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INNOVATION

A Global Crisis is Always Around the &k«
Corner

Dot-Com Crash 9/11 Crash Global Financial Fukushima Crude Qil Crisis Brexit Covid-19
Meltdown. Nuclear Disaster

Global crises increase the risk of failure for early stage and later stage start-ups alike. Evidence
from Israel shows that key to overcoming crises is internationalization, an expansionist
commercial mind-set and a readiness to rethink and reposition yourself.

Our aim is to give start-ups new tools to be more resilient when crises hit and inspire them to
apply lIsraeli start-up methodologies. This project is funded by THE DANISH INDUSTRY
FOUNDATION.
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The Israeli Startup Ecosystem

350+ @ 6,670+ 7= 340+

R&D Centers TN~ active companies VC Funds
(multi-nationals)

63 77 250+ < 320k~

Academic .o / Accelerators & Higher Education

Institutions Incubators students



Idea

Team

A few dollars
Product

Raise Money (?)

Customers

More Customers

\ J

SUCCESS?

All you need is...

INNOVATION
CENTRE
DENMARK



Why do 95% of start-ups FAIL?










They build stuff people don’t want (right now)

k\%&‘% & U




@elv Startup No One Needs: A Credit
Card for Your Credit Cards
@ SamBlddle ® 2833k

They build stuff people don’t want (right now)
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| Jerr);’s GF

They build stuff people don't want (right now)
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Top 20 Reasons Startups Fail
ad . ¥ (=1 [¥]
o Markee Need [ -

Ran Out of Casl

Not the Right Team

19%

23%

Get Outcompeted
Pricing/Cost Issues 18%
Poor Product

Need/Lack Business Model
Poor Marketing

lgnore Customers

Product Mis-Timed

Lose Focus

o
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Disharmony on Team/Investors

=
#

Pivot gone bad

Lack Passion

]
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Bad Location

]
30

No Financing/Investor Interest

m
L

Legal Challenges
Don't Use Metwork/Advisors

Burn Out
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Failure to Pivot

&5 CBnsicHs www.chinsights.corn




ns From The

Godfather of
Silicon

STA
I.EGE‘

STEVE BLANK ™,

“startups don’t fail because
they couldn't build a working
product”

“They fail to develop
relevant customers and
nail their business model.”




Why do we do this?






The biggest mistakes we make:
Fall in love with our idea

Don’‘t tell others about it

Defend and reject criticism



Because...
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Wasting a lot of time
on a start-up that . S
fails - sucks! S s

STUFF THAT;SUCKS)




This is why we

VALIDATE

AA



We assume

\ J
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Someone cares



We assl

ASSUME
NOTHING




We forget to check...

Would anyone really use & pay for our
product?




Entrepreneurs want to test fast

fM..




Entrepreneurs want to test fast

&

Test Ideas & Assumptions
before investing valuable
time, money and effort







Old school 20 page business plans

Irrelevant

New tools are needed...



Combine Design Thinking, Lean Startup and Agile

1déate : Sprint planning
g @ Product Sprint
§ backlog execution
Try experiments
2 Shipable
o increment
8
m————— Customar PROBLEM ) oo Customer SQLUTION_ o __ -
| DESIGNTHINKING  !i LEANSTARTUP | i AGILE i
L b R T I

#GartnerSYM

Gartner




RISKIEST ASSUMPTION FINDER () kastartep Vajidation Board g The Value Proposition Canvas

T he Lea n Sta rtu p Loop SOLUTION LMBOUE VALUE PROPOSITION | UNFRIR ADVANTAZE | CUSTOMER SEEMENTS

KEY METRICS | cramneLs

LN

COST STRUCTURE REVENVE STREAMS




The Startup Journey

LS
| | |
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|deation Concept Prototype Business Model Company

We are here



The Startup Journey

COMPANIES

STARTUPS



The Startup Journey

SEARCH & (RE)INVENT

EXECUTE & IMPROVE



The most important thing for a
startup is...

“Product/market fit
means being in a
good market with a
product that can
satisfy that market.”

