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Agenda for the Series

Are you startup ready?

Stages of funding & Investor expectations

Fund raising 1 — business models, business plans
Fund raising 2 — planning and executing the fund raise

Getting ready for due diligence
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Valuations and Transaction documents
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Agenda for today

What is required for Start Up Success

Value Proposition Canvas

Value Map

Business Model Canvas

The building blocks of the Business Model Canvas

Business Model to Business Plan
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WHAT IS REQUIRED FOR
STARTUP SUCCESS?




Is there a FIT?

 On Paper — Problem - Solution Fit

 |nthe Market — Product - Market Fit

 |nthe Bank — Business Model Fit




Creating Start Up Success

* No business plan survives the first customer contact
« Itis the business model, stupid!

« Take the time to think through alternative possibilities
* Your business model idea is just a set of hypothesis

« Don't build your company until you've verified your

business model
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VALUE PROPOSITION
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Customer Segments

« B2C
+ B2B
« B2B2C

« C2C (Peer-to-peer)
 Diversified Market

* Multi-sided market)
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Value Proposition

Value Proposition
describes the benefits

customers can expect
from your products and
services.




Value Proposition

Newness
Performance
Customisation

“Gets the Job Done”
Design
Brand/Status
Cost/risk reduction
Accessibility _—
Convenience -
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Value Proposition Canvas

The Value Proposition Canvas

Value Proposition Customer Segment
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Is there a FIT?

Value Map Customer Profile
» Products and services * Customer Jobs
« Pain Relievers FIT? - Customer Pains
« Gain Creators « Customer Gains
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Fit — Value Map & Customer Profile

You achieve fit when customers get excited about
your value proposition

« address important jobs
« alleviate extreme pains

 create essential gains

—

that customers
care about!

—

Your customers are judge, jury and executioner of
your value proposition KEIRETSU
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KEY ELEMENTS OF A
BUSINESS MODEL




What i1s a Business Model

The Business Model
describes the rationale of
how an organisation
creates, delivers and
captures value.




The Business Model Canvas

Q esigned for: esigned by: o
The Business Model Canvas " peianedty
Key Partners @ Key Activities 2}@;& Value Propositions T?‘gf Customer Relationshin Customer Segments Eé

Key Resources

Cost Structure

ts inherent n our business model?

Revenue Streams é -
r alue are our customers real illing to pay?
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Customer Segments

Mass Market
Niche Market

Segmented Market

Diversified Market

Multi-sided Platform (or multi-sided market)
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Value Proposition

Newness
Performance
Customisation

“Gets the Job Done”
Design
Brand/Status
Cost/risk reduction
Accessibility _—
Convenience -
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Channel

« Channel Types

» Direct, such as own sales force and web sales

» Indirect, such as partner stores and wholesalers/distributors

« Channel Phases

Awareness — of products and services on offer
Evaluation — of the Value Proposition

Purchase — of the specific products and services
Delivery — of the Value Proposition to the customer

KEIRETSU
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Customer Relationship

 Personal assistance

« Dedicated personal assistance
« Co-creation

o Self service

« Communities

« Automated services KEIRETSU

FORUM



Revenue Streams

« Asset sale

« Usage fee/
transaction fee

* Subscription fee .‘.m H‘.I\]l\ll\“
» Licensing

* Brokerage fee

* Leasing /rental
« Advertising

I l | l




Key Resources

* Physical assets, such as plant, networks, etc.

 [ntellectual assets, such as IP, secret formula,

source codes, knowhow, etc.
 Human Capital

* Financial Capital
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C/dl'\dar of Xechivikies

LYY
* Production |
* Problem Solving |

« Platform / network provision

* Business Development
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Key Partnerships

* Optimisation & economies of scale
* Reduction of risk & uncertainty

* Acquisition of particular resources &

activities




Business Model to Business Plan

« Management profile and why the team can win
* Financial analysis, including scenario analysis
 Environmental scan

* Implementation roadmap

* Risk analysis (this section will cover the Critical

Success Factors of the venture) KeRETSy
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QUESTIONS & ANSWERS
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Speaker Contact Detalls

« Subramaniam (Subra) lyer

e subra@keliretsuforum.com

» subra@smartkapital.com (LinkedIn)
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