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Innovative and Imitative
Opportunities

* Venture opportunities are not confined only to the
innovative ideas as portrayed by Schumpeter and
others.

* They can also take imitative forms .

* Aldrich and Martinenz (2001) found that the
majority of entrepreneurs introduce imitative
venture ideas compared to the innovative ideas.

First Approach: Observing Trends

« ObservingTrends)
«The first approach:tolidentifying-opportunities if
to observertrendand study.how!they:create
opportunities for-entrepreneurs torpurSm >
« Thereare two.ways, that entrepreneurs can gef a
handle.on-changing.environmental-trends:
« They canccarefullgtudy and obsernthem.

« They canypurchase customized-forecasts;andmariet
analysesifronindependentsesearch firms
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5 What is An Opportunity?s ]
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« Opportunity /Defined
« An oppertunityiis:davorableset of circumstances that
creates the:need for a-new product;, service; omess
idea. > B
« Most entrepreneurial firms-are:started in: onenaf ways:

starts:arbusines[p>]
« Other firms:arexternally stimulated An entrepreneur
= recognizes: a problem ar anjopportunity gap and creates a
businesstoffilliit. [B>]

« An opportunityhas four essential qualiti>)

« Some firms:arénternally stimulated An entrepreneur.decides
Oppdrtunity to start-aifirm,ssearches forand recognizesian opportunity, thep

5 Window of Opportunity

» Window of Qpportunity B
* The term “‘windowcof-opportunity’sis aimetaphor
describingthe time;period in:which a/firm.can
realistically enter.asnew:market.

« Onceithe:market for a:newproductis.establistied,
window of epportunity-opens, and new entrants fiow

« At some point; the:market:matures;land the windbw
opportunity((formew:entrants)closes.

« Opportunity:and ddea !1>]
« An approach toddentify:an-opportunBy
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Trend 1: Economic Forces

* Economicr-orces)

« Economic.changes are twofokthbnsumer spending.pattern
andchanges intidisposableincome
* When:studying: how economic forces affect oppotiesiit
is important to-evaluate who has money;to spendidais
trying to cutcosts>)
An increasesin/the.number of womenyin the/workforce al
their related/increase in;disposable-incomeis largely
responsible forthe.number of boutique:clothing-stores
targeting professional women:that have opened.inthe p
several years.
Many large/firms.are trying to.cut.costs. Entrepreneurs
havetaken advantage of this,trend;by starting firms that
help other/firms control costs: (e.g-web-based/ busines

« Existing €conomictriends:can also helpto identify
areas to avoid®>] 6
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Trend 2::Sociak& Demographic Farces Technological Changes

« Social IForce®] B>

* Thesefforcealter demandor products‘&:services,rand Technological changes are | Examples of entire industries that
generate solutions:than:currently availab>] important sources have been c.reated as the results
The continual proliferation of fast-food restaurayfor entrepreneurial opportunity of technological advances
example;isn'thappening-because peaple love fast fo because they make it

It is happening because people are busy, and have « Computer industry BB

disposableincome. possible for people to do | « Intemet B

Similarly, the ‘Sony/Walkman.was deyelopednot kscay things in m?w and more :ggﬁ;iﬁ:}\s:\;&"d%tfv\ﬂ
consumers wanted smaller.tadios but because people productive ways. « Miniat rization%%lczhlnolo ias B
wantedto/listen.ta:music/while on-the go. L 9

Second Approach: Solving a Problem &

E Political and Regulatory Changes E
Political and regulatory Second Approach: Solving a Problem
changes are sources of Sometimes identifying These problems can be
opportunity because they Exam opportunities simply pinpointed through observing
. . ples ’ L :
make it p055|ble to develop involves noticing a problem - trends and through more simple ‘

\ i o Pri PR and finding a way to means, such as
business ideas to use Private universities

. . . solveit. [ serendipity, or chance.
) « use of plastic crates in Sri Lanka
resources in new ways that « Helmets I
are either more productive | . Threat of terrorism
or that redistribute wealth For example, Symantec Corp.
Some business ideas are clearly - created Norton antivirus
from one person to another. initiated to solve a problem. software to guard computers
against viruses.
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Third Approach: Finding Gapsin the

Personal Characteristics of the Entrepreneur
Marketplace = ®

=
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. Characteristics that tend to make some people better at
* Gaps !n the Marketplacg ) o recognizing opportunities than others
« A third approachdoddentifyingopportunitiesiesfind a >
gap in the:marketplace
« A gap iin the-marketplace isioften:created: wherodyst Prior Experience Social Networks

or service isineeded bysa:specific group of pebpte
doesnitrepresent alarge.enough market:torbeterfast
to mainstreamdetailers or:manufacturers.

