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Porter’s Five Forces
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Describe the various
methods of
conducting primary
and secondary
market research.
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Understand the four

major elements of a

financial feasibility

analysis.
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Describe the process
assessing
entrepreneur
feasibility.
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Describe the nine
elements of a
business model.
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Idea assessment: The process of examining

a particular need in the market, developing

a solution for that need, and determining

’dea the entrepreneur’s ability to successfully
N turn the idea into a business.
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Idea sketch pad =
= effective tool used to
help assess ideas
= |t helps entrepreneurs
assess ideas in a
relatively short period of
time
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The Really Big Idea Sketch Pad . s s puiag

These are the parameters to change when

creating or refining a venture or project idea.

Think of itas sketching your idea.

Whoare the people ;=="="~
involved in starting |

this venture? | L)"li—*i'\>J| R e
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What relevant experience
dothey bring to the table?

directions «lalaiy)

L Write the answers to
asch question on Past-It Notes.

2.Put them on the sketchpad
inthe marked aress, og. ~—

3.1f you don't have enough
room, then smplify.

& Assess your ideausing
the “meally big ides critique pud”.

5. Repeat and replace Post-Its
liberally.

the innographer

P (o S Ll '
O 5 oall a1

u)zaj‘rbl_n
Ly 3 300l |

What spedfic knowledge
dothey bring tothe table?

i

name of this idea:
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Do you have any core, dif-
ferentiating competencies,
such asa techrology or science?

To download and prire coptes of thissketch pad, vase
www.tha mographer.com ool 2/ rea Ll y-big-sdes

offering i jag
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value
proposition
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How does the user
use your offering?

Who isthe user or
beneficiary?

------------------------------------------

Phall { ;
:GM‘HU—‘H il sae 2 i
b opdla LﬁJLmﬁé\}\ % tlis |
| IFa 5

Who is the economic
buyer or decision maker?

How many buyers
are there?

Why is the offering
important to the buyer?

Why is the offering
important to the user?
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What type of offering is
envisioned? i.e. commodity,
good, service, or experience?

o G

Sketch it or otherwise help
people visualize it ..

Name and describe it...

Thiswork u beensad as put of the DIY Innovason Toolkat™ under @ @ @
aatvecanmans hep/ thannographer.com /privacy-and-terms-of use/



Who isthe user or How does the user
beneficiary? use your offening?

it oMM The Really Big Idea Sketch Pad .aisia

These are the parameters to change when

creating or refining a venture or project idea. i et Ji eﬂﬂ.mn (e ?35:‘—“‘5 u_“\S
Think of itas sketchi ruy name of this idea: 5 Sall o8 sl 2
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How many buyers

Who is the economic

2. 2
3. Value proposition E sl s e ' i apd ol buyer or decision maker?
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(1. Customers.

= Start with a group of customers who have a
clear need that is not being addressed: this
may be a need that no business is currently
addressing, or it may be a need that no
business is fully or adequately meeting for
these customers.

* The entrepreneur assesses the customers
by answering basic questions about the
potential users of the product or service and
the potential buyers if they are different than
the users.

1. Specifically who would be the users of
the offering?

2. How would they use the offering?
3. How many potential customers are

\ there?
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Homwr dioes the nser
use your altering?

Who izsthe user or
bemeticiary?

The Really Big Idea Sketch Pad . s s .5 i sy day

Theszse are the paramsaters to change whan
creating or refining a wenture or project idea.

Think of it as sketching your idea. name of this idea:

5SAl o34 aul

customer
Who are the people R
inwnlwad in starting ‘._\l aall
thiz venture?

e — e m e — ——— —————————— ——— e —m e — — e ——————————

g

L ala s Y Ak G
Loy b osS ol

Oc 5 yiall 138
g 50l ¢ ) all

[ L LT

i i i i Who izs the economic How many buyers
P o A . ] - e ) -, | " . ]
AR ..“ 1 : [ 3 i . A | : buyeror decision maker? ars there?

