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Introduction  
 

The Ready Set Grow series presents webinars featuring subject matter 

experts and Canadian tech execs discussing topics of interest to the 

executives of young Canadian technology companies. 

 
On April 13, 2010, Ready Set Grow looked at how to determine market 

potential through a session featuring a presentation from Andrew Maxwell of 

the Canadian Innovation Centre, a discussion with Hersh Forman, CEO of 

The Stratebrand Group, and questions from the audience.  The session was 

moderated by John Foreman of the Technology Marketing Resource Centre. 

  

This document captures the content of this session. 
 

Speakers 
 

Andrew Maxwell,  

Director, Business Partnerships, Canadian Innovation Centre 
 

Andrew Maxwell’s experience includes the founding of two environmental 

technology companies, the creation of a wireless, medical device and web 

company and a technology incubator that helped create 30 technology 

businesses. He is currently with the Canadian Innovation Centre and 

pursuing a Ph.D. in the area of new venture creation at the University of 

Waterloo. He teaches at UTM and Waterloo in the area of technology 

entrepreneurship.  
 

Hersh Forman,  

Chief Operating Officer, The Stratebrand Group 
 

Hersh I. Forman is an accomplished senior marketing and sales professional 

who has gained extensive experience in all aspects of business both on the 

client and service side. 

 

Hersh’s career spans over 25 years including 10 years of progressively 

senior packaged goods marketing experience at such well-known multi-

national companies as General Mills, H.J. Heinz, Campbell Soup and Sterling 

Health (now Bayer Consumer Care). In addition, Hersh operated his own 
consulting company for 5 years prior to co-founding Stratebrand providing 

marketing consulting services to such well-known companies as Microsoft,  

 

 



 

Coca-Cola, Allard-Johnson Communications, Carter-Horner (now Church & 

Dwight) and FutureBrand (Inter- Public Group). 

 

Hersh has an MBA in Marketing from the Schulich School of Business (York 

University), an Honours Certificate in Broadcasting (Humber College) and a 

BSc. (Hon.) in Psychology (University of Toronto). 
 
 

Moderator 
 

John Foreman,  

President, Technology Marketing Resource Centre 

 

John Foreman is the founder and President of the Technology Marketing 

Resource Centre, a firm which helps technology companies accelerate their 

growth.  He has over 20 years experience in the telecommunications and 
information technology industries.  John has been involved in the marketing 

of technology in Canada and internationally since 1994. 

  

John has an engineering degree from the University of Toronto and an MBA 

from the Ivey Business School at the University of Western Ontario.  John is 

also on the Board of Directors for the Canadian Advanced Technology 

Alliance (CATA) and the Advisory Board of the Canadian Innovation Centre. 

 

 



 

Finding the Pot of Gold:  Mining Your Market Potential 
 

Sources of new ideas 

 

The most important thing about having a new product is identifying an 

unmet need. One of the greatest issues for entrepreneurs is that they will 

often develop a technology without validating the opportunity in the market 

place. The following order of steps can help eliminate this issue. 

 
The first step is to conduct some basic market research, talk to current 

customers, employees, competitors, supplier, and so forth.  With this 

research you should be able to identify new ideas that have the potential of 

developing into a business.  

 

Once several ideas have been compiled, it is crucial to carefully assess which 

of the ideas has the greatest opportunity for success. A common problem for 

entrepreneurs is their poor ability in identifying the product with the greatest 

potential. Avoid rushing into a project, or quickly switching from one to 

another, you want to make sure you sit down and go through the list of 

options and weigh them up against the capabilities, resources and goal. 

 
This will bring you to the last step of identifying the real customer need. This 

is the step at which the entrepreneur must take a look at how their novel 

idea will make money. Find out what the solution is to an unsolved problem, 

and find out how much you can charge for that solution. It’s important to 

work out weather you can provide that solution cost effectively, and take a 

look at the competitor 

landscape. It is important to 

identify the unmet need, but 

it is just as important to 

ensure that the need is 

great enough that the 

solution will make money.  

 
 

 
 
 
 
 
 

“A very simple way of doing market 

research is to ask a customer.”  

Andrew Maxwell, 

Director, Business Partnerships, Canadian 

Innovation Centre 

 



 

Finding that Pot of Gold 
 

A useful tool for entrepreneurs with an existing business is creating a 

product matrix to help identify where the product is going. 

 

 
 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 
The easiest way to make money is penetrating an existing market, with an 

existing product. Here you will be competing with similar products already 

on the market, and try to convince people to buy your product. Some 

traditional techniques of doing this include increasing distribution, do 

promotions, and spread the word to as many people as possible.  

 

Product development is introducing a new product to existing customers. An 

example of this may be introducing a new service plan to an existing 

product. Similarly, market development introduces an existing product to a 
new market. Both these strategies can be a very difficult way to enter the 

market, and have a great resource constraint on the company. 

 

The last scenario is diversification, where you are introducing a new product 

to a new market. This is the most challenging strategy and it is often 

recommended to avoid it.  

 

 

Product Matrix – strategies to enter the market place 

 



 

An entrepreneur can create a matrix of his own, to help analyze where they 

are going, and what they can do to make the most money. What is 

important is to also take the time to identify the resources necessary to 

move forward using each strategy.  

 
 
Entrepreneurial Market Research 
 
The real challenges of 

running a business and 

finding customers is 

psychology and really 

understanding what make 

people buy products. The 
next level is 

understanding how you 

can use this information. 

By placing yourself in the minds of your customer, you will begin to 

comprehend how these individuals make their buying decisions, and this will 

aid you in areas such as pricing the product. Further, answering the question 

of where the customer will buy the product will provide useful information on 

the cost of delivery and ultimately help you calculate the resources required 

to launch the product.  

