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The Official Entrepreneur Certification 

MODULE 2:  Gather More Information/Continue Building Your Foundation 

Research Trademarks and Businesses/Business Names Similar to Yours 

You’re thrilled! You’ve settled on a name for your new breakfast cereal company: “Yummy 

Tummy.” You’ve even invented a cartoon character, “Yummy Tummy Tillie,” to symbolize 

your brand. You’re ready to set the world on fire! 

Not so fast. Before you can make your company a household name, you need to make sure you 

can use and protect that name. You don’t want to invest money and time building brand equity—

the value associated with the name of your company—just to discover someone else is already 

using “Yummy Tummy.” 

That’s where trademark laws come in. There are two primary kinds of trademarks: 

• Trademark 

• Service mark 

When you acquire the rights to a trademark or service mark, you get legal protection from other 

companies using your company’s name, logo, tagline, or other distinctive marks.  

Even when you are granted a trademark, you don’t “own” the name in all instances. As part of 

the trademark application process, you’ll indicate the specific category or categories of products 

or services for which you’ll be using the name. For instance, if you’re using “Yummy Tummy” 

for breakfast cereal, someone else could get the rights to use the same name for unrelated 

products or services—a weight-loss program, for instance.  

There are, of course, limits to what you can trademark. Indeed, it’s often frustrating to find that 

you can’t trademark the simplest names. That’s because the U.S. Patent and Trademark Office 

requires a mark to be “distinctive” and not simply “descriptive.”  For instance, you can’t get a 

trademark for a health resort called “Spa,” because it’s merely descriptive. But you almost 

certainly could trademark the name “Spa” for a brand of body lotions (assuming it wasn’t 

already trademarked by someone else.) 
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In fact, if you’re inventing a whole new product category, you may need to come up with a 

generic way to describe the category in order to trademark your chosen name. A client of mine, 

Patrick McConnel, invented a dry-land snowboard, which he called the MountainBoard. To get 

that name trademarked, however, Patrick had to come up with a generic term—“all terrain 

board”—to avoid his brand name being viewed as merely descriptive.  

About Trademarks   

What is a trademark or servicemark?  

• A trademark is a word, phrase, symbol or design, or a combination of words, phrases, 

symbols or designs, that identifies and distinguishes the source of the goods of one party 

from those of others.  

• A service mark is the same as a trademark, except that it identifies and distinguishes the 

source of a service rather than a product.  The USPTO uses the terms “trademark” and 

“mark” to refer to both trademarks and service marks.  

Is registration of my mark required?  

No. You can establish rights in a mark based on legitimate use of the mark. However, owning a 

federal trademark registration on the Principal Register provides several advantages, including: 

• Constructive notice to the public of the registrant’s claim of ownership of the mark; 

 

• A legal presumption of the registrant’s ownership of the mark and the registrant’s 

exclusive right to use the mark nationwide or in connection with the goods and/or 

services listed in the registration;  

 

• The ability to bring an action concerning the mark in federal court; 

 

• The use of the U.S. registration as a basis to obtain registration in foreign countries; and  

 

• The ability to file the U.S. registration with the U.S. Customs Service to prevent 

importation of infringing foreign goods.  

When can I use the trademark symbols TM, SM and ®?  

Any time you claim rights in a mark, you may use the “TM” (trademark) or “SM” (service mark) 

designation to alert the public to your claim, regardless of whether you have filed an application 

with the USPTO. However, you may use the federal registration symbol “®” only after the 

USPTO actually registers a mark, and not while an application is pending. Also, you may use the 

registration symbol with the mark only on or in connection with the goods and/or services listed 

in the federal trademark registration (US Patent and Trademark Office).      
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Doing a Trademark Search 

Getting the trademark process underway is fairly simple, but you’ll want to discuss the 

trademark process when you see an attorney, as well as discussing other protections of your 

“intellectual property”—such as copyrights and patents.  

To get started on your name and trademark search, begin at the website of the U.S. Patent and 

Trademark Office. Find the section for Trademarks and follow the links for “Search.” 

