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“The data available about market 
characteristics, competitors, and so 
on,  is inversely related to the real 

potential of an opportunity; that is, if 
market data are readily available and 
if the data clearly shows significant 
potential, then a large number of 

competitors will enter the market and 
the opportunity will be diminish” 

Jeffrey Timmons, New venture creation, 1994 
McGraw Hill



Sizing techniques

• No one source of info is that reliable, or complete 

• Government databases 

• Commercial databases 

• Relevant publications



• Top-down 

• Bottom-up 

• published reports 

• TAM vs “Annual Spending” 

• Which metrics matter? 

• Firms 

• Size of problem 

• Revenue of current competitors

APPROACHES



TMP

HOW TO THINK ABOUT MARKET OPPORTUNITY

TAM

SAM

SOM

• Total market potential 

• Total addressable 
market 

• Serviceable available 
market 

• Serviceable obtainable 
market = Beachhead













DEFINING CLEAR MARKET DEFINITION

• a series of externally identifiable characteristics that identify the 
group of companies who would likely have a need for product/
services and could reasonably be expected to consider purchasing 
product/service or a competitor’s product/service within a given 
time frame



6 FACTORS TO CONSIDER WHEN DEVELOPING A 
MARKET DEFINITION 

MARKET DEFINITION

RESOURCES TIMEFRAME

COSTS

MINIMUM VIABLE 
OPPORTUNITY

OPPORTUNITY 
LIMITATIONS

RELEVANT GOODS/
SERVICE

Outside factor

Business factor



3 WAYS TO VIEW AN OPPORTUNITY

Resource 
constraint 
sizing

Bottoms-up

Top down





Market segmentation
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