
KEY STEPS WHEN MARKET TESTING

You need to care about the problem you are going to solve, and there has to be a sizable 
number of other people who also care. 
 

Make sure the market is big enough. Test the size by checking the number and relevancy of 
Google keywords—the same keywords you would use if you were trying to find your product. 
Think about key- words that people would use to find a solution to the problem you have 
identified. 
 

Focus on eliminating pains and frustrations that people know they have. It’s easier to sell to 
someone who knows they have a problem and are convinced they need a solution than it is to 
persuade someone that they have a problem that needs solving. 
 

Almost everything that is being sold is for either a deep pain or a deep desire. People buy 
luxury items for respect and status, but on a deeper level they want to be loved. Having 
something that removes pain may be more effective then realizing a desire. You need to show 
people how you can help remove or reduce pain. 
 

Always think in terms of solutions. Make sure your solution is different and better. (Note 
that competing purely on price is usually a losing proposition.) Being different isn’t enough; 
differentiation that makes you better is what’s required. There’s no point in introducing something 
if the market is already satisfied with the solution—your solution must be different or better. It’s 
significance, not size, that matters. 

 

Ask others about the idea, but make sure the people you ask are your potential target 
market. Others may provide insignificant data and are therefore biased and uninformed.

 

Create an outline for what you are doing and show it to a subgroup of your community. 
Ask them to test it for free in return for feedback and confidentiality. As a bonus, the subgroup 
feels involved and will act as evangelists. Giving builds trust and value.
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