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 SIX CHARACTERISTICS OF THE ENTREPRENEURIAL MINDSET - |

Seeing and creating opportunities
Turning ideas into action
Leading the way

Using resources smartly

Managing risk

Collaborating to create shared value



Seeing and creating opportunities

MEGA TREND 2020-2030 (Peter Fisk)

Megatrend 1: Shifting economic power

Megatrend 2: Resource scarcity

Megatrend 3: Technological breakthrough

Megatrend 4: Social change

Megatrend 5: Rapid Urbanisation

o Shifting economic power
The shift of economic might to

emerging markets and developing

economies, including China.

o Climate change
and resource scarclty

) Rapid urbanisation
The global migration to megac

that emerge as a result.

ities,
and the challenges and opportunitie:

'3) Technological
breakthrough
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o Demographics

and soclal change
Changes in global demographics
(Le., world population, density,
education level, etc.) will bring
soclal change.
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Seeing and creating opportunities
6 Mega trends fuiasugAalng

1.a9nukadang (Aged society)

2.anudwdlas (Urbanization)

3.anuduiaanuaaa (Individuality)

4. waluladuianssy (Innovation Technology)
5.ﬂ’]§Lﬂ§IUWU$’J‘V]’]Gﬂ’]iLﬁE}\1LL&ZLﬂiEﬁﬁ‘ﬂ (Politic and Economic change)

6.m3Ufsnudasan wenia (Climate change)
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Seeing and creating opportunities
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Design Thinking Process
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Turning ideas into action
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Leading the way

Job Fit &
Compensati

Alignment

Ambassadorship
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Leadership and delegation employee engagement
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mindset in others approaches
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Using resources smartly
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Culture of Innovation
Technology
Incentive and Reward- 4
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Managing risk
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FAIL FAST.
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Changing from a risk averse culture  Learning from failure  Anticipating and overcoming likely barriers
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Collaborating to create shared value

Building internal and Engaging with business Creating economic
external networks and industry

Evidence of
Impact

Social and cultural value Evidence of impact
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Business Models
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Business

Model Canvas

Key Partners
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Value Proposition Canvas
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Problem

MEGA Trend .1
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A customer purchase et B A company purchase ‘

the products or services  business model the products or services \‘\
from the company that start from from other company ‘
because they want it. CRUCR BV E @ for supporting their job.

to thr end-user.

SSNAIlVU B2B B2C 1a: B2B2C

B2C B2B2C
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Customer Persona
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Customer Persona
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d1ui 2 gua (Unique Value Proposition)
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(Customer Relationship Management : CRM)
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5. aausuainnuaanitvasandlile (Customer Expectation)
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§1duf 5 nszuasield (Revenue Stream)
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a19819 Revenue Stream
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Siun 9 Taseadudunu ( Cost Structure )
Neaaulun1AHNAAN IR INAAETNA

NINYINTHAN

O Taseaindunu



| |

Y = a\ p=| = |
AWN® (Cost) RNUDI WHHEAKIBINYNIILNYULN
pwaanlaaialiiia lilasseanainsavunig

| |

0 eunumInaa (Manufacturing Cost)
1.9090uUN19a39 (Direct Material)
2.1L33397N190 349 (Direct Labor)
3.a1lg3elun1Inaa (Manufacturing Overhead)
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2. Break-Even Point Analysis
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Key Metric

. Vanity Metric aanuua aenq faiesiinils guasauiela u sen download ,
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Key Metric ~ R.4'#

'Unit Economic Metrics" dsfisnazaf 4 ffe

1. Average Revenue Per Customer seldiadesagndn 1 au

2. Customer Acquisition Cost (CAC) Ansiununislagninnse 1 au a9 a1aasiaunulinisiamnn
Uszanduiug 10 Content sina el prospect customer («iu au Register / Download
App) augaing waasanxn e actual customer feionang GuaaAud Td1FN191971939°]

3. Monthly Recurring Revenue (MRR) @ﬂﬂié’@?}ﬁﬁi@@ﬂﬁﬁ 1 au T 1 heu iu a1eaziiauan
ArLEneedl 12 ifeu e ldignAaraanmetl / 12 wew = MRR

4. Churn anafignénianidisniss
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