Learning business and
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Registration & :C

Introduction

&
Learning entrepreneurship and being innovative (Part I)

BRIZE - TR (55—E0o7)
Contents: introduction,
entrepreneurial characteristics (K7)
RE: fl o ~ REREHE (KT7)
Group Activity: Building Block Play
INBIRED: ERARHIREA
Contents: design thinking, 4Ps (E5)
I SR 4E - 4Ps (ES)
Learning entrepreneurship and being innovative (Part Il)
EAIZE - TR (55 —8057)
Contents: market research (E5),
customer identification (E5)

N A (E5) ~ B (ES)

Guided Case Study
EHEE
Contents: Case highlight, business environment (K7)
WNES: ZEPIERL - FERERER (K7)

First round submission guideline
F—m{FanfE a5

Q&A session B ZIRED

Curriculum Development Officer of Technology Education Section,
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Mr. Jonathan Wong, Center for Entrepreneurship, CUHK
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Dr. Frank Ng, Center for Entrepreneurship and Centre for Family
Business, CUHK
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Do you want to win?
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Contents N

Why successful and failure?

Entrepreneurial spirits

A killing idea

Design Thinking

Group activity: Building block play

Market identification: TAM SAM SOM

Customer identification

Concluding remarks
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Anything common amongst these brands & companies?

BRI EE (TSR A



“If you aren’t
making a difference
in other people’s lives,
you shouldn’t be in business
- it’s that simple,,

AIRNRA Be R B AE TR A » IR e 4K R ~ BT B
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“If you aren’t
making a difference
in other people’s lives,
you shouldn’t be in business
- it’s that simple,,

Are you making our lives easier and happier?

VB BB PN THT L) SRR ~ R 7
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Why do most
startups fail?
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The Top 12
Reasons Startups
-ail

I I

B2 CBINSIGHTS

Top reasons startups fail

Ran out of cash/failed
to raise new capital

No market need

Got outcompeted

Flawed business model

Regulatory/legal
challenges

Pricing/cost issues

Not the right team

Product mistimed

Poor product

Disharmony among
team/investors

Pivot gone bad

Burned out/
lacked passion

4
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_ 38%

I 35%
N 20%
I 19%
N 18%
I 15%

N 14%

N 10%

N 8%

. 7%

I 6%

FS%

Note: Based on an analysis of 111 startup post-mortems since 2018.
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Source: https://www.cbinsights.com/research/startup-failure-reasons-top/
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TR T e B st
= IANEIEREGS
? The failure rate for startups is currently 90% H Fij ¢/ 8l 1> 2RV LR 57290% - .

-*8  10% of new businesses don’t survive the first year. 10% V¥ Bl DM EE B EE—4F - .

34% of small businesses that fail lack the proper product-market fit. 34% HY2& M/ NMEZERE = &
MG - .

==

22% of startups that fail don’t have a sound marketing strategy. 22% By & /N, H 553%
HILTHE SR - .

5

[s.] Payroll and rent are the highest costs a business incurs. ¥ <7 HE BT ARHIEA - .

Ref: https://explodingtopics.com/blog/startup-failure-stats 17
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Global business
entrepreneurs

EXANGHE Sibe X

Their spirit / attitude?
MMEAE T [ R 2







Do you have thelr attltude? 1’]”E§%7§1J¢MF?EI\ REE ?
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The spirit /
attitude of an
entrepreneur

SERNTFE %EE/

/u\JX

1. Ambition Zi[q / &
Decision making
jll-"—‘At

Creativity Bl|72Z /]
Innovation ¥

Optimism 254
Positive Attitude
TR REE

7. Possess skills and
knowledge

A RRE R AR
8. Independence J&1T.
9. Enthusiasm ZV&
10. Commitment K&5

S

Q) e B

11. Leadership qualities

12.

13.

14.

15.

16.
17.

SHE RE
Future-oriented - think
about ahead

I [A) AR -~ FifiE
Self-confidence
SLEUR
Self-motivated

SRz )

Diligence &jj&%
Flexibility 225 4

Ready to undertake
risk...

