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DEDICATION 

This book is dedicated to people who are willing to learn. 

Not because learning is easy, but because the world keeps changing. 

Every generation experiences its own disruption. New technologies emerge. Old 

ways of working evolve. Some opportunities disappear while others take their place. 

Amid all this change, there are always people who remain curious. They ask 

questions. They adapt. They keep learning even when the answers are not 

immediately obvious. 

This book is for those people. 

It is for the professional wondering where they fit in an AI-driven economy. 

It is for the entrepreneur searching for opportunities hidden within everyday 

problems. 

It is for the individual who understands that technology may change how value is 

created but does not eliminate the need for judgement, communication, trust, and 

human understanding. 

Most of all, it is for those who are prepared to look beyond the excitement, the fear, 

and the endless predictions about artificial intelligence, and focus instead on a 

simpler question: 

How can I create value? 

The answer to that question has created careers, businesses, innovations, and 

opportunities for generations. 

I believe it still will. 
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AUTHOR'S NOTE 

When most people hear the term artificial intelligence, they think about technology. 

They think about algorithms, automation, software, and the rapid pace of innovation. 

They think about what machines can do today and what they may be capable of 

doing tomorrow. These conversations are important, and they have become 

increasingly difficult to ignore. 

Yet as I observed the growing discussions surrounding artificial intelligence, I found 

myself interested in a different question. 

What opportunities does this create for ordinary people? 

Not everyone wants to become a software engineer. Not everyone wants to build 

the next technology startup. Most people are simply trying to understand where they 

fit within a rapidly changing world and how they can continue creating value in 

meaningful ways. 

That question became the starting point for this book. 

Throughout my professional life, I have been fascinated by communication, 

expectations, relationships, and human behaviour. I have seen talented people 

overlooked because they struggled to communicate their value. I have seen 

opportunities emerge from problems that others ignored. I have seen 

misunderstandings create unnecessary conflict and simple solutions produce 

remarkable results. These experiences have reinforced a belief that opportunities 

often exist where people are willing to look more closely at the challenges others 

accept as normal. 

As artificial intelligence continues to reshape industries and transform the way work 

is performed, that belief has only become stronger. 

Many discussions about AI focus on technology itself. This book takes a different 

approach. Rather than concentrating exclusively on tools, platforms, or technical 

concepts, it focuses on opportunities. It explores practical ways in which individuals 

can use artificial intelligence to solve problems, create value, build businesses, 

improve services, and generate income. 

More importantly, it explores the role that human skills continue to play in that 

process. 

While technology is changing rapidly, certain principles remain remarkably 

consistent. People still need solutions. Businesses still need value. Trust still matters. 
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Communication still matters. Relationships still matter. The ability to identify 

problems and create meaningful solutions remains as important today as it has ever 

been. 

For that reason, this is not simply a book about artificial intelligence. It is a book 

about opportunity. 

My hope is that the ideas, frameworks, and reflections contained in these pages 

encourage you to think differently about the changes taking place around you. 

Whether you are an entrepreneur, professional, freelancer, student, or simply 

someone curious about the future, I hope this book helps you recognise possibilities 

that may have previously gone unnoticed. 

The future will undoubtedly bring new technologies, new challenges, and new 

opportunities. While no one can predict exactly what lies ahead, I remain convinced 

of one thing: people who learn, adapt, solve problems, and create value will continue 

to find opportunities regardless of how the tools around them evolve. 

Thank you for investing your time in this book. 

I hope it helps you see opportunity where others see uncertainty. 

Adaeze Emilia Mbakwe 
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Introduction 
Artificial intelligence is everywhere. 

Open a news website, scroll through social media, attend a business event, or browse 

an online bookstore, and you are likely to encounter discussions about AI. New tools 

appear almost daily. Predictions about the future dominate headlines. Some people 

believe artificial intelligence will transform every aspect of work and business. Others 

worry that it will replace jobs, disrupt industries, and make existing skills obsolete. 

Amid all the excitement, uncertainty, and speculation, it is easy to lose sight of a 

simple reality. 

Technology does not create value on its own. 

People do. 

Throughout history, new technologies have changed the way people work, 

communicate, and solve problems. The printing press changed how information was 

shared. The internet transformed access to knowledge. Smartphones altered how 

people interact with the world around them. Each innovation created new 

opportunities, eliminated some old ones, and rewarded those who learned how to 

adapt. 

Artificial intelligence is no different. 

The technology itself is impressive, but the real story is not the technology. The real 

story is what people choose to do with it. 

Some will use it to automate routine tasks. Some will use it to improve existing 

businesses. Some will use it to create entirely new products and services. Others will 

ignore it altogether. As with every major shift in history, the outcomes will depend 

less on the tool itself and more on the decisions made by the people using it. 

That observation became the starting point for this book. 

While many books focus on artificial intelligence tools, prompts, software, or 

technical capabilities, this book focuses on opportunity. It explores how individuals 

can identify problems, create value, build services, improve businesses, and develop 

income-generating opportunities in an increasingly AI-driven economy. 

More importantly, it examines the role of human beings within that economy. 

As artificial intelligence becomes more capable, certain questions become 

increasingly important. What skills will remain valuable? How do people continue 
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creating value when technology can perform tasks that once required human effort? 

What distinguishes successful professionals and entrepreneurs in a world where 

powerful tools are widely available? 

The answer, I believe, lies in understanding a principle that appears repeatedly 

throughout this book. 

Technology may change. Human needs do not. 

People still want solutions. Businesses still want results. Organisations still need trust, 

communication, judgement, creativity, leadership, and problem-solving. While 

artificial intelligence may change how these outcomes are achieved, it does not 

eliminate the need for them. 

For this reason, this is not simply a book about artificial intelligence. 

It is a book about recognising opportunities, solving meaningful problems, and 

creating value in a changing world. 

Some chapters explore practical business opportunities. Others focus on the 

foundations required to build sustainable ventures. The later chapters examine the 

human skills that may become even more valuable as technology continues to evolve. 

Together, they form a broader conversation about how individuals can remain 

relevant, adaptable, and effective in an AI-enabled economy. 

You do not need to become a technology expert to benefit from the changes taking 

place around you. 

You do not need to predict the future. 

You do not need to understand every new tool that enters the market. 

What you do need is the ability to recognise opportunities, learn continuously, adapt 

when necessary, and create value for other people. 

Those abilities have always mattered. 

I believe they always will. 

The pages that follow are an invitation to explore what that might look like in the 

age of artificial intelligence. 
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Chapter 1: Why Opportunity Looks Different Today 
 

A few months ago, I began noticing an interesting pattern. Whenever conversations 

turned to artificial intelligence, they rarely remained focused on the technology itself 

for very long. Someone might begin by discussing ChatGPT, Claude, Gemini, or 

another AI tool. They might demonstrate a feature, share a success story, or predict 

how AI would transform the future. Yet before long, the conversation would move 

in a different direction. People wanted to know whether these tools could help them 

earn additional income, start businesses, attract clients, reduce their workload, or 

create opportunities that did not previously exist. The technology was certainly 

attracting attention, but it was not the technology that people seemed most 

interested in. It was the possibility of improving their circumstances. 
 

That observation stayed with me because it highlighted something fundamental 

about the way people respond to innovation. Throughout history, technological 

developments have captured public attention, but most people have never been 

interested in technology for its own sake. They have been interested in what 

technology enables them to do. A farmer may be interested in machinery because it 

increases productivity. A business owner may be interested in software because it 

improves efficiency. A professional may be interested in a new tool because it saves 

time. In each case, the technology itself is only part of the story. What truly matters 

is the opportunity that lies behind it. 

Artificial intelligence is no exception. Despite the excitement surrounding it, the 

questions people are asking remain surprisingly familiar. How can I increase my 

income? How can I create something valuable? How can I build a business? How 

can I make better use of the skills and resources already available to me? These are 

not new questions. They are questions that entrepreneurs have been asking for 

generations. What has changed is the range of tools available to help answer them. 

One of the challenges facing aspiring entrepreneurs today is not a lack of 

opportunity but an abundance of it. Every day seems to bring another business idea, 

another side hustle, another platform, another success story, and another promise 

of financial freedom. While access to information is undoubtedly valuable, it can 

also become overwhelming. Faced with countless possibilities, many people find 

themselves trapped in a cycle of research, comparison, and contemplation. They 

consume information continuously yet struggle to make decisions. They collect ideas 

but rarely commit to one. In trying to keep every option open, they often end up 

pursuing none of them. 
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I understand this tendency because I have experienced it myself. Research feels 

productive. Planning feels responsible. Gathering information creates the 

impression of progress. Yet there comes a point at which preparation stops being 

preparation and starts becoming avoidance. The search for certainty can quietly 

become an excuse for inaction. We tell ourselves that we need one more course, one 

more video, one more book, or one more expert opinion before we begin. 

Meanwhile, opportunities pass, momentum fades, and the business remains an idea 

rather than a reality. 

This book was written with that challenge in mind. It is not an attempt to predict 

the future of artificial intelligence, nor is it a promise of overnight success. There are 

already enough exaggerated claims surrounding AI without adding another one. 

Instead, the purpose of this book is far more practical. It is to explore a range of 

business opportunities that can be created, strengthened, or accelerated through the 

intelligent use of AI tools. Some of these opportunities will require specialised 

knowledge. Others will not. Some will appeal to your interests and experience. 

Others may not. That is perfectly acceptable because the objective is not to pursue 

every opportunity presented in these pages. The objective is to identify one 

opportunity that aligns with your circumstances and then pursue it with commitment 

and consistency. 

As you read the chapters that follow, I encourage you to keep one principle in mind. 

Successful businesses are rarely built around tools. They are built around problems. 

Customers do not pay for artificial intelligence. They pay for solutions. They pay for 

convenience, efficiency, clarity, growth, peace of mind, and results. The 

entrepreneurs who benefit most from artificial intelligence will not necessarily be 

those who understand technology most deeply. More often, they will be those who 

understand people, recognise problems, and apply the available tools in ways that 

create genuine value. 

Ultimately, the goal is not simply to discover opportunities. It is to develop the ability 

to recognise them. Technologies will change. Markets will evolve. New tools will 

emerge and old ones will disappear. Yet the ability to identify problems, create value, 

and adapt to changing circumstances will remain valuable regardless of what the 

future brings. If this book helps you strengthen that ability, it will have served its 

purpose. 
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Chapter 2: Why Many Business Ideas Fail 
 

One of the most persistent myths about entrepreneurship is the belief that success 

begins with a brilliant idea. 

The story is familiar. Someone identifies an idea that nobody else has considered, 

launches a business, and eventually builds a fortune. The idea itself is often presented 

as the most important part of the process, as though the right concept automatically 

leads to success. 

Reality is usually less dramatic. 

Many businesses fail despite having good ideas. At the same time, countless 

successful businesses are built on ideas that are neither revolutionary nor unique. 

Restaurants continue to open despite the existence of thousands of other restaurants. 

New law firms emerge despite an abundance of established competitors. 

Administrative service providers, consultants, tutors, coaches, designers, and 

content creators enter markets that already appear crowded. 

If ideas alone determined success, none of this would be possible. 

What separates successful businesses from unsuccessful ones is often not the idea 

itself but the problem it solves. 

Several years ago, I encountered a business owner who was convinced that his 

product would succeed because it was innovative. He spoke passionately about its 

features, its design, and the amount of work that had gone into developing it. Yet 

despite his enthusiasm, sales remained disappointing. When I asked who the product 

was intended for and what specific problem it solved, his answers were surprisingly 

vague. He knew his product extremely well. He knew far less about the people he 

hoped would buy it. 

That conversation stayed with me because it highlighted a mistake that many aspiring 

entrepreneurs make. They become attached to solutions before fully understanding 

the problems those solutions are meant to address. 

Customers rarely wake up thinking about products. They wake up thinking about 

problems. 

A business owner may be worried about declining sales. A parent may be concerned 

about a child's education. A professional may be struggling with an overwhelming 

workload. A job seeker may be frustrated by repeated rejections. A freelancer may 
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be searching for new clients. These are the issues that occupy people's minds. 

Products and services become valuable only when they help address those concerns. 

Artificial intelligence does not change this principle. In fact, it makes the principle 

even more important. 

As AI tools become more accessible, creating products and services becomes easier. 

The barrier to entry is reduced. More people can produce content, build websites, 

generate designs, analyse information, and automate routine tasks. While this creates 

opportunities, it also increases competition. When more people have access to 

similar tools, the advantage shifts away from the technology itself and towards a 

deeper understanding of customer needs. 

This is one of the reasons many AI-related business ideas struggle to gain traction. 

Their creators become fascinated by what the technology can do without spending 

enough time considering what customers actually need. The result is often a solution 

in search of a problem rather than a problem in search of a solution. 

Before evaluating any business idea in this book, I encourage you to ask a simple 

question: 

What problem does this solve? The answer should be specific. 

"Helping businesses grow" is too broad. "Helping small business owners create 

social media content in less time" is more specific. 

The clearer the problem, the easier it becomes to identify the people who may be 

willing to pay for a solution. 

Another useful question is whether the problem is significant enough to justify 

payment. People may acknowledge a problem without feeling any urgency to solve 

it. Others may experience the same problem and actively search for assistance. 

Understanding this difference is essential. The existence of a problem does not 

automatically create a business opportunity. The problem must matter enough for 

someone to invest time, money, or effort in resolving it. 

As you progress through the ideas presented in this book, try to focus less on the 

technology involved and more on the individuals who may benefit from it. Consider 

their frustrations, their goals, their limitations, and their motivations. Technology 

will continue to evolve. New tools will emerge, and existing tools will improve or 

disappear. Human needs, however, tend to change much more slowly. 

The entrepreneurs who build lasting businesses are often those who understand this 

distinction. They recognise that while tools may attract attention, problems create 
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demand. The most successful opportunities are rarely built around technology alone. 

They are built around a clear understanding of the people being served and the value 

being delivered. 

For that reason, the business ideas explored in the chapters ahead should not be 

viewed merely as opportunities to use artificial intelligence. They should be viewed 

as opportunities to solve problems. The technology is important, but it is not the 

main character in the story. The customer is. 
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Chapter 3: Why Some People See Opportunities Others 
Miss 
 

A few years ago, I attended a discussion in which several people were talking about 

business opportunities. As the conversation progressed, something became apparent. 

Although everyone was listening to the same information, they were not hearing the 

same thing. 
 
 

One person heard about rising fuel costs and saw a problem. Another heard the 

same thing and saw an opportunity to provide alternative energy solutions. 

One person heard complaints about recruitment difficulties and saw a problem. 

Another saw an opportunity to offer hiring support, training services, or workforce 

solutions. 

The difference was not intelligence. The difference was perspective. 

This observation has remained with me because it highlights an important truth 

about entrepreneurship. Opportunities rarely announce themselves. They are often 

hidden within frustrations, inefficiencies, inconveniences, and recurring complaints. 

While some people focus primarily on the problem, others instinctively begin 

thinking about possible solutions. 

The ability to recognise opportunities is often misunderstood. Many people imagine 

that successful entrepreneurs possess some special gift that allows them to predict 

trends or identify profitable ventures before anyone else. In reality, opportunity 

recognition is usually far less mysterious. It often begins with paying attention. 

People reveal their problems constantly. They complain about poor service. They 

complain about delays. They complain about excessive costs. They complain about 

complexity. They complain about wasted time. They complain about repetitive tasks. 

Behind each complaint lies a potential opportunity. 

This does not mean that every complaint can be transformed into a profitable 

business. Some problems are too small. Others are too difficult to solve. However, 

many successful businesses begin when someone notices a recurring frustration and 

asks a simple question: "Is there a better way to do this?" 

Artificial intelligence has created new possibilities precisely because it allows certain 

problems to be solved more efficiently than before. Tasks that once consumed hours 

can sometimes be completed in minutes. Processes that previously required 
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specialised expertise can now be simplified. Services that were once expensive can 

often be delivered at a lower cost. 

Yet the opportunity does not begin with the technology. 

It begins with the problem. 

Consider the professional who spends hours drafting routine correspondence. The 

opportunity is not the AI tool itself. The opportunity lies in helping that professional 

save time. Consider the small business owner struggling to maintain a consistent 

online presence. The opportunity is not the software. The opportunity lies in helping 

that business communicate more effectively with its customers. The same principle 

applies across countless industries and professions. 

One reason many aspiring entrepreneurs struggle is that they search for business 

ideas in the wrong places. They look for opportunities by studying trends, copying 

competitors, or chasing whatever appears popular at the moment. While there is 

nothing wrong with paying attention to market trends, opportunities are often much 

closer than people realise. 

They exist in workplaces. They exist in industries. They exist in communities. They 

exist in everyday conversations. 

The administrative professional who notices recurring workflow problems may 

identify an opportunity. The teacher who sees a gap in educational resources may 

identify an opportunity. The lawyer who recognises inefficiencies in document 

preparation may identify an opportunity. The healthcare worker who encounters 

recurring administrative challenges may identify an opportunity. 

The pattern is remarkably consistent. People who work closely with problems are 

often best positioned to identify solutions. 

This is one of the reasons I encourage readers to begin with their existing experiences 

rather than immediately searching for entirely new fields. Familiarity provides insight. 

It allows people to recognise frustrations that outsiders may overlook. The problems 

that seem ordinary to you may represent valuable opportunities because you 

understand them better than most. 

As you evaluate the business ideas discussed throughout this book, resist the 

temptation to focus solely on what artificial intelligence can do. Instead, pay 

attention to what people need. Listen carefully to the complaints they repeat, the 

frustrations they express, and the obstacles they encounter. Opportunities often 
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reveal themselves gradually. They appear not as dramatic breakthroughs but as 

recurring patterns hiding in plain sight. 

The entrepreneurs who succeed are not always those who discover entirely new 

problems. More often, they are the ones who notice existing problems and find 

better ways of solving them. Artificial intelligence is simply one of the tools available 

to help them do so. 

For that reason, the most valuable skill explored in this book is not the ability to use 

AI. It is the ability to recognise opportunity. Once that skill is developed, the tools 

become much easier to choose. 
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Chapter 4: Why AI Skills Alone Are Not Enough 
 

One of the most common debates surrounding artificial intelligence concerns its 

impact on skills. Some people argue that AI will make many existing skills obsolete. 

Others believe that AI itself has become the most important skill a person can 

acquire. Having observed the conversation from both perspectives, I suspect the 

truth lies somewhere in between. 
 

There is no question that AI proficiency is a valuable skill. Individuals who know 

how to use AI tools effectively can often complete certain tasks more quickly, 

conduct research more efficiently, generate ideas more readily, and automate 

processes that previously required significant amounts of time and effort. In many 

industries, AI literacy is rapidly becoming an advantage in much the same way that 

computer literacy became an advantage in previous decades. 

However, possessing AI skills alone does not automatically create value. 

A person may become highly proficient in using artificial intelligence yet still struggle 

to build a successful business. This is not because the skill lacks importance. Rather, 

it is because businesses are rarely built on skills alone. They are built on the ability 

to apply those skills in ways that solve meaningful problems for specific groups of 

people. 

Consider two individuals who possess an identical level of AI proficiency. One 

understands legal processes, regulatory requirements, and legal documentation. The 

other understands nothing beyond the technology itself. Although both may know 

how to use the same AI tools, the first individual is likely to identify opportunities 

that the second person cannot easily recognise. The difference is not intelligence. 

The difference is domain knowledge. 

The same principle applies across countless professions. A teacher who understands 

learning challenges may discover opportunities to create educational resources. An 

administrative professional who understands workplace processes may identify 

opportunities to improve organisational efficiency. A healthcare worker who 

understands administrative bottlenecks may recognise opportunities that would be 

invisible to someone outside the industry. In each case, artificial intelligence becomes 

more powerful when combined with existing expertise. 

This is one of the reasons I believe many discussions about AI focus on the wrong 

question. People often ask which AI tool they should learn. While this is certainly 
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worth considering, a more useful question may be how artificial intelligence can 

enhance the skills, knowledge, and experience they already possess. The answer is 

often far more valuable than simply mastering another piece of software. 

Throughout history, technology has consistently rewarded those who learn to 

combine new capabilities with existing strengths. When personal computers became 

widely available, the greatest opportunities did not belong exclusively to computer 

scientists. Accountants used computers to improve financial management. 

Designers used computers to enhance creative work. Administrators used 

computers to improve efficiency. Lawyers used computers to manage information 

more effectively. The technology created possibilities, but professional expertise 

determined how those possibilities were applied. 

Artificial intelligence appears to be following a similar pattern. 

A lawyer who understands AI-assisted legal research possesses an advantage. An 

educator who understands AI-assisted learning possesses an advantage. An 

administrative professional who understands AI-powered workflow automation 

possesses an advantage. A marketer who combines strategic thinking with AI-

generated content possesses an advantage. In each case, value is created not by the 

technology alone but by the combination of technological capability and 

professional expertise. 

This distinction is particularly important for aspiring entrepreneurs because it helps 

answer a question that many people quietly ask themselves: "Am I qualified to build 

an AI-powered business?" 

The answer may be simpler than they realise. 

Many people assume they need to become technology experts before pursuing 

opportunities in this space. While learning AI skills is undoubtedly beneficial, 

expertise often begins much closer to home. It begins with understanding problems, 

industries, customers, and processes. Artificial intelligence then becomes a means of 

addressing those challenges more effectively. 

For that reason, I encourage readers to view their existing experience as an asset 

rather than a limitation. The knowledge acquired through years of work, education, 

and personal experience may prove far more valuable than they realise. Artificial 

intelligence can enhance that knowledge, but it cannot replace it. 

The opportunities explored throughout this book are not based solely on AI skills. 

They are based on the intersection of artificial intelligence and human expertise. It 
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is at that intersection that many of the most promising opportunities emerge. The 

individuals most likely to benefit from the AI revolution may not be those who 

understand the technology best. They may be those who understand both the 

technology and the people it is intended to serve. 

As we move into the next chapter, it is worth keeping this principle in mind. The 

question is not simply what artificial intelligence can do. The more important 

question is what artificial intelligence can help you do better than before. 

 

  



22 
 

Chapter 5: Choosing the Right AI Business for You 
 

One of the most surprising discoveries many aspiring entrepreneurs make is that 

identifying opportunities is often easier than choosing between them. After spending 

time exploring business ideas, people frequently find themselves facing a different 

challenge. Instead of having too few options, they suddenly have too many. Every 

opportunity appears promising. Every success story seems persuasive. Every new 

business model appears capable of generating income. 
 

At first glance, this may seem like a fortunate problem to have. In reality, it can be 

surprisingly difficult. 

The abundance of choice often creates uncertainty. Faced with multiple possibilities, 

people begin comparing opportunities endlessly. They weigh advantages and 

disadvantages, analyse potential risks, research competing viewpoints, and search for 

additional information. What begins as sensible evaluation gradually turns into 

hesitation. The desire to make the perfect decision prevents any decision from being 

made at all. 

This is particularly common in the field of artificial intelligence. New tools emerge 

regularly. New services become possible. New business models appear. Every day 

brings another video, article, or social media post describing an opportunity that 

seems more exciting than the one considered the day before. The result is a constant 

temptation to abandon one idea in favour of another. 

The problem with this approach is that opportunities rarely reveal their full potential 

immediately. Many aspiring entrepreneurs assume that successful business owners 

recognised a brilliant opportunity from the beginning. More often, success emerged 

because they committed to an idea long enough to discover whether it worked. What 

appears obvious in hindsight frequently looked uncertain at the start. 

For this reason, choosing a business opportunity should not be based solely on 

potential income. While profitability is important, it is not the only consideration. A 

business that appears highly profitable may prove difficult to sustain if it requires 

skills, interests, or activities that the entrepreneur actively dislikes. Likewise, a modest 

opportunity may become highly successful when pursued consistently by someone 

genuinely interested in the work.  

When evaluating potential AI-powered businesses, I believe four questions are 

particularly useful. 
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The first is whether the opportunity aligns with your existing knowledge and 

experience. Although it is certainly possible to enter entirely new fields, familiarity 

often provides advantages that are easy to overlook. People who understand an 

industry are usually better positioned to recognise its challenges, communicate with 

potential customers, and identify practical solutions. 

The second question concerns interest. This does not mean that you must be 

passionate about every aspect of the business. However, there should be enough 

genuine interest to sustain your attention during periods when progress is slower 

than expected. Most businesses involve repetitive tasks, unexpected setbacks, and 

ongoing learning. Interest helps people persist when enthusiasm inevitably fluctuates. 

The third question is whether there is a genuine market for the service or product 

being considered. Many ideas appear attractive until one asks a simple question: who 

is willing to pay for this? An idea may be creative, innovative, or technically 

impressive without being commercially viable. Identifying demand is therefore just 

as important as identifying opportunity. 

The fourth question concerns practicality. Some opportunities require substantial 

financial investment, specialised knowledge, regulatory approvals, or significant 

amounts of time before producing results. Others can be tested quickly and 

inexpensively. For many aspiring entrepreneurs, beginning with an opportunity that 

can be validated without excessive risk is often the wiser approach. 

These questions are not intended to eliminate uncertainty. Entrepreneurship will 

always involve an element of risk. Rather, they are intended to help distinguish 

between opportunities that are merely interesting and opportunities that are 

genuinely suitable. 

One of the mistakes I have observed repeatedly is the tendency to chase 

opportunities that appear successful for other people without considering whether 

those opportunities are appropriate for one's own circumstances. A business that 

works well for one individual may be entirely unsuitable for another. Differences in 

skills, experience, resources, personality, location, and goals all influence whether an 

opportunity is likely to succeed. Artificial intelligence has created many new 

possibilities, but it has not changed this fundamental reality. The most suitable 

business is rarely the one generating the most excitement online. More often, it is 

the one that aligns most closely with the individual pursuing it. 

As you explore the opportunities discussed in the remaining chapters, I encourage 

you to resist the temptation to search for the perfect idea. Perfection is rarely visible 
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at the beginning. Instead, focus on identifying an opportunity that appears promising, 

aligns with your strengths, and can be tested realistically. In many cases, progress 

comes not from making the perfect choice but from making a reasonable choice and 

committing to it long enough to learn from the experience. 

The objective of this book is not simply to provide ideas. It is to help readers identify 

opportunities that can be transformed into action. The chapters that follow move 

from principles to practical examples, examining specific AI-powered business 

opportunities, the problems they solve, the skills they require, and the income 

potential they may offer. 
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Chapter 6: Business Idea #1: Next-Generation Content 
Services 
 

One of the most common misconceptions about artificial intelligence is the belief 

that businesses and professionals use it primarily to avoid hiring people. In reality, 

many organisations are not looking to replace people; they are looking to solve 

problems. One of those problems is content creation. 
 

A business owner needs social media posts. A consultant needs articles. A recruiter 

needs job advertisements. A coach needs newsletters. A small business needs 

product descriptions. A non-profit organisation needs fundraising messages. The 

need for content exists across almost every industry, yet producing it consistently 

requires time, effort, creativity, and communication skills. 

This is where artificial intelligence has created a significant opportunity. AI tools can 

assist with idea generation, drafting, research, editing, summarisation, and content 

planning. Despite these capabilities, many businesses still struggle to produce 

content that sounds natural, aligns with their brand, or connects effectively with their 

intended audience. While technology can generate words, it cannot always provide 

the judgement, context, strategic thinking, or audience understanding required to 

create meaningful communication. 

The gap between what AI can produce and what businesses actually need creates an 

opportunity for service providers. An AI-assisted content service combines human 

expertise with artificial intelligence. Instead of spending hours creating content from 

scratch, the service provider uses AI to accelerate parts of the process while 

reviewing, refining, and adapting the final output to suit the client's objectives. The 

result is often faster delivery without sacrificing quality. 

One of the attractive features of this business model is its accessibility. Unlike 

opportunities that require significant investment, specialised equipment, or 

advanced technical expertise, an AI-assisted content service can often be started with 

little more than a laptop, internet access, and a willingness to learn. Many of the tools 

required are either free or available at relatively low cost, making the barrier to entry 

relatively low. 

Potential clients can be found in almost every industry. Small business owners 

frequently need assistance maintaining a consistent online presence. Professionals 

seeking to build personal brands often require content for LinkedIn and other 
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platforms. Service providers need website copy, newsletters, email campaigns, and 

promotional materials. Even organisations with dedicated marketing teams may 

outsource content production during particularly busy periods. 

Before pursuing this opportunity, however, it is important to understand what clients 

are actually paying for. They are not paying for prompts, software, or access to 

artificial intelligence. They are paying for communication that helps them achieve a 

specific objective. That objective may be attracting customers, building credibility, 

generating leads, educating an audience, or increasing visibility. Artificial intelligence 

simply assists in delivering those outcomes more efficiently. 

This distinction explains why some individuals struggle to earn income from content 

services despite possessing strong AI skills. Their attention remains focused on the 

technology rather than the customer's goals. They become experts in tools while 

overlooking the importance of understanding audiences, industries, and 

communication objectives. Successful service providers recognise that technology is 

only one part of the solution. The ability to understand people and communicate 

effectively remains equally important. 

For readers with backgrounds in administration, communications, customer service, 

education, law, consulting, marketing, or business operations, this opportunity may 

be particularly attractive because it builds upon skills they already possess. 

Experience in professional communication, document preparation, research, editing, 

or stakeholder engagement can provide a significant advantage when delivering 

content services. 

Like any business, success is not guaranteed. Building a client base requires effort, 

credibility, consistency, and persistence. Nevertheless, this opportunity illustrates an 

important principle that will appear repeatedly throughout this book. The most 

sustainable AI businesses are often those that combine technological capability with 

human judgement. Artificial intelligence may accelerate the work, but human 

expertise remains the source of value. 

In the next chapter, we will examine another opportunity that focuses less on 

content creation and more on helping businesses improve efficiency through AI-

assisted administrative support. 
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Chapter 7: Business Idea #2: AI-Powered Administrative 
Support 
 

One of the most overlooked opportunities created by artificial intelligence lies in an 

area that many people consider ordinary: administration.  
 

 

 

 

 

 

 

 

 

This is perhaps unsurprising. Administrative work rarely receives the same attention 

as software development, digital marketing, or content creation. Yet behind every 

organisation, regardless of size or industry, there are administrative processes that 

keep operations moving. Emails must be managed. Meetings must be coordinated. 

Documents must be organised. Reports must be prepared. Information must be 

tracked. Communication must be maintained. 
 

When these functions are performed well, they often go unnoticed. When they are 

performed poorly, the consequences become immediately apparent. 

For many years, administrative support has been associated with routine tasks. As a 

result, some people assume that artificial intelligence will eventually eliminate the 

need for administrative professionals altogether. I believe this assumption 

misunderstands the nature of administrative work. 

