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I-Corp =217 ATH

« O|=INSF7t F=25H0] At A 7| 20| utst7|& R&AD H1t22| AFY2HE FXISH= Federal Project

« George Washington L&t & 2| 7|20 I-Corps NodeE 73t 73 &2t Online 1t Offline=
HH SO, Science & Technology Commercialization Acceleration Program= 23

our Impact | by the numbers

J
] .
) ‘ O RP s Over 1450 Teams from over 230 universities trained

)
I NSF Innovation Corps

LA A A A
[ p——
SBuuwus

More than 600 startups formed by teams

More than $210MM in private funds raised
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BUSINESS MDDEL CANVAS
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I-Corps is NOT about:
Selling
Pitching

Raising Funding
Writing Grants
Writing Papers
Writing Business Plans




I-Corps is a process that helps you
determine:

What do your customers care about?
&
Can you build a viable business around
your innovation(s)?

Do you have product-market fit?
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>100 face to face interviews with
potential customer and partners.
We focus on customer discovery.
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The Business Model Canvas """ it o
=y T e . By \ . ,
Key Partners i ; g Key Activities Ej é Value Propositions S Customer Relationsh IPQ Customer Segments &

>100 face to face interviews with
potential customer and partners.
We focus on customer discovery.

Business Model Canvas: value

Key Resources _ % z Channels @‘3

propositions, customer segments,

key activities, key resources, key

partners, channels, and revenue
streams

Revenue Streams

¢

Cost Structure

wwwibusinessmodelgencration.com Lremmmmemsmnens @@ ® @

We work from the Customer Discovery method developed by Steve Blank
& the Business Model Canvas popularized by Alex Osterwalder.
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You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow's enterprises. It's a book for the ...

WRITTEN BY
Alexander Osterwalder & Yves Pigneur

CO-CREATED BY
An amazing crowd of 470 practitioners from 45 countries «

DESIGNED BY
Alan Smith, The Movement

/ .// Strategyzer | Vi
} Series

| strateguzercombmg |
|, International Bestsaller

Steve Blank
Stanford & Berkeles

1< P b o) 00s/05




LaunchPad Central

Week € < 8 > »

Key Partners

We heip parents create mullimedia memoiurs of thesr farmely’s lite

Companes w/ catabuse of
Iforview wjects

Software unmpm‘ml

W
Univensities. Dachoois, Customer acquisition
UsChots. skl sCenCe

UX design

Key Resources
Softwire developerns
Data aralytics experts

Cost Structure
Softwarm deveicpment

server ‘oes

Organizations

Business Model Canvas
Value Proposition

Save tme preoan) loe trad

Save ime on sach study: mom
sificant data colecton

Mort oot ety amenge vvion
aamety bedors and g vt

Reduce recundant work
acceas & learn from.

More etloctively levernge video
mssets befors and dunng ral

Lrovow) DOTs dugfon oans
10 8ot Bvough data. .

Revenue Stream

Customer Relationships

Teams « Cohort Analysls

Weelly Activty  Presectaborns  Scomcard  Team Profie

Get: SEM; SEQ; sockl; blogs o Product Ownen - brand and

Kot product enh@noements;

surverys; high swiiching costs Fotmig e on
V) Grow: croes-seling, up-eeling,
unbundfing: Facebook * Low B
Channels (e
Markat rosearch frrma
Denct Sales
* Later atage srtrmpondsrs
Dedicated e-commerce
o Product Owners - brand and
Aop Stores product maragers

Manthly subscrption fees: per
user based an 100ks needed

Frou data coflection, Foe-
based data analysis
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Box.com
. X2 |

= 2Eo¥ 77 2019-02 Intro to |I-Corps TEAMS
Hz 5

e o - =
RAIE 01_Intro to 1-Corps Day 2 Presentation Due 2-15-19 . startup@accelerating.kr 247) T
L) or2
=0
= Not 02_Midpoint Presentation Due 2-21-19 20193 22 232, Stephanie Asher 2174 o
5/ Notes
HEXES 03_Final Presentation Due 2-28-19 20194 32 5%, Christine Pintz 197§ T
27477

Course Materials TEAMS . GIRIDHAR SRINIVASA

._,
|
)
El
e

Lectures . Stephanie Asher 1274 ot
GW Intro to I-Corps 2019-02 Syllabus v4_TEAMS.pdf [V2 2019\3 28 162, Stephanie Asher 748.3 KB
i
WEBEX Instructions.docx . Ryan Onsgard 101.8 KB
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Eventbrite

eventbrite

Business Model Canvas Workshop is Wednesda

y at 5:30 PM

Organized by GW Office of Innov

Don't forget your tickets

Mobile Tickets

o Avaibieon

Paper Tickets

Open the email attachment
or download here

Questions about this event?