+it



4 STEPS TO THE EPIPHANY

building

marketing/
business

sales

Customer
Creation/
Scaling

Company

Building

Customer
Validation

Customer
Discovery

Product/
Market-
Fit

Execution

Search




Product Market Fit

Post

Pre
stomer -

Discovery 7 Validation “ Creation ¥
A Product/
Market-

Fit

Company
Building

Searching for b-model Focused on growth
\ /

not ready to automate now it's time =R "




Pivot ?

Yol GROUPON



4 STEPS TO THE EPIPHANY

building

marketing/
business

sales

Customer
Creation/
Scaling

Company

Building

Customer
Validation

Customer
Discovery

Product/
Market-
Fit

Execution

Search




New tools are needed....

R ETRCS

idea product

RISKIEST ASSUMPTION FINDER

startan

Customer Customer
Discovery Validation /

I~ PIVOT

Search




Before ‘Validation’...

The two most important questions of

Customer Discovery

.
# "),QUEDMA
-1 INNOVATION
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Customer Discovery

1. Who? Understanding our target audience

2. What? Understanding the problem we solve




Your turn.



Customer Discovery

1. Who? Understanding our target audience

2. What? Understanding the problem we solve




Who




Who

?\&‘ %:

¥ @ Everyone = Noone




Persona Planning

Trait Trait Trait Trait Trait Motivations
Incentive
(|
Goals Fear
I
» The goals this user hopes to achieve. Acki
vemen
+ A task that needs to be completed, &
+ A life goal to be reached. Growth
+ Or an experience to be felt. | ]
Power
. |
Frustrations ;
Social

+ The frustrations this user would like to avoid.
+ The obstacle that prevents this user from achieving their goals.

m ‘
b
'}
3
o
0

+ The problems with the solutions already available.
+ The product or service that currently does not exist.

A collection or list of the user's favorite brands.

Age: 1- 100
Work: Job title
Family: Married, kids, etc. The bio should be a short paragraph to describe the user journey. It

Bio

should include some of their history leading up to a current use case. It
may be helpful to incorporate information listed across the template and
add pertinent details that may have been left out. Highlight factors of the
user’s personal and or professional life that make this user and ideal

Location: City, State
Character: Type

i customer of your product.

Personality ¥ Preferred Channels

Introvert - Extrovert Traditional Ads
I

Analytical - Creative Online & Social Media
EEE—

Conservative Liberal Referral
|

Passive Active Guerrilla Efforts & PR

] |




Who

The Facebook Ad Test

Create New Use a Saved Audience v

Custom Audiences
0 Target Ads to People Who Know Your Business

You can creale a Custom Audience 10 Show ads to your contacts,
website visitors or app users. Create a Gustom Audience.

Locations Everyone In this location ~

@ United States
@ include -

Add Bulk Locations...

Age WY T B
Gender All | Men  Women
Languages
Detalled Targating INCLUDE people wha match at isast ONE of the following
fude cin ca ssls o t . Browse
Demographics
Interests
Behaviors
Connections

Maore Categories

Save This Audience




Whe Segments
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Who Early Adopters

Pain level...

has the problem

aware of having the problem

pay for a solution

Early adopter?



Customer Discovery

1. Who? Understanding our target audience

2. What? Understanding the problem we solve




What

“Focus on the problem. If
you're only excited about the
solution, you’ll lose interest

when your solution doesn’t fix
the problem.”

Adil Wali, CTO of ModCloth




What

5 WHYs Analysis

) XD
T I
T




What

Fishbone

Causes Effect

Method Measurement

Low
Board
Scores

(Test Taking ) [




What

vs‘



Customer Discovery

Bonus - Why now?



I ED Watch Read Attend Participate About

Bill Gross:

The single biggest
reason why startups

succeed
TED2015 - 6:40 - Filmed Mar 2015 - C 77y Timing )

Subtitles available in 1 language

/\ﬂ/}‘

Top 5 Factors in Success Across More Than 200 Companies

[F] View interactive transcript Team / Execution

Idea “Truth” Outlier

[40] Business Model

——

Funding



Product Adoption

Cost of material
Tech Breakthrough




Now to ‘Validation’



Every startup is built on...