The value of a skilled administrator does not lie solely in completing tasks. It lies in 

judgement, organisation, prioritisation, communication, and problem-solving. While 

AI can assist with many activities, it cannot fully replace the human ability to manage 

competing priorities, understand organisational dynamics, anticipate needs, and 

exercise discretion. 

What artificial intelligence can do is make administrative professionals significantly 

more effective. 

Consider the amount of time many businesses spend drafting routine 

correspondence, summarising meetings, organising information, creating reports, 

preparing presentations, managing calendars, and maintaining records. AI tools can 

assist with many of these activities, reducing the time required while improving 

consistency and efficiency. 

This creates an opportunity for individuals who understand administrative processes 

and are willing to incorporate AI into their workflow. 

An AI-powered administrative support service combines traditional administrative 

expertise with modern technology. Clients receive many of the benefits associated 
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with an executive assistant, administrative coordinator, operations assistant, or 

virtual assistant, while the service provider uses AI tools to increase productivity and 

handle a greater volume of work. 

The potential market for such services is extensive. Entrepreneurs, consultants, 

lawyers, coaches, healthcare practitioners, real estate professionals, small business 

owners, and non-profit organisations frequently require administrative support but 

may not be ready to hire full-time staff. In such cases, outsourced support can 

provide a practical and cost-effective solution. 

One of the reasons I find this business model particularly interesting is that it 

demonstrates how artificial intelligence often enhances existing professions rather 

than replacing them. Administrative professionals already possess valuable skills. 

They understand scheduling, communication, record management, document 

preparation, stakeholder engagement, and organisational systems. Artificial 

intelligence simply enables them to perform many of these functions more efficiently. 

For example, meeting notes can be transcribed and summarised more quickly. 

Routine emails can be drafted in less time. Reports can be structured more efficiently. 

Research tasks can be accelerated. Information can be organised and analysed more 

effectively. None of these improvements eliminate the need for professional 

judgement. Instead, they allow professionals to focus more of their attention on 

higher-value activities. 

The opportunity becomes even more compelling when one considers the growing 

acceptance of remote work. Businesses are increasingly comfortable engaging 

professionals who operate from different locations, provided they deliver reliable 

results. This has expanded the potential client base far beyond local markets. 

As with any service business, success depends on more than technical capability. 

Clients value reliability, responsiveness, professionalism, confidentiality, and 

trustworthiness. A beautifully automated workflow is of little value if deadlines are 

missed or communication is poor. For this reason, strong interpersonal and 

organisational skills remain essential. 

This chapter also highlights an important lesson that applies throughout the book. 

Many profitable AI businesses are not built around creating entirely new services. 

Instead, they involve improving existing services through more efficient methods of 

delivery. Innovation is not always about inventing something new. Sometimes it is 

about providing familiar solutions in a better way. 
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For readers with backgrounds in administration, operations, customer service, 

project coordination, legal support, education, or professional services, this 

opportunity may be particularly attractive because it builds upon knowledge they 

already possess. Rather than starting from scratch, they can leverage existing 

experience while incorporating AI tools to increase productivity and expand their 

capabilities. 

In the next chapter, we will examine another opportunity that has emerged as 

organisations struggle to keep pace with the growing demand for training, education, 

and knowledge sharing. It is a business model that combines expertise, 

communication, and artificial intelligence in a way that can create value for both 

individuals and organisations. 
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Chapter 8: Business Idea #3: AI-Backed Learning 
Products 
 

One of the most valuable assets a person can possess is knowledge. Yet knowledge, 

by itself, rarely creates income. Its value is realised only when it is organised, 

communicated, and applied in ways that help other people solve problems. 

This principle is not new. For many years, individuals have earned income by 

teaching skills, sharing expertise, creating educational resources, and helping others 

acquire knowledge. What has changed is the ease with which educational products 

can now be created, improved, and distributed. 

Artificial intelligence has significantly reduced many of the barriers that previously 

made knowledge-based businesses difficult to establish. Research can be conducted 

more efficiently. Content can be organised more quickly. Educational materials can 

be developed faster. Presentations, workbooks, quizzes, guides, and learning 

resources can be produced with far less effort than was once required. 

This creates an opportunity for individuals who possess knowledge that others find 

useful. 

Importantly, expertise should not be confused with perfection. Many people assume 

they must be recognised authorities before they can create educational products. In 

reality, people often learn effectively from those who are only a few steps ahead of 

them. Someone who has successfully navigated a process, acquired a skill, solved a 

recurring problem, or gained valuable professional experience may possess 

knowledge that others are willing to pay to access. 

The opportunity becomes particularly interesting when one considers how much 

knowledge exists within ordinary professions. Teachers possess knowledge about 

learning. Lawyers possess knowledge about legal processes. Administrators possess 

knowledge about workplace systems. Human resource professionals understand 

recruitment and employee management. Sales professionals understand customer 

acquisition. Every profession contains expertise that can potentially be transformed 

into educational products or training services. 

Artificial intelligence can assist throughout this process. It can help structure ideas, 

organise information, develop lesson plans, create exercises, generate presentation 

outlines, draft training materials, and identify gaps in content. However, it is 
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important to recognise that the technology is not the source of value. The value lies 

in the expertise, insights, experiences, and practical guidance being shared. 

This distinction explains why some educational products succeed while others fail. 

Information alone is rarely enough. The internet contains more information than 

any previous generation could have imagined. Yet people continue to purchase 

books, courses, workshops, and coaching programmes. They do so because they are 

not merely seeking information. They are seeking clarity, structure, guidance, and 

practical application. 

Consider an individual who has spent years working in administration. Through 

experience, they may have developed systems for managing workloads, organising 

records, handling communication, or improving productivity. These insights could 

potentially be transformed into guides, templates, workshops, online courses, or 

digital resources. The same principle applies across countless fields. 

One reason I find this business model particularly appealing is that it allows people 

to leverage knowledge they already possess. Instead of beginning with an entirely 

new skill, they can build upon existing experience. Artificial intelligence then 

becomes a tool for packaging and delivering that knowledge more effectively. 

The rise of digital platforms has expanded these opportunities even further. 

Educational products can now be distributed globally. A guide created in one 

country can be purchased by someone thousands of miles away. A course developed 

for a local audience can attract international participants. Geographic limitations that 

once constrained many knowledge-based businesses have been significantly reduced. 

As with every opportunity discussed in this book, success depends upon creating 

genuine value. People may be willing to pay for shortcuts, frameworks, templates, 

insights, and practical guidance, but they are unlikely to continue paying for content 

that lacks substance. Artificial intelligence may help accelerate production, but it 

cannot replace credibility, expertise, or thoughtful instruction. 

This chapter also highlights an important principle that extends beyond education. 

Many profitable businesses are built not on discovering new knowledge but on 

organising existing knowledge in ways that make it more useful. People often 

underestimate the value of what they know because it feels ordinary to them. Yet 

what appears obvious to one person may be highly valuable to another who is 

encountering the problem for the first time. 

For readers who possess professional expertise, specialised experience, or practical 

knowledge, this opportunity deserves serious consideration. The combination of 
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human expertise and artificial intelligence has created new possibilities for teaching, 

training, and knowledge sharing. Those who learn to combine both effectively may 

find themselves building businesses that are not only profitable but also genuinely 

helpful to others. 

In the next chapter, we will explore an opportunity that focuses less on creating 

knowledge and more on helping businesses make sense of information. As 

organisations generate increasing amounts of data, the ability to transform 

information into insight is becoming an increasingly valuable skill. 
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Chapter 9: Business Idea #4: AI-Enhanced Research 
and Insight Services 
 

We live in an age of information abundance. At no point in human history have 

people had access to so much information. Businesses collect data from customers, 

websites, social media platforms, surveys, sales records, and countless other sources. 

Professionals are expected to stay informed about developments within their 

industries. Entrepreneurs must monitor competitors, market trends, customer 

behaviour, regulatory changes, and emerging opportunities. The problem is not a 

lack of information. The problem is making sense of it. 
 

Every day, people are overwhelmed by reports, articles, documents, statistics, 

updates, and opinions. Valuable insights are often buried beneath an enormous 

volume of material. Finding those insights requires time, analysis, and critical 

thinking. For many organisations, this creates a significant challenge. They possess 

more information than ever before but struggle to convert it into useful knowledge. 

This challenge has created an opportunity. 

Artificial intelligence has dramatically improved the speed at which information can 

be gathered, organised, summarised, and analysed. Large volumes of content can be 

reviewed in a fraction of the time previously required. Trends can be identified more 

efficiently. Key findings can be extracted more quickly. Research that once 

consumed days may now be completed in hours. Yet despite these advances, 

organisations still need people who can exercise judgement. 

Artificial intelligence can identify patterns. It can summarise information. It can 

organise data. However, determining which information matters, what conclusions 

should be drawn, and what actions should be taken remains a distinctly human 

responsibility. This is where AI-assisted research and insight services create value. 

The business model is relatively straightforward. Clients require information but lack 

the time or resources to gather and analyse it themselves. The service provider uses 

a combination of research skills, critical thinking, industry knowledge, and AI tools 

to produce useful insights. These insights may take the form of market research 

reports, competitor analyses, industry briefings, regulatory updates, customer trend 

reports, business intelligence summaries, or strategic recommendations. 

The potential client base is extensive. Entrepreneurs require information before 

launching products or entering new markets. Investors seek insight before making 
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decisions. Consultants need research to support recommendations. Businesses 

monitor competitors. Professionals stay informed about industry developments. 

Non-profit organisations analyse social issues and policy changes. In each case, 

decisions become more effective when supported by reliable information. 

One of the reasons this opportunity appeals to me is that it demonstrates the 

continuing importance of human judgement in an increasingly automated world. 

Many people assume that artificial intelligence eliminates the need for researchers. 

In reality, it often increases the need for individuals who can evaluate information 

critically and distinguish useful insights from irrelevant noise. 

Consider a simple example. An AI tool may generate a summary of hundreds of 

articles discussing a particular industry. However, the client does not merely need a 

summary. The client needs to understand what those developments mean. Which 

trends are likely to continue? Which risks require attention? Which opportunities 

deserve further exploration? Answering such questions requires interpretation, 

context, and reasoning. 

This distinction is important because it influences how the service should be 

positioned. Clients are not paying for access to AI tools. Many of them already have 

access to those tools. They are paying for the ability to obtain clarity from complexity. 

They are paying for someone to save them time, reduce uncertainty, and help them 

make better decisions. 

For individuals with backgrounds in law, administration, compliance, education, 

consulting, finance, public policy, journalism, or business operations, this 

opportunity may be particularly attractive. Such professions often involve analysing 

information, identifying patterns, evaluating evidence, and communicating findings. 

Artificial intelligence can enhance these capabilities, but it does not replace the 

underlying skills. 

Another advantage of this business model is its flexibility. Services can be offered 

on a project basis, through recurring subscriptions, or as part of broader consulting 

engagements. A client may require a one-time market analysis, while another may 

wish to receive monthly industry updates. This variety allows service providers to 

develop multiple income streams while building long-term relationships with clients. 

As with the opportunities discussed in previous chapters, success ultimately depends 

upon creating value. Producing information is not enough. The information must 

be relevant, accurate, actionable, and presented in a way that helps clients achieve 

their objectives. Artificial intelligence can accelerate the process, but the quality of 
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the final output depends largely upon the judgement of the individual providing the 

service. 

This chapter reinforces a principle that has appeared repeatedly throughout this 

book. Technology creates possibilities, but value is created when those possibilities 

are applied to real-world problems. In this case, the problem is not a lack of 

information. It is the difficulty of transforming information into understanding. For 

those willing to develop both research skills and AI proficiency, this challenge 

represents a significant opportunity. 

In the next chapter, we will examine a business model that focuses on automation 

itself and the growing demand among organisations seeking to reduce repetitive 

work, improve efficiency, and streamline everyday operations. 
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Chapter 10: Business Idea #5: AI Automation Services 
for Small Businesses 
 

If there is one complaint that can be heard in almost every organisation, it is this: 
 

"There simply aren't enough hours in the day." 

Business owners often find themselves performing tasks that are necessary but 

repetitive. Emails must be sent. Leads must be tracked. Appointments must be 

confirmed. Reports must be generated. Customer enquiries must be acknowledged. 

Information must be transferred from one system to another. Individually, these 

tasks may seem insignificant. Collectively, they consume an extraordinary amount of 

time. 

For many years, businesses accepted this reality as part of normal operations. Certain 

activities simply had to be performed manually. While software could assist, 

implementing automation often required specialised technical knowledge that was 

beyond the reach of many small organisations. 

Artificial intelligence is beginning to change that. 

Today, a growing number of routine processes can be streamlined through a 

combination of AI tools, automation platforms, and digital workflows. Tasks that 

once required repeated manual effort can often be completed automatically or with 

minimal human intervention. As a result, businesses are increasingly interested in 

finding ways to reduce administrative burdens and improve operational efficiency. 

This has created a significant opportunity for individuals who understand both 

business processes and automation. 

When people hear the word "automation," they often imagine complex systems that 

require advanced programming skills. While such systems certainly exist, many 

automation opportunities are far more accessible. In many cases, the objective is 

simply to reduce repetitive work and free people to focus on higher-value activities. 

Consider a small business that receives enquiries through its website. A potential 

customer submits a form. The information must be reviewed, entered into a 

database, acknowledged through email, assigned to the appropriate person, and 

tracked for follow-up. None of these activities is particularly difficult, yet performing 

them manually consumes time and introduces the possibility of errors. An effective 

automation system can significantly reduce this burden. 
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The same principle applies across countless industries. Businesses schedule 

appointments, process applications, generate reports, manage customer 

communications, track projects, monitor inventories, and perform numerous other 

repetitive activities. Each process represents a potential opportunity for 

improvement. 

What makes this business model particularly attractive is that it focuses on outcomes 

rather than technology. Business owners rarely wake up thinking about automation. 

They wake up thinking about delays, inefficiencies, missed opportunities, frustrated 

customers, and growing workloads. They are interested in solutions that save time, 

reduce costs, improve accuracy, and create capacity for growth. 

This distinction is important because successful automation consultants do not sell 

software. They solve operational problems. 

Artificial intelligence enhances this opportunity by making automation more 

intelligent and adaptable. Systems can summarise information, categorise enquiries, 

generate responses, identify priorities, and assist with decision-making in ways that 

were previously difficult or expensive to implement. However, the technology itself 

is only part of the equation. Understanding business processes remains equally 

important. 

In fact, many automation projects fail because too much attention is given to the 

technology and too little attention is given to the process being automated. An 

inefficient process does not automatically become effective simply because it has 

been automated. Before introducing technology, it is often necessary to understand 

how work is currently being performed and where inefficiencies exist. 

For this reason, individuals with backgrounds in administration, operations, project 

management, customer service, compliance, logistics, or business support may 

possess advantages that are not immediately obvious. Their experience provides 

insight into how organisations function and where improvements can be made. 

Artificial intelligence and automation tools then become mechanisms for 

implementing those improvements. 

Another advantage of this business model is the potential for recurring income. 

Unlike some services that involve one-time transactions, automation solutions often 

require ongoing maintenance, updates, monitoring, and optimisation. A client who 

initially engages a consultant to automate one process may later request assistance 

with additional workflows, creating opportunities for long-term relationships. 
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As organisations continue searching for ways to improve efficiency, demand for 

automation expertise is likely to increase. Small businesses, in particular, often 

operate with limited resources and are therefore highly motivated to find ways of 

accomplishing more without significantly increasing costs. 

This chapter highlights an important lesson that extends beyond automation itself. 

The most valuable opportunities often emerge where frustration and inefficiency 

already exist. Every repetitive task, unnecessary delay, duplicated effort, or avoidable 

error represents a potential opportunity for improvement. Individuals who learn to 

recognise these opportunities and apply technology appropriately may find 

themselves providing services that organisations increasingly need. 

Artificial intelligence is undoubtedly an important part of this trend. Yet, as we have 

seen repeatedly throughout this book, the technology alone is rarely the source of 

value. The true value lies in understanding problems, identifying opportunities for 

improvement, and helping people achieve better outcomes. 

In the next chapter, we will explore another growing opportunity created by artificial 

intelligence: helping businesses and professionals strengthen their online presence 

and visibility in an increasingly competitive digital environment. 
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Chapter 11: Business Idea #6: Online Personal Branding 
and Visibility 
 

A remarkable number of talented people remain invisible. They possess valuable 

skills, years of experience, and the ability to solve difficult problems. They deliver 

meaningful results for employers, clients, and organisations, yet opportunities often 

pass them by because the people who need their expertise simply do not know they 

exist. This is not always a question of competence. More often, it is a question of 

visibility. 
 

For many years, personal branding was viewed as something associated primarily 

with celebrities, public speakers, and high-profile business leaders. Today, the 

concept has become far more relevant to ordinary professionals. Recruiters routinely 

review LinkedIn profiles before arranging interviews. Potential clients examine 

online presence before making purchasing decisions. Business owners evaluate 

websites, social media profiles, and digital content before engaging service providers. 

In many cases, a person's digital presence becomes their first introduction. 

The challenge is that maintaining visibility requires consistent effort. Content must 

be created, profiles must be updated, articles must be written, posts must be 

published, and audience engagement must be maintained. For busy professionals 

and business owners, these activities often compete with countless other 

responsibilities. As a result, many people understand the importance of visibility but 

struggle to maintain it consistently. This has created a significant opportunity. 

Artificial intelligence has dramatically reduced the amount of time required to create 

and manage content. Articles can be drafted more efficiently, content ideas can be 

generated more quickly, social media calendars can be developed with greater ease, 

and research can be completed in a fraction of the time previously required. Content 

can also be adapted for different platforms and audiences far more efficiently than 

before. 

Despite these advantages, however, visibility remains fundamentally a human 

challenge rather than a technological one. A profile may be perfectly optimised and 

still fail to communicate credibility. A post may be grammatically flawless yet fail to 

connect with readers. A content strategy may appear impressive on paper but fail to 

generate meaningful opportunities. Technology can assist with content creation, but 

it cannot replace authenticity, professional experience, credibility, or a genuine 

understanding of audience needs. 
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This is where AI-powered personal branding services create value. The objective is 

not merely to produce content. The objective is to help individuals and organisations 

communicate who they are, what they do, and why their expertise matters. The 

service provider uses artificial intelligence to improve efficiency while applying 

human judgement to ensure that the client's message remains authentic, relevant, 

and strategically positioned. 

Potential clients include job seekers, executives, consultants, entrepreneurs, 

freelancers, authors, coaches, lawyers, healthcare professionals, educators, and 

countless others who depend upon professional visibility. Many of these individuals 

recognise the importance of maintaining a strong online presence but lack either the 

time, expertise, or confidence to do so effectively. 

Services may include LinkedIn profile optimisation, content strategy development, 

article writing, thought leadership content, social media management, professional 

biography creation, website content development, and personal brand positioning. 

Artificial intelligence can support many aspects of the process, but the value 

ultimately comes from understanding the client and translating their experience, 

expertise, and achievements into compelling communication. 

One reason this business model is particularly interesting is that it sits at the 

intersection of communication, psychology, and technology. Effective personal 

branding requires far more than content production. It requires an understanding of 

how people form impressions, establish credibility, build trust, and make decisions. 

The strongest personal brands are not necessarily those that generate the greatest 

volume of content. More often, they are the ones that communicate consistently, 

authentically, and clearly over time. 

This opportunity may be particularly attractive to individuals with backgrounds in 

communication, administration, marketing, recruitment, journalism, education, law, 

consulting, or customer engagement. Many of the underlying skills required for 

success, including writing, research, stakeholder communication, relationship 

building, and message development, are already present within these professions. 

Another advantage of this business model is its scalability. Services can be offered 

on a one-to-one basis, through monthly retainers, or through digital products such 

as profile templates, content calendars, branding guides, and training programmes. 

As expertise grows, the business can expand beyond implementation into consulting, 

coaching, and education. 
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As digital platforms continue to influence professional opportunities, the ability to 

communicate value effectively is becoming increasingly important. Many capable 

individuals struggle not because they lack expertise, but because they struggle to 

make that expertise visible to the people who need it most. Artificial intelligence 

does not solve that problem automatically. What it does provide is an opportunity 

to help others communicate more effectively, more consistently, and at a greater 

scale than would otherwise be possible. 

As we move into the next chapter, we will examine a related opportunity that focuses 

less on visibility and more on customer acquisition. While visibility helps people get 

noticed, businesses ultimately depend upon something else: customers. 

Understanding how artificial intelligence can support lead generation and client 

acquisition has therefore become an increasingly valuable skill. 
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Chapter 12: Business Idea #7: Digital Lead Generation 
 

No matter how impressive a product or service may be, every business eventually 

encounters the same challenge: Finding customers. 
 

A restaurant cannot survive without diners. A consultant cannot thrive without 

clients. A software company cannot grow without users. A coach cannot build a 

business without people willing to invest in guidance and support. 

In other words, revenue depends upon customers, and customers rarely appear by 

accident. 

This is why lead generation has become one of the most valuable activities within 

any organisation. Before a sale can occur, someone must first identify potential 

customers, initiate contact, create awareness, and generate interest. Without a 

consistent flow of prospects, even excellent businesses can struggle. 

Unfortunately, lead generation is often time-consuming. 

Businesses must identify potential customers, gather information, conduct research, 

initiate outreach, follow up, maintain records, and track responses. Depending on 

the industry, this process can consume dozens of hours each week. For small 

businesses and independent professionals, the challenge is particularly significant 

because lead generation must often be performed alongside every other 

responsibility. 

This has created an opportunity. 

Artificial intelligence can assist with many aspects of prospecting and customer 

acquisition. Research that once required hours of manual effort can be completed 

more efficiently. Potential customers can be identified more quickly. Outreach 

messages can be drafted more effectively. Follow-up systems can be organised more 

consistently. Information can be analysed and prioritised with greater efficiency. 

However, as we have seen repeatedly throughout this book, the technology itself is 

not where the value lies. 

Businesses are not paying for access to AI tools. They are paying for opportunities 

to generate revenue. 

This distinction is critical because it shapes how the service should be positioned. A 

business owner is rarely interested in hearing about the latest software features. They 

are interested in attracting customers, increasing sales, and growing their business. 
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The service provider's role is therefore not merely to use artificial intelligence but to 

help achieve these objectives. 

An AI-assisted lead generation service typically involves identifying potential 

prospects, conducting research, building prospect lists, drafting personalised 

outreach messages, organising customer data, tracking engagement, and supporting 

follow-up activities. Depending on the client's needs, the service may also include 

market segmentation, customer profiling, and outreach strategy development. 

The potential market is substantial. Consultants, coaches, recruiters, legal 

professionals, real estate agents, software companies, marketing agencies, training 

providers, and countless other businesses rely upon a steady flow of prospects. Many 

understand the importance of lead generation but lack either the time or the systems 

required to perform it consistently. 

One reason I find this opportunity particularly interesting is that it combines 

technology with human judgement in a meaningful way. Artificial intelligence can 

help identify prospects and generate communication, but successful lead generation 

still depends heavily on understanding people. Different audiences respond to 

different messages. Different industries have different expectations. Effective 

communication requires context, empathy, and an understanding of human 

behaviour. 

A poorly targeted message sent to thousands of people may generate fewer results 

than a thoughtful message sent to a carefully selected audience. This is why strategy 

remains important. Technology can increase efficiency, but it cannot eliminate the 

need for good judgement. 

Individuals with backgrounds in sales, administration, customer service, recruitment, 

marketing, business development, or communications may find this opportunity 

particularly attractive. Many of the skills required—research, organisation, 

communication, relationship-building, and follow-up—already exist within these 

professions. Artificial intelligence simply allows those skills to be applied more 

efficiently and at a larger scale. 

Another advantage of this business model is that results can often be measured. 

Clients can evaluate the number of prospects identified, meetings arranged, 

responses received, and opportunities generated. This makes it easier to demonstrate 

value and build long-term relationships based on tangible outcomes. 

Like every business opportunity discussed in this book, success depends upon 

delivering genuine value. Businesses are not looking for more spam messages or 
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larger contact lists. They are looking for meaningful opportunities to connect with 

people who may genuinely benefit from their products or services. The individuals 

who understand this distinction will often achieve better results than those who 

focus exclusively on automation. 

As artificial intelligence continues to transform business development activities, 

demand for effective lead generation support is likely to grow. Organisations will 

always need customers, and those who can help identify, attract, and engage those 

customers will remain valuable. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses improve customer experience and support. Acquiring customers is 

important, but retaining them is often even more valuable. 
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Chapter 13: Business Idea #8: AI-Assisted Customer 
Support 
 

Many businesses invest considerable effort in attracting customers. They spend 

money on advertising, build websites, maintain social media accounts, and 

implement lead-generation strategies. Yet once a customer has been acquired, a 

surprising number of organisations neglect the very thing that often determines 

whether that customer stays: customer experience. 
 

This is not always intentional. Most business owners understand the importance of 

good customer service. The challenge is that providing consistent support becomes 

increasingly difficult as organisations grow. More customers generate more enquiries, 

and more enquiries create greater demands on time, attention, and resources. 

Eventually, even well-intentioned businesses struggle to respond as quickly and 

effectively as they would like. 

The consequences can be significant. A delayed response may result in a lost sale. 

An unanswered enquiry may create frustration. A poorly handled complaint may 

damage a relationship that took years to build. In many industries, customers have 

numerous alternatives available to them, and when service standards decline, loyalty 

often declines as well. 

This challenge has created an opportunity for individuals who understand both 

customer service and artificial intelligence. 

AI-powered customer support has become one of the fastest-growing areas of 

business technology. Automated responses, intelligent chat systems, knowledge 

bases, ticketing systems, and AI-assisted communication tools now enable 

organisations to handle customer enquiries more efficiently than ever before. 

Despite these advances, however, the need for human involvement remains 

significant. Customers do not merely want answers. They want understanding, 

reassurance, clarity, and confidence that their concerns have been heard and 

addressed appropriately. 

Technology can assist with the delivery of information, but it cannot fully replace 

empathy, judgement, and relationship management. This is where AI-assisted 

customer support services create value. A service provider may help businesses 

implement customer support systems, manage enquiries, create response templates, 

develop knowledge resources, analyse customer feedback, monitor service quality, 
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and improve communication processes. Artificial intelligence can accelerate many of 

these activities, but the objective remains the same: creating a better experience for 

customers. 

The potential client base is extensive. E-commerce businesses, service providers, 

educational institutions, healthcare organisations, professional firms, software 

companies, and non-profit organisations all interact with customers, clients, students, 

patients, members, or stakeholders. Each interaction represents an opportunity 

either to strengthen or weaken a relationship. 

One reason this business model is particularly interesting is that it highlights the 

continuing importance of human skills in an increasingly automated environment. 

While many discussions about artificial intelligence focus on efficiency, customers 

often evaluate businesses based on something far more personal. They remember 

how they were treated. They remember whether their concerns were addressed. They 

remember whether communication was clear, respectful, and timely. These 

experiences influence trust, trust influences loyalty, and loyalty influences revenue. 

For this reason, customer support should not be viewed merely as a cost centre. It 

is often a revenue-generating function in disguise. Businesses that consistently 

provide positive customer experiences frequently benefit from repeat business, 

referrals, positive reviews, and stronger relationships. 

Individuals with backgrounds in administration, customer service, communications, 

hospitality, education, healthcare, sales, or relationship management may be 

particularly well suited to this opportunity. Many of the required skills, including 

listening, communication, empathy, organisation, and problem-solving, are already 

present within these professions. Artificial intelligence simply enables those skills to 

be applied more efficiently and consistently. 

Another advantage of this business model is its flexibility. Services may be offered 

as consulting engagements, ongoing support arrangements, implementation projects, 

training programmes, or customer experience audits. Businesses at different stages 

of growth often require different levels of assistance, creating multiple opportunities 

for service providers. 

As with the opportunities discussed throughout this book, success depends upon 

focusing on outcomes rather than technology. Businesses are not seeking artificial 

intelligence for its own sake. They are seeking happier customers, stronger 

relationships, improved retention, and better business results. Individuals who 
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understand this distinction are likely to create more value than those who focus 

exclusively on software. 

More broadly, this opportunity illustrates an important principle that extends far 

beyond customer service. Technology can increase efficiency, but relationships 

remain fundamentally human. Organisations that combine the strengths of artificial 

intelligence with thoughtful customer care are often better positioned to succeed 

than those that rely entirely on either one. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses recruit, assess, and manage talent more effectively in an increasingly 

competitive labour market. 
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Chapter 14: Business Idea #9: Intelligent Recruitment 
and Talent Support 
 

Every organisation depends on people. Products do not create themselves, 

customers do not serve themselves, and projects do not manage themselves. Behind 

every successful organisation are individuals whose knowledge, skills, experience, 

and effort contribute to the achievement of business objectives. Finding those 

individuals, however, is often more difficult than many employers expect. 
 

Recruitment has never been a simple process. Organisations must attract candidates, 

review applications, assess qualifications, conduct interviews, verify information, 

communicate with applicants, and make hiring decisions. Each stage requires time, 

judgement, and careful consideration. Even then, there is no guarantee that the 

selected candidate will ultimately prove to be the right fit. 

The challenge has become even more pronounced in recent years. Employers 

frequently report receiving large volumes of applications while still struggling to 

identify suitable candidates. At the same time, job seekers often describe frustration 

with lengthy recruitment processes, delayed responses, and limited feedback. Both 

sides invest significant effort, yet neither is always satisfied with the outcome. 

This has created an opportunity. 

Artificial intelligence is increasingly being used to support recruitment activities. 

Applications can be reviewed more efficiently, job descriptions can be drafted more 

quickly, candidate information can be organised and analysed with greater ease, 

interview questions can be generated, and recruitment workflows can be streamlined. 

Processes that once consumed substantial amounts of time can often be completed 

more effectively. 

Despite these advances, recruitment remains fundamentally a people-centred activity. 

Employers are not merely hiring qualifications; they are hiring individuals. Similarly, 

candidates are not merely applying for jobs. They are making decisions that may 

affect their careers, finances, families, and futures. This human dimension explains 

why recruitment continues to require judgement, communication, and relationship-

building. Artificial intelligence can assist with information processing, but it cannot 

fully evaluate character, cultural fit, motivation, interpersonal skills, or professional 

potential. These factors often influence hiring decisions as much as technical 

competence. 
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An AI-assisted recruitment service seeks to combine technological efficiency with 

human insight. Such services may include drafting job descriptions, sourcing 

candidates, screening applications, conducting preliminary assessments, 

coordinating interviews, creating candidate profiles, analysing recruitment data, and 

improving hiring workflows. Depending on the needs of the client, the service may 

also extend to onboarding support, candidate communication, and recruitment 

process improvement. 