AE R E A .
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What is a killing
idea?
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BI5GB
Creativity Theories

 Creativity gl|%& 1J
* |nnovation El3
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Build Tomorrowland for young people 8 A i iEHH H tH 55

L a

Tme | hawes JRemrs

10-10:10 am
(10 min)

10:10-10:15 am
(5 min)

10:15-10:35 am
(20 min)

10:35-10:50 am
(15 min)

10:50-11:00 am
(10 min)

11:00-11:10 am
(10 min)

Briefing and teams’ formation

e R R A 7

Distribution of building blocks
TR

Discussion and preparation of
Tomorrowland
Tomorrowland FYVETEmEAZ= (A

Presentation to judges
ERESEAN
4 best teams’ presentation

TR EERRER

Debriefing
e A

40 teams to be formed and divided into A, B, C and D group.
2 teams can combine to become 1 big team.

YEAHFRAOXIR(T » W57 5 A ~ B~ C ~ D JO4H -
257 R DLE GRS IR T

Each team will get a bag of building blocks
FEEFRS G EE—SEK -

Each team should discuss and build Tomorrowland within 20
minutes

EHE B ETE 20 7788 N T 5mG 2 1T Tomorrowland B H {57 -

Each team should present its Tomorrowland to judges within 1
minutes  EREEFRIELE 1 7588 N A5 Ry
Tomorrowland BH H tH54E 5 -

Judges will select the best team from each group to present.
PR TR A NAH HR 2 Y B (R (TS © (2 min for each team)
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Judging criteria 2FH|FEAE

T

1 VRENAEER 28l 9 How innovative your idea is? 25%

2 YRENAE R B A iR What impact will your idea bring to the 25%
AT TR L 7 young people market?

3 TRENEIZETE ERE B TFE R & ? Can your business idea continue and 25%
BIEsR4=Eig5 grow? i.e. sustainability

4 WRELE — L 5CERE X ? Do you have a perfect team? 25%

B E R & E i.e teamwork

32



Design Thinking Process %=1 E 4E B2

Discover #3 Design 23 Deliver &z
Understanding ends in insight Creation ends in ideas Delivery ends in reality

FRAR 11 FASFIER ) - BIEDEAAER RATHIRE &R

0 Y = 5

Empathy - Define |deate Prototype Test

Iﬁjfilﬂ_‘\ ﬁ% Eﬁﬁ%//%%}\ J;l?\‘i@‘ 7\EU%EE

33



1. Empathize: interview, share ideas
[EHC - BRET 0 o EEA
2. Define the problem: actual needs, formulate

Design problem statement
Th|nk|ng EFME - BIEFEK - HilE MRk
PFOCGSS 3. ldeate: sketch up best idea
B ENRERE
an+/u\ \\& 4. Prototype: combination of idea
IE e FA IS
5. Tested: apply your learning, solve real
problem /

M - S2LIRH - R E TR
4

o 34




* Express your reflections and thoughts —
there is no ONE right answer. Everyone has
different views, and this is a good thing. The
process enables these different perspectives

Bwldmg to come out.

Block FE RN BB A —— 25 —E WD
EE o FHEANTBEAENEL  BEETFE -

Play R 1o 5 R ] B A BT e -

* Listening to each other.

HAEEES -




* ‘Think with your hands’: If you don’t know what
you want to build, it is often a good idea just to
start building.

FIRHVEEFREET L ARIRA RE RS
fEE e - ARy e TR -

Building

BlOCk * ‘Listen with your eyes’: Look at the model that is

being shared — use your visual sense to grasp

and understand even more of what the other

participants are describing.

"HIRAIRIE RS BH I E ZAE ’

A — — FURAY AR AR AR S M e B 25 Eo A 2

BB AN - /
> 4

o 36
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Principles for consideration

= IR Al

Nature inspires beauty / wonder

HINEEERE [ 2718

Colour generates interest Bt 7 4= Bl il

Furnishings define space [H &% E & 25 H

Texture adds depth &FHEETIEE

Displays work (drawing or artwork, etc.) enhance
environment

R Ein (A8l mE ) WiRRE

Elements heighten ambiance (e.g. lighting, flowers, music,
etc.)
SRR SE (BT - EE1E - B8

Focal points attract attention (e.g. something exciting to
see when entering the room, etc.)

