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... BUT IF YOU DON’T DESCRIBE IT PROPERLY ...



... YOU'RE G E PERSON.




What qualities/profiles do we need in a
perfect team?

1. Write at least 4-5 qualities/profiles in a
piece of paper.

2. We'll do a clasification with the results.

3. Read Forbes article.

4. Identify your profile.

5. Build your teams.



What qualities/profiles do we need in a
perfect team?



What qualities/profiles do we need in a
perfect team?

1. Write at least 4-5 qualities/profiles in a
piece of paper.

2. We'll do a clasification with the results.

3. Read Forbes article.

4. Identify your profile.

5. Build your teams.



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



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 homage to
an artist from the "70’s you’ve probably
never heard of.

CUSTOMIZATION DESIGN USER EXPERIENCE BRAND
MARKETING



HACKER



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
qguestion 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 @ combination that is tough to beat.

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



What qualities/profiles do we need in a
perfect team?

1. Write at least 4-5 qualities/profiles in a
piece of paper.

2. We'll do a clasification with the results.

3. Read Forbes article.

4. Identify your profile.

5. Build your teams.



"NO!
Try not!
DO or DO NOT,
There 1s no try n
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THE HIRST STEP K.




THE FIRST STEP K.




What i1s the
value of a
business dea?










SPRINGWISE

http://www.springwise.com



http://www.springwise.com/

SPRINGWISE



COOL BUSINESS IDEAS

http://www.coolbusinessideas.com/



http://www.coolbusinessideas.com/

COOL BUSINESS IDEAS

http://www.coolbusinessideas.com/



http://www.coolbusinessideas.com/

TRENDWATCHING

http://trendwatching.com/



http://trendwatching.com/

QUIRKY

http://www.quirky.com/

https://www.youtube.com/watch?v=jogQT7ijlA8


http://www.quirky.com/

QUIRKY

http://www.quirky.com/



http://www.quirky.com/

QUIRKY

http://www.quirky.com/

http://www.quirky.com/invent/279872 http://www.quirky.com/invent/244070


http://www.quirky.com/

CROWDFUNDING

https://www.kickstarter.com/projects/210151
“lc“ 9704 /oval-the-first-digital-handpan?ref=card



BOATSTAR

www.boatstar.es

Business Model: Subscription

Boatstar is a company that provides
cleaning services for ships, that in less tan 3
years has become a Spanish leader in
number of customers and customers loyalty.



BIUPBOX

wWww.biupbox.com

Tool to unify and manage all your personal
storage cloud computing tools with a clean
and intuitive interface.



DEVELAPPS

www.develapps.es

Modelo de negocio: B2B

Develapps is an award winning Apps
Development Agency based in Valencia. We are
specialised in developing Apps using cutting-
edge technology such as iBeacons and the latest
wearable gadgets .In 2012 Develapps won the
best App of Spain award for developing "Gow
trainer", an App using a biometric T-shirt.



bvom

BYOM OPINA

www.byomit.com

Business Model: Subscription

Byom! is a service to know the opinions
of the customers of a commerce,
answering 5 quick questions through an
app in a tablet, in just 30 seconds
obtaining an average of 200 opinions
per month.



HIP HUNTERS

www.hiphunters.com

Hiphunters is an online platform that
agregates and offers fashion products to
special customers that give value to quality
and design.



PYRO

WWW.PVYro.es

Our mission is to contribute to the
Protection and Preservation of natural space
by means of the design, engineering and
production of innovative solutions for
Control and Extinction of Forest Fires,
specially those located in urban interface
areas and critical infrastructures, in order to
contribute to the Sustainable Development
of human activities


http://www.pyro.es/

LUGENERGY

www.lugenergy.com

LugEnergy designs, fabricates and
distributes charging points for electric
vehicles.


http://www.lugenergy.com/

BE ROOMERS
www.beroomers.com

Beroomers is an international marketplace
for student accomodation. Students can find
and book rooms choosing their housemates
when they are still in their home countries.


http://www.beroomers.com/

TRAINING EXPERIENCE
www.valencia.trainingexperience.org

Training eXperience is a company to link companies
with young European internships. Training eXperience
will look for the perfect candidate helping the company,
building the most suitable profile.


http://www.valencia.trainingexperience.org/

BRAVEZEBRA
http://www.bravezebra.com/

We develop videogames to our customers
generating quality and artistic apps, webs
or PC games.



10 minutes

Think of a

business
idea






The Deal



B2C or B2B?



Product or Service?

* Product: you sell ownership of something

e Service: you sell use of something for a
certain period of time



Example: B2C, Product

Apple

iPhone 6

=

g

600/iPhone

Consumer




B2C/B2B - Service

Boat Cleaning
Service

BoatStar

~ 40€/twice per
month

 Boat Owners &

Rental
companies




Closca

B2C/product:

Stylist Foldable
Helmet

120€/helmet

éBicycle users?




B2C/product:

Coffee machines
and capsules

- Office workers

Nespresso - Medium High
class families

50 c€ per capsule
200€ per machine



Example: B2C Service

Rental Solar
Panels

€55 / month



Example: B2B Product

iPhone 6 iPhone 6

s <—-

€300 / iPhone €600 / iPhone



Example: B2B Product

Angry Birds Angry Birds

€1,40 / app €1,99 / app



Example: B2B Product

A8 Processor iPhone 6

€5 / processor €600 / iPhone



Example: Product is a Customer

Consumer iPhone 6

€2 / click €600 / iPhone



Deal if you sell a customer, and
customer’s payment goes through you

Consumer Ride

€21 / ride €30/ ride



Example: Two-sided market

Computing
Capacity Heater

€1 / computation €600 / Heater



Exercise (20 min)

Draft your Deal
 What do you sell,
e Towhom,

At what price

Every team member must be able to complete
this sentence:

Hi, my name is from and we sell to
at the price of euros.




"NO!
Try not!
DO or DO NOT,
There 1S no try




B2C / Hook and Bait

Coffee machines
and capsules

- Office workers

Nespresso - Upper middle
class

50 c€ / capsule
200€ / machine



Bait & Hook




Bait & Hook




Bait & Hook Farmville




Example two-sided market

Business

Computing
Capacity

<

>

Nerdalize

Heater

<

>

1/Computation

Consumer

600/Heater

48




Multi-sided platform: Girls don't pay




Free newspapers




Freemium




Freemium




Long tail: AMAZON




Recommendation Algorithm

Customers Who Bought This Item Also Bought

.'..:_H"""':"'
RISK

e “
|4 |

I“‘-.' Reckoning with Righ: Feelings: Th 0 ipnadity: T
min with [ntelligence gf the & v Tool hi,.. by
by Gerd Gigerenzer Unconscious by Gerd G Gigerener
Trarirrr (8) £6.49 GajeranIer £20.95
E10.27

What Do Customers Ultimately Buy After Viewing This Item?

— 7  68% buy
E18.90
=7 179 buy
Gut Feelings: Short Cuts to Better Decision Making
- - ITEE
99 buy
@ Influence: The Psychology of Persuasion defnieder (12)
mmmn E£7.09






"NO!
Try not!
DO or DO NOT,
There 1S no try
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Why do a start-up?

* Write on a piece of paper reasons why you
think entrepreneurs want to start a business.



Why do a start-up?

* Change the world?
e Get filthy rich?
 Want to be in control?

What is your Founder’s Dream?



Exercise:
Founder’s Dream (5 min)

Each founder write down your personal
Founder’s Dream

 What are your personal ambitions?
 What drives you?

 What do you want to achieve?