The potential market is extensive. Small businesses frequently lack dedicated 

recruitment teams. Growing organisations often need support managing hiring 

activities. Recruitment agencies may seek assistance increasing efficiency. 

Educational institutions, non-profit organisations, and professional firms also face 

ongoing talent acquisition challenges. 

One aspect of this opportunity that deserves particular attention is the increasing 

importance of candidate experience. In many organisations, recruitment is viewed 

primarily from the employer's perspective. Yet candidates also form impressions 

throughout the hiring process. Delayed communication, unclear expectations, and 

poorly managed interactions can negatively affect an organisation's reputation and 

reduce its ability to attract quality applicants. 

This creates additional opportunities for service providers who understand 

communication and process management. Improving recruitment outcomes is not 

solely about identifying suitable candidates. It is also about creating a professional, 

respectful, and efficient experience for everyone involved. 

Individuals with backgrounds in human resources, administration, customer service, 

education, recruitment, operations, or communications may be particularly well 

positioned to pursue this opportunity. Many of the required skills, including 

organisation, relationship management, communication, documentation, and 

evaluation, are already familiar within these professions. Artificial intelligence can 

enhance these capabilities, allowing professionals to manage larger volumes of work 

while maintaining quality. 

Another advantage of this business model is its adaptability. Services may be offered 

on a project basis, through ongoing recruitment support arrangements, or as 

specialised consulting engagements focused on improving hiring processes. As 

organisations continue competing for talent, demand for effective recruitment 

support is likely to remain strong. 
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Like every opportunity discussed throughout this book, success depends upon 

solving meaningful problems. Employers want better hiring outcomes. Candidates 

want fairer and more efficient processes. Organisations want to reduce the costs 

associated with poor recruitment decisions. Service providers who understand these 

needs and use technology appropriately can create significant value. 

More broadly, this opportunity demonstrates an important principle that extends 

beyond recruitment itself. Artificial intelligence performs best when it assists human 

decision-making rather than attempting to replace it entirely. The most effective 

organisations are often those that combine technological efficiency with human 

judgement, recognising that while information can be processed by machines, 

relationships are still built by people. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses create and manage digital products, one of the fastest-growing areas of 

the modern economy and a field in which artificial intelligence is creating entirely 

new possibilities for entrepreneurs. 
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Chapter 15: Business Idea #10: Digital Product Creation 
with AI 
 

One of the most attractive aspects of digital products is that they can continue 

creating value long after they have been produced. A consultant may earn income 

from a one-hour consultation, a lawyer may earn income from drafting a document, 

and an administrator may earn income from completing a project. In each case, the 

income is directly connected to time. Once the work is completed, the opportunity 

to earn from that specific task generally ends. 
 

Digital products operate differently. A well-designed template can be sold repeatedly. 

A guide can be downloaded thousands of times. A workbook can reach readers in 

different countries. An online course can be purchased months or even years after 

it is created. For this reason, digital products have become increasingly attractive to 

entrepreneurs seeking income streams that are less dependent upon trading time for 

money. 

The concept itself is not new. People have been creating books, training materials, 

templates, manuals, guides, and educational resources for many years. What has 

changed is the ease with which such products can now be developed, improved, and 

distributed. 

Artificial intelligence has accelerated many aspects of the creation process. Research 

can be conducted more efficiently, ideas can be organised more quickly, draft 

content can be generated, designs can be produced, presentations can be developed, 

and marketing materials can be prepared. Tasks that once required significant 

resources can often be completed with far greater speed. This has created 

opportunities for individuals who possess knowledge, experience, skills, or 

frameworks that others find useful. 

Importantly, the most successful digital products are rarely created by asking, "What 

can I sell?" More often, they are created by asking, "What problem can I solve?" A 

job seeker struggling to prepare professional application materials may benefit from 

CV templates. A small business owner may need customer communication 

templates. An administrative professional may require workflow systems. A student 

may need study resources, while a manager may benefit from performance review 

tools. In each case, the customer is purchasing a solution rather than a product. 
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This distinction is important because it influences how opportunities should be 

evaluated. Many aspiring entrepreneurs become focused on creating digital products 

without first establishing whether there is a genuine need. As a result, they spend 

considerable time producing resources that attract little interest. Successful digital 

products typically emerge from existing problems. The creator notices a recurring 

challenge, develops a useful solution, organises that solution into a format that 

others can use, and creates value in the process. 

Artificial intelligence can assist throughout this journey, but it does not eliminate the 

need for judgement. The quality of a digital product still depends on understanding 

the audience, identifying their needs, and creating something genuinely useful. 

Technology can accelerate production, but it cannot replace relevance. 

One reason this business model is particularly compelling is that it allows people to 

monetise expertise that already exists within their professional experience. 

Knowledge accumulated over years of work can often be transformed into templates, 

guides, checklists, workbooks, eBooks, training materials, or other resources. 

Many people underestimate the value of what they know because it feels familiar to 

them. The administrative process that seems routine to an experienced administrator 

may save hours for a small business owner. The professional email structure that 

feels obvious to a communications specialist may help a job seeker avoid costly 

mistakes. The workflow system that appears ordinary to a manager may solve a 

problem for hundreds of other professionals. This is one reason digital products 

continue to attract entrepreneurs. They allow knowledge to be packaged, distributed, 

and scaled in ways that traditional services often cannot. 

The potential formats are extensive. eBooks, templates, prompt libraries, training 

manuals, online courses, worksheets, checklists, digital planners, assessment tools, 

presentation decks, and subscription-based resource libraries all represent possible 

opportunities. The most appropriate format depends largely upon the nature of the 

problem being addressed and the preferences of the target audience. 

Another advantage of this business model is flexibility. Some entrepreneurs use 

digital products as standalone businesses, while others use them to complement 

consulting, coaching, training, or professional services. In many cases, digital 

products serve as both revenue generators and credibility builders, demonstrating 

expertise while creating additional income streams. 

As with every opportunity discussed throughout this book, success ultimately 

depends upon value creation. Customers are not purchasing files, downloads, or 
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PDFs. They are purchasing solutions, convenience, knowledge, efficiency, 

confidence, or results. Entrepreneurs who understand this distinction are often 

better positioned to create products that people genuinely want. 

More broadly, this opportunity illustrates a principle that appears throughout the AI 

economy. Artificial intelligence has made creating digital products easier, but it has 

not automatically made creating valuable digital products easier. Value still comes 

from understanding people, recognising problems, and developing useful solutions. 

Technology may accelerate the journey, but the destination remains the same. 

In the next chapter, we will examine an opportunity that combines expertise, trust, 

and technology in a different way: AI-assisted consulting services. While digital 

products allow knowledge to be packaged and distributed, consulting allows 

knowledge to be applied directly to individual situations and organisational 

challenges. 
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Chapter 16: Business Idea #11: AI-Enhanced Business 
Consulting 
 

One of the most common misconceptions about business is the belief that people 

pay primarily for information. In reality, information is often the easiest part of the 

problem. Most of the information people need already exists somewhere. Books 

contain information, articles contain information, videos contain information, and 

search engines provide access to vast amounts of knowledge within seconds. 

Artificial intelligence has made information even more accessible than before. 
 

 

 

 

 

 

 

 

Yet despite this abundance, organisations continue to hire consultants. The reason 

is simple. People rarely pay for information alone. They pay for insight, judgement, 

experience, and perspective. Most importantly, they pay for help applying knowledge 

to their specific circumstances. This is where consulting creates value. A consultant 

helps individuals and organisations understand problems, evaluate options, make 

decisions, improve processes, and achieve objectives. While information may form 

part of the solution, the real value often lies in interpretation and application. 

Artificial intelligence has introduced new possibilities within this field. Research can 

be conducted more efficiently, data can be analysed more quickly, reports can be 

prepared faster, industry developments can be monitored more effectively, and 

strategic options can be explored in greater depth. Tasks that once consumed 

significant amounts of time can now be completed with greater speed and efficiency. 

These developments, however, have not eliminated the need for consultants. If 

anything, they have increased the importance of judgement. 

As access to information expands, organisations often face a different challenge. 

They possess more information than ever before but struggle to determine what is 

relevant, what should be prioritised, and what actions should be taken. Rather than 

creating clarity, an abundance of information can create confusion. Effective 

consultants distinguish themselves by helping clients cut through complexity and 

focus on what matters most. Their value does not lie in producing lengthy reports 

or impressive presentations. It lies in helping clients understand what is important, 

what is not, and what should happen next. 

An AI-enhanced consulting business combines professional expertise with 

technological capability. Artificial intelligence can accelerate research, analysis, 

documentation, and planning, allowing consultants to devote more time to strategy, 

decision-making, and client engagement. The opportunities within this field are 
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extensive. Businesses seek advice on operations, compliance, marketing, human 

resources, customer experience, technology adoption, risk management, training, 

and organisational development. Professionals seek guidance on career development, 

productivity, personal branding, and business growth. In each case, the consultant 

helps bridge the gap between information and action. 

One reason this opportunity is particularly attractive is that it builds naturally upon 

existing expertise. Many professionals spend years acquiring specialised knowledge 

without recognising its commercial potential. A legal professional understands 

compliance and regulatory obligations. An administrative professional understands 

workflows and organisational systems. A human resources practitioner understands 

talent management. An educator understands learning and development. These 

forms of expertise can often become the foundation of consulting services. 

Artificial intelligence strengthens this opportunity because it enables consultants to 

work more efficiently. Research that once required several days may be completed 

within hours. Industry updates can be monitored continuously. Reports can be 

structured more effectively. Client recommendations can be supported by broader 

and more current information. However, technology should not be confused with 

expertise. An AI tool may generate recommendations, but a consultant determines 

whether those recommendations make sense. An AI tool may identify patterns, but 

a consultant determines whether those patterns are meaningful. An AI tool may 

produce information, but a consultant helps clients transform information into 

decisions. 

This distinction becomes increasingly important as more organisations gain access 

to AI tools. If every business can use the same technology, competitive advantage 

shifts elsewhere. It shifts towards expertise, judgement, industry knowledge, 

communication skills, and the ability to solve problems effectively. The 

organisations and professionals who combine technological capability with sound 

judgement are often better positioned than those who rely exclusively on either one. 

Another advantage of consulting is flexibility. Services can be delivered through one-

time engagements, ongoing advisory relationships, workshops, training programmes, 

audits, assessments, or project-based assignments. Consultants may specialise within 

a particular industry or focus on a specific problem. Over time, successful 

consultants often develop reputations that generate referrals, repeat business, and 

long-term client relationships. 

As with every opportunity discussed throughout this book, success depends upon 

creating genuine value. Clients are not paying for artificial intelligence. They are 
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paying for better decisions, improved performance, reduced risk, increased 

efficiency, or stronger results. Artificial intelligence may support the process, but it 

is the consultant's ability to apply expertise that ultimately determines the quality of 

the outcome. 

More broadly, this opportunity reflects a recurring theme throughout this book. 

Technology changes the way work is performed, but it does not eliminate the need 

for human judgement. In many cases, it increases the value of those who can think 

critically, communicate clearly, and apply knowledge effectively. As information 

becomes more accessible, the ability to interpret it, evaluate it, and use it wisely 

becomes increasingly valuable. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses and professionals navigate the growing demand for AI adoption itself. As 

organisations seek to understand and implement artificial intelligence, a new category 

of opportunity is emerging for those who can guide that transition. 
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Chapter 17: Business Idea #12: AI Integration and 
Implementation Services 
 

For many organisations, artificial intelligence has moved beyond curiosity and 

become a genuine business consideration. Executives discuss it during strategy 

meetings, managers explore potential applications, employees experiment with new 

tools, and industry publications regularly highlight examples of organisations using 

artificial intelligence to improve efficiency, reduce costs, and create competitive 

advantages. 
 

Despite this growing interest, a significant number of businesses remain uncertain 

about where to begin. They understand that artificial intelligence may be important. 

They understand that competitors are exploring it. They understand that 

opportunities exist. What they often do not understand is how artificial intelligence 

fits within their specific organisation and how it can be implemented in a way that 

produces meaningful results. 

This uncertainty has created a business opportunity. 

While much attention is given to AI tools themselves, relatively little attention is 

given to the practical challenges organisations face when attempting to adopt them. 

Businesses often struggle to identify suitable use cases, evaluate risks, train 

employees, develop policies, establish workflows, and measure outcomes. Many 

organisations recognise the potential value of artificial intelligence but lack the 

expertise required to implement it effectively. 

This is where AI adoption and implementation services create value. The objective 

is not simply to introduce new technology. The objective is to help organisations 

identify practical ways of improving existing processes and achieving measurable 

outcomes. In many cases, successful implementation begins not with technology but 

with understanding how the organisation currently operates. 

Consider a small business interested in improving productivity. The owner may hear 

about artificial intelligence and assume it should be integrated immediately. However, 

before selecting tools, several important questions need to be answered. Which tasks 

consume the most time? Which processes create bottlenecks? Which activities could 

benefit from automation or augmentation? What risks must be managed? How will 

employees be trained? How will success be measured? These questions require 

analysis, planning, and judgement. 
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Artificial intelligence can assist with implementation, but it cannot determine 

organisational priorities or business objectives. Those decisions remain human 

responsibilities. An AI adoption consultant helps organisations navigate these 

challenges by providing guidance, structure, and expertise throughout the process. 

Services may include workflow assessments, opportunity identification, AI readiness 

evaluations, policy development, employee training, implementation planning, tool 

selection, performance monitoring, and change management support. Depending 

on the client's needs, the consultant may also assist with governance frameworks, 

risk assessments, and ethical considerations. 

One reason this opportunity is particularly compelling is that it demonstrates how 

technological change often creates demand for guidance rather than merely demand 

for technology. Businesses frequently require assistance understanding how 

innovations apply to their specific circumstances. They do not necessarily need 

someone to build the technology. More often, they need someone to help them use 

it wisely. 

This creates opportunities for individuals who possess both professional expertise 

and AI literacy. Understanding business operations, administrative processes, 

compliance requirements, customer experience, project management, or 

organisational behaviour can be just as important as understanding the technology 

itself. 

In fact, many successful implementation projects depend more on people than on 

software. Employees must understand new processes, managers must support 

adoption, policies must be developed, expectations must be communicated, 

concerns must be addressed, and resistance must be managed. Technology may be 

the catalyst for change, but people ultimately determine whether that change 

succeeds. 

This is one reason the opportunity extends beyond technical consulting. 

Communication, training, stakeholder engagement, and change management often 

play equally important roles. Organisations that fail to address these human factors 

frequently struggle to realise the benefits they expected from new technologies. 

Another advantage of this business model is its growing relevance. As artificial 

intelligence becomes more accessible, increasing numbers of organisations will 

explore implementation. Many will require guidance in identifying opportunities, 

avoiding mistakes, and ensuring that investments produce meaningful results. This 

demand is unlikely to disappear quickly because technological change is not a one-
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time event. New tools, capabilities, and applications continue to emerge, creating 

ongoing opportunities for advisory and implementation services. 

Individuals with backgrounds in administration, operations, human resources, 

project management, compliance, training, consulting, technology, or organisational 

development may be particularly well positioned to pursue this opportunity. Many 

of the skills required, including analysis, communication, planning, problem-solving, 

and stakeholder management, are already familiar within these professions. 

As with every opportunity discussed throughout this book, success depends upon 

solving real problems. Organisations are not seeking artificial intelligence for its own 

sake. They are seeking improved productivity, better decision-making, reduced costs, 

enhanced customer experiences, and stronger business performance. Those who can 

help them achieve these outcomes will continue to create value. 

More broadly, this opportunity illustrates an important lesson that applies not only 

to artificial intelligence but to innovation in general. The greatest opportunities often 

emerge not from creating new technologies but from helping people understand, 

adopt, and benefit from them. In many cases, the bridge between possibility and 

progress is not technology itself but the guidance that enables people to use it 

effectively. 

In the next chapter, we will explore an opportunity that focuses on one of the fastest-

growing concerns in the digital economy: helping individuals and organisations use 

artificial intelligence responsibly, effectively, and safely while managing the risks that 

accompany its adoption. 
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Chapter 18: Business Idea #13: AI Governance, Risk, 
and Compliance 
 

Every major technological advancement creates opportunities, but it also creates 

risks. Throughout history, new technologies have improved productivity, expanded 

access to information, and transformed industries. At the same time, they have 

introduced challenges that organisations were required to understand and manage. 

Artificial intelligence is proving no different. 
 

As businesses increasingly adopt AI tools, a growing number of organisations are 

beginning to ask important questions. Can employees use AI to handle confidential 

information? How accurate are AI-generated outputs? Who is responsible if an AI 

system makes a mistake? How should AI-generated content be reviewed? What 

policies should be established to guide responsible use? How can organisations 

balance innovation with risk management? 

These questions are becoming increasingly important because artificial intelligence 

is no longer being used only by technology companies. Employees across a wide 

range of industries now use AI tools for research, communication, analysis, content 

creation, planning, and decision-making. In many organisations, adoption has 

occurred faster than governance. As a result, businesses often find themselves in an 

unusual position. Employees are already using artificial intelligence, but the 

organisation has not yet established clear guidelines regarding how it should be used. 

This gap has created demand for professionals who can help organisations develop 

frameworks for responsible AI adoption while balancing innovation with 

appropriate safeguards. 

AI governance, risk, and compliance services focus on helping organisations 

establish those frameworks. The objective is not to discourage innovation but to 

ensure that artificial intelligence is used in ways that align with legal requirements, 

ethical principles, organisational policies, and business objectives. 

For many organisations, this is unfamiliar territory. A company may have policies 

governing financial controls, information security, employee conduct, data 

protection, and regulatory compliance, yet have no equivalent framework addressing 

artificial intelligence. Questions relating to privacy, intellectual property, bias, 

transparency, accountability, and data security may remain unresolved. 
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The consequences of this uncertainty can be significant. An employee may 

inadvertently upload sensitive information into a public AI platform. A business may 

publish inaccurate AI-generated content. Decisions may be influenced by biased or 

incomplete outputs. Clients may raise concerns about transparency and 

accountability. Regulators may introduce new obligations that organisations are 

unprepared to address. Each of these scenarios creates risks that organisations 

increasingly need help managing. 

An AI governance and compliance service may include policy development, risk 

assessments, AI usage guidelines, employee training, compliance reviews, 

governance frameworks, vendor assessments, and implementation support. 

Depending on the organisation's industry, services may also involve reviewing 

regulatory requirements, identifying sector-specific risks, and helping leadership 

teams establish appropriate oversight mechanisms. 

One reason this opportunity is particularly interesting is that it reflects a broader 

reality about innovation. Organisations are rarely concerned only with what 

technology can do. They are equally concerned with what could go wrong. The more 

important a technology becomes, the greater the need for appropriate governance 

and oversight. 

This creates opportunities for individuals with backgrounds in law, compliance, 

administration, risk management, auditing, governance, information security, public 

policy, and organisational management. Many of the skills required for success in 

this field, including policy analysis, risk assessment, documentation, stakeholder 

communication, and regulatory interpretation, already exist within these professions. 

Artificial intelligence simply introduces a new context in which those capabilities can 

be applied. 

Importantly, effective governance does not mean creating unnecessary restrictions. 

Excessive controls can discourage innovation just as effectively as insufficient 

controls can increase risk. The objective is to help organisations adopt AI 

confidently and responsibly while maintaining safeguards that protect employees, 

customers, information, and business interests. 

As artificial intelligence becomes more deeply integrated into business operations, 

demand for governance and compliance expertise is likely to increase. Organisations 

of all sizes will require guidance on how to use AI effectively while remaining 

compliant, ethical, and accountable. This demand is unlikely to disappear because 

technological change is not a one-time event. New tools, capabilities, and 
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applications continue to emerge, creating an ongoing need for governance 

frameworks that evolve alongside them. 

More broadly, this opportunity illustrates an important principle that extends beyond 

artificial intelligence. New technologies rarely create demand only for technical 

expertise. They also create demand for professionals who can help organisations 

navigate uncertainty, manage change, interpret requirements, and make informed 

decisions. In many cases, these supporting roles become just as valuable as the 

technology itself because they enable organisations to use innovation safely and 

effectively. 

For readers with experience in governance, compliance, administration, law, policy, 

auditing, or risk management, this business model may represent a particularly 

attractive opportunity. It combines established professional skills with one of the 

fastest-growing areas of organisational concern and demonstrates how existing 

expertise can be applied within an emerging field. 

In the next chapter, we will explore an opportunity that focuses on helping 

individuals and organisations improve decision-making through AI-assisted data 

analysis and business intelligence services, an area where the ability to transform 

information into action is becoming increasingly valuable. 
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Chapter 19: Business Idea #14: Data Analysis and 
Business Intelligence 
 

Businesses generate information constantly. Sales figures are recorded, customer 

enquiries are tracked, marketing campaigns produce data, financial transactions 

create records, employee performance is measured, website traffic is monitored, and 

surveys generate feedback. Every day, organisations accumulate information that has 

the potential to influence decisions. 
 

Yet despite having access to more information than ever before, many organisations 

continue to struggle with a familiar problem: they do not know what the information 

is telling them. This is not because the data is unavailable. It is because information 

and insight are not the same thing. 

A business may have access to thousands of records and still be unable to answer 

relatively simple questions. Why are sales declining? Which customers generate the 

most revenue? Which marketing activities are producing results? What factors 

contribute to employee turnover? Where are operational inefficiencies occurring? 

What trends are emerging that require attention? Answering these questions requires 

more than collecting information. It requires analysis. 

This challenge has created an opportunity for individuals who can help organisations 

transform data into useful insights. 

Artificial intelligence has significantly expanded the possibilities within this field. 

Large volumes of information can now be processed more efficiently than before. 

Patterns can be identified more quickly, reports can be generated faster, forecasts 

can be developed, trends can be visualised, and data that once appeared 

overwhelming can often be organised into forms that support decision-making. 

However, as we have seen throughout this book, technology alone does not create 

value. An organisation does not benefit simply because data has been analysed. It 

benefits when that analysis leads to better decisions. This distinction is important 

because it highlights the true role of the service provider. The objective is not merely 

to create charts, dashboards, or reports. The objective is to help organisations 

understand what actions they should take based on the information available to them. 

Consider a simple example. A retail business may discover that certain products 

consistently outperform others. That information is useful, but only if it influences 

purchasing decisions, inventory planning, marketing activities, or pricing strategies. 
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Similarly, an organisation may identify patterns in customer complaints. The insight 

becomes valuable when it leads to service improvements, process changes, or better 

customer experiences. In other words, data analysis is not really about data. It is 

about decision-making. 

An AI-assisted data analysis service may involve collecting information from 

multiple sources, identifying trends, generating reports, creating dashboards, 

producing forecasts, analysing customer behaviour, evaluating operational 

performance, or providing business intelligence summaries. The precise services 

offered will vary according to the needs of the client and the industry involved. 

The potential market is extensive. Small businesses, non-profit organisations, 

consultants, educational institutions, healthcare providers, professional firms, 

retailers, and growing companies all rely upon information to guide decisions. Many 

possess the data they need but lack the time, expertise, or systems required to analyse 

it effectively. 

One reason this opportunity is particularly attractive is that it combines technical 

capability with critical thinking. Artificial intelligence can process information rapidly, 

but it cannot fully understand organisational priorities, commercial realities, or 

strategic objectives. Human judgement remains essential in determining which 

insights matter and what actions should follow. This creates opportunities for 

individuals who can bridge the gap between information and action. 

Professionals with backgrounds in administration, finance, operations, compliance, 

project management, research, consulting, or business management may be 

especially well positioned to pursue this opportunity. Many already possess analytical 

skills that can be strengthened through the use of AI tools. 

Another advantage of this business model is that it often leads to ongoing 

relationships. Organisations rarely analyse data only once. Performance must be 

monitored, trends must be reviewed, and new information must be evaluated. As a 

result, clients frequently require recurring support rather than one-time assistance, 

creating opportunities for stable and predictable revenue. 

As businesses continue generating increasing amounts of information, the ability to 

transform that information into insight is likely to become even more valuable. 

Organisations that make informed decisions generally perform better than those that 

rely on assumptions. Consequently, professionals who can help produce those 

insights will remain in demand. 
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More broadly, this opportunity illustrates a principle that extends beyond data 

analysis. Technology creates possibilities, but value emerges when those possibilities 

help people make better decisions. Artificial intelligence can process information, 

identify patterns, and generate reports, but human beings determine what the 

information means and how it should influence future actions. The most successful 

organisations are often those that combine technological capability with thoughtful 

decision-making. 

In the next chapter, we will explore an opportunity that focuses on helping 

businesses improve productivity and performance through AI-assisted workflow 

optimisation, a field that combines efficiency, problem-solving, and operational 

improvement in ways that can create significant value for organisations. 
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Chapter 20: Business Idea #15: Smart Workflow 
Optimisation 
 

Every organisation has workflows. Some are carefully designed and well 

documented, while others develop gradually over time as employees create methods 

for completing tasks and managing responsibilities. Regardless of how they originate, 

workflows influence almost every aspect of organisational performance. 
 

Documents move through approval processes, customer enquiries pass between 

departments, information is collected and stored, requests are submitted and 

processed, reports are prepared and distributed, and projects move through multiple 

stages before completion. These activities occur every day, often without attracting 

much attention. 

The challenge is that many workflows are far less efficient than organisations realise. 

Over time, unnecessary steps are introduced, responsibilities become unclear, 

information is duplicated, and delays occur. Processes that were once effective 

gradually become more difficult to manage. Employees spend time performing 

activities that add little value, while important tasks wait unnecessarily for approval, 

review, or action. 

Because these inefficiencies develop gradually, organisations often learn to live with 

them. What was once considered a temporary workaround becomes standard 

practice. Employees adapt, managers adjust expectations, and productivity suffers 

while the underlying causes remain unaddressed. This creates an opportunity for 

professionals who can help organisations identify inefficiencies, redesign processes, 

and improve the way work is performed. 

Businesses are constantly searching for ways to improve efficiency, reduce delays, 

eliminate unnecessary work, and increase productivity. Artificial intelligence has 

introduced new possibilities for achieving these objectives, particularly when 

combined with a thoughtful understanding of how organisations operate. 

An AI-assisted workflow optimisation service focuses on helping organisations 

examine their existing processes, identify inefficiencies, and implement 

improvements. The objective is not simply to introduce new technology. The 

objective is to ensure that work flows more effectively from beginning to end. 

This distinction is important because many organisations assume that technology 

alone will solve operational problems. In reality, automating an inefficient process 
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often produces an inefficient automated process. Before introducing AI tools, it is 

necessary to understand how work is currently being performed and where 

improvements can be made. 

Consider a simple example. An organisation may require multiple individuals to 

review routine documents before approval. Each review stage introduces delays, yet 

several of the reviews may add little value. Artificial intelligence might accelerate 

parts of the process, but a more significant improvement could result from 

redesigning the workflow itself. Technology becomes more effective when it 

supports a better process rather than compensating for a poor one. 

For this reason, workflow optimisation combines analysis with implementation. The 

service provider must understand how tasks move through an organisation, where 

bottlenecks occur, which activities consume excessive time, and which processes 

create frustration for employees and customers. Artificial intelligence can then be 

applied strategically to reduce administrative burdens, automate routine activities, 

improve communication, and support decision-making. 

The potential market is extensive. Small businesses, professional firms, educational 

institutions, healthcare organisations, non-profit entities, and growing companies all 

depend on operational efficiency. Many recognise that improvements are needed but 

lack either the time or expertise required to evaluate their processes objectively. 

One reason this opportunity is particularly appealing is that it rewards observation. 

Successful workflow consultants often notice problems that others have stopped 

seeing. They recognise unnecessary complexity, duplicated effort, communication 

breakdowns, and procedural inefficiencies that have become accepted as normal. By 

asking simple questions about how work is performed, they uncover opportunities 

for meaningful improvement. 

Individuals with backgrounds in administration, operations, project management, 

compliance, customer service, quality assurance, or organisational development may 

be particularly well positioned to pursue this opportunity. These professions 

frequently require people to understand systems, coordinate activities, solve 

problems, and improve efficiency. Artificial intelligence expands the range of 

solutions available, but the underlying skills remain highly relevant. 

Another advantage of this business model is that clients often experience measurable 

benefits. Reduced processing times, improved productivity, lower costs, increased 

accuracy, and better employee experiences can all result from effective workflow 
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optimisation. These outcomes make it easier to demonstrate value and build long-

term relationships. 

As organisations continue searching for ways to accomplish more with limited 

resources, demand for workflow optimisation expertise is likely to increase. 

Businesses are not merely seeking technology. They are seeking better ways of 

working. Professionals who can help them achieve that objective will remain 

valuable regardless of which specific tools become popular in the future. 

More broadly, this opportunity illustrates an important principle that extends beyond 

workflow management. Artificial intelligence is most effective when applied to well-

understood problems. The greatest opportunities often arise not from technology 

itself but from identifying inefficiencies and finding better ways to solve them. 

Technology can accelerate improvement, but thoughtful analysis is what makes 

improvement possible in the first place. 

In the next chapter, we will examine an opportunity that focuses on helping 

organisations create, manage, and improve internal knowledge systems. As 

information continues to grow, businesses increasingly need effective ways to 

capture, organise, and access the knowledge upon which their operations depend. 
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Chapter 21: Business Idea #16: AI-Informed Knowledge 
Management 
 

A few years ago, I was looking for a document and became increasingly frustrated 

by how difficult it was to locate. I knew the document existed. I knew it had been 

created. I even knew roughly when it had been prepared. Yet despite this, finding it 

proved surprisingly difficult. The information had not been lost. It was simply buried 

beneath other information. 

The experience reminded me of a challenge that exists within many organisations. 

Businesses often assume that possessing information is the same thing as managing 

it. In reality, the two are very different. An organisation may possess thousands of 

documents, emails, reports, policies, procedures, training materials, and records, yet 

still struggle to access the information it needs when it needs it. Information that 

cannot be easily found, understood, or applied is often little more useful than 

information that does not exist at all. 

This problem becomes more significant as organisations grow. New employees join. 

New procedures are introduced. Additional documents are created. Responsibilities 

evolve. Over time, information accumulates at a pace that few organisations are fully 

prepared to manage. As a result, employees spend increasing amounts of time 

searching for documents, requesting information that already exists, or trying to 

determine which version of a document is the correct one. Questions that have been 

answered previously are asked again. Mistakes that could have been avoided 

continue to occur because important information is difficult to locate or has never 

been properly documented. 

Perhaps the greatest risk is that valuable knowledge often exists only in the minds of 

experienced employees. Over the years, individuals develop insights, shortcuts, 

processes, and practical understanding that help organisations function effectively. 

