LaunchRALEIGH – Weekly Worksheets for Fast Trac Curriculum

Week One - LaunchRaleigh Fast Trac Worksheet Questions

1. How you would finish this sentence: “I want to be an entrepreneur because..."
2. Is my idea great enough?

3. Do I have enough experience to be an entrepreneur?

4. Am I counting on a fantastic idea or a feasible one? Do I have an idea for something that will meet a customer need or will involve significant savings? Will customers be willing to pay for it?

5. Am I building on my experience? If I’m stepping into new territory, what additional info do I need to be successful?

6. Take a moment to think about the characteristics you see in entrepreneurs you admire. What words come to mind when you think of entrepreneurs? Add a few of your top picks below. Your entries will become part of a word cloud visible to everyone in the course.

7. What days of the week and times of the day am I willing to work every week? How much flexibility do I want or need in my schedule?

8. Where do I want to live and work? Will my business idea allow me to be flexible with where I live? Do I want to travel? Do I have limits on how much I’m willing to travel?

9. Do I have any physical requirements or limitations that need to be considered? How might business ownership impact my family? Will they be involved? Will they be supportive? Am I bringing value to my family by starting this business?

10. Do I want to have frequent contact with colleagues and peers? How frequent? How involved do I plan to be in daily operations? Do I anticipate having a team and/or a co-founder, or would I be happier relying only on myself to run the business?

11. What skills might I need others to bring to the table? In what areas do I plan on building my own expertise?

12. How much job security do I—and my family—need to be comfortable? What do I see myself doing professionally in the future? Will I be in the same business, or will I be doing something completely different?

13. How long am I planning on operating the business? What is my motivation for starting the business—to build a business to sell for profit, or to build a long-term legacy business?

14. Have I mapped out my financial needs and what I'm willing to put into the business to get it started?

15. Will the business be able to provide for my financial needs now and in the long term? How long can I go without any income?

16. Why do you want to create a business? How will creating a business help you achieve your personal, professional, and financial goals?

17. Does this idea fit my personal vision?

18. Do I have the talents and skills to implement this idea (or the ability to put together a team that can)?

19. Are the risks associated with this type of venture acceptable to me? Are the rewards (personal growth, satisfaction, self expression, financial, recognition) adequate to offset the risks associated with this venture?
20. Thought about your entrepreneurial characteristics.

21. Figured out what your personal, professional, and financial goals are—where you're willing to compromise and where you're not.

22. Wrote a personal vision statement to help you make sure to keep your personal vision in mind when making decisions for your business.

23. Assessed whether your business idea falls in line with your personal vision.

24. Elevator Pitch Examples

25. Examples of how elevator pitches might begin:

· Jackie's Treasures offers one-of-a-kind, hand-painted furniture for the discerning art or antique collector. We offer exquisite art from around the world hand­ selected by our experts...

· Soho Software works with companies that want low-cost software support 24 hours a day...

· We work with Atlanta entrepreneurs who want to start their own business and small business owners looking to grow their revenue streams. We have helped more than 1,000 business owners achieve their revenue goals the first year of business...

Week Two – LaunchRaleigh Idea to Business

Business Concept Statement
Talking About Your Idea

· It’s incredibly important to speak with others about your idea, whether you’re starting a company or trying to improve an existing one. 

· To do this, you need to be able to communicate the following: 

· What is the customer problem that you are solving?

· How does your product/service solve this problem for your customer?

· How is it different from other products/services?

· What is your competitive advantage?

· Who will buy it?

· Why will they buy it from you?

Elevator Pitch

How will you respond when someone asks, "What do you do?" or, "Tell me about your business"? Answer: Your elevator pitch. This is a short, clear statement that explains what your business does and why it is unique. 

To create an elevator pitch: 

Answer the question "What does the business do?"
Use the words work with, want, or offer.
State how your business solves a problem or offers a solution.
Describe what makes your business unique.
Tell a quick story.
How Do You Feel About Risk?

· Many people operate on a hunch and then make a big bet that their instincts are correct. These are the value gamblers. On the other hand, some people make small bets, get valid market feedback, and based on what they learn, iterate and then make a slightly larger bet. These are the value investigators.

· Entrepreneurship often goes hand in hand with aggressiveness, risk-taking, and independence. But astute entrepreneurs survey the entrepreneurial landscape, take calculated risks, and work to reduce the risk factor through research and planning.

· Do you approach risks with trepidation or with energy?

Should I Co-Found? With Whom?

· Looking at my entrepreneurial characteristics and personal vision, what characteristics and priorities in teammates would complement my own?

Looking Back

Determined the positive attributes of your business concept

Wrote your business concept statement so that you're ready to dive in to market research

Produced an elevator pitch to clearly and concisely explain your idea

Thought through the risks associated with entrepreneurship and your risk tolerance

Began to think about whether you should co-found
Week Three - LaunchRaleigh Market Research

What Is Market Research, and Why Should You Do It? 

Talking to People 

The Importance of Features and Benefits 

· What are the unique features of the product/service, such as cost, design, quality, and capabilities?

· What benefits does the customer receive?

