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BOOTCAMP
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o NSTDA Deeplech Acceleration
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The Importance of goals and smaller steps




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
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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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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
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The Value Proposition Canvas
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Adopted from Value proposition Design : AlexanderO.
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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)



PROBLEM

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.

vy /'N

® -(): o K‘)

RESEARCH, ANALYZE , SYNTHESIZE DEEINITION PROTOTYPE, TEST, REFINE

L}

SOLUTIC



PROBLEM

Define

The insight gathered from the discovery phase
challenge in a different way

- N[~ ®

RESEARCH, ANALYZE , SYNTHESIZE DEFINITION

can help you to define the

N

UTION

S0

PROTOTYPE, TEST, REFINE



PROBLEM

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.

vy ’N
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o “\ [~ ® ©

RESEARCH, ANALYZE , SYNTHESIZE DEEINITION PROTOTYPE, TEST, REFINE
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Deliver

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

1y ~~
*~ -
« aVAe ® o

RESEARCH, ANALYZE , SYNTHESIZE DEFINITION PROTOTYPE, TEST, REFINE

PROBLEM

UTION

S0



DESIGN THINKING : DOUBLE DIAMOND MODEL




Discovery Define
Problem Outcome
Challenge Definition
Develop Deliver



lterate,
iterate ,

Communicate Collaborate

and co-create

Put people first visually
and inclusively iterate
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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 Design
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Galn Creators describe how
your products and services

Creqte Customear gains.
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Galns describe the outcomes

customers want to achleve or

the concrete Denets they are
SEEking.

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

Pains describe bod cutoomes,

Misks, ONd OOEIOCIes related o
customer jobs.
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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.
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Filleting

Cleaver / Butcher

Carving
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Utility




Value Proposition Design

Ee

EUUO8O U

A\ R

O

S8RG




Value Proposition Design“ o
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Value Proposition Design
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Value I\/Iap Customer Profile
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Create Value

The set of value proposition benefits that yo

Observe Customers

The set of customer characteristics that you assume, obsery

u design to attract customers.

e, and verify in the market.

DEF:I-NI-TION
VALUE PROPOSITION
Describes the benefits customers can

expect from your products and services. ! I
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Value Map Customer Profile
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Value
Map

The value (Proposition) Map describes

the features of a specific value proposition
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.
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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.

¥ou achieve FIt when your value map meets your
customer profile—when your products and senices
produce paln redevers and galn cregtors that matc
one or more of the jobs, pains, and gains that are
mportant to your Customer.
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Value Map Customer Profile
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customer jobs
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what customers are
trying to get done
INn their work and In
their lives
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Customer Jobs BN AVENoN)

Jobs describe the things your customers are trying to get done
in their work or in their life

Functional jobs
(tasks)

Social jobs
(e.g. gain power / status)

Personal/Emotional jobs
(e.g. feel good)

Supporting jobs
(e.g. communication)
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customer pains

describe bad outcomes, risks,

and obstacles related to
customer jobs
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customer pains
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customer gains
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describe the more or less
expected benefits the
customers are seeking
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customer gains
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products & services
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A list of all the products and

services a value proposition is
built around
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pain relievers

describe how your products
and services Kill or alleviate
customer pains
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gain creators

describe how your
products and services
create customer gains
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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

Are you
addressing
essential
customer

gains?

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.
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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 ko chmr recognized
resslts indicators canapply bUteam You should KNow wour customers’

to messure social and emotio
,{HH!I quich with and nal jobs In addi-
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(g-l-ir.} L methods new knowledge™? it might be that
woke  Colaborate

Wit otivers y wart to bring new methods

“'"-'im “:T or help them In to thear crganization. Ask "wihy®

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™).
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Poin severlty
Rank pains according to
how extreme they are in the
CUSIIMErs eyes.

&

Galn relevance

Ranik gains according to
how essentiol they are in
tha Customers’ eyes.

Job importance
Rank jos occording to thelr
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check marks signify that prod-
ucts and services relieve pains
or create gains and directly

address one of the customers’

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