Skal din forretning blot overleve -
eller skal den vokse?

Hvordan styrker vi vores
forretning, s& den kan vokse?

14:30 |15:00

Test af dit forretningspotentiale

STYRK DIN FORRETNINGSMODIL
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Introduction

Presentation Round
Program & Schedule




Your facilitator
today

Rune Meyer

e MSc(Econ)/other skills

 Businesslnnovator/+300 start-
ups (coach, mentor, advisor,
founder, co-founder)

e Passion is the biggest driver
for every business

Businesslnnovator.org




YOur turn e n
 What’s your name?
* \Which organization do you
represent?
 What is your burning platform right

now?

« Why are you here? A& |
 How will this day benefit you?? |

Businesslnnovator.org




Intension for today: Inspire you to grow your
business, provide you with tools to grow your
business, empower you to take decision and
actions to grow your business

Desire Outcome for today: You start your
growth-journey today

Agenda: Purpose/Why, BMC, How to attract
Investors, revenue models, cost reduction, test

Rules/Roles: You are the important ones. Use
breaks for PP - start with the thing that is most
urgent. | am here for you.

Timeframe: 09:00 AM to 03:00 PM

STYRK DIN FORRETNINGSMODIL

Skal din forretning blot overleve -

eller skal den vokse?

12:00

Hvordan styrker vi vores -
forretning, s& den kan vokse?

12:30

Test af dit forretningspotentiale

Businessinnovator.org




Start with the end in mind

Purpose
Golden Circle

Praesentation ‘.
Introduktion

Hvad driver dig?




Why purpose is important

* Most businesses, by default, operate on a

, s g Purpose

foundation of “what” - based on a need to _

offer services or products in exchange for i

currency - building up their business from Attracts t  Emotional

ground up, so to speak. missionaries attachment

Insider o ‘ o

Attracts 3 . .
mercenaries |  Price/quality

e (Question: Short - max 10 sec - What s it

your business do? No purpose

Businessinnovator.org



Why purpose is important

* Most businesses, by default, operate on a

, s g Purpose

foundation of “what” - based on a need to _

offer services or products in exchange for i

currency - building up their business from Attracts t  Emotional

ground up, so to speak. missionaries attachment

Insiders ‘ o

Attracts 3 . .
mercenaries |  Price/quality

* Question: Short - max 10 sec - How do you

do what you do? No purpose

Businessinnovator.org



The Golden Circle

- every organization on this planet knows WHAT
they do. These are products they sell or the services WHAT
they offers.

- some organizations know HOW
they do it. These are the things that make them
special or set them apart from their competitors.

WHY

- very few organizations know WHY
they do what they do. WHY is not about making
money. Thats a result. WHY is a purpose, cause or
belief. It’s the very reason your organization exists

Businessinnovator.org



The Golden Circle

. - we produce creative documentaries.

. - we have the best directors and producers,
graduated from the best academies. We have a strong
track record participating in the best A-festivals.

. - let us do your next production

The problem is that WHAT and HOW do not inspire
action.Facts and figures make rational sense, but people

do not make decisions purely based on facts and figures.

Starting with WHAT is what commodities do. Starting
with why is what leaders do. Leaders inspire.

WHAT

WHY

Businessinnovator.org




The Golden Circle

- We believe Iin strengthening our democracy
through sober enlightenment

- We do so by bringing some of the best
directors and producers together, creating important
creative documentaries for a global audience with
whom we engage through various of platforms and
festivals

- We are a world-class production company -
come and see for yourself.

WHAT

WHY

Businessinnovator.org




What's the connection

Purpose

Attracts Emotional
missionaries | attachment

Insiders | S N

Attracts ! . .
mercenaries § = Price/quality

No purpose Businesslnnovator.org




Springboard stories

Challenge how you percelve your business

Give you a chance to inspire others and get inspired on whats your purpose
Intro, round 1, round 2, share the experience

1) Must be true (no inaccuracies ), (2) Must be positive (easier to remember
and share), (3) Must be minimalistic (no distracting details) => Focus for the
story: MY PURPOSE - Once I... => Length of story: 2 min => Each group: 3-4
persons => After each round you change to a new group (RULE: it must new
people each time) => One round 1s when every one has told there story

