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NSTDA ACCEL

NSTDA DEEP TECH Acceleration

Deep Science and Technology Acceleration Platform
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BOOTCAMP
SQUAD 1

o NSTDA Deeplech Acceleration

AUTHORIZATION BOOTCAMP

SQUAD 2

Program Structure

BOOTCAMP (FoodTech + ATD + IOT)
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LET'S DIVE IN



The Importance of goals and smaller steps
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Key Partners:

- Shareholders

- Suppliers (Pet food and
accessories
companies)

- Bank

- E-commerce platform
(Shopee, Lazada)

- Ministry of Commerce

- Ministry of Livestock
Development

- Logistic company

- Developer Team

Key Activities:
Store management and Store
expansion

-Selling pet products both online

and offline

-Consulting for new wholesale
customers

-Delivery service

Product-line expansion

Key Resources:

Manpower: Employees,
Developers

Money: Retained earning, Bank
loan

Material: Pet products and
accessories

Technology: Customer
database, ADASoft

Store: Stand-alone, Online
(Shopee, Lazada)

Partner: Suppliers, Logistic
company

Value Propositions:

Retail customers (B2C)

-Pet products and accessories at
cheaper price

-Variety of products to choose
from

-Shopping experience and
spending time with pets
-Medical pet food at lower price

Wholesale customers (B2B)
-Pet products and service at lower
price to make profit

-Delivery Service platform that
help reduce transportation cost
through cost-sharing

Suppliers

-Distribution channel
-Increase product sales
-Promote product brands

Customers
Relationship:

Get: Referral, Sales promotion,
Social media advertising
Keep: Membership, Special
discount event, Promotion,
customer service, on-site
service

Grow: Referral, Expansion to
other area/provinces

Channels:

Awareness: Social media
(Facebook), Referral,
Advertisement board
Purchase: Online platform
(Facebook, LINE, LINE@),
Telephone, e-commerce
platform, stand-alone store
Delivery: stand-alone store,
suppliers, Logistic Company
After-Sale: Online platform
(Facebook, LINE, LINE@),
Telephone

Customer
Segments:

Retail customers (B2C)
-Pet lover

Wholesale customers in
pet shop and grooming
industry in Bangkok and
related provinces (B2B)
-Middle-sized shop
owners

-Small-sized shop owners

Suppliers

-Pet products company
who aims to sell their
products through the
shop with highest sales
volume

Cost Structure:

Revenue Streams:

Fixed Cost: Salary, water and electricity fee, rental fee, interest (if any)

Variable Cost: Pet food and accessories, commission fee for logistic
company, utilities and miscellaneous cost

Retail customers (B2C)

-Revenue from product sale
(store, online)

Wholesale customers
(B2B)
-Revenue from product sale

(store)
-Revenue from delivery
service

Suppliers

-Revenue from suppliers
(promotional support,
space rental)
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Level of Research in terms of TRL & SRL

If the SRL lags behind the TRL, the innovation will not get off the ground.

Societal Readiness Levels
SRL 9 - successful deployment in real stakeholder context
SRL 8 ~final testing in real stakeholder context (check SRL 1)
SRL 7 -~ demonstrated in operational stakeholder context
SRL 6 ~demonstrated in simulated stakeholder context
SRL 5 - validated in simulated stakeholder context
SRL 4 - stakeholder context validated
SRL 3 - stakeholder context proof of concept
SRL 2 -- proposed solution in stakeholder context
SRL 1 - societal problem in stakeholder context

HEBEER)

Technology Readiness Levels
TRL 9 - successful user deployment in real life
TRL 8 - final user testing in real life (check TRL 1)
System

TRL 7 - demonstrated in operational user environment development

Test, launch, operation

TRL 6 - demonstrated in simulated user environment ;
Demonstration

TRL 5 - validated in simulated user environment
Technology/Methodology

TRL 4 - validated in lab development

TRL 3 = experimental proof of concept D Research to prototype (Feasibility)

TRL 2 - technology concept

D Basic research
TRL 1 - basic principles

Social innovation. The potential for technology development, RTOs and industry.
Policy paper. Fraunhofer IAO. RTO Innovation Summit, Brussels, Belgium, November 2018




TRL 1-3 TRL 4-7
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Customer Segments
Value Proposition
Channels

Customer Relationships
Revenue Streams

Key Activities

Key Resources

Key Partners

Cost Structure




The Business Model Canvas
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“You are here” CovID
19

REALIZE

INITIATION I I Feel th
Analyze the Players ENE change Brivers chane ees/setart
ecosystem I s

to plan

Existing Business Model

ITERATE
Design-Test-
Repeat

IDEATION
Adapt the
patterns

“You could be here”

MARKET
INTRODUCTION
Agile + Sprint

INTEGRATION

Details the new
business model

New/Innovate Business Model

Implementation by OKRs




Key Partners:

- Shareholders

- Suppliers (Pet food and
accessories
companies)

- Bank

- E-commerce platform
(Shopee, Lazada)

- Ministry of Commerce

- Ministry of Livestock
Development

- Logistic company

- Developer Team

Key Activities:
Store management and Store
expansion

-Selling pet products both online

and offline

-Consulting for new wholesale
customers

-Delivery service

Product-line expansion

Key Resources:

Manpower: Employees,
Developers

Money: Retained earning, Bank
loan

Material: Pet products and
accessories

Technology: Customer
database, ADASoft

Store: Stand-alone, Online
(Shopee, Lazada)

Partner: Suppliers, Logistic
company

Value Propositions:

Retail customers (B2C)

-Pet products and accessories at
cheaper price

-Variety of products to choose
from

-Shopping experience and
spending time with pets
-Medical pet food at lower price