Try different ways to search (“New User Form,” “Structured Form,” etc.) to see the various 

results. Begin by searching as broadly as possible—singular and plural forms of your words, 

similar words, alternate spellings, and so on. Results may show both “live” and “dead” marks. 

Dead marks are those that have lapsed by previous owners.  

Keep in mind that even if a particular name or mark does not show up as being taken, it does not 

necessarily mean you will be able to trademark the name/mark. Some names may already be in 

use in interstate commerce but may not have been officially registered. Other names/marks may 

not be allowed to be registered as trademarks.  

And, remember, you may run into difficulty if you use a name that is similar to a bigger, better-

known company even if you think you can get a trademark, McDonald’s, for instance, has been 

very effective in keeping others from using the “Mc” as a prefix for many different kinds of 

products and companies. A juice bar company was able to keep other juice bars from using 

names starting with the letter “J” just by taking them to court. Often, it’s the company with the 

biggest bank account. 

If you are going to spend a great deal of money investing in a name and trademark, you might 

consider using a professional trademark search firm or hiring a trademark attorney to conduct a 

more complete search.  

Decide on Your Business Name 

A clever business name can be an excellent marketing tool—helping make your company 

memorable—but coming up with a good name can seem frustrating. Big companies spend 

thousands of dollars researching names, and sometime even they fail.  

In small companies, you are the brand, and usually the best name for your company is your own, 

perhaps adding a descriptive phrase to clarify what you do.  

If you plan on growing your business substantially though, you may not want to use your own 

name, or any person’s name. Having a name that is closely associated with the owner may later 

make a company harder to sell. 
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A good company name achieves several goals: 

• Communicates the correct information. You want to avoid anything in your business 

name that could confuse potential customers about what you do. So, even if you think 

your name is crystal clear (e.g. Jim’s Photo Services), ask a few other people if they can 

easily figure out what business you’re in (e.g., do they think you’re a photographer, a 

film processor, provide digital photo touch-ups?) A very clear company name, such as 

“Main Street Volvo Repair,” immediately lets customers know what to expect.  

 

• Conveys the right emotion. You generally want to choose a name with positive 

connotations: a day spa names “Haven” or “Oasis” communicates the sense that 

customers are going to escape the stresses in their lives. Even words such as “Main 

Street,” or another location tells potential customers that the service is local and 

convenient. 

 

• Won’t become dated quickly.  Be careful not to choose names too closely identified 

with recent trends. You are likely to change the scope of your products or services over 

time. Look at all those e-commerce companies that had to drop the words “dot com” from 

their company names. When Twentieth Century Fox Film studios was founded in 1935 

(merging Fox and Twentieth Century studios), the name “Twentieth Century” seemed 

associated with the idea of something young and new. Of course, by the end of the 

century, it no longer seemed fresh, and the company now uses just the name “Fox” for 

some of its entertainment units.  

 

• Is easy to spell. If a name is too hard to spell, it becomes harder for a potential customer 

to remember. Spelling becomes even more important when you use your company’s 

name as part of your website domain name or if you’re in a business where clients have 

to spell your company’s name often.  

 

• Is memorable. Obviously, if clients or customers have an easier time remembering your 

name, they’re more likely to do business with you again. This isn’t absolutely necessary 

or always even possible. In fact, a company with a straight-forward name, such as “Des 

Moines Chiropractic Clinic,” may develop a better business than a company with a cute 

name.  

In the end, however, one of the most important considerations is whether you like the name and 

feel comfortable with it. After all, you’re the one who’s going to be seeing it and saying it the 

most.  

Most importantly, don’t get stuck trying to decide on your name, slowing down the start of your 

business. At some point, you just need to make a choice and get on with it.  

Secure a URL (online domain name) 

An important part of choosing a business name and getting a trademark is researching the 

availability of an appropriate website address.  
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A “domain name” is the name by which an Internet site is identifies and found. It is often 

referred to, somewhat incorrectly, as your company’s “URL” or universal resource locator.  