1 . TR L | . Y T ;

: l—@—‘):\l*‘“rd\‘\_\ms\ : :L@_v}.\l.aggfj\om;.d\:

I i ] 1 Why is the offering Why is the affering

i 0 i impaortant to the user? important to the buyer?
1 L | ;

ECRERII ¢l ()
Bl S value

proposition
dadial) daddl)

What relevant experience What speqatic knowledge

dothey bming to the table? dothey bring to the table? U‘)’J‘ ... ’ A

T sl |
core i
COMPEeNCY 4 » sl cislist) -

directions <lalady)

L Write the answers to
each questionm on Fast-Tt Notbes.

offering L.y yag

el gl leau

gyl a5 al
e G

2 Fut theem an thee sketehpoed
im the marked aress, ag, ——-d

1 1
1 1
P CilelsS gl bl Ja
3. IF you don't have snough : P - i !
roam, then Smplify. : d_\.A (0 _j—taa 4:\_;.\:[..\.» :
i '
1 1
1 1
1 1
1 1

; leta g g Leand
€aslall i Lin o 5530

&, Ausmess your ides using
thees “pealby hdgr ides critique pad®.

5. B pesat & e replace Fost-Tis
libesrally.

Do you havwe any core, dit-
ferentiating competencies,

What type of offering i=s

Mame and describe it...
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people wisnalize it ..
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zuch as a technology or scienca? 3 . .
E¥ gpood, service, or exparience?

o imarm ot and prme coqes of Thassicstch padcl e

Thiswork 35 bosnsad as par® of The DIY Inmevasion Teolo §™ o der =
www th s rmogma phar.ooan faod 2 rea [l p-log -adeas aEmtve canmans: h2py Sha mmographercompovac yp-and-tams-of-n sy’ .

the innographer



ldea sketch pad
5 SN an )y da gl

MIDOCEA

UNIVERSITY

-

2. Offering.

Describe your idea for a product or
service to offer the customers. Are you
offering a product, a service, an
experience, or a combination of one or
more of these? What are its key
features? Describe it in detail and sketch
out an image of it if you can.
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The Product and Service Offerings
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Sales and marketing
Pricing information

A description of your products

and services
Production and distribution
information
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3. Value proposition.

= Explain why your product or service
will be important to the customers.

= Why would your offering be valuable
to the user and/or buyer?

= How does it address the need these
customers currently have that is not

being met?
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4. Core competencies.

Does vyour offering iInclude any
technologies or unique features that will
help differentiate it from competitors? Is it
based on intellectual property that you can

protect?
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The Really Big Idea Sketch Pad A

Thass are the parameters to changs when
crealing or relining & wenbare or propect bdes.

Thimk of it as sketching your ides. name of this idea:
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5. People.

= |dentify the key people on the team who will launch
this business.

= Who are the founding entrepreneurs of this venture?

= Do they have the skills and knowledge needed to
successfully turn the idea into a start-up venture?

= Can they attract key team members who will fill in any
gaps in knowledge, skills, and experience?
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beneficiary of our our offering
The parameter is needed when we creating Recast Artistrv LTD. P A | R SEERE S :
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Feasibility Analysis |
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Industry and Market Feasibility
An analysis of the viability of a business idea that
includes four interrelated components:
1. Anindustry and market analysis, LI s poall e
; ; Product or Service
2. The product or service analysis, Feasibility Financial
3. Afinancial analysis, and Gsia Julas Feadtiiy
4. An entrepreneur analysis. Aaxdd) ) gl
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Feasibility Analysis
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" |s a particularidea a viable foundation for

creating a successful business?

= Feasibility study addresses the question:

“Should we proceed with this business idea?”
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Environmental Forces and New Ventures

-

" The first step in assessing industry
attractiveness is to paint a picture of the
industry in broad strokes, assessing it from
a “macro” level.

" Most opportunities for new businesses
within an industry are due to changes
taking place in that industry.
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Industry and Market Feasibility Analysis |
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Assess industry attractiveness using six
macro forces:
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Industry and Market Feasibility Analysis
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How large is the industry?
How fast is it growing?
Is the industry as a whole profitable?

Is the industry characterized by high profit margins or razor-
thin margins?

How essential are its products or services to customers?

What trends are shaping the industry’s future?

What threats does the industry face?

What opportunities does the industry face?

How crowded is the industry?

How intense is the level of competition in the industry?

Is the industry young, mature, or somewhere in between?
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Porter’s Five Forces Model
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Five forces interact with one another to determine the
setting in which companies compete and, hence, the
attractiveness of the industry:

1. Rivalry among companies in the industry

Bargaining power of buyers

Threat of new entrants

oA W

Threat of substitute products or services
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Five Forces Model
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New Entrants
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Rivalry Among Companies
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= Strongest of the five forces
= |ndustry is more attractive when:

=  Number of competitors is large, or, at the other
extreme, quite small

=  Competitors are not similar in size or capacity

= Industry is growing fast

=  Opportunity to sell a differentiated product or
service exists
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Bargaining Power of Suppliers
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= The greater the leverage of suppliers, the less
attractive the industry.