Yet much of this knowledge remains undocumented. When those individuals leave, 

retire, or change roles, the organisation frequently discovers that important 

knowledge has disappeared with them. Rebuilding that knowledge can take months 

or even years. 

This challenge has created a business opportunity that many people overlook. While 

considerable attention is given to creating information, far less attention is given to 

organising it. Yet organisations increasingly need systems that help them capture 
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knowledge, structure information, preserve institutional memory, and make valuable 

resources accessible to the people who need them. 

Artificial intelligence has introduced new possibilities in this area. Large collections 

of documents can be organised more efficiently. Information can be categorised, 

summarised, and searched with greater accuracy. Knowledge bases can be developed 

and maintained more effectively. Employees can retrieve information more quickly. 

Processes that once depended heavily on manual effort can now be supported by 

intelligent systems capable of identifying relevant information within vast collections 

of content. 

However, technology alone is not the solution. An organisation may invest in 

sophisticated software and still struggle if information is poorly organised, outdated, 

incomplete, or inconsistent. Effective knowledge management requires more than 

tools. It requires structure. It requires clear documentation practices. It requires an 

understanding of how information flows through an organisation and how 

employees actually use that information in their daily work. 

This is where AI-assisted knowledge management services create value. The service 

provider helps organisations identify what information exists, where it resides, how 

it is currently used, and how it can be organised more effectively. The work may 

involve creating internal knowledge bases, documenting procedures, organising 

digital records, developing information governance frameworks, improving 

documentation standards, or implementing AI-powered systems that make 

information easier to access and maintain. 

The potential market is broader than many people realise. Professional firms rely 

heavily on accumulated knowledge and precedent. Educational institutions manage 

large volumes of learning materials and administrative information. Healthcare 

organisations depend on accurate documentation and information sharing. Growing 

businesses often struggle to preserve institutional knowledge as they expand. In each 

of these environments, the ability to manage information effectively can influence 

productivity, decision-making, training, and operational efficiency. 

One reason I find this business model particularly appealing is that its value is often 

hidden in plain sight. Organisations readily recognise the cost of lost revenue or 

operational failures, but they rarely calculate the cost of employees spending hours 

searching for information, duplicating work, correcting avoidable mistakes, or 

repeatedly answering the same questions. Yet these inefficiencies accumulate over 

time and can have a significant impact on organisational performance. 
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Individuals with backgrounds in administration, records management, compliance, 

education, operations, project management, or organisational development may be 

especially well positioned to pursue this opportunity. Many of the underlying skills 

required—organisation, documentation, analysis, process improvement, and 

communication—already exist within these professions. Artificial intelligence simply 

provides additional tools for applying those skills more effectively. 

As organisations continue generating increasing amounts of information, the ability 

to manage knowledge will become even more important. Businesses do not merely 

need more information. They need information that is accessible, reliable, relevant, 

and useful. Those who can help organisations achieve this objective will continue to 

create value regardless of which technologies emerge in the future. 

This opportunity also reinforces a lesson that has appeared repeatedly throughout 

this book. The most valuable business ideas are often found in ordinary frustrations 

that people have learned to accept. Searching endlessly for information, repeating 

avoidable mistakes, and losing valuable knowledge are frustrations that many 

organisations experience every day. Helping to solve those problems may not attract 

headlines, but it can create significant value for the organisations that depend on 

knowledge to operate effectively. 

In the next chapter, we will explore an opportunity that focuses on education and 

learning, an area in which artificial intelligence is creating new possibilities for 

helping individuals and organisations acquire, organise, and apply knowledge more 

effectively. 
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Chapter 22: Business Idea #17: AI-Powered Learning 
and Training Solutions 
 

One of the most interesting characteristics of the modern economy is that learning 

has become a continuous requirement rather than a temporary activity. There was a 

time when many people viewed education as something that occurred during a 

particular stage of life. Individuals attended school, acquired qualifications, entered 

the workforce, and relied upon that knowledge throughout much of their careers. 

While professional development certainly existed, the pace of change was generally 

manageable. 
 

Today, the situation is very different. Industries evolve rapidly, new technologies 

emerge, regulations change, business practices develop, and skills that were highly 

valuable only a few years ago may require updating. At the same time, entirely new 

areas of knowledge continue to appear. As a result, individuals and organisations 

alike face a common challenge: the need to learn continuously. 

This challenge has created significant opportunities. Businesses require employee 

training, professional associations provide continuing education, educational 

institutions seek innovative ways to deliver learning, entrepreneurs develop courses 

and learning resources, and professionals invest in acquiring new skills to remain 

competitive. Across all of these environments, the demand for effective learning 

solutions continues to grow. 

Artificial intelligence is beginning to transform how learning materials are created, 

delivered, and personalised. Training programmes that once required considerable 

time and resources to develop can now be produced more efficiently. Learning 

materials can be adapted for different audiences, assessments can be generated 

automatically, large volumes of information can be organised into structured 

learning experiences, and educational content can be updated more quickly in 

response to changing requirements. 

However, as with many of the opportunities discussed throughout this book, the 

technology itself is not the primary source of value. People do not invest in learning 

because they want access to information. They invest in learning because they want 

outcomes. An employee wants to perform more effectively, a student wants to 

develop competence, a professional wants to advance their career, and an 

organisation wants to improve performance. Information matters, but the desired 

outcome matters more. 
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This distinction helps explain why some training programmes succeed while others 

fail. Access to information has never been easier. Books, articles, videos, podcasts, 

and online resources are available in abundance. Yet many individuals continue to 

struggle with learning because information alone does not necessarily create 

understanding. Effective learning requires structure, relevance, engagement, and 

practical application. 

This is where AI-assisted learning and training services create value. Service 

providers help individuals and organisations develop learning experiences that are 

organised, accessible, and aligned with specific objectives. The work may involve 

creating training programmes, developing educational resources, producing 

assessments, designing learning pathways, adapting content for different audiences, 

or implementing AI-powered learning systems. 

One reason this opportunity is particularly compelling is that it builds upon expertise 

that many people already possess. Teachers understand learning. Trainers 

understand knowledge transfer. Subject-matter experts understand specialised topics. 

Administrators understand organisational processes. Professionals understand the 

challenges within their industries. Artificial intelligence allows these forms of 

expertise to be packaged and delivered more efficiently, but it does not replace the 

expertise itself. 

The opportunity extends well beyond traditional education. Organisations frequently 

require onboarding programmes, compliance training, leadership development, 

customer education, technical instruction, and professional development initiatives. 

Each of these areas presents opportunities for individuals who can combine subject-

matter expertise with effective learning design. 

Another advantage of this business model is its scalability. A training programme 

developed for one organisation can often be adapted for another. Educational 

resources can be delivered to individuals in different locations, and learning products 

may be offered through workshops, online courses, digital resources, subscription 

platforms, or consulting engagements. This flexibility allows service providers to 

create multiple income streams while serving diverse audiences. 

Individuals with backgrounds in education, training, administration, human 

resources, professional development, consulting, coaching, or specialised industries 

may be particularly well positioned to pursue this opportunity. Many already possess 

the knowledge and communication skills required to create effective learning 

experiences. Artificial intelligence simply expands the range of tools available to 

support that work. 
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As organisations continue adapting to rapid technological and economic change, the 

ability to learn efficiently will become increasingly valuable. Businesses that develop 

knowledge effectively often outperform those that do not, and individuals who 

continue learning generally remain more adaptable than those who stop. 

Consequently, the demand for effective learning solutions is likely to remain strong 

for many years. 

More broadly, this opportunity illustrates an important principle that extends beyond 

education itself. Technology can organise information, personalise content, and 

improve efficiency, but meaningful learning remains a human process. Curiosity, 

understanding, experience, reflection, and the willingness to apply new knowledge 

continue to play central roles in personal and professional growth. Artificial 

intelligence may support learning, but it does not replace the qualities that make 

learning valuable. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses and professionals strengthen their decision-making through AI-assisted 

strategic planning and advisory services, an area where information, judgement, and 

long-term thinking intersect. 
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Chapter 23: Business Idea #18: Data-Informed Strategic 
Planning 
 

Most business problems do not arise because organisations lack information. If 

anything, the opposite is often true. 

Business leaders are surrounded by information. They review reports, analyse 

financial data, monitor competitors, track customer feedback, attend meetings, and 

follow industry developments. Yet despite having access to more information than 

any previous generation of business leaders, many still struggle with one fundamental 

challenge: Deciding what to do next. 

This challenge exists because information and decision-making are not the same 

thing. Information describes what has happened. Strategy attempts to determine 

what should happen. The ability to move from facts to action has always been one 

of the most valuable skills in business. 

Consider a growing company that has experienced strong sales over the past two 

years. The management team may have access to extensive information about 

customers, products, expenses, and performance. However, they still face difficult 

questions. Should they expand into new markets? Should they recruit additional 

employees? Should they invest in new technology? Should they increase prices? 

Should they focus on retaining existing customers or acquiring new ones? The 

answers are rarely obvious, even when substantial information is available. 

This is one reason strategic planning remains valuable. 

Organisations require more than data. They require perspective. They require 

analysis. They require a structured process for evaluating options and identifying 

priorities. Increasingly, they also require assistance navigating a business 

environment that changes more rapidly than ever before. 

Artificial intelligence has created new possibilities in this area. Large volumes of 

information can be analysed more efficiently. Market trends can be monitored more 

effectively. Competitor activities can be tracked. Scenarios can be explored. Research 

can be accelerated. Strategic discussions can be supported by broader and more 

timely information than was previously available. 

Yet the existence of these capabilities does not eliminate the need for strategic 

thinking. If anything, it increases its importance. 



76 
 

The more information available to decision-makers, the greater the need for 

judgement. Organisations must determine which information matters, which risks 

deserve attention, which opportunities are realistic, and which priorities should guide 

future action. Artificial intelligence can support this process, but it cannot assume 

responsibility for the decisions themselves. 

This creates an opportunity for individuals who can combine analytical thinking, 

business understanding, and AI-assisted research to support strategic planning. 

An AI-driven strategic planning service may involve market analysis, competitive 

intelligence, growth planning, business reviews, opportunity assessments, scenario 

planning, performance evaluation, and strategic advisory support. Depending on the 

needs of the client, the service may also include facilitating planning sessions, 

developing strategic documents, identifying emerging risks, and supporting 

implementation efforts. 

One of the reasons I find this business model particularly interesting is that it focuses 

on one of the most valuable outcomes any organisation can achieve: clarity. 

Businesses frequently become overwhelmed not because they lack options but 

because they have too many. Every opportunity appears attractive. Every challenge 

appears urgent. Every decision carries consequences. In such circumstances, the 

ability to identify priorities becomes extremely valuable. 

This opportunity is especially well suited to individuals who possess professional 

experience in management, consulting, administration, operations, finance, business 

development, project management, policy development, or organisational leadership. 

Such individuals often understand how organisations function, how decisions are 

made, and how competing priorities must be balanced. Artificial intelligence 

enhances these capabilities by making information gathering and analysis more 

efficient, but the value ultimately comes from sound judgement. 

Another advantage of this business model is that it operates at a higher strategic level 

than many of the opportunities discussed earlier in this book. Rather than focusing 

primarily on tasks or processes, it focuses on decisions. Clients are not paying for 

reports. They are paying for greater confidence in the decisions they make. They are 

paying for insight, perspective, and the ability to navigate uncertainty more 

effectively. 

As organisations continue facing rapid technological, economic, and competitive 

change, demand for strategic guidance is likely to remain strong. Leaders will 

continue seeking better ways to evaluate opportunities, manage risks, and position 
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their organisations for future success. Those who can help provide that clarity will 

continue to create value. 

This chapter also reinforces a lesson that has appeared repeatedly throughout this 

book. Artificial intelligence is most powerful when it supports human judgement 

rather than attempting to replace it. Technology can generate information, identify 

patterns, and explore possibilities. Human beings remain responsible for 

determining what matters and what actions should follow. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses and professionals build and manage online communities, an area where 

technology can support engagement, but where human connection remains the 

foundation of success. 
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Chapter 24: Business Idea #19: AI-Supported Community 
Management 

 
One of the most significant changes brought about by the internet is the way people 

gather. Not long ago, communities were largely defined by geography. People 

interacted with those who lived nearby, worked in the same organisation, attended 

the same institution, or belonged to the same social groups. While these forms of 

community continue to exist, digital platforms have created entirely new ways for 

people to connect. 
 

Today, individuals gather around interests, professions, industries, hobbies, causes, 

products, and shared experiences. A business owner in Lagos can exchange ideas 

with an entrepreneur in London. A teacher can participate in discussions with 

educators from multiple countries. Professionals can join communities dedicated to 

career development, industry knowledge, or specialised skills. As these communities 

have grown, so too has the need to manage them effectively. 

Contrary to popular belief, successful communities rarely develop by accident. They 

require structure, engagement, moderation, communication, and ongoing attention. 

Members need reasons to participate, discussions need guidance, questions require 

responses, resources must be organised, and relationships need to be nurtured. 

Without these elements, communities often become inactive or lose their sense of 

purpose. 

This challenge has created a business opportunity. Increasingly, organisations 

recognise that communities can be valuable assets. Businesses use communities to 

engage customers, professional associations use them to support members, 

educational institutions use them to facilitate learning, non-profit organisations use 

them to mobilise supporters, and creators use them to build audiences. In each case, 

the strength of the community influences the value it creates. 

Artificial intelligence is beginning to assist with many aspects of community 

management. Discussions can be summarised, frequently asked questions can be 

identified, resources can be organised more efficiently, engagement patterns can be 

analysed, content can be generated, member feedback can be reviewed, and 

administrative tasks that once required significant manual effort can often be 

performed more efficiently. 
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Despite these capabilities, community management remains fundamentally human. 

People do not join communities simply to access information. They join because 

they want connection, belonging, support, conversation, and opportunities to learn 

from others. These needs cannot be fully automated, which is why successful 

community management involves far more than technology. 

Effective community managers understand how to facilitate meaningful interactions, 

encourage participation, resolve conflicts, and create environments in which 

members feel valued. Artificial intelligence can support these activities by reducing 

administrative burdens and providing useful insights, but it cannot replace the 

human relationships upon which communities depend. 

An AI-enabled community management service may involve onboarding new 

members, moderating discussions, organising content, analysing engagement data, 

managing communication, creating newsletters, facilitating events, identifying 

community trends, and developing strategies to improve participation. Depending 

on the client's objectives, services may also include community growth planning, 

member retention initiatives, and content development. 

One reason this opportunity is particularly interesting is that it reflects a broader 

shift in how organisations create value. Increasingly, businesses recognise that 

products and services alone are not always enough. People often seek relationships, 

shared experiences, and a sense of belonging. Communities provide a framework 

through which these needs can be met while simultaneously strengthening customer 

loyalty, professional engagement, and organisational influence. 

This opportunity may be especially attractive to individuals with backgrounds in 

administration, customer service, communications, education, marketing, event 

management, human resources, or stakeholder engagement. Many of the underlying 

skills required, including communication, organisation, relationship-building, 

problem-solving, and facilitation, already exist within these professions. Artificial 

intelligence simply provides additional tools that can make community management 

more efficient and scalable. 

Another advantage of this business model is that it often generates recurring income. 

Communities require ongoing attention rather than one-time interventions. New 

members join, existing members participate, discussions continue, and content 

evolves. As a result, organisations frequently seek long-term support rather than 

short-term assistance. 
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As digital communities continue growing in importance, demand for skilled 

community management is likely to increase. Organisations that successfully build 

engaged communities often benefit from stronger relationships, improved retention, 

greater trust, and more meaningful interactions with the people they serve. 

More broadly, this opportunity illustrates a principle that extends beyond 

community management itself. Technology can help people connect, but connection 

remains a human experience. Artificial intelligence may improve efficiency, but 

communities ultimately thrive because of relationships, trust, shared purpose, and 

meaningful participation. Professionals who understand how to cultivate these 

qualities will continue to create value regardless of how technology evolves. 

In the next chapter, we will explore an opportunity that focuses on helping 

businesses and professionals manage their digital reputation, an increasingly 

important area in a world where first impressions are often formed online long 

before any direct interaction occurs. 
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Chapter 25: Business Idea #20: AI-Enabled Reputation 
Management 
 

Many years ago, a person's reputation was shaped primarily through direct 

interactions. People formed opinions based on conversations, personal experiences, 

recommendations, and word-of-mouth referrals. While these factors remain 

important today, the digital age has fundamentally changed how reputations are built 

and evaluated. 
 

Increasingly, people form impressions before they ever meet. A potential employer 

may review a LinkedIn profile before arranging an interview. A prospective client 

may search online before making contact. Customers often read reviews before 

making purchasing decisions, while business partners, journalists, and other 

stakeholders frequently conduct their own research before deciding whether to 

engage. In many cases, opinions are formed long before a direct conversation takes 

place. 

This shift has created both opportunities and challenges. On one hand, individuals 

and organisations now have unprecedented opportunities to communicate their 

expertise, values, achievements, and services. On the other hand, they have less 

control over how information about them is discovered, interpreted, and shared. As 

a result, reputation management has become increasingly important. 

Many people associate reputation management with crisis situations. They imagine 

organisations responding to negative publicity, damaging reviews, or public 

controversies. While such situations certainly exist, reputation management is much 

broader than crisis response. At its core, it involves helping individuals and 

organisations understand how they are perceived and ensuring that their digital 

presence accurately reflects who they are, what they stand for, and the value they 

provide. 

This challenge has created a significant business opportunity. Artificial intelligence 

has introduced new ways of monitoring, analysing, and managing digital reputation. 

Online mentions can be tracked more efficiently, customer reviews can be analysed 

at scale, sentiment can be monitored across multiple platforms, and public 

conversations can be summarised in ways that would have been difficult and time-

consuming only a few years ago. Businesses and professionals can now gain a clearer 

understanding of how they are perceived and identify potential issues before they 

become larger problems. 
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However, technology alone cannot manage reputation. Reputation is ultimately a 

human concept built on trust, shaped by perception, and influenced by 

communication. While artificial intelligence can help identify patterns and provide 

insights, it cannot determine how trust should be earned, maintained, or restored. 

Those responsibilities continue to require judgement, empathy, emotional 

intelligence, and an understanding of human behaviour. 

This is where AI-assisted reputation management services create value. Service 

providers help clients understand how they are perceived, identify potential risks, 

strengthen positive visibility, and respond appropriately to reputation-related 

challenges. Depending on the client's needs, the work may involve monitoring online 

mentions, analysing reviews, managing professional profiles, improving digital 

presence, developing communication strategies, preparing responses to feedback, or 

providing guidance during reputation-related incidents. 

One reason this business model is particularly interesting is that it reflects the 

growing importance of trust in the digital economy. Consumers have access to more 

information than ever before, and they increasingly rely on that information when 

making decisions. Before purchasing a product, hiring a professional, or engaging a 

service provider, many people conduct their own research. They read reviews, 

examine social media activity, evaluate credibility, and attempt to determine whether 

an individual or organisation can be trusted. A strong reputation can influence 

purchasing decisions, employment opportunities, partnerships, and professional 

relationships in ways that are often difficult to measure directly. 

Conversely, a poorly managed reputation can create significant obstacles. Negative 

reviews may discourage potential customers. Outdated information may create 

confusion. Inconsistent messaging may undermine credibility. In some cases, 

organisations may not even realise that reputation issues exist until those issues begin 

affecting enquiries, sales, recruitment efforts, or stakeholder relationships. The 

ability to identify and address these issues proactively can therefore create substantial 

value. 

The opportunity extends beyond businesses. Professionals increasingly need to 

manage their personal brands and online presence. Job seekers, consultants, authors, 

speakers, lawyers, coaches, educators, and executives often discover that 

opportunities are influenced not only by what they know but also by how they are 

perceived. A thoughtful digital presence can support credibility and create 

opportunities, while a neglected one may create unnecessary barriers. 
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Individuals with backgrounds in communications, customer service, public relations, 

administration, marketing, journalism, human resources, or stakeholder engagement 

may be particularly well suited to this opportunity. Many of the skills required, 

including listening, analysis, communication, relationship management, and 

problem-solving, already exist within these professions. Artificial intelligence simply 

expands the tools available to support the work. 

Another advantage of this business model is that reputation management is rarely a 

one-time activity. New reviews appear, online conversations evolve, public 

perceptions change, and digital platforms continue to develop. As a result, clients 

often require ongoing support, creating opportunities for recurring revenue and 

long-term relationships. 

As digital platforms continue influencing professional and commercial decisions, the 

importance of reputation is likely to increase rather than diminish. Organisations and 

individuals alike will continue seeking ways to understand how they are perceived 

and how they can build trust more effectively. Those who can help them navigate 

this challenge will remain valuable regardless of how technology evolves. 

More broadly, this opportunity illustrates a principle that extends far beyond 

reputation management. Technology can provide information, but trust remains 

fundamentally human. Artificial intelligence can identify patterns, monitor 

conversations, and generate insights, but lasting reputations are built through 

credibility, consistency, integrity, and meaningful relationships. Professionals who 

help individuals and organisations strengthen those qualities are likely to find 

opportunities wherever trust influences decisions. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses improve customer retention and loyalty, an area where understanding 

human behaviour often matters just as much as understanding technology. 
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Chapter 26: Business Idea #21: AI-Optimised Customer 
Retention 
 

Many businesses devote enormous amounts of time, effort, and money to attracting 

new customers. They invest in advertising campaigns, optimise websites, create 

content, run promotions, attend networking events, and develop lead-generation 

systems. In many organisations, customer acquisition receives constant attention 

because growth is often associated with attracting new business. 
 

 

 

 

 

 

 

 

 

 

Yet there is a question that deserves equal consideration: what happens after the 

customer arrives? 

Surprisingly, many businesses devote far less attention to this stage of the customer 

journey. Once a customer makes a purchase, signs a contract, or engages a service, 

the organisation's focus often shifts towards acquiring the next customer. Over time, 

this can create a costly problem. Customers leave, relationships weaken, loyalty 

declines, and revenue becomes increasingly dependent on finding new customers 

rather than retaining existing ones. 

This challenge has created a significant opportunity. Research consistently suggests 

that retaining existing customers is often less expensive than acquiring new ones. 

Existing customers are already familiar with the organisation, trust has already been 

established, and communication channels already exist. In many cases, the greatest 

growth opportunities are not found by constantly pursuing new customers but by 

strengthening relationships with those who already exist. 

Despite this, customer retention remains one of the most overlooked aspects of 

business strategy. One reason is that customer loyalty can be difficult to measure. 

Organisations often recognise lost sales more quickly than they recognise weakening 

relationships. A customer who quietly disengages rarely announces their intention to 

leave. They simply stop responding, stop purchasing, or choose a competitor. By the 

time the problem becomes visible, the opportunity to address it may already have 

been lost. 

Artificial intelligence is beginning to create new possibilities in this area. Businesses 

can analyse customer behaviour more effectively, identify engagement patterns, 

monitor feedback, detect signs of declining satisfaction, and personalise 

communication at a scale that would previously have been difficult to achieve. 
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Information that once remained hidden within customer records can now be used 

to generate insights about loyalty, retention, and long-term value. 

However, as with many of the opportunities discussed throughout this book, 

technology is not the primary source of value. Customers rarely remain loyal because 

a company uses sophisticated software. They remain loyal because they feel 

understood, appreciated, respected, and valued. Technology may help identify 

opportunities to strengthen relationships, but relationships themselves continue to 

depend upon human behaviour. This is why customer retention sits at the 

intersection of data, communication, psychology, and customer experience. 

An AI-optimised customer retention service may involve analysing customer 

behaviour, identifying retention risks, developing loyalty strategies, creating 

personalised communication campaigns, monitoring customer feedback, improving 

customer journeys, and helping organisations strengthen long-term relationships 

with their customers. Depending on the client's needs, the service may also include 

customer satisfaction assessments, engagement reviews, and recommendations 

designed to improve retention rates. 

One reason this opportunity is particularly interesting is that it focuses on a challenge 

many organisations underestimate. Businesses often know how to attract attention, 

but maintaining trust over time is considerably more difficult. Customers have 

choices, competitors emerge, and expectations evolve. Loyalty cannot be assumed 

simply because a customer made a purchase in the past. 

This reality creates opportunities for professionals who understand communication 

and relationship management. In many cases, improving retention is not about 

dramatic changes. It may involve improving responsiveness, strengthening 

communication, identifying dissatisfaction earlier, recognising loyal customers, or 

creating systems that help customers feel valued. These actions may appear simple, 

but they can have a significant impact on long-term business performance. 

Individuals with backgrounds in customer service, administration, communications, 

sales, marketing, stakeholder engagement, account management, hospitality, or 

relationship management may be particularly well suited to this opportunity. Many 

already possess the interpersonal skills required to understand customer behaviour 

and build trust. Artificial intelligence simply provides additional tools for identifying 

patterns and supporting decision-making. 

Another advantage of this business model is that results can often be measured. 

Improvements in retention rates, repeat purchases, customer satisfaction, referrals, 
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and lifetime customer value provide tangible evidence of impact. This makes it easier 

to demonstrate value and build ongoing relationships with clients. 

As competition continues to increase across many industries, organisations are likely 

to place greater emphasis on retaining the customers they already have. Acquiring 

new customers will always be important, but businesses that neglect existing 

relationships often discover that growth becomes increasingly difficult and 

expensive. Those who can help organisations strengthen loyalty, improve customer 

experiences, and build lasting relationships will continue to create significant value. 

More broadly, this opportunity highlights an important principle about business 

growth. Sustainable success is rarely achieved through acquisition alone. 

Organisations that thrive over the long term are often those that understand how to 

build trust, maintain relationships, and consistently deliver value to the people they 

serve. Artificial intelligence can help identify opportunities to strengthen those 

relationships, but loyalty itself is earned through experience, reliability, and trust. 

In the next chapter, we will explore an opportunity that focuses on helping 

businesses and professionals make better use of one of their most valuable assets: 

communication. 

  



87 
 

Chapter 27: Business Idea #22: AI-Integrated Business 
Communication 
 

Communication is one of the most important activities in business, yet it is often 

one of the most overlooked. Every organisation communicates constantly. Emails 

are sent, meetings are held, instructions are given, expectations are discussed, 

feedback is provided, questions are answered, and decisions are explained. Whether 

an organisation realises it or not, communication influences almost every aspect of 

its operations. It shapes relationships, affects trust, manages expectations, resolves 

misunderstandings, and often determines whether opportunities are created or lost. 
 

Despite its importance, communication is frequently treated as a secondary concern. 

Businesses invest heavily in products, technology, operations, and marketing, but 

relatively little attention is sometimes given to how information is communicated. 

Messages are rushed, expectations are assumed rather than clarified, difficult 

conversations are avoided, and important information is delivered without sufficient 

context. Over time, these seemingly minor issues accumulate and begin to affect 

productivity, morale, customer relationships, and organisational performance. 

One of the most valuable observations I have made throughout my professional life 

is that many business problems are not really business problems at all. They are 

communication problems disguised as business problems. A customer complains 

because expectations were unclear. A project falls behind schedule because 

important information was misunderstood. An employee becomes frustrated 

because feedback was poorly communicated. A partnership weakens because 

assumptions were never discussed openly. Although the visible problem may appear 

operational, financial, or strategic, the underlying cause is often a failure to 

communicate effectively. 

This challenge has created a significant business opportunity. Organisations 

increasingly recognise that communication affects far more than public relations or 

customer service. It influences leadership, teamwork, customer satisfaction, 

employee engagement, stakeholder relationships, and organisational culture. Yet 

many businesses lack the expertise, systems, or resources required to communicate 

consistently and effectively across multiple audiences and platforms. 

Artificial intelligence has introduced new possibilities in this area. Draft 

communications can be prepared more quickly, content can be adapted for different 

audiences, communication patterns can be analysed, large volumes of 
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correspondence can be reviewed and organised, templates can be developed, and 

reports can be summarised. Tasks that once required substantial time can often be 

completed far more efficiently. 

However, effective communication involves much more than producing words. A 

technically correct message can still create confusion if expectations are unclear. A 

professionally written email can still damage a relationship if it lacks empathy. A 

detailed report can still fail if it does not address the concerns of its audience. 

Communication succeeds not simply because information is transmitted, but 

because understanding is achieved. Artificial intelligence can assist with drafting and 

organisation, but understanding people remains a fundamentally human 

responsibility. 

This is where AI-integrated business communication services create value. Service 

providers help organisations improve the way they communicate with employees, 

customers, stakeholders, and partners. The work may involve creating 

communication frameworks, developing templates, reviewing correspondence, 

improving stakeholder engagement processes, preparing executive communications, 

supporting change initiatives, or helping organisations communicate more clearly 

during periods of uncertainty. 

One reason this business model is particularly compelling is that communication 

influences outcomes in ways that are often underestimated. A well-communicated 

decision is more likely to be accepted than a poorly communicated one. Clear 

expectations reduce misunderstandings. Effective stakeholder communication 

strengthens trust. Thoughtful customer communication improves satisfaction and 

loyalty. Improvements in communication frequently produce benefits that extend 

far beyond communication itself. 

The opportunity is especially relevant for organisations experiencing growth. As 

businesses expand, communication becomes more complex. New employees join 

the organisation, teams become larger, customer interactions increase, additional 

stakeholders become involved, and processes evolve. Without deliberate attention, 

communication challenges often grow alongside the business. What once worked 

informally may no longer be sufficient, creating a need for more structured and 

intentional approaches. 

Individuals with backgrounds in administration, law, customer service, education, 

human resources, public relations, stakeholder engagement, journalism, or 

professional writing may be particularly well positioned to pursue this opportunity. 

Many already possess the skills required to communicate clearly, manage 
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expectations, navigate sensitive conversations, and build trust. Artificial intelligence 

provides additional tools that can improve efficiency, but the underlying value 

continues to come from judgement, empathy, and an understanding of human 

behaviour. 

Another advantage of this business model is its flexibility. Services may be delivered 

through consulting engagements, communication audits, training programmes, 

ongoing support arrangements, digital products, or managed communication 

services. This allows professionals to tailor their offerings to different industries, 

organisational sizes, and client needs while creating multiple potential sources of 

income. 

As organisations continue operating in increasingly complex environments, the 

importance of communication is unlikely to diminish. Technology may change the 

channels through which communication occurs, but the need for clarity, 

understanding, trust, and effective relationship management will remain constant. 

Businesses that communicate well often perform better than those that do not, and 

professionals who can help organisations improve communication are likely to 

remain valuable regardless of how technology evolves. 

