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Foundations

What is Market Analysis?

Market analysis systematically evaluates market conditions to identify opportunities and risks. It provides data-driven insights for strategic decision-making, crucial for addressing real-

world challenges in international projects aligned with SDGs.

Definition and Purpose

Key Components

Relevance to International SDG Projects

Systematic process to assess market dynamics
and environment

Identifies customer needs, market size, growth
trends, and competition

Supports informed decisions on product
development, marketing, and resource allocation

Essential for validating project feasibility and
sustainability

Market size estimation: quantifying potential
demand

Segmentation: dividing market into distinct
groups based on characteristics

Competitive analysis: understanding competitors’
strengths and weaknesses

Customer insights: preferences, behaviors, and
pain points

Aligns business objectives with sustainable
development goals

Supports tailored solutions for local contexts
(e.g., Kenyan avocado farmers, waste
management)

Enables measurement of social and economic
impact

Facilitates stakeholder engagement and funding
justification
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Market Concepts

TAM, SAM, SOM: Overview

Total Addressable Market (TAM)

Represents the overall revenue opportunity for a
product or service if 100% market share achieved

Includes all potential customers globally or within
a defined geographic scope

Defines the broadest market boundary for
strategic planning

Helps identify the maximum possible scale and
impact

Example: all avocado farmers in Kenya interested
in smart irrigation solutions

Serviceable Available Market (SAM)

Portion of TAM targeted by your products or
services based on capabilities and reach

Reflects realistic market segments accessible
considering current business model and
resources

Considers factors like geographic limits,
regulatory environment, and customer segments

Allows prioritization of efforts on reachable
customers

Example: avocado farmers in regions with
adequate infrastructure for smart irrigation

Serviceable Obtainable Market (SOM)

Share of SAM that can be captured in the short to
medium term with existing resources and
competitive positioning

Represents achievable market penetration and
sales volume

Critical for setting realistic sales targets and
operational planning

Depends on factors like market competition,
adoption rates, and marketing effectiveness

Example: subset of avocado farmers willing and
able to adopt smart irrigation within the next 1-2
years

Understanding TAM, SAM, and SOM is essential for precise market sizing and strategic decision-making in international projects. These concepts enable targeted resource
allocation and realistic goal setting in complex environments like sustainable development initiatives involving diverse stakeholders.

Prof. Dr. Gabriele Schafer — International Project




Market Analysis

Why Quantify Markets?

Quantifying markets provides a foundation for strategic decision-making, resource allocation, and risk management. It enables clear identification of opportunities and

realistic assessment of business potential within complex international and sustainable development contexts.

Strategic » Quantitative data offers objective insights for informed business strategies
Decision-Making + Facilitates prioritization of market segments based on size and growth potential
» Supports alignment of project goals with market realities
« Enables scenario planning and forecasting for future developments

Resource » Helps optimize allocation of limited resources to highest potential markets
Allocation & » Supports cost-benefit analysis for project investments
Investment » Reduces uncertainty by providing measurable market parameters

» Improves stakeholder confidence through data-driven justification

Benefits + Identifies market risks by revealing competitive landscapes and barriers to entry
+ Highlights underserved or emerging market segments for innovation
+ Enables realistic revenue projections and financial planning
» Supports sustainable development by aligning market opportunities with SDGs
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Context

Global Context: SDGs and Market Analysis

SDGs and Market Analysis Intersection

« Market analysis identifies economic opportunities that contribute to SDGs like No Poverty
(SDG 1) and Decent Work and Economic Growth (SDG 8). Prioritizes investments where
social impact is maximized.

+ TAM, SAM, SOM frameworks clarify market potential in sectors key to SDGs, such as
sustainable agriculture, water management, and waste reduction.

+ Data-driven market sizing supports efficient allocation of resources for projects addressing
Clean Water and Sanitation (SDG 6) and Responsible Consumption and Production (SDG
12).

* Inclusive market analysis ensures marginalized groups, including women and smallholder
farmers, are considered, promoting Gender Equality (SDG 5) and Reduced Inequalities
(SDG 10).

+ Integrating SDGs into market analysis enhances strategic planning for international
projects, fostering sustainable innovation and long-term impact.

