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What is a market gap? CORE CONCEPT

A market gap represents an unmet or underserved customer need that

existing products, solutions, or services do not adequately address. THE CORE MATHEMATICAL LOGIC

@ High Frustration: Customers desire a specific benefit, but available Market Gap = Customer Need - Current Solutio

answers are too expensive, inconvenient, or non-existent.
When user demand is high and current options score low, a strategic space

Opportunity Vector: Rather than forcing new behaviours, smart business T ol e T A Tt ) s s e e

strategy aligns directly with these friction points to create value.



Examples Of Mquet Gaps REAL-WORLD CASE MATRIX

Nutritious raw food is expensive, time-consuming Provide a localised budget meal prep subscription model

s e R Ui LeE to prepare, and poorly distributed in mass markets. focused on clean cooking.

Most legacy mental health services only target Develop an interactive, peer-moderated, teen-focused

Teen Mental Health Support adult buyers or highly clinical environments. therapy & wellness application.

Most high-end Al development is engineered for Launch highly simplified, single-purpose Al assistants

sl e sn el TelEes R deep corporate enterprise systems and budgets. tailored specifically to SMEs.

Software, interfaces, and devices are continuously Deliver simplified digital interfaces with specialised

Elderly-Friendly Tech Solutions designed with younger demographics in mind. accessibility and hardware support.




How to Identify a Market Gap 5 DISCOVERY PILLARS

®, Customer Complaints < Analyze Competitors 2* Underserved Segments

Read client reviews, Reddit queries, dedicated Pinpoint what customers are asking for in public Audit unique cohorts missed by macro-industries
forums, and social channels to find patterns of forums that primary rivals repeatedly refuse or fail to (e.g., specific age brackets, localised regions, lower
frustration and issues. provide. income tiers).

Observe Inefficient Processes Watch Emerging Trends

€ Isolate tedious, manual steps that people still perform using primitive systems Iﬁ Analyse how fresh technology, behavioural changes, or novel platforms create

or multiple disparate platforms. immediate regulatory and operational gaps.



1. Product, Service & Price Gaps

TAXONOMY: GAPS 1-3

@ 1. Product Gap

Occurs when physical goods or software fail to meet
core user performance expectations or completely
lack critical functions.

Example: Consumers want mobile batteries lasting days;
legacy designs need daily charges.

Opportunity: Engineer specific high-capacity power
solutions.

& 2.Service Gap

Arises when the post-purchase process or direct
support fails to satisfy expectations, even if the
primary product works flawlessly.

Example: Electronics retail buyers encounter poor, slow,
automated after-sales support systems.

Opportunity: Promise high-touch, fast human support
desks.

® 3.Price Gap

Develops from a deep disconnect between what
consumers can realistically spend and the pricing

models available in the open market.

Example: High-end luxury cosmetics dominate, locking
lower-budget users out of quality skincare.

Opportunity: Formulate clean-label cosmetics at low
cost.



2. Delivery & Access Gaps TAXONOMY: GAPS 4-6

® 4. Distribution Gap =5 5. Demographic Gap & 6. Geographic Gap

Occurs when logistical, geographic, or system Occurs when large, active market segments are Arises when robust demand exists in a highly specific
barriers prevent direct user access to standard entirely ignored or poorly treated by modern location, but localised physical supply remains
market products or medical facilities. developers. non-existent or extremely sparse.

Example: Premium clinical facilities remain heavily Example: Leading fithess systems are solely developed Example: A rapidly expanding, secondary suburban city
concentrated inside core major metropolises. with younger lifestyles in mind. lacks functional workspace options.

Opportunity: Scale digital telehealth consultations to rural Opportunity: Design customised physical therapy Opportunity: Set up flexible local boutique co-working

sectors. programmes for seniors. hubs.



3. Quality, Convenience & Tech Gaps TAXONOMY: GAPS 7-9

2 7. Quality Gap # 8.Convenience Gap @ 9.Innovation Gap

Manifests when buyers express consistent frustration Appears when customers require seamless, instant Exists when industries persist in employing outdated
with the craftsmanship, longevity, or reliability of digital workflows, but the industry persists with technological infrastructure even as basic consumer
available market goods. friction-heavy, slow processes. capabilities evolve.

Example: Customers complain that inexpensive Example: Legacy mortgage banks require physically Example: Insurance agencies still process standard
direct-to-consumer furniture breaks within months. visiting branches to sign basic documents. physical claims via slow manual mail.

Opportunity: Launch robust, easily assembled solid wood Opportunity: Launch completely digital mobile banking Opportunity: Build smart, automated Al-driven claim

pieces. solutions. processors.



4. Perception & Digital Gaps TAXONOMY: GAPS 10-12

w 10. Communication Gap # 1\. Experience Gap 2 12. Digital Gap

Occurs when customers do not clearly grasp a Exists when the core transaction occurs smoothly, Forms when customer behaviour shifts irreversibly
product's core advantages, operation, or overall but the wider emotional customer journey lacks online, while traditional businesses continue

utility due to complex jargon. delight, human empathy, or personality. prioritising offline operations.