Wholesale customers (B2B)
-Pet products and service at lower
price to make profit

-Delivery Service platform that
help reduce transportation cost
through cost-sharing

Suppliers

-Distribution channel
-Increase product sales
-Promote product brands

Customers
Relationship:

Get: Referral, Sales promotion,
Social media advertising
Keep: Membership, Special
discount event, Promotion,
customer service, on-site
service

Grow: Referral, Expansion to
other area/provinces

Channels:

Awareness: Social media
(Facebook), Referral,
Advertisement board
Purchase: Online platform
(Facebook, LINE, LINE@),
Telephone, e-commerce
platform, stand-alone store
Delivery: stand-alone store,
suppliers, Logistic Company
After-Sale: Online platform
(Facebook, LINE, LINE@),
Telephone

Customer
Segments:

Retail customers (B2C)
-Pet lover

Wholesale customers in
pet shop and grooming
industry in Bangkok and
related provinces (B2B)
-Middle-sized shop
owners

-Small-sized shop owners

Suppliers

-Pet products company
who aims to sell their
products through the
shop with highest sales
volume

Cost Structure:

Revenue Streams:

Fixed Cost: Salary, water and electricity fee, rental fee, interest (if any)

Variable Cost: Pet food and accessories, commission fee for logistic
company, utilities and miscellaneous cost

Retail customers (B2C)

-Revenue from product sale
(store, online)

Wholesale customers
(B2B)
-Revenue from product sale

(store)
-Revenue from delivery
service

Suppliers

-Revenue from suppliers
(promotional support,
space rental)
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The Business Model Canvas

FEASIBILITY DESIRABILITY
Can we build it ? Dn they want if; 2

VIABILITY
Sanity Check
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The Business Model Canvas

Key Partners (9 Key Activities 0 Value Propositions
P — .
WUsUaS

AnUAGUA
SIS

CAPTURE
— VALUE

©
lasoasiodunu
The Business Model Canvas rin:
Kev, Raitners _ @ | value Propositions = ?
WUSIUG

AnUAIdUM

usm

DELIVER
VALUE

CAPTURE

S— VALUE

lasvasodunu

The Business Model canvas Designed for: Designe Date ion:
Key Partners 0 Value Propositions ’
WUsuas

AnuFaURR/
U

DELIVER CREATE
VALUE

CAPTURE
— VALUE °

lasoasiodunu

& Designed for: Designed by: Date: sion:
The Business Model Canvas
Key Partners (9 Key Activities 0 Value Propositions f.' Customer Relationships ' Customer Segments ’
P — . ~ R
WUsuas

AtuAIdUM/ | A0 WAUWUE o)
usnis nuang

CREATE

CAPTURE

— VALUE

lasoasiodunu




“WitoUrym” gnMmua:zmiAaviis1o:m “vrelagnya”

100%
33% = () |+ o }L | N
= = co L i (O e 80%
desirability “problem” “solution” acquisition retention
60%
33% =
0O,
viability 40%
- T 33% - 200/0
feasibility tech/resources activities partners

0%

Source : Strategyzer



The Value Proposition Canvas

Value (Proposition)
Map:
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Problem Focused Thinking s,
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— An Integrated Suite of Tools
* N1s18oUlgVIASOVUDMISDDALUUATUAIHAUSSAD

TOOL 1: Environmental Mapping
(UWUNIWENIWILDQEDU)
“YDPYIH” AULTDUSUNIUNMSaSOIULOASSTD

11 ] TOOL 2 : Business Model Canvas
AESER (swouuuuululaassno)
L | * “Y2ETH” ACULUINDMISASIVATUANHAUSSD

TOOL 3 : Value Proposition Canvas
(swouviuuMISIausnaun)
“Y2PTH" ACULTITOMISASIVATUANHAUGNA LAWY

Zoom in
Adopted from Value proposition Design : Alexander O.



Business Model ‘Environment Map’

Foresight
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Focus Group
LJAYNU User

Stanford d.school Design Thinking Process

Immersion (LUWTUd) .
aolna (Observation) .
Questionnaire * Seekto understand .
Photo Journal “Insights” y
Self Documentary °* Non-judgemental .
VOoC «  Personas

Social Listening * Role objectives
Experience Tour e Decision

Collection
of
“Insights”

(Aha:zAsAulLUU)

* Challenges
* PainPoint

Personas

Job-to-be-done
Existing Alternative
Pain Points
Gains Points
*** TonglHulloma
wInANga *** (Million Pains)
(Feasible) (Timing) (U=

Life Time Value)
(Unmet Needs/ Underserved)

Share ideas
All ideas worthy
Diverge/Converge

“yes and” thinkin s
Y g *  MHIEUNW

Prioritize

© V9 .
« Wouupynga
« D1asu

*  WUAS:OUY *  nadasunu User
* Storyboards « 1389ustHLSD
* Mockups «  W@Louuoy

« AU Feedback
uIdsSuudsv

« TAQTlULDY

* Fail Fast

*  D199:0DvNAUTUUIVYOTHL

PROTOYPE

Brain Storm
Q91N Customer
Trends

Database
AYAUAULAYD *  Mockups
Q91N Compt. * Storyboards *  Understand impediments
Budding * Keepitsimple e What work?
* Failfast * Roleplay
* Iterate quickly * Iterate quickly

/



ENGAGEMENT
Divergence (Discover) S Divergence (Develop)
* Ws:CdVLAU Data Lgd: S i TR e L *  IWoHIAWLDUTUIG
* LWDIKIUIAQ Ideas Block vovldlaunvHuQ
« LWDIKRIS1d1SIVIA DESIGN « Be creative
= o PRINCIPLES i o n—
anua:ndwnga * WolUltHOONsoU
 LWatHISUINTDUTYM « IWDIKWDUDVLRUI
uov User THUIANJQ 1SIUND:055tUNISUAUTYRN
nada

Convergence (Define) . M ; Convergence (Deliver)

¢ WSISIADVIAFIAU S ——— .-’ ¢ 31AS1:HINEAULUU
AUAIATYRSDADILNAUTD S HSololGguDLsT “y”
oNYUTYH HSDIL

* 1IsSuANAYIIII *  K1Q0avaduov PSF

*  1SIUNDADVKIONIND Tnchicing cufture change, skls and mincieat « v:laK190AD:(ovNauTU
lomauinnga LEADERSHIP Jsulaandooun

* QJ1DUTHUUNY: Feasible



HAVE A LOT OF
IDEAS

DON'T THROW
OUT ANY IDEAS!