Market analysis using TAM, SAM, and SOM frameworks directly supports the achievement of
multiple Sustainable Development Goals (SDGs) by enabling targeted, efficient resource
allocation and inclusive market participation. Understanding global market dynamics helps
align project objectives with SDGs such as poverty reduction, sustainable agriculture, clean
water, and responsible consumption.
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Market Analysis

TAM: Total Addressable Market

TAM represents the entire revenue opportunity for a product or service, assuming 100% market penetration. Understanding TAM is fundamental for strategic decision-

making and prioritizing market entry efforts, especially in international projects addressing the SDGs.

Definition and * TAM is the total market demand for a product or service if there were no competitors.
Importance » Represents maximum revenue potential globally or within a defined region.

« Critical for assessing business viability and strategic planning.

» Helps identify market size to attract investors and stakeholders.

» Foundation for further segmentation into SAM and SOM.

Calculation » Top-down: Using industry reports, market research, and macroeconomic data.
Approaches » Bottom-up: Aggregating potential sales from individual customers or segments.
» Value-theory: Estimating based on customer willingness to pay and usage rates.
» Combination of quantitative data and qualitative insights.
 Careful validation needed to avoid overestimation.

Examples » Smart Irrigation: TAM includes all avocado farmers in Kenya who could adopt irrigation tech.
» Waste Management: TAM covers all households or businesses generating waste relevant to sorting solutions.
+ Value-Added Services: TAM counts all avocado producers interested in processing and selling avocado oil.
» TAM guides resource allocation and prioritization for impactful solutions.
+ Supports alignment with global goals by quantifying potential reach and impact.

Prof. Dr. Gabriele Schafer — International Project




Market Analysis

SAM: Serviceable Available Market

The Serviceable Available Market (SAM) defines the portion of the Total Addressable Market (TAM) that aligns with a company's products or services and can be realistically targeted.
Understanding SAM allows project teams to focus efforts on reachable customers and tailor strategies effectively within the constraints of resources and market conditions.

Definition and » SAM represents the segment of TAM that is targeted by your products or services.
Scope » Considers geographic, demographic, and product-specific constraints.

» Reflects realistic market reach given current capabilities and resources.

» Focuses on customers who can be served through existing distribution channels.

» Helps prioritize marketing and operational efforts within feasible market boundaries.

Importance in » Provides clarity on market segments where business can compete effectively.

Market Strategy * Enables resource allocation by identifying reachable and serviceable customer groups.
» Supports risk management by focusing on achievable market opportunities.

» Facilitates strategic decisions for tailoring offerings to meet specific customer needs.

» Guides project planning by setting realistic sales and growth targets.

Application in » For Smart Irrigation: SAM includes avocado farmers reachable through existing Kenyan agricultural networks.
Project Context * In Waste Separation: SAM focuses on urban households with access to smart waste infrastructure.

» Avocado Services: SAM targets farmers with access to processing facilities for avocado oil production.

» Waste Education: SAM covers communities with established educational outreach programs.

» Aligns project goals with actionable market segments to maximize impact on SDGs.

Prof. Dr. Gabriele Schafer — International Project




Market Analysis

SOM: Serviceable Obtainable Market

SOM defines the realistic market share a company can capture within the Serviceable Available Market, considering operational constraints and competitive dynamics.

Accurate SOM estimation is crucial for strategic planning, investment decisions, and aligning project goals with achievable market penetration.

Definition and * SOM represents the portion of SAM that is realistically reachable in the short to medium term
Scope » Captures market share considering competition, distribution channels, and company resources
» Focuses on achievable sales volume, not just theoretical demand
» Dynamic and influenced by marketing, sales capacity, and operational efficiency

Key Factors » Competitive landscape and market entry barriers
Influencing SOM » Company’s operational capabilities and resource allocation

» Customer accessibility and distribution network strength

» Regulatory environment and local market conditions

» Marketing and sales effectiveness tailored to target segments

Examples » For Kenyan avocado farmers: SOM includes farmers accessible through existing networks and service delivery capacity
+ Smart irrigation projects target reachable farms where technology adoption is feasible
» Waste separation initiatives focus on communities with infrastructure and engagement programs in place
+ Service-based avocado oil production considers local processing capacity and market demand in reachable regions

Prof. Dr. Gabriele Schafer — International Project




Market Analysis

Visualizing TAM, SAM, SOM

Visualizing TAM, SAM, and SOM clarifies market potential at different stages. TAM shows the broadest market scope, SAM narrows focus to accessible segments, and SOM pinpoints
realistic market share, crucial for strategic planning and resource allocation.