Contact the organizer at jbautista@gwu.edu

About this event

Wednesday, February 13, 2019 fr
om 5:30 PM to 7:00 PM (EST)
Gelman Library

2130 H Street NW

Room 219

Washington, DC 20052

Add to my calendar:

Google - Outlook iCal Y
b

=X Et2

EORGETOWN o
HdE
Q ashingto
7| 2] =
FOGGY BOYTOM @ I
sljotat i
The White House =

2121.7| o o @
@EeEBrmots! ¥ map data ©2018 Googie

A greateventcan

your life

Eventbrite - Discover
popular events & nearby fun

Eventbrite QE{EH|QIHE

© HHo|E7t

D oliclE F=H

Anytime

San Francisco

Anything

Search for

\SBO at MEZZANINE

the best your city
has to offer




2-1 GW Node

New England Regional
Innovation Node (NE I-Corps)

Bay Area Regional
I-Corps Node (BA)

l I-Corps South Node (SOUTH)

Nodes and Sites Map




Proiram Director: Instructors:

Dan Kunitz Dan Gordon

Director of I-Corps at GW Director of Research and
Office of Entrepreneurship Technology Partner

The George Washington Valhalla Partners
HiIvessity pipik1199@gmail.com

dkunitz@gwu.edu



Jim Chung

Associate Vice President for
Research, Innovation and
Entrepreneurship

The George Washington
University

iimchung@gwu.edu

Dave McCarthy

Associate Director of I-Corps at
Office of Entrepreneurship
The George Washington Unive
dmccarthy3@gwu.edu




Bob Smith

Director, Fed Tech I-Corps Program
Office of Entrepreneurship

The George Washington University
bob.bobsmith@gmail.com




Teaching Assistant:

Stephanie Asher

Program Associate

Innovation and Entrepreneurship

The George Washington University
saasher@gwu.edu

Ryan Onsgard

Project Assistant

Innovation and Entrepreneurship
The George Washington University
ryanonsgard@gwu.edu




NEW VENTUR
COMPETITIO

NVC

A program of

- Office of Innovation

~_"" | & Entrepreneurship

Z T

GEORGE WASHINGTON UNIVERSITY
NEW VENTURE COMPETITION

Build your ideas, engage with experts, and journey to the finals.
Win $300,000 in prizes.

Aszend Finals April 18, 2019



https://newventurecompetition.gwu.edu/

students, faculty, and alumni with real-worla

experiences in entrepreneurship that can't b

replicated anywhere else!

GW students have the opportunity to compete in
three tracks, Tech, Social, and New Venture and
bring an idea to the table, work with mentors to
craft and pitch a stellar idea, and vie for cash and

non-cash prizes equaling $300,000.

Attend Finals April 18, 2019

2018 4th Place Team - Sassy Paints



https://newventurecompetition.gwu.edu/
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Course Opening

[-Corps National Teams
Program, I-Corps Go, SBIR

+ Venture Creation Support

. X} El
GW Mentor Business Model Workshop 1A & PT
1 —;F—II' Networking Canvas . Iuntroduction to Lean Start- CHELA 7HA
Eve nt WO rkShOp . Czstomer Segments * Ecosystem Hypothegis
* Value Proposition Design » Customer Hypothesis
* Hypothesis Development
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Feasibility : : el
Analvei Easy Financial 2K} PT
=% Customer Discovery nalysis for Startups
2K} Workshop L e
Interviewing & Cold OlE|EZ E3 St A
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2-1 2|23 (for 2L

=5 E-|)

Mentoring
=%} I-Corp Teaching z23 Beyond
r =2 A7) Philosophy (How to get, keep, BMC
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o 24 oCourse Opening o