To find out whether others may be using the name you have selected—or similar names—go to 

the “WHOIS” section of the Network Solutions website (Network Solutions is the official keeper 

of the domain name registry). Type in the name you’d like to use along with the suffix. For 

example, to see if the name of the company publishing this book is being used, you’d type in the 

words: planningshop.com.  

Many of the most obvious and popular domain names are likely to already be taken. Even if you 

are able to get a trademark, someone else may legally have the rights to the domain name, 

especially since many companies can have the same trademark name in different categories.  

Try to find a domain name that is:  

• Identical or similar to your company name 

• Related to the product or service you sell.  

• Easy to spell 

• Easy to remember  

• Not likely to be confused with another domain name.  
 

Remember, a domain name is only as good as the marketing budget—and the business—it’s 

attached to! 

Begin Working on Your Website/Logo/Colors With a Design Artist 

Your company identity consists of more than just your company name. The colors you choose, 

the typeface you use, and what kind of tagline and logo you develop (if any) convey a message 

to potential customers. Right from the beginning of your business, you should consider what 

message you want to send and select a corporate identity appropriate for the type of business 

you’re starting. You should then use those elements of your corporate identity consistently 

throughout all your marketing and communication materials.  

Logos 

All of us are familiar with logos: The Nike “swoosh,” McDonald’s golden arches, Apple 

Computer’s apple-with-a-bite, Target store’s red bullseye. A logo is an image associated with 

your company, giving the public another way to remember you.  

Visual images make your company more memorable. There’s a reason for this: people learn 

things and remember things in many different ways. When prospective customers see your logo 

as well as see or hear your company’s name, it makes more of a mental impact than only seeing a 

company name by itself.  
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A good logo communicates something about your company. The Target logo, for instance, is 

simple and elegant. It tells customers that Target stores are where they’ll find exactly what they 

want at exactly the right price. The bullseye logo also suggests competitiveness, accuracy, and 

efficiency, traits that shoppers (and shareholders) look for in a company.  

Creating a logo doesn’t have to be expensive. There are many graphic designers at 

www.Fiverr.com that can design a great logo for you for just $5! 

A logo doesn’t have to be a drawing or illustration—you can make an “illustration” of just 

words, this is called a “logotype,” and it can be very effective as well. 

Colors 

Many people start their businesses without giving colors much thought, and yet most of us intend 

to use some colors in our business- in our décor, on our business cards, brochures, packaging, 

website, and so on. What often happens is that you end up using on color for one thing (let’s say 

a brochure), another color for something else (for your stationery, perhaps) and yet another color 

elsewhere (maybe your website).  

The result? You’re losing the opportunity to develop a strong brand image for your company and 

perhaps even confusing your customer.  

Instead, coming up with a consistent use of color—your “color palette”—gives you another tool 

to help customers remember who you are.  

Since you’re likely to be using your color palette on your website, keep in mind that some colors 

do not display well on computer monitors. Check you colors on several different monitors before 

finalizing your choice.  

Also, be careful about how many colors you use in your business. Try to stick to 2-3 maximum 

to keep it simple and clean.  

Meet with a Graphic Designer. 

If you can afford it, you may want a graphic designer to help create your corporate identity: 

logos, website, stationery, etc. Obviously, when you hire a graphic designer, you should look at 

their portfolio (samples of previous work for other clients) to see if you like their style. Once 

you’ve committed yourself to working with a designer, the next step is to help them understand 

your vision. 

Give the designer a sense of your goals and values, so they can consider them in the design. 

Show them other visual images you like so they can get a sense of your tastes and preferences.  

Use the following guide as a starting point.  

http://www.fiverr.com/
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Ask about: Their experience.  

  How they handle the design process.  

  Who’s going to do the work? The person you meet, assistants, or others?  

  What fees/costs are involved? What deliverables will you receive? 

 

Ask for: At least three to five design options included in the initial fee. 

  Both black-and-white and color digital versions of your identity system.  

Digital templates for all aspects of your identity system you select: business cards, 

stationery, fax cover sheets, etc. 

Color palette and numbers, both for prints and for the Internet. 

A signed agreement giving you ownership and copyright of all designs (very 

important!) 