Analysis and Visualization Market Size Hierarchy: TAM, SAM, SOM

* TAM (Total Addressable Market): Entire market demand

without constraints, max revenue opportunity. ® TAM
+ SAM (Serviceable Available Market): Subset of TAM ® SAM
reachable with current business model, considering limits. ® SOM

+ SOM (Serviceable Obtainable Market): Portion of SAM
realistically captured soon; reflects competition & capacity.

« Concentric circles aid grasping size relations and TAM is largest; SOM is the realistic
prioritizing market entry strategies. obtainable segment.

+ Clear visualization improves stakeholder communication
and aligns goals with market realities.
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Data Collection

Data Collection for Market Analysis

Effective market analysis depends on robust data collection strategies combining qualitative and quantitative approaches. Understanding sources,

methods, and challenges ensures reliable insights for TAM, SAM, and SOM estimations.

Sources of Market -+ Primary data: direct collection via surveys, interviews, focus groups—essential for specific project contexts like Kenyan avocado farmers
Data » Secondary data: existing reports, government statistics, market research databases—valuable for benchmarking and trend analysis

« Digital data: social media analytics, 0T sensors (e.g., smart irrigation systems), mobile app usage patterns

» Importance of data relevance and timeliness to reflect current market conditions

Methods and » Quantitative methods: structured surveys with statistically significant sample sizes to estimate market size accurately
Tools » Qualitative methods: in-depth interviews, ethnographic observation to capture user needs, behaviors, barriers

» Technological tools: mobile data collection apps, remote sensing, GIS mapping for precision and scalability

» Mixed-methods approach to validate data and enrich insights for TAM, SAM, SOM

Issues + Access issues: geographic, socio-economic barriers in rural Kenya and informal markets
» Data quality concerns: bias, incomplete responses, inaccurate recall
+ Ethical considerations: informed consent, data privacy, cultural sensitivity
* Regular data validation and triangulation to enhance reliability
* Engagement with local stakeholders to improve data accuracy and acceptance
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Research Methods

Qualitative vs. Quantitative Methods

Research Approach Data Characteristics Application in Market Analysis
® + Exploratory, in-depth understanding of behaviors » Non-numerical, descriptive data + Understanding farmer perceptions and cultural
o ivati . )
] and motivations « Themes and patterns emerge through analysis ~ 2¢tors in Kenya
= + Uses interviews, focus groups, observations . » Exploring attitudes towards smart irrigation and
) ) T » Data often unstructured and flexible ;
s » Rich, contextual data; subjective insights waste separation
0 + Identifying barriers to adoption and behavioral
=] drivers
i
S
3
(¢}
%  Structured data collection and analysis » Numerical data with statistical validity + Estimating market size (TAM, SAM, SOM) with
e « Uses surveys, experiments, statistical tools « Data organized for hypothesis testing numerical data
o « Objective, numerical data; measurable outcomes « Allows for generalization across populations * Measuring adoption rates and service usage
= quantitatively
g » Supporting strategic decisions with statistically
= sound data
£
<
3
(¢}

Understanding the strengths and limitations of qualitative and quantitative research methods is essential for effective market analysis. Both approaches provide

complementary insights that enhance decision-making in complex projects related to SDGs.
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Application

Applying TAM, SAM, SOM: Smart Irrigation

Stepwise application of TAM, SAM, SOM in the smart irrigation project for Kenyan avocado farmers reveals targeted market opportunities. Detailed market segmentation and realistic
capture strategies optimize resource allocation and project impact aligned with SDGs.

