Entering Strategies :

When entering a new market, companies can employ various strategies, each with its own
advantages and challenges. These entry strategies include:

e Direct Exporting:

o Description: This involves selling your product directly into the new market
without the use of intermediaries. You are responsible for managing all aspects,
including logistics, distribution, marketing, and sales.

o Advantages: You maintain full control over your brand, pricing, and the customer
experience. This method also offers greater profit potential since no third party
takes a share.

o Challenges: It requires a high upfront investment and necessitates internal
infrastructure and export expertise. Managing operations across different time
zones and borders can also be difficult.

e Indirect Exporting:

o Description: In this approach, you work with intermediaries like agents,
distributors, or trading companies who manage the export process on your
behalf. Options for intermediaries include buying agents, distributors or
wholesalers, export management companies (EMCs), and piggybacking.

o Advantages: It presents lower financial risk and demands fewer resources,
allowing you to test a market without a significant commitment. It also provides
quick access to existing infrastructure and customer bases.

o Challenges: You have reduced control over brand representation and pricing,
and there's less direct contact with customers. Margins are typically lower due to
third-party fees.

e Local Production or Manufacturing:

o Description: Instead of exporting, companies choose to produce their products
locally within the new market. This can help reduce logistics costs, shorten
supply chains, and better align with local expectations or regulatory
requirements.

o Advantages: It leads to faster delivery and lower shipping costs, making it easier
to respond to local demand or customization needs. There's also potential for tax
or tariff benefits.

o Challenges: This strategy involves high setup and operational costs, as well as
legal and human resources complexities.

e Franchising and Licensing:

o Description: These strategies allow other entities to operate under your brand in
exchange for fees or royalties. Franchising typically provides a complete
operational model, brand, and support system to the franchisee, while licensing



usually grants the use of intellectual property or technology with less operational
involvement.

o Advantages: They offer fast market access with minimal investment, as local
partners bear the operational responsibility. These models are also highly
scalable across multiple regions.

o Challenges: Maintaining quality control can be difficult, and the success heavily
relies on the capabilities of your franchisees or licensees.

To generate creative ideas for entrepreneurial opportunities, the sources outline several
techniques and methods. The entrepreneurial process itself typically begins with Idea
Generation.

Here are the techniques and related "steps" for generating creative ideas:

e Brainstorming: This is the process of generating several ideas about a specific
topic. Approaches can range from an individual jotting down ideas to formal sessions
with a moderator and a group of people.

o Rules for a Formal Brainstorming Session:

1. No criticism is allowed: This rule is crucial because criticism stifles
creativity and inhibits the free flow of ideas.

2. Freewheeling is encouraged: This means the carefree expression of
ideas, free from rules or restraints, is promoted, and the more ideas, the
better.

3. The session moves quickly: It's more important to capture the essence
of an idea than to spend time writing it down neatly.

4. Leapfrogging is encouraged: This involves using one idea as a
springboard to quickly jump to other ideas.

o Other related techniques mentioned include using a Mind map, which is a
diagram used to visually organize information, and a Bug report, where students
list 50 to 75 conditions or "things" that "bug" them in their everyday lives.

e Focus Groups: These are gatherings of 5 to 10 people who are selected due to their
relationship to the issue being discussed. Focus groups are utilized for various purposes,
including the generation of new business ideas.

e Library and Internet Research: Libraries are often an underutilized source for
generating business ideas. Simply browsing through several issues of a trade journal on
a topic can spark new ideas.

e Other Techniques: Additional methods for generating ideas include customer advisory
boards and day-in-the-life research.



It is important to note that while one section in the sources is titled "Five Steps to Generating
Creative ldeas", the content that follows describes international market entry strategies, such
as Direct Exporting, Indirect Exporting, Local Production or Manufacturing, and Franchising and
Licensing. These are strategies for bringing products or services to new markets, not for the
initial generation of creative business ideas themselves.

Feasibility analysis

Feasibility analysis is a crucial step in the entrepreneurial process, designed to determine if a
business idea is viable. It is an assessment of a potential business, rather than strictly a
product or service idea. This investigative process critiques the merits of a proposed business.
Failing to properly investigate a business idea through a feasibility analysis before developing a
business model and business plan runs the risk of blinding an entrepreneur to inherent risks.

A feasibility study should be conducted after a project has been pitched but before any work
has actually started, serving as a part of the project planning process, often alongside a
SWOT analysis or project risk assessment.

The sources outline four main parts of feasibility analysis:

1. Product/Service Feasibility: This part assesses the desirability and demand for the
proposed product or service.

o Product/service desirability: This involves asking critical questions such as:
m Does it make sense? Is it reasonable?
m s it something real customers will buy?
m Does it take advantage of an environmental trend, solve a problem, or fill
a gap in the marketplace?
m s this a good time to introduce the product or service to the market?
m Are there any fatal flaws in the product or service’s basic design or
concept?
o Product/service demand: This involves methods to gauge potential customer
interest:
m Talking Face-to-Face with Potential Customers.
m Utilizing Online Tools to Assess Demand (while avoiding confirmation
bias).
m Conducting Library, Internet, and Gumshoe Research.
2. Industry/Target Market Feasibility Analysis: This section examines the attractiveness
of the industry and the specific target market.

o Industry Attractiveness.
o Target Market Attractiveness.
3. Organizational Feasibility Analysis: This assesses whether the proposed business
has sufficient management prowess and resources.



o Management Prowess.
o Resource Sufficiency.
4. Financial Feasibility Analysis: This evaluates the financial aspects of the proposed
venture.

o Total Start-Up Cash Needed.
o Financial Performance of Similar Businesses.