 

Tell them: What the company name represents and what your company does.  

  Who your target market is: their ages, industries, and concerns.  

  What you want your customers to feel about you.  

  Whether you want a traditional or more innovative approach.  

  What color palettes you like or dislike. 

  Who your competitors are and how you’re different.  

 

The more information you give your designer to work with, the better they can develop a 

corporate identity that works for you.  

 

Create Your First Vision Statement. 

Before developing a mission statement, it is important to create a vision statement. The vision 

statement serves as the foundation of your business.  As a result of developing one first, you are 

able to successfully create a mission statement that will help you and your team focus on future 

business strategic planning.  

Create Your First Mission Statement. 

Successful companies, organizations, or agencies develop a mission statement to help identify 

and define what products and/or services are provided.  It is important to review your mission 

statement periodically to ensure it is accurate.     

Create Your “Tagline” 

Many companies use a motto or tagline either to better explain the nature of the business or to 

create a feeling about the company or product.  

A tagline helps customers remember what is unique about your business: 
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• “Personalized service at practical prices” 

• “Legal services for the real estate industry” 

Taglines don’t have to be “catchy” to be memorable to your target audience. “Manufacturers of 

packing materials for technology products” may seem boring but be very effective if you make 

and sell boxes for computers. This lets your potential customers know—and reminds current 

customers—you specialize in exactly what you need.  

Taglines can become the basis of your advertising and marketing pieces. Of course, you would 

use your tagline in all your advertising. But even if you don’t have much or a marketing budget, 

you can use your tagline on your business cards, packaging, stationery, even at the end of emails.  

You don’t have to have a tagline, and you certainly don’t have to choose one before you even 

open your doors. But developing a tagline helps you clarify what makes your business special 

and enables you to sum up your competitive position in just a few words.  

Research/Define Your Target Market 

If I asked you to tell me who your customers—or potential customers—are, how would you 

answer?  

Being responsive to the details that are important to distributors, retailers, sales representatives, 

and others helps you plan your marketing materials, operations, packaging, even the nature of the 

product itself. If yours is an industry where sales reps must purchase their samples, for instance, 

you can set yourself apart by supplying free samples. If retailers can fit more square packages on 

a shelf than round packages, you’ll be more competitive by choosing a square package.  

Even if you think you’ll market “directly to consumers” on the internet, you’ll discover there are 

still many entities between you and your “customer” in cyberspace.  

As you begin to define your customers, both the end-users and the intermediaries, describe all of 

their various attributes: age, location, industry, purchasing patterns, buying sensitivities, 

“psychographics” (what motivates them), etc. Be realistic about how people actually behave—

not how they should behave.  

Complete Worksheet #1 to help describe your client/customer profile.  

Determine if There is Enough Demand  

Ever wonder why there seems to be three or four fast-food joints at the same intersection? Or 

why all of a sudden, not one but three big office supply stores open in a community?  

The answer is they all rely on similar statistics to analyze a market. They look for certain factors: 

population density, characteristics of nearby residents (age, gender, income), number and type of 

local businesses, etc.  
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Big corporations hire consulting firms to compline these statistics. You’ve got an even bigger 

consulting group doing it for you—free! The United States government, particularly the Census 

Bureau, compiles all kinds of information useful for businesses, and they’ve put much of it on 

the Internet.  

First, a few key websites to remember: 

• Fedstats (http://fedstats.sites.usa.gov/): The main portal for finding government statistics. 

The government really has tried to make this accessible, but if you don’t know what 

you’re looking for, it may be hard to find at the site.  

• The U.S. Census Bureau (www.census.gov): Bookmark this! This gives you access to 

all Census data, whether about people, businesses, trade, and much more.  

• Country Business Patterns (www.census.gov/epcd/cbp/view/cbpview.html): Eureka! 

This site has the nitty gritty about businesses in your own area, down to zip code level. 

This is an easy to use database with detailed info. Be sure to click the box with the word 

“Detail” to get more information. If you want to know what’s going on in your home 

own, this is the place.  