. Xl El
GW Mentor Business Model Workshop 1A & PT
NetWOFking Canvas « Introduction to Lean Start- . BELA TpA
Event WorkShop . gﬁstomer Segments » Ecosystem Hypothesis
* Value Proposition Design » Customer Hypothesis
* Hypothesis Development

13X}

O oiein 913y
Customer Discovery
Interviewing & Cold

calling & Script
workshop
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Teaching
Philosophy

Mentoring
=
(How to get, keep,

and grow a mentor
network)

Beyond
BMC
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3-1 GW Mentor Networking Event

0
GW Mentor (15~20)HELt HAUEO| M2 BtLt= A2

Networking
Event
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3-2 Faculty Development Day 1
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Teaching
Philosophy
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Document
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Teaching
Philosophy

Faculty vs. Mentors

Faculty Mentors
* On the side of the process * On the side of the team
* Guide the team to insights » Consult with the team

* Authoritative » Motivating

THE GEORGE
WASHINGTON

UNIVERSITY

WASHINGTON, DC
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Mentoring
T2
(How to get, keep,

and grow a mentor
network)

"
Adobe Aaobat
Document

How to get, keep, and grow a mentor network by GW 212 E & E{ jim Chung

2013 AEIEY 2| ZEMIES| ek 159 &
¥ no business, M 2|42 FTH, A& & = UL E T F)

ol 0| H| (MBI 22 MU H
ThAl QehEE W, A HEZ M| AE
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|>

Gw ¢ 0|l 300 E-G5t= o] 22| A|ZH0] a%!(%-i-/Pl&ELOI HQotA
EOo|HEE &, of7jo|alst 207t ol AE MOl =X 715 HEE =)
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H E 0| | F= 71 X|(giving back(A2]| 22| £H&), keeping fresh, new opportunities,

education, networking, prestige, acknowledgment , fun)
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Mentoring
=
(How to get, keep,

and grow a mentor
network)

THE VALUE OF HELPFUL MENTORS

Average Funding Raised by Stage

3500000 -
3000000
2500000
2000000
=—=Don't Have Helpful Mentors

1500000 s—=Have Helpful Mentors

1000000 -

il i

Discovery Validation Efficsency Scale

*Based on study of 650+ start-up ventures (The Startup Genome Report, April 2013)

20 pauebdnues

THE GEORGE

WASHINGTON
UNIVERSITY

WASHINGTON, DC
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PP MENTOR DOs & DON’Ts

(How to get, keep,
and grow a mentor
network)

DO help the team:

« Cultivate their own network
 Listen, not sell
« Establish credibility and accountability




3-2 Faculty Development Day 1

Mentoring

Z23 MENTOR DOs & DON’Ts

(How to get, keep,
and grow a mentor
network)

DON’T:

» Talk about yourself

* Focus on the technology
* Do the work for them
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Mentoring

=2 MENTOR DOs & DON’Ts

(How to get, keep,
and grow a mentor

- CHARACTERISTICS TO SEEK:

« (Good listeners

* Interested in learning
* Relevant experience
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Beyond
BMC

| B
prF

Adobe Aaobat
Document

- Other Tools by GW 2| 2 E & E{ pan Gordon

BMCE E L} Z2}5t= Tool E8

Market Type: 7| =A| & (existing markets: can you provide
something so much better), X A| =2} A| & (re-segmented
markets: whole food, southwest), 2 A| & (new markets:
groupon), = X A| & (clone markets: baidu)

Market Size and Sizing: Secret: Never do top-down, you have
to do bottom up

Petal Diagram: corp. higher edu, startup ecosystem(visualize
by using petal diagram)

Channel Economics : 2+ 0 =

3 2EHSH O E 725 2olg = US.
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Beyond
BMC

Market Types

Customers Known Possibly Known Unknown Possibly
Known
Customer Needs Performance Better Fit Transformationa Local
| Improvement Version
Competitors Many Many if wrong, few if | None None
right
Risk Lack of Market and product Evangelism and Misjudge
branding, sales re-definition education cycle local
and needs
distribution
ecosystem
Examples Google Southwest Groupon Baidu

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC
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Why is Market Type Important?

Beyond
BMC

When to use it

« Well, it affects...