Step 1: Define TAM (Total Addressa@% Step 2: Determine SAM (Serviceable<} Step 3: Estimate SOM (Serviceable % Step 4: Align Market Analysis with &
Market) Available Market) Obtainable Market) SDGs

Activities

* Identify all avocado farmers in Kenya as
potential users of smart irrigation
technology

» Estimate total hectares under avocado
cultivation nationally

 Include all irrigation technologies that
could be replaced or supplemented by
smart solutions

» Consider market size in terms of
technology adoption potential and
economic value

Deliverables

» Comprehensive TAM report detailing total

avocado farming area and irrigation
needs in Kenya

Activities

» Segment farmers who have access to
necessary infrastructure (electricity,
internet)

+ Assess willingness and capability to
invest in smart irrigation solutions

* Focus on regions with favorable climate
and water scarcity issues where smart
irrigation adds value

* Refine TAM by excluding farms currently
using incompatible irrigation methods

Deliverables

* SAM analysis report identifying
accessible and service-ready market
segments
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Activities

» Analyze competition and alternative

irrigation products in targeted regions
Conduct pilot studies or surveys to gauge
farmer interest and adoption barriers
Project market penetration rates
realistically over a 3-5 year horizon

Set achievable sales and deployment
targets based on resource and
partnership capacity

Deliverables

» SOM projection including market share

estimates and adoption timelines

Activities
Link improved irrigation efficiency to SDG
2 (Zero Hunger) by enhancing crop yields
Support SDG 6 (Clean Water and
Sanitation) through optimized water use
Promote SDG 8 (Decent Work and
Economic Growth) by empowering
farmers with technology
Incorporate gender-sensitive approaches
to ensure equitable access for women
farmers

Deliverables

* Report connecting market sizing

outcomes with specific Sustainable
Development Goals



Market Application

Applying TAM, SAM, SOM: Avocado Services

Breaking down the market sizing for avocado-based service innovations in Kenya clarifies opportunity scale, target reach, and realistic market capture. This structured approach guides
strategic decision-making for value-added services like avocado oil production for farmers.

Step 2: Identify Serviceable Availabl% Step 3: Determine Serviceable % Step 4: Integrate SDG Goals and &
Market (SAM) Obtainable Market (SOM) Impact Metrics

Activities Activities Activities
» Narrow focus to regions with » Estimate realistic market share based on < Align service benefits with SDG 2 (Zero
infrastructure supporting avocado oil marketing, partnerships, and capacity Hunger) by increasing farmer income

Step 1: Define Total Addressable
Market (TAM)

Activities
* Identify all Kenyan avocado farmers as
potential customers for value-added

services processing » Consider barriers like cost, knowledge » Support SDG 8 (Decent Work and

» Estimate total avocado production » Analyze farmers’ current access to gaps, and logistic challenges Economic Growth) via job creation in
volumes relevant to oil extraction technology and willingness to pay + Plan phased roll-out targeting early processing and services

« Consider national demand for avocado oil + Evaluate local market conditions and adopters and high-potential farmers * Incorporate environmental sustainability
and related products competition « Use pilot project data to refine SOM by using avocado waste for oil production

 Include potential export markets for + Adjust TAM by excluding unreachable or assumptions * Measure social impact including gender
avocado oil uninterested segments + Quantify achievable revenue and inclusion among farmers and workers

» Assess total revenue opportunity if every ~ + Segment by farm size, production customer numbers in short to mid-term » Use impact data to attract funding and

farmer uses the service capacity, and readiness for service

adoption

partnerships

Deliverables Deliverables Deliverables Deliverables

* Comprehensive TAM report
» Avocado production and farmer census
» Market demand forecast for avocado oil

* Regional market segmentation
» Customer readiness assessment
« Competitive landscape analysis
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» Detailed SOM estimation
« Pilot project results and feedback
* Market entry and growth strategy

SDG impact alignment report
Sustainability metrics dashboard
Social inclusion and gender equity
analysis



Market Application

Applying TAM, SAM, SOM: Waste Sorting

Applying TAM, SAM, and SOM to waste sorting projects enables precise market targeting and resource allocation, increasing impact on sustainable waste management. This approach
helps identify realistic market opportunities and guides effective stakeholder engagement in international contexts.

Step 1: Define Total Addressable Q Step 2: Determine Serviceable <} Step 3: Estimate Serviceable % Step 4: Implement and Monitor Mark
Market (TAM) 9 Available Market (SAM) Obtainable Market (SOM) Strategy

Activities Activities Activities Activities

* Identify all households and businesses » Narrow down to regions with » Analyze competition and market » Launch targeted awareness campaigns
producing waste in the target region. infrastructure for waste sorting. penetration of existing waste sorting tailored to identified SOM.

» Estimate total volume and types of waste < Assess accessibility of waste sorting programs. » Engage local leaders and stakeholders to
generated annually. services to specific communities. * I|dentify early adopters and pilot boost community buy-in.

