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Reasons for Not Enough Market Need

1. Addressing the wrong Customer-Problem (= “Use Case”)
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2. Offering the wrong Solution
○ competition is a better fit (features, UX, price, size…)
○ too many barriers to adopt (too many habits to change or problems created for 

other stakeholders)
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3. Wrong Communication. Customers don’t realize they need your product because:
○ They are not aware of their problem, or that it can be solved.
○ They don’t understand why they need your solution.



g-accelerator@global-business-school.org
+34 930 086 588 © Adelantum Services 2025

Reasons for Not Enough Market Need

1. Addressing the wrong Customer-Problem (= “Use Case”)

2. Offering the wrong Solution
○ competition is a better fit (features, UX, price, size…)
○ too many barriers to adopt (too many habits to change or problems created for 

other stakeholders)

3. Wrong Communication. Customers don’t realize they need your product because:
○ They are not aware of their problem, or that it can be solved.
○ They don’t understand why they need your solution.

4. Wrong Business Model 
○ Solution is not financially viable (small market, not scalable, weak moat, too 

dependent on other factors, ...)
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1. Reasons for wrong Customer-Problem Fit
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1. Reasons for wrong Customer-Problem Fit

● Solution Bias:
○ The root cause of all Customer Development mistakes.
○ Once we have in a solution in mind, we lose the focus on the problem.

● Falling in love with our idea:
○ Love is blind: we unconsciously avoid contrary market signs, user feedback or 

even Google searches.
○ The fear of hearing “your baby is ugly”.
○ "Fall in love with the problem, not the product"

=> We can’t help it. 

=> Best we can do is be aware of it. 
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1. Reasons for wrong Customer-Problem Fit

● How to avoid Solution Bias:
○ Keep your interviews problem-centered.
○ Don’t mention your solution. Solution-testing interviews come later. 

=> No risk of being told your baby is ugly, and you will learn a lot more

=> Learning to talk about the customer’s problem rather than your product is 
also great for sales.

○ "The Mom Test":
■ Basically the Bible for user interviews
■ Two main rules:

● Don’t mention your product to avoid biasing the interviewee
● Interview their memory, not their imagination: Don’t ask them to imagine 

anything (“would you…” questions), only ask about their experience. 
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1. Reasons for wrong Customer-Problem Fit

● Ignoring the needs of other Stakeholders:

○ Other Stakeholders are people who are not the Customer or the User, but who 
are also involved/affected by the Use Case, and who have an influence on it.

○ Needs of Customer ≠ User ≠ Other Stakeholders. 

○ Though your solution aims to solve problems, it might inadvertently also create 
problems for some Stakeholders, which might create barriers for the adoption of 
your solution.

=> Identify all the Stakeholders involved in your Use Case, and consider how 
they will be affected by your solution.
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1. Reasons for wrong Customer-Problem Fit

● Not understanding the difference between Tech Enthusiasts, Early Adopters, and 
the Mainstream Market
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1. Reasons for wrong Customer-Problem Fit

● Not understanding the difference between Tech Enthusiasts, Early Adopters, and 
the Mainstream Market:

○ Tech Enthusiasts
■ The only ones who care about the product. Everyone else cares about 

having their problem solved.
■ Their feedback is valuable for resolving product issues, but it’s not indicative 

of the needs of the rest of the market.

○ Early Adopters
■ Urgent pain and desperate need for a solution
■ Will accept an inferior product and will be willing to make more effort to 

adopt it than the Mainstream Market.
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2.  Reasons for wrong Solution Fit



g-accelerator@global-business-school.org
+34 930 086 588 © Adelantum Services 2025

2. Reasons for wrong Solution Fit

● Misunderstanding Lean Methodology:
○ It’s not about building and launching a Minimum Viable Product (MVP) asap. 
○ The moment you start building a solution, you’ve picked a direction.
○ Instead, find your direction by testing value propositions first, with the help of 

Language-Market Fit techniques:
■ A/B Testing of “Now you can…” taglines
■ Brochure Testing