Market size — Channels lecture
— Cost of entry — Partners lecture
— Launch type — Revenue Sources lecture
— Competitive barriers « Office hours
— Positionin :

o dgl — Help team to pin down some
— Sales mode ;

) of these issues
— Margins : ¢
» Discuss with Mentor

— Sales cycle

— Ongoing capital needs
— Time to profitability

THE GEORGE
WASHINGTON

UNIVERSITY

WASHINGTON, DC
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Beyond How to use Market Sizing

BMC

« Exercise for all teams

» Ask during office hours for teams that
are chasing a small niche

THE GEORGE
WASHINGTON

UNIVERSITY
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Beyond
BMC

The Petal Diagram is a visual tool for
showing competitive landscape and
market sizes

Corporate

> FranklinCe \
McKinsey&Compa ~

w‘g You start by drawing a “petal” for each
uu of your Customer Segments

d.
lm.b D' Stanfor
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Beyond
BMC

Estimate Market Size for each of the
customer segments (petals)

Corporate

US Market
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Beyond
BMC

How to use Petal Diagram

« Exercise for all teams

* Helps to:
1. Understand competition
2. Evaluate multiple initial markets
3. ldentify new Customer Segments

THE GEORGE

WASHINGTON
UNIVERSITY
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Beyond
BMC

Cost of Goods

(Supply Chain)

SG&A + R&D

Your Revenue

PROFIT

List
Price

End Consumer
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sond | HOW tO USe Channel Diagrams

BMC

« Channels lecture

« Review in Office Hours for teams that are having trouble with

channels
List
Your Revenue Price

Cost of Goods | SG&A

PROFIT Reseller

(Supply Chain) [+ R&D

Distributor

End Consumer

SG & A - Selling, General & Administrative Expense - ZtOjH| 3! ut 22| H|
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3-3 Business Model Canvas Workshop

2 LA Dol ZHEH A0 Chst 0|2 29|
- 1A|ZF 308 AR

Business Model _ 0|20}t Zo| QI A|E HYZ (BMC, 7|

Canvas
Workshop




3-3 Business Model Canvas Workshop




3-3 Business Model Canvas Workshop

The Value Propc

Value Proposition




3-4 Course Opening Workshop
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3-4 Course Opening Workshop

oCourse Opening
Workshop

* Introduction to Lean Start-
up

» Customer Segments

* Value Proposition Design

* Hypothesis Development

2IAEFE A0f| CHOE A7l BMCO|A] 02 & ZFX|X|QF A7Y, 7HE +=E
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3-4 Course Opening Workshop [l G

Adobe Aaobat Adobe Aaobat
Document Document

Introduction to Lean Start-up/Customer Segments GW 2|2 E & E{ pan Gordon

« AEFERE FAQI7E? Temp. org.

« ol HI{St=7}? No demand from market

« 2270 GW I-corps & 27 (O| &, @H O| &, M &/7|=/2 E/0I0|C|0]), 60 &2 271
- H=L|A REZ ZACIT7E? how you make money?

* Product, Market FitO| -d &S} X| B2 H? STOP sign and need to stop!
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| Jums T gy [ B oy

Overview  Osswcedn Dot Wis  Aovcuodemars  Frojiess

How to Build a Startup (EP245)
'f’ Tho Loan LaunchPad

[

oranies, game chargers Q'—J
utmaded business medels
4, It's a book for the

You're holding  hancbg
v chalkergers striving
al design lomanow's

Business
Generation

WRITTEN BY
Hesrca et

i & T Pgues
EO‘ REATED BY

AR T s e 3

DESIGNED BY
M Lk 5 T Nt

Cais - B0p  Sygele

Ar w (WTewn 2 G4 0

THE STARTUP
OWNER'’'S MANUAL

{'he Step-by-Step Guide for
Building a _G}ethomparq

N\
NS
. Wi
Steve Blank and Bob Dorf

How to create products and
services customers want.
Get started with...

THE LEAN

TALKING
TO HUMANS

Success starts with understanding
your customers

THE GEORGE
WASHINGTON

UNIVERSITY

WASHINGTON, DC



e
Key Partners g Key Activities Value Propositions

i

Customer Relationships Customer Segments E%

Key Resources

Cost Structure Revenue Streams

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC




Key Partners Key Activities Value Propositions

A

Customer Relationships Customer Segments E%

Cost Structure Revenue Streams

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC




Key Partners

@ Key Activities ﬁi Value Propositions

Boom!

You have a business model.

