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Worksheet:  Opportunity Screening

What: This is an Opportunity Screening worksheet used to help determine if an idea is worth enough to the company to commission a product development project.  The management team at your organization can use this worksheet to evaluate a number of factors in determining if a new product development project should be undertaken and identify the important issues in making that decision.

The worksheet is written for analyzing a specific product idea with respect to the market, the company's capability, potential market risks, return to the company, etc.  With some deletion of items and minor modifications, the worksheet can be used for a benefits analysis for projects other than product development projects.

The worksheet should really be used in the context of the whole product mix at a given organization.  The worksheet uses a grading system of 1 through 10 for "Weight", which is a judgement of importance and value, and "Fulfills", which is a judgement of requirements met.

This is a stand-alone document that should be used in a context of other projects to evaluate how this project and its value compares to other projects that will or would be using the same limited resource pool of money and manpower.  

What if my organization doesn't have a Project Portfolio or a Process for Project Selection? Can I still use this worksheet?
You can still use this worksheet and start the process of Project Selection by establishing a baseline for the management team to use for relative judgements. Some completed or currently active projects can be quickly evaluated using the worksheet and provide a reference as to what is a 1 versus a 10 in "Weight" or "Fulfills" on a particular section.  This gives people a reference, such as "Project X was a 7, so this project would be a 6," etc.

Note: What this worksheet does not do:

· This worksheet does not guide you on how to create an entire Project Portfolio.

· This worksheet does not provide enforcement of priorities when multiple projects are evaluated using this method.

Why:  Resources in every organization are expensive and rare.  Finances, personnel and time are all valuable commodities and organizations desire to have these resources working on qualified projects.  "Qualified projects" usually means the projects with the highest Return on Investment, but may refer to a project to introduce a new technology investigation, a beneficial internal project to improve efficiency, a federal requirement or industry expectation (i.e. ISO 9000), etc.  It is rare (never in the author's personal experience) that a company or organization has excess resources.  Reviewing a project for "goodness" or benefit to the stakeholders is always a good exercise.  In some organizations, it is a requirement.
How:  The accompanying worksheet is a working document.  The various questions should be filled out by a team, group or special committee set up for the purpose of investigating a new idea or new product for review by your organization's business decision makers.  Answering the worksheet questions, then choosing a resulting "fulfills" score in each section, provides the type of information needed by the management team to determine the value or worth of the product proposal, idea or project.

At the end, a table is provided to summarize the scores across the various categories.

Worksheet:  Opportunity Screening

Opportunity Overview

General information about the proposed product or perceived opportunity.

1. What is the opportunity?

2. What is the market need to be served by this idea?

3. What is the market or markets to be served?

4. What product or package improvements are needed by the key market(s)?

Fit with Core Capabilities

Defines how well this product leverages the organization's exiting strengths and core capabilities and competencies, or those competencies the organization is seeking to build.  Areas to consider include related or market specific intelligence and experience, collection or acquisition of data, critical thinking or analysis, business-to-business marketing, and physical product or service delivery.

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


5. Does the opportunity represent a fit with the organization's stated vision and mission? (If not, state what should change and why.)

6. Does the organization have the necessary management capability, capacity and competency to manifest this opportunity into a reality?  (If not, what skills, etc. would have to be learned or acquired?)

7. Does the organization have the wherewithal  to understand the technology?  Can it integrate the technology, manufacture the technology, etc.?  (Has it been done, done in this organization, has it been done by others?  What changes are necessary to be able to handle the technology?)
8. Does the organization know how to manufacture this and handle the required operations?  (If not, what needs to be learned, acquired or changed and why?)

9. Does the organization have the necessary skills to market this opportunity?  (If not, what's different about this opportunity and how would the marketing departments need to change to accommodate the opportunity?)

Barriers to Entry

Careful consideration is required here since barriers can be positive and negative.

· Negative: The organization cannot muster the resources necessary to enter the market effectively

· Positive:  The organization can enter the market because of certain core competencies and capabilities that are unique the organization (for this market).