TO GET THE BEST
IDEA (THROW AWAY
THE BED IDEAS NOW)



UK Design Council : Double Diamond Model

Problem space Solution space

Aim : Discover and define Aim : Develop solution(s)
problem(s) to be solved to problem(S)



3LEM

Discover

The first diamond helps people understand, rather than simply assume,
what the problem is. It involves speaking to and spending time with
people who are affected by the issues.

RESEARCH, ANALYZE , SYNTHESIZE EEINITION PROTOTYPE, TEST, REFINE



JBLEM

PRC

Define

The insight gathered from the discovery phase can help you to define the
challenge in a different way

vy /'N
ot -
- \ [~ @ -

RESEARCH, ANALYZE , SYNTHESIZE DEEINITION PROTOTYPE, TEST, REFINE

L .-I T | ::'._:: r\I

L - |



LEM

PROB

Develop

The second diamond encourages people to give different answers to the
clearly defined problem, seeking inspiration from elsewhere and co-
designing with a range of different people.

1 ~
~ ” £
® -\ [~ 9 @

RESEARCH, ANALYZE , SYNTHESIZE DEFINITION PROTOTYPE, TEST, REFINE



)BLEM

PRC

Deliver

Delivery involves testing out different solutions at small-scale, rejecting
those that will not work and improving the ones that will.

1y ~~
e -~
« aVAe ® o

RESEARCH, ANALYZE , SYNTHESIZE DEFINITION PROTOTYPE, TEST, REFINE
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DESIGN THINKING : DOUBLE DIAMOND MODEL




Discovery Define
Problem Outcome
Challenge Definition
Develop Deliver



Iterate,
iterate,

Communicate Collaborate

and co-create

Put people first visually
and inclusively iterate




— An Integrated Suite of Tools
* N1s18oUlgVIASOVUDMISDDALUUATUAIHAUSSAD

TOOL 1: Environmental Mapping
(UWUNIWENIWILDQEDU)
“YDPYIH” AULTDUSUNIUNMSaSOIULOASSTD

11 ] TOOL 2 : Business Model Canvas
AESER (swouuuuululaassno)
L | * “Y2ETH” ACULUINDMISASIVATUANHAUSSD

TOOL 3 : Value Proposition Canvas
(swouviuuMISIausnaun)
“Y2PTH" ACULTITOMISASIVATUANHAUGNA LAWY

Zoom in
Adopted from Value proposition Design : Alexander O.



The Value Proposition Canvas

Value (Proposition)
Map:

S St

Products
& Services

Problem Focused Thinking s,
: Value Proposition Design

Gain Creators

»

Pain Relievers

ﬁi+

Our
help(s)
who want to

)

by
and .

Inspirational value
THE
B2B VALUE PYRAMID
"""""""""""""""""""""" Individual value
= O o=
o
EXPANSION ASSURANCE
PERSONAL
X X @& l
mm DthID»Aﬁ‘ﬂ Emm KUN&
T TRODUCTIVITY | ACCESs . rEAnonsHP N\ | Ease of jm',,; ininess Vobie

AVAIABUTY |RESFONSVENESS  EXPERNSE

® O F & 7 & =

INFORMATION TRANSPARENCY | VARETY | COMMITMENT STABITY  CULTURAL FY

DECREASED
HASSIES
OPERATIONAL STRATEGIC

w #ok 0 &,  cma- @ Ve &

CRGANZATION  SIVPURICATION. CONNECTION INTEGRATICN | CONFIGUR: RISK REACH  FUEXIBTY COMPONENT
ABUTY REDUCTION QUALTY

ECONOMIC PERFORMANCE Functional value

i "

INPROVED cost v FRODUCT SCALABIUTY INNCVATION
TOP INE REDLCTION QUALTY

Table stakes

© COPYRIGHT 2018 BAIN & COMPANY INC.
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The Business Model Canvas

(unlike )

@Strategyzer

Key Partners

Customer Relstonzhips @

P | xey actvives (/]

Key Resources d

Gost Structure

) P— Fy

(@ strategyzer

strategyzercom

Business Model Canvas (BMC)

Value Proposition Design

The Value Proposition Canvas

© strategyzer

Social-impact elements

B2C VALUE PYRAMID

SELF-TRANSCENDENCE

Life-changing elements
4 &

PROVIDES HOPE ~ SELF-ACTUALZATION

o
# o 8N
A s 2
s %
MOTIVATION  HEIRLOOM AFFILATION AND
BELONGING

T W% g B oS

REDUCES  REWARDS ME NOSTALGIA/ D(SIGN/ BADGE VALUE
ANXETY

P 02 R

WELLNESS THERAPEUTIC FUN/
VALUE ENTERTAINMENT

Functional elements

LN
[N
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ATTRACTIVENESS ~ PROVIDES ACCESS

= o,

Z %’ J"_Ezo.l--nu-% ﬂ_ @

SAVES TIME SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

~ W R @Y w0

REDUCES EFFORT AVOIDS HASSLES REDUCES COST QUALTY VARIETY SENSORY APPEAL INFORMS
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Value
Map

The Value (Proposition) Map describes
the features of a specific value propesition
in your business model in a more structured
and detailed way. it breaks your value

proposition down into products and services,
pain relievers, and gain creators.