Exercise:
Quantify your dreams (5 min)

* What do you want to achieve?

e And when?



Why do start-ups fail?

Noam Wasserman, “Founder’s Dilemmas”



Exercise:
Team dreams align? (5 min)

 Compare your Founder’s
Dream with your team
members

* Are your dreams
aligned?



Dreams translate to revenue target

* I[mpact means you sell
10.000’s of products
per year

* Getting rich also
means getting big
revenues



Example



Does your start-up deliver on dream?

10



Exercise (5 min)

* Translate your dream
Into revenue target



To Do

Think up start-up that delivers
on everyone’s targets

Founders can have different
targets: One wants to have
impact, other wants to get
rich



To Don’t

! Lower dream
! lgnore dream

t Change dream

13



"NO!
Try not!
DO or DO NOT,
There 1s no try n
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Having done the Mentoring Skills Questionnaire
I think { need a mentor to mentor me in
umproving my mentoring

| -







IDEAS UPV has a service to mentor startups:
- 7 mentors — staff (Week Meeting)

- Entrepreneurs in the ecosystem

- Network of external mentors

Entrepreneurs book an appointment to a first visit.

One of our staff members allocate each entrepreneur to
each one of the mentors depending on the topic or the
stage of the startup.

After the first meeting, the entrepreneur contacts again
with their mentor.

In every stage, other mentors can join the party.




CRM




What qualities/profiles does a mentor
nheed?

1. Write at least 4-5 qualities/profiles in a
piece of paper.

2. We'll do a clasification with the results.

3. Read Forbes article.



What qualities/profiles does a mentor
nheed?



What qualities/profiles does a mentor
heed?

. _ Entrepreneurial expertise.
Willingness to share skills, knowledge,

and expertise. : :
Takes a personal interest in the
mentoring relationship.

Values the opinions and initiatives of

others. Exhibits enthusiasm in the field.
Provides guidance and constructive Respected t_)y colleagues and
feedback. employees in all levels of the

organization.

Sets and meets ongoing personal and
professional goals.

Demonstrates a positive attitude and
acts as a positive role model.



What qualities/profiles does a mentor
nheed?

1. Write at least 4-5 qualities/profiles in a
piece of paper.

2. We'll do a clasification with the results.

3. Read Forbes article.



"NO!
Try not!
DO or DO NOT,
There 1s no try n
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SIORHQEIRUELGE
for a

successful start-up?



Start with a
brilliant

founder
like...



Mike, 34
Stanford
Alumnus



he used to be an...



Experienced
Exec



All his
operating
experience
built up
some...



...outstanding
credentials!



One day Mike has...



A “killer”
product
idea!



A “killer”
product idea!
he's really
passionate
about It



Mike's experienced.

He knows how to
test his idea using...



...market
research



The research looks
good!

Mike moves
forward, and writes
a fantastic....






Great!

Based on the
credentials,
research, and
Mike has secured
the final piece...






Money in hand,
Mike get's started on



...building his
start-up.



He makes the
headlines of
every major...






...and he Is
Invited to give...



...Keynote
talks



Mkeadhis
dartupae
onaroll!



How likely Is
niS business
to succeed?



 Despite the experience, researchand plan...



..Mike
shpped

up.



Let's help
Mike with the
things he
didn't know.



No business
plan survives
the first
custiomer
contacit.




Sticking to a
planning document
works for a known
future, not for a
start-up context.



IS IT POSSIBLE TO LEARN HOW TO
BECOME ENTREPRENEURS?



Ideas have no value
Ideas are free

People will help you to transform your
idea into something valuable

There are only two kinds of people:
—Who give excuses.

— Entrepreneurs.



A startup is not a small company.



hat's g
>0 \gtartup

".?p
5



Steve Blank



Eric Ries



Startup VS Company



A Startup
business mode|

A Company
business mode|






What is the main goal of a
startup?



What is the main goal of a
startup?

TO STOP BEING A STARTURP...



What is the main goal of a
startup?

TO STOP BEING A STARTURP...
... AND TO BECOME A SUCCESSFUL COMPANY



SME Entrepreneurship

IDE Entrepreneurship

The company grows ata linear rate. When you put
money into the company, the system (revenue,

cash flow, jobs, etc ) will respond quickly in a
pOoSitive manner.

Bowtri!
Cuh Flow!

Jots

SME Revenue, Cash Aow,
Jobs over Time

The company starts by losing money, but will have
exponential growth. Requires investment When
you put money into the company, the revenue/
cash flow/jobs numbers do not respond quickly.

Blaw aresa
Cash Flaw/

IDE Revenue, Caih Flow,
Jobs over Time

LT

Sowee Bl Aula and Fena Murmay, “A Take of Two Emreprencurs Understundmg Differences m the Types of Entreprencurstup

the Ecomarmy,” Martin Trust Ceanter for MIT Entreprencurshep, Nevember 2012 hige! enwrep rencarsh gpumst_edu’ stes'd e fuaht il o/
Aviet Murray 11D EvSM pdi



Its the
business
model,

dude!

2



Hey Mike, your panwes
tobuid acompeny, but
ad yourpanndude a
Busness Modd?






Alex Osterwalder



BUSINESS

MODELS




Creates Value Delivers Value

Value
Proposition

Captures Value



BUSINESS IMODEL CANVAS
— fAlexander Osterwalder

Key Value Customer
Activities Proposition Relationships

]| <o’ Q\ \Customers
| /A » /"
N\ =

] /
s
Costs / Key \_Revenue
Resources Channels

Key
Partners




CUSTOMER SEGMENTS

which customers and users are you serving?
which jobs do they really want to get done?



VALUE PROPOSITIONS

what are you offering them? what is that
getting done for them? do they care?



CHANNELS

how does each customer segment want to be reached?
through which interaction points?



CUSTOMER RELATIONSHIPS

what relationships are you establishing with each segment?
personal? automated? acquisitive? retentive?



REVENUE STREAMS

what are customers really willing to pay for? how?
are you generating transactional or recurring revenues?



KEY RESOURCES

which resources underpin your b.model?
which assets are essential?



KEY ACTIVITIES

which activities do you need to perform well in
your b.model? what is crucial?



KEY PARTNERS

which partners and suppliers leverage your model?
who do you need to rely on?



COST STRUCTURE

what is the resulting cost structure?
which key elements drive your costs?



“Hmm, interesting so
what do | make of
that?”



use it as a
tool to...



sketch out your business mode



The Rusiness Model Canvas """
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Business Model: Santa Claus
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Business Model: Nesspreso



3 Take time
to think

throu gh
alternative
vossibilities.



the same technology,
product, or service can
have numerous business
models




HH] [HE

HA] [HE

HH] [HE

= ] ) e
EENENENERENENRE
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HH] [HE




try setding out altemative business
modeks by asking yourse...



transactional vs.

recurring revenues scale vs. scope
product vs. service

blue ocean vs. red

niche market vs. direct sales vs. ocean
mass market indirect sales

personal vs.

automated

capital expenditure vs.

partnership open vs. closed

disruptive vs.

L _ human intensive vs. o ]
one customer segment  Physical vs. virtual production
vs. another .

copyright vs. copyleft fixed vs. variable
paid vs. free costs
distributed vs. in-sourcing vs. out- advertising vs.
centralized sourcing sales



only make a first choice
after prototyping and
thinking through several
models...



