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ENTREPRENEURS: OPPORTUNITIES, FAILING FAST
AND WINING BIG
This course amins to help identify good sources for entrepreneurial opportunities, the characteristics of
a successful entrepreneur, and how how specific companies succeeded or failed fast.

LEARNING ASSIGNMENTS AND OBJECTIVES
As a result of studying each assignment, you should be able to meet the objectives listed below each
individual assignment.

SUBJECTS
Opportunity Is Here and Everywhere
Entrepreneurs Who Tried to Fail Fast and Won Big
If You Want to Be an Entrepreneur, Be One
Study the course materials from pages 1 to 40
Complete the review questions at the end of each chapter
Answer the exam questions 1 to 10
Objectives:
• Identify good sources for entrepreneurial opportunities.
• Identify how specific companies succeeded or failed fast.
• Recognize the characteristics of a successful entrepreneur.
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EXAM OUTLINE
• TEST FORMAT: The final exam for this course consists of 10 multiple-choice questions
and is based specifically on the information covered in the course materials.
• ACCESS FINAL EXAM: Log in to your account and click Take Exam. A copy of the final
exam is provided at the end of these course materials for your convenience, however you
must submit your answers online to receive credit for the course.
• LICENSE RENEWAL INFORMATION: This course qualifies for 2 CPE hours.
• PROCESSING: You will receive the score for your final exam immediately after it is
submitted. A score of 70% or better is required to pass.
• CERTIFICATE OF COMPLETION: Will be available in your account to view online or
print. If you do not pass an exam, it can be retaken free of charge.
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CHAPTER 1: OPPORTUNITY
IS HERE AND EVERYWHERE
Chapter Objective
After completing this chapter, you should be able to:
• Identify good sources for entrepreneurial opportunities.
In addition to teaching entrepreneurship courses at San Diego State University, I am a director in the
Lavin Entrepreneurship Center on campus and I participate actively in the local start-up community. So
I am approached often by students and entrepreneurs (or would-be entrepreneurs) seeking my advice.
More often than not, I am not interested in their idea per se. Instead, I ask about the marketplace, the
industry, key trends, and their initial target segment. Most of the time, they don’t have all the answers
and I send them off to acquire more information about their prospective opportunity. In this chapter, we
look at opportunity from different perspectives and determine what an entrepreneur can do to prepare for
such an opportunity. In particular, we’ll cover the following:
• The Entrepreneur’s Epiphany
• Targeting a Market
• Why Marketplaces Matter
• Types of Opportunities
• Key Elements in Finding Opportunities
“The entrepreneur always searches for change, responds to it, and exploits it as an opportunity.”
—Peter Drucker, management guru

CAN YOU “CREATE” AN EPIPHANY?
In his book Myths of Innovation, Scott Berkum says that most people do not understand how
entrepreneurs create new companies. He describes the myth of the “epiphany,” that light bulb that goes
on in the head of an entrepreneur in the middle of the night. He reminds us of the expertise rule: that we
begin to become experts in a given field only after we spend at least 10,000 hours (an average of 7–10
years) working on that craft or industry; at that point we begin to see things clearly and, especially, more
opportunistically.
The epiphany is that sudden realization of a relationship, that merger of dissimilar thoughts. But as
Berkum points out, it usually comes only after many years of familiarity with a subject. So, how can an
entrepreneur increase the chances of having an epiphany that could potentially yield a new idea? Here
are a few ways:
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• Become an expert in your area of expertise. Berkum highlights several inventors or
entrepreneurs who worked for years to solve a problem or to create a product. The 10,000
hours to become an expert sounds like a big number, but it’s only 7–10 years, assuming
a normal work year. That time is probably less for would-be entrepreneurs, since they
don’t have normal work years. But regardless of the time involved, use your expertise to
leverage that knowledge and experience to create a new type of product or service.
• Look for emerging or disrupting trends. When Jeff Bezos observed the emergence of the
Internet, he saw the potential for a new distribution platform for selling products. He just
needed to validate that enough customers would exist in this new marketplace. He initially
sold books to build a loyal set of customers so that he could then sell them everything
else as well.
• Surround yourself with different people. If you want to generate ideas, don’t hang around
with people who are exactly like you. If you have a business background, seek out film
makers, artists, programmers, and designers. Look for common passions and share ideas
with them. Different perspectives on the same subjects can create a robust environment
for discovering what’s next.