Customer Relationships

v

e Streams

Customer Segments E%

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC



Get to a definable sub-segment

Age, Income, severity, etc.
Rural/urban?
Large/small not usually not good enough

Is it definable, measurable, real?

THE GEORGE
WASHINGTON

UNIVERSITY







Utilities

IOUs Co-ops

> 1,000,000
customers

> 100,000
customers

> 25,000
customers

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC




Utilities

IOUs Co-ops Munis

> 1,000,000
customers

> 100,000
customers

> 25,000
customers

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC







Who are the people to talk to?

Economic Buyer?
User?

Decision Maker?
Recommender?
nfluencer?
Saboteur?
Archetypes for each?

Who do you talk to?
All of them!!




Define Customer Archetype/Persona
* \Who are they?

— Position / role / title / age / sex

 Draw a Day in the Life of the customer
« What matters to them?

— What motivates them?

* Who influences them?
— What do they read/who do they listen to?

THE GEORGE
WASHINGTON

UNIVERSITY




Who’s the Customer? Exercise

Market Segment:

. will Buy and pay for my P/S
. will Use my product/service
. will Make the Decision

. will Recommend my P/S

. will Influence the ‘buy’

. will Sabotage my efforts

. ? Other ecosystem players ?
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Document

Value Proposition Design GW @l 2 E & E] Jim Chung
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Value Proposition Design Process

Customer Value Map Fit
Profile

* Product/Services * Problem Solution

* Jobs * Pain Relievers * Product Market
* Pains * Gain Creators * Business Model

¢ Gains

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC




The Value Proposition Canvas
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Technical Insight

WaveSense Dynamic Electrochemistry™ Technology:

INPUT SIGNAL: OUTPUT SIGNAL: Resulfing Reading

e SRR
vl PERFORMANCE

(ERROR %)

THE GEORGE
WASHINGTON
UNIVERSITY




Initial Value Proposition: Accuracy

The data presented in the Parkes Error Grid and Table 2 indicates that

99.5% of the glucose readig ing the study are within
the clinically accu

azz Meter (mg/dL)

Table 2

Zone A .
199/200 1/200 0/200 0/200 0/200
(99.5%) (0.5%) (0%) (0%) (0%)

THE GEORGE

WASHINGTON
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Tactics: VP Ranking

Relevance 1. Test Strip Cost 1. Test Speed
2. Delivery/ Payment 2. No Coding
3. Meter Cost 3. Large Display
4. Small Sample Size 4. Form Factor
5. Alternative Site Testing 5. Memory

(Less Pain)

Frequency 1.  Small Sample Size 1. Test Speed
2. Alternative Site Testing 2. Large Display
3. Test Strip Cost 3. Form Factor
4. Delivery/ Payment 4. Memory
5. Meter Cost 5. No Coding

THE GEORGE
WASHINGTON

UNIVERSITY
WASHINGTON, DC




Value Proposition

Key Features ‘

e No Coding Required

e Asfastas 1-2-3®~

e Large, backlit digits

e Non-slip rubber grips and feet
e 1,865 test memory

e (0.5 pL Small Sample Size

e Alternative Site Testing
e Test Strip Fill Confirmation

e Automatic marking of control solution

THE GEORGE
WASHINGTON

UNIVERSITY
WASHINGTON, DC




3-4 Course Opening Workshop

Document

Hypothesis Development GW ¢! 2 E & E{ pan Kunitz
20| Ciet 45 2o Ciet 29
Pain / gaine 7| =2 2

Gain (save time or money) / Pain / Jobs to be done

L

E2 UL A Mol SME: HY
=7 Hjx|

ot

HES UEd, SEHU 7[s0 N E22 19,

Aol & At ®HA|eF S Ml E/22 7IES &850 FA| &5 H&(best teaching
method)

Ecosystem hypothesisi= 2|AF 2EH S 71T A S0 Ot 8 dss= 7HI Lt

Customer hypothesis= Ecosystem hypothesisO| A 7 BF AFZFH= 2| Pain point & Gain
pointE 2| StCt,




Hypothesize

Test — Interviews
Ask

Assess & Analyze
Listen

Adjust — Pivot

Guess Again

THE GEORGE
WASHINGTON

UNIVERSITY
WASHINGTON, DC




Business hypotheses

Ecosystem hypotheses Customer hypotheses
« Jobs & responsibilities « Pains & gains

