
 

 

 

How do I know how comfortable I am with the idea of taking on some financial risk?  

Answering the following questions can help you find your comfort zone: 

 

1. How much of your existing financial resources can you invest in your business? 
 
 

 

2. Are you willing to borrow/seek financing to set up your business? If so, how much? 
 

 

 

3. Who would you be willing to seek financing from? Banks? Family? Friends? Investors? 
 
 

 

 

 

 

 

 
 



 

 

 

Projecting the impact of leasehold improvements on your business cash flow: 

 

Some important things to consider in planning: 

 

What are the vendor estimates for the construction? 

 

Do you have a detailed construction schedule for the build-out? 

 

Do you know your cash requirements broken out by month to pay for contractors? 

 

How will construction impact your cash flow projection i.e.,  is there sufficient build-out time allocated 
and is there a contingency period for construction delays? Often construction will take longer than you 
think, unexpected costs occur during construction 

Once construction is complete and you are open for business, sales may be slower to ramp up than 
anticipated.  In your projection, plan for very conservative sales in the first year.  Calculate your monthly 
fixed overhead costs (rent, utilities, salaries, other) to determine your break-even point on a monthly 
basis. Based on these assessments, look at your expenses and determine how much cash you will 
require on hand before the project begins to be able to meet your fixed obligations.   

It is best to budget for a worst case scenario and have planned what expenses you will cut if necessary 
to remain cash flow positive. If it goes exactly as you have previously budgeted, you are well positioned, 
but if it doesn’t, you could be scrambling for cash.   
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Demonstration of Your Knowledge of the Industry

Before you begin to assess whether you have a viable opportunity, you need to clearly describe the 
business you are planning to operate. The business description provides answers to three important 
questions.

	 •	 What	is	your	product	or	service?

	 •	 Who	is	your	target	customer?

	 •	 What benefit	will	your	customers	receive	from	purchasing	your	product	or	service?

The following business definition answers the three critical questions and meets the accepted 
standard:

  HomeHealers offers homeowners a complete and thorough assessment of their home’s energy systems.  
The assessment provides the customer with a detailed energy systems analysis as well as a list of 
recommendations to substantially decrease energy use in their home. HomeHealers customers save 
significant money each month due to reduced energy costs.

	 •	 the	service	is	an	assessment	and	analysis	of	energy	systems

	 •	 the	target	customers	are	homeowners

	 •	 the	benefit	to	customers	is	saving	money	monthly

Now it’s your turn. Answer these three questions about your business.

1.	 What	is	your	product	or	service?		

2.	 Who	is	your	target	customer?	

3.	 What	benefit	will	your	customers	receive	from	purchasing	your	product	or	service?
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The challenge you now face is to determine if your business, as described, has the potential to be 
viable.

General Approaches to Market Research

Few new business owners recognize the importance of performing market research before they 
launch their business. However, until you perform your research, you are working on a hope and a 
prayer. Market research will assist you in determining the viability of the opportunity. In some cases, it 
may even identify another more profitable idea you had not considered.

Market research serves a number of important functions:

	 •	 it	can	support	the	potential	of	your	idea

	 •	 it	can	identify	potential	changes	required	in	your	idea

	 •	 it	can	inform	you	about	potential	pitfalls	in	your	idea

	 •	 it	can	identify	other	opportunities

Market research alone can not tell you with absolute certainty whether your business idea will succeed 
or fail. It will, however, provide you with additional information that can help you move closer to 
success. Remember, the skills and knowledge of the manager are key ingredients in the success of a 
business.

Types of Market Research

There are two basic types of market research. The first is called primary research. In primary research 
you gather first-hand information about the consumer’s desire and willingness to purchase your 
product or service.  The second type of market research is called secondary research. In secondary 
research you analyze information that has already been gathered and determine its implications for 
your business idea.

How	many	ways	can	you	gather	primary	research?		List	your	ideas	below.
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Secondary research plays an equally important role in determining the viability of your opportunity.  
It often reveals important information like: the competitors, trends in the market, consumer likes and 
dislikes, the growth rate of the product or service, and effective strategies used by existing suppliers of 
the product or service.

List	a	variety	of	places	from	which	you	can	gather	secondary	research	for	your	product	or	service.

(Ask AWE for additional research sources that may help you conduct your market analysis.)