Every startup is built on...

J

Assumptions..

|

Someone cares



Do they want this?

Desirability

Should we do this?

' Viability

Can we do this?

Feasibility ' Innovation



Desirability Assumptions

(pains)

| believe [organization / persona] suffers

from [problem statement] because [reason]

this?
Should we do this?
’ Viability




Desirability Assumptions

(jobs-to-be-done / gains)

| believe [organization / persona] are looking to

[invest in value gained] because [reason]

this?
Should we do this?
’ Viability




Desirability Assumptions

(marketing channels)

| believe [target audience] are looking for similar

products in [distribution platform]

Should we do this?

’ Viability

Can we do this?
Feasibility




Viability Assumptions

(cost structure)

| believe production cost for [product] would be

[unit economic cost]

Should v

nt this?
’ this?
’ Viability

Can o this?
Feasibility




Viability Assumptions

(revenue models)

| believe [organization / persona] would be willing to

pay [pay $SS] for [solution X]

Do theywant this?
Desirability

Should we do this?

’ Viability

Can we do this?
Feasibility




Viability Assumptions

(market opportunity size)

| believe there are [XXX] attainable [target audience

personas / organizations] making a total [market size]

Should we do this?

’ Viability

Can we do this?
Feasibility




Holistic
Product Hypothesis

| believe [target market] will [do this repeatable
action/use this solution], which will [result in expected

measurable outcome] for [this reason]

Do they want this?

Desirability

A good product hypothesis:

* s falsifiable, which means it can clearly be proven wrong
- W s is written down
Feasibility ' * contains metrics that can be tested and measured




Examples












Mapping & Validating

Risky Assumptions




Mapping Risky Assumptions



No evidence (uncertain)

Low High

Evidence (certain)



No evidence (uncertain)
Low High

Evidence (certain)



DESIGN A
» BETTER
BUSINESS

LOW IMPACT

RISKIEST ASSUMPTION FINDER

ALREADY VALIDATED

Validated assumptions anc
facts go in this DOx

HIGH IMPACT

RISKIEST ASSUMPTION
Thave can ba only one riskiest

assumption.

@ @ @ @ @ #/ DESIGNABETTERBUSINESS (CI/




Example Assumptions Board ¥ &

File Edit View Insert Format Data Tools Add-ons Help Lastedit was seconds ago

NP 100% v S % .0 .00 123 Montserrat v | 11 ~- B I {;.i ¢ H v 2 By oo @ @ ¥

1

Venture Name: ner:
Assumptions

b | b | - b |
Assumptions Related to - Impact - | Uncertainty - Status -
Example Assumption Problem - High - High * Riskiest Assumption =
Example Assumption Problem - Low - Medium - Assumption -
Example Assumption Customer M Medium - Medium ~ | Already Validated ~

Example Assumption Customer - - v ' -
Example Assumption Solution - - > -
Example Assumption Solution v - - -
Example Assumption Market v - - -
Example Assumption - - - -
Example Assumption Revenue Model - - v -
Example Assumption v - - -
Example Assumption v v d v
Example Assumpticn v v i -



https://docs.google.com/spreadsheets/d/1Y8hANIcHa_VqsytVrBGAntm-0Ml6k3vRWmve89Ll2cM/edit#gid=1435308991

B W N

What goes first (usually)?

Customer/Problem
Problem/Solution

Channel

Support Structure & Economic Model



Your turn.



0 Come up with as many assumptions as possible for your venture.

O Asses the level of impact and amount of existing evidence for each
assumption. Position them accordingly on your board.

O Challenge yourselves by presenting your work to your colleagues
seeking to identify additional hidden assumptions.

O Present your work.

30 minutes



Validation is done by...

‘Experiments’



Experiments reflect two questions

1. What's my riskiest assumption?

2. What's the smallest experiment to test it?






Tweet more consistently with § buffer

Choose times to tweet.
For mamgie, 3 times a day at 930, 13:30 and 1730

Add tweets to your buffer. w
Manually or with cur handy Drowser aXtonsions.