· What problem is solved for the customer?

How to Conduct Market Research 

· Primary research

· Secondary research

If you had a prospective customer sitting in front of you right now, what questions would you want to ask him or her?

What are the customer-perceived benefits of what you are selling? 

How does your product/service differ from your competitors’? 

If your product/service weren’t special, why would people buy from you? 

What is the size and growth potential of the market as a whole? 

What percentage of the market will you have now and in the future? 

What is the size and growth potential of your target market? 

What are characteristics of your target customers? 

What are customer reactions to your product/service? 

Do You Know Your Customer? 

What customer do you most want to reach with your product or service?

What customer do you most want to reach with your product or service?

What are the most important benefits of your product to the people that you will be serving?

Market segments for my business could be?

 have chosen these market segments because?

The target market for my business could be:
Your Customer Profile 

Who is the primary User of my product/service? 

Are the User, Decision Maker, and the Buyer the same person for my product/service? Explain who will serve in each of those roles. 

Who influences the buying decision? 

Is my business primarily B2B or B2C? 

My customers are similar in...

How many family members are typically in your customers’ households? 

What hobbies and/or sports do your customers enjoy? What do they do in their free time? 

What type of media do they consume to be entertained? (for example, movies, theater, blogging) What publications do they subscribe to? What kind of media will they turn to learn about your product or service? 

What does your ideal customer worry about? What pain do they have that you are trying to solve? 

Psychographics

(What they think)

My customers are...

Market Analysis 

Do You Know Your Competitors? 

Your Competitive Advantage 

Do You Know Your Industry? 

Purpose of Your Product/Service

Buying Behaviors

What benefit is the customer looking for? 

How often will they purchase? 

What is the customer’s decision-making process?

Create a Profile
Create a profile of your typical customer. To do this, summarize the most important characteristics. You can choose to be generic or give this typical customer an actual name and describe representative characteristics. 
Market Analysis

Show that you understand your market. Make sure to include your: 

Target market. 

· Who is your ideal customer/client?

· What are their relevant demographics, psychographics, and buying behaviors?

· What are their motivations for buying your product/service?

· What’s the size of your target market?

Future markets. 

· What future markets could you go after?

· What would be their motivation for buying your product/service?

· What’s the size of these markets?

Reviewed different types of market research

Learned how to conduct those different types of research

Developed a customer profile and a target market

Discussed the importance of knowing your competitors

Business Model Design Week 3

· Why is the design process so important?

· What are some examples of business models?

· Am I building, borrowing, or tweaking a business model?

· How does my business model work?
Week Four -LaunchRaleigh Business Model Design

Why Is the Design Process So Important?

The Importance of Planning Ahead
Business Model Canvas Introduction 

The Business Model Canvas is a design tool for creating a business model. It was developed by a team of researchers from Switzerland and included input from more than 400 professionals who study or create startups. More information can be found at www.strategyzer.com. The common elements every business should define are:

· Value Proposition

· Target Customers

· Customer Relationships

· Channels

· Revenue Streams

· Differentiators

· Assets

· Key Partners

· Cost Structure
[image: image1.jpg]& KEY PARTHERS

Which partner
relationships are critical
to your company's
success?

@ KEY ACTIVTIES

What are the key
activities that make
your company different
and create a
competitive
advantage?

& ASSETS

v resouces @)

o you have that can
generate value?

 VALUE PROPOSITION & CUSTOMER RELATIONSHIPS

What makes your o What type of
product or service experience links your
valuable to a customer? | value proposition and

target customers?

@8 DISTRIBUTION CHANNELS

How do you deliver o

your value propostion
1o taget customers?

© TARGET CUSTOMERS

Who will benefit o
from your value

proposition?

What costs are needed upfront to start the business
and how will costs change over time?

2. REVENUE STREAMS e

What are your sources of revenue?

Ol T T p———pyp—





Build, Borrow, or Tweak

Does your business idea require an entirely new business model, or can your business idea succeed using a model employed by others?
Which business models have possibilities for meeting your vision and goals?

Bricks and mortar. 

Subscription. 

Bait and hook. 

Multi-level marketing. 

Direct sales. 

Auction. 

Service. 

Collective business system. 

Trade associations. 

Cooperatives. 

Franchises. 
Which business models are you considering?
Well done! In addition to reviewing the business model design process, you went through each of the nine components of the Business Model Canvas tool. Hopefully you now have a filled-in tool with great insights!
Week Five - LaunchRaleigh Pricing and Business Exit
Pricing Strategy

How much should I charge?

· Pricing Position and Constraints
· Pricing Strategies
· Pricing Policies
· Sales volume. 

· Sales revenue. 

· Market share. 

· Competitive advantage. 

· Company image. 

· Profitability.  
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Pricing position:

LOWER PRICES compared with competition
HIGHER PRICES compared with competition
PARITY PRICES compared with competition
Internal and external factors affecting pricing

Going about setting prices within your particular market

Legal Strategy
Your business can assume one of several legal structures, including:
Sole proprietorship
Partnership
Corporation
Limited liability company (LLC)
Nonprofit

Business Exits 

A successful business builds wealth for its owners by accumulating assets and building future profit potential. The most common exit strategies are:

· Sell the business

· Sell the assets of the business

· Merge the business with another business

· Sell shares in the business to the public at large

Week Six - LaunchRaleigh “Commit”
COMMIT

Reaching Your Market
· What do I want my brand to communicate?