=> Proof of Demand
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2. Reasons for wrong Solution Fit

● Misunderstanding Lean Methodology:
○ It’s not about building and launching a Minimum Viable Product (MVP) asap. 
○ The moment you start building a solution, you’ve picked a direction.
○ Instead, find your direction by testing value propositions first, with the help of 

Language-Market Fit techniques:
■ A/B Testing of “Now you can…” taglines
■ Brochure Testing

=> Proof of Demand

○ Instead of building a Minimum Viable Product, build a Minimum Viable Solution
■ What is the simplest and fastest way you can deliver some value to your target 

audience? (E.g. valuable content in social media posts)

=> Proof of Value
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2. Reasons for wrong Solution Fit

● Presenting only your one solution when testing on users:
○ When testing your solution with users, make sure to always present it:

■ Together with other solutions so the user can tell you how they compare
■ On equal-footing with the other solutions, so the test user doesn’t know 

which of the presented options is yours.

=> Proof of (Preferred) Solution

● Not understanding who your real competition is
○ Your real competition is whichever solution your customers are currently using 

to solve their problem.
○ E.g. for a high-tech door mat, a major competitor is the practice of taking off the 

shoes when entering a home.



g-accelerator@global-business-school.org
+34 930 086 588 © Adelantum Services 2025

2. Reasons for wrong Solution Fit

● Underestimating the power of habit
○ Most of your clients will already have a solution. 
○ Habit is one of the greatest competitive advantages, and can be a great barrier 

for adoption.
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2. Reasons for wrong Solution Fit

● Underestimating the power of habit
○ Most of your clients will already have a solution. 
○ Habit is one of the greatest competitive advantages, and can be a great barrier 

for adoption.

=> Understand the habits and workflows of your customers, so you can make 
your solution frictionless to integrate.
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3.  Reasons for wrong Communication
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3. Reasons for wrong Communication

● The danger of the One-Stop Shop:

○ Coffee bar vs Café (% solution match with need)

○ “Pleasing everybody means pleasing no one” 

=> Not necessarily true, but saying you please everybody, will please no one.

● Expecting customers to know which solution they need

○ Levels of problem awareness:
■ Aware of needed solution 
■ Aware of problem, but not of needed solution
■ Aware of symptoms, but not of problem

○ Showing customers you understand their problem can have a bigger impact than 
showing them your features.
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4.  Reasons for wrong Business Model
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4. Reasons for wrong Business Model

● Conflating Use Cases

○ If you can help different target audiences with different needs, don’t combine them in 
your Business Model Canvas!

=> Use one canvas per Use Case to evaluate if that Use Case is supported by a strong 
Business Case and is worth pursuing.

=> Helps you find your ideal Use Case and choose your Niche/Beachhead.

● Using the Business Model Canvas to convince investors

○ A canvas is a live tool that must be continuously revisited throughout the project.

○ It’s not a pitch deck for investors. Don’t embellish the numbers in your canvas (e.g. 
TAM/SAM/SOM), you will only fool yourself.
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Tools to avoid these mistakes
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Tasks
For the PDFs of these templates, go to adelantum.eu/resources. 

1. Fill out the Use Case Map.

2. Fill out the Stakeholder-Problem Map.

3. Choose 2 Customer-Problems (that you solve) from the Stakeholder-Problem  Map and fill out a 
Customer-Problem Fit Evaluation for each:

a. First fill it out based on your assumptions.

b. Then validate with in-person interviews (2 for each use case, so 4 in total), using questions from the 
questionnaires for potential customers or recent customers.

4. Choose the most promising use case, and assess its potential as a business case by filling out the Expanded 
Canvas.

5. Formulate 3 taglines (“Now you can…”) for that chosen use case.

6. Test those 3 taglines with a brochure test on 2 people.

7. Think of what would be a Minimum Viable Solution for your Unique Value Proposition (= the simplest and fastest 
way you can deliver some value to your target audience)?

=> Send me your answers (in a DOC or XLS file) at least 1 day before our 30 min follow-up meeting.
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