It's also noted that a feasibility study may not be necessary if certain conditions are met, such as
knowing the project is already feasible, having run a similar project previously, competitors
succeeding with a similar initiative, the project being small and straightforward with minimal
long-term business impact, or if a similar feasibility analysis was conducted within the past three
years.

The sources clearly distinguish between an idea and an opportunity, which is a crucial
concept in entrepreneurship.

An idea is defined as a thought, an impression, or a notion. It's the initial spark or concept.

An opportunity, on the other hand, is a favorable set of circumstances that creates a need
for a new product, service, or business. More specifically, an opportunity refers to a proposed
venture to sell a product or service for which customers are willing to pay more than the
required investments and operating costs. Entrepreneurship itself is characterized as the
"pursuit of opportunity beyond the resources currently controlled".

The key distinction lies in the viability and market demand. Before getting excited about a
business idea, it is crucial to understand if the idea fills a need and satisfies the criteria
for an opportunity. This means an idea needs to be rigorously evaluated to determine if it truly
addresses a problem or fills a gap in the marketplace in a way that is financially sustainable.

Entrepreneurs identify opportunities by recognizing a problem or an opportunity gap and then
creating a business to address it. Opportunities can be identified in three primary ways:
observing trends, solving a problem, or finding gaps in the marketplace.

The "window of opportunity" is a metaphor that describes the time period during which a firm
can realistically enter a new market. This window opens once a market for a new product is
established and generally closes as the market matures and becomes crowded with
competitors. For example, today it would be very difficult for a new search engine startup to
succeed unless it offered compelling advantages or targeted a niche market exceptionally well.

The entrepreneurial process begins with ldea Generation, but it quickly moves to Opportunity
Evaluation. This evaluation involves assessing several factors: the need/problem, the proposed
solution, the competitive position, the team, and the risk/reward profile. This assessment is
formalized through a feasibility analysis, which determines if a business idea is viable. A
feasibility analysis specifically assesses a potential business, not just the product or service idea



itself. It critiques the merits of the proposed business to prevent an entrepreneur from being
blinded to inherent risks.

In summary, an idea is merely a concept, whereas an opportunity is a viable, market-driven
idea that addresses a real need and has the potential for profitability. An idea must pass
through a rigorous evaluation process to qualify as a true opportunity.

Essential Qualities :

The sources mention that there are "Four Essential Qualities of an Opportunity”. However,
while this heading is provided, the specific content describing what these four qualities are is
not detailed within the given sources.

Despite not explicitly listing the four qualities, the sources do provide insights into what
constitutes an opportunity, which implicitly defines its essential characteristics:

e An opportunity is defined as "a favorable set of circumstances that creates a need
for a new product, service, or business". More precisely, it refers to "a proposed
venture to sell a product or service for which customers are willing to pay more
than the required investments and operating costs". This definition suggests that
essential qualities of an opportunity include:

o Market Need/Problem Solving: It must address a real problem or fill an
"opportunity gap" in the marketplace.

o Customer Demand: There must be customers willing to pay for the product or
service. This is further explored in product/service feasibility analysis, which
investigates desirability and demand.

o Financial Viability: The potential for profitability, meaning customers are willing
to pay more than the costs required.

The sources also explain that entrepreneurs identify opportunities by:

e Observing trends.
e Solving a problem.
e Finding gaps in the marketplace.

Furthermore, the concept of a "window of opportunity” is discussed, highlighting that there is a
limited time period for a firm to realistically enter a new market before it matures and becomes
crowded with competitors. This implies that timeliness is another crucial, though unlisted,
quality of an opportunity.

While the "Four Essential Qualities of an Opportunity” are not explicitly detailed, the sources do
list other "qualities" or "characteristics" related to entrepreneurship:

e Ten Characteristics of Successful Entrepreneurs: These include curiosity, willingness
to experiment, adaptability, decisiveness, self-awareness, risk tolerance, comfort with
failure, persistence, innovative thinking, and long-term focus.



e Six Characteristics of Successful Entrepreneurs: These focus on finance skKills,
networking, speaking confidently, accepting and acting on feedback, recognizing
patterns, and maintaining a growth mindset.

e Personal Characteristics of an Entrepreneur: Such as prior industry experience,
cognitive factors (entrepreneurial alertness), social networks, and creativity.

Opportunity Recognition Process

The Opportunity Recognition Process is a method entrepreneurs use to identify new business
ideas. It involves two main factors that overlap to create opportunities:

1. Environmental Trends: These are external changes that can inspire new ideas. They
include:
o Economic factors (e.g., market conditions)
o Social factors (e.g., lifestyle changes)
o Technological advances
o Political and regulatory changes
2. Personal Characteristics of an Entrepreneur: These are the individual traits and skills
that help spot opportunities. They include:
Prior experience
Cognitive factors (e.g., problem-solving skills)
Social networks
Creativity

o O O O

When these two areas overlap, they highlight a gap between what'’s currently available in the
market and what’s possible. This gap leads to the creation of new business, product, and
service ideas. For example, a change in technology (environmental trend) combined with an
entrepreneur’s creativity (personal characteristic) might result in a new app idea.

In simple terms, this process shows how external trends and personal skills work together to
find and develop new opportunities.



