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Vision

Where we
want to be.

What do we want
to achieve?

To create local opportunity,
growth and impact in every
food community and country

around the world.

Mission

What we do, how we

do it, why we do it
& for whom.

What do we focus on

to fulfil our vision?

We’re building a food
swapping app, for people
under the starvation limit,

because extreme poverty must

be eliminated entirely.
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Vision

Visual
representation.

Mission

Statement.
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[HE INTERVIEW

The in-depth interview about
your business
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What
do we do?

For whom
do we do it?

Why do we
do it?
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Mission statement

We're doing X (what),
for Y(who),

because Z(why).
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Mission statement

We innovate food waste into new products,

for food industry organisations with impact, eager
to make a green transition,

because it is our responsibility to make the world
aware that sustainability and world-class flavour
are not mutually exclusive.
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Brainstorm
offerings
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Clustering
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Rating

Give g score of 1-5 for...

M 1. Profitability

B 4. Scalability
B 5. Vision-alignment

3

14=15

1

S l=Tar

Z

55=12

Source: Spreengfarlig ApS, 2022
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Transfer A BM

from EXPLORE Portfolio
to EXPLOIT Portfolio

Business Model Portfolio (EXPLORE)

Business Model Portfolio (EXPLOIT)

EXPLOIT

EXECUTION ENGINE

New BM at risk

-'| High
real return

Low
real return

High
expected return

Design

Low

EXPLORE

INNOVATION ENGINE

BM w/ evidence

expected return

High innovation risk

Test %

Low innovation risk

_.'| High disruption risk

Sustain %

Low disruption risk

Prioritize
offers
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goals

What do you want to accomplish? Who needs to be included? When do

S Specifio you want to do this? Why is this a goal?

How can you measure progress and know if you’ve successfully met your
goal?

M Measurable

Achieveable Do you have the skills required to achieve the goal? If not, how will acquiring
- | them be formulated in the goal?

n Why am | setting this goal now? Is it aligned with my vision and mission?

Time-bound What is the deadline? Is it realistic?

Review what you have written, and revise the goal based on what the

et gow answers to the above questions have revealed.

www.spraengfarlig.dk < >
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Initial
goal
formulation

S

M

A

R
T

S.M.A.R.T.
goal
formulation

S.M.A.R.T.
goals
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SALES

Name of the business field

Product /
service

Product /
service

Product /
service

Key stakeholders

Description R
Goal
#1 ‘
‘ Tiers & pricing
Goal ‘
#2
Goal How to standardise
#3 & automate? How to sell?

How are new ideas
tested & validated?

Vision

alignment

How can the results
be measured?

|_
pd
LU
p=
o
O
—
LI
=
L
O

Concept
poster
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SALES

Name of the business field

| Product
dev.
We (mmerse NE
tselves s Stakenoldg .
OM('“..Q,‘./{ Description Veterans . Hogsew:ves,
middle age
250k 1-1 coaching
furnover 100k DKK
by 12 week
Coaching
: 60k DKK
Ouline event . o
[nfluenced 500 DKK Tiers & pricing
500 decision
makers: -
Stgn-up
3 branches Quarterly .
established Evants, fixed| 1O StANdal funnel on | 14 Co-bravdieg
date automatel website Sales dept. campaigns
How are T Design I£ goal )t Goals are
oals are
&\ thinking met, we will be Nt TW{“W_U SMART
Focus group Process th favorable andlyiiciliE
position Report
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Finalize cover story vision

(45 mins)
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Vision
(Updated
version
from
today)
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Unique Value Proposition

(60 mins)
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Customer perspective
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Oesoned for Desgred by Date vers.on

The Business Model Canvas

Customer Relationships @ | Customer Segments ‘

Revenue Streams

@OOO @ | s s rmcsy (®) strategyzer
A e~ e~ e~ b PP strategyzer.com

Source: strateqgyzer.com, released under a Creative Commons Attribution-ShareAlike 3.0 license.
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® O 3.9 Desgmed by 2'e es
The Business Model Canvas P ro p 0OS iti on
Key Partners & Key Activities Q Value Propositions ﬁ Customer Relationships ' Customer Segments ’
Key Resources - : Channels “

Cost Structure

@@@@@ DESGAED BY B_sress Mooel F oundry AG
The marey ¥ Boaruss Vatw Larer et er o W wwpate
SR A e . P . w— . W S Ww AN S aww N ww b ey W P e - e
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®

Revenue Streams

@ Strategyzer

strategyzer.com

www.spraengfarlig.dk

<


http://www.spraengfarlig.dk

Spraengfarlig ApS

Unique

o Value
The Value Proposition Canvas Proposition

Gain Creators

[

What can you offer your customers
to help them achieve their gains?
Products P I

o/

What would make your customer
happy? What would make their

life and the-job-to-be-done
easier?