More broadly, this opportunity illustrates a principle that extends beyond 

communication itself. Some of the most valuable opportunities emerge where 

technology intersects with human behaviour. Artificial intelligence can improve 

efficiency, but people still make decisions, form opinions, build relationships, and 

interpret meaning. Communication remains one of the primary ways these human 

activities occur. Professionals who can help organisations communicate more 

effectively are therefore helping them address one of the most fundamental 

challenges in business. 

In the next chapter, we will examine an opportunity that focuses on helping 

organisations navigate change, a challenge that has become increasingly important 

in a world where technological, economic, and organisational transformation is no 

longer the exception but the norm. 
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Chapter 28: Business Idea #23: Data-Driven Change 
Management 
 

One of the few certainties in business is that nothing remains unchanged forever. 

Markets evolve, customer expectations shift, regulations are updated, technologies 

emerge and mature, competitors introduce new products and services, and 

organisations grow, restructure, and redefine priorities. Regardless of industry, every 

organisation eventually faces situations that require adaptation. 
 

Yet despite the inevitability of change, many organisations struggle to manage it 

effectively. Interestingly, the challenge is rarely recognising that change is necessary. 

Most leaders can identify inefficiencies, acknowledge competitive pressures, and 

understand when improvements are required. The greater difficulty lies in helping 

people move from familiar ways of working to new ones. While change is often 

discussed as though it were a technical or operational issue, it is usually a human one. 

An organisation may invest in a new system, redesign a process, implement a new 

strategy, or introduce a new technology. However, none of these actions guarantees 

success. The outcome depends largely on whether the people affected by the change 

understand it, accept it, and incorporate it into their daily work. Even the most 

carefully designed initiative can fail if employees remain unconvinced, uncertain, or 

unwilling to adopt it. 

Anyone who has spent time in an organisation has probably witnessed this reality. A 

promising initiative is launched with enthusiasm and supported by significant 

investment. Expectations are high, and the intended benefits appear obvious. Yet 

months later, progress has stalled and the expected improvements have not 

materialised. In many cases, the problem is not the idea itself. The problem is that 

people were not adequately prepared for the change. Communication may have been 

unclear, concerns may have been ignored, training may have been insufficient, or 

leaders may have underestimated the importance of helping employees adjust. 

This challenge has created a valuable business opportunity. Organisations 

increasingly recognise that successful change requires more than project plans and 

implementation schedules. It requires a deliberate approach to communication, 

engagement, training, and adoption. As artificial intelligence continues to reshape 

industries, this need is becoming even more pronounced. Businesses are introducing 
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new technologies, redesigning workflows, and rethinking how work is performed. 

While the tools may be new, the underlying challenge remains familiar: helping 

people adapt to change. 

Artificial intelligence can support this process in several ways. Employee feedback 

can be analysed more efficiently, communication plans can be developed more 

quickly, training materials can be created and updated with less effort, adoption 

patterns can be monitored, and areas of concern can be identified before they 

become significant obstacles. These capabilities allow organisations to manage 

change more effectively while reducing some of the administrative burden 

traditionally associated with large-scale transformation initiatives. 

However, technology does not eliminate the human dimension of change. 

Employees still want answers to their questions. Managers still need to address 

concerns and resistance. Stakeholders still need reassurance that their interests are 

being considered. Trust, credibility, and understanding continue to influence 

whether people embrace or resist new ways of working. Artificial intelligence may 

improve efficiency, but it cannot replace empathy, leadership, or effective 

communication. 

This is where data-driven change management services create value. Service 

providers help organisations plan, communicate, implement, and sustain change 

initiatives. The work may involve stakeholder analysis, communication planning, 

employee engagement strategies, training development, readiness assessments, 

feedback analysis, adoption monitoring, and implementation support. Depending 

on the needs of the client, services may also include leadership coaching, change 

impact assessments, and recommendations designed to improve long-term adoption. 

One reason this business model is particularly compelling is that it reflects a broader 

lesson about organisational performance. Businesses often focus on systems, 

processes, and technology because these elements are visible and measurable. 

Human reactions are less predictable. People bring expectations, habits, assumptions, 

concerns, and emotions into every change initiative. Ignoring these factors 

frequently produces disappointing outcomes, regardless of how sophisticated the 

technology may be. 

This opportunity may be especially attractive to individuals with backgrounds in 

administration, human resources, training, project management, organisational 

development, communications, consulting, or leadership. Many of the skills required, 

including planning, communication, stakeholder engagement, relationship 

management, and problem-solving, already exist within these professions. Artificial 
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intelligence expands the tools available to support the work, but the underlying value 

continues to come from helping people navigate uncertainty and adapt successfully. 

Another advantage of this business model is that change is rarely a one-time event. 

Organisations continuously respond to new technologies, evolving regulations, 

shifting market conditions, and changing strategic priorities. As a result, businesses 

often require ongoing support rather than a single intervention, creating 

opportunities for long-term relationships and recurring revenue. 

As the pace of change continues to accelerate, organisations are likely to place 

increasing emphasis on their ability to adapt effectively. The businesses that succeed 

will not necessarily be those with the most advanced technology or the largest 

budgets. More often, they will be those that help their people understand, accept, 

and implement change successfully. Professionals who can support that process will 

therefore continue to create value in an increasingly dynamic business environment. 

More broadly, this opportunity illustrates an important principle that extends beyond 

change management itself. Technology may create opportunities for transformation, 

but people determine whether that transformation succeeds. Artificial intelligence 

can assist with planning, analysis, and implementation, yet sustainable change 

ultimately depends on communication, trust, understanding, and human behaviour. 

Organisations that recognise this reality are often better positioned to achieve lasting 

results than those that focus exclusively on systems and technology. 

In the next chapter, we will examine an opportunity that focuses on helping 

organisations improve performance by identifying inefficiencies, solving operational 

problems, and creating systems that support continuous improvement. 
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Chapter 29: Business Idea #24: AI-Driven Continuous 
Improvement 
 

One of the most interesting things about organisational inefficiency is that it rarely 

appears dramatic. Businesses are generally quick to notice major problems. 

Significant financial losses attract attention, customer complaints trigger 

investigations, and regulatory breaches prompt urgent action. Smaller problems, 

however, often go unnoticed. They emerge gradually, become embedded in everyday 

operations, and are eventually accepted as normal. 

A task that should take five minutes begins taking fifteen. Employees repeatedly 

enter the same information into different systems. Reports require hours of manual 

preparation. Customers are asked for information they have already provided. 

Managers spend increasing amounts of time resolving issues that seem minor in 

isolation but collectively consume considerable resources. Because these problems 

develop incrementally, organisations often adapt to them rather than addressing 

them directly. 

Over time, inefficiency develops a remarkable ability to disguise itself as routine. 

Processes that were originally introduced as temporary workarounds become 

permanent features of the organisation. Employees learn how to navigate obstacles 

instead of questioning why those obstacles exist. Entire departments may spend 

years compensating for inefficient systems without fully appreciating the cumulative 

cost. What was once recognised as a problem gradually becomes accepted as "the 

way things are done here." 

This challenge has created a valuable business opportunity. Many organisations 

understand that improvements are possible, but they struggle to identify precisely 

where those improvements should occur. Leaders may sense that time is being 

wasted, productivity could be higher, or resources are not being used effectively. 

What they often lack is the time, objectivity, or specialised expertise required to 

analyse operations systematically and identify practical opportunities for 

improvement. 

This is where AI-automated problem-solving and continuous improvement services 

create value. The objective is not merely to identify weaknesses. Most organisations 

are already aware that certain frustrations exist. The real value lies in understanding 

why those frustrations occur, determining their root causes, evaluating potential 

solutions, and helping organisations implement meaningful improvements. 
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Artificial intelligence has introduced new possibilities in this area. Large volumes of 

operational information can be analysed more efficiently than before. Patterns that 

might otherwise remain hidden can be identified, trends can be monitored, feedback 

can be reviewed, and performance data can be examined from multiple perspectives. 

Activities that once required extensive manual analysis can now be completed more 

quickly, allowing organisations to focus their attention on decision-making and 

implementation rather than information gathering. 

However, the technology itself is not where the value resides. Information becomes 

valuable only when it leads to action. An organisation does not benefit simply 

because a pattern has been identified or a report has been generated. It benefits when 

those insights lead to better decisions, improved processes, lower costs, stronger 

customer experiences, or more effective operations. Artificial intelligence can 

support analysis, but human judgement remains essential in determining which 

opportunities matter and which actions should follow. 

One reason this business model is particularly compelling is that it applies across 

almost every industry. Businesses, educational institutions, healthcare organisations, 

government agencies, professional firms, and non-profit organisations all rely upon 

systems and processes to achieve their objectives. Wherever people, information, 

and workflows intersect, opportunities for improvement are likely to exist. The 

specific challenges may differ from one organisation to another, but the need to 

improve efficiency and solve operational problems remains remarkably consistent. 

The work itself can take many forms. Some engagements may involve reviewing 

workflows and identifying bottlenecks. Others may focus on customer experiences, 

operational performance, employee productivity, compliance processes, or service 

delivery. In some cases, the objective may be solving a specific problem. In others, 

it may be helping the organisation develop a culture in which continuous 

improvement becomes part of everyday operations rather than an occasional 

initiative. 

Individuals with backgrounds in administration, operations, project management, 

compliance, quality assurance, consulting, customer service, or organisational 

development may be particularly well positioned to pursue this opportunity. Many 

already possess the analytical thinking, organisational awareness, and problem-

solving skills required to identify inefficiencies and recommend practical solutions. 

Artificial intelligence strengthens these capabilities by providing faster access to 

information and broader analytical insights, but the underlying value continues to 

come from observation, judgement, and experience. 
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Another advantage of this business model is that the benefits are often measurable. 

Improvements in productivity, reductions in processing times, lower operational 

costs, higher customer satisfaction, and stronger employee engagement can 

frequently be quantified. This makes it easier to demonstrate value to clients and 

establish long-term relationships built upon tangible results rather than abstract 

promises. 

As organisations continue facing pressure to remain competitive, efficient, and 

adaptable, demand for continuous improvement expertise is likely to increase. 

Businesses can no longer afford to accept inefficiencies simply because they have 

become familiar. Organisations that consistently identify problems, challenge 

assumptions, and improve processes are often better positioned to succeed than 

those that allow inefficiencies to accumulate over time. 

More broadly, this opportunity illustrates an important principle that extends beyond 

operational improvement. Technology is most valuable when it helps people solve 

meaningful problems. Artificial intelligence can identify patterns, organise 

information, and support analysis, but lasting improvement occurs when people use 

those insights to make better decisions and create better systems. Organisations that 

understand this principle often achieve benefits that extend far beyond the 

technology itself because they focus on outcomes rather than tools. 

In the next chapter, we will examine an opportunity that focuses on helping 

businesses strengthen one of their most valuable assets: trust. As artificial intelligence 

becomes increasingly accessible, credibility, reliability, and meaningful relationships 

may become even more important sources of competitive advantage. 
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Chapter 30: Business Idea #25: Technology-Enabled 
Opportunity Mapping 
 

One of the most valuable skills in business is the ability to recognise opportunities 

that other people overlook. 
 

 

 

 

 

Throughout history, successful entrepreneurs, professionals, and organisations have 

often distinguished themselves not by possessing more resources than everyone else, 

but by seeing possibilities that others failed to notice. They identified unmet needs, 

recognised emerging trends, connected seemingly unrelated ideas, or discovered 

ways to create value where others saw only routine activities. 

This ability is becoming increasingly important in the age of artificial intelligence. 

As access to information expands, the challenge is no longer finding information. 

The challenge is identifying which information matters. Businesses generate 

enormous volumes of data. Industries produce constant streams of news, research, 

and analysis. Customers provide feedback through multiple channels. Employees 

possess knowledge and experience that may never be fully utilised. Opportunities 

often exist within this information, yet many organisations struggle to recognise 

them. 

This challenge has created a valuable business opportunity. 

Technology-enabled opportunity mapping services focus on helping organisations, 

professionals, and entrepreneurs identify possibilities for growth, improvement, 

innovation, and value creation. Rather than concentrating solely on problems, the 

objective is to uncover opportunities that may otherwise remain hidden. 

Artificial intelligence can support this process in several ways. Large volumes of 

information can be analysed more efficiently. Market trends can be monitored. 

Customer feedback can be reviewed. Emerging industry developments can be 

identified. Internal performance data can be examined. Skills, capabilities, and 

resources can be assessed from multiple perspectives. Information that might 

otherwise appear fragmented can be organised into patterns that reveal potential 

opportunities. 

However, technology alone does not create opportunity. Information may suggest 

possibilities, but human judgement remains essential in determining which 

opportunities are realistic, desirable, and worth pursuing. Artificial intelligence can 

identify patterns, but people decide which patterns matter. It can generate options, 
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but people determine which options align with organisational goals, available 

resources, and long-term priorities. 

This is where the service provider creates value. The role involves helping clients 

move beyond information gathering and towards meaningful action. The work may 

include identifying new business opportunities, evaluating emerging markets, 

recognising operational improvements, uncovering untapped revenue streams, 

assessing workforce capabilities, identifying training needs, discovering underutilised 

resources, or exploring innovative ways to deliver value. 

One reason this opportunity is particularly interesting is that it applies to almost 

every industry. Businesses constantly search for new ways to grow. Non-profit 

organisations seek opportunities to increase impact. Educational institutions look 

for new programmes and partnerships. Professionals explore ways to expand their 

expertise and create additional income streams. Wherever change occurs, 

opportunities usually exist alongside it. 

The concept also extends beyond organisations. Individuals frequently possess skills, 

experiences, knowledge, and networks that are more valuable than they realise. A 

professional may overlook expertise that could become a consulting service. An 

administrator may possess systems knowledge that could be transformed into a 

digital product. An educator may have frameworks that could become training 

programmes. In many cases, the opportunity already exists but has not yet been 

recognised. 

Artificial intelligence can help identify these possibilities by analysing skills, interests, 

market demand, industry trends, and existing resources. However, recognising 

opportunity remains fundamentally a human activity because it requires imagination, 

curiosity, and the ability to connect ideas in meaningful ways. 

Individuals with backgrounds in administration, consulting, business development, 

strategy, research, operations, project management, education, human resources, or 

organisational development may be particularly well positioned to pursue this 

opportunity. Many already possess the analytical thinking, observation skills, and 

strategic perspective required to identify opportunities and evaluate their potential. 

Artificial intelligence expands their ability to process information, but the underlying 

value continues to come from insight and judgement. 

Another advantage of this business model is its flexibility. Services may be delivered 

through consulting engagements, opportunity assessments, strategic workshops, 

innovation reviews, business development projects, career advisory services, or 
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organisational planning initiatives. This allows professionals to tailor their offerings 

to different clients while creating multiple revenue streams. 

As artificial intelligence becomes increasingly accessible, the ability to identify 

meaningful opportunities may become even more valuable. When everyone has 

access to similar tools, competitive advantage often shifts towards the ability to 

recognise possibilities, make sound decisions, and act strategically. Organisations 

and individuals who can consistently identify opportunities before others do are 

likely to remain well positioned regardless of how technology evolves. 

More broadly, this opportunity reflects one of the central ideas explored throughout 

this book. Artificial intelligence can accelerate analysis, organise information, and 

reveal patterns, but human beings remain responsible for recognising potential, 

exercising judgement, and creating value. Technology may illuminate possibilities, 

but people decide which possibilities become realities. 

As we move into the concluding section of this book, we will explore how readers 

can evaluate the opportunities discussed throughout these chapters and determine 

which paths align most closely with their skills, interests, experience, resources, and 

long-term objectives. 
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Chapter 31: Choosing the Right Opportunity for You 
 

One of the most common mistakes people make when exploring business 

opportunities is assuming that the best opportunity is the one generating the most 

excitement. A new technology emerges. Success stories begin appearing online. 

Influencers discuss enormous earning potential. Social media becomes filled with 

predictions about the future. Before long, people rush towards the opportunity 

because everyone else appears to be doing the same. 
 

Unfortunately, popularity and suitability are not the same thing. 

An opportunity may be profitable for one person and completely unsuitable for 

another. Two individuals can pursue exactly the same business model and achieve 

dramatically different results because they bring different strengths, interests, 

experiences, and motivations to the work. For this reason, selecting an opportunity 

should involve more than identifying what is currently trending. It should involve 

understanding where you are most likely to create value. 

Throughout this book, we have explored a wide range of AI-assisted business 

opportunities. Some focus on content creation. Others emphasise consulting, 

communication, training, workflow optimisation, customer experience, recruitment, 

compliance, reputation management, strategic planning, or operational 

improvement. At first glance, the variety may appear overwhelming. Readers may 

find themselves asking a perfectly reasonable question: Which one should I choose? 

The answer depends less on artificial intelligence and more on you. 

Artificial intelligence is a tool. The opportunities discussed throughout this book are 

ultimately built upon skills, knowledge, judgement, experience, and problem-solving. 

The most successful individuals are rarely those who chase every opportunity. They 

are often those who identify the opportunities that align most closely with their 

existing strengths and then develop those strengths further. 

One useful starting point is to consider your professional background. A teacher 

may be well positioned to develop learning solutions. An administrator may excel at 

workflow optimisation, knowledge management, communication services, or 

operational improvement. A lawyer may find opportunities in compliance, 

governance, advisory work, or risk management. A customer service professional 

may be particularly effective in retention, loyalty, community management, or 
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relationship-focused services. Existing experience often provides valuable clues 

regarding where opportunities may exist. 

Another factor worth considering is interest. While profitability matters, sustained 

success often requires long-term commitment. Building a business involves learning, 

experimentation, problem-solving, and continuous improvement. People are 

generally more willing to persist through challenges when they are working in areas 

that genuinely interest them. An opportunity that appears profitable on paper may 

become difficult to sustain if the work itself feels uninteresting or draining. 

It is also important to consider the types of problems you enjoy solving. Some 

people enjoy working with systems, processes, and operational efficiency. Others 

prefer communication, relationship-building, education, or strategy. Some enjoy 

analysing information, while others derive satisfaction from helping individuals 

achieve personal or professional goals. The opportunities explored throughout this 

book reflect different forms of problem-solving, and understanding your 

preferences can help narrow the field considerably. 

One observation I have made repeatedly is that people often underestimate the value 

of knowledge they already possess. Familiarity creates a strange form of blindness. 

Skills that feel ordinary to us frequently appear valuable to others. An experienced 

administrator may regard organisational skills as routine, while a small business 

owner views those same skills as highly valuable. A professional who has spent years 

navigating compliance requirements may overlook expertise that others would gladly 

pay to access. For this reason, opportunities are often closer than they appear. 

This is particularly relevant when considering artificial intelligence. Many people 

assume they must become technical experts before pursuing AI-related 

opportunities. In reality, most of the opportunities discussed throughout this book 

are not fundamentally technology businesses. They are problem-solving businesses 

that use technology as part of the solution. Clients are rarely interested in artificial 

intelligence for its own sake. They are interested in saving time, improving 

performance, reducing costs, strengthening relationships, increasing efficiency, or 

solving specific problems. 

Another consideration is the type of business you wish to build. Some opportunities 

lend themselves naturally to consulting and advisory services. Others may be better 

suited to digital products, training programmes, subscriptions, managed services, or 

hybrid business models. Understanding how you prefer to work can help guide your 

decision. A person who enjoys one-to-one interaction may favour consulting. 
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Someone who prefers scalability may be drawn towards digital products, educational 

resources, or subscription-based services. 

Perhaps the most important lesson is that choosing an opportunity does not require 

certainty. Many successful businesses begin as experiments rather than master plans. 

A professional notices a recurring problem, develops a solution, helps a small 

number of people, and gradually refines the offering over time. Clarity often emerges 

through action rather than analysis. Waiting until every question has been answered 

may simply delay progress. 

As you reflect on the opportunities presented throughout this book, resist the 

temptation to ask which opportunity is best. Instead, ask which opportunity aligns 

most closely with your experience, interests, strengths, and goals. The answer may 

not be the most fashionable or widely discussed option. It may be the opportunity 

that allows you to solve problems you already understand and create value in ways 

that feel natural to you. 

More broadly, the opportunities explored throughout this book point towards a 

simple but important reality. Artificial intelligence does not eliminate the need for 

human value. It changes where that value is created. The individuals who are most 

likely to succeed are not necessarily those who pursue every new tool or trend. They 

are those who understand their strengths, recognise problems worth solving, and 

apply technology in ways that create meaningful outcomes for others. The 

opportunity that matters most is not the one generating the most attention. It is the 

one that allows you to create genuine value while building upon the skills, experience, 

and interests you already possess. 

In the next chapter, we will explore how to validate a business idea before investing 

significant time, money, or effort, ensuring that enthusiasm is supported by evidence 

and that opportunities are tested before they are scaled. 
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Chapter 32: How to Validate an AI Business Idea Before 
Investing Time and Money 
 

One of the advantages of the modern business environment is that it has never been 

easier to start a business. One of the disadvantages is that it has never been easier to 

start the wrong one. 
 

Artificial intelligence has reduced many of the traditional barriers that once 

prevented people from launching products and services. Research can be conducted 

quickly. Websites can be created efficiently. Content can be produced at scale. 

Marketing materials can be developed in a fraction of the time previously required. 

As a result, individuals can move from idea to execution remarkably quickly. 

While this speed creates opportunities, it also introduces risks. 

An idea can feel promising simply because it is exciting. A business concept can 

appear attractive because others are discussing it. A product may seem valuable 

because considerable effort has been invested in creating it. Unfortunately, none of 

these factors guarantees that customers will actually buy. 

This is why validation matters. 

Validation is the process of determining whether a genuine demand exists before 

committing significant amounts of time, money, or effort. Rather than assuming that 

people want a product or service, validation seeks evidence. It asks whether a real 

problem exists, whether people care enough about that problem to seek solutions, 

and whether they are willing to pay for those solutions. 

Many aspiring entrepreneurs make the mistake of falling in love with their idea 

before confirming that anyone else shares their enthusiasm. They spend months 

creating products, developing systems, and refining features only to discover that 

there is little demand for what they have built. The disappointment is often not 

caused by poor execution. It is caused by insufficient validation. 

One of the simplest ways to validate an idea is to start with the problem rather than 

the solution. People rarely purchase products because they admire the product itself. 

They purchase because they want a problem solved, a frustration removed, a goal 

achieved, or a result improved. The stronger and more common the problem, the 

greater the likelihood that demand exists. 
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This is one reason I believe observation is one of the most valuable entrepreneurial 

skills. Opportunities often reveal themselves through recurring frustrations. A 

business owner repeatedly struggles with customer communication. Employees 

waste time searching for information. Professionals find it difficult to negotiate 

compensation. Organisations experience challenges adopting new technology. These 

frustrations signal potential opportunities because they represent problems that 

people may be willing to pay to solve. 

Another useful approach is to speak directly with potential customers. Many 

entrepreneurs attempt to predict customer behaviour when they could simply ask 

questions. Conversations often reveal information that market reports and online 

research cannot. Potential customers may explain what challenges they face, how 

they currently solve those challenges, what frustrations they experience, and what 

improvements they would value. These insights can prevent costly mistakes and help 

refine business ideas before significant resources are invested. 

Artificial intelligence can assist during this stage by helping analyse feedback, identify 

patterns, organise research, and evaluate market trends. However, technology should 

support validation rather than replace it. There is no substitute for understanding 

the people you hope to serve. The closer you are to their challenges, the more likely 

you are to identify opportunities that genuinely matter. 

Another effective validation strategy involves testing small before scaling large. 

Rather than building a comprehensive business immediately, consider creating a 

smaller version of the solution. A consultant might offer services to a handful of 

clients before developing a larger practice. A course creator might test demand 

through a workshop before producing a full training programme. A digital product 

creator might launch a simple resource before investing months in a comprehensive 

package. These smaller experiments provide valuable information while limiting risk. 

One of the most important indicators of validation is whether people are willing to 

commit something of value. Expressions of interest can be encouraging, but genuine 

commitment often provides stronger evidence. A person who joins a waiting list 

demonstrates more interest than someone who simply clicks "like." A person who 

schedules a consultation demonstrates more interest than someone who says the 

idea sounds interesting. A paying customer provides stronger validation than either. 

This distinction is important because enthusiasm and demand are not always the 

same thing. People frequently express support for ideas they have no intention of 

purchasing. Validation therefore requires looking beyond compliments and focusing 

on actions. What people do often reveals more than what they say. 
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It is also worth remembering that validation is not a one-time activity. Markets 

change. Customer needs evolve. Competitors emerge. Technologies develop. 

Successful businesses continue listening, testing, and learning long after the initial 

launch. Validation should therefore be viewed as an ongoing process rather than a 

single event. 

One reason many of the opportunities discussed throughout this book are attractive 

is that they can often be validated relatively quickly and inexpensively. Service-based 

businesses can be tested through conversations and pilot projects. Digital products 

can be evaluated through small launches. Training programmes can begin as 

workshops. Consulting services can start with a handful of clients. These approaches 

allow entrepreneurs to gather evidence before making larger investments. 

As artificial intelligence continues creating new possibilities, the temptation to 

pursue every promising idea will remain strong. However, successful 

entrepreneurship is not simply about generating ideas. It is about identifying ideas 

that solve real problems for real people. Validation helps bridge the gap between 

possibility and practicality. 

This chapter reinforces an important lesson that applies to every opportunity 

discussed in this book. Excitement is not evidence. Assumptions are not evidence. 

Effort is not evidence. Evidence comes from understanding customer needs and 

observing whether people are willing to act. The entrepreneurs who learn this lesson 

early often avoid costly mistakes and build stronger businesses as a result. 

In the next chapter, we will examine how to position and market AI-assisted services 

in ways that emphasise value rather than technology, ensuring that potential clients 

focus on outcomes rather than tools. 
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Chapter 33: Selling the Outcome, Not the Technology 
 

One of the most common mistakes people make when marketing AI-assisted 

services is focusing too much on artificial intelligence and too little on the problems 

their clients actually want solved. 
 

 

 

 

This is understandable. Artificial intelligence is exciting. It attracts attention. It 

generates headlines. New tools appear almost daily, each promising to work faster, 

smarter, and more efficiently than the last. For individuals entering the AI space, 

there is often a temptation to emphasise the technology itself because it feels 

innovative and impressive. 

The problem is that most clients are not looking for artificial intelligence. They are 

looking for results. 

A business owner struggling with customer retention is not primarily interested in 

learning about algorithms or automation. They want customers to stay longer and 

spend more money. A manager dealing with inefficient workflows is not searching 

for sophisticated technology for its own sake. They want employees to work more 

effectively and processes to run more smoothly. A professional seeking greater 

visibility is not necessarily interested in AI-powered content creation. They want 

more opportunities, stronger credibility, and better business outcomes. 

This distinction is important because it influences how services should be positioned 

and marketed. 

Imagine two consultants offering similar services. The first advertises "AI-Powered 

Workflow Automation Solutions." The second advertises "Helping Businesses Save 

Time, Reduce Administrative Work, and Improve Productivity." While both 

descriptions may refer to similar services, the second focuses on outcomes rather 

than technology. For many potential clients, the second message is likely to be more 

compelling because it addresses a problem they recognise and a result they desire. 

One of the most valuable lessons in business is that customers generally buy 

solutions, not features. They buy convenience, efficiency, confidence, clarity, growth, 

revenue, security, or peace of mind. Technology may contribute to these outcomes, 

but the outcomes themselves are what matter most. This principle applies whether 

the business involves consulting, communication services, training, customer 

retention, workflow optimisation, or any of the other opportunities discussed 

throughout this book. 
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Artificial intelligence should therefore be viewed as part of the solution rather than 

the centre of the marketing message. In many situations, clients do not need to 

understand every detail of how a service is delivered. What they need to understand 

is how their situation will improve. They want to know what problem will be solved, 

what benefit will be gained, and why they should choose one provider over another. 

This is where effective positioning becomes important. Positioning involves helping 

potential clients understand what you do, who you help, and the value you provide. 

Strong positioning is often remarkably simple. It focuses on a specific audience and 

a specific problem. Rather than attempting to serve everyone, it communicates a 

clear and relevant message to people who are most likely to benefit from the service. 

For example, an AI-assisted communication consultant might position their services 

around helping businesses reduce misunderstandings and improve stakeholder 

relationships. A workflow optimisation specialist might focus on helping 

organisations eliminate inefficiencies and save time. A customer retention consultant 

might emphasise helping businesses keep more customers and increase repeat 

business. In each case, the focus remains on the outcome rather than the technology. 

Another important aspect of marketing AI-assisted services is credibility. Because 

artificial intelligence has received considerable attention, many people have 

encountered exaggerated claims and unrealistic promises. As a result, clients often 

approach AI-related services with a degree of scepticism. They want evidence that 

the service will deliver meaningful results rather than simply expose them to the 

latest trend. 

This is why examples, case studies, testimonials, demonstrations, and practical 

results can be so valuable. They help potential clients move beyond abstract claims 

and see how the service has created value in real situations. Trust is often built 

through evidence rather than enthusiasm. 

One reason I find this topic particularly interesting is that it reflects a broader 

principle about communication itself. People tend to care most about their own 

challenges, goals, and priorities. Effective marketing therefore begins by 

understanding what matters to the client rather than what excites the service 

provider. When businesses communicate in terms of outcomes, benefits, and 

solutions, they are often more persuasive because they connect directly with the 

concerns of their audience. 

Individuals pursuing any of the opportunities discussed throughout this book can 

benefit from applying this principle. Whether you are creating digital products, 
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offering consulting services, delivering training programmes, improving workflows, 

or helping organisations adopt artificial intelligence, the most important question is 

rarely "What technology am I using?" The more important question is "What 

problem am I solving?" 

As artificial intelligence becomes increasingly common, this distinction may become 

even more important. Access to technology is becoming easier. Tools that once 

seemed extraordinary are rapidly becoming ordinary. Competitive advantage is 

therefore likely to shift away from the technology itself and towards the ability to 

create value with it. Those who understand customer needs, communicate clearly, 

and deliver meaningful outcomes will often be more successful than those who focus 

primarily on the tools they use. 

This chapter reinforces a lesson that has appeared throughout this book. Artificial 

intelligence is a means rather than an end. Businesses succeed because they solve 

problems, create value, and improve outcomes for the people they serve. 

Technology can help achieve those objectives, but it is the value delivered that clients 

ultimately remember and reward. 

In the next chapter, we will examine how to price AI-assisted services effectively, 

balancing value, profitability, and market expectations while avoiding the common 

mistakes that cause many new service providers to undercharge for their work. 
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Chapter 34: Pricing AI-Assisted Services: Why Charging 
for Time Is Not Enough 
 

One of the most uncomfortable conversations in business is the conversation about 

price. 
 