Completing a Market Assessment

Through a market assessment, you gather and refine information about:

	 •	 customers	

	 •	 industry	characteristics	and	potential	strategic	alliances

	 •	 market	size

	 •	 competitors

	 •	 product	and	service	benefits

When	you	have	completed	the	market	analysis,	you	should	be	able	to	clearly	identify	the	uniqueness	
of your business opportunity and confirm or modify the business description of your idea.

The following pages contain worksheets to help you complete your market analysis. To begin the 
analysis you provide information under each category based on what you believe to be true and 
the rationale behind your assumptions.  Your next step will be to determine how to verify your 
assumptions and where to find the information required to complete the task.  By the time you 
complete the worksheets, you will have created a detailed list of information to gather and will know 
where that information can be found.
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Customer Profile: Demographics

Demographic Information
Important to your 

business?| 
(Yes/No)

Rationale: 
Why	or	Why	Not?

Gender 
(Male/Female)

Age Range 
(Child, Teen, Young Adult, 

Middle-Aged, Senior)

Occupation Type 
(White-Collar,	Blue-Collar,	

Sales, Service, Student, 
Business Owner, Retired)

Specific Occupation 
(if important)

Home Owner 
(if important)

Income Range

Hobbies and Interests

Key Industry 
Sector/Buyer/Groups

Ethnic/Cultural

Other 
Important Characteristics
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As you continue with the assessment of your business idea, you will need to identify geographical 
information related to your target market.

Customer Profile: Geography

Geographical Information
Important to your 

business?| 
(Yes/No)

Rationale: 
Why	or	Why	Not?

Are	you	targeting	urban	Alberta?

Are	you	targeting	rural	Alberta?

Will	you	distribute	your	product	
or	service		province	wide?

Will	you	distribute	your	product	
or	service	outside	Alberta?

Having identified the important demographic and geographical characteristics of your target market, 
you will now decide how and where to find the information to support your assumptions.
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Customer Profile Summary

Information I will collect 
(Put demographic and 

geographic information here)

How I will find this 
information 

(Identify primary or secondary 
research methods here)

Where I will find this 
information

What	impact	might	a	change	in	demographics	have	on	my	business?

Demographic Change

What	impact	might	a	change	in	geographical	information	have	on	my	business?

Geographical Change Potential Impact
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Industry Profile

Your completed industry profile will provide information that will assist you in the development of 
product, market and other business strategies.

Information I will collect

How I will find this 
information 

(Identify primary or secondary 
research methods here)

Where I will find this 
information

Similar or substitute products 
in the market

Market characteristics related 
to price (e.g. premium, low cost, 

cost/volume relationships)

Industry supply and demand

Customer purchasing habits 
(e.g. frequency of purchase, 

timing of purchases, where and 
why purchases are made)

Industry advertising and 
promotional strategies

Customer service standards  
(e.g. warrantees, delivery, hours 

of work)
Key suppliers in the industry 

(e.g. ingredients, materials, 
packaging, transportation)
Partnerships or alliances 

taking place in the industry  
(e.g. competitor partnering, 

supplier and vendor partnering)
Regulations affecting the 

industry (e.g. packaging and 
labeling, insurance, bonding, 
facility or product inspection, 

taxes, etc.)

Key success factors in the 
industry
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Strategic Alliances

Strategic alliances with other organizations can increase your chance of business success. 

List	types	of	businesses	or	organizations	that	you	might	be	able	to	form	an	alliance	with	in	order	to	
serve your customers better and/or reach your business goals.

Type of business or 
organization

What they can offer 
my business

What my business can 
offer them

How I might  
find them
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Market Size

Based	on	you	product	or	service,	how	will	you	determine	the	potential	size	of	your	market?		For	
example, how might you determine consumption rates, total expenditures or number of buyers that 
fit	your	customer	profile?		Note	your	ideas	below.

Will	the	market	you	intend	to	target	be	large	enough	to	sustain	your	business?		Explain	below.
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Competitor Profiles

There are two types of competitors. Direct competitors are those who sell the same products or 
services. Indirect competitors are those who sell similar products or services, or compete for the same 
dollar in the same market.  For example, indirect competitive products for pop might include other 
non-carbonated drinks, fruit juices, or milk drinks.