1H) [HH) [HH) [HH] [HH] [HH] [HE

= EEHEEE
ZEIEIEIE
| | O

=g =1R==I}==
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HH] [HH] [HH] [HH] [HH] [HH] [HE

] [HH] [HE

HH) [HE

HH] [HE

[HH] [EH] [HH] [HH] [HE




4 Your business

model idea 15
just a set of
hypotheses.



a business model might
look great on paper...

hm&st"that it's




guess



...SO you need to get
out of the building
and...



test each
hypothesis (e.g.
with customers)



this business model
testing process Is called
Customer Development

customer customer customer company
discovery validation creation building

pivot



twodifferent phases..



search

customer company
building

customer
creation

customer
discovery validation

pivot
f execution



customer customer customer company
discovery validation creation building

pivot



test your hypotheses

product
market type

competition



test your hypotheses

problem
customer

user

payer



test your hypotheses

channel



channel
(customer)

(problem)

test your hypotheses

demand
creation
roblem
product ?
customer
market type
competition channel user
payer
validate business pricing

model model



to accomplish this you will
need a special and agile
customer development
team.



A team
that ...






you need to adapt the
business model until you can
prove it works

customer customer customer company
discovery validation creation building

pivot



Don’t build your
company, until
you ve verified

your business
Model



or you'll
risk ...



Burning your
cash while
searching for
a working
business
model



execuion Is na ssath



execution follows search



Build when youve foud
your model



only then execute:



LAeyour mataing

customer company
building

customer |
(] creation

customer
discovery validation

pivot



andbuild yourorg
drudures

customer company
building

customer |
(] creation

customer
discovery validation

pivot



1 No business plan survives the
first customer contact.

2 [t's the business model, stupid.

3  Tnke time to think through
alternative possibilities

4 ourbusiness model idea is
just a set of hypotheses.

Don’t build your company,
until you've verified your
Business Model






"PIVOT”



“m"p”



“m"p”



“m"p”









LEAN CANVAS — Ash Maurya

72 1




"NO!
Try not!
DO or DO NOT,
There 1S no try
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CUSTOMER
SEGMENTS




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:

3) SEGMENTED:

4) DIVERSIFIED:

5) MULTI-SIDED PLATFORMS:



Lamborghini Dealership and Garage

Invested 5 Millions.
2 people for service. Coffee machine 700€.

According to market study, best area in the city.

TAM=2500
We started on Monday, nobody came on Monday-Thursday.

Today is Friday, and an old female friend appears with her broken Volvo:
Do we accept her as our customer?



Customer profile

Male, female

17-40 y.o.

Moscow (during initial growth stage)
Student, young professional, internal
migrant, middle management

Medium, high

Has a smartphone

Early adapters, technologically
advanced

Active users of social networks,
outgoing personalities

Ride Sharing

YES: Money (cash), Feedback
NO: Image, Focus on Business M

VOLVO

Women, Polite, 30-40 years, Married
with children, outcomes 30-50Kk€,
she takes her kids to soccer at
Saturday morning and to Burger King
for having lunch.

She is buying SAFETINESS.

LTV: 10k€

LAMBORGHINI

Man, 50-ish, Divorced,

Incomes 1-2M€, “George Clooney”,
He is buying IMAGE & EXCLUSIVITY.

LTV: 500kE

If both are customers, mermaid
model.



. China’s sindromme
Market-Driven

| focus in a business
Target Customer- model.

Driven

Customer-Driven | focus in a single
customer (Mermaid’s

Sindromme)



Market Pull & Technology Push



Example: Ink free printer
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Why buy your product?

* Addresses a need, solves a pain or problem?

* In B2C reasons can be both economical and
emotional

* |[n B2B it is always about economic benefit.

How can you help your customer to make
more money?



Ways to increase profit for your
customer

* Lower costs
e Better quality

* Other ways: i.e. improved competitive
position



STEP 1: Brainstorm

* List of possible customer segments!!!



SERVICE FOR PHOTOGRAPHERS

Everyone that takes phoftos.

More specific:

1. Professional photographers
2. Graphic designers

3. Architects

4. Doctors

4. Weddings

5. Girls that take selfies

in the bathrooom

6. Parents with small babies









|

How can I start?



More specific:

1. Boat Owners (B2C)

2. Megayachts owners.

3. Nautic motorbikes owners.
4. Ship rental companies

5. Nautic clubs

6. Maintenance companies



More specific:

\1 Boat Owners (B2C) >

2 Megayachisowners:

3. Nautic motorbikes owners.
4. Ship rental companies

5. Nautic clubs

6. Maintenance companies




»

He likes to try out new things and talk about it

Male \

T 33 years old
-

Lives on Kutuzovskiy

Prospect in Moscow

\

Little time

D

/

Recently moved into his
new flat with his girlfriend

N
Works at VTB

Investment Banking/

Loves esquire,Forbes,

afisha, pop, GQ /

ANSWER: BETTER BUT NOT GOOD EIVOUGH

Current salary is
USD 10.000/ month

Loves Strelka and
Ginza Projects

I

In winter he loves skiing

in Austria or France

/

Vlad needs some
paintings for his

\ new apartment.

In summer he travels

around the whole world

Timeless art.
Less time,
more art.
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STEP 2: Beachhead market

* Select your beachhead market!!!!



Where to start?

e Resources are limited

* You need to pick 1
segment to conquer
first

* Establish credibility

 Then conquer the other
segments



Beachhead Market

* Your first entry into the market
* Small enough to become a significant player
* Big enough to generate some cash



Selection Criteria

Buyer?
Well-funded?
Accessible?
Buying reason?
Whole product?
Competition?
Next segment?
Founder’s Dream?



STEP 3: Quantify your market

* Quantify your market, example: TAM SAM
SOM



Total number of farmers.

Number of farmers who
will use methane for
power generation.

Number of farmers that |
can give service with my
resources.



Value Proposition Example: inTouch

At the moment, Michelle can use...

Heart-rate monitors Intuition Professional Consult “Dr. Google”
Ultrasound

Within , Michelle may...

in technology is proven
Data Collection

BEEE) oo

Intellectual Property

—  Algorithm that correlates
data to positive response

read to her baby, then receive feedback.
oge . . . o g Photos:  gadgetrivia.com
Facilitating intimacy and providing reassurance. mothering.com
in parents:com

allvoices.com
Connecting mommies with their babies



157 M

Women in the US

6M

Pregnant
Annually

2M

First Time
Moms




VetiGoal

All Europe
5,000

South
Europe
652

Spain
256

Valencia
Region 25



CUSTOMER RELATIONSHIPS

1) PERSONAL ASSISTANCE

2) DEDICATED PERSONAL ASSISTANCE

3) SELF-SERVICE

4) AUTOMATED SERVICES

5) COMMUNITIES

6) CO-CREATION: Customer is involved in the

creation of the producit.



CHANNELS

1) HOW DO WE INFORM OUR CUSTOMERS?

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?



INTRODUCTION
TO MVP




Bicycle Street Equipment

secure Bicycle Parking

bicycle Self-Service Station

Interviews: 163 Surveys: 902 answers



Bicycle Self-Service Stations &

Secure Parkings






Explainer videos



VIDEO PROMOCIONAL DROPBOX HOY

INICIAL DE DROPOBOX




PRIMER PROTOTIPO AIRBNB HOY
DE AIRBNB EN 2009

1w ot e B reaad gt

=

-
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LANDING PAGE



FOOD TRUCK DE RESTAURANT
COMIDA THAILANDESA

PROTOTIPO
FUNCIONAL




PROTOTIPO DE ZAPPOS

oy e
- ;%’f‘)
DELIVERING v’ ‘ |

) R e,

~—




https://www.kickstarter.com/projects/597507018/pebble-e-paper-
watch-for-iphone-and-android/description



A Startup
business model

A Company
business mode|



Our startup is our lab!




