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What Is Entrepreneurship?

“A human institution designed to deliver a new product or
service under conditions of extreme uncertainty.”

-Eric Ries

“The pursuit of opportunity ... without regard to resources
currently controlled.”

-Howard Stevenson

“Insane perseverance in the face of constant rejection.”
-Jack Thorne



Not just startups...

Lifestyle / Small Products

High Growth

&3 Dropbox
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Ent. In Organizations

& Google

UPMC Enterprises

Acquisition
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FIVE GUYS

BURGERS and FRIES



The age of an Entrepreneur

A Flexibility Ability
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So, how to start?

Observe and identify market needs
(speak to people!)

Build MVPs quickly to validate
needs (Make sure the dog eats the
dog food)

Use metrics that measure your leap
of faith assumptions

THE NEW YORK TIMES BESTSELLER

THE LEAN

How Today’s Use
Continuous Innovation to Create
Radically Successful Businesses









The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners

Who are cur Key Partners?
Who are our key supphers?

Which Key Res0urces a7e we acquaking from partrers?
Which Key Activities do partners perform?

é@

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

Reckuction of risk and encertainty
Acournton of partrcuar reDurCes and actvews

Value Propositions

What value o we deliver to th omer?
Which one of our customer’s problems are we
helping to solve?

are we

Customer Relationships @

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business modet?

Key Resources

What Key Resources do our Value Propositions requirne?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

~on

il

How costly are they?

Personal assntance
Dearcated Mersony Assistance
Se-Sanvce

Adtomated Servces

Channels ...Q

Through which Channels do our Customer Segmaents.
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficent?

How are we integrating them with customer routines?

on
Mo 09 e helD U0V EvalsAE O SPINEISNS Ve PrOGORDON?

rhaSe SOOI CrOBuATs and services?

Customer Segments 3@

For whom are we creating value?
Who are our most mportant customers?

Mass warket

Cost Structure

What are the most important costs inherent in cur business mode?
Which Key ReSOUrCEs are Most expensive?
Which Key Activities are most expensive?

susmess more
Oriven Geanest cost structive. lw (vice vive op
Orivn (focused 0 value Cretion, premiem vake

samrx
[y ———
varable costs

Econaamves of scae

Economes of scope

Revenue Streams

For what value are our customers really wiling to pay?
For what go they curmently pay?

How are they currently paying?

How would they prefer to pay?

How much Goes each Revenue Streamn contrinute to overal revenues?

@ @ ® DESIGNED BY: Business Model Foundry AG
The makers of Business Mode! Generation and Strategyzer
This werk i Icensed under the Creative Commons Attrition Share Alike 1.0 Unported License. To view a copy of this Scense, visk:
hetp: ficreativecommons. orgcenses/by-sa/3 0f or send a letter to Creative Commons, 171 Second Street. Sute 300, San Francisco, CaMfornia, 94105, USA.
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Build a team

T
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* Only three thihgs matter...

e Team

e Team
e Team

« Working together for multiple years
« Complement skills
 Dating period
 Equity splitting




Investor Types

Incubators / Co-Working Accelerators
Spaces Combinator
500 9"
startups

Venture Capital Firms

@, ACCEL
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birchmere PARTNERS

VENTURES

.' Foundation J]luminate
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How To Pitch To Investors

Problem
~ Solution
i Underlying Magic

~ Business Model

. Market Size
Competition

Status and Timeline
. Projections

- Team

- Call to Action / Ask




Resources

*The Lean Startup (Eric Ries)

*Crossing the Chasm(Geoffrey
Moore)

«Zero to One (Peter Thiel)

* The Hard Thing About Hard
Things (Ben Horowitz)

*Venture Deals (Brad Feld and
Jason Mendelson)

*CONNETS events
 Swartz Center
*Project Olympus

e http://www.startnowpgh.com/

*Everyone at CMU



This week

: GEC Networking

k‘\ Sept 11 : Numo Fintech Challenge

Qo “‘\\'\'\-\‘S T

Ny Sept 14 : Finding a CoFounder
ARG A

B

- Inclusive Innovation



Work Hard

Be Nice
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