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Th is  is  m y  Bu s in e s s  id e a
● Design smaller 

version of the 
vertical gardens 
for K - 6 

● Teach kids how 
to grow veggies, 
fruit, etc. 

● Kids learn 
healthy eating 
habits

● Can be used 
where space is 
limited –
classroom 
shelves, etc.



Pro d u c t  Co n c e p t
Vertical planters:

● As s e m b le d  
e a s ily

● Stu rd y
● Ea s y to  wa te r 

p la n ts
● Ea s y to  

m e a s u re  wa te r 
fo r p la n ts

● Gro w lig h ts  a re  
o n  tim e r



St e p  1: Sit u a t io n  An a ly s is



Co n d u c t  a  Sit u a t io n  An a ly s is

 What are th e  In d u s try Tre n d s  fo r
Ve rtic a l Pla n te rs ?

 Wh o  a re   o u r c o m p e tito rs ?

 Wh o  a re  o u r ta rg e t c u s to m e rs ? 



In d u s t ry  Tre n d s
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Why It Matters to our new 
p ro d u c t c o n c e p t?

Wh a t’s  Go in g  On  in  th e  
Ve rtic a l Pla n te r Bu s in e s s ?

Competitors provide similar 
offerings and price their 

planters within $10 of one 
another

Our planter needs to 
differentiate itself in ways 

other than price

The #1 word Gen X families 
would use to describe 
themselves is “busy”

Our vertical planter should 
focus on ease of use and 

convenience

More and more competitors 
are entering the vertical 

planter category

Our planter must be 
adaptable to allow for what 

‘K- 6’ kids/teachers need/want

Industry 
Analysis for 

vertical 
planters



St e p  2: Co m p e t it o r  An a ly s is



Co m p e t it o r  An a ly s is

● Who are your potential competitors?

● Wh o  is / a re  th e  m a rke t le a d e r( s ) ?

● Wh y a n a lyze  o u r c o m p e tito rs ?

● Wh e re  is  th e  g a p  in  th e  m a rke t? 
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Co m p e t it iv e  En v iro n m e n t

● Digital tools – id e n tify c o m p e tito rs   
● An a lyze  5 - 10  m o s t p o p u la r c o m p e tito rs  (Go o g le )
● Ma n y wa ys  to  d o  th is !

○ Us e  Go o g le  – id e n tify ke ywo rd s  yo u  wa n t to  ra n k yo u .  Wh e n  yo u  d o  th a t yo u  will s e e  wh o  is  
th e re  in  th a t m a rke t ( fo c u s  o n  th e  o n e s  o n  th e  1s t p a g e  o f Go o g le )

○ Exa m p le  fo r Min d fu ln e s s  a p p s : 
h ttp s :/ / www.g o o g le .c o m / se a rc h ?c lie n t= sa fa ri&rls = e n &q = m in d fu lln e s s +a p p s &ie = UTF-
8 &o e = UTF- 8

○ Exa m p le  fo r Me d ita tio n  a p p s : h ttp s :/ / www.h e a lth lin e .c o m / h e a lth / m e n ta l- h e a lth / to p -
m e d ita tio n - ip h o n e - a n d ro id - a p p s

○ Is  th e re  a n  o ve rla p  b e twe e n  th e s e  two  typ e s  o f a p p s ?

https://www.google.com/search?client=safari&rls=en&q=mindfullness+apps&ie=UTF-8&oe=UTF-8
https://www.healthline.com/health/mental-health/top-meditation-iphone-android-apps


DIGITAL TOOLS TO 
UNDERSTAND COMPETITORS
● Analyze our competitors –
● Id e n tify KEYWORDS 

Ease of Use/Convenience/Bundled 
Services/vertical planters/grow plants/etc.

● If n o t, s p a c e  is  yo u rs !
● To o ls  to  d o  KEYWORD s e a rc h e s : 

○ Ub e rSu g g e s t & An s we rTh e Pu b lic : fre e  lim ite d  s e a rc h e s

○ Se m Ru s h , Ah re fs , KWFin d e r: p a id  o p tio n s .

● Secondary data searches a re  a ls o  c rit ic a l.
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Th e  Co m p e t it iv e  En v iro n m e n t

CUSTOMER 
SERVICE

EASE OF USE PRICE
CANCELLATION/ CHANGE 

POLICIES

PRODUCT 
SELECTION/BU

NDLING

OUR PRODUCT .