• Quick Facts (http://quickfacts.census.gov/qfd/index.html): This is an easy way to access 

a wide variety of information about population characteristics at the state or county level. 

• American FactFinder (www.factfinder.census.gov): A gateway site of the Census 

Bureau to specific information on people, housing, and geographic data.  

• The “Economic Census” (http://www.census.gov/econ/census/data/historical_data.html)  

and (http://www.census.gov/econ/census/data/historical_data.html) : Compiled every five 

years, the Economic Census gathers very detailed information on business activity, by 

industry and subsectors of industries, down to the zip code level. These can provide you 

with very specific information for your target area.  

• The Census Bureau’s State Data Centers (www.census.gov/sdc/www/): The US 

Census bureau maintains this site, linking to each state’s main statistic sites.  

 

For instance, if I was thinking about opening a dry cleaning business in a particular 

neighborhood in Phoenix, I might want to find out how many dry cleaners already existed there 

and how well they were doing. Here’s what I’d do:  

1. I’d  start from the County Business Patterns page: http://www.census.gov/econ/cbp/  

 

2. Then, I’d click on the link that allowed me to “View County, State, ZIP or MSA database 

on a NAICS basis.” (NAICS is North America Industry Classification System—it’s a way 

of numbering and keeping track of different industries.)  

 

3. Next, I’d put in the Zip code of the area of Phoenix I was interested in—let’s say 85013. 

 

4. Then I’d look for the industry classification that includes dry cleaning. In this case, it 

would be “Other Services,” and I’d be sure to click “Details.” 

 

http://fedstats.sites.usa.gov/
http://www.census.gov/
http://www.census.gov/epcd/cbp/view/cbpview.html
http://quickfacts.census.gov/qfd/index.html
http://www.factfinder.census.gov/
http://www.census.gov/econ/census/data/historical_data.html
http://www.census.gov/econ/census/data/historical_data.html
http://www.census.gov/sdc/www/
http://www.census.gov/econ/cbp/
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5. I’d scroll down to “Dry cleaning & Laundry” to see how many dry cleaners or 

Laundromats are in that zip code and how many employees they had.  

 

6. Finally, I’d click “Compare” to see how that zip code stacks up to other zip codes in 

Phoenix in terms of dry cleaners. 

Of course, all this is just a starting point. You’ve got to drive or walk around the neighborhood, 

look at the competition, talk to other merchants. You still have to use your own good judgment. 

But if you’re looking for hard numbers, the government has them.  

And don’t forget to use the same Internet sources you used to gather industry data to gather more 

data about your target market. Go to the websites of industry associations, market research firms, 

media outlets, and so forth.  

Complete Worksheet #2 to help you figure out the size of your market. 

Analyze Your Competitors/Products/Services/Pricing; Make Decisions 

Identify Your Competitors  

From time-to-time, you should check out who’s out there, what they’re offering, and what 

they’re charging.  

If you approach this competitive analysis exercise as an opportunity to learn, you may find ways 

to enhance your products or services, or at least improve your marketing.  

In most situations, you’re going to concentrate your energy on looking at what your direct 

competitors are doing—who they are, what their competitive strengths and weaknesses are, and 

how much they charge. 

You can identify these direct competitors by looking at directories (Yellow Pages, online 

directories, trade association directories, etc.) and advertisements. You can also ask suppliers and 

distributors to name the major competition in your area. Look to see if your competitors are 

exhibiting at trade shows. Additionally, you can do a survey of potential customers, asking them 

to name your competition. 

Analyze Your Competition  

The easiest way to begin your competitive analysis is from the comfort of your computer. Just 

jump online. 

1. Direct Competitors’ Websites: Drill down way beyond the home page. Be sure to read 

the “About Us” section and any press information, as well as descriptions of their products 

or services.  

 

Here are some of the things to look for on your competitors’ sites:  
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• Descriptions of products/services  

• Prices 

• Client/customer lists—testimonials  

• Staff—to see what size company they have and their qualifications  

• Their strengths 

• How they position themselves—self-descriptions  

• Which segment of the market they appear to be targeting 

 

2. Next, try this trick to find which websites link to your competitors’ websites: Go to 

Google, www.google.com, and in their search box, type in the word “link,” followed by a 

colon, then the full URL of the website. In other words, if I wanted to see who was linking 

to a website, I’d type “link:www.thisistheurl.com” to see who sends web traffic to that 

website. You might then want to contact some of the websites that link to your 

competitors and ask them to link to you as well. 

