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AGENDA FOR TODAY

1:00 INTRODUCTIONS

1:05 MY JOURNEY

11:15 YOUR TASK

11:20 DISCUSSIONS AROUND YOUR FEEDBACK

11:25 MY 8 SIGNS

11:45 WHY ARE YOU HERE AND RELEVANCE BEYOND BUSINESS?
11:50 WHERE DO IDEAS COME FROM?

1:95 Q&A

12:00 FINISH




MY JOURNEY AND
THE ENTREPRENEURIAL
MINDSET
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WHAT TRAITS DO YOU THINK
AN ENTREPRENEUR SHOULD
HAVE?

SPEND 5 MINUTES LISTING THEM



JPEN TO CHANGE/IMPROVEMENT.

_ASER FOCUS ON REALISING THEIR VISION.
STEADFAST COMMITMENT.

HAVE A "WHY?"

VISION

"THE FIRST LEVEL TO SUCCESS, IS SEEING IT.”



MAKE MISTAKES AND FAIL. START AGAIN.
NOT AFRAID TO LEARN.

EMBRACE NEW CHALLENGES/OPPORTUNITY.
CONSISTENTLY OUT OF COMFORT ZONE.

FEARLESS ATTITUDE

"FEEL THE FEAR, AND DO IT ANYWAY.”
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R0M ALL ANGLES.
T BE THE BEST ONE; TRY DIFFERENT STRATEGIES.

PROBLEM SOLVER

FIRST SOLUTION MAY NOT BE THE BEST ONE; TRY DIFFERENT STRATEGIES.



“SIMPLY DO™ ATTITUDE.
DISCIPLINE TO STAY FOCUSSED.
STAY IN MOTION, ENERGISED AND MOTIVATED TO DELIVERING YOUR MISSION.

DOERS

"KEEP YOUR COMMITMENT TO YOUR COMMITMENT.”



"CUSTOMER IS KING™ - THEY COME FIRST.

LISTEN TO YOUR CUSTOMER PAINS.

FIND A SOLUTION FOR THEM.

BUILD A CULTURE THAT HAS CUSTOMER SERVIGE AT THE CENTRE OF ITS FOCUS.

CREATE VALUE

“IT'S NOT OUR INTENTION TO SATISFY OUR CUSTOMERS OR TO PLEASE OUR CUSTOMERS.
OUR INTENTION IS TO AMAZE THEM.”



INVESTING IN YOURSELF.
ATHLETES STILL HAVE COACHES.
JACK OF ALL TRADES, MASTER OF NONE. BUT FOCUS ON ONE AREA AND MASTER IT.

SELF-DEVELOPMENT

"WE ONLY HAVE SO MUGH ENERGY THAT CAN TAKE US SO FAR...”



HAVE A FAIL-FAST/FAIL-OFTEN ATTITUDE.
ENTREPRENEURS RECOVER QUICKLY.
AVOID LONG PERIODS FEELING SORRY FOR YOURSELF AND MOVE ON QUICKLY.

RECOVER QUICKLY

“IF YOU KNOW THE WHY FOR DOING, YOU GAN ENDURE ALMOST ANYHOW."



BE LEAN, FRUGAL AND CREATIVE.
DON'T ALWAYS NEED MONEY TO PROGRESS.
RESOURCEFUL WITH WHAT YOU HAVE.

RESOURCGEFUL

“INSANITY IS DOING THE SAME THING OVER AND OVER AGAIN AND
EXPECTING DIFFERENT RESULTS.”




WHY ARE YOU HERE AND WHAT IS THE RELEVANCE

BEYOND BUSINESS?

PERSEVERANCE -

BE A SELF-STARTER AND STICK WITH IT

TENACITY - OVERCOME OBSTACGLES
NETWORKING - BUILD CONFIDENCE - BE RELENTLESS
MEET WITH OTHER FOUNDERS - BE INSPIRED

"NOT EVERY STUL

ENT WILL BECOME AN ENTREPRENEUR. BUT THEY WILL ALL

SOMEDAY NEED T

J THINK LIKE ONE.” (JOHN SPENCER)



WHERE DO IDEAS COME FROM?

SPEND 5 MINUTES BRAINSTORMING
AND FEEDBACK



BUSINESS MODEL CANVAS

The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS

Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization

“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help s evaluate our 's Value
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer Support?

Date: Version:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Mutti-sided Platform

Cost Structure

What are the most important costs inherent in our business model?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE
Cost Driven (Jeanest cost structure, low price value pi

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

@ @ @ DESIGNED BY: Business Model Foundry AG

The makers of Business Model Generation and Strategyzer
This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

TYPES
Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

FIXED PRICING
List Price

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

DYNAMIC PRICING
Negotiation (bargaining)

Product feature dependent Yield Management
Customer segment Real-time-Market

dependent

Volume dependent

@ Strategyzer

strategyzer.com



TASKS FOR YOU (IN YOUR OWN TIME)

REFLECT ON YOUR IDEAS AND FIND WHAT
MAKES YOU TICK - WORK ON REAL PROJECTS

LISTEN TO PODCASTS ON MINDSET AND READ
BOOKS THAT INSPIRE YOU



What do | look for in a start-up

1.  Aclear mission, vision, cause and purpose of the start-up that creates an emotional connection at the outset

2. Areal understanding of the problem(s) it is trying to solve

3. Arounded view of why the start-up believes it has thought through all the issues at the concept phase (Lean Canvas - Next Slide)
4. The financial dimensions and a well-documented business establishment plan (BVCA guide)

5. An ability to appreciate all the critical touchpoints in establishing the business (Bill Aulet book)

6. Founder focus on the start-up, not being a side hustle
7. The balance of the founder team members
8. Even at the outset some clear thinking about how the business will emerge and scale

9. Anunderstanding of cash!


http://www.bvca.co.uk/portals/0/library/files/website%20files/2012_0001_guide_to_private_equity.pdf
https://www.amazon.co.uk/Disciplined-Entrepreneurship-Steps-Successful-Startup/dp/1118692284/ref=tmm_hrd_swatch_0?_encoding=UTF8&qid=1682325618&sr=8-1

What do | look for in a start-up founder

1. Unbounding curiosity but with reason and logic
2. Being avisionary
3. Being a problem solver not just a solution provider
4. Passion for the start-up that is infectious
5. See things from a 360 degree perspective - external customer through to internal organisation
6. But with the ability to detach emotions to be able to make detached decisions
7. An active listener
8. And agood communicator
9. Agility in thoughts and actions
10. Resilience
11.  An ability to cope with loneliness
12. Knowing when to stop
13.  An ability to multitask and in real time, being able to see all perspectives and make rational decisions
14. Decisiveness
15. Ultimately someone or a team that portray a “leader’s” mindset
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