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Executive Summary

Extension: 1-2 pages.

KEY: Awakening the interest and curiosity of the
reader to keep on reading.

What questiondo you resolve?: What is the
Project about?



Executive Summary

Key Points:

e Project description: A single paragraph where you should describe
the project and what need it solves for the customer.

e Competitive Value, Market and Customers: Describe why the
project will succeed, it’s market (size, growth ... etc) and customer
profile... ina word, to whom and how much to sell

e Funding requirements: How much do you need and where are you
going to spend it

e Team: Who are you and why you are the best for this project

e Critical aspects of the plan



POWETING VILLAGES,

EMPOWErING ENCrepreneurs

WHY SOLar Enercy IS NEepep

More than 40% of sub-Szharan Africa deesn't have
nccess to & rebiable source of enecgy. In rural aress
they struggle 10 comply with the two main domestic
roquirements for electnification which are Jighting
and cell phone charging colisacilOfaums

Pprople 200"t Nave accam
1o elecineny

* People bave 1o spend $70-110 annually to meet
their lighting needs primarily on dispesable
batteries for torches and kerosene lamps which
pose henlth risks, environmental potlution and are
often inadequate {Lighting Africa 2012 - IFCY;

* FPhone charging is carried out at the dosest
clectrified town centre for a fee; it's not
Uneammon 1o travel over 2km to charge & phone
& uskge is mostly related to money transfer or
business use, this & o significamt pain (GVEP
International, 2013}

LTIy

Reasons why only 2% of un-electrified sub-Sahara is equipped with Solar technologies

® ®® @

Can't afford the up Not bankable enough  Lack of technical skills Lack of technical
front costs 10 dcoess credit 10 operate the devices Apport

OUr CECHNOLOGICAL SOLUCION CO INCREASE SOLAR ENERGY ACCESS

Eternum Energy provides affordable energy in low-
income communities via SOLARIS sclar charging
stations.

Our advanced technology facilitates an ovemull better
solution than currently available solar devices. The basic
components allow safe and quick simultancous
charging of up to 9 USB computible devices. Power is
provided via u durable and efficlent 20W Solar panel
and backup stomge comes from new 12V 7AH LiFel'o
technology, which gives a product lifetime of ten years.

The pay aa you go system combines 4 text message
service which sends the customer a unique code after
a payment has been made, with an ‘unlock’
mechanism on the SOLARIS device. The sman
system bas o user interfuce 1o carry this operation out
und to allow Eternum Energy to guther duta on usage
and diagnose system health issues remotely.
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Eg"vomers

Global Student Room Marketplaoe
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What's your customer’s problem?







VALUE PROPOSITION

1) NEWNESS, TECHNOLOGY

2) CUSTOMIZATION
3) DESIGN, PERFORMANCE, USER EXPERIENC

4) BRAND
5) PRICE
6) COST REDUCTION, “GETTING THE JOB DONE"
7) OTHER VALUES: ECO, CLEAN... «'::g
=




Why are you different?

At the end, you're differentor... you're cheaper, Guy Kawasaki

" “We offer best
l; products and )

\ services”

Trust me, “they
offer best products
and services”
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PRODUCT

Describe your customer’s problem.
Define the solution.

Describe all your products.

Describe value propositions for each
product.

How will you protect its uniqueness?




Products

Related Business Model Canvas Blocks: Value
Proposition
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Value Proposition

My company, (company name), is developing
(something) to help (someone solve some
problem with secret sauce).



Products

Tool: Value Proposition Canvas

GAIN CREATORS

PRODUCTS
g SERVICES

PAIN RELIEVERS

'Y




KEEP [T
SIMPLE

STUPID.