 

3. You can also see if any of your competitors have been written about in the press 

recently by checking their names at the Google News directory. Go to 

http://news.google.com. 

 

4. Going back to the Google home page, do searches on the names of your competitors and 

the generic description of your product/service category and location (if appropriate). Use 

alternative phrases as well. In other words, if you want to find out who’s competing with 

you in the landscape business in Phoenix, also try phrases like “lawn care” and Arizona. 

Go also to the Yahoo directory, www.yahoo.com.  

 

5. If you target specific industries as customers, check out the websites of those industry 

associations. Search for listings of exhibitors at past trade shows (you might need to 

check under “events” or “conventions”). That will give you an idea of whether your 

competitors are actively marketing to the same industry.  

 

6. If you’re willing to spend a bit of money, and your competitors are pretty well 

established, you can get a Dun & Bradstreet report on them. Go to www.dnb.com. 

This highly regarded agency was designed to help businesses check on the credit-

worthiness of potential business customers. But it also gives you the opportunity to 

purchase a report containing financial and credit information about your competitors.  

 

You might phone or visit a competitor to see what they offer and how much they charge. Don’t 

request proposals or bids—just ask for a simple brochure or have a quick discussion on the 

phone. Better yet, join a local chapter of your trade association and get to know your competitors 

personal. Then, you can sit down and discuss what they’re doing face-to-face. You may be 

surprised to find that some are actually helpful—and even a source of potential referrals! 

http://www.google.com/
http://news.google.com/
http://www.yahoo.com/
http://www.dnb.com/
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Complete Worksheet #3 to compare and analyze your competition. 

Compare Competitors’ Pricing  

One of the most important things you’ll want to know when gathering data on your competition 

is to find out what they charge. After all, setting prices is one of the most difficult aspects of 

starting a new business. This is especially true in service industries, where prices can vary 

greatly from one provider to another.  

Find Suppliers  

In the business world, whether you’re buying or selling, you’re likely to need a “middle man”—a 

person or company that can put buyers and sellers together. While “middle men” may be much 

maligned, in reality they serve very valuable functions.  

With the advent of the internet, the business world was supposed to become “dis-intermediated;” 

in other words, we were supposed to be able to get rid of the middle man. Now, after all, 

manufacturers are able to sell directly to end users, without the need for all those people in the 

middle—wholesalers, distributors, retailers, and others. Theoretically, this should make 

everything less expensive because there would be fewer hands taking a cut at each step of the 

way.  

But while this dis-intermediation has occurred in a few instances (buying a Dell computer 

directly from Dell), for the most part, manufacturers don’t want to be bothered with selling gods 

on a “one-off” basis, then having to deal with fulfilling small orders and all those pesky 

customers. And buyers don’t want to wade through dozens—even hundreds or thousands—of 

choices.  

No, we need middle men: wholesalers, distributors, and independent sales representatives. They 

serve manufacturers by being the marketing, sales, and service arm for their businesses.  

In turn, middle men also serve buyers by being “editors” (selecting the best choices from the 

myriad of options), and providing individualized service and order fulfillment, especially for 

smaller customers.  

But if you’re new to business, where do you find these valuable intermediaries and vendors? 

• Word-of-mouth: The best way to find a supplier or distributor is the old-fashioned 

way—asking someone who’s knowledgeable for a recommendation.  

 

• Trade associations: Trade associations are an excellent source for locating supplies. 

Besides holding annual or regional conventions and trade shows where suppliers exhibit 

their products and services, many associations publish supplier directories, both in print 

and online. Use the methods listed in the section “Learn more about your industry” to 

find an association serving your industry.  
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• Thomas Register/Thomas Regional/ThomasNet: The Thomas Register is like a giant 

business Yellow Pages of manufacturers. When I first started my business, I remember 

having to go to the library to search page after page in The Thomas Register for 

suppliers. Now, it’s much easier because the folks at Thomas have made their resources 

available on the Internet—free.  

