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What’s Innovation

Innovation: The process of translating an idea or invention into a good or service that creates value or for which
customers will pay.

Technological Innovation: Is doing something that creates value with technology Ex: Wireless charging , crypto
currencies , chatbots

Innovation Management: Is the systematic promotion of innovations in organizations and includes tasks of
planning, organization, management and control. Ex: Future management, Dealing with patents and protective
rights.

Invention vs. Innovation

Invention: Is the creation of a product or introduction of a process for the first time. The focus is not on
commercial value or economic reward but rather on novelty

Innovation Is a process of improving on or making a significant contribution to something that has already been
invented to solve a specific problem or challenge and results in commercial value

The Importance of Innovation
e  Grow in Leaps and Bounds

‘What causes innovation to fail
e  Qur short-term mindset rules

. e Stand Out from Competitors

e  We cannot change our habits P
o We fear fail e Meet Customer Needs

¢ .ear a 1.1re ) e  Attract the Best Talent
e Our innovation process is chaos
e  Customers reject our new products and services

&
Types of innovation
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e Incremental Innovation £ lanvatkm [S——
e Disruptive Innovation i
e  Architectural Innovation F . —
e Radical innovation (| —— S
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7 Sources of Innovation

The Unexpected

The Incongruity

Process Need

Industry and Market Structure Change
Demographics

Changes in Perception, Meaning, and Mood
New Knowledge

Gartner Hype Cycle 3
e Innovation Trigger

Peak of Inflated Expectations
Trough of Disillusionment
Slope of Enlightenment
Plateau of Productivity

Copeora
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Hedgehog concept flows from deep understanding about the
intersection of three circles:
e what you are deeply passionate about _
e what you can be the best in the world at four Fassion
e what best drives your economic or resource engine
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Design thinking is a non-linear, iterative process which seeks to understand users, challenge
assumptions, redefine problems and create innovative solutions to prototype and test. The method
consists of 5 phases:

Empathize—research your users' needs
Define—state your users' needs and problems
Ideate——challenge assumptions and create ideas
Prototype—start to create solutions

Test—try your solutions out
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Empathize
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An empathy map is a collaborative tool that teams can use to better understand their customers. It
consists of an image of the customer surrounded by six sections. These sections are:

S-S

orDo?

1. Think and feel. 3. See. 5. Hear.
2. Say and do. 4. Pain. 6. Gain.
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The elements in a User Persona: e ——
¢ Photo
¢ Name s

e Reasons To Target This User
e Sales Objections

e Demographics anm

o Keywords.

e Introduction -

L Quote - e el T " e P T,
o Hopes & Dreams -

o Big Fear o

“Five whys” is an iterative interrogative technique used to explore the root
cause of a defect or problem by repeating the question "Why?" each
answer forms the basis of the next question.

SWhy?

8%
Actionable POV

[User . .. (descriptive)] needs [need . . . (verb)] because [insight. . . (Compelling)]
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SCAMPER technique provides 7 practical tools to generate new ideas or modify old ones in a creative
way of ideas’ crystallization. SCAMPER is a mnemonic that stands for:

DSEY) Jaaas gl sapan IS8 0 5l Alee @l 50f s SCAMPER 40 Jjd 53
1)l SCAMPER 2alS Cagja jalii el 4yl dapadll

Jagul - Substitute e

= - Combine e

oSl - Adapt

da=dll — Modify e

DA JS& 8 alaaiuY) - Put to another use o
JAxinY) - Eliminate

Jai¥l uSe — Reverse o

The WOW Effect is about how to reach the wow factor in
your ideas which is the intersection of three circles of is the
idea desirable, viable and feasible?
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Entrepreneurship is “The capacity and willingness to develop, organize and manage a business
venture along with any of its risks in order to make a profit.”
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10 Essential Characteristics of Highly Successful Entrepreneurs
tonoer Wl JleeY slg ) dulul (aSlas 10

6. Creative ;S Persuasive aidie

7. Passionate 8gii

: - Flexible Oy
8. MOt'IVE'lte‘d w/ww Resourceful jobadl saasie
9. Optimistic Jslaxe Adventurous yelis
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10. Future-oriented Jeiivual! e 355

0. Decisive &l sd=e
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Business model Canvas is the visual representation of your business model main elements, it can best
be described through nine basic building blocks that show the logic of how a company intends to
make money. The nine blocks cover the four main areas of a business: customers, offer, infrastructure,
and financial viability.
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Minimum viable product power is matched only by the amount of M-
confusion that it causes, because it’s actually quite hard to do. s

*  “Minimum” indicating build as little as possible so you don’t
waste time or effort.

*  “Viable” indicating that you need to build enough to make
the experiment realistic enough that customers will believe
they are responding to an authentic product experience.

*  “Product” indicates a level of completeness or refinement in — pe———
what is delivered to customers.
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Build-Measure-Learn is a framework for establishing — and
continuously improving — the effectiveness of new products, services
and ideas quickly and cost-effectively. In practice, the model involves
a cycle of creating and testing hypotheses by building something small
for potential customers to try, measuring their reactions, and learning
from the results.

saaal) HISEY) 5 cleadd) 5 chlaiiall Aledl Jee s} g4 Build-Measure-Learn
Oasaly ¢ Alaall Aalill (o AN Cun (g0 Adlad g Ao oy - ) iy gty -
eSlaall ime 3 gai oL IR (pa Lo sl 5 o all oLEY 5 50 3 pall

2 e alaill g aglladl 3 g0 5 (uld A dlaal (palainal)

5|Page Summary Sheet




tiec ~]

aspire

Income — Costs = Profit

Types of costs:

e Startup Costs:
e Fixed Costs:
e Variable Costs:

The breakeven point: is the production/selling level where revenues total equals total expenses.

You start to make a profit from the Break-even point:

Fixed costs
= Quantity

Price — Variable Costs

To set a price you should know:

=1 Value to customer
1- The product price in the market.

2- How much do you want to gain (profit margin).

3- What are your costs?
4- Set a reasonable price that covers the costs, fits the Competition

customer and makes a profit.

- COEE

For fundraising here are there different sources you can approach: Angel investors, Venture Capital
and Crowd funding

e Angels invest as an individual, or as part of a syndicate (a group of Angels), who invest capital into
businesses, and occasionally provide experience and knowledge to help startups achieve success.

e VCsinvest in startup ventures using funds raised by limited partners such as pension funds,
endowments, and high net worth individuals. They also bring with them a significant amount of
knowledge and experience to the companies they invest in.

o Equity Crowdfunding enables a group of investors (the ‘crowd’) to invest capital through an
online platform, in exchange for equity. As opposed to a single investor, or a small group of
investors, this form of fundraising can involve hundreds or thousands in a single raise.
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The 10 advices for great entrepreneurs

* Step 1: Do something you are passionate about

*  Step 2: Find the right team with the same values

* Step 3: Focus on ideas implementation rather than generation
*  Step 4: Create a proper work environment

* Step 5: Learn from others’ mistakes (don’t reinvent the wheel)
*  Step 6: Celebrate each small success

*  Step 7: Do it your own speed

*  Step 8: Focus on customers’ feedback & suggestions

*  Step 9: Use all the resources you have

*  Step 10: Build a personal brand to be trusted
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