Many people find it easier to discuss the service itself than to discuss what the service 

costs. They can explain the problem they solve, describe the process they follow, 

and outline the value they provide. Yet when the discussion turns to pricing, 

uncertainty often appears. Questions begin to surface. Am I charging too much? Am 

I charging too little? Will people think the price is unreasonable? Am I worth it? 

These concerns are particularly common among new service providers. 

In many cases, the challenge is not a lack of expertise. It is a lack of confidence. 

People know how to perform the work, but they struggle to determine how that 

work should be valued. As a result, they often fall into one of the most common 

traps in business: pricing based solely on time. 

At first glance, this approach appears logical. If a task takes three hours, charge for 

three hours. If a project requires ten hours, charge for ten hours. The problem is 

that this method assumes time is the primary source of value. 

In reality, clients are rarely paying for time. They are paying for outcomes. 

Consider two professionals performing the same task. One requires ten hours to 

complete the work. The other requires two hours because of experience, expertise, 

and better systems. If pricing is based entirely on time, the less experienced 

professional may earn more despite delivering the same result. This highlights an 

important reality about professional services. Clients are not necessarily purchasing 

effort. They are purchasing solutions. 

Artificial intelligence makes this distinction even more significant. Many AI tools 

allow professionals to complete tasks more efficiently than before. Research can be 

accelerated. Drafts can be prepared more quickly. Information can be analysed faster. 

Administrative work can be reduced. If service providers continue charging purely 

for time, they may find themselves earning less as they become more efficient. 

This creates a dilemma. Should a professional be penalised for finding a faster way 

to solve a client's problem? 

I do not believe so. 
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The value of a service should not decrease simply because the provider becomes 

more effective. If a consultant helps a business save thousands of pounds, dollars, 

or naira, the value created is not determined by the number of hours spent producing 

the solution. It is determined by the impact of the result. 

This is why many successful service providers eventually move towards value-based 

thinking. Rather than focusing exclusively on the amount of time invested, they 

consider the benefits delivered. What problem is being solved? What costs are being 

reduced? What opportunities are being created? What risks are being avoided? These 

questions often provide a more accurate picture of value than a simple calculation 

based on hours. 

Of course, pricing remains both an art and a science. Market conditions matter. 

Experience matters. Industry expectations matter. A new service provider cannot 

always charge the same fees as an established expert with a proven track record. 

However, even at the beginning, it is useful to think beyond time alone and consider 

the broader value being delivered. 

Another common mistake is assuming that lower prices automatically attract more 

customers. While price is certainly important, it is rarely the only factor influencing 

purchasing decisions. People also consider trust, expertise, reliability, responsiveness, 

communication, and perceived quality. In some situations, unusually low prices may 

even create concern. Potential clients may wonder whether the service is truly 

capable of delivering the promised outcome. 

This does not mean prices should be inflated without justification. Rather, it means 

pricing should reflect both value and positioning. A professional who consistently 

delivers meaningful results, communicates effectively, and builds strong client 

relationships often creates value that extends far beyond the immediate task being 

performed. 

One reason I find this topic particularly important is that underpricing can have 

consequences beyond income. When service providers consistently undervalue their 

work, they often struggle to invest in learning, improvement, marketing, systems, 

and growth. Over time, underpricing can limit the very development that would 

allow the business to create even greater value. 

Artificial intelligence has made it easier to start service-based businesses, but it has 

not eliminated the need for sound business judgement. Providers must still 

understand their market, communicate their value, and establish pricing structures 

that support both the client and the sustainability of the business. Technology may 
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change how services are delivered, but it does not change the importance of creating 

and capturing value. 

As you consider the opportunities discussed throughout this book, resist the 

temptation to ask only how long a task will take. Instead, ask what value the task 

creates. The answer may lead to a very different conversation about pricing and a 

much healthier approach to building a sustainable business. 

This chapter reinforces a lesson that has appeared repeatedly throughout this book. 

Clients are not primarily buying technology, effort, or hours. They are buying 

solutions, outcomes, and results. The professionals who understand this distinction 

are often better positioned to build businesses that are both valuable to clients and 

rewarding for themselves. 

In the next chapter, we will explore how to acquire your first clients and build 

momentum, even if you are starting with no audience, no testimonials, and no 

established reputation in the marketplace. 
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Chapter 35: Getting Your First Clients When Nobody 
Knows You 
 

One of the biggest misconceptions about starting a business is the belief that success 

begins when people know who you are. 

In reality, most successful businesses begin long before anyone is paying attention. 

The consultant who now attracts referrals once had no clients. The author with 

thousands of readers once had none. The business owner with a thriving customer 

base once faced the same question that confronts many aspiring entrepreneurs today: 

"How do I get my first client?" 

This question often feels more intimidating than it should because it combines 

several uncertainties at once. The individual is usually not only trying to sell a service. 

They are also trying to build confidence, establish credibility, gain experience, and 

overcome the fear of rejection. As a result, the challenge can appear larger than it 

really is. 

The good news is that your first clients rarely arrive because of reputation alone. 

They arrive because of value. 

When people imagine client acquisition, they often picture large audiences, 

sophisticated marketing campaigns, and impressive personal brands. While these 

things can certainly help, they are not prerequisites. Many businesses begin with 

something much simpler: solving a problem for a small number of people. 

One of the most practical ways to acquire initial clients is to start with relationships 

that already exist. Former colleagues, professional contacts, friends, business 

associates, and members of professional communities may already know your 

abilities, work ethic, and expertise. They do not need to be persuaded that you are 

capable because they have already observed your work in some capacity. This 

familiarity often reduces the amount of trust that must be established before a 

business relationship can begin. 

This does not mean aggressively selling to everyone you know. It means making 

people aware of the problems you solve. Many professionals assume their network 

understands what they do, only to discover that others have little idea how their 

expertise could be applied outside a traditional employment setting. Simply 



112 
 

communicating your services clearly can create opportunities that would otherwise 

remain invisible. 

Another effective strategy is to focus on demonstrating expertise rather than 

promoting services. This may seem counterintuitive, particularly when income is the 

immediate objective. However, people are often more influenced by evidence than 

by claims. A professional who consistently shares useful insights, practical advice, 

thoughtful observations, and real solutions gradually establishes credibility. Over 

time, potential clients begin associating that individual with a particular area of 

expertise. 

This principle is especially relevant in the age of artificial intelligence. As content 

becomes easier to produce, genuine expertise becomes more valuable. People are 

increasingly able to distinguish between information that is merely generated and 

insights that are grounded in experience and understanding. Sharing useful 

knowledge allows prospective clients to evaluate your thinking before they ever 

engage your services. 

One of the most overlooked methods of acquiring clients is simply asking for 

opportunities. Many people spend months refining services, improving websites, 

designing logos, and perfecting marketing materials while avoiding direct 

conversations with potential clients. Yet business often begins with conversations. 

Reaching out to organisations, introducing your services, proposing solutions, and 

initiating discussions may feel uncomfortable, but it frequently produces more 

results than waiting to be discovered. 

Of course, not every conversation will lead to a client. Rejection is a normal part of 

the process. Some people will not respond. Others will decline. Some may express 

interest but never take action. These experiences are not necessarily indicators of 

failure. They are often part of the process of identifying the people who genuinely 

need the solution you provide. 

One lesson that many entrepreneurs learn eventually is that credibility often follows 

action rather than preceding it. People frequently believe they need testimonials 

before acquiring clients. In reality, they often need clients before acquiring 

testimonials. They believe they need a strong reputation before gaining opportunities. 

In reality, opportunities are frequently what create reputation. Waiting until every 

piece of evidence exists before taking action can become a form of procrastination 

disguised as preparation. 
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This is one reason small projects can be so valuable. A pilot engagement, limited-

scope project, consultation, workshop, or introductory service can provide 

experience, results, testimonials, referrals, and confidence. The objective is not 

merely to earn revenue. It is to create evidence that demonstrates your ability to 

solve problems effectively. 

Artificial intelligence can support this process in many ways. It can help identify 

prospects, improve outreach messages, analyse markets, create content, organise 

workflows, and streamline administrative tasks. However, technology does not 

eliminate the need for human interaction. Clients still choose people they trust. 

Relationships still matter. Communication still matters. Value still matters. 

One reason I find this topic particularly encouraging is that it reminds us that every 

established professional was once unknown. Every respected consultant, successful 

entrepreneur, and recognised expert started somewhere. They began with limited 

visibility, limited proof, and limited experience. What distinguished them was not 

that they possessed certainty. It was that they acted despite uncertainty. 

As you consider the opportunities discussed throughout this book, remember that 

your first client does not need to transform your business. Your first client simply 

needs to be the first. One successful project can lead to another. One satisfied client 

can produce referrals. One conversation can create an opportunity that changes the 

trajectory of your business. Momentum often begins with actions that appear small 

at the time. 

This chapter reinforces a theme that has appeared throughout this book. Business 

growth is rarely the result of waiting for perfect conditions. It is usually the result of 

consistently creating value, building relationships, and taking action. Technology can 

support the journey, but progress ultimately comes from solving problems for 

people who need help. 

In the next chapter, we will explore how to build a sustainable AI-assisted business 

that continues creating value long after the excitement surrounding a particular 

technology or trend has faded. 
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Chapter 36: Building a Business That Survives Beyond 
the AI Hype 
 

Every major technological shift follows a familiar pattern. At first, there is 

excitement. Early adopters begin experimenting with new tools and sharing 

impressive results. Success stories appear. Predictions become increasingly 

ambitious. Businesses rush to participate. Opportunities seem limitless, and 

enthusiasm grows rapidly. 
 

Eventually, however, something changes. The technology becomes more familiar. 

New competitors enter the market. Expectations become more realistic. What was 

once considered extraordinary gradually becomes ordinary. The excitement remains, 

but the novelty begins to fade. 

Artificial intelligence is unlikely to be immune to this process. While AI will almost 

certainly continue transforming industries and creating opportunities, the initial 

excitement surrounding the technology will not last forever. Over time, AI tools will 

become more accessible, more affordable, and more widely understood. Features 

that seem revolutionary today may become standard tomorrow. As this happens, an 

important question emerges: how do you build a business that remains valuable 

when the technology itself is no longer the main attraction? 

The answer lies in understanding a principle that has appeared repeatedly throughout 

this book. People do not ultimately pay for technology. They pay for outcomes. A 

business owner does not wake up hoping to purchase artificial intelligence. They 

wake up hoping to increase revenue, reduce costs, improve productivity, strengthen 

customer relationships, solve operational problems, or create new opportunities. 

Technology is valuable only to the extent that it helps achieve those objectives. 

This distinction becomes increasingly important as tools become more widely 

available. When access to technology is limited, simply possessing the technology 

may create a competitive advantage. When access becomes widespread, competitive 

advantage tends to shift elsewhere. It moves towards expertise, judgement, 

relationships, communication, creativity, trust, and the ability to apply technology 

effectively in real-world situations. 

Consider what has happened with many previous technologies. Access to email is 

no longer a competitive advantage. Access to websites is no longer a competitive 

advantage. Access to spreadsheets is no longer a competitive advantage. These tools 
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remain useful, but their value comes from how they are used rather than from the 

fact that they exist. Artificial intelligence is likely to follow a similar path. 

This is one reason I believe the most sustainable opportunities are those that 

combine technology with human expertise. A consultant who understands a client's 

industry creates value beyond the technology they use. A trainer who understands 

how people learn creates value beyond the tools they employ. A communication 

specialist who understands expectations, relationships, and human behaviour 

provides something that cannot easily be replicated by software alone. 

The opportunities discussed throughout this book reflect this principle. Whether the 

focus is communication, workflow optimisation, customer retention, compliance, 

training, consulting, reputation management, or strategic planning, the underlying 

value comes from solving meaningful problems. Artificial intelligence may make 

those solutions more efficient, but efficiency alone is rarely enough to sustain a 

business over the long term. 

Another characteristic of sustainable businesses is adaptability. Markets change. 

Customer needs evolve. Technologies develop. New competitors emerge. 

Businesses that survive rarely do so because they predicted every change correctly. 

They survive because they remain willing to learn, adapt, and respond to changing 

circumstances. 

This is particularly important in an AI-enabled economy. The tools available today 

may not be the tools available next year. New platforms will emerge. Existing 

platforms will improve. Some technologies will disappear entirely. Professionals who 

build businesses around a single tool may find themselves vulnerable when that tool 

changes. Those who build businesses around solving problems are often more 

resilient because they can adapt their methods while continuing to deliver value. 

One reason I find this lesson encouraging is that it shifts the focus away from chasing 

every new development. Many people feel overwhelmed by the pace of technological 

change. They worry about learning every new platform, mastering every new tool, 

or keeping up with every announcement. In reality, long-term success rarely depends 

upon knowing everything. It depends upon understanding how to create value and 

remaining willing to learn as circumstances evolve. 

Trust also becomes increasingly important as technology becomes more common. 

When many providers offer similar services using similar tools, clients often choose 

based on credibility, reliability, communication, and relationships. Technical 

capability may open the door, but trust frequently determines who remains in the 



116 
 

room. This is one reason why reputation, consistency, and professionalism continue 

to matter regardless of how advanced technology becomes. 

As you reflect on the opportunities explored throughout this book, it may be helpful 

to view artificial intelligence as an amplifier rather than a destination. It amplifies 

productivity. It amplifies efficiency. It amplifies creativity. It amplifies analysis. 

However, it amplifies the value that already exists. The stronger your expertise, 

judgement, communication skills, and understanding of people, the more valuable 

the technology becomes in your hands. 

Ultimately, the businesses most likely to thrive in the years ahead will not be those 

built around the latest tool, platform, or trend. They will be the businesses that 

consistently solve important problems, adapt to changing circumstances, earn trust, 

and create meaningful value for the people they serve. Technology will continue to 

evolve, sometimes rapidly and unpredictably, but the fundamentals of business 

remain remarkably consistent. People still seek solutions. Organisations still need 

results. Relationships still matter. Trust still influences decisions. Those who focus 

on these enduring realities are far more likely to build businesses that survive long 

after today's headlines have been replaced by tomorrow's innovations. 

Having explored both the opportunities created by artificial intelligence and the 

principles required to build sustainable businesses around them, we can now turn 

our attention to a more practical question: how do you transform these ideas into 

action? The remaining chapters will focus on helping you evaluate opportunities, 

avoid common mistakes, and create a realistic path from possibility to 

implementation. 
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Chapter 37: The Future Belongs to Problem Solvers 
 

Whenever a major technological development occurs, public attention naturally 

gravitates towards the technology itself. People discuss features, capabilities, 

platforms, tools, and predictions. They debate what the technology can do today and 

speculate about what it might do tomorrow. Artificial intelligence has generated 

exactly this type of conversation, with much of the discussion focused on the 

technology itself rather than the broader implications of what it enables. 
 

 

 

 

 

While these conversations are understandable, they sometimes obscure a more 

important reality. Technology has always been a means rather than an end. 

Throughout history, the individuals and organisations that benefited most from 

technological change were rarely those who simply had access to new tools. They 

were the ones who understood how to use those tools to solve meaningful problems. 

The printing press created opportunities for people who could distribute knowledge. 

The internet created opportunities for people who could connect information, 

businesses, and communities. Artificial intelligence is creating opportunities for 

people who can identify challenges and develop effective solutions. 

This distinction changes how we think about opportunity. Many people approach 

artificial intelligence by asking how they can make money from it. While 

understandable, a more useful question may be what problems can now be solved 

more effectively because artificial intelligence exists. The difference may appear 

subtle, but it changes the direction of the conversation entirely. The first question 

focuses on technology, while the second focuses on value. 

Businesses, organisations, and individuals rarely invest in technology for its own sake. 

They invest because they want something to improve. They want to save time, 

reduce costs, increase productivity, strengthen relationships, improve 

communication, reduce risk, generate revenue, or achieve specific objectives. 

Technology becomes valuable only when it contributes to those outcomes. For this 

reason, the greatest opportunities often emerge not from the technology itself but 

from a deep understanding of the problems people face. 

One reason I find this perspective encouraging is that it makes opportunity 

accessible to far more people than many assume. There is a common misconception 

that success in the AI economy belongs exclusively to software engineers, 

programmers, data scientists, and technical specialists. While those professions will 

undoubtedly continue playing important roles, many of the opportunities explored 
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throughout this book require something different. They require communication, 

judgement, empathy, organisation, leadership, teaching, relationship management, 

critical thinking, and problem-solving. 

These capabilities are not new. They have always been valuable. What has changed 

is the environment in which they are applied. An administrator who understands 

workflow optimisation can create value. A teacher who understands how people 

learn can create value. A consultant who understands business challenges can create 

value. A lawyer who understands risk and compliance can create value. A customer 

service professional who understands relationships can create value. Artificial 

intelligence does not eliminate the importance of these skills. In many cases, it 

amplifies their value by allowing them to be applied more efficiently and at greater 

scale. 

Another reason the future belongs to problem solvers is that problems never 

disappear entirely. They evolve. Customer expectations change. Markets shift. 

Industries transform. New technologies emerge. Old challenges are resolved, but 

new ones take their place. Businesses continue searching for ways to improve 

performance. Organisations continue seeking greater efficiency. Professionals 

continue looking for opportunities to advance. Wherever challenges exist, 

opportunities exist for those who can provide solutions. 

This is why adaptability may become one of the most important qualities in the years 

ahead. The individuals who thrive are unlikely to be those who become attached to 

a single tool, platform, or process. They are more likely to be those who remain 

curious, continue learning, and adapt as circumstances change. Tools will come and 

go. New technologies will emerge. Existing technologies will improve. The ability to 

solve problems, however, remains valuable regardless of which tools happen to be 

available. 

One observation that has emerged repeatedly throughout this book is that many 

opportunities hide within frustrations that people have learned to accept. Businesses 

tolerate inefficient processes. Professionals struggle with communication challenges. 

Organisations lose valuable knowledge. Customers experience unnecessary friction. 

Employees spend time on repetitive tasks. These situations often appear ordinary 

because they occur so frequently. Yet they represent opportunities precisely because 

they involve problems that remain unresolved. Artificial intelligence expands our 

ability to address these challenges, but it does not replace the need to recognise them 

in the first place. 
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This perspective also changes how success should be measured. It is easy to become 

distracted by the latest platform, the newest feature, or the most recent technological 

breakthrough. However, businesses ultimately succeed because they create value. If 

a tool helps create that value, it is useful. If a newer tool creates greater value, it may 

be worth adopting. The focus remains on the outcome rather than the technology. 

This approach allows individuals and organisations to remain adaptable while 

avoiding the temptation to chase every new trend. 

As you consider your own future, resist the temptation to define yourself by the 

tools you use. Tools evolve too quickly for that. Instead, focus on the problems you 

understand, the skills you possess, the experiences you have accumulated, and the 

value you can create. These foundations are often more durable than any particular 

technology. Artificial intelligence may transform how work is performed, but it does 

not eliminate the need for insight, judgement, creativity, communication, and human 

understanding. 

Ultimately, the future is unlikely to belong to those who merely have access to the 

latest technology. Access eventually becomes widespread. What remains scarce is 

the ability to understand people, recognise opportunities, exercise sound judgement, 

and solve meaningful problems. Technologies will continue changing, sometimes 

rapidly and unexpectedly, but organisations will still need solutions, customers will 

still have frustrations, and people will still seek better outcomes. Those who position 

themselves at the intersection of problems and solutions will continue to create value 

regardless of how the technological landscape evolves. 

This idea sits at the heart of everything explored in this book. Artificial intelligence 

expands what is possible, but human beings determine what is valuable. The greatest 

opportunities are rarely found in the technology itself. They are found in the practical 

application of technology to real-world challenges. Those who understand this 

principle will often discover that their most important advantage is not artificial 

intelligence at all. It is their ability to think, adapt, communicate, and solve problems 

in ways that genuinely improve the lives and work of others. 

In the next chapter, we will examine some of the most common mistakes new AI 

entrepreneurs make and explore practical ways to avoid them, ensuring that 

enthusiasm is supported by sound judgement, realistic expectations, and sustainable 

business practices. 
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Chapter 38: Seven Mistakes New AI Entrepreneurs 
Make 
One of the most interesting aspects of technological change is that while the tools 

evolve rapidly, many of the mistakes people make remain remarkably consistent. 

Artificial intelligence has created opportunities that would have been difficult to 

imagine only a few years ago. Individuals can launch businesses with minimal capital, 

access powerful capabilities through affordable software, and reach global audiences 

more easily than ever before. Yet despite these advantages, many promising ventures 

struggle to gain traction. In many cases, the reason has little to do with technology 

and much to do with decisions made by the people using it. 

One mistake appears so frequently that it has become almost predictable. People 

become fascinated by the technology itself and begin searching for ways to build a 

business around it. The excitement is understandable. Artificial intelligence can 

produce impressive results and generate endless possibilities. However, businesses 

are rarely built around technology alone. They are built around problems. Customers 

do not purchase a service because it uses artificial intelligence. They purchase 

because it saves time, reduces frustration, increases revenue, improves efficiency, or 

helps them achieve a desired outcome. When entrepreneurs focus on technology 

before understanding customer needs, they often create solutions in search of 

problems rather than solutions to problems. 

Another challenge emerges when people assume that artificial intelligence can 

substitute for expertise. While AI can generate information, summarise research, 

create content, and assist with analysis, it cannot replace professional judgement. A 

communication consultant still needs to understand communication. A business 

advisor still needs to understand business. A trainer still needs to understand how 

people learn. The most successful professionals use artificial intelligence to 

strengthen their expertise rather than compensate for its absence. Technology 

becomes far more valuable when it is placed in the hands of someone who already 

understands the problem being solved. 

Many new entrepreneurs also struggle with positioning. In an effort to maximise 

opportunities, they attempt to serve everyone. Their services become broad, their 

messaging becomes generic, and their value proposition becomes difficult to 

understand. Ironically, the desire to appeal to more people often makes them less 

attractive to anyone in particular. Clients are usually drawn towards specialists who 

appear to understand their specific challenges. A consultant who helps law firms 
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streamline administrative processes is often easier to understand than a consultant 

who claims to help every type of business solve every type of problem. 

Pricing presents another obstacle. Many people entering the market underestimate 

the value of their work and assume that lower prices will attract more clients. While 

affordability certainly influences buying decisions, price is rarely the only 

consideration. Clients also evaluate credibility, expertise, reliability, communication, 

and trust. Excessively low pricing can sometimes create doubt rather than 

confidence. More importantly, persistent underpricing often makes it difficult for 

entrepreneurs to invest in their own growth, systems, learning, and long-term 

sustainability. 

Another mistake arises from the pursuit of perfection. Some individuals spend 

months refining plans, redesigning websites, testing tools, adjusting branding, and 

preparing for launch. Preparation is important, but there comes a point where 

preparation ceases to be productive and becomes a substitute for action. Businesses 

are rarely perfected in isolation. They improve through interaction with real 

customers, real feedback, and real market conditions. Waiting until every uncertainty 

disappears often means delaying progress indefinitely. 

Trust is another factor that is frequently underestimated. The growing availability of 

artificial intelligence has made many services easier to deliver, but it has not reduced 

the importance of credibility. Clients continue to prefer working with people they 

trust. Referrals continue to matter. Relationships continue to create opportunities. 

Professional reputations continue to influence decisions. Technology may facilitate 

interactions, but business remains fundamentally human. Entrepreneurs who neglect 

this reality often discover that technical competence alone is not enough to sustain 

growth. 

Perhaps the most discouraging mistake is interpreting every setback as evidence of 

failure. A proposal is rejected. A potential client declines. A marketing campaign 

performs poorly. A service attracts little interest. These experiences can be 

disappointing, particularly for individuals starting their first business. However, 

setbacks often provide valuable information. They reveal weaknesses in positioning, 

communication, pricing, targeting, or execution. Entrepreneurs who treat these 

experiences as feedback are often better positioned to improve than those who treat 

them as verdicts. 

One reason I find these mistakes encouraging rather than discouraging is that none 

of them is permanent. They do not reflect a lack of intelligence or potential. They 

are simply patterns that emerge when enthusiasm outpaces experience. Most 
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successful entrepreneurs have made at least some of these mistakes themselves. 

What separates those who succeed from those who give up is not the absence of 

errors but the willingness to learn from them. 

As artificial intelligence continues reshaping industries, the temptation to focus 

exclusively on technology will remain strong. However, the fundamentals of 

business have not changed nearly as much as many people assume. Customers still 

have problems. Organisations still seek value. Trust still matters. Communication 

still matters. Relationships still matter. Technology may change how solutions are 

delivered, but it does not eliminate the need to solve meaningful problems for real 

people. 

The entrepreneurs who thrive in the years ahead are unlikely to be those who chase 

every new tool or trend. They are more likely to be those who understand customers, 

communicate clearly, adapt to changing circumstances, and remain focused on 

creating value. Artificial intelligence may accelerate their progress, but it is these 

qualities that will ultimately determine whether that progress can be sustained. 

In the next chapter, we will move from principles to practical action by exploring a 

realistic 90-day roadmap for transforming an idea into a functioning business, 

helping readers bridge the gap between understanding opportunities and pursuing 

them. 
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Chapter 39: A Practical 90-Day Roadmap for Getting 
Started 
 

One of the reasons many business ideas never progress beyond the idea stage is that 

people underestimate the gap between understanding and action. 

Reading about opportunities is valuable. Researching markets is valuable. Learning 

new skills is valuable. However, knowledge alone does not create businesses. At 

some point, information must be translated into action. A person who spends twelve 

months studying entrepreneurship without taking action is often further behind than 

someone who spends three months learning while simultaneously testing ideas in 

the real world. 

This is particularly relevant in the field of artificial intelligence. New tools appear 

constantly. New opportunities emerge almost every week. The sheer volume of 

information can create the illusion of progress while masking a lack of meaningful 

action. People become trapped in a cycle of learning, researching, comparing, and 

planning without ever moving forward. 

For this reason, I believe it is helpful to approach business development as a series 

of manageable steps rather than a single overwhelming challenge. The objective 

during the first ninety days is not to build a perfect business. The objective is to 

move from uncertainty to evidence. By the end of that period, you should know 

whether your idea has potential, whether people are interested, and whether you are 

prepared to continue building. 

The first thirty days should focus on exploration and validation. During this period, 

the priority is identifying a problem worth solving and determining whether people 

are willing to pay for a solution. Rather than beginning with a product or service, 

begin with conversations. Speak with potential customers. Observe recurring 

frustrations. Pay attention to inefficiencies, unmet needs, and challenges that appear 

repeatedly. Research can be useful, but direct conversations often reveal insights that 

online searches cannot. The goal is not to prove that your idea is brilliant. The goal 

is to discover whether the problem is real. 

During this phase, it is also important to evaluate your own strengths. Throughout 

this book, we have discussed numerous opportunities involving communication, 

training, consulting, workflow optimisation, customer retention, compliance, 

reputation management, and other areas. Some opportunities will align naturally with 

your experience and interests, while others will not. The strongest businesses are 
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often built at the intersection of personal expertise and market demand. Identifying 

that intersection should be one of the primary objectives of the first month. 

The second thirty days should focus on creating a simple offer. One of the most 

common mistakes new entrepreneurs make is attempting to build a complete 

business before testing whether anyone wants the service. A simpler approach is 

often more effective. Instead of creating an elaborate product, create a basic version. 

Instead of building an extensive training programme, offer a workshop. Instead of 

launching a comprehensive consultancy, offer a focused service addressing a specific 

problem. The objective is not perfection. The objective is learning. 

This stage should also involve refining your message. Potential clients should be able 

to understand what you do, who you help, and what outcome you provide. Many 

promising businesses struggle because their value proposition is unclear. If people 

cannot quickly understand the problem you solve, they are unlikely to become 

customers. Clarity is often more persuasive than complexity. 

The final thirty days should focus on acquiring initial clients or customers. This is 

the stage where many people experience the greatest discomfort because it requires 

visibility. It involves sharing your offer, initiating conversations, requesting 

opportunities, and presenting your services to potential customers. While these 

activities may feel intimidating, they are also the activities most likely to generate 

meaningful feedback. A market response, whether positive or negative, provides 

more useful information than months of speculation. 

At this stage, success should not be measured exclusively by revenue. Revenue 

matters, but so do conversations, feedback, testimonials, referrals, and lessons 

learned. A single paying customer can provide valuable insights that improve future 

offers. A rejected proposal can reveal weaknesses in positioning. An unanswered 

message can highlight problems with targeting. Every interaction provides 

information that can be used to improve. 

One observation I have made repeatedly is that people often imagine business 

growth as a dramatic event. They expect a breakthrough moment that transforms 

everything overnight. In reality, growth is usually more gradual. One conversation 

leads to an opportunity. One opportunity leads to a client. One client leads to a 

referral. One referral leads to additional business. Momentum often develops 

through a series of small actions that appear insignificant when viewed individually 

but become powerful when viewed collectively. 



125 
 

This is particularly important in an AI-enabled economy. Artificial intelligence can 

accelerate many aspects of business development. It can assist with research, content 

creation, communication, analysis, planning, and administration. However, 

technology cannot eliminate the need for action. A well-designed plan still requires 

execution. A valuable service still requires customers. A promising opportunity still 

requires someone willing to pursue it. 

As you think about your own next steps, resist the temptation to focus on where 

you would like the business to be in three years. That perspective has value, but it 

can also become overwhelming. Focus instead on the next ninety days. What 

problem will you investigate? What conversations will you have? What offer will you 

create? What action will you take? Progress often becomes more achievable when it 

is viewed through shorter and more practical time horizons. 

The opportunities discussed throughout this book may differ significantly from one 

another, but they all share a common requirement: someone must take the first step. 

Ideas create possibilities. Action creates evidence. The entrepreneurs who succeed 

are rarely those who possess perfect information. More often, they are those who 

are willing to act, learn, adapt, and continue moving forward despite uncertainty. 

In the final chapter, we will bring together the key lessons from this book and reflect 

on what artificial intelligence really means for individuals who are prepared to view 

change not as a threat, but as an opportunity to create value in new and meaningful 

ways. 
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Chapter 40: The Opportunity Is Bigger Than AI 
 

When most people think about artificial intelligence, they think about technology. 

They think about software, algorithms, automation, content generation, data analysis, 

and productivity tools. They think about what machines can do, how industries may 

change, and what the future might look like. These are important conversations, and 

they deserve attention. 
 

However, after exploring the opportunities, principles, and ideas presented 

throughout this book, I have come to believe that the most important conversation 

is not really about artificial intelligence at all. It is about people. 

Artificial intelligence has attracted enormous attention because of its capabilities. Yet 

technology has always been most valuable when it helps people achieve something 

they could not achieve as easily before. A spreadsheet is not valuable because it exists. 