" |ndustry is more attractive when:

= Many suppliers sell a commodity product
= Substitutes are available

i

TR
ey =

= Switching costs are low

" |[tems account for a small portion of the cost of
finished products
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Bargaining Power of Buyers
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Buyers’ influence is high when number of customers is small and cost of switching
to a competitor’s product is low.

= |Industry is more attractive when:
= Customers’ switching costs are high

Number of buyers is large

Customers want differentiated products

Customers find it difficult to collect information for comparing suppliers
* |tems account for a small portion of customers’ finished products
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Threat of New Entrants |
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» The larger the pool of potential new entrants, the less attractive an industry is.

= |Industry is more attractive to new entrants when:
= Advantages of economies of scale are absent

Capital requirements to enter are low

Cost advantages are not related to company size

Buyers are not loyal to existing brands

Government does not restrict the entrance of new companies
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= A substitute good refers to a product or service that consumers see as essentially

the same or similar-enough to another product. Put simply, a substitute is a good
that can be used in place of another.

= Substitute products or services can turn an industry on its head.
= |Industry is more attractive to new entrants when:
= Quality substitutes are not readily available

» Prices of substitute products are not significantly lower than those of the
industry's products

= Buyers' switching costs are high
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Five Forces Matrix |
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( = Assign a value to rate the importance of each of the five forces to the industry on a 1 (not important) to 5 (wvery
important) scale. Then assign a value to reflect the threat that each force poses to the industry.
55

=  Multiply the importance rating in column 2 by the threat rating in column 2 to produce a weighted score.
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= Add the weighted scores in column 3 to get a total weighted score. This score measures the industry's attractiveness.

The matrix is a useful tool for comparing the attractiveness of different industries.
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Product or Service Feasibility Analysis |
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= Determines the degree to which a product or service idea
appeals to potential customers and identifies the resources
necessary to produce it.

= Two questions:

1. Are customers willing to purchase our product or
service?

2. Can we provide the product or
service to customers at a profit?
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Product or Service Feasibility Analysis |
dasdl) gl gmiiall (g gaa Julad

MIDOCEA

UNIVERSITYl

-

Primary research:

= Collect data firsthand and
analyze it.

Secondary research:

= Gather data that already has
been compiled and analyze it.
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PRIMARY DATA
PRI

SECONDARY DATA
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Primary data is a type of data researchers directly collect

from main sources
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Secondary data refers to already existing data produced by the
previous researchers
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Includes real-time data
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Related to the past
bl A 10

Collected to address a current research problem

Primarily collected to address previously existed research

problems and can be used to address the current research

problem as well
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Accessing primary data includes a relatively long process
L Al e T 1 ol ) Jm ) oy

Referring to secondary data is quick and easy
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Data collection tools include observations, surveys,
questionnaires, physical testing, online questionnaires,
personal or telephone interviews, case studies.
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Data collection tools include journal articles, websites, books,

government publications, records, etc.
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It searches usually start by getting a secondary data

* the sources of secondary data can be:
* the company's internal database
* companies can buy secondary data from outside suppliers like research agencies
* use commercial online databases
* Use Internet search engines ...

* Secondary data can usually be obtained more quickly and at lower cost than primary data

* Secondary sources can sometimes provide data and individual company cannot collect on its
own.

* The researcher must evaluate secondary information carefully to make certain it is relevant,
accurate, current and impartial.
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Primary Research Techniques |
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Customer surveys and questionnaires
Focus groups
Prototypes

In-home trials (consumer visits to observe consumers use of
product/service)

“Windshield” research (observe customers interacting with
existing businesses within an industry).

Trade associations and business directories
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Financial Feasibility Analysis
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(- Capital requirements: an estimate of how much start-up
capital is required to launch the business.

= Estimated earnings: forecasted income statements.

= Time out of cash: the total cash it will take to sustain the
business until the business achieves break-even cash
flow.

= Return on investment: combining the previous two

estimates to determine how much investors can expect
their investments to return.
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Entrepreneur Feasibility
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" |s this idea right for me?

= Assess entrepreneurial readiness:
knowledge, experience, and skills necessary
for entrepreneurs to be successful.

= Assess whether the business will be able to

generate enough profit to support everyone’s
income needs.
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Developing and Testing a Business Model |
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* Key questions to address:

What value does the business offer customers?

Who is my target market?

What do they expect of me as my customers?