Choice your MVP

Customer interviews

Landing pages

Test A/B

Advertising campaign

Crowdfunding campaign “Sell first, build later!”
Explainer video

Wizard of Oz “Fake it until you make it”

Blogs

Pilots

10. Paper and Digital prototypes

O 0 N O Uk W R



Landing Page



Landing Page



Ex. Buffer



Test A/B

Source: Smashing Magazine



http://www.smashingmagazine.com/2010/06/24/the-ultimate-guide-to-a-b-testing/

Advertising campaign



Crowdfunding



Crowdfunding



Blogs (for your potential customers)



Paper and Digital Prototypes



"NO!
Try not!
DO or DO NOT,
There 1S no try
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REVENUE STREANMS

1) ASSET SALE

2) USAGE FEE

3) SUBSCRIPTION FEE

4) LENDING/RENTING/LEASING
5) LICENSING

6) INTERMEDIATION

7) ADVERTISING



Price mechanism

Pricing Mechanisms

Fixed "Menu” Pricing

Predefned prices are based on static variables

T I -
LISE price

Froctict feafure

dependert

Capstomar segment

dependent

Vollime L'!-\.'“_L"'f'i-.'llf“i L

Fixed prices for individual products, services,

ar cther Value Fropositicons

Price depends on the nurmber ar quality of

Walue Proposition featuras

Frice depends on the ty pe and characteristic

of a Customear Sagrment

Frice as a functicn of the quantity purchasad

Dynamic Pricing

Prices change based on market conditions

MNegebabion

(bargaining)

Yield managemat

Real-Himea marke

AncHons

Price negotiated betwesn tod or more partners

depending on nagotiation power andAor negotiation skills

Prica depands on imventory and time of purchass
cnormally used for perishabla resaurces such as hotel

reoms or airline s=ats)

Price is establizhad dynarmically basad on supphy

and dermand

Prica datarminad by outcomea of compatitive Bidding

Keep it simple: First month free, then 30€/month.



Sell products from partners.

1 month free if you subscribe for a year.



FUNDING

N\

BREAK-EVEN
Time? Sales?






Product

You sell ownership of something
Margin/Product, Products/Year



Margin/Year Product

Price/Product

Margin/Year
15.000.000

Cost Sell/Customer

Products/Deal
1

1

600 200
Margin/Product / Cost Sell/Product /
300 100
\ Cost/Product / \ Products/Customer
300 2
\ Cost Make/Product
200
Market
100.000
Customers /
50.000
\ Market Share
50%
Products/Year
50.000
Products/Deal
1
Products/Customer/| /
Year
1,0 \ Life Product (Years)

N

Deals/Customer
2

Life Customer
(Years)
2

N

Life Product (Years)
1




Service

You sell use of something or someone for a
certain period: hour, day, month, year, etc.

Margin/Customer/Year, # Customers



Margin/Year Service

Net Price/Year
900

Life Customer
(Years)
4

Margin/Year
25.000.000

Cost Sell/Customer
500

Revenue/Customer
3.600
Margin/Customer
500
Margin/Customer//
Year
125 \ Life Customer Cost/Customer
(Years) 3.100
4
Market
400.000
Customers /
200.000
\ Market Share

50%

N N

Cost Deliver/
Customer
2.600




Israel Griol
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"Taxi Pitch”



WHY “Elevator Pitch”?




Different situations:






STAND OUT 4 ’
OF THE CRUWD /






People should gel your medsage in

——




The S%@-me

ClimatelLau hp d 2015




RNOW YOUR
aunodience






PRACTICE




fume

control



Do notbe

NV ECONL






Different






Hands in your pockets!



No crossed arms or
hiding them













You can use as many slides as you need...

.. but every slide must have a reason to be there.
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In Latin America, 90 million
attendees go to conferences
to learn, but most important,
to meet new people.

000000 8GR
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If you are rehearsing a milion times, HOW
CAN YOU HAVE MISTAKES ON YOUR SLIDES?
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Use

DIFFERENT
font styles.










Chunkfive
Fertigo
Quicksano

NEVIS
Museo




caviar dreams

BEBAS NEUE

DK Cragon Crumble
Postface Medium




Open Sans Gieat Oljibes Roboto Exo

CArere Brusn Pacifico NEXA RUST
Quicksand Raleway Tobster Qswald
Grand, Holel ChunkFive Alegreya Sans

Montserrat Kaushar Script |eague Gothic
Leavning Cuwne Poo — Aluwra SGIILCL
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1234567890125 -
sensational stories!

§ THEM OFF AS TRUE!






What about the
contents?



O MINULES




O MINUTES

everylHINg!
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YOU MUST CHOOSE
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CHEDEDES
CHEDEDES
CDEDEDES
CHEDEDES



‘“Hi There...”




HOOE)
HOOE)
HOOE)
HOOE)



WHO AN / — PROBLEM -
SOLUTION

PROBLEM — WHO AM /-
SOLUTION



“WE DON’'T SELL DRILLS, WE

SELL PERFECT HOLES”.
Black & Decker

“"WE DON’'T SELL PRODUCTS,

WE SELL SOLUTIONS”.
Put your company name here.

“PEOPLE BUY WHYS,

NOT WHATS"”.
Steve Jobs
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Pain




Pain
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“WE HOPE, WE WILL
TRY, MAYBE"

“"WE WILL BE, WE
ARE".



COVER SLIDE
DEAL

MARKET
VALUE PROPOSITION
product/solution

IMFPACT
COMPETITIVE ADVANTAGE / STRATEGY

TEAM






| ii'our cumm
business model

__n..

.

: based on
practical limits
of your
business model

Sowrce” Iahertloyad




157 M

Women in the US

6M

Pregnant
Annually

2M

First Time
Moms




All
Europe

5,000
South

Europe
652

Spain
256

Valencia
Region
25

VetiGoal



COMPETITIVE ADVANTAGE

Customer lock-in
Long—-term agreements

— Suppliers, customers, distributors
Regulation
Branding

Intellectual property

— Patents, trademarks, copyrights,
trade secrets



BARRIERS TO ENTRY

« Someone else
with ample funds
cannot enter your
market because...

87









POWER PRODUCTION (KW/ M2)

e

ANALYSIS OF COMPETITORS

20

n P

NORTH OF SPAIN
ISRAE

NORTH OF SPAIN
AUSTRALIA
WORLDWID L CANARY ISLANG

16 12 8 4

~IMPLEMENTATION, SAVED COSTS (M€)

1

S

12

10



BIOMIVAL COMPARED TO SOLAR/WIND

POWER GENERATION

'm.
g
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¥
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Biofn-i:a{

... CONSTANT, PREDICTABLE AND HAS NO POWER VALLEYS.






BUDGET




EQUIPO

David Leiva Paula Mascaros
Co-Founder & CCO Co-Founder & CEOD
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VNIVERSITAT
DGVALENCIA

Co-Founder & CTO
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Cisco
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Back-End Dev, Fromit-End Dev.
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Co-Founder & CFO
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COVER SLIDE
DEAL

MARKET
VALUE PROPOSITION
product/solution

IMFPACT
COMPETITIVE ADVANTAGE / STRATEGY

TEAM
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"NO!
Try not!
DO or DO NOT,
There 1S no try 1




Business Model Generation



What is the
necessary and
most Important
condition for a
company to
exIst?



don’t sell what you can do
do what you can sell



See the world See the world
through the VS from the
customer’s company’s

eyes point of view



@)

Hilton
ezlpcar. E ) '_ .
g &1 movistar

BlaBlaCar ALSA




See the world See the world
through the VS from the
customer’s company’s

eyes point of view



A

5 A pggouc-r oR wWee N
acﬂkne& G ReVNUE + PRoELT






Executes a Search of an
known business scalable
model business model
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create
value

Product or service

deliver value

Who buy/use it?
What does he need?
Where does he find it?
Why does he buy it?

how does he
pay for this
product or
service?