«  Work flow * Priorities

« Decision making « Motivations

* Reporting structure « Challenges

THE GEORGE
WASHINGTON

UNIVERSITY

WASHINGTON, DC




Sample ecosystem hypothesis

Framework:
A customer [specific person]
performs [controls, makes, influences]
specific actions [decision, behavior]

THE GEORGE

WASHINGTON
UNIVERSITY




Business hypotheses

Ecosystem hypotheses Customer hypotheses
« Jobs & responsibilities - Pains & gains

« Work flow * Priorities

» Decision making * Motivations

* Reporting structure « Challenges

THE GEORGE
WASHINGTON

UNIVERSITY

WASHINGTON, DC




Sample customer hypothesis

Framework:
A customer [specific person]
prioritizes [controls, makes, influences]
specific variables [pains, gains, jobs]
over other variables [pains, gains, jobs]

THE GEORGE
WASHINGTON

UNIVERSITY



JHag M ..
QRST

Quantity
Relevant
Specific

Testable




pothesis

Gooﬁothesis or Ba
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Mothers don’t want their children to get bug bites

,I
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WASHINGTON

UNIVERSITY

WASHINGTON, DC




Quality assurance managers at the top 5 tire manufacturing plants
are strong influencers but don’t make purchasing decisions

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC




Jim Chung
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t2 240 &3

Team Presentations

e Value Proposition & Customer Segments Presentation
e Primary hypotheses to test

Slide Template -

Slide 1 must include:

e One Ecosystem Hypothesis to test

e Describe experiment/interviewees related to that hypothesis

Slide 2 must include:
e One Customer Hypothesis to test
e Describe experiment/interviewees related to that hypothesis
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2-2 HE| 2

«2PH B ALE ARt 2, 4,89 2RHE HAISID, FAS TrolE4 2-37) 0]Ae] £
XHE OfOF7|5HA| &)

* Talking to humans, DEWALT Atg| 12

*SHoH A S QSN AXO|Het: B0 42 AS 3= AR =2 250
EEYE

T3 HolA®, Rlacel HA| HuaAL 5
* 507 HEOIN 1,707} SXISHX|TH MA SEB0| SHEA
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https://www.youtube.com/watch?v=vKA4w2061Xo

/ /

test your hypothesis; guess the rule
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https://www.youtube.com/watch?v=vKA4w2O61Xo

o s o e, o THE STARTUP ‘ ‘ Al
™ N— S B THE LEAN

ﬁie Step-by-Step Guide for
Building a Great Company

N
X
- ;.:.I'A'-
Steve Blank and Bob Dorf

How to create products and
services customers want,
Get started with...

You e hodding a hancbaok for visoranes, game thargers,
avd challengers striving o defy outmoded business models
ad design lomeenow’s entesprises, ['s abook foe the

Business
Generation

WRITTEN BY
I s

TALKING
TO HUMANS

Success starts with understanding
your customers

Moo

CO-CREATED BY
& ey 0o o Mg B b S5 uane
R

LESIGNED BY
Pl Tak S e i oot
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Exercise #1: Hypotheses

« Partner with another team in the room
« Share your current business hypotheses

« Suggest one or two critical assumptions,
questions, or uncertainties that you have about
their business model

5 minutes

THE GEORGE

WASHINGTON
UNIVERSITY




Interviewing:
Best Practices




The power of referrals

I-
i n
TANT W T
HEEEEEN
IR KIN T I T




 Ask open-ended questions
o Not yes/no
o Not multiple choice

o Avoid “would,” “should,” “could,”
“do you think...”

o Avoid surveys

THE GEORGE
WASHINGTON

UNIVERSITY







 Don’t talk about your technology!

o Know your Value Propositions and
ask about their jobs

o Get them talking, and listen
o Take pictures




« ALWAYS FINISH WITH...
o "What did I forget to ask?”

o Is there anyone else you think I
should meet?”




« Why?
« Why?
« Why?




After the interview

THE GEORGE
WASHINGTON

UNIVERSITY




1. Write your notes up immediately
2. Discuss each interview as a team
3. Collect data, look for patterns

THE GEORGE
WASHINGTON

UNIVERSITY







AccelerateGW

I-Corps Site Program

Competition Research

ndbe Al Dan Gordon
DanGordonTech LLC
Feb. 15, 2019
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Value Proposition

* Your VP Is always determined
relative to other available
alternatives

»Including the status quo

 How Is your product/service
different and better?

