And Where are the Opportunities?

By Fernando Del Vecchio

Somebody has a problem and somebody has the answer to that problem, but...
;How can we do to meet this couple?

To detect an opportunity we must be able to identify a problem and identify those who have
this problem and are willing to pay for the solution (or identify who can afford the cost of the
solution to solve the problem of who has it).

Opportunity versus reinventing the wheel

When we talk about identifying opportunities we aren[]t talking about reinventing the wheel.
Even we aren[]t talked about reinventing the wheel when we talked about innovation, but
that is another issue. Let[ls talk about opportunities. The opportunity does not imply the use
of a unique and unlikely situation in which nobody has thought, in which plan extraordinary
revenues and earnings of life long.

No, an opportunity is a situation, a space, in which we identified a problem of someone
willing to pay for a solution that we can and we want to provide.

Opportunity and will

If we don[1t want to do it, regardless of the projected results, there is no chance. It is possible
that we pretend that other resolves it from our brilliant idea. And for this you must purchase
it and pay for it. Unlikely. IlTm not saying impossible, but unlikely. Very unlikely.

If we want to do it, but we can[Jt do it, we will have to get resources that it can do it. A
partner or an employee (a topic for another article). If we want to do it and we can do it
(through our capabilities, capabilities of a partner, or which they acquired through an
employee), we must pay attention to the one who has the problem, to identify if that one have
will to pay for the solution that we want to and we can now offer.

It is not chance

If the client that we identify with the problem does not recognize the problem, or recognizes
it but aren[Jt willing to pay for the solution that we offer, then it is not a chance. At least it is
not for us. It is possible to make it to another, that can find a way to generate a revenue
stream through payments of your customer, or someone that do it for your customer.



Examples of identification of a problem
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In computer graphics The aha moments. How people realize what to do in life' posted in Funders and Founders, are some
examples of entrepreneurs who identified a problem to offer a solution. And as tells computer graphics, often those who
have the problem it is the entrepreneur himself. Your problem is the motivation to start your own business.

Opportunity and desire

An opportunity is not necessarily something I want to do, I wish to do, or that I like to do. But
if I identify an opportunity and it is also something I want to do, I would like to make or I like
to do, a lot better. I mean that, unless one becomes the only option available in the world -
which is unlikely-, it is difficult to find customers with the problems to be solved, in that I
want to solve, at the price we want to do it. Is even less likely that those clients solicit projects
we are waiting.

Opportunity and attitude

Then, in identifying and taking advantage of opportunities, attitude plays a central role. If we



identify problems of clients willing to pay for the solution that we provide, because we want

to do it and we can do it, we should go find them. Where are those customers? Around you.*

My questions

Now I want to ask, because with your answers you can begin to give an account of the results
that you are obtaining of the origin -or the fundamental cause- of the results that you are
obtaining;:

¢ Who has the problem you solve?

¢ Which is that problem?

¢ Which is the solution you offer?

The orientation of the business problems

In the majority of cases I find that these questions are answered from the point of view of
whom provides the service, and not from who suffer from the problem. This is a problem of
orientation of the business. In the field of design, this is a problem.

Many designers ask «how can I sell design?»® because they orient their activity from the

product (what they do), not from the client and their problems.* That question it is out of
context fifty years ago. Why more than fifty years? Because in 1960, Theodore Levitt wrote an
article that meets all professional management and marketing, entitled «Marketing

myopia».’ in it, the author explains the difficulties of the business from the point of view of
the product and not the market.

Alack of communication between professionals in the sector of design and other
professionals, prevents innovation in design market; It prevents that new questions and new,

different answers to classic questions of an obsolete agenda arise.’

Finally

Identify an opportunity does not mean inventing the not imagined. Identify an opportunity
implies recognizing that there is someone who has a problem, that you can and want to solve
with your skills, to the price that someone can and want to pay.

Is an opportunity you[lre making (or considering making) for that client with which you
work (or are planning to work), in the way in which you work, with the results that you are



getting (or projecting get)? Only you can answer that.
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