13



LOGIC

EMOTIONS

14



EFFICIENCY

BUSINESS MODEL CANVAS

VALUE

15



© 2012 Steve Blank



GAIN CREATORS

JOBS

PRODUCTS NG
@ SERVICES ‘ CUSTOMER

PAIN RELIEVERS

'Y




© 2012 Steve Blank



Why nobody
ask me what
| need?



The empathy map



Gef—ouf-of-fke-buildin?




© 2012 Steve Blank
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Traditional Revenue model

Product or service selling

Grocery
hairdresser
Notary
Consulting
Lawyers
Attorneys
bakery ...

26



Advertisement Revenue model

CPM: Cost per mille
CPL: Cost per lead
CPC: Coste por Click



Subscription Revenue model

customers pay a monthly fee to get the produt

AN CAC 0>
Loyalty

Better margin (provider negotiation)
Lower risk

FON < 0 better liquid assets



Bait & hook Revenue model

offering a basic product or service at a very low
price (the bait), and then taking profit on
recurrent sales of refills or associated products
or services (the hook).

"NESPRESSO



Free Revenue model ?7??



Freemium Revenue model

free + premium = Freemium

functionality
Time

Capacity

Use

Customer type

Advertisements



long tail Revenue model

20% of products generate 80% of revenues

Long Tall -> Sell less of more
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Santa Claus Business Model

Key T | Key ]'Q Value oy Customer ") Customer 2\
Partners ‘S"’ Activities 43N Proposttion \ iF Relationships / Segments | i
Key % Channels T
Resources o ~{v/)
; [ Sl
Cost = Revenue (= G

Structure \’ / \ :, Streams e




Nespresso Business Model



' !
- ¢ CUSTOMES CUSTOMER
EFY ACTIVETIES ] [ AGLATIORISHIPS J ’{ SEGMENTS

automated ) ﬁ
online

retationghip
3ot prty 471 )

commur hies

EEY BERLNRTES

ACCESS TO MUSIC VIA
STREAMING AND
BOWNLOAD SERVICE

fees pc = mobile

BUSINESS
MODELS s

r '.: ' L - - p—
4 . S 40O 5 .
o Y e
fezs pc



ﬁ Juggernaut

cE

BUSINESS MODEL CANVAS

KEY
PARTNERS:

& Drivers with their Cars
%= Payment Processars
%+ Map APl Providers

& Invesiors

KEY
ACTIVITIES:

£ Product Development &
Management :

o« Marketing & Custome:
AGUISITON

o Hifing Drivers
£ Managing Dniver Payouts
o« Customer Supporl

KEY
RESOURCES:

« Technological Platform

«% Skilled Dnivers

VALUE

PROPOSITION:

CUSTOMERS:

o« Mimimum Watting Time

« Prices Lesset than the
Normal Taxi Fares:

« Cashless Hide.

o Can s=& The ETA and Track
The Cab on Map

DRIVERS:

CUTOMER

RELATIONSHIP:

s+ Social Media
» Customer Support

i+ Beview, Rating & Feedback
System

o+ Additional Source-of Income:

%* Flexible Warking Schedules
and can Work Part Time.

s} Easy Paymenl Procedure

« Drivers get Paid to be Online,

even without can Requests

CHANNELS:
& Websites

& Mobile App-for Andraid
& Mohile App for 0§

CUSTOMER
SEGMENTS:

USERS:

# Those who do not own
aCar

+» Those who do not want 1o
drive themselves (o a Party
or Function.

+» Peaple who like to Travel in
Style and want ta be Treated
as a VIP.

+ Those who want a Cost-Effi-
cient Cab at their Doorstep.

DRIVERS:

= People who own a Gar and
want to Earn Money

& People who Love to Drive

& Those who Wish to be called
Pariners Instead of Dnvers.

COST STRUCTURE:

sp Technological Infrastructure

sh Salaries to Permanent Employees

«» Launch Events & Marketing Expenditure

REVENUE STREAMS:

+ Car Rides on per Km/Mile'basis

%+ SUrge Pricing

< UberX, Uber Taxi, Uber Black. Uber SUV e1o
=+ lber Cargo, Uber Rideshare etc
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The Lean Startup provides
a scientific approach to
creating and managing
startups and get a desired

product to customers'
hands faster.



build

learn measure



Thank You !!!

Oscar Morant Martinez

osmomar@upvnet.upv.es
oscarmorant
@oscarmorant

http://es.linkedin.com/in/oscarmorant



HOW TO CREATE A
SPIN OFF IN THE
UNIVERSITY



D NN N

ANERN

What is a spin-off Company?

What types of spin-off companies are there? Academic vs Corporate
Spin-off companies at the university

What are the main reasons for the University and for researchers for
creating spin-off companies

Common mistakes committed by founding members of the spin-off
Barriers and possible solutions for researchers in the creation of a spin-off
company



WHAT IS A “SPIN OFF”?



CORPORATE SPIN OFF



UNIVERSITY SPIN OFF.....



3 requirements to create a spin off

* A research output must exist and it must belong
to the university.

e At least one of the founders must be a researcher
involved in the generation of this output.

 There needs to be a signed contract between the
university and the spin off for transferring the
technology or the knowledge produced.



REASONS TO
CREATE A SPIN
OFF



JUST TO PUBLISH PAPERS?



COMPETITIVENESS/LOCAL ECONOMIC DEVELOPMENT



COMPETITIVIDAD

To keep talent and to foster employment




COMPETITIVIDAD

Personal and Professional Fulfilment




COMPETITIVIDAD

And why not earn money...and become filthy rich?




HOW DO WE TRANSFER KNOWLEDGE?

@ . _©



HOW DO WE START?



FINDING A NEED IN A MARKET



Business Model Canvas (BMC)



BMC Wise King



3/29/2017

BMC / Lean Canvas

18



I.EA“ I:AIWAS Author: Ash Maurya

SEGMENTOS
DE MERCADO

2 4

+ alternatives + early adopters

PRODUCTO | MERCADO



LEAN CANVAS BUSINESS MODEL CANVAS BUSINESS PLAN FINANCIAL STUDY
Lean Canvas, Handy Tool to design new strategies
tool when the risk and in an existing company, orin a

uncertainty is very traditional sector.
high.

To make a study to know if our A study to know the potential incomes
company is viable or not.

REQUIRED in UPV.

and profit of our Company.



TYPES OF SPIN OFF-UPV

It depends on the way that the knowledge transfer is done.
+  UPV PARTNER

* ROYALTIES

« MIX



Los profesores universitarios que tienen la condicion de funcionarios:( catedrdticos y
profesores titulares de Universidad, catedrdticos y profesores titulares de escuelas

universitarias) NO PUEDEN:

* No pueden tener mas del 10% del capital de empresas privadas(Cuya actividad tenga que
ver con su actividad docente, investigadora...)

* Pertenecer al Consejo de Administracion o ser Administradores de estas empresas
privadas

TEACHERS AND RESEARCHERS COULDN’T OWN MORE THAN 10% OF THE COMPANY OR BE
PART OF THE MANAGEMENT BOARD.