Minimum Viable Product

(prototype) (minimum viable product) (product)



Define Minimum Viable Product — Physical

* First, tests your understanding of the problem (pain)

* Next tests your understanding of the solution (gain)
— Provesthatit solves a core problem for customers

e The minimum set of features needed to learn from
earlyvangelists

— Interviews, demos, prototypes, etc
— Lots of eyeball contact



Define the Minimum Viable Product —
Web/Mobile

* NOW build a “low fidelity” app for customer feedback
— tests your understanding of the problem
 LATER build a “high fidelity” app tests your understanding of
the solution

— Provesthatit solves a core problem for customers
— The minimum set of features needed to learn from earlyvangelists

— Avoid building products nobody wants
— Maximize the learning per time spent



desarrollo en cascada
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Paper and paperboard







3D Printer




7)) SERIOUSPLAY™
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Infographics

Pilktochart
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Apps for Prototyping Apps

@ Prototyper fLUld

Pro tdit www.fluidui.com
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you are the perfect team...

(% ;’ﬂAM

... but if you don’t describe it properly ...



... you're going to seem 4 times the same person.




Three profiles for a Dream Team:

“To run an efficient team, you only need
three people: a Hipster, a Hacker, and a
Hustler”

Forbes




HIPSTER

RS

It takes a lot of effort to look like you don't care




HIPSTER

Usually working their way into the mix as the
designer or creative genius, they’ll make
sure the final product is cooler than anything
else out there. But, not only that, they’ll
ensure the shade of blue used to accent the

font really brings out the subtle
an artist from the '70’s you've
never heard of.

nomage to

orobably

CUSTOMIZATION DESIGN USER EXPERIENCE BRAND

MARKETING



HACKER

KITMCGIVER




HACKER

The one most likely to sit quietly through a
board meeting until uttering the three
sentences that answers the all important
question of “how?” the new idea or
initiative can be brought into reality.
Resembling MacGyver with their ability to
wield various lines of code or programing
languages, you’ll get dizzy trying to keep up
with their keystrokes.

NEWNESS TECHNOLOGY PERFORMANCE



HUSTLER

Because tonight is going to be legendary!!!!



HUSTLER

They have the tendency to be the most
misunderstood member of this trio. The
Hipster is likely to accuse the Hustler of having
sold out to the man because of their constant
question of “It’s cool, but is it something our
partners and clients want?” The Hacker is
likely to do their best to avoid one on one
conversations with the Hustler as a result of
jock vs. geek episode back in high school.

PRICE COST REDUCTION



Three profiles for a Dream Team:

When the Hipster brings the creative design and
cool factor, the Hacker brings their utility belt of
technology solutions, and the Hustler finds the
right way to package it all up and take it to the
masses in the form of sales and partnerships, it
Is a combination that is tough to beat.

The only question is, does your team have all
three?



MEMBER PROFILE

Name
Where are you from?
Age

Education

Work Experience
Success, Failures
Business Reputation

Startup position
Startup roles

Motivation



DEFINE ROLES

CEO

CTO

CMO

Finance
Sales
Maintenance
R&D

Design
Programmer

Add descriptions related
to each product.

Never assigned the same
role to several members.
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Internal

External

Negative



let’s define your customer segment...

“Someone calling themselves
a customer says they want
something called service.”

... if you can.



CUSTOMER SEGMENT

1) MASS MARKET

2) NICHE SEGMENT: Girls undéer 30y _~~

3) SEGMENTED: 2 + Blond girls under 30.

4) DIVERSIFIED: Girls under 30 + Girls over 50
5) MULTI-SIDED PLATFORMS: One depends on

another. - s
S

- =
-
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Define your target segment:

Photo and Sharing Service

Possible Customers List

Really broad category: Anyone that shares lots of photos and videos.

More Specific:

1. Photographers p,-C/r

2. Videographers 4 OUrSt,OO

3. Graphic Designers vest Cus

lo
4. Architects ”’efsegm
5. Doctors ent
@. Parents Y

7. Consumers

Distinguish customers (pay) and users.



demand for
your product

— e e gy,

. » based on
your current
business model

: based on
practical limits
of your
business model

ber of farmers.




