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FIGURE 5-1

The three tiers of noncustomers

consciously choose against

0 are in markets distant from yours.

, for example, these were sports
‘club tennis set, who could have
n against it.

farthest from your market.
thought of your market’s
ommonalities across
, companies can under-

istomers to under-
blue ocean.

e e s S IEOMman 4
107

s stagnant and develops a growty, prob
iéf:soﬂn’m’be noncustomers increases, Yet locke
‘goncu stomers is an ocean of untapped de

lem ag the Numbey
mand waiting be

food chain fht
tapping into the
Before Pret, pro.
v frequented pes.

d a nice meg] and
owever, the number of first-tier noncustomers was high

g. Growing concerns over the need for healthy eating gave

ond thoughts about eating out in restaurants. And pro-
ncreasingly found they did not always have time for a
Some restaurants were also too expensive for lunch
1sis. So professionals were increasingly grabbing some-

. 1986, has expanded its blye ocean by
latent demand of first-tier noncustomers.
nals in European city centers principal]
r lunch. Sit-down restaurants offere

‘there were numerous differences across them,
 key commonalities: they wanted lunch fast, they
d healthy, and they wanted it at a reasonable

‘sandwiches made fresh every day from only the
it makes the food available at a speed that

ng at reasonable prices. iy
like. Walking into a Pret A Mangeris like
Art Deco studio. Along the walls are clean

cked with more than thirty types of sand-
4 that day, in that shop,

morning. People can
s salads, yogurt,

-aps made fresh
?li‘!ered earlier that
hly made items, such a