* How do Customers Solve This
Problem Today?

 Consider substitutes

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC
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No Competition??

* Never

* Finding Competitors
»(Google
»Other social media
»Ask your customers
» Attend a conference
»Ask potential suppliers

3

THE GEORGE
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Exercise #1: Current Competitors

Please write down your
* Product or Service

« Key Customer Segments
» Key Value propositions

2 minutes

» Current Competitors (0 <N < 6)

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC



Use This Form

AccelerateGW
Competition Guide

Product or Service:

GW

Office of Innovation
& Entrepreneurship

Key Customer Segments:

Key Value Propostions:

Current Competitors:




Exercise #2: Additional Competitors

 Pair up with another team

» Go online and find an
additional competitor (one

= they did not list) for the
O

2 other team.

o

S

& 8 minutes

THE GEORGE
WASHINGTON
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AccelerateGW

I-Corps Site Program

Interviewing Workshop

THE GEORGE
WASHINGTON
UNIVERSITY

WASHINGTON, DC

Dan Gordon
DanGordonTech LLC

Fan 13, 2019
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4-2

NamHee Lee (K...

"

h\oek q ‘ | -

Daniel Gort !on

dan gorden®| H E

O|AFK 0|91 71
o= Tl

-

Jlll chloe King

o o]

||Erin McGeoy

&5
v Zoom Group Chat
From Daniel Gordon to Everyone:
| can't hear Chloe (yet!)
NamHee is muted
Erin, can you talk?

From Me to Everyone:
i'm not hear chole,

From Chloe King to Everyone:
| think it might be your audio, Erin can

hear me

From Me to Everyone:
now i hear.

To: Everyone v More v

Type message here...
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4-4 Feasibility Analysis Workshop

| | QIAEZE{D Hoj3 B
I 227 HYE n& (9_|ﬁEE_1E-I 7.§I'-7'.;P)
i | 2270 MUY UWE (AAEE A
Feb.
SUN. MON. TUE. WED. THU. FRI. SAT.
1 2
3 S '1‘47 5 g’ (LA 7 '8 19
|
10 " 15
|
17 18 22
[
24 25
| | | | |




4-4 Feasibility Analysis Workshop

Feasibility

Analysis ; i
2 o owmly e or challenge?

Workshop s :u:;ommm :

nsight

¢ What s the key insight that reveals a gapin

*  Whatis the gap you've observed?

Feasibility Analysis Workshop

HHHEZ ALY A= *1 O 7o L&
de-l X—I o XIoHEl Nu:l

E3|, AMHIME 2|t feasibility analysis £ 20| HA X2 W= HO
O|AMXIO|Q S
- O 1 AN .

New Venture Competition 222 = 0f CHot B S 0 AR 7IHK| B 2167H E
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Purpose '§ Impact 2

What is the ntended sooial or environmantal impact of
VYour venture ?

8 . . 5 . n
Problem Solution Unique Unfair Customer y
| blem \9\:' et product of Value o Advantage Segments
PI’OpOSItIOﬂ VY" ly "f"”_"""“ “‘:""u"ﬁ. 3”"-'5—;‘3‘3*1 Who do you need 1o move to
What Is the unigque combination Sheacaihe Pt mﬁ’w S e

of benefits your product or
service will offer io overcome
problems the customar has?

Channels

How will you reach your b
customers In a scalable way.
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4-5 Easy Financial for Startups

Easy Financial
for Startups
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Team Presentations A -
12-minutes team presentations using 1 A A= =

Cover Slide, including:

- (Team member names, Team name, Team number)

- Business thesis (Who is your customer, what problem do they have, what is
your solution?)