AFTER the 2007 Law REFORM if the
university is a partner of the SPIN OFF

The researcher-founder can own more than 10% even if the activity of the
Company is similar to the carried out for the university.

Researcher can be member of the Management Board.

Researcher can request a temporary leave of absence of up to 5 years to
work on the spin-off, without losing his job or privileges in the university.

The researcher can also combine his activity in the university with a part-
time contract in the spin-off, and without any reduction in his university
sallary.



IF UPV IS A PARTNER:
ADVANTAGES

‘ More than 10% ‘Management Board‘ Temporary Leave

Part-time contract in Spin-Off Incubation at
the Spin-off UPV Label CPI



CREATION PROCESS

Ask for Information Spin-off proposal Research Result

Business Plan Negotlatlon with Governing Bodies
UPVv




6 COMMON MISTAKES....

University Professor as the To use the To try to sell somethingto a Living on my own Football Team We don’t need marketing, we
Company CEO Company to Chinese speaking have the best product
research Swedish




Top Barriers in the creation of
a Spin-Off



Lack of Financial resources




Legal Issues



LACK OF BUSINESS KNOWLEDGE AND EXPERIENCE




Possible solutions....



IF WE LACK RESOURCES

FOUNDERS FAMILY FRIENDS FOOLS



PUBLIC FUNDING: IVF, ENISA CDTI....



* Accelerator
* Business Angel
* Venture Capital

(TECHTRANSFER UPV)
* Equity Crowdfunding



3/29/2017

this is a test

35



SOLUTION: LACK OF BUSINESS SKILLS

TRAINING IN BUSINESS MANAGEMENT



SOLUTION: LACK OF BUSINESS SKILLS

SUPPORT IN THE CREATION AND
DEVELOPMENT OF THE BUSINESS MODEL



SOLUTION: LACK OF BUSINESS SKILLS

WE HELP THE SPIN OFF BUILDING THE
DREAM TEAM



2-4 people, not to fight alone

Leader (CEO ) partner.

Key Role partners (CTO,CMO, SALES...)
Capital Investors.



WE

LEGAL BARRIERS

LI, LCTI, LES,LE



CURRENT LAWS IN SPAIN LI/ LOU/LOMLOU /LES/LCTI/LPAP /| LCAP

( WHAT WE NEED

DEVELOPMENT CREATION LAW FOR TECH-
BASED COMPANIES

FAST PROCESS TO
CREATE TECH-BASED
COMPANIES



IDEAS-UPV: SERVICES

Mentoring Business Plan Access to Funding Team Networking Development
BUILDING




SPIN-OFF — UPV PARTNER

CALSENS eYe2021



SPIN-OFF — UPV NOT PARTNER



THANK YOU.

\ETIERV I L
mmarquez@ideas.upv.es



| [nnovation Centre
il COMPETITIONS

Gimeno

Israel
Griol

INNOCENS ENTREPRENEURSHIP COURSE
March 31st 2017










Basically, this is a BUSINESS IDEA
COMPETITION with some categories,
which are...



1) BUSINESS IDEA COMPETITION

1.1 BASIC: Just a few lines describing a
business idea.

5 awards of 200 euros.



1) BUSINESS IDEA COMPETITION

1.2 ADVANCED: Business model. The form
was a Business Model canvas.

5 awards of 600 euros.



1) BUSINESS IDEA COMPETITION

1.3 BUSINESS PROJECT: A full business
plan was required to participate.

5 awards of 1.200 euros.



BUSINESS
PROJECT

ADVANCED




2) BEST FINAL DEGREE
5 awards of 200 euros.

3) BEST MASTER THESIS
5 awards of 200 euros.

4) BEST PHD
1 award of 1000 euros.

OF COURSE,

ALL THESE WORKS ARE
RELATED TO BUSINESS
PROJECTS.



CRITERIA:

Innovation.

Viability.

Entrepreneurial skills of the
entrepreneur/s.

Communication skills.

Scalability of the idea.

Degree of development of the idea.
Impact.

Commitment with the Project.



STARTUP COMPETITION AMONG THE 5
PUBLIC UNIVERSITIES IN THE VALENCIA
REGION.



1) COMPANIES >1 YEAR AND <4 YEARS
3 awards: 9.000€, 5.000€, 2.500€

e [T3rocmers
2) STARTUPS AND COMPANIES < 1 YEAR

5 awards of 750€.

- -
EXAMPLE: I l



Is there any way we can promote
entrepreneurial skills among people that
are not or not want to be entrepreneurs?



Is there any way we can promote
entrepreneurial skills among people that
are not or not want to be entrepreneurs?

YES = CHALLENGEs, HACKATON:S...



The university, a company, a startup or an
entrepreneur launches CHALLENGES that
need a solution...

... and we foster entreprenerial skills on the
HACKERS that participate in the
competition.



It can be social challenges for computing
engineers...



Or sustainable mobility challenges...



NOW you know the competitions that we
have at the UPV...

1) What business competitions do you
have in your university?

2) What business competitions would you
like to launch in your university?

(Take 5-10 minutes to think, write your
answer and share it with the class)



"NO!
Try not!
DO or DO NOT,
There 1s no try n




Majo
Gimeno

Israel

Griol

PROPOSITION

INNOCENS ENTREPRENEURSHIP COURSE
March 31st 2017



First rule for startups

Ash Maurya
— Running Lean






anyone bhuy our
product?




B2B is always about..

1. THE MONEY -
Your customer is a business, dude!



B2C is always about..

1. Cheaper
2. Better (any other reason that is not cheaper)



UVALUE PROPOSITION: Better

1) NEWNESS, TECHNOLOGY

2) CUSTOMIZATION

3) DESIGN, PERFORMANCE, USER EXPERIENCE

4) BRAND

5) COST REDUCTION

6) “GETTING THE JOB DONE”

7) OTHER VALUES: ECO, CLEAN, NOSTALGIA,
NGO...



Quant. Value Prop. Example |

1. SIX times longer duration
2. FIVE times higher effectiveness
3. Atleast THREE times lower quantity applied.

SMART SKIN CARE Long-lasting protection for your skin



Quant. Value Prop. Example Il

Assume Typical Herd Size of 1,000

Lost revenue
50 deaths I—| ($997/head) I

Treatment cost
($16/head)

Loss to disease:
S63K

200 cattle develop
BRD

150 illnesses efficiency

Reduced feed
($15/head)

Lower quality

Current process
grade ($58/head)

Lost revenue
25 deaths |—| ($997/head) I
Treatment cost
($16/head)

Reduced feed I

Loss to disease:
S36K

150 cattle
develop BRD

125 ilinesses efficiency

($15/head)

Lower quality
grade

Process w/ Meater ($58/head)




v" Coatings that bind to the material at a nanometer level:
v Improved properties (fire, water and UV resistance, among other);
v' Retain original aspect and texture;

nanocoating
Future L Cork producers and
NanoCoatings ‘ manufacturing industries
25 €/Kg

v' Market of €2 billion;



8,000,000€/year

1 2¢e/m?

1 50%

Sales (in €)



My Assumptions:

Different
Better ng Better consumer?
Material Product
Startup Business Consumer
Higher Higher .
Price Higher Price Higher
incomes quality
Is a higher quality Is there another Is our product as /%
an added value to consumer good as to make % ‘I«,b
the final segment willing our client pay . Y
. )y %
consumer? to pay for this? more? ’



Example IV - Upcycle coffins



Define your value proposition:



Why are you different?

At the end, you're different or... you're cheaper
Guy Kawasaki







Why are you different?