It is valuable because it helps people organise information and make decisions. A 

smartphone is not valuable because it contains advanced technology. It is valuable 

because it helps people communicate, learn, and solve problems. Artificial 

intelligence follows the same pattern. Its significance lies not in what it is, but in 

what it enables people to do. 

Throughout this book, we have explored opportunities involving communication, 

training, workflow optimisation, customer retention, reputation management, 

consulting, compliance, strategic planning, community building, and many other 

areas. Although these opportunities appear different on the surface, they share a 

common characteristic. Each one involves helping people solve problems, achieve 

goals, reduce frustrations, improve outcomes, or create value. 

That observation is important because it shifts attention away from technology and 

towards opportunity. The entrepreneurs who thrive in the years ahead are unlikely 

to succeed simply because they have access to artificial intelligence. Access is 

becoming increasingly common. What will distinguish successful individuals is their 

ability to understand people, recognise problems, and apply technology in ways that 

create meaningful results. 

One of the most encouraging aspects of this reality is that it expands opportunity 

rather than limiting it. There is a tendency to assume that the future belongs only to 

technical specialists. Certainly, technical expertise will remain valuable. However, 

many of the opportunities discussed throughout this book rely just as heavily on 

communication, judgement, empathy, organisation, leadership, teaching, creativity, 
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relationship management, and professional experience. These qualities remain 

important because technology changes tools, but it does not eliminate human needs. 

People will continue seeking clarity when they are confused, guidance when they 

face uncertainty, efficiency when resources are limited, trust when making important 

decisions, and solutions when confronted with problems. As long as these needs 

exist, opportunities will exist for those who can address them. 

Another lesson that has emerged repeatedly throughout this book is that 

opportunities are often hidden in plain sight. They appear in recurring frustrations, 

inefficient processes, unanswered questions, communication breakdowns, customer 

complaints, administrative burdens, and unmet expectations. Because these 

challenges occur so frequently, people sometimes stop noticing them. Yet many 

successful businesses begin when someone decides to look more closely at a problem 

others have learned to accept. 

Artificial intelligence provides new ways of addressing these challenges. It can help 

analyse information, automate repetitive tasks, generate content, identify patterns, 

improve efficiency, and support decision-making. These capabilities are powerful, 

but they are most valuable when combined with human understanding. Technology 

can provide information, but people determine what that information means. 

Technology can generate options, but people decide which option is best. 

Technology can increase efficiency, but people determine how that efficiency should 

be used. 

This is why I believe the future belongs neither to technology nor to people alone. 

It belongs to people who learn how to work effectively with technology while 

remaining focused on the human problems that need solving. Those who combine 

curiosity with judgement, efficiency with empathy, and innovation with practical 

value are likely to find opportunities regardless of how rapidly the technological 

landscape changes. 

If there is one message I hope readers take away from this book, it is that artificial 

intelligence should not be viewed primarily as a threat or as a mystery. It should be 

viewed as a tool. Like any powerful tool, its value depends upon how it is used. For 

some people, it will become a way to work more efficiently. For others, it will 

become the foundation of new businesses. For many, it will create opportunities that 

do not yet exist today. 

The future will undoubtedly bring new technologies, new challenges, and new 

uncertainties. Some predictions will prove accurate. Others will not. What is unlikely 
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to change is the importance of solving problems, creating value, building trust, and 

helping people achieve meaningful outcomes. These principles have survived 

countless technological shifts, and they are likely to remain relevant long after today's 

tools have evolved into something entirely different. 

As you close this book, I encourage you not to focus exclusively on what artificial 

intelligence can do. Instead, focus on what you can do with it. Consider the problems 

you understand, the experiences you possess, the skills you have developed, and the 

value you can create. The opportunities discussed throughout these pages are not 

destinations. They are possibilities. What happens next depends upon the choices 

you make and the actions you take. 

The AI economy is still being shaped. New opportunities will emerge. Existing 

industries will evolve. Some businesses will disappear while others will be created. 

Amid all this change, one truth remains remarkably consistent. People who create 

value will always be needed. The tools may change. The opportunities may change. 

The methods may change. Yet the ability to solve meaningful problems for other 

people remains one of the most reliable foundations upon which a successful future 

can be built. 

That opportunity existed before artificial intelligence. It exists today. It will continue 

to exist long after today's technology has become tomorrow's history. The 

opportunity is bigger than artificial intelligence because it has always been bigger 

than technology. It is the opportunity to create value, solve problems, and improve 

outcomes for other people. Those who learn how to do that consistently will remain 

valuable regardless of what tools the future brings. 
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Bonus Chapter: The Human Advantage: Emotional 
Intelligence in an AI World 
 

Much of the conversation surrounding artificial intelligence focuses on what 

machines can do. People discuss automation, productivity, efficiency, data analysis, 

content generation, and technological advancement. New tools appear constantly, 

each promising to perform tasks faster, smarter, and more accurately than before. 

As a result, many professionals have become understandably focused on learning 

how to use these tools effectively. Yet amid all this discussion, an important question 

often receives far less attention: what qualities become more valuable when 

technology becomes more capable? 
 

I believe emotional intelligence is one of them. 

For decades, professional success was often associated primarily with technical 

competence. People were encouraged to acquire qualifications, develop expertise, 

and master specialised skills. These remain important. However, as artificial 

intelligence becomes increasingly capable of performing technical and analytical 

tasks, human qualities that cannot easily be automated may become even more 

significant. This does not mean technical skills are becoming irrelevant. It means 

technical skills alone may no longer be enough. 

Throughout my professional life, I have observed situations in which the greatest 

challenge was not a lack of knowledge. It was a lack of understanding. A project 

failed because expectations were unclear. A relationship deteriorated because 

assumptions were never discussed. A disagreement escalated because neither party 

felt heard. A talented employee became disengaged because concerns were ignored. 

In each case, the visible problem appeared operational, administrative, or procedural. 

Yet beneath the surface, the issue was deeply human. 

Artificial intelligence can process information remarkably well. It can analyse trends, 

identify patterns, generate reports, summarise research, and assist with decision-

making. What it cannot fully do is navigate the complexities of human emotions, 

relationships, perceptions, motivations, and lived experiences. These areas continue 

to require empathy, judgement, self-awareness, and interpersonal skill. The ability to 

understand people remains one of the most valuable capabilities any professional 

can possess. 
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One reason emotional intelligence matters is that people rarely make decisions based 

solely on facts. We often like to imagine that we are entirely rational, yet human 

behaviour suggests otherwise. People are influenced by trust, fear, confidence, 

uncertainty, belonging, respect, and countless other emotional factors. A proposal 

may be technically correct and still fail because it does not address the concerns of 

its audience. A manager may possess exceptional expertise and still struggle because 

employees do not trust them. A business may offer an excellent product and still 

lose customers because communication has been handled poorly. Understanding 

these realities often matters just as much as understanding the facts themselves. 

This becomes increasingly important as artificial intelligence makes information 

more abundant. Access to information is no longer the advantage it once was. 

Answers can be generated in seconds. Research can be accelerated. Content can be 

produced at remarkable speed. As these capabilities become more widely available, 

the ability to understand people becomes a more meaningful differentiator. 

Knowledge remains valuable, but the ability to communicate that knowledge 

effectively, build trust, manage expectations, and strengthen relationships may 

become even more valuable. 

Trust provides a useful example. As AI-generated content becomes increasingly 

common, people will naturally become more selective about what they believe and 

whom they trust. They will seek professionals who communicate honestly, 

organisations that demonstrate integrity, and leaders whose actions consistently align 

with their words. Technology may help establish visibility, but trust is still earned 

through behaviour. It develops gradually through reliability, consistency, 

transparency, and credibility. These qualities cannot simply be automated into 

existence. 

Empathy is another quality that may become more important rather than less. 

Unfortunately, empathy is sometimes misunderstood as weakness or excessive 

agreeableness. In reality, empathy is the ability to understand how situations appear 

from another person's perspective. It helps professionals anticipate concerns, 

navigate difficult conversations, resolve conflicts, and communicate more effectively. 

It allows people to recognise what has not been said as well as what has. In a world 

where many interactions are increasingly mediated by technology, the ability to 

genuinely understand people may become an even more valuable professional skill. 

Emotional intelligence also influences how individuals respond to change. 

Throughout this book, we have explored how artificial intelligence is transforming 

industries and creating new opportunities. Yet every significant change creates 
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uncertainty. Some people feel excited. Others feel anxious. Many experience both 

emotions simultaneously. Professionals with strong emotional intelligence are often 

better equipped to manage these reactions, both in themselves and in others. They 

understand that successful change management involves more than introducing new 

systems or technologies. It involves helping people adapt to new realities while 

addressing the concerns that naturally accompany uncertainty. 

Another reason I find emotional intelligence important is that it helps explain why 

some professionals consistently outperform others with similar qualifications. Over 

the years, I have encountered highly knowledgeable individuals who struggled to 

build relationships, manage expectations, or communicate effectively. I have also 

encountered professionals whose greatest strength was not technical expertise but 

their ability to understand people, earn trust, and navigate complex human situations. 

More often than not, the latter group achieved greater long-term success. This 

observation does not diminish the importance of knowledge. Rather, it highlights 

the importance of combining knowledge with emotional intelligence. Expertise tells 

us what to do. Emotional intelligence often determines whether others are willing to 

listen. 

The connection between emotional intelligence and opportunity is also worth 

considering. Many of the business ideas discussed throughout this book involve 

helping people solve problems. Whether the focus is consulting, communication, 

training, customer retention, reputation management, workflow optimisation, or 

strategic planning, success ultimately depends upon understanding human needs. 

The professionals who excel in these areas are often those who can recognise 

concerns that have not been expressed, identify expectations that have not been 

articulated, and address frustrations that others have overlooked. 

In many ways, emotional intelligence helps us see what is invisible. It allows us to 

recognise assumptions before they become misunderstandings, identify expectations 

before they become disappointments, address concerns before they become 

conflicts, and understand people before attempting to influence them. These 

capabilities may not attract the same attention as technological innovation, but they 

frequently determine whether relationships strengthen or deteriorate, whether 

opportunities emerge or disappear, and whether communication succeeds or fails. 

Perhaps that is why this topic feels so closely connected to the themes explored 

throughout my writing. Whether discussing communication, expectations, 

relationships, or business opportunities, the human element remains constant. 

Technologies evolve. Industries change. Tools improve. Human beings, however, 
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continue seeking understanding, trust, respect, belonging, and meaningful 

connection. 

As artificial intelligence continues advancing, many people will focus on learning 

new tools. That is sensible and necessary. However, I would encourage readers not 

to neglect the qualities that technology cannot easily replicate. Communication, 

empathy, self-awareness, judgement, integrity, and relationship-building may 

become increasingly valuable precisely because they remain deeply human. As 

technology becomes more accessible, these qualities may become some of the 

strongest differentiators available to professionals and businesses alike. 

The future will undoubtedly belong to those who learn how to work effectively with 

technology. I suspect it will also belong to those who understand people. The 

greatest opportunities may not emerge from choosing between artificial intelligence 

and emotional intelligence, but from learning how to combine both. Technology can 

increase our capabilities. Emotional intelligence helps ensure those capabilities are 

applied wisely, responsibly, and effectively. 

If artificial intelligence represents a powerful tool, emotional intelligence may 

represent the wisdom required to use that tool well. In an age increasingly defined 

by technological advancement, that human advantage may prove to be one of the 

most valuable assets of all. 
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Appendix A: The Opportunity Finder Framework 
 

One of the limitations of any book about business opportunities is that opportunities 

change. New technologies emerge. Customer expectations evolve. Industries 

transform. Markets shift. Some opportunities disappear while new ones take their 

place. For this reason, I wanted to leave readers with more than a collection of ideas. 

While ideas can be useful, a framework is often more valuable because it allows you 

to continue identifying opportunities long after the examples in this book have 

become outdated. 
 

The purpose of this appendix is to provide a simple process for recognising 

opportunities in everyday life. Although artificial intelligence may change how 

solutions are delivered, it does not fundamentally change where opportunities come 

from. Most opportunities still begin with a problem that somebody wants solved. 

Step 1: Pay Attention to Frustration 

Many business opportunities begin with frustration. People complain about 

processes that take too long. Customers become irritated by poor service. 

Employees struggle with inefficient systems. Managers become overwhelmed by 

repetitive tasks. Professionals waste time searching for information. Businesses lose 

money because communication breaks down. 

These frustrations often appear ordinary because they occur so frequently. However, 

recurring frustration is one of the strongest indicators that an opportunity may exist. 

Pay attention when you hear people repeatedly saying things such as: 

• There must be an easier way to do this. 

• This takes too much time. 

• Why is this so complicated? 

• I keep making the same mistake. 

• This process is exhausting. 

Frustration is often the first sign that a better solution is needed. 
 

Step 2: Look for Repetition 

Not every problem represents a business opportunity. Some frustrations are isolated 

incidents. Others occur repeatedly. 
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The most promising opportunities usually involve problems that occur frequently. 

A business owner who experiences a problem once may simply move on. A business 

owner who experiences the same problem every week is often willing to invest in a 

solution. 

Whenever you identify a problem, ask yourself: 

• Does this happen regularly? 

• How many people experience it? 

• How often does it occur? 

• What happens if it remains unsolved? 

The greater the frequency, the greater the potential value of solving it. 

Step 3: Identify the Cost 

Every problem creates a cost. 

Sometimes the cost is financial. Sometimes it involves wasted time, lost 

opportunities, frustration, inefficiency, or damaged relationships. The more 

significant the consequences, the more valuable a solution becomes. 

Consider a business that consistently loses customer enquiries because responses are 

delayed. The problem may appear administrative, but the cost may be lost revenue. 

Similarly, an organisation that spends hours searching for information may be 

experiencing a productivity problem disguised as an information problem. 

Whenever you identify a challenge, ask: 

• What is this costing people? 

• How much time is being lost? 

• How much money is being lost? 

• What opportunities are being missed? 

• What frustrations are being created? 

These questions often reveal opportunities that are larger than they initially appear. 
 

Step 4: Examine Existing Solutions 

Before creating a new solution, understand how people currently solve the problem. 
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Some existing solutions may be expensive. Others may be complicated, ineffective, 

or inconvenient. Occasionally, people have simply learned to tolerate the problem 

because they do not realise a better option exists. 

Understanding how people currently address a challenge can reveal valuable gaps in 

the market. 

Ask questions such as: 

• How do people currently solve this problem? 

• What do they dislike about existing solutions? 

• What remains unresolved? 

• What could be improved? 

Many successful businesses are not built on entirely new ideas. They are built on 

improving existing solutions. 

Step 5: Determine Where Artificial Intelligence Fits 

Many people start with artificial intelligence and then look for a problem. 

I believe the opposite approach is often more effective. 

Once you understand the problem, the frequency, the cost, and the limitations of 

existing solutions, you can explore whether artificial intelligence can improve the 

outcome. 

Consider questions such as: 

• Can AI reduce the time required? 

• Can AI improve accuracy? 

• Can AI automate repetitive work? 

• Can AI organise information more effectively? 

• Can AI improve communication? 

• Can AI generate useful insights? 

The key point is that artificial intelligence is not the opportunity. The problem is the 

opportunity. Artificial intelligence is simply one of the tools that may help create a 

better solution. 
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Step 6: Test Before You Build 

One of the most common mistakes entrepreneurs make is assuming that people 

want a solution without first gathering evidence. 

Before investing significant time or money, speak with potential customers. Ask 

questions. Observe behaviour. Listen carefully. Pay attention to what people actually 

do rather than what they say they might do. 

A small test often reveals more than months of assumptions. Validation helps 

identify weaknesses, uncover opportunities, and reduce risk before larger 

investments are made. 

Step 7: Look for the Human Element 

This final step is frequently overlooked. 

Many entrepreneurs focus heavily on technology while paying insufficient attention 

to the human factors influencing success. Yet trust, expectations, assumptions, 

emotions, communication, and relationships often determine whether a solution 

succeeds or fails. 

When evaluating an opportunity, ask yourself: 

• What emotions are involved? 

• What expectations exist? 

• What misunderstandings occur? 

• What assumptions are being made? 

• Where does trust matter? 

• What relationships are affected? 

Technology can improve systems, but people still make decisions. Understanding 

human behaviour often reveals opportunities that others overlook. 

The Opportunity Finder Questions 

Whenever you encounter a problem, work through the following questions: 

1. What exactly is the problem? 

2. Who experiences it? 

3. How often does it occur? 
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4. What is it costing them? 

5. How are they currently solving it? 

6. What frustrations remain unresolved? 

7. How could the process be improved? 

8. Where could artificial intelligence help? 

9. What human factors influence the situation? 

10. Would someone willingly pay for a better solution? 

You may be surprised how many opportunities emerge from these questions. More 

importantly, you may begin noticing opportunities that other people overlook. 
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Appendix B: The Human Skills Artificial Intelligence 
Cannot Easily Replace 
 

Whenever a new technology emerges, predictions about the future quickly follow. 

Some people focus on the opportunities. Others focus on the risks. As artificial 

intelligence has become more capable, discussions about automation, job 

displacement, and technological change have become increasingly common. In 

many cases, these conversations lead to a similar question: if artificial intelligence 

continues improving, what skills will remain valuable? 

It is an understandable concern. 

Artificial intelligence can now perform tasks that once required considerable time 

and effort. It can analyse information, generate content, summarise research, identify 

patterns, assist with decision-making, and automate many repetitive activities. As 

these capabilities continue expanding, it is natural to wonder where human beings 

fit into the picture. 

The answer, I believe, lies in understanding the difference between information and 

judgement, between efficiency and wisdom, and between knowledge and human 

understanding. 

While artificial intelligence can process vast amounts of information, there remain 

certain human capabilities that are difficult to automate because they depend upon 

context, experience, relationships, values, and emotional awareness. These 

capabilities are not new. In fact, many have always been important. The difference 

is that they may become even more valuable as technology becomes more capable. 

Communication 

Communication is often underestimated because it appears simple on the surface. 

Most people communicate every day, yet effective communication remains 

surprisingly rare. 

The ability to express ideas clearly, adapt messages to different audiences, ask 

thoughtful questions, listen actively, and prevent misunderstandings continues to 

create value in almost every profession. Artificial intelligence can generate words, 

but successful communication often depends on understanding what needs to be 

said, what should remain unsaid, and how a message is likely to be received. 
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Many professional challenges that appear technical are actually communication 

problems in disguise. Expectations are unclear. Assumptions go unchallenged. 

Information is misunderstood. Relationships suffer. The ability to communicate 

effectively remains one of the most valuable skills a person can develop. 

Emotional Intelligence 

Emotional intelligence involves recognising, understanding, and managing emotions, 

both in ourselves and in others. It influences leadership, teamwork, negotiation, 

customer service, conflict resolution, and relationship-building. 

Artificial intelligence may recognise patterns in language and behaviour, but genuine 

emotional intelligence requires an understanding of human experience that extends 

beyond data. It involves empathy, self-awareness, perspective-taking, and the ability 

to navigate complex interpersonal situations. 

As technology becomes increasingly capable, emotional intelligence may become a 

more significant differentiator because it addresses an aspect of human interaction 

that technology cannot easily replicate. 

Judgement 

Many situations do not have a clearly correct answer. 

A leader deciding how to respond to a crisis, a manager handling a sensitive 

employee issue, a business owner evaluating competing priorities, or a professional 

balancing ethical considerations often faces decisions that require judgement rather 

than information alone. 

Artificial intelligence can provide options, analyse possibilities, and highlight risks. 

However, deciding which option is most appropriate often requires context, 

experience, values, and an understanding of consequences that extend beyond what 

can easily be measured. 

Good judgement remains one of the most valuable professional assets available. 

Trust-Building 

Trust is difficult to earn, easy to lose, and impossible to automate. 

People trust individuals and organisations that demonstrate reliability, competence, 

integrity, and consistency over time. While technology can facilitate communication 

and increase visibility, trust ultimately develops through behaviour. 
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In a world where information is abundant and content can be generated instantly, 

trust may become even more valuable. People will continue looking for individuals 

whose words align with their actions and whose reputations have been earned rather 

than manufactured. 

Relationship Management 

Many opportunities arise through relationships. 

Clients remain loyal because relationships have been built. Teams perform 

effectively because relationships are healthy. Partnerships succeed because 

relationships are strong. Careers advance because relationships create opportunities. 

Artificial intelligence can support communication, but relationships require ongoing 

understanding, mutual respect, trust, and human connection. The ability to build and 

maintain professional relationships is likely to remain valuable regardless of how 

technology evolves. 

Adaptability 

One of the few certainties about the future is that change will continue. 

Industries will evolve. Technologies will develop. New opportunities will emerge. 

Existing roles will change. Individuals who adapt effectively are often better 

positioned than those who resist change or become overly attached to familiar ways 

of working. 

Adaptability involves curiosity, learning, resilience, and the willingness to adjust 

when circumstances change. These qualities help people remain relevant in 

environments characterised by uncertainty and transformation. 

Ethical Decision-Making 

Not every decision should be based solely on efficiency. 

Businesses, governments, and professionals regularly face questions involving 

fairness, responsibility, accountability, privacy, and ethics. Artificial intelligence may 

provide information that informs these decisions, but determining what should be 

done often requires human values and ethical reasoning. 

As technology becomes more powerful, ethical decision-making may become 

increasingly important rather than less. 
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Problem-Solving 

Throughout this book, one theme has appeared repeatedly: opportunities emerge 

wherever problems exist. Problem-solving involves more than identifying solutions. 

It requires understanding the underlying issue, evaluating alternatives, considering 

consequences, and creating outcomes that improve a situation. Artificial intelligence 

can assist with many aspects of this process, but meaningful problem-solving often 

depends on human insight, creativity, and judgement. 

Those who consistently solve important problems will continue creating value 

regardless of which technologies happen to be available. 

Leadership 

Leadership is sometimes confused with authority. 

In reality, leadership involves influence. It involves helping people move towards a 

shared objective, particularly during periods of uncertainty or change. Effective 

leaders communicate clearly, inspire confidence, build trust, make difficult decisions, 

and help others perform at their best. 

Technology can support leaders, but leadership itself remains fundamentally human 

because it depends upon relationships, credibility, and understanding. 

Developing Your Human Advantage 

One of the most encouraging aspects of these skills is that they can be developed. 

People often view technical skills as something that can be learned while treating 

communication, emotional intelligence, judgement, and leadership as fixed traits. In 

reality, these capabilities can improve through deliberate practice, reflection, 

experience, and learning. 

As you invest time in understanding artificial intelligence, consider investing equal 

effort in developing the qualities that make you uniquely human. Learn new tools. 

Explore new technologies. Stay informed about change. At the same time, 

strengthen your communication, emotional intelligence, judgement, adaptability, and 

relationship-building skills. 

The future is unlikely to belong exclusively to technology or exclusively to people. 

It is more likely to belong to those who understand how to combine the strengths 

of both. Artificial intelligence can amplify human capability, but it is these deeply 

human skills that often determine how that capability is applied and whether it 

ultimately creates value. 
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Appendix C: Prompting: The New Business Communication 

Skill 

 

One of the most valuable skills emerging in the AI economy is the ability to 

communicate effectively with artificial intelligence systems. 

Many people assume that artificial intelligence produces poor results because the 

technology is unreliable. In reality, disappointing outputs are often the result of 

unclear instructions. Just as a colleague cannot be expected to deliver excellent work 

without understanding the objective, an AI tool cannot be expected to generate 

useful results without clear guidance. 

For this reason, prompting is often described as the art of communicating with 

artificial intelligence. 

At its simplest, a prompt is an instruction. However, effective prompts do more than 

ask a question. They provide context, clarify objectives, define expectations, and 

specify the desired outcome. 

Interestingly, this is not entirely new. 

Many of the skills required for effective prompting are the same skills required for 

effective business communication. Professionals who know how to write clear 

emails, delegate tasks, prepare briefs, manage expectations, and provide instructions 

often discover that they adapt quickly to working with AI systems. 

Consider the difference between these two prompts: 

"Write a marketing email." 

and 

"Write a professional marketing email promoting a new productivity workshop for 

small business owners. The tone should be friendly and persuasive. Keep the email 

under 300 words and include a clear call to action encouraging readers to register." 

The second prompt provides context, audience, tone, purpose, and constraints. As 

a result, the output is likely to be significantly more useful. 

A useful way to think about prompting is to include five key elements whenever 

possible: 

1. The objective – What do you want the AI to accomplish? 

2. The audience – Who is the content intended for? 
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3. The context – What background information is relevant? 

4. The format – How should the response be structured? 

5. The constraints – Are there word limits, style requirements, or specific 

instructions? 

For example: 

Objective: Create a LinkedIn post. Audience: Administrative professionals. Context: 

Promoting a productivity guide. Format: A professional LinkedIn post. Constraints: 

Maximum 250 words with a strong call to action. 

The more clearly these elements are communicated, the more likely the AI is to 

produce useful results. 

It is also important to remember that prompting is rarely a one-step process. The 

most effective users treat AI as a collaborative tool. They review outputs, ask follow-

up questions, request revisions, provide additional context, and refine results. In 

many cases, the quality of the final outcome depends less on the first prompt and 

more on the conversation that follows. 

As artificial intelligence becomes more widely adopted, the ability to communicate 

clearly with AI systems is likely to become an increasingly valuable professional skill. 

However, the underlying principle remains familiar. Effective prompting is 

ultimately an extension of effective communication. 

The people who obtain the best results from artificial intelligence are often not those 

who understand the technology most deeply. They are those who communicate their 

objectives most clearly. 
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Appendix D: The AI Opportunity Matcher: Finding the 
Opportunity That Fits You 
One of the biggest challenges in business is not finding opportunities. It is choosing 

between them. By the time you reach this point in the book, you have encountered 

opportunities in consulting, communication, training, workflow optimisation, 

customer retention, strategic planning, knowledge management, community 

building, reputation management, compliance, change management, and many other 

areas. 

Some of these opportunities may have excited you immediately. Others may have 

seemed interesting but not particularly compelling. A few may have sounded 

profitable even though you could not imagine yourself doing the work for very long. 

This is perfectly normal. 

One of the most common mistakes aspiring entrepreneurs make is assuming that 

the best opportunity is the one with the greatest earning potential. Another is 

assuming that the most popular opportunity must be the right one. Neither 

assumption is necessarily true. 

An opportunity that generates significant income for one person may be frustrating 

and unsustainable for another. Two individuals can pursue the same business model 

and achieve very different results because they bring different experiences, interests, 

strengths, personalities, and motivations to the work. For this reason, selecting an 

opportunity involves more than identifying a market. It involves understanding 

yourself. 

The purpose of this appendix is not to tell you what business to start. It is to help 

you think more clearly about where your natural advantages may already exist. 

 

As you work through the following sections, answer honestly. 

Do not answer based on who you wish you were.  

Do not answer based on what sounds impressive. 

Do not answer based on what appears most profitable. 

Answer based on who you actually are. 

The most useful insights often begin there. 
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PART ONE -The Clues Hidden in Your Past 

Many people search for opportunities in the future while ignoring the evidence 

contained in their own experience. Yet some of the strongest clues about future 

opportunities can often be found by examining the past. Consider the following 

questions carefully. 

What problems do people regularly bring to you? 

Every person develops a reputation, whether they realise it or not. Some people 

become the person others approach when they need help organising something. 

Others become the person people consult when facing difficult decisions. Some 

become known for resolving disputes. Others become known for teaching, 

researching, writing, planning, negotiating, mentoring, or solving technical problems. 

Think about the last few years. What kinds of problems have people repeatedly 

brought to you? Not once. Repeatedly. Patterns matter. If colleagues consistently 

ask for help with communication, there may be an opportunity hidden there. If 

people regularly seek your advice before making decisions, consulting opportunities 

may deserve attention. If you frequently help people organise information, improve 

processes, or create structure, workflow and operational opportunities may be worth 

exploring. Repeated requests often reveal value that we ourselves overlook. 

What tasks feel easy to you but difficult to others? 

This question is surprisingly important. Many people underestimate their most 

valuable abilities because those abilities feel normal. An experienced administrator 

may think organisational skills are ordinary because they use them every day. A 

teacher may underestimate their ability to explain complex concepts because it has 

become second nature. A lawyer may overlook analytical skills because careful 

reasoning feels routine. Yet the things that feel natural to us often appear highly 

valuable to others. Pay close attention to tasks you complete with relative ease while 

others find them difficult, frustrating, or time-consuming. Opportunities frequently 

hide there. 

What topics can you discuss for hours without becoming bored? 

Business success usually requires sustained effort. For this reason, interest matters. 

Some people enjoy discussing systems and efficiency. Others enjoy communication, 

relationships, leadership, education, technology, marketing, psychology, compliance, 

finance, or customer experience. The subjects that naturally capture your attention 
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may provide important clues regarding the opportunities most likely to hold your 

interest over time. An opportunity does not need to become your lifelong passion. 

However, genuine interest often makes persistence easier when challenges inevitably 

arise. 

PART TWO - Understanding How You Create Value 

Different people create value in different ways. One person creates value by 

analysing information. Another creates value by building relationships. A third 

creates value by teaching. A fourth creates value by identifying opportunities others 

fail to see. Understanding how you naturally create value can help narrow the field 

considerably. 

The Organiser 

Organisers create order. They enjoy structure, systems, processes, and efficiency. 

They often notice when things are disorganised, confusing, or unnecessarily 

complicated.  If this sounds familiar, opportunities involving workflow optimisation, 

knowledge management, operations support, and process improvement may deserve 

consideration. 

The Communicator 

Communicators create clarity. They help people understand ideas, expectations, 

decisions, and information. They often excel at writing, speaking, teaching, 

stakeholder engagement, and relationship management. 

If this describes you, opportunities involving communication services, customer 

retention, community management, training, and reputation building may be 

particularly attractive. 

The Analyst 

Analysts create insight. They enjoy examining information, identifying patterns, 

investigating causes, and solving problems. They often ask questions others overlook. 

If this sounds familiar, opportunities involving consulting, data analysis, strategic 

planning, compliance, and problem-solving may align with your strengths. 

The Builder 

Builders create solutions. They enjoy turning ideas into practical systems, products, 

services, or processes. They focus less on discussion and more on implementation. 
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If this describes you, opportunities involving AI implementation, workflow redesign, 

systems development, and operational improvement may be worth exploring. 

The Connector 

Connectors create relationships. They enjoy bringing people together, facilitating 

collaboration, and helping others succeed. They often possess strong interpersonal 

awareness and emotional intelligence. If this sounds familiar, opportunities involving 

community management, change management, stakeholder engagement, and 

customer experience may fit naturally. 

PART THREE - What Type of Business Do You Actually Want? 