+ Include all potential users of waste sorting + Evaluate regulatory environment and communities for initial rollout. + Track adoption rates and adjust
and recycling solutions. support for recycling initiatives. « Estimate realistic market share marketing tactics dynamically.

« Use national and local waste + Consider socioeconomic factors affecting achievable within project timeframe. + Use impact metrics linked to SDGs to
management statistics for data accuracy. service adoption.  Incorporate feedback loops from pilot evaluate effectiveness.

data to refine estimates.

Deliverables Deliverables Deliverables Deliverables

» Comprehensive market size report * Regional market segmentation » Market entry strategy » Marketing and engagement plan

» Waste generation data + Infrastructure and regulatory assessment + Pilot project scope and targets » Monitoring and evaluation reports

« Potential customer database « Target community profiles » Realistic market share projections * Impact assessment aligned to SDGs
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Market Application

Applying TAM, SAM, SOM: Waste Education

Waste education market sizing requires clear definition of educational scope, identification of reachable populations, and realistic estimation of engagement levels. This structured
approach ensures targeted interventions that maximize educational impact and resource allocation.

Define Total Addressable Market Q Determine Serviceable Available <} Estimate Serviceable Obtainable % Develop Engagement & Impact &
(TAM) 9 Market (SAM) Market (SOM) Strategies

Activities Activities Activities Activities
* Identify all individuals and communities » Narrow down to communities and » Estimate the realistic number of » Tailor content to different audience
potentially interested in waste education institutions with access to program participants who can engage given segments identified in SOM
programs delivery channels resources and timelines « Use culturally appropriate materials and
* Include schools, local communities, public < Assess infrastructure availability: schools + Consider budget limitations, staffing, and participatory methods
institutions, and informal settlements with facilities, community centers, media partnership capacities + Plan for continuous monitoring and
» Consider geographic reach within the access  Incorporate pilot program results or past feedback loops
project’s operational area « Evaluate language, cultural relevance, engagement data + Integrate SDG alignment, especially SDG
 Account for demographic diversity and and interest levels  Account for dropout rates and 11 (Sustainable Cities) and SDG 12
population size * Exclude unreachable or non-relevant engagement challenges (Responsible Consumption)
segments
Deliverables Deliverables Deliverables Deliverables
» Comprehensive list of all potential » Detailed map of reachable educational » Projected participant numbers » Customized education materials
learners and institutions segments » Resource allocation plan » Engagement strategy document
» Geographic and demographic market * Infrastructure and access assessment + Pilot program feedback summary + Monitoring & evaluation framework
boundaries report
« Baseline population data + Cultural and language adaptation plan

Prof. Dr. Gabriele Schafer — International Project 15



Challenges

Common Pitfalls in Market Sizing

Understanding frequent errors in market sizing helps avoid overestimation, misallocation of resources, and strategic missteps in international projects addressing SDGs. Accurate market
sizing ensures actionable insights and realistic goals for projects like smart irrigation and waste management.

Overestimating Market Size

 Ignoring market saturation and existing competitors
* Assuming 100% market adoption without barriers
» Overlooking regional or economic constraints affecting demand

Inadequate Data Sources

» Relying on outdated or non-representative data
« Ignoring local context and cultural differences
» Using secondary data without validation from primary research

Misdefining Market Boundaries

» Confusing TAM, SAM, and SOM definitions leading to overlap
* Including irrelevant customer segments or geographies
+ Failing to consider service or product applicability limits

Ignoring Assumptions and Biases

» Not testing assumptions underlying market size estimates
« Confirmation bias leading to selective data use
» Underestimating risks and external factors impacting market demand
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Assumptions

Critical Assumptions in Market Analysis

Key Assumptions in Market Sizing

» Market definition: Clear boundaries of product/service market and geographic scope
» Customer segments: Identification and size assumptions of target user groups

» Adoption rates: Estimations of how quickly customers will adopt the innovation

» Pricing assumptions: Expected price points and willingness to pay

» Competitive landscape: Presence and influence of competitors impacting market
share

» Data reliability: Trustworthiness of secondary data and primary research accuracy

Impact and Mitigation Strategies

* Assumptions shape TAM, SAM, SOM calculations and influence investment decisions
» Overestimating market size risks resource misallocation and project failure

