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Need aNd OppOrtuNity aNalysis
Guide Overview

COmmerCializatiON methOdOlOGy

ObjeCtives

OutCOmes

 ● Assess the problems in the market that the new technology 
will overcome

 ● Evaluate market trends and external factors that will impact 
the new technologies on the market

 ● Complete a competitive analysis (SWOT)

 ● Begin the process of Customer Discovery by collecting 
innovators assumptions on customer perceptions

 ● Determine key stakeholders who can be interviewed to test 
those assumptions

 ● Form initial market requirements based on interviews

 ● Determine the market share the new technology can 
feasibly capture

 ● Understand the market for new technology and potential 
barriers which it may face in commercialization

 ● Understand current solutions to the problem and how 
these competitors will impact adoption of new technology

 ● Be able to define key terms
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Need aNd OppOrtuNity aNalysis
Who Will Buy?

iNtrOduCtiON:
Innovators often identify a need or problem through a personal or professional experience. Rehabilitative and assistive 
technologies provide a unique perspective for developing and proposing potential solutions when living with a disability 
or serving as a caregiver or clinician. What happens when the decision is made to translate the idea into a product?  
Translating an innovation from a “light bulb” moment to a product sold for use, referred to here as commercialization, 
is truly challenging for even the most experienced entrepreneur. This module dives deeper into two common hurdles in 
commercialization that are critical to circumnavigate at an early stage: 

 ● A product is not a business, therefore a business model needs to be developed to avoid commercial failure.
 ● Innovators often make assumptions about their technology, business, and market. These assumptions must 

be validated so that the product does not lack critical features for the customer and user, and ensure that the 
product is one people are willing to pay for. Thus, getting a purchase means satisfying the needs of each of these 
potential customers and stakeholders.

Complete the Need and Opportunity Analysis Worksheet with information gained through market research, to assess 
the portion of each market the new technology can capture. 

CustOmer ideNtifiCatiON:
As the customer is the ultimate buyer, it is imperative to identify the problem or need from their perspective. Other 
decision makers, or stakeholders, will also influence the decision to buy. In the context of rehabilitation or assistive 
technologies these stakeholders may include internal clinical review groups, hospital administration, hospital or clinic 
quality committees, department heads, safety committees, and those involved with distribution or reimbursement. To 
help identify all potential customers, customer groups, and stakeholders it is necessary to understand these commonly 
used terms.

Refer back to these terms for definitions throughout the journey through Business Development and utilize the 
Customer Identification Worksheet to determine the stakeholders who make up the market(s). These stakeholders will 
need to be addressed during Customer Discovery. 

COmpetitive laNdsCape aNd COmparable teChNOlOGy
Understanding the threats and opportunities from existing competition is necessary to inform the decision to move 
forward with commercializing a product. In order to understand the competitive landscape, it is important to obtain 
insight from prospective customers regarding their knowledge of current solutions. Prospective customers will also 
enlighten the innovator as to where and how they currently buy their products and how they obtain after-the-sale 
service. 

Key Definitions
 ● Customer Group: A group of Individuals who may buy or affect the outcome of a buying process: end-users, 

buyers, committees that need to approve (safety, quality, etc.), distributors, etc.
 ● Stakeholders: Persons or organizations that have a financial interest and are integral in use, purchase, 

distribution, and advice or funding and are interested or possibly affected by the outcome of the need or problem 
addressed

 ● Job/Task: More specific than the need. What is the customer trying to accomplish?
 ● Problems: Negative emotions, undesired costs and situations, and risks that the customer experiences or could 

experience before, during, and after accomplishing the job. 
 ● Outcomes: Positive outcomes; these may include areas of functional enhancement, social gains, positive 

emotions, and cost savings.
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A structured review of these competitive solutions is accomplished by conducting a SWOT (Strength, Weakness, 
Opportunity and Threat) analysis. SWOT analyses are used in business strategic planning when decisions about 
direction, policy or operations need to be made.  By performing this analysis on competitors and including the 
customer’s point of view, insight and direction on how to develop, differentiate and promote the new technology will be 
gained.  

SWOT Key Definitions
 ● Strengths: Characteristics that the solution has to give it an advantage over the competition. (e.g.: The following 

characteristics of our solution addresses this need well by…)
 ● Weaknesses: Characteristics that the solution has that place it at a disadvantage relative to the competition (e.g.: 

The following characteristics of our product fails to solve the needs of the user because…)
 ● Opportunities: Elements external to the company that the solution may exploit to its advantage in regard to a 

competitor. (e.g.: Our innovation will take advantage of this competitor’s weakness by ...)
 ● Threats: Any external influence that has the potential to negatively impact the solution (e.g.: This competitor is a 

threat to us because…)

Using the SWOT Worksheet, research and record SWOT analyses of competitors’ products using input informed by 
customers, trade publications and personal experiences. Consider all the competitors that provide solutions to the 
problems and needs the new technology addresses (one row per competitor however there many be many entries per 
box).  For this purpose, competition can be defined in several ways; a customer’s current solution to their problem could 
be as diverse as doing nothing, creating their own process or workaround, or buying a product that partially or entirely 
solves the problem. 

summary:
With an understanding of business models and how to go about identifying customer and stakeholders the following 
questions should now have an answer and assumptions should be able to be made: 

 ● Who will use this product? 
 ● Who will buy this product?

Remember, users, buyers, and decision makers are not necessarily the same person and may have different reasons to 
want the new solution.  

Need aNd OppOrtuNity aNalysis
Who Will Buy?
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