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Is it right for you? Preparation

Do you REALLY want
this — motivation.

What is your business
model

Who are the
customers —why will
they buy from you

-

What is your Value
Proposition —is it
Americanized

What is the Market
Size

Who are your
competitors
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Motivation

&

Is the grass greener

Will you pay the price

A

There is no free lunch

Licensing deal where they do
all the work
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Value Proposition

The Value Proposition

Product Customer
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product work?
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Ideal Customer: instead?
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Customers Build Products




Market Size

Are there enough REAL customers
to make a profit?




What is your
business model?




Who are the
customers?

Who will actually PAY MONEY to
use your product?
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Who are the
competitors?

A cat and a shot gun are
competition for killing mice.




How do you do it?

Understand the

Make Friends The Five A’s
Industry

How to overcome
your perceived

Risk Profile in the
UsS
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Understand the
Industry




Make Friends

How to create allies and avoid your
enemies.

— Join associations

— Find Mavens and
Connectors

— Don’t talk about the
competitors




The Five A’s
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Finding the Innovators-

Inexpensively

innovators  Early Earty Majority Late Majority Laggards
2.5% Adoplers 4% 34% 16%
12 A%,
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Attributes of Innovators you care about

Inner directed Information seekers NOT price sensitive

Cosmopolitan —
have relationships
across social
systems
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Content, Carriers and Context Interact to Determine How Quickly an Idea Will Spread

Content

Carriers Context

In his book The Tipping Point, Malcolm Gladwell describes three main mteracting factors-conzent, carriers, and context-that
determine the course of an epidemic. Contentis the strength of the change. Contextis the environment in which the change
initiative 1s happening. Carriers are the characteristics and behaviors of those infected with enthusiasm for the change.
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Find Mavens

Find Connectors

First customers are weird

Shorten the time to followers
Work with your first customers
Let them take you to the followers
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How to overcome perceived risk

Product Technical
risk risk

&\

/pl\




Stories from the field

Innowaste

Growth Student




lnhowaste

Innowaste turns BioSolids (sludge) into Solid
Recovered Fuel (SRF) - Innopellets, with an
outstanding heating value of approximately
8,000 BTU




Growth Student

B2B Formulas

A little Essential

$3,99/user/month $24/useriyear $5.99/user/month $48/useriyear $7,98/user/month $72/useriyear

A HOLISTIC APPROACH TO EDUCATION

simplified Note-Taking () OPtimized Revision g yqii.heing Zone

. Al Learning Support Planning

Utilizes Al to provide
i 10 based on individual
udentneeds.

Other features include

. Courses . Integrated . Tutoring . Preparation mode . Analytics

Pomodoro

An autom: ate s To prepare effective To tr uden
alformatdirectly on Pomodoro timer b

the platform workingtime.



Other

R

Fulfillment and Manufacturing

4
dib
Administration

Communication

* Phone number
e Email

e Website
Banking

Taxes and Accounting

Visas A7\

/of\




Nothing beats.....

Being at the right place at the right time.
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