· How can I best communicate that brand message?

· Will my marketing reach my customers?

Creating a Brand

Picking a Brand Name

Communicating Your Brand Promise

Develop a Marketing Strategy
Develop a marketing strategy that focuses on:

· Selected target markets you are most able to reach during your first year of business

· Specific market and selected products/services that best meet those needs

· Your competitive advantage

· Understanding your marketing objectives
Sample Positioning Statement: 

Our business is:
· For... (Target Market)


· Who ... (Have the following problem)


· Our product/solution... (describe the product or solution)


· That... (cite the breakthrough capability)


· Unlike... (reference competition)


· Above all, what we can do for you is... (emotional benefit)
Select Marketing Channels

· Digital Marketing

· Designing Marketing Materials

· Getting Your Customers' Attention

Distribution and Sales current section

· Distribution

· Sales

· Market Penetration

Financial Management Cycle

· Sales Projections

· Cost Projections

· Intellectual Property

Cost Projections current section

· Looking Ahead

· Startup Costs

· Cost of Goods Sold (COGS)

· Operating Expenses

Complying With Laws, Regulations, and Contracts current section

· Complying With Laws and Regulations

· Contracts
Next Week 7

What to Expect in Refine 
Building the Organization and Team 


 HYPERLINK "https://learn.fasttrac.org/courses/course-v1:Kauffman+nv+nv/courseware/300307d3d2a64d54990a0901380be251/5042aa86ce4445a58e3d08e74c37aef3/" 

Your Cash Needs and When You Might Earn a Profit 


 HYPERLINK "https://learn.fasttrac.org/courses/course-v1:Kauffman+nv+nv/courseware/300307d3d2a64d54990a0901380be251/7c2045d1c6d346bb8f57793a4cf435a7/" 

Refining Financial Assumptions and Seeking Funding 


 HYPERLINK "https://learn.fasttrac.org/courses/course-v1:Kauffman+nv+nv/courseware/300307d3d2a64d54990a0901380be251/81e5736b70b344c1b8066e15aefc09ed/" 

Putting Together a Business Plan 

Week Seven - LaunchRaleigh “REFINE”
Building the Organization and Team 

   Filling Management Roles 

   Management Team Compensation 

   Recruiting and Hiring Capable, Self-Motivated People 

   Outside Resources 

   Boards of Directors and Advisory Boards
Your Cash Needs and When You Might Earn a Profit 
   Cash Flow 

   Measuring Cash Flow 

   Break Even Point
Refining Financial Assumptions and Seeking Funding 
   Refining Assumptions 

   Your Funding Needs 

   Your Funding Goals 

   Funding Sources 

   How to Approach Funders
Putting Together a Business Plan 

   Do You Need a Business Plan? 

   Executive Summary 

   The Final Details 

   Assembling Your Business Plan 

   Evaluating Your Business Plan 

   Business Plan Checklist 

   Presenting Your Business Plan
1.  Company history and background

2.  Concise product/service description

3.  Proprietary rights

4.  Unique features and competitive advantage

5.  Management team

6.  Market analysis

7.  Financial picture, cash needs, and purpose of new investments (if any)

8.  Growth and spin-off opportunities

9.  Potential risks

10. Exit strategy for potential investors to capitalize on their investment (if presentation is about securing funding)
Week Eight - LaunchRaleigh “LAUNCH”
The last 10% it takes to launch something takes as much energy as the first 90%.

– Rob Kalin, Etsy

Process Optimization
· Creating an Operational Systems Workflow 

· Measuring Performance 

· Achieving Clarity for the Future
Launch Plan Checklist                                                         Y     N

	Define a marketing budget.
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	Select one to two marketing channels to start with.
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	Define what success looks like and select metrics.
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	Create marketing materials for the channels you've chosen.
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	Identify an influencer list.
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	Create a "soft" opening.
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	Get feedback on your launch materials.
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	Create a press kit.
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	Establish your web presence.
	[image: image19.wmf]
	[image: image20.wmf]

	Set up your analytics.
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	Plan for your ongoing relationship with customers.

	
	


Leading the Organization
· Starting Out 

· Avoiding Pitfalls 

· Getting Support 

· Giving Back 

· Entrepreneurial Leadership 

· Your Changing Role 

· Strengthening Your Management Team 

· Being an Inspiring Leader 

Culture
· Setting Your Organizational Culture

· Reinforcing a Healthy Culture
Measuring & Analyzing Financial Results
· Comparing Results with Projections 

· Analyze Profits on the Income Statement 

· Inventory Management 

· Collecting Accounts Receivable 

· Minimizing Liabilities 

· Operating Controls
Description of Exit Strategy

Organizational Values

Many of the things you can count, don't count. Many of the things you can't count, really count.

– Albert Einstein

What’s your launch Plan?
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