At the end, you're different or... you're cheaper
Guy Kawasaki

“Do vou know what the difference is between PR and advertising? Advertising is

when you sav how great vou are. PE. is when other people say how great vou are.
PR is better.”

— Guy Kawasaki, APE: Author, Publisher, Entrepreneur. How to Publish a Book



Also don’t forget to describe your competitors:

- A competitor is not anyone 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.

- NEXT EXAMPLE:

- Case 1: Better — Solease (us) vs Nuon
(competitor)

- Case 2: Cheaper — Solease (us) vs Nuon
(competitor)



Example: Solease



Solease

Rental Solar
Panels

EUR 55/Month

Private Home
Owners







Case 1: Private home owner wants to
obtain greener (= better) energy

CO2 Emissions
0 20 40 60 80 100 120

Nuon

Solease



Private home owner wants to obtain
greener (= better) energy

CO2 Emissions
0 20 40 60 80 100 120




In conclusion

* What is the customer pain?
— Current product is not good enough

* Why hasn’t he solved his pain yet?
— Product competitor is not good enough either

* Your product is better
— So charge at least the same price



Case 2: Private home owner wants to
obtain cheaper energy

Energy Cost/Month
0 20 40 60 80 100 120

Nuon

Solease



Private home owner wants to obtain
cheaper energy

Energy Cost/Month
0 20 40 60 80 100 120



In conclusion

 What is the customer pain?
— Current product is too expensive

* Why hasn’t he solved his pain yet?
— Product competitor is also too expensive

* Your product is cheaper
— But has the same quality or less



Exercise: Every team has 20 minutes to
identify and quantify its value
proposition (compared to an alternative)

CO2 Emissions
0 20 40 60 80 100 120




"NO!
Try not!
DO or DO NOT,
There 1S no try




BRAND LESSON



BRAND

What's a brand?



BRAND

"The intangible sum of a product’s attributes: its name,
packaging, and price, its history, its reputation, and the

way it's advertised.”

Oavid Oagulvy, primary.co.uk/vrewpaints

“A name, sign, or symbol used to identify items or
services of the seller(s) and to diferentiate them from

goods of competitors.”

Digtioriary of Business and Managemen! (Oxford University Press, 2004



BRAND

"Products are made in the factory, but brands are createad

in the mind.”

Whlter Landar founder of Landor Associates

"A brand is a person'’s gut feeling about a product,
service, or company.... It's a person’s gut feeling, because
in the end the brand is defined by individuals, not by
companies, markets, or the so-called general public.

Each person creates his or her own version of it."

M‘d'l:.,- Maumelier. The Brand Gap. How to gridge the Dlatanca Batwealy Bus|ress EHMEQ}r anig |_'.'|=!+|r:1r'



BRAND Start with the right business strategy

STRATEGY Good branding cannot save a poor product

or business. Before you brand anything, it is important to

have a strong, clear answer to three simple questions:



Start with the right business strategy
BRAND Good branding cannot save a poor product
STRATEGY or business. Before you brand anything, it is important to

have a strong, clear answer to three simple questions:

1. What are we selling?

in a very practical sense, selling involves making tough decisions about

the market you are in. Or it can be about deciding how you intend to describe the product or

service being offered.



BRAND
STRATEGY

Start with the right business strategy
Good branding cannot save a poor product
or business. Before you brand anything, it is important to

have a strong, clear answer to three simple questions:

2. Who is it intended for?

The more specific and targeted the answer to this question, the better.
For example, rather than focusing an “moms,” target "moms who put their careers on hold
and are now back in the workforce trying to juggle career advancement with guilt about not

having the time or energy to cock homemade baby food every evening,”



Start with the right business strategy
BRAND Good branding cannot save a poor product
STRATEGY or business. Before you brand anything, it is important to

have a strong, clear answer to three simple questions:

3. What is the benefit to customers?

A company should be able to articulate clearly, in a few words, the unique aspect that
differentiates its product fram the competition and provides a benefit to
its customers. This is called the "unique selling propositian,” the "dominant selling idea,” the

“value proposition,” orthe “universal guarantor of performance.”



BRAND Creating the brand experience involves crafting the

EXPERIENCE verbal identity and designing the visual and sensory
identities.



Verbal identity

Naming
Bl : "N D /deally, a name should be the pure encapsulation of the brand idea and, along

EXPER' EN CE with this audacious goal, should meet other key criteria:



Verbal identity

Naming
3' : "N D |deally, a name should be the pure encapsulation of the brand idea and, aleng

EXPER' EN CE with this audacious goal, should meet other key criteria:

» Be easy to pronounce in every language

* Be memorable (being brief also helps)

» Help people understand what the business is about

*» Be able to stretch into other categories and areas in the future

* Have no negative connotations in other languages

* Be ownable and protectable as a trademark in all countries in which you
want to operate

e Have an available domain name + social network user names



Verbal identity

Naming
Bl : "N D |deally, a name should be the pure encapsulation of the brand idea and, along

EXPER' EN CE with this audacious goal, should meet other key criteria:

* Be easy to pronounce in every language

* Be memorable (being brief also helps)

» Help people understand what the business is about

*» Be able to stretch into other categories and areas in the future

* Have no negative connotations in other languages

* Be ownable and protectable as a trademark in all countries in which you
want to operate

e Have an available domain name + social network user names

This criteria is often given to an agency before it begins to generate names; But how
many brand names can you think of that actually live up to all this criteria? Coke?

BlackBerry? Facebook? Audi? Google? CNN? Target?



Verbal identity

BRAND Naming
EXPERIENCE

Some brands create more than a name. They create a
naming structure that allows them to link a series of

products together under a similar naming convention.






Verbal identity

BRAND Naming

EXPERlENCE Some brands create more than a name. They create a

naming structure that allows them to link a series of

products together under a similar naming convention.

SMILE  SMILE

STATION PRINTER




BRAND
EXPERIENCE

Verbal identity

Brandline

Because names can only do so much, brandlines are often
developed in conjunction with the name to help signal what
the brand stands for. Brandlines are often called “taglines”;
however, taglines suggest a sign-off at the bottom of a
piece of communication, and they can change as different
marketing campaigns change. A brandline is developed as
a permanent brand element to be used across different

channels, often everywhere the logo appears.



BRAND
EXPERIENCE

Verbal identity

Brandline

Because names can only do so much, brandlines are often
developed in conjunction with the name to help signal what
the brand stands for. Brandlines are often called “taglines”;
however, taglines suggest a sign-off at the bottom of a
piece of communication, and they can change as different
marketing campaigns change. A brandline is developed as
a permanent brand element to be used across different

channels, often everywhere the logo appears.

Fed-x.

The World On Time.






NAME

1. Set up a goal for your brand name.

Decide exactly what you want to communicate to potential customers. It
should relate to what you do and how you do it. What makes you stand
out from other businesses? (Value proposal)

2. Brainstorm different names.

The best brand names evoke an emotional connection and impart logical
information at the same time. Try brainstorming from different angles.

3. Check for trademark violations.

There are simply so many trademarks in existence that you will have to

check each of your top names to make sure it isn't already taken.

4, Create a brand image for each idea.

Once you have settled on a few different options, create boards with
designs for each brand name. Seeing the visual concept will help you
decide.

5. Take the final decision.

Whether the decision is an executive one or a democratic one, you will

have to choose the name that fits your business best.



AVOID...

N A M E Representing the name it with the wrong image

Be caretul when selecting imagery to go along with your brand

nalmne.



AVOID...