This ks a Ust of all the /
Products and Services

@ valuE propasition 15
bullt around.

Value Proposition Desi

Galn Creators describe how
your products and services

Creqte Customear gains.

l

e

QO
s

I
Pain Rellevers describe how
YOUr Procucts ord SENVIces
allevinte oustomer pains.

Pains describe bod cutoomes,

msks, and obstacles redoted 1o

n
UUULUUANISASTIVATUAT

Galns describe the outcomes
customers want to achleve or

the concrete benedits they are

Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your

business medel in @ more structured

and detailed way. It breaks the customer
down into its jobs, pains, and gains.

Customer Jobs desorine
whiat customers are tnying
o get done in thedr work and

n thedr Ives, as expressed in
thelr own wonds.

L 2 Map m
whi

duct

3 vices
5 and gain cregtors that matcn

pains, and gains that are
Your customer

FoanstiwouaAtvia
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Peeling

Tomato

Nakiri

Santoku

Salmon

Filleting

Cleaver / Butcher

Carving

Bread

Paring

Utility




Value Proposition Design
UULLUUMISaSIVATUAT




Value Proposition Design
LUILUUANISas1vAgUAT 3aHSUIAS ?

Startup/ New Business

SSAVISUAUIHU
Challenges Opportunity
1DAIAHU=EU *** * AdDVCDGV
UoDWJoUAUAIUDVAUANLA:USNIS  dadutoviy
ADWAWISAUA:S=UUYUDVAU * IS9USIS)

NSwWe&IASADIAN0
ounu



Value Proposition Design
UUILUUNISas1vAguAl [3aHSUIAS ?

Running Company

USUNNN1SSADDEYUAINUA:CIDVNIS
WCUUIALUAIUA:TIULOASSADIAU HSD DYINAQAUFVIHL

Challenges Opportunity

o MsIUUGRUSHISS:AUGV « cipgaaldornAruAINTEIAU
« MsLavNsweINsNiDg  [BNSwINSCIIVINUIDYIAD
* ISNAIA LTIV  JlutaassAonHalnHa1edu

* AS:UdUMSNYT UaKHEU
* AISSUAD IV



Value Map Customer Profile

HAUMWARUAM AUANU:UDVGNAT

«  YogtumsniANULTIDgNMIDEIvTaLIDU

*  UDVIUYUUDVINAN
« dulnq tAudaya waouiRtduosv

* 1S1dSIWAUANHAUGNAMIADE VIS
« **:30M “maHIvnaus:losud:Is”
Aauma:uSmMsyavaulaunv ***

Q)

Observe Customers

The set of customer characteristics that you assume, observe, and verify in the market.

Create Value

The set of value proposition benefits that you design to attract customers.

DEF-I-NI-TION

VALUE PROPOSITION

Describes the benefits customers can
expect from your products and services.

Adopted from Value proposition Design : Alexander O.



Customer Profile

Value Map

AUANU:UDVGNAT

HNuUMWwWAUAM

\wuus:=losU

|

Value h"
Map

The value (Proposition) Map describes

the features of a specific value proposition II
in your business model in a more structured Illli

and detailed way. It breaks your value

Js:louu

Customer
Profile

The Customer (Segment) Profile describes
a specific custemer segment in your
business model in a more structured
and detailed way. It breaks the customer
down into its jobs, pains, and gains.

proposition down into products and services,
pain relievers, and gain creators.

s19MS
“GUAULAzUSMS” T

\
\
II
\
II
II h
T \
\
\
L .y . Y
\
\
ll Um I ‘ ! You achieve FIt when your valus map mests your
customer profile—when Ly r products and senice:
proguce |:CI|I'| redavers and g aln creators that ma

o ofthe _|: pa :|g| that o
mportant to yoaur Customer.

okuanAgur
JuuLWaLaUD
ATUA

Adopted from Value proposition Design : Alexander O.



Value Map

Customer Profile

HNUMWARIAT

ANIANUAIZUDVINA

-
Us:lguu
HUE Y wadwsaLdu

sUsssungnAUs1aul

Adopted from Value proposition Design : Alexander O.

UsuH1
HU1gAav Waawsiu WouUs:ave
AJWILEEV UAzUaSSA
AlAgILTDVAUVIULUU

vl

HU1E i §uRanAeIANITH
dusotumsnivuua:udiu
duaUVFIO Husousoula
DIAAIUDALEWDVWIALUINDY




Value Map

HNUMWARIAT

c1Dds1v
Us:=Tgusu

UDANIIGUAINLA:USNISUDVALU
asivus:lgsunugnenldoeghols

**XSEINS ***
"GUANLA:USMIS”
nvHUQAAgUN
Juunwolauo
ATUAT

. nun

U221 UMILa:usnis
UDUARULLAHSDUSSLN

Uryriuovgnmicoagwls

Adopted from Value proposition Design : Alexander O.

Customer Profile
ANIANUAIZUDVINA

-
Us:lguu
HUE Y wadwsaLdu

sUsssungnAUs1aul

UsuH1
HU1gAav Waawsiu WouUs:ave
A WLV UA=UASSA
AlAgILTDVAUVIULUU

vl

HU1E i §uRanAeIANITH
dusotumsnivuua:udiu
duaUVFIO Husousoula
DIAAIUDALEWDVWIALUINDY




Value Map
HNUMWARIAT

c1Dds1v
Us:=Tgusu

UDANIIGUAINLA:USNISUDVALU
asivus:lgsunugnenldoeghols

I PROBLEM

CLELGRIERTRREE  tgmsdolAs:H SPACE
LB (synthesize)
JuuNWaLaud

ATUAT

nvuA

UoNI1 JUAILA:USNIS
UDUARULLAHSDUSSLN
UryHivovanmidogls

Adopted from Value proposition Design : Alexander O.