 

o ThomasNet is a service that combines the resources of The Thomas Register’s 

national and regional listings. Just go to the websites, www.thomasnet.com (or 

www.thomasregister.com or thomasregional.com) for their free, searchable 

database of products manufactured in America. You’ll find these sites particularly 

useful for hard-to-find industrial products.  

 

• eBay Business and Industrial: Most people think eBay for consumers, but eBay also 

has a section for industrial supplies and products sold in large lots. Go to 

http://business.ebay.com. 

 

• Yahoo! business-to-business (B2B) directory: Most online directories maintain 

separate categories for business-related topics. Yahoo, as one of the oldest directories, 

has an extensive list. You can find it at 

http://dir.yahoo.com/Business_and_Economy/Business_to_Business/.  

 

Learn about how to create a Business Plan and begin writing yours (See Sample Business 

Plan in Module 2 Sample Documents) 

See Sample Business Plan (Click to see Business Plan) 

 

 

 

 

  

http://www.thomasnet.com/
http://www.thomasregister.com/
http://business.ebay.com/
http://dir.yahoo.com/Business_and_Economy/Business_to_Business/
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Worksheet #1 

My Client/Customer Profile  

Rank the importance of the following characteristics in relation to your product or service.  

_____ Race or Ethnicity     _____ Gender  

_____ Age      _____ Occupation  

_____ Income level      _____ Education level  

_____ Marital Status  

What characteristics of your product or service are most important to your clients/customers? 

_____ Price       _____ Functionality  

_____ Convenience      _____ Design  

_____ Reliability      _____ Other  

_____ Features  

Describe your clients/customers characteristics.  

Characteristic #1 

 

______________________________________________________________________________ 

 

Characteristic #2 

 

______________________________________________________________________________ 

 

Characteristic #3 

 

______________________________________________________________________________ 
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Worksheet #2 

 

Size of Market  

What is the size of your market: 

______________________________________________________________________________ 

 

Is your market size increasing or decreasing? 

_____________________________________________________________________________ 

 

By how much each year?  

______________________________________________________________________________ 

 

How many competitors are in your product/service market:  

_________________________________________________________________________ 

 

Are competitors increasing or decreasing? 

______________________________________________________________________________ 

 

By how much each year? 

______________________________________________________________________________ 

 

Accurate assessment of how well you will do with the competitors in your market:  

 Excellent 

 Good  

 Moderate  

 Poor  
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Worksheet #3 

 

Competitors  

 

Direct Competitor 1  

__________________________________________________________________________ 

Their Advantages/Strengths:  

 

______________________________________________________________________________ 

My Advantages/Strengths:  

 

______________________________________________________________________________ 

 

Direct Competitor 2 

______________________________________________________________________________

_ 

Their Advantages/Strengths:  

 

______________________________________________________________________________ 

My Advantages/Strengths:  

 

______________________________________________________________________________ 

 

Internet Based Competitors 1  

 

______________________________________________________________________________ 

 

Their Advantages/Strengths:  

 

______________________________________________________________________________ 
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My Advantages/Strengths: 

 

______________________________________________________________________________ 

Internet Based Competitors 2  

 

______________________________________________________________________________ 

Their Advantages/Strengths:  

 

______________________________________________________________________________ 

My Advantages/Strengths:  

 

______________________________________________________________________________ 

Future Competitor 1 

_________________________________________________________________________ 

Their Advantages/Strengths:  

 

______________________________________________________________________________ 

My Advantages/Strengths:  

 

______________________________________________________________________________ 

Future Competitor 2 

______________________________________________________________________________ 

Their Advantages/Strengths:  

 

______________________________________________________________________________ 

My Advantages/Strengths:  

 

______________________________________________________________________________ 
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Now it's time to take the short Module 2 Assessment. A 100% on this assessment allows you 

to move on to Module 3. You may take it as many times as you like. 

 