TARGET A MARKETPLACE
So, you are a would-be entrepreneur but you don’t have an amazing idea for a start-up. Here is a
thought. Rather than straining to come up with an idea, examine a large and/or growing marketplace
thoroughly; get to know its workings so well that you might well surface a problem or opportunity. Only
then should you try to create that new product or service. Sound backwards? I don’t think so.
The best example of this happened recently, when Nick, a former student of mine, walked into
the Entrepreneurship Center to talk to me about creating a company. Here are the highlights of our
conversation, from his point of view:
“So, I want to create a company and I remember what you said about focusing on a growing or changing
industry, a large customer segment, and some key trends that were driving change either in the industry
or with customers. So, I recently bought a dog. I like dogs. Out of curiosity, I did some research on the
pet industry, and here are some facts I discovered. There are more than 70 million dogs in the United
States. The size of the pet industry in the United States is over $50 billion; and it has had about 4 to 6
percent annual compound growth over the past 20 years, and is forecasted to continue growing at that
rate into the foreseeable future.
“It seems that the baby boomers, 78 million of them, are replacing their college-age children with pets
when the kids go off to college. According to the latest research and people I have been talking to, the
baby boomers are treating these pets as family members. So, correspondingly, they are spending more
dollars on better pet food and health-care costs for their pets. I have visited more than 10 pet stores in
the past two months, and the one thing I have noticed is that no major brands dominate the stores. It
appears that the pet stores carry a lot of products and product categories seem fragmented, with no
dominant market-share leader. So, based on everything I have learned, and I am not sure about the
specific product or service yet, but I am going to create a company that will exist in the pet industry.”
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I wanted to reach across the table and hug him. He is following his curiosity and instinct and getting
to know the marketplace. He is studying the customer and understanding key trends. He is becoming
familiar with the possible changes coming in the pet industry. Whether those changes are new types of
organic dog food, using technology to track lost pets, or providing health-care services that improve the
health of pets, he is doing the due diligence required to explore an opportunity.
Quite often, it’s this pursuit of information about a market that is lacking in potential of newly minted
entrepreneurs. The serial entrepreneurs, though, seem to have figured it out.

IDEAS COUNT, MARKETPLACES MATTER
People pitch me ideas all the time. In my role as Director of Programs at the Lavin Entrepreneurship
Center, I listen to students pitch me their ideas. So, I get to hear lots of interesting ideas. For a new idea
to work, you need to have identified the niche segment of your target market that would care about your
product or service.
I am a big fan of large, emerging, or disrupted marketplaces. The notion that entrepreneurs just need
to come up with new ideas to create a successful company may work sometimes but I have learned
that it’s the marketplace that matters most. You can have an amazing idea, but if there is no clear
market opportunity, it might just as well be worthless. The worst thing you can come up with is a great
idea that only 1,000 people can buy or utilize (works if you are SpaceX). So, a better way to look at
entrepreneurship is to start with the marketplace, then follow with the idea, usually a solution to a
problem customers are having.
It sounds backwards, but follow my logic. Imagine Larry Page (co-founder of Google) doing his thesis
on the relative value of accurate online search results. He studies how many people search each day
(millions), and he realizes that this number is only going to get bigger. Now he has a big marketplace
in mind (people who use search engines) and he wants to solve the problem of getting better organic
search results. Remember: Big marketplace, Big idea.
More than 70 million dogs in the United States. 78 million baby boomers.
More than $50 billion in annual industry revenue … see any opportunity?
For instance, consider Nick’s story mentioned earlier. He described the size of the pet industry in the
United States. That it was consistently growing at between 4 and 6 percent annually, and that there were
more than 70 million dogs in American households. That’s a big marketplace for pet products. If you
were to note the emerging trends, like upscale urban kennels, better-quality pet food, GPS technology
for locating lost pets, and so on, you could probably identify several opportunities worth pursuing.
They would all need to be market-tested and examined as viable business models, but it’s a better
methodology for creating a start-up than thinking you are going to have an epiphany in the middle of the
night.
If you have an idea, look at the potential market. How many people could buy your product or service?
Is that market growing? Or, has it been disrupted by some new development? What are the key trends
driving buying preferences? If you have no ideas today, that’s okay. Pick a market or industry you are
passionate about, and do your homework. Identify the industry and get to know the market so well that
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