
Business and Career 
Development

Becoming an Entrepreneur



C1:Identify Opportunity: Entrepreneurship

Entrepreneurship is a way of thinking, reasoning, and acting that is 
opportunity obsessed, holistic in approach, and leadership balanced 
for the purpose of value creation and capture

A startup is a human institution designed to create a new product 
or service under conditions of extreme uncertainty



C1:Identify Opportunity: Financial 
Sustainability

• An entrepreneurial venture in long term needs to be financially 
sustainable 

• For a product development it needs to
• Q(P-C) ≥ F where Q is the quantity sold, P price, C is cost of the product, F 

is fixed cost.

• For a service provider it needs to
• CLV ≥ CAC where CLV is the average customer lifetime value and CAC is the 

customer acquisition cost.



C1:Identify Opportunity: Two Major Types

• Technology Entrepreneurship
• Capitalizes the opportunity created by technological change or 

technological advancement

• Focused on single bottom line, i.e., profit

• Mostly backed by venture capitals

• Social Entrepreneurship
• Focused on creating meaningful impact on life

• Non-profit with a focus on multiple bottom lines such as Triple Bottom Line 
– Profit, Social, Environment

• Typical areas includes education, health, sanitation, energy etc.



C1:Identify Opportunity: Source of Innovation

• Market Pull as the source of Innovation
• There is a need but no service or product available to address the need, or,

• Existing products or services are substandard and incapable to meet the 
needs, or,

• Existing product or service is focused on different market segment

• e.g., minute clinic to address the quick and simple medical needs

• Pushing new Innovation to the Customers 
• Innovator develops the technology prior to identifying market needs

• Then identifies a market where the innovation will create value and pushes 
the Innovation

• e.g., Segway technology was first developed, then the market of Segway is 
found such as utility for police



C1:Identify Opportunity: Finding it

• Characteristics of an good opportunity
• Creates significant value for customers (solving a significant problem or filling a 

significant unmet need)

• Offers significant profit potential considering the uncertainty and risk associated

• Represents a good fit with the capabilities of the founder and team

• Profits will persist over a reasonable length of time (not a short term opportunity)

• Has good potential to lure finance

• Places to look for opportunity
• New technology/technological change (e.g., mobile technology)

• Social issues and failure of existing system (e.g., security issue)

• Change is peoples taste (e.g., organic foods)

• Convenient solutions (e.g., Food Panda)

• Under the radar (e.g., bottom of the market where big enterprises are not focusing)



C1:Identify Opportunity: Evaluate it

• The value created by an entrepreneurial venture depends on,
• Merit of the idea (is there a genuine opportunity)

• Development of product or services (performance of the TEAM)

• External environmental factors (Economy, Competition etc.)

• Opportunity Evaluation
• Research user needs (collect data and evaluate, ask stakeholder)

• Assess the resources and capabilities will be needed to capitalize the 
opportunity (you need a capable TEAM)

• Analyze the competitive arena and identify a judo strategy which will help 
to avoid incumbent’s retaliation (e.g., disruptive innovation)

• Assess the profit formula/underlying economics of the opportunity



C1:Identify Opportunity: Example

• CircleUp is an equity crowdfunding site based in San 
Francisco. It allows investors to receive equity in return 
for their investment

• Technology entrepreneurship using AI based website for 
provide investment banking service

• Targets the small companies and investors with small 
capital who can’t afford to get service from big 
investment banks

• The team includes experts from both business and 
engineering area

• Profit generates as service fee from the transactions



C2:Developing Business Model: Business 
Model

• A business model describes the rationale of how an organization 
creates, delivers, and captures value

• It is an abstract conceptual model that represents the business 
and money earning logic of a company

• A business model can best be described through nine basic building 
blocks within a canvas which covers the four main areas of a 
business: customers, offer, infrastructure, and financial viability



C2:Developing Business Model: Business 
Canvas



C2:Developing Business Model: Business 
Canvas



C2:Developing Business Model: Business 
Canvas



C2:Developing Business Model: Differences

VS



C2:Developing Business Model: Defrieterie



C2:Developing Business Model: McDonalds



C2:Developing Business Model: Ways to start 
your Canvas



C2:Developing Business Model: Ways to start 
your Canvas



C2:Developing Business Model: Ways to start 
your Canvas



C2:Developing Business Model: Ways to start 
your Canvas



C2:Developing Business Model: Choose one 
that sounds reasonable



C2:Developing Business Model: Questions to 
be asked



C2:Developing Business Model: Book 
describes the Canvas



C3:Designing Value Proposition: Relationship 
with Business Model Canvas



C3:Designing Value Proposition: Value 
Proposition Canvas



C3:Designing Value Proposition: Customer 
Profile



C3:Designing Value Proposition: Customer 
Profile



C3:Designing Value Proposition: Customer 
Profile



C3:Designing Value Proposition: Customer 
Profile – Business Book Reader



C3:Designing Value Proposition: Customer 
Profile – Business Book Reader



C3:Designing Value Proposition: Customer 
Profile – Steps



C3:Designing Value Proposition: Value Map



C3:Designing Value Proposition: Value Map



C3:Designing Value Proposition: Value Map



C3:Designing Value Proposition: Value Map –
Business Book Publisher



C3:Designing Value Proposition: Value Map –
Steps



C3:Designing Value Proposition: Fit



C3:Designing Value Proposition: Fit – Business 
Book



C3:Designing Value Proposition: Fit – Three 
Types



C3:Designing Value Proposition: Book 
describes the Value Proposition Design



C4:Lean Startups & Hypothesis Testing as You 
Grow: 6 steps

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, 
Perish



C4:Lean Startups & Hypothesis Testing as You 
Grow: Why???