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


10. Is there potential for a specialty market or niche market for this opportunity?

11. What will be the likely competitive response?  From our traditional competitors?  From unlikely competitors?

12. Are there any threats to the market?  (Environmental, regulatory, economic, technology, etc.)

13. Is there any potential for product displacement?  Will this product cannibalize the current product mix?  Proposed or future product mix?  Will it displace a competitor's product?

Value Added

Will the proposed product be perceived by existing and prospective customers as adding value to their shareholders, their customers, their employees, themselves, etc.?

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


14. How are the market needs and requirements for the proposed product currently being met?  (List the organization's and the competition's current or expected products and the needs they meet for various market segments.)

15. How will the new opportunity shift existing paradigms or perceptions (if any)?

16. Will the proposed change be perceived as valuable?  (If there are multiple targeted market segments, list any commonalties and differences for each segment.)

17. Can the proposed change be marketed as desirable?  (Are the different levels of "desirable" for different market segments?)

Essential Advantage

Evaluate whether the critical blend of available or acquirable raw materials and the organization's capabilities will result in a product that is unique enough to provide our organization with sustainable strategic advantage.

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


18. Is there a competitive opening in one or more targeted market segment?  What unique characteristics or capabilities does the organization possess that will increase success for chosen market segments?

19. Is there a reasonable basis for a competitive advantage for the organization?  (For example, can we build it cheaper, does our brand carry a margin, will we be first to market, etc.?)

Long Term Sustained Revenue

Long term profitable relationships are developed and maintained at the client level; the revenue stream from the market as a whole will continue into the foreseeable future.

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


20. Is the market too large or too small for the organization's participation with this product?  Ask the question of separate market segments and the combined, total market.

21. Can the organization achieve significant or adequate market penetration?  What are the drivers and the inhibitors to making the penetration larger?

22. What is the expected growth rate for the market?  What is the expected market share of this for the organization?  Why?

Market Position

Relates to where the organization is positioned on the quality and price continuum for a specific market or market segment.  Position is based upon client and competitor perception.  Historically, the organization is positioned at the XXX (high end, middle, low end, bottom feeder, etc.) of its target markets in terms of product functionality, materials and price (these could all be different positions).  If the opportunity is significant enough but not in line with the desired market position, it may be appropriate to consider developing a "subsidiary brand."

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


23. How should the product be positioned to achieve optimum performance in terms of market share and profitability?  Identify this for each targeted market segment.

24. Will the product have a positive or negative impact on the historic markets of the organization?  Will this product change customers' perceptions or expectations?  Will this change be good, bad or both?  (Explain)

25. Will the product alter or confuse the position we hold in the customer's mind?

Profitability

Careful financial analysis reveals an appropriate profit contribution (achieve target ROI) while considering multiple influences like the product life cycle, the length of time to achieve the desired revenue stream and the overall risk or risks of the proposed product.

	Weight
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Fulfills
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


26. Can the organization be cost competitive?  (Evaluate this for all targeted market segments.)

27. Can the organization safely finance the new product?  What are the financial risks?

28. What are the expected profit-levels for the market or market segments?

29. What is the expected return on invested capital?

30. What is the downside exposure to financial loss?  (Identify some worst case scenarios here.  Expand the scenarios and include "what-ifs" and why these scenarios may occur.)

31. Can the organization afford the downside exposure?  Can the organization take the risk?  Consider the worst case scenarios as a spectrum and show where the boundaries are if negative events take place.  Use these to justify taking the risks or not undertaking the project.

Summary- Opportunity Assessment Results

	Factor
	Weight
	Fulfillment Score
	Result 

(Weight times Score)
	Comments

	Fit with Core Capabilities
	
	
	
	

	Barrier to Entry
	
	
	
	

	Value Added
	
	
	
	

	Essential Advantage
	
	
	
	

	Long-term Sustained Revenue
	
	
	
	

	Market Position
	
	
	
	

	Profitability
	
	
	
	