& Services

QD
II""!'_A_ @ Jobs-to-be-done

V' —
l r—
QO =
What is the job the
customer wants to get
done in their
life?

What are the products and
services you can offer your
customer so they can get
their job done?

What is annoying or troubling your
customer? What is preventing them
from getting the job done?

How can you help your customer
to relieve their pains? What problems
can you eradicate?

®

Pain relievers

L)
~\

Pains

®Strategyzer

www.spraengfarlig.dk < >
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Value Proposition  wep portal that generates reports and allows purchase of data

Gain Creators

Shopping cart feature
introduced so customers
can select as many
datasets

Online payment supported - debit
cards, credit cards, net banking and
prepaid (Paytm)

Discount for students and
researchers affiliated to universities
and non-profit organizations

Products &
Services

Online data processor
also included, so
customers can self-
generate reports with
Web portal for National summary stats and basic
Sample Survey, which visualizations

Customer Segment  Rasearchers who use survey data from the NSS

Gains

Have the option of selecting
datasets and paying for them online
- shopping cart

Data be made available in a user
friendly format (.xslx, .dta, .RData)
and capability to immediately do
sanity checks

Customer
Jobs

Have discounts for students and
researchers

Access raw survey data
for analysis

Understand the dataset

before processing the

is not a part of the > <
MOSP! website

Contains payment gateway
S0 customer can buy raw
data online

Raw data available at the
back-end, so customer will
get the option of
downloading raw data
immediately after payment
is processed

Dedicated website for NSS

Contains all NSS reports
(old and new), and all the
documentation in one place

Pain Relievers

COPYRIGHT: Strategyzer AG
The makers of Business Model Generation and Strategyzer

dataset (data library,

Raw data not available !
documentation)

online. Have to go to
the data center, pay a
fee, walit for a few days

to get data on a CD.

Do the analysis

Current website is for
MOSPI, which
contains information
on everything the
ministry does. This
makes navigation
painful.

All past reports not
available online.

Pains

(®Strategyzer

strategyzer.com

Source: strateqgyzer.com, 2014

www.spraengfarlig.dk
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n —TA ww ’ﬂu

Source: strategyzer.com, 2014

Unique
Value
Proposition

www.spraendfarlig.dk < >


http://www.spraengfarlig.dk
http://strategyzer.com

Lunch

(30 mins)



Building Pitch Deck

(60 mins)
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Source: Photo by Photobean on Unsplash, licensed under the Unsplash license - 2022

Pitch Deck

VS.

Sales Deck

www.spraengfarlig.dk
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01
Catchy tagline

[Title]

05
Underlying magic

[Key benefits]

09
Social proof

[Testimonials]

02
Key pain point
[Problem]

06
Main offer A

[Product dev]

10
Get in touch

[Contact details]

03
Why we tackle

[Mission]

07
Main offer B

[Education]

04
Unique Value P.

[Solution]

08
Main offer C

[Consulting]

www.spraengfarlig.dk <
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01
Catchy tagline

[Title]

02
Key pain point
[Problem]

03
Why we tackle

[Mission]

Start with a big, undeniable change that
creates stakes. Can be sourced from vision,
contemporary culture, etc.

“Name the enemy.” (Issue to tackle)
The most important issue from UVP.
Optional: Back up by data/stat.

Use mission - but make sure it is simple and
compelling. “Tease the promised land.”

www.spraengfarlig.dk <
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04
Unique Value P.

[Solution]

05
Underlying magic

[Key benefits]

06
Main offer A

[Product devV]

The most important value from UVP.

3 X key benetfits of working with you.

Your status, what makes you the best, etc.

Feel free to call it “magic.”

Your most important offering.

www.spraengfarlig.dk <
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07
Main offer B

[Education]

08
Main offer C

[Consulting]

09
Social proof

[Testimonials]

Your second-most important offering.

Your third-most important offering.

Evidence. What your existing (most relatable)
customers are saying about you. Get quotes
with permission. Choose 1-3 that are powerful.

www.spraengfarlig.dk <
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Use one phrase (headline) per slide,
maximum.

Use one sentence (caption or subheader) to
complement your headline, maximum.

Use one image (visual representation of the
headline or caption) per slide, maximum.

Source non-licensed images. Especially if
you can't afford a designer or photographer.

Good
advice

www.spraengfarlig.dk <
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Go-to-Market Plan

Competitive Analysis

Management Team

Financial Projections and Key Metrics

Current status, accomplishments to date,
timeline and use of funds

What will be

missing

(intentionally)
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(15 mins)
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Questions &
concerns?
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