Gathering information on direct and indirect competitors provides you the opportunity to:

	 •	 gain	further	insight	into	product	and	market	trends

	 •	 	identify	competitor	strengths	and	weakness	and,	based	on	this	information,	reassess	your	own	
product or market position relative to the competitors

	 •	 learn	from	competitors	mistakes

To gain the information you need, you can:

	 •	 approach	similar	businesses	in	a	non-competing	location

	 •	 approach	indirect	competitors	in	your	trading	area

	 •	 approach	suppliers

	 •	 approach/observe	your	direct	competitors	in	your	trading	area

Keep in mind that the success of your competition can be your own success, as competition helps to develop 
the popularity of the industry and create demand for the product or service. 

Identify three competitors and explain your rationale for their selection.

Competitor and Rationale:

1.

2.

3.

Use copies of the following worksheet to collect information on the selected competitors. 
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Competitor # ____:   __________________________________________________________________

Information I will collect

How I will find this 
information 

(Identify primary or secondary 
research methods)

Where I will find this 
information

Key products or services to 
compare

 Pricing information (e.g. 
price for product/service, credit 

or refund policies, payment 
terms, volume discounts, etc.)

Advertising and promotional 
strategies used (e.g. frequency, 

type and message, etc.)
 Business location (e.g. 
downtown, industrial, proximity 
to customers and suppliers, etc.)

Business ownership and 
structure

Customer service standards 
(e.g. flexible hours, delivery to 

client, etc.)

Staff (e.g. business hours, 
number of staff, etc.)

Partnerships or alliances 
taking place in the industry 
(e.g. competitor partnering, 

supplier and vendor partnering, 
etc.)

Regulations affecting the 
industry (e.g. packaging and 
labeling, insurance, bonding, 
facility or product inspection, 

taxes, etc.)
Age of business, percentage 
of market share, reasons for 

success or failure
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Product or Service Profiles

Your business success will be directly related to the real or perceived benefits that your products 
or services offer the customer. It is important, therefore, to clearly define the features, advantages, 
and benefits of the products or services from the customer’s perspective. The Feature of a product 
or service is what the customer will receive.  The Advantage is what the customer perceives to be 
important. The Benefit is the customer need or want satisfied by purchasing the product or service. 
Completion of FAB worksheets for each of your products or services will be useful when you begin 
developing your market strategy. The FAB worksheets will follow will assist you in organizing this 
information.

 Consider the following example before moving on.

  You are the manufacturer of a small lawn and garden tool called the MultiMate. This tool can be 
folded to fit into a small storage case.  It is made of durable lightweight metal. The tool can be used for 
trimming small branches, digging around flower patches or hedges and lawn edging. It will retail for 
$29.99 and carries a one-year full warranty.

Complete the product summary sheet for this sample product.

 Features (F)  Advantages (A)  Benefits (B)
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Using your product or service, complete a FAB worksheet. Be as specific as possible when identifying 
the features, advantages, and benefits.  Before you begin, try to imagine what things would be most 
important to you as a customer. 

FAB Worksheets

Product/Service 1:  _____________________________________________________________________

 Features (F) 
(Size, color, weight, material, 

height)

 Advantages (A) 
(Quality, ease of use, price, 

portability, durability)

Benefits (B) 
(Customer needs or wants to be 

fulfilled)

Product/Service 2:  _____________________________________________________________________

 Features (F) 
(Size, color, weight, material, 

height)

 Advantages (A) 
(Quality, ease of use, price, 

portability, durability)

Benefits (B) 
(Customer needs or wants to be 

fulfilled)

Product/Service 3:  _____________________________________________________________________

 Features (F) 
(Size, color, weight, material, 

height)

 Advantages (A) 
(Quality, ease of use, price, 

portability, durability)

Benefits (B) 
(Customer needs or wants to be 

fulfilled)
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Verify Your Assumptions

Once you have identified what you believe are the perceived customer advantages and benefits of 
your products and services, you need to conduct research to test the accuracy of your assumptions.

Information to be verified How to verify the information Where to find necessary 
information

Features: for each feature 
previously identified, confirm 
the importance to the customer

 1.

 2.

 3.

 4.

Advantages: for each 
advantage previously identified, 
validate the level of importance 
to the consumer

 1.

 2.

 3.

 4.

Benefits: test the accuracy 
of the needs or wants being 
fulfilled

 1.

 2.

 3.