« No fitness-centers thatare. open/24 hoursa day, Bu
companiesilike Snap Fitness, 424, hour fitnessefilthe B B B
gap in existence. Cognitive Factors Creativity

« Nowadays;ymany state universities in Sri: Lankaroffe
coursesfor:non university.entrants.
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Prior Industry Experience

* Prior IndustrytExperience

« Severakstudies:have shown that priosexperiemes i
industryhelps: anentrepreneur recognize business
opportunities. 1 Thererare severahexplanationghier

« By working in aniindustry; amindividuahmayspanarket
nichethat iswunderserved.

« It is alsojpossiblelthat by working in aniindustry, an
individual builds-annetwork; of social .contacts who provide
insights ithat dead to:recognizing new opportunities.
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Social Networks

[]

« Social Networks

« The extentand depth of ardividual’s social: network
affects.opportunityrecognition.

« People\who build asubstantialinetwork; of isocial a
professional contacts will-be: exposed:tormore
oppoertunities:andlideas:thanpeoplelwith-sparse
networks.

« In one ssurvey of, 65:start-ups; half the foundepornted
that they.gottheirbusiness:idea through sociatazs.

>]
>]
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Cognitive Factors

The Nature of the Creative Process

* Creativity is a process that can be developed and
improved. Some individuals have a greater aptitude for

creativity than others.
* Typical Creative Process
* Phase 1: Background or knowledge accumulation (Preparation)
* Phase 2: The incubation process
* Phase 3: The idea experience (Insight)
* Phase 4: Evaluation and Elaboration
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« Cognitive IFactors

« Studies havelshown thatepportunityrecognitiony ive
an innate;skilborcognitiverprocess.

« Somerpeople believe thatientreprenéurs hasixin
sense’that dllows themitosee ppportunitiesithat-other
miss.

* This “sixth sensé’is calleentrepreneurialaleriness,
which is fermally defined asithe ability to notitengs
without engagingiinleliberatessearch.
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Creativity

[]

« Creativity

« Creativity isithe process of generating.anovelsaful
ideathat resultinthe/improved efficiency or
effectiveness of a,system.

« Opportunity:recognitionimaycbe; atleastinipart,
creative process.

« For aniindividualithe creative process cam bédimo
down iinto five stagex)
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Full View of the Opportunity
Recognition Process

]

Depicts the connection between an awareness of emerging trends and the
personal characteristics of the entrepreneur

Environmental Trends
Economic factars
Sacial factors
Technological advances
Political and regulatory changes

Business. Product or e A e
e Service Opportunity Gap Product and
> Difference between what's Service
‘ available and what's pessible Ideas

«

Personal Characteristics
of an Entrepreneur
Prior experience
Coanitive factors
Social networks
Creativity




Techniques For Generating Ideas

[]

Brainstorming

‘ Brainstorming ‘ ‘ Focus Groups ‘

‘ Surveys ‘ ‘ Other Techniques ‘
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« Brainstorming
« Is atechnigue used generate.alarge number ofideas
and solutionsto problems: quickly.
« A brainstorming “session’ typically.involves-a gfof
pegple sandishould:-bertargeted toa specific: topic.
* Rulesifor:a brainstorming session:
« No criticism.
« Freewheelingiis encouraged.
« The sessionishould move iquickly.
« Leap-froggingiis-encouraged.
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Focus Groups

[]

Surveys

« Focus(Group

« A focus group is:a.gathering of five toiten.peopléo
havelbeenselected basediosir common
characteristics relative to/the issues being diseds

« These.groupsrareded byrained moderatorwho uses
the internal dynamicsof.the group.envirenmentaing
insight into whypepple:feel they:way:they do abmut
particulariissue.

« Although focuscgroupsrare used for:aivariety of
purpoesesiithey:can be«sed toohelp-generate new
businessideas.

221

[]

* Survey
« A surveyiis:a-method of-.gathering infarmation:fram
sample ofiindividuals The samplesis usually just a
fraction of the populationbeing surveyed.

« The quality of surveyidata is:determined.largely by the purpo:
of the survey.and how it is;conducted.

« Surveys:.generate:newproduct;service, land bisines
ideasihecause theylask specific questions-and get
specific answers.

« Use of internettospark-new:idead] [>]
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Successfully Launching New Ventures. Pearson Education.

* Acknowledgements: Dr.D.M.Semasinghe, Senior Lecturer,
Department of Commerce and Financial Management, Faculty of
Commerce and Management Studies, University of Kelaniya.

23

9/6/2013

@