%E%)ﬁ?r%@ | HE (Pl A SR E ES N EETY R
PiEE3

37
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SOME EXAMPLES —£G




* If you do not have enough blocks
or the blocks you want, think

%*ﬂﬁ%ﬁ about how to get them!

Building IR R AIHTROR » B
Block HIRESETRON - (BB
Play EEE |

 Are you ready? TE{AFHLA ? /

/ 39
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Are you filling the market gap?




13522 P AE A ?
Where i is the gap’




TAM SAM SOM

BB TS

» Total Addressable Market
How big is the largest market?

H AR TS

» Servicable Available Market
What kind of portion of the market fits you?
A ESHYTS

» Servicable Obtainable Market
What portion of the market are you able to reach?

FHIRRE / TR

» Earlyvangelists
What are your most potential customers?

https://gustdebacker.com/tam-sam-som-market/

42



TAM SAM SOM B

TAM #BERS

Total market for your

product.

SAM THERANTE

Percentage of SAM you can
realistically capture.

SOM A SN TS

Portion of the market you can
acquire based on your
business model (your
targets).
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Markehng Mix

=G

FE Hi =§iz TTIHTRE e

Product Pri Place Promotion




i
i

Product 7 oo

* Image . B

* Quality - BE

* Brand o Ghps

* Features o HEA

* Variants o §pppman

* Use case «

* Availability o O] FME
* Guarantee o [F2%

" Support » Sk

48



Price {E 5 SSS

Strategy Positioning Discounts Listings
TR TENL gl JH B

PRI Free gifts Value-adds
Methods

F 57 T e H{E

49



Place 47 §H 22 H

* Distribution . 355

channels IR
* Retail $=E

* Wholesale * fLEHY

* Online * ARSI

* Local *
o 'CE;D

* Exports




Promotion #&E

13

* Marketing o P
* PR * N[5
* Branding * mmhRIEE
* Packaging o El4E
« Adverting o B
* Sales staff  SJHE A 5
* Methodology « &

« Communication  * JEiH

51



4Ps only?









I\/Iarketing Mix
P }%\\

JEE
Product

SR

Process

W s R

FEGIEGITeY Productivity

8 P'S & Quality

Clhe Marketing Mix

Place

AR

Promotion physical

SUGEGIES Packaging

BiS / 5it ()

55



People

Staff

Leadership team

Culture

Customer Service
* Training
e Skills

* Remuneration

* =
* SHEDLT
+ 3k
* B
« 3lI%R
* SHE
o R

56



Process JfitFe

* Business-led « IFEBETE
* IT-enabled - T

 Service delivery ¢ iRFBAAT

* Response times ¢ 7 JEAS ]

e Customer focus  * DI A0,
* Complaints « RFfF

* R&D * I FTEL G

57



Phy5|cal Evidence (Packaging)
I=| E./i;‘ﬁfdl (@ )

 Store design and layout ¢ EgHEcET B

* User stories - HEHEE
* Online experience o 25 FHRSEy
* Sales staff - HEAE
 Product packaging o FEhnELZE
* Social sentiment o s
* Office premises AN
« Recommendations o ZEiE

* Buzz * RATEE




Partners £44

Network
Affiliates
Suppliers

Service
Providers

Producers

Consumers

LN

448
URiEEYAE]
R

A LR
FEHE
HEE
Bl
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I\/Iarketing Mix
P )é“

JEE
Product

SR

Process

W s R

FEGIEGITeY Productivity

8 P'S & Quality

Clhe Marketing Mix

Place

AR

Promotion physical

evidence .
Packaging

'S / ot (RE)

61



4Ps or 8Ps?

* |t depends on what you're marketing. The 4Ps often suffice for
physical products, while the 8Ps are particularly crucial for
services, digital products, and complex customer experiences.

©  EBAUARIRITHEIVETREE - BN ERE M » 4P B e
T MRS ~ Bz e 25 A %‘e » 8P Rl 5]

EEL

fimng




4Ps or 8Ps?

* You don't have to choose one over the other. Think of
the 8Ps as the 4Ps plus an essential service-extension
pack.