Many people choose opportunities without considering how they prefer to work. 

This can create problems later. 

Imagine two successful businesses. 

One requires constant client interaction. 

The other relies primarily on digital products. Both generate income. Both create 

value. Yet the daily experience of operating them is completely different. 

Before choosing an opportunity, consider the type of work you wish to create for 

yourself. Would you rather spend your days speaking with clients or creating 

resources? Would you rather provide customised solutions or scalable products? Do 

you enjoy variety or routine? Do you prefer independence or collaboration? Do you 

enjoy teaching, advising, analysing, organising, creating, persuading, or improving? 

There are no correct answers. However, there are answers that fit you better than 

others. 

PART FOUR - Matching Yourself to the Opportunities 

Now review the opportunities discussed throughout this book. As you do, resist the 

temptation to focus solely on potential income. 

Instead, ask four questions. 

Can I see myself doing this repeatedly? A good opportunity should not merely sound 

interesting. You should be able to imagine yourself performing the work consistently. 

Do I already possess some relevant experience? You do not need to be an expert. 

However, existing experience often shortens the learning curve significantly. 
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Does this solve a problem I genuinely understand? The closer you are to a problem, 

the easier it often becomes to create value. 

Am I curious enough to keep learning? Artificial intelligence will continue evolving. 

The most successful professionals are unlikely to be those who know everything 

today. They are more likely to be those who remain willing to learn tomorrow. 

  



149 
 

Appendix E: Finding Your Starting Point: What Do You 
Already Understand? 
 

One of the most common misconceptions about the AI economy is the belief that 

opportunity belongs primarily to people who understand technology. Many 

individuals assume that the most valuable opportunities will be captured by software 

developers, engineers, data scientists, programmers, and technology entrepreneurs. 

As a result, they spend their time focusing on what they do not know rather than 

paying attention to what they already understand. They look outward when they 

should first look inward. 
 

This is understandable. Artificial intelligence is often discussed in technical terms. 

News articles focus on new models, new tools, new platforms, and new capabilities. 

Conferences focus on innovation. Companies focus on implementation. Investors 

focus on disruption. Amid all this discussion, it becomes easy to overlook a simple 

reality. Most opportunities do not begin with technology. They begin with problems. 

More specifically, they begin with someone understanding a problem that other 

people either do not see clearly or do not know how to solve. 

A person who understands how hospitals operate possesses valuable knowledge. A 

person who understands how schools function possesses valuable knowledge. A 

person who understands customer complaints, employee frustrations, supply chain 

inefficiencies, legal risks, financial decisions, community dynamics, workplace 

communication, or human behaviour possesses valuable knowledge. Artificial 

intelligence may change how solutions are delivered, but it does not eliminate the 

value of understanding the problem in the first place. 

For this reason, a more useful question than "What technology should I learn?" is 

often "What do I already understand?" The answer may reveal opportunities much 

closer than you think. The following sections are not organised around professions. 

They are organised around forms of understanding. You may recognise yourself in 

one category or several. The objective is not to place yourself inside a box. The 

objective is to recognise where your existing knowledge, experience, and perspective 

may already provide a foundation for creating value. 

If You Understand How Work Gets Done 

Every organisation has people who understand how things actually happen. They 

know where delays occur, where approvals become bottlenecks, where information 
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gets lost, and where confusion repeatedly emerges. They understand the difference 

between official processes and real processes. They know which systems people 

avoid, which tasks consume unnecessary time, and which frustrations employees 

quietly tolerate because they have become normal. This understanding often belongs 

to administrators, operations professionals, executive assistants, office managers, 

project coordinators, supervisors, and experienced team members, but it can emerge 

in almost any role. 

The people who understand how work gets done frequently overlook the value of 

their own knowledge because they see it every day. Yet organisations spend 

enormous amounts of money trying to solve problems that these individuals already 

understand intimately. As artificial intelligence becomes increasingly integrated into 

workplaces, opportunities will continue emerging for those who can identify 

inefficiencies, redesign workflows, organise information, improve communication, 

document processes, and create systems that help people work more effectively. 

Technology may provide the tools, but understanding where those tools should be 

applied remains a distinctly human advantage. 

If You Understand Rules, Risk, and Compliance 

Some people spend their careers navigating regulations, policies, standards, 

procedures, contracts, governance requirements, and legal obligations. They 

understand consequences. They understand liability. They understand the difference 

between what appears acceptable and what is actually permissible. They understand 

how small oversights can become significant problems and how uncertainty often 

creates anxiety for organisations attempting to make decisions. 

This form of understanding is often associated with legal professionals, compliance 

officers, auditors, regulators, healthcare practitioners, financial professionals, risk 

managers, and public servants. However, the underlying value is not tied to a 

particular profession. The value lies in the ability to interpret complexity and 

transform uncertainty into clarity. As organisations adopt artificial intelligence, new 

questions continually emerge regarding governance, ethics, accountability, privacy, 

security, transparency, and responsible use. Opportunities frequently appear 

wherever people feel uncertain about what should be done, what must be done, or 

what should be avoided. Those who understand risk are often well positioned to 

create value because they help others move forward with greater confidence. 
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If You Understand How People Learn 

Knowledge has little value if it cannot be transferred effectively. Throughout history, 

every profession, organisation, institution, and community has depended upon 

individuals who can help others understand new ideas, acquire new skills, and 

develop new capabilities. These people understand that learning involves more than 

providing information. They understand how confusion develops, how confidence 

grows, how motivation influences progress, and how people move from ignorance 

to competence. 

This understanding is commonly found among teachers, lecturers, trainers, coaches, 

mentors, facilitators, instructional designers, and educational professionals, but it is 

not limited to them. Many managers teach. Many parents teach. Many business 

owners teach. Many experienced professionals teach. As artificial intelligence 

accelerates the pace of change, the need for learning increases rather than decreases. 

New tools must be understood. New processes must be adopted. New ways of 

working must be explained. Opportunities therefore continue to emerge for people 

who can educate, train, simplify complexity, create learning resources, support 

organisational change, and help others adapt. Information may become abundant, 

but understanding remains valuable. 

If You Understand Human Behaviour 

Many people assume that the future belongs to technology. A strong argument can 

be made that it belongs to people who understand people. Every organisation, 

customer, employee, leader, voter, patient, student, and client is ultimately a human 

being making decisions, forming opinions, responding to incentives, managing 

emotions, and navigating relationships. Technology may change rapidly, but human 

behaviour often changes far more slowly. 

Some people possess a deep understanding of why people behave the way they do. 

They recognise patterns that others miss. They understand motivation, trust, 

resistance, conflict, persuasion, cooperation, and decision-making. This 

understanding may come from psychology, counselling, leadership, healthcare, 

education, sales, customer service, management, or simply years of paying close 

attention to human nature. As artificial intelligence becomes increasingly capable, 

opportunities will continue emerging for those who understand the people using it, 

buying it, resisting it, managing it, and being affected by it. Technology influences 

behaviour. Human behaviour determines outcomes. 
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If You Understand Customers and Service 

Every successful organisation depends upon customers, clients, users, patients, 

members, donors, or supporters. Yet many organisations know surprisingly little 

about the people they serve. They understand products better than customers. They 

understand processes better than experiences. They understand transactions better 

than relationships. 

People who understand customers possess a valuable form of knowledge. They 

know why people complain. They know why people leave. They know what causes 

frustration, confusion, disappointment, and loyalty. They understand expectations. 

They understand service failures. They understand what people actually value rather 

than what organisations assume they value. This understanding is often found 

among customer service professionals, hospitality workers, account managers, sales 

professionals, community managers, and business owners. Opportunities frequently 

emerge wherever organisations struggle to understand the people they exist to serve. 

If You Understand Money, Value, and Decisions 

Money is rarely just about numbers. It reflects priorities, incentives, trade-offs, risks, 

opportunities, fears, and expectations. Some people spend years learning how 

organisations allocate resources, evaluate investments, assess risks, measure 

performance, and make financial decisions. Others develop this understanding 

through entrepreneurship, management, consulting, or personal experience. 

As artificial intelligence expands access to information, organisations may find 

themselves overwhelmed by data while remaining uncertain about what actions to 

take. Opportunities therefore continue emerging for people who can transform 

information into insight, connect decisions to outcomes, and help others understand 

value more clearly. The ability to understand what matters financially remains 

valuable regardless of how advanced technology becomes. 

If You Understand Systems and Processes 

Many of the problems people experience every day are not caused by individuals. 

They are caused by systems. Delays, inefficiencies, errors, confusion, waste, 

duplication, bottlenecks, and poor experiences often emerge because systems have 

been poorly designed, poorly maintained, or poorly understood. 

Some people naturally think in systems. They see connections where others see 

isolated events. They recognise patterns. They understand how one change affects 

another. They ask why a problem keeps recurring rather than simply fixing the 
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immediate symptom. This form of understanding appears in engineering, operations, 

logistics, manufacturing, project management, supply chain management, 

technology, and many other disciplines. As organisations adopt increasingly complex 

technologies, opportunities will continue emerging for people who can design, 

improve, integrate, and simplify systems. 

If You Understand Communication 

Many problems that appear to be technical problems are actually communication 

problems. Expectations were unclear. Instructions were misunderstood. 

Information was incomplete. Feedback was poorly delivered. Assumptions were left 

unspoken. Some people possess an unusual ability to bring clarity where confusion 

exists. They can explain complex ideas simply, translate technical concepts into 

everyday language, resolve misunderstandings, and help people reach a shared 

understanding. 

This form of understanding appears in writing, teaching, public relations, 

administration, leadership, sales, law, customer service, media, consulting, and many 

other fields. As artificial intelligence generates increasing amounts of content, the 

ability to communicate clearly may become even more valuable. More information 

does not automatically create more understanding. Opportunities will continue 

emerging for those who can improve communication, strengthen relationships, 

simplify complexity, and help people understand one another more effectively. 

If You Understand Communities and Relationships 

Human beings rarely operate in isolation. We belong to families, workplaces, 

professional networks, social groups, religious communities, organisations, 

associations, and countless other forms of collective life. Some people possess a 

deep understanding of how communities function. They know how trust is built, 

how engagement is sustained, how conflicts emerge, and how relationships influence 

behaviour. 

This understanding often exists among community managers, non-profit 

professionals, clergy, social workers, membership coordinators, volunteer leaders, 

human resources professionals, and many others. Artificial intelligence may change 

how people connect, but it does not eliminate the importance of belonging. 

Opportunities continue emerging wherever people need stronger relationships, 

healthier communities, better engagement, and more meaningful connections. 

Technology may facilitate interaction, but communities are ultimately built by people. 
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If You Understand Creativity and Expression 

Creativity is often misunderstood. Many people associate it exclusively with art, 

design, writing, or entertainment. In reality, creativity is the ability to generate ideas, 

solve problems, identify possibilities, and express concepts in ways that resonate 

with others. Every industry depends upon creativity. Businesses need creative 

solutions. Organisations need creative strategies. Communities need creative 

leadership. 

People who understand creativity recognise that originality is rarely about inventing 

something entirely new. More often, it involves combining existing ideas in useful 

ways. As artificial intelligence becomes increasingly capable of producing content, 

the value of judgement, taste, originality, storytelling, and creative direction may 

become even more important. Opportunities will continue emerging for those who 

can help organisations communicate more effectively, differentiate themselves, 

engage audiences, and create experiences that feel meaningful rather than generic. 

If You Understand Technology and Tools 

Technology itself remains a powerful source of opportunity. Some people possess a 

natural curiosity about systems, software, devices, platforms, and emerging 

technologies. They enjoy learning how things work. They enjoy solving technical 

problems. They enjoy helping others use technology more effectively. 

The important distinction is that technology alone rarely creates value. Value is 

created when technology solves a meaningful problem. As organisations adopt 

artificial intelligence, many will require guidance on implementation, integration, 

training, workflow design, governance, security, and optimisation. Opportunities 

therefore continue emerging for those who understand not only technology itself 

but also how technology can be applied in practical, useful ways. 

If You Understand Change and Adaptation 

Every generation experiences change. Some changes are gradual. Others are 

disruptive. Artificial intelligence belongs firmly in the second category. New tools 

appear constantly. Industries evolve. Business models shift. Entire professions 

adjust to new realities. Yet while technology changes quickly, people often struggle 

to adapt. 

Some individuals possess a remarkable ability to help others navigate uncertainty. 

They understand resistance. They understand transition. They understand how 

habits form, how cultures evolve, and how organisations respond to disruption. This 
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understanding is frequently found among consultants, trainers, leaders, project 

managers, transformation specialists, and experienced professionals who have 

successfully navigated significant change themselves. Opportunities often emerge 

wherever uncertainty exists because people value guidance during periods of 

transition. 

If You Understand Health and Wellbeing 

Health influences every aspect of life. It affects productivity, relationships, decision-

making, learning, performance, and quality of life. Some people spend years 

developing an understanding of physical health, mental health, emotional wellbeing, 

rehabilitation, prevention, recovery, and human resilience. 

This understanding exists among doctors, nurses, pharmacists, psychologists, 

counsellors, therapists, physiotherapists, public health professionals, caregivers, and 

many others. As artificial intelligence becomes increasingly integrated into healthcare, 

opportunities will continue emerging for those who can combine technological 

capability with human understanding. Patients still need reassurance. Families still 

need guidance. Communities still need education. Health remains deeply human, 

regardless of how advanced technology becomes. 

If You Understand Research and Evidence 

Modern society generates extraordinary amounts of information. The challenge is 

rarely obtaining information. The challenge is determining what is accurate, relevant, 

reliable, and useful. Some people possess a disciplined approach to investigating 

questions, evaluating evidence, identifying patterns, and reaching conclusions based 

on facts rather than assumptions. 

This understanding is commonly found among researchers, scientists, analysts, 

academics, policy professionals, investigators, journalists, and many experienced 

practitioners. As artificial intelligence makes information more accessible, the ability 

to evaluate information becomes increasingly valuable. Opportunities continue 

emerging for those who can separate signal from noise, identify reliable evidence, 

and help others make informed decisions. 

If You Understand Building, Making, and Creating 

Human progress has always depended upon people who build things. Some build 

houses. Some build products. Some build organisations. Some build systems. Some 

build services. Others build ideas into reality. What they share is a focus on creation 

rather than merely discussion. 



156 
 

This understanding exists among engineers, architects, manufacturers, builders, 

tradespeople, product developers, entrepreneurs, designers, and countless others. 

Artificial intelligence may introduce new tools, but someone must still transform 

ideas into practical outcomes. Opportunities often belong to those who can move 

beyond theory and create something useful, valuable, and real. The ability to build 

remains one of the most enduring forms of human advantage. 

The purpose of this appendix is not to tell you where you belong. It is to encourage 

you to look more carefully at what you already understand. Too many people 

approach the AI economy as though they are starting from zero. They focus on what 

they lack rather than recognising what they already possess. They assume 

opportunity exists somewhere else when it may already be sitting inside their own 

experience. 

Throughout this book, we have explored opportunities created by artificial 

intelligence. Yet the most important lesson may be that opportunity rarely begins 

with technology. It begins with understanding. It begins with recognising a problem, 

identifying a need, observing a frustration, or noticing something that others have 

overlooked. Technology may help deliver solutions more efficiently, but 

understanding remains the foundation upon which those solutions are built. 

You do not need to know everything about artificial intelligence. You do not need 

to master every new tool. You do not need to become someone else. The most 

valuable opportunities are often found at the intersection of what you already 

understand, what other people need, and what technology makes possible. 

However, recognising an opportunity and successfully pursuing it are not always the 

same thing. One of the unexpected challenges of the AI economy is that the very 

tools that make it easier to create solutions can sometimes make it easier to overlook 

the problems those solutions are supposed to solve. As artificial intelligence lowers 

the barriers to building, it also creates a temptation to build before understanding, 

create before validating, and focus on possibilities before confirming that genuine 

demand exists. For this reason, understanding where your opportunity may lie is 

only part of the journey. Equally important is avoiding the mistakes that prevent 

promising opportunities from becoming successful ventures. 

The opportunities may be much closer than you think. The challenge is not finding 

them. It is recognising them and pursuing them wisely. 
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Appendix F: Why Smart People Fail in the AI Economy 
 

One of the most interesting paradoxes in the AI economy is that the very people 

who appear to possess the greatest advantage may sometimes be the people most 

vulnerable to making costly mistakes. This sounds counterintuitive because we 

naturally assume that expertise creates better outcomes. If one person understands 

artificial intelligence well while another does not, common sense suggests that the 

more knowledgeable individual should be better positioned to identify opportunities, 

create solutions, and build successful businesses. In many situations, that assumption 

is correct. Yet there is another side to the story that receives far less attention. The 

problem is not that AI skills lack value. The problem is that those skills can subtly 

influence how people think about opportunities, and that influence is not always 

beneficial. 

For most of history, building things was difficult. Creating software required 

technical expertise. Producing professional-quality content required time and 

specialised knowledge. Launching products often required teams, funding, 

equipment, or skills that many people simply did not possess. These barriers 

prevented countless good ideas from becoming reality, but they also created an 

unexpected benefit. Because building was expensive, people were often forced to 

spend more time thinking before they acted. They had to consider whether a 

problem actually existed, whether people genuinely cared about solving it, and 

whether anyone would be willing to pay for a solution. In many cases, the difficulty 

of building acted as a natural filter that discouraged people from investing significant 

effort in ideas that had little chance of succeeding. 

Artificial intelligence has dramatically altered that environment. Today, an individual 

can create content, design systems, build workflows, generate proposals, produce 

reports, develop training materials, and launch services in a fraction of the time 

previously required. This is one of the most remarkable developments of the modern 

era, and it has opened opportunities that would have been unimaginable only a few 

years ago. Yet every advantage creates new risks, and one of those risks emerges 

from the simple fact that building has become easier than validating. It is often easier 

to create a solution than it is to determine whether the problem deserves solving in 

the first place. 

When people become skilled with AI tools, they naturally become excited by what 

those tools can accomplish. They begin noticing possibilities everywhere. They 

discover new automations, new workflows, new applications, and new ways of 

producing work more efficiently. Unfortunately, possibility and opportunity are not 

the same thing. A possibility is something that can be done. An opportunity is 

something that should be done because it solves a meaningful problem for someone 
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who values the solution. The distinction may appear subtle, but it is significant. Many 

aspiring entrepreneurs spend their time exploring possibilities while very little time 

confirming opportunities. They become fascinated by what can be built without 

spending enough time understanding what needs to be built. 

This tendency often produces a particular pattern. Someone discovers an impressive 

AI capability and immediately begins imagining services that could be created around 

it. Another person learns a new automation platform and starts searching for 

processes to automate. Someone else becomes highly skilled at generating content 

and starts developing products before speaking to potential customers. None of 

these actions are inherently wrong, but they share a common characteristic: the 

solution appears before the problem has been properly examined. The technology 

becomes the starting point rather than the tool. Instead of asking what frustrations 

people experience, attention shifts towards what artificial intelligence makes possible. 

The difficulty with this approach is that customers rarely purchase possibilities. They 

purchase solutions to problems they already have. A business owner is not looking 

for prompt engineering. A manager is not searching for automation for its own sake. 

A client is not interested in artificial intelligence simply because it exists. They are 

interested in saving time, reducing costs, improving communication, increasing 

efficiency, avoiding mistakes, attracting customers, retaining employees, or achieving 

some other practical outcome. Technology becomes valuable only when it helps 

create those outcomes. When technology becomes the focus rather than the means, 

people can spend considerable time building sophisticated solutions that nobody 

actually wants. 

A second challenge emerges as AI skills become more widespread. The more effort 

people invest in developing those skills, the easier it becomes to assume that the 

skills themselves represent a lasting competitive advantage. This belief is 

understandable because learning artificial intelligence requires time, practice, 

experimentation, and persistence. Yet one of the defining characteristics of AI 

literacy is that it spreads rapidly. The techniques that appear advanced today often 

become common knowledge tomorrow. New tutorials appear daily. Training 

resources become more accessible. Communities share ideas freely. Features that 

once required specialised knowledge are increasingly built directly into the tools 

themselves. As a result, the advantage created by AI fluency alone may be less 

durable than many people assume. 

What often remains scarce is not knowledge of the technology but knowledge of the 

environment in which the technology will be applied. Understanding a profession, 

industry, organisation, or customer group usually takes far longer to acquire than 

learning how to use a software tool. A teacher understands the challenges students 

face. A nurse understands recurring patient concerns. A lawyer understands 
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common risks and misunderstandings. An administrator understands workflow 

bottlenecks and operational inefficiencies. A customer service professional 

understands complaints that occur repeatedly. A business owner understands 

frustrations that rarely appear in training manuals. These forms of understanding are 

valuable because they reveal problems that outsiders may never notice. They provide 

insight into needs that already exist rather than possibilities that might exist. 

This is why two people with access to the same AI tools can achieve dramatically 

different results. One person sees features while the other sees problems. One 

person sees capabilities while the other sees opportunities. One person asks what 

the technology can do, while the other asks what continues to create frustration. The 

second question is often more valuable because opportunities tend to emerge from 

problems rather than from tools. Technology may influence how a problem is solved, 

but it rarely determines whether the problem is worth solving. 

Throughout this book, we have explored opportunities involving communication, 

administration, training, customer retention, workflow optimisation, strategic 

planning, knowledge management, compliance, community building, and many 

other areas. The common thread connecting those opportunities is not artificial 

intelligence. The common thread is the existence of problems, inefficiencies, 

frustrations, risks, and unmet needs. Artificial intelligence expands the range of 

possible solutions, but the opportunity itself originates elsewhere. It originates in 

understanding. 

For this reason, the most valuable question may not be, "How good am I at AI?" A 

more useful question might be, "What do I understand that other people struggle 

with?" The answer may be found in a profession, an industry, a community, a 

process, a recurring challenge, or an experience accumulated over many years. 

Artificial intelligence can amplify that understanding, accelerate action, and improve 

execution, but it cannot replace the insight itself. The technology helps people move 

faster. Understanding helps people move in the right direction. 

As the AI economy continues evolving, new tools will emerge, existing platforms 

will improve, and capabilities that seem extraordinary today may eventually become 

ordinary. What is less likely to change is the value of understanding people and the 

problems they face. Those who combine that understanding with artificial 

intelligence may discover that the greatest opportunities do not come from the 

technology alone. They come from recognising a genuine problem and then using 

technology to solve it more effectively than before. The difference may appear small, 

but it is often the difference between building something impressive and building 

something valuable. 
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Final Worksheet: My AI Opportunity Action Plan 
Congratulations on reaching the end of this book. Throughout these chapters, you 

have explored how artificial intelligence is creating new opportunities, transforming 

industries, changing the nature of work, and opening possibilities that did not exist 

only a few years ago. 

However, knowledge alone rarely changes anything. Progress usually begins when 

ideas become decisions and decisions become actions. The purpose of this 

worksheet is to help you move from understanding opportunities to identifying the 

opportunity that may be right for you. 

Take your time. Answer honestly. There are no perfect answers. The objective is not 

to create a flawless plan. The objective is to create a starting point. 

PART ONE - The Opportunities That Captured My Attention 

As you read this book, which opportunities repeatedly stood out to you? Do not 

overthink your answers. Simply write down the opportunities that genuinely 

interested you. 

1. ______________________________________________________________ 

2. ______________________________________________________________ 

3. ______________________________________________________________ 

4. ______________________________________________________________ 

5. ______________________________________________________________ 

 

Why did these opportunities capture your attention? 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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PART TWO - My Existing Skills and Advantages  

Many people focus on what they lack. Successful entrepreneurs often begin by 

examining what they already possess. List your existing skills, knowledge, 

qualifications, experiences, strengths, interests, and personal qualities. 

Examples might include communication, teaching, administration, leadership, 

customer service, research, writing, sales, finance, problem-solving, project 

management, negotiation, or industry knowledge. 

Skill or Strength #1 

_______________________________________________________________ 

How might this create value? 

________________________________________________________________ 

________________________________________________________________ 

Skill or Strength #2 

________________________________________________________________ 

How might this create value? 

________________________________________________________________ 

________________________________________________________________ 

Skill or Strength #3 

_______________________________________________________________ 

How might this create value? 

________________________________________________________________ 

________________________________________________________________ 

Skill or Strength #4 

________________________________________________________________ 

How might this create value? 

________________________________________________________________ 

________________________________________________________________ 

Skill or Strength #5 

_______________________________________________________________ 

________________________________________________________________ 
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How might this create value? 

________________________________________________________________ 

________________________________________________________________ 

 

PART THREE - The Problems I Already Understand 

Many successful businesses are built by people who solve problems they 

understand personally. Think about your profession, workplace, industry, 

community, or daily life. What frustrations, inefficiencies, complaints, delays, 

misunderstandings, or recurring problems do you regularly observe? 

Problem #1 

________________________________________________________________ 

Who experiences this problem? 

________________________________________________________________ 

Problem #2 

________________________________________________________________ 

Who experiences this problem? 

________________________________________________________________ 

Problem #3 

________________________________________________________________ 

Who experiences this problem? 

________________________________________________________________ 

Problem #4 

________________________________________________________________ 

Who experiences this problem? 

________________________________________________________________ 

Problem #5 

________________________________________________________________ 

Who experiences this problem? 

________________________________________________________________ 
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PART FOUR - Creating My Opportunity Shortlist 

Review your answers from Parts One, Two, and Three. Based on what you know, 

which three opportunities appear most suitable for you? 

Opportunity #1 

________________________________________________________________ 

________________________________________________________________ 

Opportunity #2 

________________________________________________________________ 

________________________________________________________________ 

Opportunity #3 

________________________________________________________________ 

________________________________________________________________ 

 

PART FIVE - Opportunity Evaluation Scorecard 

Evaluate each opportunity using the following criteria. Score each category from 1 

to 10. 

1 = Very Low 

10 = Very High 
 

Opportunity #1 

Interest Level: _____ 

Existing Knowledge: _____ 

Market Demand: _____ 

Income Potential: _____ 

Ease of Starting: _____ 

Long-Term Sustainability: _____ 

 

Total Score: _____ 
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Opportunity #2 

Interest Level: _____ 

Existing Knowledge: _____ 

Market Demand: _____ 

Income Potential: _____ 

Ease of Starting: _____ 

Long-Term Sustainability: _____ 

 

Total Score: _____ 

 

Opportunity #3 

Interest Level: _____ 

Existing Knowledge: _____ 

Market Demand: _____ 

Income Potential: _____ 

Ease of Starting: _____ 

Long-Term Sustainability: _____ 

 

Total Score: _____ 

 

Which opportunity scored highest? 

_______________________________________________________________ 

________________________________________________________________ 
 

PART SIX - Choosing My Opportunity 

If you could only pursue one opportunity during the next twelve months, which 

would it be? 

My chosen opportunity: 

_______________________________________________________________ 

________________________________________________________________ 
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Why have I selected this opportunity? 

________________________________________________________________ 

_______________________________________________________________ 

 

PART SEVEN : Defining My Audience 

Every successful business serves people. Who specifically do you want to help? 

Examples: Small business owners, Parents, Students, Healthcare professionals, Law 

firms, Teachers, Virtual assistants, Entrepreneurs, Non-profit organisations 

My target audience: 

_______________________________________________________________ 

________________________________________________________________ 

What problem are they experiencing? 

________________________________________________________________ 

________________________________________________________________ 
 

Why does this problem matter? 

________________________________________________________________ 

________________________________________________________________ 

 

PART EIGHT: Defining My Solution 

What solution could you provide? 

_______________________________________________________________ 

________________________________________________________________ 

How would your solution make life easier, faster, safer, simpler, more profitable, or 

less stressful? 

________________________________________________________________ 

________________________________________________________________ 
 

PART NINE: My First Offer 

Imagine you had to offer a service or product tomorrow. What would it be? 

Offer Name: 

________________________________________________________________ 
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Describe your offer in one sentence: 

________________________________________________________________ 

 

What result would customers receive? 

________________________________________________________________ 

________________________________________________________________

________________________________________________________________ 

________________________________________________________________ 

 

PART TEN: What Do I Need to Learn? 

No opportunity requires perfection. Most opportunities require learning. What 

knowledge, skills, tools, or experience would strengthen your ability to succeed? 

1. 

________________________________________________________________ 

2. 

________________________________________________________________ 

3. 

________________________________________________________________ 

How will you acquire these skills? 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

PART ELEVEN: Testing the Idea 

Before investing significant time or money, how could you test your idea? 

Examples: Speak with potential customers. Conduct a survey. Offer a pilot service. 

Create a simple prototype. Publish educational content. Offer a free consultation. 

Build a small portfolio. 

My validation plan: 

_______________________________________________________________ 

________________________________________________________________ 
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PART TWELVE: My Seven-Day Action Plan 
 

What specific actions will you take during the next seven days? 

Day 1 

________________________________________________________________ 

Day 2 

________________________________________________________________ 

Day 3 

________________________________________________________________ 

Day 4 

________________________________________________________________ 

Day 5 

________________________________________________________________ 

Day 6 

________________________________________________________________ 

Day 7 

_______________________________________________________________ 
 

PART THIRTEEN: My Thirty-Day Plan 

Where would you like to be thirty days from now? 

______________________________________________________________ 

________________________________________________________________ 

What will success look like after thirty days? 

________________________________________________________________ 

________________________________________________________________ 

 

PART FOURTEEN: My Ninety-Day Goal 

Imagine that you remain focused and consistent for the next three months. What 

outcome would convince you that you are moving in the right direction?  

________________________________________________________________ 

________________________________________________________________ 
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PART FIFTEEN: The Commitment 

Most people enjoy learning. Fewer people enjoy acting. Yet opportunities rarely 

reward those who merely collect information. They reward those who apply it. 

Complete the statement below. 

The opportunity I have chosen to explore is: 

________________________________________________________________

________________________________________________________________ 

The first action I will take is: 

________________________________________________________________

________________________________________________________________

__________________________________ 

I commit to taking this action no later than: 

________________________________________________________________

________________________________________________________________ 

 

Signature: ___________________________________________ 

Date: ___________________________________________ 

Remember: Artificial intelligence will continue evolving. New tools will emerge. 

New opportunities will appear. Others will disappear. The individuals who benefit 

most from these changes are unlikely to be those who spend all their time watching 

developments from the sidelines. They are more likely to be those who identify 

meaningful problems, create value for others, and take action before they feel 

completely ready. 

You do not need to pursue every opportunity discussed in this book. You do not 

need to master every tool.  You do not need to predict the future. You only need to 

identify a problem worth solving, choose a starting point, and take the next step. 

The future is rarely built all at once. More often, it is built one decision at a time. 

Wishing you success on your journey.  

Adaeze Emilia Mbakwe 
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