15 min

Businessinnovator.org



Reflection

Mission
Formulate the company’s
purpose and mission

/Business Idea

CATEGORY KEY QUESTION ANSWER
WHAT [
L= problem does
PRODUCT the company solve?
WHO 2
Job to be done CUSTOMER/ - -
e . TARGET GROUP is the company solving
The company’s mission has to do with the the problem for?
motivation and drive that built the business idea
and the foundation of the company. 3
A clear written mission can create an ongoing e HoW
sense of meaningfulness for both the company TECHNOLOGY is the problem solved?
and its target group.
WHICH 4

PURPOSE Ll p
does it matter?

u —_—
give feedback.
e Make action plan for how your company’s The mission told to the customer group...
mission can be experienced by customers. as a mantra: 7

in the way that we...

3
and thereby help our customers to...
4
We are passionate about this task because...
5

Licensed to:

Developed by: ®
pea™ <9 GrowthWheel

Businessinnovator.org




10 minuts

BREAK

Do what you have to do - first ;-)




How to create, deliver, and capture value

e Understand
. how the 9 basic elements
in any business model influence each other

My BMC
1.draft



The 5 BIG drivers

CASH
iIn hand
Generation

GROWTH PEOPLE PROFIT

Top g~ Employees ‘g Revenue
Bottom Customers Expenses

ASSETS

Strengths
Utilization

Businessinnovator.org




How to create, deliver, and capture value

The Business Model Canvas
@AlexOsterwalder

Businessinnovator.org




How to create, deliver, and capture value

A customer = end-user + Declsion Maker
Who.d? you see as your end-user and ///¥.
decision maker L

!

We are curious about our persona and
how many there are of them (BHM/TAM)

For whom are we creAiins value? Whe are
oulf most important customers?

Businesslnnovator.org




How to create, deliver, and capture value

Is there a strong connection
between your value proposition
and your customer segments?

What value do we deliver to the customer? Which one of our customer's problems
are we helping to solve? Which customer needs are we s«tis&p‘nsZ What bundles of
Products and services are we o“etins to cach Customer Sesmﬁntz

Businessinnovator.org



The Value Proposition Canvas

Pii : P

(®Strategyzer

Businessinnovator.org




How to create, deliver, and capture value

How many (digital)

touch point

do you have with your customers?
Goal:

- being presence in their minds.

Through which Channels do our Customer Seqments want to be reached? How are we
reaching them nwowl How are our Channels intesuted? Which ones work best? Which
ones are most cost-efficient? How are we mteqrating thew with customer routines?

Busmesslnnovator.org




How to create, deliver, and capture value

Get, keep and grow

Do you have a community of fans?

* Do you know how to acquire
customers, and do you know what 1it
costs?

* Do you know what your customer
lifetime value is?

CAC<LTV Y
What type of relationship does each of our Customer Seqments expect us to establish

and maintain with thewmd Which ones have we established? How costly are theyl How are
they inteqrated with the rest of our business wodel?

Busmesslnnovator.org



How to create, deliver, and capture value

How many revenue streams can we
think of?

For what value are our customers really willing to payl For what do they
currently payl How are they currently P“‘f‘“j? How would they prefer to payl How
wuch does each Revenue Stream contribute to overall revenues?

Busmesslnnovator.org



FINANCIAL
REVENUE MODELS
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How to create, deliver, and capture value

The Business Model Canvas

@AlexOsterwalder FIOnt Stag e




How to create, deliver, and capture value

What is required to performe
on our front stage

« physical

 intellectual

* human

« financial

What Key Resources do our Value Propositions require? Our Distribution
Channels? Customer Relationships? Revense Streams?

Busmesslnnovator.org



How to create, deliver, and capture value

What activities is require in order
for us to performe on our

front stage?

* production

* Scriptwriting

* Editing

What Key Activities do our Value Propesitions requireZ Our Distribution
Channels? Customer Relationships? Revenue streams?

Busmesslnnovator.org



How to create, deliver, and capture value

Who are our KP? Motivations

for partnerships:

optimization + economy
reduction of risk and
uncertainty

acquisition of particular
resources and activities

Whe are our Key Partners? Whe are our key suppliers? Which Key Resources are we
acquiting from partners? Which Key Activities do partners perform?