Describe your competitors:

Sometimes it is not positive to say that you
are the only one developing a unique
solution.

Why nobody is interested in developing
something similar?

- Why are you in a blue ocean?



Describe your competitors:

A competitor is not someone developing the
same product as you, is someone that is
giving an alternative solution to the same
problem your product is giving an answer to.




Describe your competitors:

Give numbers.
What are their products and prices?
Why your products are different and better?

Knowing your competitors prices is very useful for
deciding your product price.



CUSTOMER
RELATIONSHIPS

1) PERSONAL ASSISTANCE \
2) DEDICATED PERSONAL ASSISTANCE -~

3) SELF-SERVICE

4) AUTOMATED SERVICES

5) COMMUNITIES

6) CO-CREATION: Customer is invoi alin the

. -
creation of the product. -




CHANNELS

2) HOW DO THEY SEARCH US?

3) HOW CAN THEY PURCHASE OUR PRODUCTS?
4) HOW ARE WE DELIVERING THE PRODUCT?

5) IS THERE ANY AFTER SALE SERVICE?

- 8
-=
‘.
=
-




Where are you going to advertise?

Finding initial prospects (outbound) Building scalable channels (inbound)
1. Make a list of 1 degree contacts 1. Content Marketing
2. Ask for introductions 2. Advertising
3. Email list from teaser page 3. Sales force

4. Blog readers

5. Facebook, LinkedIn, twitter
6. Adwords, Facebook Ads

7. Cold Call/Email

8. Sponsor groups/events

9. Other

4. Referrals




MARKETING

Define your customer segment.
Define your target segment and your
early adopters.

Market size: Define your TAM, SAM
and SOM.

Describe your competitors.

Define customer relationships.
Define channels.

Define number of sales you expect.



Marketing

Related Business Model Canvas Blocks:
Customer Segments, Customer Relationships &
Channels

Channels
Customer
Customer S , c t
Relationships =0 egments
@OO® ®

©@eO® ® ©@OO®®



Define Customer Archetype/Persona

Who are they?

— Position / title / age / sex/ role

How do they buy?

— Discretionary budget (nameof budgetand amount)

What matters to them?

— Whatmotivates them?

Who influences them?
— Whatdo they read/whodo they listento?

Draw a Day in the Life of the customer



Tools: TAM SAM, SOM

Ctam

possible
demand for
your product

ceEE——
|t based on

your current
business model

- —

: based on
practical limits
of your
business model

Marketing



TAM SAM SOM Market Evaluations - Easily Explained

e Total Available Market

I A M ® > Focus on: Total market / size
® > Example: Total LED Market
e Serviceable Available Market

> Focus on:
S A M ® Your own technology/ services
® > Example: The total Living colours LED

market (Segment of total LED market)

e Serviceable Obtainable Market
> Focus on: Which realistic market share
can be obtained by myself, considering
@ competition, countries, trends, expected
SO M e demand/forecast, my sales/distribution
channels and other market influences?

> Example: My realistic goal to sell Living
Color Products into the LED market

Explanation by Carsten Schade, Dipl./ B.A., Marketing Manager Europe, Middle East & Africa
Questions? Just contact me on: carstenschade@hotmail.com




Four Types of Markets

Resegmented
Market

Existing Market

— Faster/Better = High end
Resegmented Market

— Niche = marketing/brandingdriven
— Cheaper =lowend

New Market

— Cheaper/good enough can create a new class of
product/customer

— Innovative/neverexisted before

Clone Market
* Local adaptation




Market Type

Existing Resegmented New Clone
Customers Known Possibly Known Unknown Possibly
Known
Customer Performance Better fit Transform- Local version
Needs ational
improvement
Competitors Many Many if wrong, None None
few ifright

Risk Lack of Market and Evangelism Misjudge

branding, sales productre- and education local needs

and definition cycle

distribution

ecosystem
Examples Google Southwest Groupon Baidu

= Rate of customer adoption
= Sales and Marketing strategies
= Cash requirements
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Customer Relationships
Web/Mobile Products Get/Keep/Grow