Customer Profile
ANIANUAIZUDVINA

-
Us:lguu
HUE Y wadwsaLdu

suUsssungnfus1aul

SOLUTION
SPACE

t3A1S31AS1:K vid

W ruedv Jongapennmit
( A na ly Ze) : {;l‘sza?unzfnﬁgvuua:?udvy
Buauavdsa Fusousould
D1NATUDALEIWDVWIALY DY

UsryH1
RHU1g6v NaawsIuWoUS:avA
AJWILEEV UAzUaSSA
NtAgILIavAUY LU




SOLUTION
SPACE

PROBLEM
SPACE




customer jobs

VIWYDVINAIADD:IS

(UDVUA:IAUTDYADSVDINANM Ila=/HSD WIGVIU)

what customers are
trying to get done
INn their work and In
their lives

.  msAvnogIAMIHaEIV

e  Usuinaennunily
o AADVMSNDIINIASUNISOADUaUDV

Adopted from Value proposition Design : Alexander O.



Customer Jobs

Jobs describe the things your customers are trying to get done

in their work or in their life

VIUaSIVHaAaWS

runc)tlonal jobs (U muaIHISAACDIUNIW
tasks

vVIUMVavay

Social jobs . e e e i
lsu QuduAuNnuauy ulgono

(e.g. gain power / status)

Personal/Emotional jobs [Rdialliidiodod il : :
(e.g. feel good) lou auigtddnvuavnuiugayidan

Supporting jobs viwguvayu :
(e.g. communication) LU MsSIUSgULNgUTDIaUDCIIVe

Adopted from Value proposition Design : Alexander O.



customer pains

Ufymuaoanmnaa (s

describe bad outcomes, risks,

and obstacles related to
customer jobs

Waawsluwous:dvA
3sMsNslulana
lawatluatnnAds

Uwalge U'l\)E)Eﬂ\)

cﬂumammaou
santuonnnsonméoﬁ

Adopted from Value proposition Design : Alexander O.



customer pains

UsryH1WDVaNAIADD:LS

AGuUA 1 wadawsluiwous:avA 2 : gudssh

)wauwlkiRanmMUavudula

38Mso:IsAtgluldna . .
N{Kas1oonilu

D:IsMGUANAWAlLIGLITIIAADS
Uwaldguivogioiiadu
:IsAMRQIuGLaIMol L
p:IsNMASanTLANnASYAM&V
2:ISNMIRULUD
o:lsNNtHSanludoQa

Widvan
SIAUWD
na
WHvenn

AGuUA 3 : ALY

FoRD1:-MEIAQNaLFYS18USY

lWwu

21auduANUNIEDED
Wuduasgciogumw

Adopted from Value proposition Design : Alexander O.



customer gains

Us:lgyuuovanniAoo:ls

describe the more or less
expected benefits the
customers are seeking

s:4u 1. Us:Tosunsnou

S:QU 2. Us:lggunA1aRdv

Splatviale
LKUDADUAIQHKUNE

n
n

U
s:QuU 3. Us:laguu
s:QU 4. Us:lgusu

Adopted from Value proposition Design : Alexander O.



customer pains
31AS1:HUTYHIUDVGNA

Aaw
(AUGUANIA:USNISUDVIST H5D AlUV)

AdsU

1 gnANdgnawin G10uLIn H3aIKODEUIN
HS2IU 2&1vls

2. p:IsmitHanmMSaniua Iuwolo s1A1ey
HSDUJQH)

3. gnmiuwalonumstauaasuAINiogiutoyuuasvlHuuio

yuyiaAuauudiia a:Isngolua@ wawaia

4. gnANNAILSDVMISIFYHUT I9DIUTD 1IFYIAIIIIDTIVID
HSDamu:H52IU

5. 2:IsrtRanAUDUILHAU Us:GuthedAmtAwaniundutv
HSDF1VIaADD:TS

6. anMUANIWaI10uLSD VIO WIALUNEAUATIHSDUSASDE10IU
9n35H52IU HSDIUSO5HSDIU

7. uladauavlutignANTasUMSIaUDATUAIUIVDETIV
yucovavnulga: t8121aNsgusuiu HsaiguassAtanud 1o
N1MSIENAQATUNHSDUSMISDEHSDIU




customer gains

Us:TgusuupvgnAiAoo:ls

s:=au 1. Us:Tgusunondu 1su Insewninstgnoonia
s=qau 2. Us:[audﬁmorfjo LU {nsﬁwn'oc‘) aanuuuaehodsmja

s-qQu 3. Us-wb'unum\ma LU {nsnwmUauaanuaUnsmauamoZua
QU 4. Us-leluuanuan:numaHuw U TNSAwWNORUIDDJUNTIO (Zuemh'uo)

Adopted from Value proposition Design : Alexander O.



customer gains
31AS1:HUS:TgBUUDVINAN

Aaw A1D5UY
(AUGUANIA:USNISUDVIST H5D AlUV)

