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Opportunity Identification



Opportunities Begin the Product Planning and
Product Development Processes
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Opportunity Identification Example
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10,000 newly discovered compounds
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Opportunities

The Funnel in Various Industries
A

Pharma
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All Values Normalized
Relative to 1 Launch

Innovation Phase
(nomenclature varies by industry)

Source: Terwiesch and Ulrich, Innovation Tournaments, 2009.

5 Launch Profits

(approximate values; from multiple sources)



Where do opportunities come from?

internally generated 46%
customer
competitive product
sales force
university
independent inventor
distribution partner

other partner company

supplier

Source:
Terwiesch and Ulrich survey of 524 managers in diverse
service and product industries, October 2006.



What drives the quality of the best opportunities?

Exceptional
Opportunities

O
(o] Quality
e O Hurdle
Raw
Opportunities

O Mean quality of the opportunities in the process.
O Variance in quality of the opportunities in the process.
O Number of opportunities generated in the process.

O Accuracy of evaluating the opportunities generated.
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Quirky’s Crowdsourced PD Process
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Product Development Process

Pl . Concept System-Level Detail Testing and Production
anning Development Design Design Refinement Ramp-Up
Mission Concept System Spec Critical Design Production
Approval Review Review Review Approval

“feasible” “feasible” “feasible” “feasible” “feasible” “feasible”




Evaluating Opportunities

Is it
WORTH IT?

Is it
REAL?




Real-Win-Worth It (RWW) Analysis

* |s the opportunity real?
* Is there areal market that we can serve with the product?

* Consider the market size, potential pricing, and availability of
technology.

e Can we win with this opportunity?

* Can we deliver the product in the required volume at the
required cost?

* Can we establish a sustainable competitive advantage?
* Can we patent or brand the idea?
* Are we more capable of executing it than competitors?

* Is the opportunity worth it financially?

* Do we have access to the necessary resources (financial,
developmental, supply chain)?

*  Will the investment be rewarded with appropriate returns?

References:

Day, George S., “Is it Real? Can We Win? Is it Worth Doing?: Managing Risk and Reward in an Innovation Portfolio”, Harvard
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Ulrich and Eppinger, Product Design and Development, Chapter 3 — Opportunity Identification, 6" ed., McGraw-Hill, 2016.
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