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Today

10am-12pm
Intros & House Rules
lcebreaker

Mindset and Approach

Customer persona

12pm-1pm

Networking lunch

1pm-3pm
Value proposition

Validate Tool
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Infroducing



Intros

Andrew Haider
Okell Shah

S\ UNIVERSITY of
% GREENWICH

EST. 1841

Enterprise Advisor Enterprise Advisor Enterprise and Innovations Officer
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Intros

Rui

Barros Silva

Entrepreneurship Manager

Kadeza

Begum

Entrepreneurship Consultant

Junior
Ogunyeml
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I5E S%\ UNIVERSITY o
% GREENWICH

Enterprise Advisor
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Intros

Monica

Mauvurici

| %LSBUI

Start-up Manager

Mohammed Paige
Ali McKinnon

=51

éLSBUl ' ELSBUI

Head of Entrepreneurship Engagement & Enhancement Manager
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House Rules
Get a name tag
’) Hello, my name is...
Hello
my name IS
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House Rules

Check in please

If you haven'’t done so already, please check in!
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House Rules

Have fun

You learn more and better when you're having fun.

Meet new people

Meet someone new, mingle, network with one another.

Be kind
And be polite. It costs nothing but highly-valued asset.

Be curious

Learn something new, don’t be afraid to explore.
There's no ‘i’ in ‘team’

And teamwork makes dreamwork righte!
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House Rules

Going forward

Attend all 6 sessions to get a SUL certificatel

But where can | find...

Programme times, locations, links to presentations,
recordings and other supporting materials on the cohort

page.

Presentations and recordings will be available every
Thursday afternoon, after each session.
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Weeks ahead

Session Dates |Location Topic

Start-up London x1 22 Jan LSBU Designing your business to make money

Start-up London x2 29 Jan York St John Developing your business model

Start-up London x3 5 Feb LSBU Setting up the core of your business
Loughborough University

Start-up London x4 12 Feb London Sourcing and managing finances

Start-up London x5 19 Feb University of East London Getting your first customers

Start-up London xé 26 Feb University of Greenwich Pitching like a pro

10am - 3pm

> STA

South Bank

STARTERS



For the full schedule, visit

www.bit.ly/ignite-startup-cohort
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Start-up London Programme

is on WhatsApp

’) STARTERS



Now, put your hands together

and welcome our guest

» >>
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lcebreaker




- Everyone in the room is part of
the game

- A person can only be used for
0]'] 3 eTo) ¢

- No shouting/screaming/
hollering/crying/tickling

- Winner will be the first submission
with all/the most completed boxes

- If your name is not on your sheet,
you cannot win

- 11 minutes

- | will check your answers

G O . ’) STARTERS



And the winner
IS...



MINDSET SHIFT,
NOW!




An abundance of money?

FRED ,;,\,/‘/._; — M1 Money Stock

20,000
i October 2021, that number climbed 1o
o $20.0831 ftrillion dollars in circulation. /
R (5x more money in less than 2 yearsl)
é 12,000
g 10,000
5000 January 4, 2021, the number increased to
6,000 $6.7 trillion dollars. (50% increase)
4000 /
2,000
Jul 2016 Jan 2017 Jul 2017 Jan 2018 Jul 2018 Jan 2019 Jul 2019 Jan 2020 Jul 2020 Jan 2021
1970 1980 1990 2000 NE j _.'
U.S. recessions are shaded: the most recent end date is undecided. Source: Board of Governors of the Federal Reserve System (US) fred.stlouisfed.org ra

$4 trillion (liquid) in circulation January 2020. oo
’) STARTERS

Read more: https://www.investopedia.com/terms/m/m1.asp



There Is a methodology
to enfrepreneurship.

Hypothesis-driven
enirepreneurship is the
Most effective method
of discovering and
creating value.




Has your mindset shifted yet?
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Let’s learn

1. How value is created
2. Minimise risk

3. Value proposition and the
customer

4. Business model

5. Validating
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YOUR IDEA,
ALONE,

HAS NO VALUE.




