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S0 what?

~——1{Chapter 2

What'’s the
Problem?

The best ideas don't always win, and

2 |HaLdvHO

winning ideas aren't always the most
technically proficient. So what makes
an idea compelling? Investors look for

ideas that solve real, burning problems.

In this chapter you'll learn what makes

a problem real and what makes an idea

really compelling.
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What'’s the R
Problem?

For a new idea to be commercially viable,
someone in the market must have a
compelling problem for which the idea
presents a solution. “Compelling” means that it
is a problem that is not currently being solved; or, if R‘is
currently being solved, it is not being solved effectively. m
?mblansarecompdlingtoinvestonwhenmeyamexpressedwiﬂmme[mmt pain-
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1at’s the Real Problem? (continued)
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--’f§9€iwb“!t: rather, whether the problem cries out to be solved.




Statements of Real Pain

 Specifically, what are you proposing to do?

C

“Across the USA, 1 in 3 childre

n in kindergarten to grade 12 reads 2 grade levels below average.”
Nation,

al Centre for Education, 2003 study, as quoted by a literacy software company.

“70% of transplants are rejected

d in 3 years. There are currently no effective treatments to halt
these rejections.”

As told by a biotech firm conducting research to develop drugs to address the problem.,

“By age 65, one in nine people will experience vision loss that cannot be corrected.

By age 80, that figure increases to one in four, As medical advances continue to lengthen
our lives, vision disorders will become increasingly common.”

Ottawa Health Research Institute (OHRI) describing the context for research by Canadian vision scientists.

"According to UNICEF, 4,000 children die each day from a lack of clean water.
The lack of clean water is arguably the world’s largest public health crisis.”
As stated by a company that develops water purification systems.

“For every $1.00 that IT departments spend on hardware and software, they spend $9.00
on support and maintenance. $3.00 of that $9.00 goes to routine maintenance.
As explained by an entrepreneur developing automated IT troubleshooting software.

ﬁ

With the real problem clearly defined and your idea wrapped up in concrete language,
it’s time to weave these two things together to spell out your opportunity.
The opportunity is the flip slide of the problem - it is what you see as the way to make money

solving the problem. As we have seen by example, not every idea is a money-maker just because
it’s a good idea — and that’s why articulating the problem and pain is a necessary first step.

At this stage, simply state what the opportunity is. Consider things like:
e What gap exists that your idea can fill?
e Are you able to deliver an entirely new type of solution?

Are you combining two well-known solutions together to create something better?
.
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fé CASE IN POINT:

Here are some examples to illustrate
how problems and pains are woven
together to describe an opportunity:

Case #1: MatrixView Limited
www.matrixview.com

MatrixView is an innovator in a revolutionary
‘appfogch to compressing, transmitting and
archiving data. Here’s how the problem they
address was articulated in a recent interview.
I have paraphrased it here:

A midsize hospital gets 60 requests every hour
for MRIs and echocardiograms. At 10 MB apiece,

these enormous images can g

SPELL OUT THE OPPORTUNITY
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Case #2: CML Emergency Services Inc.
www.cml.com

CML Emergency Services is a company in the
growing market of wireless communications.
CML addresses the painful problem that
emergency call centers have of not being able
to track calls that do not originate from a fixed
phone line. CML translates what they do into a
very compelling pain statement expressed from
the customer’s point of view:

“Public safety is top of mind in communities
around the world. CML delivers systems

and services that make communities safer.
Our business is providing systems
emergency service responders to save lives.

”

Note: As this book wen
successfully acquired fi




In Summary,
this problem in ter
same passion that
mindset - even rol

take care to identify the customer problem you can address, then describe

ms of the pain the customer is experiencing. Express the problem with the
your customers would, by walking in their shoes. Enter into the customer’s
e-play a bit - to get to the heart of the issue.

Using Worksheets 2(A) and 2(B), describe the real problem your idea addresses
‘and exactly who has this problem. Make a statement about the pain this p
causes. Then, translate this into an opportunity statement using Worksheet 2(C).

DO

‘Focus on the real problem that the target
customers have — a problem they will be
willing to pay money to solve.

ke the problem cry out. Your Pain
ent needs to stop your audience

¢ Talk in technical terms. I
the pain and the probl
language.

S ameriocsed Forget to consider

on the cust mers