N A M E Representing the name it with the wrong image




AVOID...

N A M E Representing the name it with the wrong image




AVOID...

N A M E Imitate a competitor

Consumers need to be able to trust your brand. It you imitate
another brand, they will assume your services are also mere

imitations.



AVOID...

N A M E Misspellings or strange spellings

A brand name should still be recognizable as a word. Companies
like Apple, Google, and Twitter have achieved visibility through
accurate spellings and simplicity. Is your name easy to

pronounce?



NAME

Saelll=
NnuNter

el fotomaton 2.0




NAME

sMmile
h{un =18
el fotomaton 2.0

F 'ﬁ

coolhunter / coolhunting / fashion /marketing / trend



NAME

sMmile

NuNter

el fotomaton 2.0

POSITIVE: NEGATIVE:

“aha” effect many social networks taken (use namechk)
friendly complicated for spanish people

fun

professional
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EXERCISE

N é M E Brainstorm a name

COMPETITORS

What name/s are your competitors using to brand their products?

VALUE

What words encompass the most important thing your product daes for its users?

Use verbs,

LITERAL

Which words come to mind when thinking about your product’s physical characteristics?

ABSTRACT

What teels your customers when using your product/service?

COMBINATIONS

Combine any of the words in points 1-4 to form a new name.

SYNONIMS

Find synonyms for the best 25 words that you came up with in points 1-4.







NAM

Project

SHOE COMPANY

Value proposal

"the spa for your feet"

"we make your feet happy"

1. Competitors

Clarks
Timberland
Camper
Geox
Dockers

2 . Value

Happiness
Comfort
Relief
Breathe
Air
Refresh

3. Literal

Feet
Shoes
Ground
Resistant
Softness
Bottom
foot

4 . Abstract 5. Combinations 6.Synonims

Happy
Comfortable

Heaven
Pleasure
Holiday
Vacation
Luxury
Spa
Wellness

Happy feet base
Feetspa foundation
Fitspa resort
spafeet health
shoespa tonic
shuspa smart
wise
tonicfeet 5assy
fitonic sweet
dura
smeert
smirt

mirtshoes (url)



NAME MIRT

Project 1. Competitors 2. Value 3. Literal 4 . Abstract 5. Combinations 6. Synonims
SHOE COMPANY Clarks Happiness Feet Happy Happy feet base
Value proposal Timberland Comfort Shoes Comfortable Feetspa foundation
"the spa for your feet" Camper Relief Ground Heaven Fitspa resort
"we make your feet happy" Geox Breathe Resistant Pleasure spafeet health
Dockers Air Softness Holiday shoespa tonic
Refresh Bottom Vacation shuspa smart
foot Luxury wise
Spa tonicfeet 5assy
Wellness fitonic sweet
aura
smeert
smirt

mirtshoes (url)
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SRAND
-XPERIENCE

Verbal identity

Tone of voice

Tone of voice is another mean of conveying what a brand stands for. Tone of

voice |s not messaging or writing; it is about how you say things rather

than what you say.

A brand’s voice can be friendly, informative, precise, grounded, real, honest,
daring, playful, irreverent, emaotional, or witty. The brand voice can express
the personality of a friend or teacher, a geek or gamer, a leader or an
advocate, a visionary or a knowledge seeker, a magician or an engineer.
When tone of voice is consistent, it gives the consumer another means of

recagnizing the brand and its promise.












Visual and sensory identities

BRAND
EXPERIENCE

Great design gives people the shorthand markers of
identitication and engagement with a product, service, or

organization.



Visual and sensory identities

BRAND i

EXPERl ENCE A logo becomes a visual shorthand for the meanings people attach

to a brand, but it is not the only strong visual symbolism,



Visual and sensory identities

Logo

SRAND
-XPERIENCE

Most logos are made up of several components:

1. the wordmark (usually the name of the company)
2. a symbol (a graphic device placed within, adjacent to, or around
the logo),

3. the colors chosen to reflect the brand.



Visual and sensory identities

BRAND S
EXPERIENCE

Some logos comprise only a wordmark:

Google



Visual and sensory identities

SRAND i
=X PERIENCE

Some logos comprise only a symbol

&~




Visual and sensory identities

BRAND i
X PERIENCE







Visual and sensory identities

Color
BRAND
EXPERIENCE Logos are not designed in black and white. The creation of

a logo always introduces other core aspects of the brand.
For some brands, color is one of the most important

associations they have.

Bankqumarina%_ WBARCLAYS

Cm & Santander

For example, ING's orange versus the blue and red of ather financial institutions.



Visual and sensory identities

BRAND ~ GOLOR EMOTION GUIDE §

EXPERIENCE i
. Jr Illl l o H| : .f 5.‘_-5 " Nikon @ - NBEGDL'SIE
FRIENDLY zo: g2 “"“";'} o
. EXCITEMENT BOLD o™ z = ﬂ Payless ,‘5 . -—1
CREAT'VE IMACHIT IVE

TRUST smenem ET_,,%@--- -

PEACEFUL veurs ‘“”-* Bl o




Visual and sensory identities

BRAND Color trends for men and women
EXP E Rl EN CE One of the more interesting examinations of this topic is Joe Hallack’s work on

“Colour Assignment.” Hallock's data showcases some clear preferences in certain

colors across gender (most of his respondents were fram \Western societies). The mopst

notable points in his images are the supremacy of blue across both genders and the

disparity between groups on purple.

Men's and women's favorite colors

; Men

" Blue 57%
@ Brown 2%
" Green 14%
) Grey 3%
@ Orange 5%
@ Red 7%
White 2%
~ Yellow 1%
@ Black 9%

Women

0 Blue 35%
@ Brown 3%
 Green14%
O Grey1%
@ Orange 5%
@ Purple 23%
@ Red 9%
White 1%
~ Yellow 3%
@ Black 6%




Visual and sensory identities

BRAND Color coordination and conversions
EXPERIENCE

The psychological principle known as the Isolation Effect states that
an item that “stands out like a sore thumb"” is more likely to be
remembered.

i~ ¥ A~ “







BRAND
APPLICATIONS

What happens when your brand goes live?



BRAND Brands only come alive when their

APP L|CAT|O N S audiences get to interact with them.

Applications in various mediums (paper, screen,
billboards, etc.) often mark the beginning of a

customer’s relationship with a brand.



Your identity system must come through via a variety of

BRAN D vehicles:
APPL'CATIONS * Outdoor/Indoor Signage

* Websites & Landing Pages ® Business Cards
* | etternead & Stationery

* Menus & Catalogs

* Flyers & Brochures

* Email Headers & Signatures

* Social Media & Other Forms of Content Marketing
* Packaging

* Online/Offline Ads

e Annual & Other Types of Reports

* Merchandising

* Uniforms

* Tradeshow/Event Displays

* Stamps & Stickers



With which applications of the brand will a
potential customer interact throughout his

entire experience?

BRAND
APPLICATIONS

, s
Draw the entire CUSTOMER WHAT IT SAMPLE BRAND
LIFECYCLE ENTAILS APPLICATIONS

STAGE TO CREATE

customer life cycle and
figure out which touch =
points require branded
instruments. A useful
graphic tool to think

about this journey is the

Get-Keep-Grow KEEP

framework.

GROW




BRAND
APPLICATIONS




BRAND
APPLICATIONS




BRAND
APPLICATIONS

PANTONE

277




BRAND
APPLICATIONS




BRAND
APPLICATIONS

neho




sMmile
nunNter
el fotomaton 2.0

nestor@smilehunter.es

@SmileHunter es
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