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6 Steps to Instant Market Testing 

Whether you’re launching a new product or service from within an existing enterprise, or you’re an 
entrepreneur noodling a new startup idea, I find that the same fundamental set of screening 
questions can help you shape your idea.  

I’ve assembled these questions into a 7-point framework to help understand the needs of your 
customers.  

As you screen new-business ideas, this gives you a quick way to focus your thinking and flesh out the 
concept.  First-pass, do your answers to the questions make you feel more excited about your 
business idea?  Or does the Lens uncover red flags that might give you pause about moving 
forward?  And if your idea passes a first-order screen and you decide to dive deeper, the framework 
gives you guidance as to where to focus your research and analysis as you develop your plan.  

1.       What is your customers’ unmet need?  

To state this question another way, what is the customers’ “pain” that your product or service is 
designed to solve or address?  This could be a true and dramatic unmet need – for instance, for the 
inventors of the pacemaker, the customers’ unmet need was that their hearts were beating slowly 
or unpredictably, thereby endangering their lives.  On the other hand, for some businesses, the 
unmet need might be a less of a need than a want – for instance, for the founders of 
LoveThoseHotShoes.com, the “unmet need” might be the frustration of style-conscious women in 
their inability to learn about up-and-coming designers before they make it big, and to easily 
purchase those designers’ shoes at competitive prices. 

2.       How are your customers addressing this need today, however poorly? 

Even if your company has a novel new way of addressing a customer need, remember that those 
customers were addressing that need in some other fashion before you came along.  Say you had 
developed the first automatic dishwasher: your customers would have been addressing their need 
by hand-washing dishes.   

 3.       To what extent are your customers hurt by not being able to meet this need effectively?  

If they’re business customers, does their inability to address their need optimally (i.e., using your 
company’s new solution) cause poorer product quality for them?  Does the pain delay their product 
launch by several weeks, thereby postponing profits?   

4.       What is your proposed solution (product, service, or combination)?  

Concisely describe your customer solution.  What product, service, or product/service combination 
will you be offering?  At first, you ought to be able to state this in a sentence or two.  But as you 
evolve your concept, you’ll want to make your solution ‘come to life’ in diagrams, mockups, and 
prototypes. 
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5.       How will your customers benefit, and can you quantify those benefits?  

What is your “value proposition” (VP)?  Can you quantify that VP?  That is, how will your customer 
benefit by switching from the way “the way they’re dealing with it now” to addressing their need 
using your solution?  

If customers adopt your solution, explain exactly how they will be able to address their unmet 
need significantly better, faster, cheaper or cooler than they were formerly able to do so.  Be as 
specific as possible.  

6.       How many people can you help?  

How many potential people can benefit from your product? Theoretically, if every one of your 
potential customers were to purchase your product or service, at the asking price, from either you or 
your competitors, how much annual revenue would result? 

7.   How well does the business fit with your core competencies?  

Will this business leverage the skills and business competencies of you? 

This question applies equally well to entrepreneurial startups as it does to corporate new-business 
launches.  Entrepreneurs need to ask themselves, Is this something I’ll enjoy and be good at? For 
instance, if the business will entail extensive face-to-face interaction with consumers, is that 
something that you’re good at and that you’ll truly enjoy?  Or if the business will entail organising 
and managing myriad details every day, is that something that someone on the founding team is 
truly gifted at doing and will enjoy? 

Applying the Market Research Successfully 

 The 5-minute test – When you first come up with an idea, try taking just 5 to 15 minutes to 
gin up ‘off-the-top-of-your-head,’ 1-sentence or bullet-point answers to each ‘focal point’ in 
the Launch Lens.  Then step back and ask yourself, Does this make any sense?  Are there any 
red flags or show-stoppers that would make me reject this idea out-of-hand? 

 The 5-person test – If your idea is still looking good, it may be worth “drilling down” on more 
detailed research on some of focal points – ask a 5 people questions similar to the ones 
above and see how well aligned your thoughts are.  

 The 5-day test – If it passes the 5-person test, a still-deeper dive should involve getting out 
and talking to lots of prospective customers, suppliers and the like to get first-hand 
validation of your concept.  