Busmesslnnovator.org




How to create, deliver, and capture value

What is the cost of your
activities, use of resources
and cooperation

with partners?

What are the most important costs inherent in cur business modell Which Key
Resources are most expensive? Which Key Activities are most expensive?

Busmesslnnovator.org




How to create, deliver, and capture value

key value cusStomer
activities PropPosition relationshies

ey cusStomer

partwers DESIRABILITY Seqments
FEASIBILITY Should we build it?

Can We Build it Do they want it?
(First thing to test)

Y =, " e —— -

VIABILITY

Sanity test
|

cost / / \ . frevewue
S{:(uc{:g{eﬂ Key / \streams g

(€Soulcts ‘ l.wf‘,\nannﬁls

AT



Reflection

Mission
Formulate the company’s
purpose and mission

/Business Idea

conceery it |
CATEGORY KEY QUESTION ANSWER
WHAT 1
FONCER problem does
RRODSCT the company solve?
WHO 2 L=
CUSTOMER/ : .
TARGET GROUP Is the company solving
the problem for?
3
PROCESS/ HOW
TECHNOLOGY Is the problem solved?
VALUE WHICH ¢
CREATION value iIs created for

the target group?

Businessinnovator.org



The Business Model Canvas

Key Partners &

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS:

Optimization and economy

Reduction of risk and uncertainty
Acquisition of particular resources and activities

Key Activities

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

Customer Relationships?

Revenue streams?

CATEGORIES

Production

Problem Solving
Platform/Network

Facilitating

Designed for-:

Key Resources

\

What Key Resources do our Value Propositions réuire?
Our Distribution Channels? Customer Relationshilgs?
Revenue Streams? 7

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

Value Propositions

What value do we deliver to the customer?
Which one of our customer's problems are we helping to solve?

What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationshin

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 model?
How costly are they?

EXAMPLES

Communities
Co-creation

Community

How are we reac

r

ow are we integrating thern with customer routines?

CHANNEL PHASES:
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization's Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?

4. Delivery

On:

Iteration:

Customer Segments

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

Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

5. After sales
How do we provide post-purchase customer support?

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE:
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS:

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Cost of
Facilitating
+ facilitator

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?
TYPES: FIXED PRICING DYNAMIC PRICING

Asset sale List Price Negotiation( ining)
Usage. f(( Product feature dependent i

Subscription Fee: Customer segment dependent Real-time-]
ing/I i Volume dependent

Advertising

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License.
To view a copy of this license, visit http:/creativecommons.org/licenses/by-sa/3.0/
or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

www.businessmodelgeneration.com
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10 minuts

BREAK

Do what you have to do - first ;-)




From an investors point of view

T _ .4

~ Ettrac ting money from investors




Pre- and post money valuation

Pre (1)Post (2) Post (3) Post .
dilution dilution dilution dilution Company Valuation
#of shares 1.000 1.250 2.000 2.857 Post- Money
Equity 10.000/ 25.000 275.000 2.275.000 @ Valuation
Money invested 10.000 15.000 250.000 2.000.000 Investment
Pre-Money
Market value 10.000 75.000 ©666.666 6.666.667 Valuation
Value per share 10,00 o0 333 2.3333
Founders shares 100 % 380 % 50 % 35 %
Investors shares (FFF) 0 % 20 % 12,5 % 8,75 %
Investors shares (Angel) 0 % 0 % 37,5 % 26,25 %
Investors shares (VC) 0 % 0 % 0 % 30 %

Businesslnnovator.org



sl ol EX|T as PROCESS

Exit strategy is just as important as the investment

* Develop a plan

* Confirm alignment (founders, investors, board) F Theright % T rignt %
ACQUISITION D : sa.les jed investor
" The right Bod price? & L exit? A
. . ! Theright %" . h g e,
 Build exit team . share? B
The right

investor

£ N " " profile?
* Clean up corp. structure . amount? e, PO

........

........

LI
....
™ .
.
........

.

. »
'''''''

* Prepare for due diligence S S . --"‘Theright"'-.._:

........................

" The right e . investor?
. time? 7 ’

* Prepare deal —

* Build the target list

ot
*
.

e Screen

* Meet, negotiate and close.