* AR MEME ZREITE B o IR A DIE8PE EL AP
E—EnERIREETA -
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{EA

Personal:
0 Age
= Occupation

» Education

Psychological:
= Motivation
* Perception

* Beliefs and attitudes

L

O =

Environment:
= Technology

= Economics

* Inflation

= Politics

T8

N
&
S
o

XAk
Culture:
* » Social status
= Social class

* Subculture $ iﬁ

e ©

- Reference groups
= Social roles

» Status

» Household type

CONSUMER
BEHAVIOUR

o
%
2
17

®

Marketing:

- Strategies

* Promotions

= Advertising

« Communications

©

Social Media:
* Youtube

* Facebook

* twitter

e RS

Customers' Response:
» Selecting Brand

* Buying time

* Repurchasing %: Jf' Eﬁﬁ‘
* Buying intervals

Consumer
Behaviour

HEETT Ry

65
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e TPEE?
What is my

solution?




1. AR

EZHHGE

Lean Startup?

HEAISE




Get out of the
building — check
with potential
users

IE B RS —

HRIERPZE

=\
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Value Proposition fH1E-

GAIN

BEalE=

1E %

a PAIN
RELIEVERS

e

i

23]
GAINS

=

N,

CUSTOMER
JOB(S)

EERR

Value proposition canvas is a tool that allows you to design, test and visualize
the value of your product for customers in a structured way




EEHTEEM

Value Proposition Canvas B & FHER

Value Proposition Customer Profile

EH FEEfae—
fETH » Brell4E
Y T ZUE B o >
oaT ~ HEAAIR A,

E%E‘B%EE%\ZWE

Gain creators

71



HiE Fikets

(TR T AL
BB B S B IR TP i 4
% FIE BRI R -

‘Tigiﬁfﬁggfﬁﬁj%ﬂ 1 Alexander
Osterwalder fH-5i2% - 5FMHER
e i T AR -

Ref: https://www.youtube.com/watch?v=ReM1ugmV{P0 3:12

72
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Value Proposition Canvas {E1H F R4
I THE?

Value Proposition Customer Profile  what Gains do they

hope to achieve?

REAWRLE =
B RYIE B ?
What is the
Customer Job-to-

Customer | beDone?
jobs

Gain creators
Products
& services

N

Elll Pain relievers

S8

a5 WL S

nw

they
experience?

73
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Value Proposition Canvas &g FiEE4
%gfﬁ%ﬁ%@

Value Proposition Customer Profile 5 dothey

hope to achieve?

Gain creators BT

cf}f TS &
e
What is the
Products Customer Job-to-
& services j((?)LLsstomer be-Done 7
ST =

E"I Pain relievers

S8

il A ey 4L R

AR LR 5 2

What Pains do

they experience?
74



Invisible Braces

=




> Product-Market Fit: Which Customer will pay for
the new solution? EST8aERE « MR EgRwRR T ENE

IR Comparable *  Improved Look SN =
perfarmance * |mproved self-esteem ELEIN i
GAIN CREATORS GAINS
A -.:‘_:; Wear braces

PRODUCTS to align teeth

~CusT
2 SERVICES 10 .
Transparent Wire g: WA ERIETH
& Braces PAIN RELI EVE_RS PAINS o
~ " noe
EREBENZH [+ Reduce Uginess () S
«  Slightly Higher Cost Uis::um or %ﬁ;ﬁf (-)
—_— gly (-) SHEE

B BRR g
. g%@%m Female Higher income
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Where do you start? {tIHf#EBF4EIE 7

Where is the market gap?

TS ZE PR AEE 2

Understand customers’
needs and how do you
help them solve their
problems?

TR PSR AR AN
{n[EE B FIRA R TR 2

Why do you think this
opportunity has not been
fully utilized?

IRaR s B S
MRS 2




- ARELERE I P R AT R
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. PRAVZ LR PR 7

IR T FRARE T B 9 . HRrEAME AR (SElE) i

(S (EE ? e ARy 2
Koy Ry (1 TS (EARE S = R TT o7

FIF 2

. IRV FHESETE ? (RAYE ek
I A R L ks (IREY " Bk
) PHEZFIRT - R TR
AN EIHYHE TS 2
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1. gA A REAERCEESR L ©

2. {REdEA EHERYRREE ?

3. IREaHEBHIIENE 7

4. {REmER T Sz 2

5. {RHVEER T2 EIEARA TR ?
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How can.you win,at the
_~starting line?
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