
I O N A I R E   ·   S T R A T E G I C  A D V I S O R Y E X E C U T I V E  B R I E F I N G

P R O D U C T  S T R A T E G Y  &  M A R K E T  I N T E L L I G E N C E

Most New Products Don't
Fail Because of Design.
They Fail Because the Brief
Was Wrong.
Before engineering begins, leadership must answer one question:
are we solving a problem the market actually has?

I ONAIRE  L . L .C ‑FZ

M EYDAN FREE  ZONE ,  DUBAI

S TRATEGIC  ADVISORY SER IES

2 026



I N N O V A T I O N  &  T H E  R I G H T

Q U E S T I O N

0 1  /  0 9

Innovation has become one of the

most celebrated words in business.

New products are launched every year

with improved technology, enhanced

features and refined aesthetics.

Significant investment is directed towards

research, engineering and product

development in the pursuit of market

leadership. Yet despite these efforts, many

products struggle to achieve the commercial

success that was expected.

Most products do not fail because they were

poorly engineered. They fail because the

design brief itself was fundamentally flawed.

Long before the first concept sketch was

created, the organisation had already begun

solving the wrong problem.
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The First Question Is
Rarely Asked
When a new product programme begins,

organisations naturally focus on defining

specifications — size, performance, technology,

differentiating features. These are important

engineering questions. However, they should

not be the first questions.

What problem are we trying to
solve that the market has not
already solved?

If that question cannot be answered with

confidence, every engineering decision that

follows becomes an optimisation exercise built

upon an assumption that may already be

incorrect.
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Building Better vs.
Building Relevant
Many new superyacht projects begin by

benchmarking successful competitors. The

discussions sound familiar.

“Let's make it slightly longer. Let's increase

interior volume. Let's add another guest cabin.

Let's improve the beach club.”

Each decision may improve the product. None

necessarily improve its relevance. A saturated

market rarely needs another variation of the

same idea — it needs a product that solves a

problem existing products have failed to

address.

One approach creates another
competitor. The other creates
market relevance.
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Market Dynamics Must Define the Design
Brief
Product development should never begin with engineering alone. It should begin with

understanding market dynamics. Before a single design requirement is written,

organisations must examine:

Only after these questions are answered can a meaningful design brief be developed.

Market Trajectory

Is the target market expanding, maturing or declining?

Shifting Expectations

How have customer expectations changed over the last five years?

Accepted Frustrations

Which frustrations have become normalised within the industry?

Tolerated Compromises

Which compromises do customers accept simply because no better alternative exists?

Competitor Blind Spots

Are competitors addressing symptoms rather than underlying causes?
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A Design Brief Should Describe the Problem,
Not the Product
One of the most common mistakes in product development is confusing a product

specification with a design brief. A specification describes what the product should

become. A design brief should explain why the product deserves to exist.

Market Opportunity

Define the gap that makes this product commercially viable.

Customer Problem

Articulate the specific problem being solved.

Competitor Failure

Explain why existing products have not solved it.

Core Principles

Identify the operational principles that must never be compromised.

Success Criteria

Define how commercial success will ultimately be measured.
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Protecting Purpose
Throughout
Development

Everything that follows should remain aligned
with the original intent.

Even well-defined projects can lose direction.

Each of the following appears logical in

isolation — but collectively, these incremental

changes can move the product away from the

problem it was designed to solve.

01
MARKETING REQUESTS

MORE FEATURES

02
ENGINEERING

PROPOSES
ENHANCEMENTS

03
PROCUREMENT SEEKS

LOWER-COST OPTIONS

04
PRODUCTION SEEKS

EFFICIENCIES

Does this decision strengthen
the problem we set out to solve,
or weaken it?
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Commercial Success Begins Before Design
By the time engineering teams are fully engaged, organisations have already committed

considerable financial resources, management attention and strategic momentum.

Changing direction becomes increasingly expensive.

Validating the market problem before validating the technical solution is therefore one of

the highest-value decisions leadership can make. The objective is not simply to build an

exceptional product. The objective is to build a product that deserves to exist.

The IONAIRE Perspective
The most important design decisions are made before design begins. Engineering

excellence applied to the wrong problem rarely produces commercial success.

The strongest products solve meaningful problems with greater
precision than anyone else.

That distinction is determined long before the first line is drawn — and it is the difference

between a product that competes, and one that leads.



Innovation is not measured by how different a product
looks. It is measured by whether it solves a problem
worth solving.
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Costas Eliopoulos is Founder of IONAIRE, a boutique consultancy helping leadership teams

make better strategic decisions before capital is committed. His work focuses on aligning market

dynamics, operational intelligence and product strategy to ensure organisations develop

solutions that are commercially relevant, operationally executable and built for long-term

success.

With more than three decades of executive experience across marine, industrial and

manufacturing sectors, he advises owners, boards and executive teams on transforming complex

challenges into measurable business performance through structured decision-making,

operational clarity and fit-for-purpose innovation.

Strategic Advisory

Identifying the right problems before investing in solutions.

Product & Market Intelligence

Aligning customer needs, market dynamics and product development for commercial relevance.

Operational Intelligence

Transforming complexity into clear, data-driven decisions across the entire value chain.

“Innovation is not measured by how different a product looks. It is measured by

whether it solves a problem worth solving.”
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