Criteria

TARGET MARKET

PROBLEM / NEED

SOLUTION

REVENUE MODELS

TEAM, BOARD;
ADVISORS

TRACTION

COMPETITION vs.
COMPETITIIVE
ADVANTAGES

Pre-money valuation

Scoreboard

éDescription

Clearly defined beachhead- and target market? Is it large now or in the
future. Stable or high growth? High priced niche?

Problem / need is real? Fading / short term trend? Sustainable, pain,
challenge, need?

Better, faster, cheaper? Brand? Quality? Efficient? Convenient? Unique?
Price? Value prop? Valuable? Rare? Inimitable?

Revenue streams generated from a particular sources (End-user/ Decision-
maker/third source): e.g. production-, rental or leasing- , advertising-,
sponsored ranking-, commission, e-commerce,

Industry knowledge? Unique skills? Leadership? Key relationships? Prior
successes and/or failures? Diversity?

Pretotyped? LTV? CAC? Customer ROI? Key metrics? §raised/revenue?
Partners?

Direct vs. indirect? Barriers to entry? Differentiation? Simpler alternatives
exits? Unfair or sustainable advantages? Patents? Partners? Key risks?

Range éTarget Factoré

0-25%
0-5%
0-10%

0-10%

0-30%

0-10%

0-10%

1.000.000 € 0-100%

Target: Low=0)/Middle=1/High=2

Businessinnovator.org
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Scoreboard

Criteria Description Range éTarget Factor§ €

TARGET MARKET  Clearly defined beachhead- and target market? Is it large now or in the 0-25% l 0,25 250.000
future. Stable or high growth? High priced niche?

PROBLEM/NEED  Problem / need is real? Fading / short term trend? Sustainable, pain, 26 2 0,1 100.000
challenge, need?

SOLUTION Better, faster, cheaper? Brand? Quality? Efficient? Convenient? Unique? 0-10% 1 0,1 100.000
Price? Value prop? Valuable? Rare? Inimitable?

REVENUE MODELS ' Revenue streams generated from a particular sources (End-user/ Decision- | 0-10% 1 0,1 100.000

maker/third source): e.g. production-, rental or leasing- , advertising-,
sponsored ranking-, commission, e-commerce,

TEAM, BOARD; Industry knowledge? Unique skills? Leadership? Key relationships? Prior 0-30% 2 0,6 600.000

ADVISORS successes and/or failures? Diversity?

TRACTION Pretotyped? LTV? CAC? Customer ROI? Key metrics? §raised/revenue? 0-10% 0 0 0
Partners?

ggmg:gﬁg vs.  Direct vs. indirect? Barriers to entry? Differentiation? Simpler alternatives 0-10% 0 0 0

R exits? Unfair or sustainable advantages? Patents? Partners? Key risks?

Pre-money valuation 1.000.000 € 0-100% 1,15 1.150.000

Target: Low=0)/Middle=1/High=2

Businessinnovator.org



TIME OUT Easy?

Difficult?
surprising?

Businessinnovator.org



30 minuts

LUNCH BREAK

Do what you have to do - first ;-)




From an investors point of view

T

“ How to strengthen the business

More sales

Price AN
increase




Profitability =

Roads to profitability

Increased
revenue

Reduced
cost

More sales

New sales

Up selling
Price Increase

Cost reduction
Cost saving
Cost elimination
Cost efficiency

| Front stage

Back stage |

Businessinnovator.org




Increase revenue

GETTING, KEEPING & GROWING A
YOUR CUSTOMER BASE

OWNED,
EARNED, = 3 =3
PAID MEDIA =S 5

A
BRANDING DR =
COMPONENTS — =

GET CUSTOMERS GROW CUSTOMERS




Value Chain Film production

THE COMPANY'S BUSINESS PROCESSES:

SUBPROCESSES:

Acquisition /
Development

SUPPORTING PROCESSES:
Contract

Production Cinema
Release

Secure
Financing

Broadcast
Licensing

Secure
Financing

Businesslnnovator.org




Challenge our existing business

* Intention: Challenges how we see our business
* Desire Outcomes: New possibilities for increased revenues
 Agenda: (1) Briefing, (2) Group discussion, and (3) Take outs

* Rules: Group, Pick one of your businesses, go through
SCAMPER, Challenge yourself to step out of the box.