How value is
created




Product/Market fit

is the bare minimum

you need;

Producy M oc ket to have any chance

in business
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A confirmed business
model that can make the
company real money

Defining PMF

Viability Product/Market Fit
Desirability Feasibility
Large market of people A product that you've been able
who really need this to actually build that properly
problem solved solves the problem
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The Process Towards PMF
0 1 2 3 4

Starting Point Problem Insight Problem/Solution Fit Product lterations Product/Market Fit

Ethnography
Research

Hunch On A
Problem

P
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Entrepreneurial T
Cornerstone 1/4: i

Minimising the risk
to discover the
upside.

Quick break -
/mins




Minimising risk. Maximising upside.

Startup
Cycle

@ Lean @




Design Thinking + Lean Startup + Agile Diagram

ABSTRACT

CONCRETE

Problem solving phase Execution & solution phase

Ideate Sprint planning

Sprint Shipable

G Empathize Review increment

Customer PROBLEM Customer SOLUTION

DESIGN THINKING LEAN STARTUP AGILE



Time for lunch



Welcome back



Entreprenevurial
Cornerstone
2/4:

Hyper focus on
the customer.




Start with the end in mind

How do we achieve How do we get How do we develop a
product/market fit? problem/solution fit? customer?
Problem/solution fit Customer development Discover them first.



Customer persona task

Describe your ideal Consider: And also focus on:
customer

Demographic What are they frying to

Give them a name achieve/aspire to

Age, gender, location

Be specific What are they frying to

Psychographic
4 9P fix/avoid

Beliefs/identity
Try and remove as many
people from this as

possible Behaviour

What they do >> RTERS



Give customers what they want - not what you have

The Value Proposition Canvas

Gain Creators Gains

i ©

Products

Customer
and Services y . Jobs
[H] h p—
c —
== o

&

Pain Relievers Pains

T — G Strategyzer

The makers of Business Mode! Genevation and Strategyzer strategyzer.oo



Entrepreneurial
Cornerstone
3/4:

Bringing it all
together




Build out the business model around the value proposition. Use the Business Model Canvas

Who are the key | What are the key | What is the value § What type of What are the
partners required | activities based adding activities? § relationships do | different types of
to support the on the value you want to have | customers?
value propositions with your
propositions? identified? customers?

6. Key resources

What are the key What are the
resources communication

needed to channels for

support the value reaching the
propositions? customers?

8. Revenue S5treams

What are the types of costs? What are the types of revenue streams and
pricing strategies?




Entrepreneurial
Cornerstone
4/4:

Validating




Ignore 97.5% of your market?

EARLY MARKET THE CHASM MAINSTREAM MARKET

PRAGMATISTS CONSERVATIVES

EARLY EARLY LATE
INNg\;LTOHS ADOPTERS MAJORITY MAJORITY LAT';?:‘DS
’ 13.5% 34% 34%



Customer development process

SEARCH

Business
Model

CUSTOMER
DISCOVERY

CUSTOMER
VALIDATION

CUSTOMER
CREATION

COMPANY

BUILDING

| Pivot

EXECUTE

’) STARTERS



Customer discovery process
Customer Discovery Step-by-Step

State Your Hypotheses
Customer & Distribution & Demand
Product  __  poblem —> Pidng —>  Creation — MukstTipe | Competitive
Hypothesis Hypothesis Hypothesis Hypothesis Hypothesis Hypothesis
|
r ——————————————————————————————————————— o
: Test ‘Problem’ Hypothesis
|
Friendly First “Problem’ Customer Mar ket
L - — — I I — o — :
e mm e m - —— - |
: Test ‘Product’ Hypothesis
I
| First Reality ‘Product’ Yet More Second 1st Advisory
Check N Presentation ] Customers | Reality Check ] Board :
e ————— — - I
I
I Verify the
- Tn:: - IR Business = [lterate or Exit Verify >> —

STARTERS



I WILL HYPOTHESIS, LEARN AND ITERATE
"

]

LISTENING AND SEEING
THE TRUTH, WITHOUT MY BIAS

1 | T f
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‘==SOTCANFIND I'Illllllll}T »
MARKET FIT.AND BE SUGGESSFUL STARTERS

imgflip.com




hitps://forms.office.
com/e/FXS2iusKpL

/-minute break

ooooooooo

(then we have a free gift for you) >> STARTERS


https://forms.office.com/e/FXS2iusKpL
https://forms.office.com/e/FXS2iusKpL

TOOL RULES

DON’T TOUCH THEM

DON’T MOVE THEM
DON’T BORROW THEM

DON’T EVEN LOOK
AT THEM!