1 msUs:Hy“ouuu?oﬁri’v?ﬁanﬁvﬁquu WIALUWHAWEIATYAU
M1SUS:HEIQIDAa1 1OU H5D wavoiu

2. WJﬂlU‘)FT)OHD\JFmJﬂ‘)WS:OU?O WIALY19EIARTEVIaUINTUHSD
uagav nfuauua?onwanwwuuau WWIAAHIVIRUUMaviald

3 Juiafo: mZHU:)amsmmuuaoanmowuu

4.0:IsiTRWIALYIQA FuIQEIEIWUDIUID
HS2dMU=IRAUWIALYI

5. :IsAa&vNanAITNKUAY

6. anﬁvian:nuai’v@oua-mwé'TUtHa:)afhoIs WoALU19Q
Us:- ansmwua-aunua:)f/mmnm

7. o:Isawnsavoel wumszuIUIananma zUasumstauanfum
WJmmangHuusmmnao Hsalunfum WAATUHEDTU




Customer Profile
ANIANUAIZUDVINA
Joiawaraiwuldune
(Customer Profiling
Common Mistakes

-
Us:lguu
HUE Y wadwsaLdu

suUsssungnfus1aul

AalulovlagluauanAIHSOWIE
daisJoutpaauld viadoayaldvan

* SOUZAAIHAIYNQUIIULNUNIWIAED viu

~ m—l e ) . - _.'u . o ? -~
Wwgudunu nSotumsrhouaduc

e JuavIULBONAAWS Buauovdda Bvsiusauld

D1NAIUDALANUDVWIALU DV

U1avIUNIAIISANUA:EVAU
« D5UIlvzalou

UsryH1
RHU1g6v NaawsIuWoUS:avA
AJWILEEV UAzUaSSA
NtAgILIavAUY LU

Adopted from Value proposition Design : Alexander O.



products & services

adaasigniswaaNunlla=usNs

chvanv:lauagnA

s19Msh
duadovla

A list of all the products and

services a value proposition is
built around

VIUdSIVWAAWS
% vIuNvavAy

mumon:nugéﬂ
VIUFUUIYUDUS

Adopted from Value proposition Design : Alexander O.



pain relievers

nounN

describe how your products
and services Kill or alleviate
customer pains

i

JuAILAzUSNISUDVLST
A HSD UsstMUtUKN

UDVaNATADYIVISUID
nv “AouU S:HIIW Hav”
A1SHIVIUIHIIUSD

Adopted from Value proposition Design : Alexander O.



pain relievers
dulASI1=HNUA

la/lila

1. JUAMUDVISIGIEUS=HEIQLDAT LoU HSDAWWEIEIU
UDVGNA

2 m?Hanmsanouu Iaaluaaozaanumwluwa?a AU
SIATY ADIUEINGIUIA UA=avdUuannItiuUIQHD

3 aou:)oIH:Jouaomszauanfumnuaamu nouaozsma.
nuuo Toaunauanmauuamu Us:ansmwaouu HSD
nfumwnouu

4. ydawaawsIBvaunganANNGruoe HEoHI10ndD Tag
2100:10uMISIdgHUn 1 dgo1Uu10 AIWIDIIVLD HSD
daaiu:

5. aaAWIFgVaIvaAgnAIHIULAsY Taga1otdunriu
[JYuAIUMISIOU dVAU HSPAIWWNAWAIQ

6. zba?ﬁanﬁvuaur:é‘uaﬂnumzfu aandwavoala

7. uaaaUassnnuauawlu?rfanmtUasumszauanzum
{oaa‘mtauammaanniwouaonumn:)‘i HSoluUCD VU
1ag HSD ZwJa'l?umstsaugauao yad




[[Ksa

gain creators
adasivus:=lasu

describe how your

products and services

create customer gains
Jumua:usnmsuovls10IslawatRanMIASU
Us:=lgsuuivognv IIwINLw19:ANQHID
l1BKSaIUAMU

Us:lgwudnduwugiu
Us:lguunA1aHIv
Us:lggunuiaoga
Us:TggUnIKUDAIWATIOHKUIE

Adopted from Value proposition Design : Alexander O.



gain creators

dulAasi1=Hcbaswus:lgvu

ma

la/lila

1 n')?HiTISIT)\J'IUHSDUJC?UD\JEI?')H'I\J'IEIUU o:)amsiamun
\J'IEIUU lU?ﬂ\)\)?ElUU USleSFIU'IﬂUU HSDaOC'IUI‘IUfTISlUU
(D1UDV

2 n°7IcTzHljanj‘m7s:auanmmﬁﬁa£j?uﬂomfuua-n°7?r7
anmsanwowa?a?uuouaonfuauuauwamo us:=ansanw
HSDF]ﬂJﬂ‘)W

;s
e

3 MtHanmMQATU TauouIndu Hodanu:godu

4. UDUUIBDENIVAZNAIAIAVUBVHT 16U A1SaDAIlUUNG
A1SSUUS:AU HSDAUAUUCTIHU

5. taumumwdsvsnuﬂrmuanm IoaUJaZHWanwssa
JouAoenldHEsag1 U HED UssINIAIWEINGIUIA

6. mZHmawaawsnanmmaHJ\JHsaﬂouumuan:nu
A1QHUY [agp101aunAtUN WﬂH\JﬂJ?HSDTUﬂHOU?\JDEJ'I\J

7. dS1WAAl WSI')Oll a:doQ0AAaD VAL ﬂﬂJTDOFD'IUEI ‘usaua-
mwauma:)uaoanm uuvds:=an5m wnUUHsanunmao




Value Map

HNUMWARIAT

c1Dds1v
Us:=Tgusu

UDANIIGUAINLA:USNISUDVALU
asivus:lgsunugnenldoeghols

**XSEINS ***
"GUANLA:USMIS”
nvHUQAAgUN
Juunwolauo
ATUAT

. nun

U221 UMILa:usnis
UDUARULLAHSDUSSLN

Uryriuovgnmicoagwls

Adopted from Value proposition Design : Alexander O.