 4.
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Market Assessment Summary

Collecting and recording all of the information for your market assessment may take some time and 
you will need to stay organized. It may be helpful to prepare worksheets similar to the ones provided 
and record your results on these.

The following questions will help you pull together and review the information you gathered.

1.  Does my business definition clearly identify the three key elements (product or service, target 
customer,	customer	benefit)?

  Yes   No

   If the answer is No, rework your business definition making sure it provides a clear and precise 
picture of the business you are about to start.

2.	 What	are	the	unique	features	and	benefits	of	the	product	or	service	being	offered?

3.	 Is	the	target	customer	selected	still	the	most	appropriate	choice?

  Yes   No

   If the answer is No, then who will be your target customer and why have you made this change?

4.	 Is	the	market	being	entered	large	enough	to	support	the	business?

  Yes   No

   If the answer is No, then determine what you will have to do to increase your target market and 
determine if that is feasible.
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5.	 Does	the	information	gathered	about	the	industry	support	the	entrance	of	a	new		 business?

  Yes   No

6.	 How	will	your	competitors	react	to	your	entry	into	the	market?

7.	 How	will	you	react	to	your	competitors?

8.	 	What	potential	strategic	alliances	have	you	identified	that	will	improve	your	ability	to	serve	your	
customers?	
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Primary Research (information you gather/generate)

	 •	 Conduct	surveys

	 •	 Talk	to	potential	customers,	salespersons/suppliers,	competitors

	 •	 Observe	other	business	activities

	 •	 Observe	customers

	 •	 Be	a	mystery	shopper

	 •	 Conduct	telephone	interviews

	 •	 Run	focus	groups

	 •	 Do	market	testing

	 •	 Network	with	friends	and	business	contacts

	 •	 Contact	service	and	professional	organizations

Secondary Research (information put together by someone else i.e. Statistics Canada)

	 •	 	Local	business	resource/development	centres	including	The	Business	Link

	 •	 	Chamber	of	Commerce

	 •	 	Libraries,	especially	reference	librarians!

	 •	 	Periodicals	such	as	Canadian	Business	Review,	The	Financial	Post,	The	Globe	and	Mail	Report	
on Business and Alberta Venture 

	 •	 	Trade	magazines	and	journals

	 •	 	Company	annual	reports

	 •	 	Industry	and	trade	associations

	 •	 	Informal	contacts/networks	in	this	and	related	industry

	 •	 Specialized	books	about	this	or	related	businesses

	 •	 	Provincial	and	federal	statistics	reports	(Statistics	Canada)

	 •	 	Community	Futures	Development	Corporations	

	 •	 	Business	Development	Bank	of	Canada
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Secondary sources can give you information about:

	 •	 	Demographic	statistics

	 •	 	Scientific	study	data

	 •	 	Media	survey	data

	 •	 	Public	polls

	 •	 	Patent	and	trademark	data

	 •	 	Legal	information

	 •	 	Addresses	and	phone	numbers

	 •	 	Information	on	business	procedures

	 •	 	Prices	and	specifications

What types of information will this give me?

Quantitative information is expressed as quantities, percentages, numbers…You get this kind 
of information from multiple choice questionnaires, economic reports, and Census reports (i.e. 
demographics).	Look	again	at	the	list	for	sources	of	secondary	research.	These	are	also	places	that	can	
find quantitative information.

Qualitative: is “fuzzy data about people’s feelings and perceptions. It is often related to opinions and 
customer service concerns. For example:

 I felt welcome.

 The design isn’t as clever or useful as it should be.

 Your service is terrible.

 I think your store is only for punkers.

It’s important to remember that market research is about people. Demographics and psychographics 
are effective ways to understand people in the market.

Demographics “Just the facts ma’am” - age, gender, income, type of car, type of home, hobbies, 
number of kids...

Psychographics	what	groups	of	people	care	about,	how	they	feel,	what	they	value	and	how	they	live?

Does your product or service match the customer?



For more information, please contact:

308,	10310	Jasper	Avenue,	Edmonton,	AB		T5J	2W4

370,	105	12	Avenue	SE,	Calgary,	AB		T2G	1A1

1-800-713-3558

Email:	info@awebusiness.com

awebusiness.com

facebook.com/awebusiness

@AWEbusiness

Alberta	Women	Entrepreneurs	(AWE)
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