you alignment ensures your expansion strategy is N FDDTH)LY D BRENDINIG 4 ADARTING
know what success looks like in fangible oractical and rooted in the opportunities (OURPDEINIDN
terms. and challenges of the target market.
OBIJECTIVE: OBJECTIVE: OBJECTIVE: OBJECTIVE: Wh ‘ -3 : :
en enfering a new market, it's also essential to recognize that your
business will go through different stages, each requiring specific
objectives and strategies. While you may be well-established in your
home market, your position in the new market will start from scratch.
Understanding these stages ensures that your objectives are realistic and
aligned with market dynamics.
MARKET VALIDATION

That's why
validation is
critical

Most expansions don't fail because of bad strategy - they fail because of wrong assumptions.
“We think demand is higher than it is, competition is weaker than it is and customers behave like at home.”
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Who will | talk to? i What do | want io learn? | What assumption do | want to | 7 Talk to 5-10 target customers |

(3-5 names or roles) test? % Ask about current solutions

O \ O l ] l 7 Ask what they pay today

- - - % Observe behavior

g g g (not just opinions)

m m o * Test willingness to buy
N e =2 % e o iz __-—_———-—-—J—.___.v'l N —— - %) - S = - =

DON'T ASK DO THEY LIKE IT?" ASK “DO THEY ALREADY PAY FOR SOMETHING LIKE IT?"

Exploring target market opportunities