Customer Profile
ANIANUAIZUDVINA

-
Us:lguu
HUE Y wadwsaLdu

sUsssungnAUs1aul

UsuH1
HU1gAav Waawsiu WouUs:ave
A WLV UA=UASSA
AlAgILTDVAUVIULUU

vl

HU1E i §uRanAeIANITH
dusotumsnivuua:udiu
duaUVFIO Husousoula
DIAAIUDALEWDVWIALUINDY




Customers expect and desire a lob from products
and services, yet they also know they can't have
It ol Focus on those gains that mather most to
customers and make a difference

Customers hove a kot of palns. Mo organization oon
reqsonably oddress all of them. Focus on those
neadaches that matber most and are Insufficlently

oddressad.

Are you
addressing
essential
customer

gains?

Adopted from Value proposition Design : Alexander O.



Gains are Denefits, results, and
charocteristics that custom-

a5 require or desire. Thay are
OUtComes of jobs o wanted char-
acteristics of o vatue proposition
that hedp customers get o job
donz well

The more tangible and speciic
you make palns and gains, the
better. For exomple, Sexomiples
from my Industry” 1= more
concrete than relevant to my
contet” Ask customers how they
MEOSUre gains and pains. Inves-
tigate how they measure SUCCESS
or falure of a job they want to
get done.

Make sure you desply under-
stond your customer. I wou have
onity a few sticky notes on your
profile, that probably indicates o
lack of customer understanding.
Unearth as many jaos, pains, and
gains as you can. Search beyond
those directly refated to your
walue proposition.

leads to cher recegnized
resslts indicators canapply bUteam You should KNow wour customers’
(el quick *:m""' with N social and emotonal jobs In addl-
uring) — corfidence oo tion ko thelr funchianal jobs, which
sazl to bugin from oo ith with are usually eqsler to identify.

ideas communicate  leadsto e
Ppromotion or prove things
r Pay raise ™y ideas ‘mhlh ’set+ advance PeoPle want
home run carcer
vk ﬂ::n{:;?h x Mm Mmamregmg:begcmu

Proposi tions reduce risk) 4 hm , mprove superfiial understanding of jobs.

or build
proferred 1 g business Why do customers want to Searn

(g-l-ir.} L methods new knowledge™? it might be that

make :ﬂﬂwﬂwﬁu they want to bring new methods
“"""'-'i""‘"* ":’: % orhelp them in o thelr organization. &sk “why”
i confdence - several times to get to the most

Mmportant jobs.

Make sure you don't just consider
Jobe, pains, and gains reloted to
a value proposition of product In
mind. kdentify those (e.g., "Busl-
ness books are too long”) as well
as other extreme pains (e.g., *lack
of time" or *get boss's attention™).

Adopted from Value proposition Design : Alexander O.
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UtyHK

adrdquAIUaATY

' Job iImportance
3

il NO Vi "9 o e '-e o e

Rank pains according to Ranik gains according to
now extreme they are in the how essentiol they are in

customers' Byes. 'U"I-E{IJEtDITIE’E'EgE.
— — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — I
l + + = :
| Important Extreme Essential
I . X |
I heips with I
I i rowe skill m&mr |
st +advance PeY Feise homerun
coreer look good i
| ﬂdm - kgl from | Proposi tions !
run boss, clients lesdership I
| “day job +toam londs to
well rake results I
| decisions Cidarally quick
with et wins) |
| i | confidence o e nzed | heipsme
I rolorms " Tm |
| o + sollidgas help wkin clearly |
agseks stuck cloar
I reduce risk indli cakors I
make things o moaswre |
ool laborate s
udth others lgeds to
or help them l"l w"“'l : better
" Preferred e -
v e, e, | peethods
+apply confident ¢ fonorobe
et hiods stoy tips (e, to
up to date easyto
gt o
Inslgnificant Hice to have

Adopted from Value proposition Design : Alexander O.



S19MS twuuJus:=lgsu

“Jumua:

usn1s”

NVHUQNATU
NUUUILWD
LduDATUAN
o

check marks signify that prod-
ucts and services relieve pains
or create gains and directly

address one of the customers’

jobs, pains, or gains.

LAUTYK

leads to tloar o 0

results  indicators toam
/ quick %o measure m“"

=" = contdne QRN
- e wa.."?‘ e "“?.,;-3_,, o VU
w ph'liu - n;::iﬂﬂh lends to ';“'ﬂunw

ey id oas better

tips to

improve
o | el

‘ Mdbl_m Qm.“"?;“:?

1 wtollaboration” Set+ advance PeoPiewant
home concrete 7 X e mmo
ﬂ;mq about
#PPlY

¥s show which jobs, pains,
and gains the value proposition
does not address.

Adopted from Value proposition Design : Alexander O.



The Business Model Canvas

Designed for:

Designed by:

Kfy Partners @ Key Activities _ o

WUSIUCS NONSSUKaN
Key Resources ;-‘
NSWEINSKAN

Value Propositions

AnuANaun/

uSnis

8

Customer Relationships '

ADIUEUNUS
nuana

Channels B
BOVNIVLUINY

ana

Customer Segments ’

nauana

Cost Structure

lasoasiodunu

Q

Revenue Streams

selakan




BUSINESS MODEL INNOVATION
udazh “seviipensvniiviu 4 Iasvasiveandavidagu”

ISidLduaAtuA “o:ls”

VALUE
PROPOSITION

REVENUE VALUE CHAIN
MODEL
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Cost Structure
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How the business
“generates value”