Meet your favourite new tool...
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The Business Model Canvas

Designed for:

Date: Version:

Key Partners

Wha are our Key Partners?

Whoa are our key suppliers?

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

MOTIVATIONS FOR PARTNERSHIPS
Cutimization and economy

Reduction of risk and uncertainty

Acquisition of SATICURI FeSAUICRS and Actvities

é

Key Activities

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

Customer Relationships?

Revenue streams?

Key Resources

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

TYPES OF MESOUACES
Physical
inteitectual (brand patents, copyrights, data)

Financh

il

Value Propositions

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

what bundies of products and services are we
offering to each Customer Segment

Which customer needs are we satisfying?

custamizaon
“Getting the job Done”
Desi

Branc/Status

rice

Cost Awauction
Risk Aeduction
Accessiilty
Converience/Usability

Customer Relationships Q@

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?

ExausLEs
Personal assistance
Dacticated Parsonal AssHtance
Sit-Savvice

Automated Services
Communities

Co-creation

Channels N

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

Howr 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 customes routines?

CHANNEL FHASES
5, Awareness

Hom 00 We riise awareness about our COMDAny's DRGUCES and senvces?
2 Evaksation.

Haw do we help custamers svaluate our organization's Value Proposition?
3 Purchase

Hom do we alicer Customers to purchase specific products and services?
4. Dalbeery
Hom 00 we Ceiver & Vkue Proposition (o customers?
5 After sales

o o W provide Dast-DUYChase Customer Support?

12

Customer Segments

For whem are we ereating value?
Who are our most important customers?

Mass Market

Kache Market
Segmented
Dwersified
Mutti-sicled Platform

Cost Structure

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

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

18 YOUR BUSINESS MORE

Cost Driven (leanest cost StTucture, low prics vilue propasition, maximum automation, exfensive outsourcing)

Vaiue Drivon (Tocused an value Creation, premium vk proposition)

BAMBLE EHARACTERISTICE
Fived Costs (safaries, rents, utilties)

Economies of scope

©EO®®

This wark is icensed under the Creative Commans Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit
hitpcicreativecommons.ong/licenses/by-5a/3.0/ or send a letter to Creative Commeons, 171 Second Street, Suite 300, San Francisco, Calilomia, 4105, USA,

DESIGNED BY: Business Model Foundry AG
The makers of B

Model

and

)

Trres

Licensing

Subseription Fees
Lending/Renting/Leasing

Procuct feature dependent
Customer segment

dependent

Revenue Streams

For what value are our customers really willing to pay?
For what do they curmently pay?
How are they currently paying?
HOW would they peefer 1o pay?

HOW MUCh 0685 Sach REVENUe SITeam eontribute 1o overall revenues?

ETNAMIE PRICING
Negotiation Bargaining)
Yietd Management
Awal-time-Market

Valume depandent

@ Strategyzer

strategyzer.com

> STA

South Bank
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The Business Model Canvas

flgﬂ ustorner Relatlonshlps é

Key Activities 'u'alue Customer
Propositions _ Segments

Key Partners

Key Resources

Revenue

Cost
Streams

Structure

——

Adapted from ‘Business Model Generation’, Alexander Osterwalder, Wiley 2012.
e 0 @ www.businessmodelgeneration.com
Licensed under a Creative Commons Attribution-ShareAlike 3.0 Unported License.
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Validate

https://bit.ly/Isbuvalidate



https://bit.ly/lsbuvalidate
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Business Model Canvas =

I3 |
cod - -,
L1 Key Partners Key Activities % Value Proposition (P Customer Relationships [Z2) Customer Segments
4+ Create Key Partners 4+ Create Key Activities Create Value + Create Customer + Create Customer
Proposition Relationships Segments

We suggest starting

@ Key Resources Ea Channels here
+ Create Key Resources + Create Channels
]
\. /
g Costs lg@ Sustainability E Revenue

+ Create Costs 4+ Create Sustainability <+ Create Revenue




Project » RB

Testing your Business Idea

Create New Test




Keep at it

Ask questions, take notes, repeat

Progress, not perfection

It's all about progress at this stage

A.B.C

Always be curious

The chosen path

Follow problems and you will find solutions

Just do it

Ask questions, take notes, repeat

») STA

South Bank

STARTERS
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