
 
 

Genera�ng a Marketable Idea Study Guide  

I. The Design Thinking Process 
a. Businesses that wish to innovate by obtaining, developing, and improving an exis�ng 

product or service in the marketplace might use the Design Thinking Process as a tool to 
accomplish this goal . 

b. This tool is human-centered in that it ensures that people are included in the crea�ve 
process, allowing for inclusion of wide range of opinions and cultural perspec�ves 

c. Steps to the Design Thinking Process 
i. Empathize 

1. Collect informa�on and data on stakeholder’s thoughts and feelings by 
asking ques�ons, listening ac�vely, looking at an issue from their 
perspec�ve. 

2. Collect informa�on and data on different customer types and their 
unique wants and needs. 

ii. Define  
1. Examine all informa�on gathered during the Empathize step, looking for 

different opinions or culture perspec�ves. 
2. Analyze data collected during the Empathize step to draw a conclusion 

regarding how to move forward with product/service development or 
improvement. 

3. Generate a problem statement to be solved from data collected during 
the Empathize step. 

iii. Ideate – Use crea�ve problem solving to generate and develop poten�al 
solu�on ideas to address the iden�fied problem statement from the Define step. 

iv. Prototype – Use design principles to create a model of the most appropriate 
solu�on to the problem statement as both a proof of concept and a vehicle for 
solu�on tes�ng. 

v. Test – Share the Prototype with prospec�ve customers and collect informa�on 
and data regarding poten�al customers’ responses and feedback to the 
Prototype. 

d. When using the Design Thinking Process, one may need to move backwards through the 
steps in the process to get more informa�on or redefine the problem.  

II. Originality of Thought is displayed when an entrepreneur uses the crea�ve problem-solving 
process to create a new product or service or to propose the development and improvement of 
an exis�ng product or service in order to make it different, new and worthwhile in response to 
market opportuni�es. 

III. Possible Sources of New Product/Service Ideas or Exis�ng Products/Services that Might be 
Developed/Improved 

a. Community/customer unmet wants and needs that create market opportuni�es. 
b. One’s personal experiences or hobbies that reveal market opportuni�es. 



 
c. Problems that one has experienced themselves or through others that reveal market 

opportuni�es. 
IV. Ve�ng Business Ideas 

a. Before deciding to move forward with a business venture, the following criteria must be 
met: 

i. The idea must fill a gap in the market, or market opportunity, that is not already 
sa�sfactorily met by another product/service. 

ii. There must be a sufficient number of customers willing to purchase the 
product/service at or above the price needed to cover produc�on and 
distribu�on costs (i.e., to make a profit). 

iii. Time and required produc�on resources must be available to fully develop the 
idea and prepare it for release in the marketplace. 

iv. All stakeholders involved in launching the business venture must be able to 
support and commit to the business idea. 

b. Informa�on/Data to collect as research when ve�ng business ideas: 
i. Poten�al legal issues or government regula�ons that will impact the 

development, produc�on, or sale of the product/service. 
ii. Detailed informa�on on products/services, produc�on costs, and pricing of 

compe�tors with similar products/services. 
iii. The start up business’s cost of producing and distribu�ng the product/service 

through appropriate distribu�on channels. 
V. Data collec�on by an entrepreneur . . . 

a. Should occur thoroughly and consistently at each stage of the entrepreneurial process, 
guaranteeing an abundance of data collected using standardized collec�on procedures. 

b. When properly collected, managed, and analyzed will provide a stream of informa�on 
that will help to promote business success. 

VI. A Growth Plan helps entrepreneurs to . . . 
a. Analyze market research in order to iden�fy poten�al products/services to be created, 

developed, and or improved to aide in expansion of a business enterprise. 
b. Plan ac�onable next steps in an effort to expand a business enterprise. 

VII. Management Team Profile  
a. Should include a descrip�on of each member who is on the team and a detailed 

explana�on of their managerial roles within the business/organiza�on. 
b. Management roles o�en included in a startup business’s management team o�en 

include execu�ve manager, supply chain manager, and marke�ng manager. 
VIII. A Market/Consumer Overview should include an explana�on of the business’s target market 

and/or customer, including analysis of target market characteris�cs by geographical area, 
demographics, lifestyle, and product benefits. 

IX. A Product/Service Overview should include a detailed explana�on of the resources and 
produc�on equipment/supplies necessary to produce the product or service, the produc�on and 
distribu�on process, and the benefits of the product to poten�al customers. 

X. Bain’s Elements of Value Pyramid 



 
a. A product’s value in the marketplace varies from customer to customer based on a 

number of factors, including geographical area, demographics, lifestyle, and perceived 
product benefits. 

b. Bain’s Elements of Value Pyramid provides marke�ng strategies that can be used to 
increase perceived value of a product. 

c. Marke�ng strategies in Bain’s Elements of Value Pyramid target consumer value 
elements such as founda�onal, emo�onal, and life-changing elements 

XI. Failure to consider myriad market, governmental, and economic factors may lead to one of the 
following possible causes of business failure: 

a. A lack of funds to con�nue opera�on of the business. 
b. Strong compe��on in the marketplace the outperforms the business. 
c. A work team that fails to collaborate effec�vely or is, in some other way, Ineffec�ve. 