BM
Business
Model
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Add-on

Basic Product Add-on Products

Business Model Toolbox



Subscription

Company o _ 4 Customer

periodically Payment

Business Model Toolbox



Sharing Economy

Sharing of Asset

Recommendation

> EEETEEE

Access to Access to
Market Market
P Y :

1S

Request

Service Fee

- Renting Fee Renting Fee

Business Model Toolbox



Subscription Magic

Provider

periodically

Order

\ 4

Company S . Customer

Provider

V

periodically Payment

Provider

Freemium

Hook & Bait

Free Product

Customer type 1
Free / Cheap Basic Product

Refil / Complementary Product

Company

Customer type 2




Key Partners

Partner 1
Fartner 2
Fartner 3

_F__'_'.;
'-\-\_! !--

Key Actlvities
Activity 1
Activity 2
Activity 3

A
e

Key Resources

Resource 1
Resource 2
Resource 3

Value Propositions [T

Proposition 1
Proposition 2
Proposition 3

P - a
Customer Relationshif™
S,

Relationship 1
Relationship 2
Relationship 3

Channels

Channel 1
Channel 2
Channel 3

&

Customer Segments ';;

$Segment 1
Segment 2
Segment 3

Cost Structure

vy S nes=s S el g resradonuc om

Rewvoeque Streams

Stream 2

e Stream 1.

» Stream 3 =

o @R O®



Business Model Canvas @ airbnb

Key Partners Key Activities Value Customer Customer
* Platform/Technolo o 1 y
piatiorm/Technolosy Propositions Relationships Segments
* Sales & marketing :
« Customer Service Hosts - (S:z::[n ;rez?;wce
g wonggnosts AU - Promotiona offers
- H * Building travelers network and - e PuiEneE - People who own a house
otels ; house owners. - Trust by verification and want to earn extra
- Corporate Travel managing guests - Free photo shoots for money.
Partners property listing through - Peopie who want to meet
- Experience Providers new people.
- (;.rt:e:ts A - Channels
- otographers uests
(Freelance) Key Resources Guests can book & - Communication Eal;?;:[e who love to travel.
- Investors : homestay instead of hotel Ads Campaign - People who want to stay
- Payment Processors - AirBNB Platform Prices are often less as Social Website comfortably at a cheap
- Local Hosts compared to hotels. Word of mouth Ao
- Skilled employees Variety of PR coverage ; '
- Brand choices/Location
Unique Options - Purchase
Mobile App

- Technological set up & running cost Revenue Strea ms

- Salaries to permanent employees
- Cost of acquisition Cost Structure - Commission from Hosts upon every booking
- Payments to freelance photographers

- Legal/lnsurance
- Customer Support - Commission from Guests upon every booking




Key Partners:

- Shareholders

- Suppliers (Pet food and
accessories
companies)

- Bank

- E-commerce platform
(Shopee, Lazada)

- Ministry of Commerce

- Ministry of Livestock
Development

- Logistic company

- Developer Team

Key Activities:
Store management and Store
expansion

-Selling pet products both online

and offline

-Consulting for new wholesale
customers

-Delivery service

Product-line expansion

Key Resources:

Manpower: Employees,
Developers

Money: Retained earning, Bank
loan

Material: Pet products and
accessories

Technology: Customer
database, ADASoft

Store: Stand-alone, Online
(Shopee, Lazada)

Partner: Suppliers, Logistic
company

Value Propositions:

Retail customers (B2C)

-Pet products and accessories at
cheaper price

-Variety of products to choose
from

-Shopping experience and
spending time with pets
-Medical pet food at lower price

Wholesale customers (B2B)
-Pet products and service at lower
price to make profit

-Delivery Service platform that
help reduce transportation cost
through cost-sharing

Suppliers

-Distribution channel
-Increase product sales
-Promote product brands

Customers
Relationship:

Get: Referral, Sales promotion,
Social media advertising
Keep: Membership, Special
discount event, Promotion,
customer service, on-site
service

Grow: Referral, Expansion to
other area/provinces

Channels:

Awareness: Social media
(Facebook), Referral,
Advertisement board
Purchase: Online platform
(Facebook, LINE, LINE@),
Telephone, e-commerce
platform, stand-alone store
Delivery: stand-alone store,
suppliers, Logistic Company
After-Sale: Online platform
(Facebook, LINE, LINE@),
Telephone

Customer
Segments:

Retail customers (B2C)
-Pet lover

Wholesale customers in
pet shop and grooming
industry in Bangkok and
related provinces (B2B)
-Middle-sized shop
owners

-Small-sized shop owners

Suppliers

-Pet products company
who aims to sell their
products through the
shop with highest sales
volume

Cost Structure:

Revenue Streams:

Fixed Cost: Salary, water and electricity fee, rental fee, interest (if any)

Variable Cost: Pet food and accessories, commission fee for logistic
company, utilities and miscellaneous cost

Retail customers (B2C)

-Revenue from product sale
(store, online)

Wholesale customers
(B2B)
-Revenue from product sale

(store)
-Revenue from delivery
service

Suppliers

-Revenue from suppliers
(promotional support,
space rental)



P AL ,\/I OIL PRO BuSiness Model C anvas TradingPlatform for Palm oil

Seller:
Seller: Avoid risk of Ll
Oil
Unfair trade by price Manufacturer
differentiation, - Broker

asymmetry of
T —

information, and
TAM: Total number of members in

contract. Increase the industry of crude palm oil and
others

bargaining power.
SAM: The total # of crude palm ofl

manufacturer and refine factorles.

— SOM. Crude palm ol factorles in
Southern of Thailand
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LUDVUDONSSUDIKIS US:LNATNY
WYQNSTUSUASUWUUINUS:NDUMS
Food Innovation Accelerator (FI-A)

PORRAMATE CHUMYIM
Porramate.ch@gmail.com