CLICK- N-
GROW

TORCHSTAR

AEROGARDEN

TOUCH OF ECO

MIRACLE GRO

Co m p e tit ive  
An a lys is  fo r m y 

ve rtic a l 
p la n te r



Pe rc e p t io n  Ma p p in g

Our Product 

Single - Product
Service

Complexity

Ease of Use

Bundle - Product
Service

Finding a unique value that our product 
can provide is essential to differentiate 
the brand from competitors. The gold 
circle represents a white space in the 

vertical planter industry that our 
product is positioned to take 

advantage of.

Click-n-Grow

AeroGarden

Miracle Gro

Torchstar



St e p  3: Ta rg e t  Ma rke t



My  Ta rg e t  Cu s t o m e rs :

Questions to answer with your team:

 What problem(s) does my product try to solve?
 Who benefits when the problem is solved?
 Is my product affordable to pay?
 Position product to appeal to target customers?
 Define target customers

To answer these questions you will need to collect primary data

https://simplicable.com/new/target - market

https://simplicable.com/new/target-market


Ta rg e t  Ma rke t
● Who are your target customers:

○ A group of potential customers that you identified as the focus of your 
marketing and sales activities (the 4P’s).

 K- 6  te a c h e rs

 K- 6  p a re n ts
● Why is this important?

○ Th e  a n s we r to  th is  q u e s tio n  g u id e s  e ve ryth in g  e ls e  th a t yo u  d o  g o in g  
fo rwa rd

○ Wh e n  yo u  u n d e rs ta n d  yo u r p o te n tia l c u s to m e r th e n  yo u  u n d e rs ta n d  th e  
‘p ro b le m ’ th a t th e y wa n t s o lve d  –

■ Cre a te  Cu s to m e r Pe rs o n a s :  “1 d a y in  th e  life  o f Ms . Kin c a id ” 

■ h ttp s :/ / s im p lic a b le .c o m / n e w/ ta rg e t- m a rke t ‘ 2 0  o r  m o r e  t y p e s  o f  
ta rg e t m a rke ts ’

https://simplicable.com/new/target-market


Wh e re  d o  w e  g o  fro m  h e re :

Create & test your Product Concept:

● Co lle c t Se c o n d a ry d a ta
● Co n d u c t Prim a ry re s e a rc h

○ Ta lk to  p o te n tia l c u s to m e rs : in te rvie ws , 
fo c u s  g ro u p s , s u rve ys

○ Co m b in e  with  s e c o n d a ry d a ta  

to  c o n firm  th a t yo u  h a ve  a  via b le  
p ro d u c t M
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St e p  4 : Ma rke t  Sh a re  
( Po t e n t ia l)



De t e rm in e  Ma rke t  Size :

● Total Addressable Market – All K - 6 
schools in U.S.

● Se rvic e a b le  Ava ila b le  Ma rke t – All K - 6 
schools in western U.S.

● Se rvic e a b le  Ob ta in a b le  Ma rke t –
Estimated revenue for portable 
vertical planters in the western U.S.

h ttp s :/ / s im p lic a b le .c o m / n e w/ m a rke t- s izeM
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https://simplicable.com/new/market-size




● Product Concept & Situation Analysis: 

● https://csulb.libguides.com/innovationchallenge?fbclid=IwAR0K_d_-
TMFeT1QJ7TCudrdt8zYxpqidRLA792HFYfu9PZxFBR1a5dl-r64
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https://nam12.safelinks.protection.outlook.com/?url=https%3A%2F%2Fcsulb.libguides.com%2Finnovationchallenge%3Ffbclid%3DIwAR0K_d_-TMFeT1QJ7TCudrdt8zYxpqidRLA792HFYfu9PZxFBR1a5dl-r64&data=04%7C01%7CMonique.Palmera%40csulb.edu%7C68ca14e9e8c74dacd63a08d887335ee0%7Cd175679bacd34644be82af041982977a%7C0%7C0%7C637408001987222386%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C1000&sdata=YJgaR7GcbBL82R74AwSnWdnWWbBfey0uJzTorYtpfFo%3D&reserved=0
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