Earned and “Get Customers”

Paid Media

L

S

11T

LTV >>> CAC

Outreach
Programs

“Grow Customers”

Product
Updates

Blogs, RSS,
e-mails

Contests,
events

Loyalty
Programs

© 2012 Steve Blank
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business system & organisation



Describe your key resources

INTELLECTUAL

- Brands

- Propietary knowledge
- Patents

- Copyrights

- Partnerships

- Customer databases



Describe your key resources

PHYSICAL

- Manufacturing facilities
- Buildings

- Vehicles

- Machines

- Point-of-sales

- Distribution networks



Describe your key activities

- Design the product
- Make the product

- Deliver the product
- Solve problems

- Marketing

- Other logistics

In which activities are you focused on?
Which activities are going to be done by
partners? Why?



BUSINESS SYSTEM

Define your key resources.

Define your key activities.

Focus on some of those activities.
Characterize your organization
(corporate culture).

Outsourcing =2 Partners.

Describe milestones and key metrics.
Describe the path from idea to
market, and from user to customer.



Business system and organisation

Related Business Model Canvas Blocks: Key
Resources, Key Partners

Key
Partnerships

Key
Resources

/)

_

CIGJOICKO,




Pl ':::::::;:‘in:f',,%é [
| =7 \&\@/

o ,'>6 o G ¥ ebellechval
& —p Rt SR




|~ = s




N
4
@pUC\T/
%5
O
P

l 2®
\[9
\

ﬂ‘
(¢ [ (60@6: @ 'L}
%L\/H\/ (r
put
0
4

, 0
y %
“ fa 5@
SuLT? N %
CELone o
: .
‘% :
&)
6 ? KE

¥
)}
D h
THS.. %
MANAGE, 2%
IN .
CHé

\( | ®

Qlyy




rsks




RISKS

What risks can you see that might
threaten the success of your
enterprise?

How will you deal with these risks,
and how will you minimize their
impact?

What is the quantitative effect of the
individual risks (scenarios)?

How would the business survive the
worst case?



finance




Finance

Related Business Model Canvas Blocks: Revenue
Streams, Cost Structure
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Describe cost structure

Direct Costs per unit
Product/Service 1 0
Product/Service 2 0
Product/Service 3 0
Indirect Costs yearly
Company registration 0
Transportation 0
Travel 0
Office 0
Net Salaries 0
Salary overhead*” 0
Legal costs 0
Insurance 0
Marketing 0
Bank Fees 0
Others 0
Long-term Assets purchases Year 1
Machines 0
Patents and Intellectual property 0
Other 0

WHAT CAPITALDO YOU NEED?

Long-term assets purchases
+ First Year Direct + Indirect costs



Profit

FUNDING

Explore Validate Build Launch Growth Maturity
(concept) (pre-seed) (seed/startup) (early stage)

Bank Funds
IPO Investors

Crowd funds

‘ Angel funds
Crowd funds VC Rounds
y Angel funds
Self-funding Seed VCs
Bootstrapping
Lean Costs Friends/Family
Self-funding Govt. Grants
Bootstrapping
\ Time \

BREAK-EVEN
Time? Sales?



REVENUE STREAMS

1) ASSET SALE
2) USAGE FEE
3) SUBSCRIPTION FEE

4) LENDING/RENTING/LEASING
5) LICENSING

6) INTERMEDIATION

7) ADVERTISING




FINANCE

Describe cost structure.
Describe how much capital you need.
Describe funding sources.
Define time and number of sales
required for reach break event.
Describe revenue streams.
Define prices for your products.
Define up-sellings and x-sellings.



THANK YOW !!

Oscar Morant Martinez
@ omorant@ideas.upv.es

151 oscarmorant

g}; @oscarmorant - b & —
@ http://es.linkedin.com/in/oscarmorant