Example: Speciality medical items use heavy, Example: Standard physical retailers process checkouts Example: Healthcare patients request virtual checkups,
hyper-technical clinical terms that confuse families. fast but offer generic, bland store environments. but clinics only support physical appointments.
Opportunity: Simplify copywriting and invest in visual Opportunity: Formulate interactive, experiential, curated Opportunity: Deploy seamless, secure

explanations. retail. visual-consultation software.



The 4-Quadrant Strategic Model STRUGTURAL MATRIX

To simplify the complexity of gap analysis, most identified consumer deficits fit within four distinct strategic operational buckets:
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What is Offered? Who is served? How is it delivered? How is it perceived?
Analyses features, build quality, and Focuses on targeted customer cohorts Examines convenience, touchpoints, Uncovers elements of brand

basic structural engineering. and distinct geographical locations. logistics, and digital adaptation. communication, trust, and emotional
Product, Quality, & Innovation Gaps Demographic & Geographic Gaps Service, Distribution, & Convenience experiences.

Communication & Experience Gaps



Mapping Industry Gaps (Steps 1-4)

PROCESS: PHASE |

01

Understand Landscape

Map out existing industry players, their
target buyer groups, and exact menus of
offerings, and identify competitor

vulnerabilities.

02

Listen to Complaints

Scan Google Reviews, Reddit, and forums
using high-intent pain terms: "I wish...",
"Why doesn't...", "Too expensive", and
"Too complex".

03

Analyze User Journey

Evaluate critical phases: awareness,
research, purchase, usage, support, and
renewal to locate points of systemic
friction.

04

Isolate Under-Served

Identify demographics overlooked by
competitors seeking massive scale, such
as senior citizens, SMEs, and rural

regions.



Trends, Matrix & Validation PROCESS: PHASE 2

Study Industry Trends
o Track Al adoption, remote behaviours, and regulatory updates that challenge older
5 models.
THE VIABILITY VALIDATION FORMULA
Use the gap matrix. - . .
gap Gap Opportunity = Pain + Demand + Weak Rivalry

Rank major rivals on core variables (price, tech, and service) to identify vacant white

spaces. A viable gap requires real customer pain, a large enough target audience, and current

® O

competitors who are too slow or inadequate to adapt.

Validate Organic Demand
07 Test the concept with surveys, mock landing pages, and customer interviews to ensure

demand.



Landscape & Gap Matrices ANALYTICAL TOOLS

COMPETITOR LANDSCAPE MAPPING MULTI-FACTOR GAP EVALUATION MATRIX

Competitor Target Offering Weakness Factor Comp. A Comp.B Comp.C

Company A Premium High-End Prohibitive Price Price Point High Medium Low
Company B Mass Market Standard Deficient Service Technology High Medium Low
Company C Enterprise Advanced Hyper-Complex Service Quality Medium Low Medium

Accessibility Low Medium High




Industry Dynamic Variances

STRATEGIC NUANCES

% 1. Customer Priorities

Gaps align with different customer expectations in

each sector:

Healthcare: Trust, safety, outcomes, accessibility, and
post-consultation care.

Hospitality: Personalisation and exclusivity.
Fast Food: Cost, convenience, and delivery speed.

¥ 2. Market Maturity

The age of the sector dictates the exact category of

the gap:

Mature (Banking, Telecom): Opportunity lies in
experience, digital access, and customer service.

Emerging (Al, Space Tech): Opportunity is centred on
new products and business models.

d 3. Regulation & Awareness

Compliance and customer education shape

constraints:

Pharma (Regulated): Gaps are centred on patient
education, compliance, and adherence.

Fashion (Unregulated): Gaps are driven by visual trends,
retail aesthetics, and supply chain speed.



Drivers, Levels & Conclusion

KEY TAKEAWAYS

PURCHASE DRIVERS & COMMON GAPS

Industry

Healthcare
Luxury
FMCG
Tech

Automotive

Driver

Trust, safety
Status, prestige
Price, speed
Efficiency

Safety

Common Gap
Access, education
Personalization
Availability
Integration, ease

Sustainability

THE FOUR ANALYTICAL LEVELS OF GAPS
@ Functional: A feature is missing (e.g., no online booking system).

©@ Emotional: Users feel misunderstood (e.g., lacking clinical empathy).
@ Experience: Poor customer journey (e.g., frustrating checkout).

@ Perception: Value is unrecognised (e.g., patients ignoring mild symptoms).

Strategic Pivot: Value is created when you balance customer expectations with technological
feasibility, competition, and regulatory compliance.
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Book Your Consultation Now

Partner with Rawan Elsedfy to build deep analytical models, locate strategic

whitespaces, and architect a winning value proposition for your industry.

Request Consultation
elsedfy97@gmail.com €&} https://DigitalPromarke ] Onhn:viicl:gsloelulmg

tagcy-d4ubgmuj.manu
s.space/


https://marketagcy-d4ubqmuj.manus.space/