 Time: 30 min group discussion, 20 plenum de-briefing

Businessinnovator.org



Let’s SCAMPER our businesses

Substitute: What would happen to the business if we swapped X for Y? E.g. What process
can be substituted? What place can be substituted? What format can be substituted?

« Combine: What would happen to the business if we combined X and Y? What mediums can
be combined? What formats can be combined to form a Blend? What units can be
combined?

 Adapt: What changes would need to be made to adapt this business to a different context?
What kind of Marketing or Selling Technique be adopted? Can we adopt “added value”,
“Deluxe”, “Customer favorites™?

 Modify/Magnify: What could we modify to create more value on this business? What can be
Extended? Can the sizes be Enlarged? What characteristics can be Magnified?Can we modify
Ownership of the product? Can we modify the purpose of product?

X

 Put to another use: What other uses or applications might this business have? %

 Eliminate: What could we remove from the business to simplify it? What can be Eliminated?
Can we eliminate selling/displaying in other forums?

 Reverse: How could we reorganize this business to make it more effective? How could the

Schedule be rearranged? Can you re-arrange the Speed? How could roles bgug?naersg?nq %:tlgrorg




TIME OUT Easy?

Difficult?
surprising?

Businessinnovator.org



10 minuts

BREAK

Do what you have to do - first ;-)




From an investors point of view

T

” How to strengthen the business

Cost
Cost elimination

reduction

Cost N\
efficiency




Cash is king

GROWTH

Top
Bottom

Cash Management :

CASH Find ways to create better 3

short-term and long-term %

in hand cash flows s

G ‘t. OPERATIONS CATEGORY WAYS TO CREATE BETTER CASH FLOW UsSEFOL HOW TO CARRY OUT THE INITIATIVES
enera |On /Financials T

Shorten terms of payment
DECISION SHEET Convert to digital invoicing

PEOPLE

Employees
Customers

ASSETS

Strengths
Utilization

PROFIT

Revenue
Expenses

v2.2.1

Debtors

Job to be done

Growth puts pressure on a company'’s liquidity
but several initiatives can create a better cash
flow.

By improving the cash flow, we get more
available funds that we can use for making the

company grow.

Creditors

How to do it

Start by getting an overview of the listed ways to
create a better cash flow in the company.

Inventory
Continue by ticking off how useful you think

each initiative is.

Finish by describing how to carry out the
initiatives to create a better cash flow.

0 j U 7
— ]
LA

i

A

et
~7

Tied-up capital

Next Step

e Schedule time to carry out the various
initiatives.

=SSN

e Delegate the tasks to your employees.
e Draw up a budget for the initiatives.

Loans

Raising capital

S
AL

v-: ﬂh
LS

<9 GrowthWheel® %‘?,7‘

A A A E A E A

Introduce advance payment
Improve reminder procedures
Introduce interest payment on overdue receivables

Offer cash discount for immediate payments

Extend terms of payment
Make installment agreements with creditors

Make installment agreements with tax authorities
Bring down costs and spending

Cut current inventory levels

Make smaller order sizes to suppliers
Reduce minimum inventory for re-orders
Get higher revenue rate

Reduce inventory through consignment

Sell assets
Take loans against assets

Leasing of production equipment, inventory or cars

Get granted an overdraft

Take out loan from bank

Get loan from personal contacts
Make factoring deal

Negotiate extension on bank loan payments

Loans from inventory holders

Capital injection from investors

Short: How to eliminate outflow of cash?
(Look at the decision sheet)

Businessinnovator.org
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S

OPERATIONS
/Financials

DECISION SHEET

v2.2.1

Job to be done

The first step of making a budget is to define
what type of costs we have in the company.

When we know more about our costs we can
more easily make decisions about how to run
the company.

How to do it

Start by noting all the types of costs that you
have in your company. Use the checklist for
inspiration.

Continue by roughly guessing the monthly costs
and adding up the costs per year.

Finish by coming up with ideas for how to bring
down your usage and your purchase prices in
order to reduce your costs.

Next Step *ﬂ

e Transfer the numbers to a spreadsheet.

et [ D

N

e Consider if the numbers are realistic and
correct them if necessary.

T 1

\V

A

e Make action plan for the best ideas for
bringing down the costs.

he
-l

Jau

Developed by: ) ()
Sreopeey <9 GrowthWheel® %‘?"