» Underestimating market potential may lead to missed opportunities

» Regular validation through stakeholder feedback and updated data critical

» Scenario analysis helps test robustness of assumptions under different conditions

» Transparency in assumptions promotes stakeholder trust and informed decision-
making

Identifying and critically evaluating key assumptions is essential for credible market analysis. Assumptions affect market size estimates, segmentation,
and strategic decisions, especially in international projects linked to the SDGs.
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Stakeholders

Stakeholder Perspectives

Understanding diverse stakeholder perspectives is crucial for accurate market analysis. It ensures inclusive strategies that reflect needs of all parties involved, especially in international
projects related to SDGs. Engaging stakeholders enhances data reliability and fosters collaborative solutions.

Key Stakeholder » Farmers: primary beneficiaries and data sources, insights on challenges and opportunities
Groups * Local Communities: impact on livelihoods, cultural and social acceptance

+ Service Providers: role in value chain, e.g., smart irrigation tech, avocado oil production

» Government & NGOs: policy, support programs, alignment with SDGs

» End Consumers: demand drivers, preferences influencing market size and product design

Importance of » Captures diverse needs and constraints across gender, ethnicity, and socio-economic status
Inclusive * Improves accuracy of TAM, SAM, SOM by reflecting real-world conditions

Engagement * Builds trust and cooperation enhancing project sustainability

» Mitigates risks of exclusion, bias, or misinterpretation in market assumptions

« Empowers marginalized groups, aligning with SDG goals on equality and inclusiveness

Methods to Gather BN Focus groups and interviews with representatives from key stakeholder categories
Perspectives « Participatory workshops to co-create market assumptions and validate findings

» Surveys tailored to local contexts, languages, and literacy levels

+ Collaboration with local leaders and organizations for deeper community insight

» Use of mixed qualitative and quantitative data to balance depth and breadth
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Inclusion

Market Analysis and Gender Equality

Integrating gender equality into market analysis uncovers overlooked market segments and promotes inclusive growth. This approach enhances business sustainability and supports
SDG 5 by ensuring women’s economic participation is recognized and valued.

Gender Lens in « Identify gender-specific needs and preferences within target markets to tailor products and services effectively.
Market » Women often represent underserved consumer groups, especially in emerging markets.

Segmentation « Consider gender roles impacting purchasing decisions and product accessibility.

» Gender-disaggregated data reveals distinct market behaviors and opportunities.

* Incorporate insights on women'’s financial inclusion and empowerment.

Impact on » Promoting gender equality aligns with SDG 5: Gender Equality.

Business and * Inclusive market strategies drive innovation by addressing diverse customer needs.

SDGs + Greater female participation in value chains improves productivity and market reach.

» Gender-aware market analysis can uncover new revenue streams and reduce market risks.
» Contributes to social equity and sustainable economic development.

Challenges and » Limited availability of reliable gender-disaggregated market data in some regions.
Best Practices » Risk of reinforcing stereotypes if gender analysis is superficial or biased.

» Engage women stakeholders early in research and decision-making processes.

» Use mixed methods combining quantitative and qualitative gender insights.

» Continuously update market assumptions to reflect evolving gender dynamics.
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Inclusion

Market Analysis: Inclusion & Representation

Effective market analysis must integrate inclusion and representation to ensure accurate, equitable insights that reflect diverse consumer needs and promote social sustainability. This
approach enhances market relevance, drives innovation, and supports SDG goals of equality and reduced inequalities.

Importance of » Ensures diverse consumer voices and needs are recognized in market sizing and segmentation.

Inclusion in * Reduces bias by considering underrepresented groups often excluded in traditional analyses.

Market Analysis » Aligns market strategies with social justice principles and SDG targets, especially SDG 10 (Reduced Inequalities).

» Facilitates development of products and services that serve a wider demographic spectrum, enhancing market reach.
» Increases credibility and acceptance of market findings among stakeholders, including marginalized communities.

Strategies for » Collect demographic data on gender, ethnicity, age, and socioeconomic status during research.

Representation « Engage community leaders and local stakeholders in data gathering for authentic insights.

» Use mixed-method approaches combining quantitative surveys with qualitative interviews to capture nuanced perspectives.
» Apply intersectional analysis to understand overlapping identities and their impact on market behavior.