 
Using your market research to develop your market strategy will include 

answering the following questions: 

 

 What problem does your product or service solve? 

 Is it a vitamin or a pain killer? 
 Identify likely early adaptors 

 Identify what specific features are important to the early (price, 

options, distribution, performance) 

 Identify how you will make sure early potential customers are aware of 

the product and its benefits 
 

 

 

 
 

 

 

To develop good business you need to 
understand: 

 

 If people will buy your product? 

 Who will buy it and how many will buy? 

 What will motivate them to buy it? 

 Where will they buy it? 
 How will they find out about it? 



 

This market research will also 

help you with the validation of 

some assumptions, particularly 

at three stages. In a very early 

stage when you are designing 

the product, you want to use 

your research to ensure that you have the features and benefits that fill the 
real gap in the market place. Your next stage will be once you have a 

prototype, you should go out to talk to customers and potential distributors 

to confirm that you have developed the right solution to the problem. In the 

last stage, once you have a product, you want to be able to build in two 

levels of feedback. One level of feedback is to you the manufacturer form 

the early adaptors that will tell you how to adopt your product for the next 

generation of applications. The second level is how you can encourage your 

early customers to talk to secondary customers. 
 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

The first thing you need to do when targeting your product is help the 

technology enthusiast, and visionaries to find out about your product, and 

make it available. Your next step will then be to find different ways to 

leverage those initial experiences to move over to the much larger area of 

the market. 

 
 

 

 

“Does this product solve a problem that 

doesn’t exist?” 

Hersh Forman, 

Chief Operating Officer, The Stratebrand 

Group 

 



 

Guerilla Marketing 

  

This is considered to be the number one marketing strategy for 

entrepreneurs. This strategy is based on human psychology and 

understanding how humans make decisions. The primary marketing will 

involve time, energy and imagination and really concentrates on how many 

new relationships are made. These individuals will then become your 
ambassadors for the product. In the end the techniques focuses on making 

profits not sales. Some essentials for Guerrilla Marketing include: 

 

 Focus on a target market and don’t diversify 

 Aim for more referrals from the transactions with existing customers 

 Identify ways other businesses can benefit from you 

 Use a combination of marketing methods 

 Take advantage of advances in technology 

 Use unconventional promotion methods 

 Identify alternate sources of publicity 

 Small size and speed of response is an advantage 

 
The internet, and the various social media techniques (twitter, facebook, 

bogs etc.) can be a very powerful tool used to grow your business. It is 

critical however, that you are prepared to put in the time and effort to keep 

up to date with your accounts. Just as quickly as these pages can attract 

potential clients, they can turn them away if they fail to receive the 

information they are asking for.  

 

 

 
 

 
 
 
 
 

 
 
 

 
 
 



 

Questions Period 
 

What is the most common reason companies are not successful at 

mining their potential? 

People underestimate the time and resources that it takes to get a product 

to market. Solving a problem for customers and meeting that need is only 

half the battle, getting that product into retailers takes a tremendous 

amount of time, money and people. The other greatest issue that small 

companies face is lack of cash flow, and what often ends up happening is the 
company will run out of money.  

 

 

How have technology advances helped companies bring their 

product to market? 

With the power of the internet, companies have the ability to have one on 

one dialogues with actual users of their products. This allows companies to 

get product feedback directly from the users. It’s about breaking down the 

wall between organizations and customers.  

 

How do you know if you’ll make it across the chasm? 

Before the Stratebrand Group takes on a product and starts the product 
development process, a list of criteria is developed that the product has to 

meet before they take it on. These criteria include: 

 The size of the market 

 How easy it is to get to market 

 How much cash it’s going to make to get it to market  

Entrepreneurs can develop a similar list for all their products that they are 

trying to develop and market, to help them evaluate the potential of each of 

their product. 

 

 

How much market research is needed to make a good decision and 

how formal does it need to be? 

 
It is crucial to speak with potential customers early on; they will offer great 

insight about your product. What is most useful for entrepreneurs is to take 

advantage of a third party organization to conduct market validation for the 

product. Entrepreneurs are often so passionate about their products; they 

fail to hear the negative facts. A third party will be able to validate the 

product in a unbiased way.   
 

 



 

Results of Real-time Poll 
 

Below are the results of the polls conducted during the webinar: 
 
   

Poll #1:  What is the current state of your business development 

activities? (Choose all that apply) 

 
 

Poll #2:  Which growth strategy applies to your organization?  

(Choose all that apply) 

 

 

 

Poll #3:  Which of the following are you likely to do after this 
session? (Choose one answer) 

 

 

o In the concept stage Highest 

o Just getting ready to launch first product or Low 

o Have early revenues would like to increase growth rate Highest 
o Steady state, would like to move into new areas  Low 

o Other Low 

o Penetration 57% 

o Market development 71% 

o Product development 54% 

o Diversification 36% 

o None of the above 0% 

o Conduct additional market research 38% 

o Enhance our current offering to increase revenue 25% 
o Identify new markets and opportunities 42% 

o Utilize Guerilla marketing to increase sales growth 67% 

o None of the above 4% 



 

Links of Interest 
 

Business Development  http://www.bdc.ca  

   Bank of Canada 

 

Canadian Innovation Centre http://innovationcentre.ca 

 

Canadian Association of Importers and Exporters  http://www.importers.ca/ 

 

Canadian Manufacturers & Exporters  http://www.cme-mec.ca 
 

Canadian Advanced Technology Alliance   http://www.cata.ca 

 

Export Development Canada  http://www.edc.ca 

 

International Chamber of Commerce http://www.iccwbo.org/ 

 

Service Canada   www.servicecanada.gc.ca/ 

 

Technology Marketing  http://www.tmrc.ca  

    Resource Centre 
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