How do | get information to them, and how do they want to get the product?
What are the key activities to make all this come together, and what will they cost?
What resources do | need to make this happen, including money?

Who are the key partners | will need to attract to be successful?
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Key Partners

Identify your company's key
partmers. This can consist of
important suppliers in your
supply What
resources does the company

chain. key

receive from these partners?
wWhat

performed

activities
by
partners? Think about why

key are

these

your company works with
these key partners and the

motivations behind them.
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Key Activities

what specific key activities are necessary to deliver your
value proposition? What activities set your company apart

from others? Consider how your company's unique

differences in its revenue streams, distribution channels, or
customer relationships. Do you need to procure specific
niche resources? Do you need to streamline to keep costs

and prices low?
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Key Resources

What specific key resources or assets are necessary to
deliver your walue proposition? Consider what resources
your distribution channels and revenue streams may
Aadditionally, think
resources are needed to maintain customer relationships.

require to function. about what

Does your company reqguire a lot of capital or human

resources?
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Value Propositions

Identify the core wvalue the

cormpany provides to
What exactly is
the company trying to give
What

company

customers.

to customers?
problem

trying to
needs

is wyour

solve and what
are your company
satisfying? How do you offer
something different that
the of
customer segments

quality,

satisfies demands
your
(e.g.
status)?

price, design,
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Customer Relationships

what type of relationship do you hawve

with wyour customers? How do you

interact with customers and how does
this differ amongst customer segments?
Do wou communicate frequently with
your customers? How much support does

your company provide?
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Customer Segments

Identify who is your
wvalue proposition
targets. Who are wou

creating wvalue for? Who
are your most important
customers? What are
they like? What do they
What do
WwWhat is

need? they
the
like?

Are you targeting a small

enjoy?
customer market
niche community or a

mass market?

Channels

do

proposition? How do wyou

Howr you deliver yvour  walue
reach wyour
customer segments? What channels are
used? Consider your supply, distribution,
marketing, and communication channels.
Are and cost

they well-integrated

efficient? Are they utilized effectively?
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Cost Structure

Identify the key costs in your company's business model. What are the major drivers of costs? How do
your key activities and key resources contribute to the cost structure? How do your costs relate to your
revenue streams? Are you properly utilizing economies of scale? What proportions of costs are fixed and

wvariable? Is your company focused on cost optimization or value?

ETPUOTL I | [P SN IR TR T [ il SRS PN TR P Y U T e S S - WPPOPE N | O P I | IR P - V-0 PP L NG B B WP T | 1 Lt | e
G da Talnd e Gol ey S NSS foh pie 2 S TR SIS (a3

EET LW I [ P R I

] el gl =| Il et

Cioall i AT e e SIE om0 6 e T2 eanall

AAveshy 1

Revenue Streams

Identify the ways your wvalue proposition generates money for your business. Does
your company hawve multiple methods of generating revenue? What is the pricing
strategy for the products offered by yvour company? Through what channels do your
customers pay? Does your company offer multiple forms of payment?
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Key Partners

Sellers
authors
Publishers
logistic
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* Amazon’s website &
Apps

- Affiliate Program
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Test the Value Proposition
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Ask customers:

* Do we really understand the customer problem the
business model is trying to address?

* Do these customers care enough about this problem to
spend their hard-earned money on our product?

* Do these customers care enough about our product to
help us by telling others through word-of-mouth?
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= Entrepreneurs test their business models on a small
scale before committing serious resources to launch a

business that might not work.

= Recognizes that a business idea is a hypothesis that

needs to be tested before taking it full scale.
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How it works

in practice
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= Test early versions of a product or service using a lean

start-up: a process of rapidly developing simple prototypes
to test key assumptions by engaging real customers.

= Begin the lean start-up process using a minimal viable
product: the simplest version of a product or service with
which an entrepreneur can create a sustainable business.
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Pivots
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* Pivots: the process of making changes and adjustments in
the business model on the basis of the feedback a
company receives from customers.

1. Product pivot
2. Customer pivot

3. Revenue model pivot
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= The best business ideas start with a common problem or need.

= The ideas assessment process helps an entrepreneur more efficiently and

effectively examine multiple ideas to identify the solution with the most potential.

= A feasibility analysis helps the entrepreneur determine whether an idea can be

transformed into a viable business.

= Developing a business model helps the entrepreneur better understand all that

will be required to launch and build a business.

= Once the entrepreneur completes the idea assessment, feasibility study, and

business model, he or she is ready to develop the business plan. ; N
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