N 4
U I I I

The value of a budget?

Cost Budget

Calculate costs
and reduce expenses

CHECKLIST: TYPES OF COSTS

v Direct costs v Sales
Raw materials Marketing
Goods Traveling
Production costs Catering
External Representation
manpower
CATEGORY TYPE OF COST AMOUNT AMOUNT

Direct costs

Sales costs

Administration
costs

Personnel costs

Capacity costs

Interests

Depreciation

Date:

PER MONTH PER YEAR

Name:

v Administration v Personnel
Phone Own salaries
Internet access Freelancers
Subscriptions Catering
Membership fees Education
Insurances
Literature

HOW CAN WE
REDUCE USAGE?

(savings, streamline work flows)

Company:

v Interest rates,

v Capacity depreciation
Rent Interest on overdraft
Heat Bank fees
Electricity Depreciation on
IT costs facilities, equipment
Minor
purchases

HOW CAN WE

REDUCE PRICES?

(renegotiation, change supplier)

growthwheel.com
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Do Business Differently

THE COMPANY'S BUSINESS PROCESSES:

Drone Goggles
Algorithm Editing
4k+ 3D Technology
Cloud-based Technologies

Smartphone Filmmaking Gear
Autonomous Drones

- Dual Camera VR
Release Unlty

SUBPROCESSES:

Acquisition /

Development Production

Home
Video
Broadcast
Licensing

Secure
SUPPORTING PROCESSES:
| Contract Secure

Businesslnnovator.org
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b Growth Scenarios . e Sy 9 % gl s Your Cp ° N X
4 Select the most attractive Zz= " LA [ AMBITION TITLE AMBITION DESCRIPTION PERSON QTR YEAR @ ]
g growth scenarios '@?@' f*@ -
va
7 AR
7 ACTIVENESS
p e POSSIBLE GROWTH ARk WITH) OST ATIRACTIVE LEAST ATTRACTIVE

ABOUT THIS SCENARIO ~ABOUT THIS SCENARID

12345

» GrowthWheel®

cauipmen, more emplyees] q 3
y 4 Job to be done 3
” = P Idea and product growth.

newproducts, services,
technology. concepts)

Q
4 Companas ohh o th o oo \
auaity growt
v (research and development, <
p) Howto doit development of product N
4 g housh tho dret st competences, o seviel 3
A citing doun he st atcciv (D

Iparinerships, outsourcing,
aliances, supply of competences)

w: n
new markets, greater market
e Share, nternationaizaion

CHECKLIST: AMBITIONS
Income growth FOR T

lareater margins, productivy
ncrease, cost reducton, price
Sirategies, scal advaniages!

Financial growth
(merger or acquisiton, capital.
injecton, investrs, 1P0]

W CHECKLIST: AMBITIONS

New business idea

Improved value proposition
Product launch

New or improved product design
Technology integration

Patent application

Changed ownership
New board member

Changed management team
Improved organization structure
Employe hire

Improved competences

W\ CHECKLIST: AMBITIONS
FOR CUSTOMER RELATIONS.

Key network connection

Improved sales process
Higher customer retention
Grant

9 CHECKLIST: AMBITIONS :

FOR OPERATIONS
mproved cash flow

Higher customer/product profitability
Profit growth lloss reduction)
Revenue growth

Cost savings

Getinvestment

The Scoreboard for ambitions helps you set and
monitor your ambitions for different areas of the.
business.

Give each ambition a fitle and describe it, Use the.
checklists for inspiration. Write down the person
respansible and the time horizon for when you

New or additional revenue model New business partner Large contract oan capital ;ayna‘:g;!:;‘h‘:::gZ‘;‘?;mm;‘ﬁj;ﬂi;;S\M b
3 GrowthWheel* Increased prices New business alliance Award ncreased productivty q
New customer segment Process improvement Media publiciy Reduction of important risks O lvas et maci e 3y
New market entry New distribution channel Increased brand awareness. improved reporting If your ambition s in progress. )
Stronger market position Improved legal terms Improved image upgrade @ your smbiion s on track b
‘ Creation of atrend Ensured IPR Trademark protection mproved facilties/equipment X
F; y
’ 2005-2018 G el International Inc. May be reproduced only by GrowthWheel Certified Licensees according to License agreement, Version 1.3.3 ©
K » GrowthWheel
/)
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An attractive