* Regularly review and update market segments to reflect changing demographics and social dynamics.

Challenges and » Risk of tokenism or superficial inclusion without meaningful engagement.

Solutions » Data gaps due to lack of accessible or reliable demographic information in certain regions.

 Cultural sensitivities requiring tailored communication and trust-building measures.

« Solution: Build partnerships with local organizations to improve data quality and foster trust.

» Solution: Train analysts on cultural competence and ethical considerations to enhance analysis quality.
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Visualization

Visualizing Market Data - Examples

Effective visualization of TAM, SAM, and SOM data enhances understanding of market potential and strategic focus. Clear charts support better decisions in SDG-
aligned projects.

TAM, SAM, and SOM Market Size Comparison Market Penetration Rates and Growth Potential
M SOM (USD, millions) M SAM (USD, millions) B TAM (USD, millions) = Waste Separation Penetration (%) == Waste Education Penetration (%)
80
30

TAM is the largest market; SAM 60
and SOM show realistic
serviceable and obtainable
segments.
40
20
0

Smart Irrigation Avocado Farmer Services 2020 2021 2022 2023 2024 2025 2026
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Implementation

From Analysis to Action

Translating market analysis into actionable strategies is critical for project success. Clear steps from insights to implementation enable targeted interventions,
resource optimization, and measurable impact aligned with SDGs.

Insight Translation Strategic Planning m Impact Measurement & Feedback

Identify key market gaps and Develop clear objectives and KPIs Implement pilot projects to validate Measure outcomes against objectives
opportunities from TAM, SAM, SOM from market analysis results market hypotheses and refine and SDG indicators
data Design targeted interventions tailored approach Gather qualitative and quantitative
Align findings with project goals and to specific market segments Engage stakeholders actively feedback for continuous improvement
SDG targets Allocate resources effectively to gﬁtﬁzg local communities and Use data to inform next iteration of
Prioritize actionable insights based on maximize reach and efficiency market analysis and strategy
impact potential and feasibility Monitor progress regularly using refinement

predefined KPIs and adapt tactics as

needed
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Methodology

Iterative Market Analysis

Principles of Iterative Market Analysis Benefits for International Projects

Implementation Steps

Continuous process: analysis revisited at multiple Improves accuracy of TAM, SAM, SOM Initial market sizing based on available data and
project stages estimations over time assumptions

Incorporates new data, feedback, and market Enables stakeholder engagement and validation Collect feedback from field research, partners,
changes across cultures and beneficiaries

Encourages flexibility and learning from real- Facilitates alignment with Sustainable Adjust market segments and projections with
world insights Development Goals (SDGs) through adaptive updated information

Supports adaptive strategies in volatile or frameworks Repeat cycle regularly until project maturity or
emerging markets Reduces risks of resource misallocation by market stabilization

refining focus areas

Iterative market analysis enables continuous refinement of market understanding, adapting to new data and evolving project contexts. This dynamic approach improves

decision-making accuracy and project relevance in complex, international development scenarios.
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Best Practices

Summary: Best Practices

Data Integrity & Validation

Use multiple data sources to cross-verify market
size estimates.

Apply rigorous validation techniques to avoid
over- or underestimations.

Ensure transparency in assumptions and
methodologies.

Regularly update data to reflect market changes
and trends.

Document data limitations and potential biases
clearly.

Segmentation & Targeting
Define TAM, SAM, and SOM with precise
boundaries relevant to the project context.

Segment markets based on demographic,
geographic, and behavioral factors.

Prioritize segments aligned with project goals and
SDG impacts.

Consider local cultural and economic variables in
segmentation.

Use segmentation to tailor strategies and
resource allocation effectively.

Iterative Analysis & Stakeholder Engagement

Conduct iterative reviews to refine market
estimates based on new insights.

Engage local stakeholders for ground-truthing
and contextual validation.

Incorporate feedback loops to adjust market
definitions and assumptions.

Balance quantitative data with qualitative insights
from field experience.

Promote interdisciplinary collaboration to
integrate technical, social, and economic
perspectives.

Effective market analysis requires rigorous data validation, clear segmentation, and iterative refinement. Integrating social and environmental factors enhances relevance,

especially in international and SDG-related projects. Collaboration with local stakeholders ensures contextual accuracy and practical applicability.
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