• Compared with established businesses, the entrepreneurs of an 
startup has only control on their own human, social, and financial 
capital.

• They faces great uncertainty about capability of mobilizing 
additional resource and controlling future demand as they can't 
vertically integrate to acquire resources or consolidate the 
industry to reduce rivalry. They can’t even reduce risk by 
diversifying their product portfolio.

• But they can employ three alternative techniques –
experimentation, staging and sharing risk to partners.

• The main objective of a lean startup is not about how to grow but 
about to learn how to build a sustainable business.



C4:Lean Startups & Hypothesis Testing as You 
Grow: Set vision

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, 
Perish

Ideation



C4:Lean Startups & Hypothesis Testing as You 
Grow: Set vision - Example

• Jack Dorsey, then an undergraduate student at New 
York University, introduced the idea of an individual 
using an SMS service to communicate with a small 
group.

• A blueprint sketch, by Jack Dorsey, envisioning an 
SMS-based social network shown here

• Now we know it as Twitter!!!



C4:Lean Startups & Hypothesis Testing as You 
Grow: Translate vision into hypothesis

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, 
Perish

Business 

Model & Value 

Proposition



C4:Lean Startups & Hypothesis Testing as You 
Grow: Translate vision into hypothesis - Example



C4:Lean Startups & Hypothesis Testing as You 
Grow: Specify MVP Tests

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, 
Perish

Minimum 

Viable 

Product



C4:Lean Startups & Hypothesis Testing as You 
Grow: MVP

• The smallest set of features and/or activities 
needed to complete the “build-learn-measure” 
cycle and thereby test a business model 
hypothesis.

• MVP tests have following features,
• Constrained functionality – test customer experience less 

than 100%

• Constrained operations – the technology used to deliver 
MVP functionality is often temporary (e.g. use human 
operator instead of final computer code)

• Constrained customer set – test MVP with greatly reduced 
customer set

• Use a series of MVPs to test all hypothesis.

Build

MeasureLearn



C4:Lean Startups & Hypothesis Testing as You 
Grow: How to build MVP



C4:Lean Startups & Hypothesis Testing as You 
Grow: Prioritize Tests

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, 
Perish

High Value
Low Cost

Parallel 

testing



C4:Lean Startups & Hypothesis Testing as You 
Grow: Prioritize Tests - Example



C4:Lean Startups & Hypothesis Testing as You 
Grow: Learn from MVP tests

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, 
Perish

Hypothesis 

rejected?
Hypothesis 

validated?

Repeat until all key 

business model hypotheses 

have been validated 

through MVP tests

Putting a real product 

into the hands of a real 

customer yields validated 

learning 

Prioritize 

Again??



C4:Lean Startups & Hypothesis Testing as You 
Grow: Persevere, Pivot or Perish

Set vision

Translate 
vision into 
hypothesis

Specify 
MVP tests 

Prioritize 
tests

Learn from 
MVP tests

Persevere, 
Pivot, or 
Perish

Perish

Persevere



C4:Lean Startups & Hypothesis Testing as You 
Grow: Persevere, Pivot or Perish

• Persevere – when all hypothesis are validated, prepare to 
scale

• Pivot – if the MVP tests rejects the business model hypothesis 
or  if it validates the hypothesis but often feedback indicates 
that greater opportunity lies elsewhere

e.g. Though Paypal was initially designed to allow Palm 
Pilot users to transfer money electronically, the 
demonstration website became popular quickly and 
Paypal abandoned the Palm Pilot application

• Perish – if MVP tests decisively rejects a crucial hypothesis 
and any possible pivot cannot be found.



C4:Sales and Marketing: Technology adoption 
and the Chasm



C4:Sales and Marketing: Customer 
Characteristics



C4:Sales and Marketing: Crossing the Chasm

• Steps to cross the chasm
• Target the point of attack

• Assemble an invasion force

• Define the battle

• Launch the invasion



C4:Sales and Marketing: Target the point of 
attack

• A specific market niche upon which your firm must focus all of its 
resources

• You must achieve the dominant leadership position in that 
segment

• Identify the primary market identifiers
• Target customer

• Compelling reason to buy

• Whole product

• Competition

• Also: partners/allies, distribution, pricing, positioning, and target 
customer



C4:Sales and Marketing: Assemble an invasion 
force

• Create the WHOLE PRODUCT
• Think through your customers’ problems – and solutions – in their entirety

• Core product PLUS everything else you need to achieve your compelling 
goals

• Additional software, hardware, systems integration, installation, debugging, 
training and support, procedures

• May be provided by you or a partner



C4:Sales and Marketing: Define the battle

• Create competition
• Identify competitor’s weakness

• Define positioning

• Develop the elevator pitch
• A two-sentence formula

• Build all of this into your marketing and signaling 
communications

• Focus the competitive posturing around your key strengths 
and build those competencies

• Demonstrate the validity of your claim



C4:Sales and Marketing: Launch the invasion

• Distribution and pricing
• The direct sales force is optimized for creating demand

• Consultative salesperson who works with the clients in needs analysis 

• Supported by application technology specialists who develop solutions

• Additional interaction with the customer is  built in; competitive pricing b/c 
of lifetime value

• This is a very expensive way to sell, but this is how you can 
“CROSS THE CHASM”



C4:Sales and Marketing: Example

• Ipod targeted the niche market of music enthusiast

• Apple made deals with the music industries to develop 
the Whole Product 

• Clearly identified the competitors such as Sony Discman, 
CD players etc.

• Created a big marketing hype