7
buffer does the rest. Relax. =

Wo twoet 1or you, Just Keep that tuffer topped upl

Tweet more consistently with & buffer

Hello! You caught us before we're ready.







HubSpt

Software w Pricing
® hubspot

Search term
Worldwide * 2004 - present ¥

Interest over time

Resources w Partners w About w

b Maost Popular

l The Ultimate Dictionary of Marketing Terms
You Should Know

MARKETING | 31 MIN READ

The Sales Manager Job Description Template

+ Compare

All categories ¥ Web Search ¥

Jan 1, 2004

Jun 1, 2008 Now 1, 2012

Note

L]

<>



Experiment

‘M’eeple — n




Single-feature MVP

Swiping left/right is a feature that Tinder
introduced into an overly crowded chat/
dating online market.

Tinder, with its 20 billion matches to date, is the world’s most popular
app for meeting new people. It's no mystery its popular Ul design
feature of swiping right (like) or left (dislike), and the fact that only
people who mutually liked each other could match.

TEST CARRIED OUT BY METRIC KEY TAKEAWAY

Tinder You can only like (swipe  If you have one crucial
right) or dislike (swipe hypothesis to test, try
left) another person. limiting your MVP to

the essential.

Amanda, 22 0




| Experiment
‘ e

Dropbox



https://www.youtube.com/watch?v=7QmCUDHpNzE




Entrepreneurs want to fail fast

-~

Test Ideas & Assumptions
before investing valuable
time, money and effort




How to run the experiment?



Step 1: Reach your target audience

Step 2: Represent your product / experiment

Step 3: Get them to perform action

Step 4: Collect and analyze the data




Step 1: Reach your target audience
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Step 2: Represent your product / experiment

Meeting

Crowd-Funding

A A G T T .
& B ARTER
=D B A -
- PoO"OUPeY ¥V &Y

Manually (concierge)

Video

You([T)



https://www.youtube.com/watch?v=lHq_mWvdk24

Step 3: Get them to perform action

Sign up. Download. Use. Buy. Pay.



How to "pick” the right

experiment?



]
Experiment Template Designed For

For 5.M.A.R.T Research & Experiments: Specific Measurable Achievable Relevant Timely Designed By:

Learning Goal

What do we need to learn?
What is our riskiest assumption?

What is our one priority?

Hypothesis

Is it Relevant to the learning goal?
Is it falsifiable and specific?

Is it casual? e.g., If X then Y.

Metric

Fail Condition Witf,s!

Is it Measurable?

Qualitative or guantitative?

B c I i 2ns. our =55 i iy fadse! I H =ns. stom! Experiment is =n =t
ls it actionable? If this happens, our hypothesis is cleary f&iss! if this happens, stop! Experiment is broken, reim!

Experiment

Is it Specific?
Is it Achievable?
How will you collect the data?

Link fo any supporting documents

Timebox

Start End Retro

Is the experiment Timely?

Can we get data faster?
The specific date and time when you will hsve your refro

Would less data be sufficient?




How do you choose the right method?

e Market: B2B vs. B2C

« Persona: Behavior / Buying Habits

« Testing & Learning Goal: Problem / Solution
/ Features / Business Model / Pricing




Make sure your experiment is...

Specific & falsifiable
Measurable
Time-bound

The ShorteSt/CheapeSt WaY (while maintaining effectivity)



Your turn.



L Choose one or two of your riskiest assumptions.

O Design an experiment in order to try to validate/invalidate your
assumptions.

O Fill in the template with your proposed experiment.

20-30 minutes



What if no experiment can
effectively validate my

assumptions?



The Infamous




MVP

Just how minimal is minimal?



MVP

Just how minimal is minimal?

More minimal than you think.

MVP Your Dream




But what is it...?

e ——— =

high

Beta Product,

Concierge MVP

Wizard of Oz Prototype h

|

. Single Feature MVP . Kickstarter |

i

]

Video. !

