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What is a Business Idea?
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Business |dea 11516 e

Business idea is a concept of making money
by providing goods or services that solves a
problem or seize an opportunity in a market.
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Business ldea Briefing
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Methods that can be used for Idea Generation
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Mind Mapping
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Design Thinking SCAMPER

(Substitute, Combine, Adapt,

86@)@ 5356)3)(5 Modify, Put to another use,

Eliminate, Reverse)
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Bralnstorming

Group discussion to produce ideas
i or solve problems. Free flow of
ideas with out of the box thinking.

HAVE T0 THINK!

SOURCES OF FUND o
COST ESTIMATION
BUDGET PUAN

.o lutstion!
’ WHAT MUST DO FIRST!
' WHAT I THE #RODUCTT

WHAT I THE PLAN!
. i WAAT S THETARGET

HOW IS THE MARKET CHANCE!
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Mind Mappmg SoDES asas)cs@

Visual technique to organize thoughts'
and ideas around a central topic. ot

GENERAL REVLEW PERFORMANCE
FUTURE STRATEGY PLAN
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The SCAMPER model

Seven perspectives to provoke creative solutions to challenging problems.
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Replace a part,
material, or
process with
something else.

Join elements,
ideas, or
functions
together in new
ways - or find a
new element
you can merge
with.

Modify
something to
better suit a

new purpose,

person or
context.

Enlarge, reduce,

change the
shape, or alter
attributes. Can
asmall change
have a big
effect?

P

Put to
another use

Rather than
changing the
thing itself,
consider
changing the
context it exists
in.

Remove
elements,
simplify, or

pare down to
essentials.

Is less more?
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Eliminate

Reverse

Flip the script,
re-order your
priorities,

invert cause
and effect, and
turnitall
upside-down.
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Design Thinking $6®@8ma)@® D)5

Design thinking is a problem-solving
approach that focuses on understanding
people’s needs, coming up with creative
ideas, and testing solutions to find what
works best.
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Getting Customer Insights
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" Deep understanding on customer’s unmet needs,
¥éw 4 behavior and motivations. Tools that can be used
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Analyse an
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ldentify the pain points of the customers, find the patterns
common in customers and covert into a business idea.
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Personal
Experiences
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Talents &)
Hobbies
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Customer
Needs and
Market Gaps
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Technology
Changes and
Market Trends
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Existing

Business |deas

and Franchises
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|dea Evaluation
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Do you know, 95% of the Startups fails are due to Lack of
Understanding on Customer Needs!
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Idea to Opportunity
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Opportunity = Opportunity Opportunity
|dentification M Evaluation Exploitation
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|dea Evaluation Techhiques
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Business Idea Evaluation Steps
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Initial Screening

Is it aligning with your
passion and talents?

s it realistic?
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Step2

" | Market Feasibility

Is there a continuous
demand?
Who is the target

A market?
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Step 03
Technical Feasibility

j Can it be built
| efficiently?
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Business ldea Evaluation Steps
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Financial Feasibility [, ,|Competitive Analysis | Legal Feasibility
s it profitable? | Who else is offering similar | Is there any legal
Return>Cost | |solutions? What are their V| barriers?

ARB GIBNDG uniqueness? | Ethical barriers?
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ldea Evaluation Summary
D150 FeAS FPOBCO S5I0I0WE

Practical? Profit
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Demand?
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STRENGTHS
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WEAKNESSES
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PROBLEM

What are your customers
biggest prablems?
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EXISTING ALTERNATIVES

Are these current problems
sdived? it so. how?
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SOLUTION

‘What are your solutions for
each problem?
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KEY METRICS

What analytical numbers will
prose your businese & doing
Wal? What do vou expec?
these figures to be?
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COST STRUCTURE 365

What are your significant fixed and variable costs?
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UNIQUE VALUE
PROPOSITICN
What is your clear and
six are mas#et sustement

that will turn your target
prospect into a customer?
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Are these current problems
solved? it so. how?
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Business Canvas 5)35)6 a3
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UNFAIR ADVANTAGE
‘What makes you unigue that

cant be copied, adaptedior
bought?
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CHANNELS

How will you reach your
customers?
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GUSTOMER
SEGMENTS
Who are your target aus

tomers and what market are
they in?
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EARLY ADOPTERS

Who ore your most valuoble
customers?
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REVENUE STREAMS Dz#n®

How mush money will you make and from which channels? What is your
Total Addressable Market (TAM)?
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