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1. Look to yourself. Determine what areas of life you are most interested in and how it will
interface with your product. In which areas do you have expert knowledge? What do you
enjoy? Where's your passion? If you were to pick an area where you have no interest, it'll be
hard to keep at it week after week, month after month. You will also need knowledge you can
share with people to market your product. Your expertise is the "value added" element that
brings excellence to the product.

2. Survey the Competition. Look at your potential competition. Assess the potential market to
determine if there is an area that could use your new products and/or services. An easy way
to make this determination is just talk to the people in your targeted community. This will
usually start with your current customers unless you are entering a totally different market.
For example, if you are a wholesale grower and want to add a retail component, you may
need to interview potential retail consumers directly. Another option is to join groups of
people who have similar interests such as garden clubs, health clubs, little league boosters,
soccer clubs or at car racing activities. How can you do it better, faster or cheaper, or offer a
new twist, and provide excellence where you now find only mediocrity?

3. Determine if you can be comfortable with the antici pated income from the new product

or service.
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Yourself: What will | offer to the customer?

Who are my potential customers?

(This will help you know how to reach these customers and target your promotional

activities).
Aretheylow  ,medium __ ,orhigh___ income?
Aretheyyoung  ,middle-aged  ,orelderly 2
Is their highest level of education high school __ , college
post-graduate _~ ?
Are they local __ , tourists (e.qg., they will pass your farm and buy dried flowers on the
way home from the Jersey shore?) | or from more distant locations _ ?
Are they mostly White |, African American _____, Hispanic |
Asian __ Other 7
Are they blue-collar _ or professional _ workers?
Aretheymale  ,female _ ,orboth 2
Aretheyrural _ orurban___ residents?
Are they home makers _ or working spouses _ ?
Do they purchaseinlarge _ orsmall___ quantities?
Are they motivated more by price _ or highquality  ?

Would they be interested in entertainment agriculture
and tourism? Yes No



What are my customers' needs? This applies whether or not you are selling to the final
consumer or to intermediate buyers.

(Do they need convenience? A particular size? Saturday deliver? Unique products? High value products?
Large volumes? etc.)

Given my customers' needs, what kind of PRODUCTS __ am | considering?
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What type of PROMOTION _would best target this audience?

What PRODUCT FEATURES will appeal to my customers?
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What SERVICE FEATURES will | offer?
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What MARKETING SEASON_will | offer this new product or service?
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What are the PRODUCT BENEFITS ?
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