. Piecemeal MVP |

Landing page ‘Sluck |

Blog |

. Design Mocks

Product Fidelity

Paper Prototype
Spreasheet

Interview/Surveys Email list Adword Campaign

many

few Coverage (Number of Customers)

“The minimum viable product or MVP is that version of a new product which allows a team to collect the
maximum amount of validated learning about customers with the |east effort”

- Eric Ries, The Lean Startup
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AirBed & Breakfast

B Uy (DA PR M

'l"o«gcrr hotels
san francisco ) Sas10/3000 | Search

Sorsrg Cpbers

110 oun of 18 snge

[ s 510
. Cutel” 535
‘ ‘Simplo”® 50

&“ “Cute” $90

‘Modem”



Uber

Usarname: Password

Everyone's Private Driver

Leam more:  How it works | Pricing | Blog

On - demand car service
via iPhone & SMS.

v Book & car on the fly from your phone or the web.
v Pay from the app no cash required!

v Give us your feedback about the driver.

UberCab Beta is currentiy live in San Francisco.

Learn how it works What are people saying

& sacca

1donY atways e sadans. 2ut whee | 60, |
use @ Sy in mowd of
wansponaton, my fiends

Ev:mmon

Roting » an & we
000w yoh el HOAD-SMBNY, DO
F00l DAICK 0O S81VICe 0 yOur PHONE.
FOEing quie UsGeserredy tater
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© Copyaght 2090 UnerCat | 44 ontact ! Jo




MVP

login register about

Welcome to Thefacebook!

[ Welcome to Thefacebook ]

Thefacebook is an online directory that connects people through social networks at colleges.

We have opened up Thefacebook for popular consumption at Harvard University.

You can use Thefacebook to:
® Search for people at your school
® Find out who are in your classes
® | ook up your friends' friends
#® See a visualization of your social network

To get started, click below to register. If you have already registered, you can log in.

[ Regiser | togi |

about contact fag terms privacy
a Mark Zuckerberg production
Thefacebook © 2004
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2

‘mmman@hr

the world's largest shoe store!
women's

- - ‘b ..

Pick a category

to shop from: The world's largest shoe store! featured brands.
£ WHAT WERE HEARING! £

Category v
Welcome to Zappos.com - the shoe store!

Register now & We have a selection of over 100 brands to
Save Money shop from! We offer FREE SHIPPING (U.S.
ordars only) and NO SALES TAX,

registerad customars @ Live Customer Sﬂvh! I )

LSRN Mo, - Fri. 10am- 6m:?§1

5 Sat. 10am-Spm PST

Click here!

Free Shoes! ‘-" A TR i:,,;,,;c ﬂh




MVP

Welcome to Amazon.com
Books!

Quee rpeillion titdes,
convistendy low pricey.

(If you expldors (ust one thung, malce it our personal nonlic ation secnce We thal (t's very cooll)

SPOTLIGHT! == AucusT 16TH
These we the books we love, offered st Amaron com low prices The spotight moves EVERY

day oo plepse come often

O Muvion Torres
Search Arason com's palhon Wtle catplog by author, subject, ttle, keywaord, and mare . Or taks
a lock at the Lools we recommend o over 20 categones .. Checle out oue gustomer reviewd and
the award wamners from the Hugo sd Nebula te the Pulitcer and Nobel - and Loxtaellery are
30% off the publishers kst

Eves & EDITORS, A FERSONAL NOTIFICATION SERVICE
Like to know when that book you want comes out in paperback or when your Gsvorite author
releases anew tele? Eges, our tweless, avtomared search agent, will send you mail Meanwhile,
our human sditors are busy prevevwmg gallove and reading advance reveews They can let you
know when especially wronderful works ars published s particalar genres or subject areas Come
m, ment Eyee, and have it all explamed

Y OUR ACCOUNT
Check the status of your orders or chiange the emadl address and |
ur Pleace note that you da not need an account to ure the store
order, you wall be gven the opporunity to create an account




MVP vs. Prototype

MVP vs. Prototype

(minimum viable product) (prototype)




MVP vs. Prototype

Defining Prototype Definina MVP Final Product

W AT W

(prototype) (minimum viable product) (product)




MVP




Questions?