_ Networking Lasting CUSTOMER RELATIONS
Make something

Marketing Build trust

great Sales & Services
Communication & PR
Ownership & Board r ‘ Financials
Employees Funding
Partnerships Production & Deliveries
Find the team Business Processes .
A st T oystame Making money
Strong Legal Issues Facilities .
ORGANIZATION Profitable OPERATIONS

Businessinnovator.org



Decide how to grow

Intention: To find out what your most preferre
growth scenario-

Desired Outcome: Yo being clear on what kin
of growth you will aim for.

Agenda: You reflecting on the 7 various form
of growth, prioritize them, shortly write down
why hot/why not.

Rules: You do what is best for you. Roles: It’s
an individual thing

Time: 10 min reflection/5 min. sharing

/Business Idea

Job to be done

We can make a company grow in many ways. By
deciding on a growth strategy we can focus on
the kind of growth we would like to make
happen.

Conversations about growth strategies are an
important part of growing, especially for
companies with more than one partner.

How to do it

Start by going through the different growth
scenarios and tick off how attractive you find
each of them.

Continue by writing down the most attractive
aspects of the different growth scenarios.

Finish by writing down the least attractive parts
of each growth scenario, to get an idea of what
makes them less attractive.

Next Step

e Find out what could be the specific outcomes
of the most attractive growth scenarios.

e Make an action plan for reaching the most
attractive growth scenario.

® Draw up a budget for the growth scenario you
want to make happen.

Licensed to:

D L d by:
eveloped by «» GrowthWheel®

Growth Scenarios

Select the most attractive

growth scenarios

POSSIBLE GROWTH
SCENARIO

Volume growth
(more orders, more traffic,
development of production
equipment, more employees)

Idea and product growth

[new products, services,
technology, concepts)

Quality growth
(research and development,
development of product,
competences, or service)

Network growth
(partnerships, outsourcing,

alliances, supply of competences)

Market growth
[new markets, greater market
share, internationalization)

Income growth
(greater margins, productivity
increase, cost reduction, price
strategies, scale advantages)

Financial growth
(merger or acquisition, capital
injection, investors, IPO)

ATTRACTIVENESS
(MARK WITH X) MOST ATTRACTIVE LEAST ATTRACTIVE

ABOUT THIS SCENARIO ABOUT THIS SCENARIO
1 2 3 45
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oints

Your strong and weak

_ Nheel®360° Screening
Intention: To map out your strong and weak

points for your business.

Marketing

Desired Outcome: You being clear on what
your potential is.

Agenda: You fill out the 360 screening

Rules: For each of the 20 fields you indicate
your strength (0 is at the center). Its your own
interpretation that counts. Roles: It’s an

IndIVIduaI thlng 360° Screening ’,A #1: Assess your Status ///;: :_/:/ #2: Assess your Opportunities & X #3: Assess your Skills

0°'Screeninglgives Go through the 20 Focus Areas and Go through the 20 Focus Areas in the Go through the 20 Focus Areas in the

IT Systems

Legal Issues Facilities

< [ |
)urbusinessg. %his /— V assess how well you think your business wheel and assess the opportunities you wheel and assess the competencies of
ure that you don't l \ is doing at the moment. see for your business right now. " yourse Lf, your team, or your business.
hen deciding what to ) = . e - . .
Score your business status within each Score your opportunities within each Score your skills within each Focus Area
Focus Area with 25%, 50%, 75%, or 100%. Focus Area with 25%, 50%, 75%, or 100%. with 25%, 50%, 75%, or 100%.

rent types of . ) ) ) o )
Finish your screening by adding a circle Finish your screening by adding a circle Finish your screening by adding a circle

n n n n n
™ 1 type on the right
imple process to get around 1 to 3 Focus Areas you want to around 1 to 3 Focus Areas you want to around 1 to 3 Focus Areas you want to
- n work on now. work on now. work on now.
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TIME OUT Easy?

Difficult?
surprising?
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Thank you for your attention

Let’s continue the conversation

ost@businessinnovator.or
+45 2462 1433

Linked [} dk.linkedin.com/in/rgm2970
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