- Total # of customer interviews completed

Slide 2 — n: What have you learned through your customer discovery? Focus on
customer segments and value propositions. Include answers to the following
points

(slides updated from the assignments in Classes 1 & 2):

- Hypothesis: Here’s What We Thought

- Experiments: So, Here’s What We Did

- Results: So, Here’s What We Found

- Iterate: So, Here’s What We Are Going to Do Next

Final Slide: Current business model canvas with any changes marked
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Discovery Development Commercialization
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I-Corps Teams

« National NSF program

$50K grants from NSF

Seven weeks

« Significant commitment (100 interviews)
- Extensive travel

Offered every quarter; rolling admission

NSF lineage required

« Can be obtained through Node or Site
activity

THE GEORGE
WASHINGTON

UNIVERSITY

WASHINGTON, DC




I-Corps Teams

« Team composition:

- Principal Investigator (PI)

« Can have a "PI or Record” who is not formally on the
team

- Technical Lead (TL)
« Often the PI and TL are the same person

- Entrepreneurial Lead (EL)
« Industry Mentor (IM)

- All teams MUST have three members
- But, exceptions apply to the roles
« Ask us for details

THE GEORGE

WASHINGTON
UNIVERSITY

WASHINGTON, DC




I-Corps Teams

Did you say $50,0007?

$5,000 overhead to university

Up to $15,000 compensation to the EL
No compensation to the PI or IM

$1,500 per participant registration fees
$5,000 prototype development

After seven-week program, with NSF approval

Remainder for customer discovery

THE GEORGE

WASHINGTON
UNIVERSITY

WASHINGTON, DC




1,400 Teams nationally.
Nearly 90% of all projects are in 4 sectors

Healthcare/Medical
IT & Communication
Energy & Materials
Education

Other

THE GEORGE
WASHINGTON

UNIVERSITY




Participants reported the course
met or exceeded expectations.

97%

35% 62%

Met my expectations Exceeded my expectations

4% - Did not
neet my expectations

THE GEORGE
WASHINGTON

UNIVERSITY
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4-4 Team L H & Lesson Learned &

Team

s

KOEF Team B

TECH BEE

1a

John Shim (€) Hongsung Yoo (EM) Namhoe Lee (EM) Kyutae Kim (EM)

Business Thesis: Tech transfer officers will need to have tech
visualizing (short-video) platform for reducing time (50%) of
searching potential buyers (Al) and doubling (2x) the their
business & sales cycle (Blockchain).

Interviews (Target) Total Number in US =10

H
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Final .Presentation to instru JEHRY OIE{ 0| CHBH 7pA
15-minutes team presentat H= of =
O o T

template:

Cover Slide, including:
- (Team member names, Team name, Team number)
- Business thesis
- # of customer interviews completed this week
- Total # of customer interviews completed

Slide 2 — n:
What have you learned through your customer discovery? Focus on customer
segments and value propositions. Include answers to the following points:

- Hypothesis: Here’s What We Thought

- Experiments: So, Here’s What We Did

- Results: So, Here’s What We Found

- Iterate: So, Here’s What We Are Going to Do Next

Final Slide:
Current business model canvas with any changes marked




Ofr
r

ol

SAT.

FRI.

THU.

WED.

TUE.

MON.

SUN.

~r

13

12

1

10

120

19

18

27

25

IH

kio
P

DECEMBER

OCTOBER NOVENBER

SEPTEMBER

AUG!

FEBRUARY MARCH APRIL May JUNE

JANURRY






— i
e ————
- o ——



















e aV. - -
e ELLLsViss
T e e

- \

-

N — B o

Eeg L3

Eteng

Ela¥ > ‘" 5
B 3 i

- A - s

Agk— W = "



















QB

| BRSNS =

e ~..—_'- ;'-: ':{_}:_c
- : 2‘ r | SparkLabs Cyber+ Blockchain

Brian Park
Managing Partner

\‘\

A
703-946-6639
. SpakaabS brian@sparklabscyber.com ;
’ S hitp://www.sparklabscyber.com &
TS ERRWAY | id ARk







Lad iadd e AN BN e

3
—ll (T e

l’ql'. .l:.x.i ;

e

— lbll Bl — B N &

!
v
n ..I .

—= HEE NN

m_ltml ]

+

g HUHEE

P LT

w Hile "

e OB et .

i = |
| Em| | | _E] ™

hng

1
LANTH
e
AT 3 — Residence Inn
L NArTisty
N w mk f

— - - “
- " »
) -
i
S
\ fodte
b%
— — ey
4 A
e






















[P

.
w
gz

1 &

d

i
>

) - V:_

W WP
o (i DA A L
: At IRy






LS
FerL| Cf

I

nO



