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Preface: a new and effective way to engage the private sector

Thelab of tomorrow (lot) programmeis a new and effectivewayto ¢ K & I A)/ d2}- %,N;T\ (01D GLIKINE 3 NI LIYISY yF S/NRE .R ::?r?:} ;olr;ltzgtol\:vpvgz?es;tin R
engagethe private sector in delivering lasting solutionsto the A Y LJ SYB Y U S N&A and pastot programmes and the resulting
Sustainable Development Goals (SDG) It offers development AL & 2 ld2WES & 2 KESAINE I NI YRS df Ri BA F ki ventures, please check out our website.
organisationsa programmeand proven tools to catalysetailored, ARRMBEt S yéz2 04 A $ 8 SRY T 2 NIZWMIIAEZ Y The manual is written for programme
innovative businessventures that addresslocal SDGchallenges St SYBy®&ay SAHAKI dLiz S N&dA O a y Ef:k“gftﬁgdfg[l‘(’)%\;ﬁ:g?;i:;p'eme”ters'
This manual consolidatesthe extensiveexperiencethat DL 4034 AC 2INd (18 B 0 S ldxA RBINS LIZNRYWIIH SY 8 ¢ dANY 3
project team has gained in conducting 19 such sustainable 2 61 Z_J]]\I:E EIA NJ-EI\E;MSKZI- LH(:"[SV NP 3 N® Y\CS ) g rogrammeplanners
businessdevelopment programmesin collaboration with more  AC 20NNk YRS d i SR 3 38A2WWzZNA Y EE SYSy Gl O A >
than 300 companies (as of February 2023. It provides LY S NB BFNKB2 2 ¥ RRYEK | Lakc$ 12J2 dMSK (S G v
comprehensiveguidelinesand supporting materials that enable (122N RRLISNF NBYDOROG AGFKE &3 S NJ
other interested development organisations and projects to
conductlot programsin a seltdirectedmanner ¢ KSY 0¥ INyBdrlEe LIS NI A2y0F WIR O A BRYI & drlef
Of A @ RSB AT SIBYER
Al KASY RA @X BB HFINR INA Y Y822 NI GA2Yya
Al K& @dzi 3K S 2 LIS B2 NJI &N | @il K S
LINS OfA 2 @£
Al K&EA O SovdziLa &Ff WIS2ND DR NI SHI2 RSO Af SRZ
Of A OR A NB BE & NF dl2fy (46 y i &

I‘ Programmamplementers


https://www.lab-of-tomorrow.com/
https://www.lab-of-tomorrow.com/

Getting started: modular approach

Thereare plenty of different waysto successfullyvork through your own
lab of tomorrow programme Theproceduredescribedin this manualis an
iIdealised flow aimed at fostering new sustainablebusinesses The lot
programme has four phases 0 prepare ) 2 ideate and

> In chapter 2 of this manual,we describethe required outputs
for eachprogrammephaseandthe default stepsfor reachingthem.

We have worked hard to make the descriptions in this manual as
comprehensiveas possible Rememberthat dependingon your resources
and desired outputs, each programme is a bit different. Therefore,it is

crucialthat you do not blindly follow the procedureasdescribedbut adapt

it where necessaryo fit your requirements Letthe desiredoutput of each
programmephaseand workstreambe your guiding stars Alwaysrefer to

them to judgeif you want to apply a certaintool, skip a specificactivity or

add extra steps Pleasefeel free to mix and match the methodsin a way
that fits your goalsandworkingstyle.

With this in mind, the manualshouldprovideyou with everythingyou need
to implementyour own lab of tomorrow programmesuccessfully

We hopethat the manualwill inspireyourwork asmuchasours,

¢ Thelot team
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get to know theab of tomorrowprogramme
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Understand what thdéab of tomorrowprogrammeis and how it
createsSDAmpact through new business. Get an overview of the

programmecontents, its design principles, the roles involved and
the necessary resources.
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The lab of tomorrow is a businessdevelopment programme to

solve specific challengesin developing countries and emerging
economies The programme inspires local and European
businessedgo jointly create new productsand servicesthat meet
local needs,guided by DesignThinkingprinciplesand supported
by topic experts and the public sector The results are viable
ventures owned and driven by the private sector that make a
strong, self-scalingcontribution to reachingthe SDGs

Thereare ampleopportunitiesfor creativebusinesssolutionsthat

meet the twin objectives of lasting positive impact on the

SustainableDevelopmentGoals(SDGspand profit generationfor

businessesFor example, have you heard about solarpowered
cooling systemsthat enable Ugandanmilk producersto access
more distant markets,in exchangeof a shareof their extra profits?

Adigital tool for smallscalehealth serviceprovidersin Kenyathat

facilitates stock management and timely sourcing of quality

medication? Or a commercial mobile fruit drying and

programmeingunit, that enablesUgandanfarmersto turn about

25% of their previoussurplusfruit into cash?All these examples
have one thing in common they were developed in lab of

tomorrow (lot) programmes

6dza Ay Saa

basics m Kickstarting business and development in emerging markets

YR RSOSt 2LIYSY

Sustainabléusinesanodelsaddressdevelopmentchallengesn a

selfsustaining manner, yet they often R 2 y'Hgpen on their
own. While some sourcesestimate that the SDGsrepresent a
market potential of 12 trillion USD businessesre often unaware

of localneedsand commercialopportunities Thelab of tomorrow
programme changesthis by identifying casesfor sustainable
business and enabling private sector actors to tackle these
potentials



http://businesscommission.org/news/release-sustainable-business-can-unlock-at-least-us-12-trillion-in-new-market-value-and-repair-economic-system
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The lab of tomorrowc

places and topics February 2023

COMPLETED

Zambia/l Increasingax
revenuesfrom SMEs

Kenya// Food notwaste
Accesgto medicines

Preventionandcontrol of
non-communicablaliseases

Preventionof food lossesn
the fish sector

Cambodia// Sustainable
garmentproduction
through effectivelabour
inspections

Uganda // Accesgo
affordableand reliable
energy

Egypt // More andbetter
skilledstaff for the tourism
sector

Thailand // Decreasing
plasticwaste

Mexico // Connectingsolar
PVprojects

Rwanda // Arcularfood
systems

Balkan // Trust incross
border e-commerce

Namibia // Strengthen
Biodiversity

Ghana // Preventionand
control of non-
communicablaliseases

IN PROGRESS

Tunisia// Improvingenergy
efficiency

Advancedmanufacturing
for cleanerproduction

Serbia/l Utilizationof
biogenicwaste

Nigeria // Public
transportation& e-
commerce

Egypt // Circulampackaging
systems

M

NHzy VoA

O2YLJ S
LINR 3 NJ

322

companies
participated

24

ventures
preparing
marketentry

14

businesses
alreadyactive
iIn market

6,8 \[{eXa

3rd party
Investments
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Creating shared value fdot programme Initiators and participating companies

Perspectiveof companiegoining the lot programme

Perspective of thdot programme initiato

Thelab of tomorrowis your opportunity toactivate the private sector for achieving lasting SDG impact ~ Thelab of tomorrowis your opportunity tagain facilitated and derisked access to emerging markets and new
It has been the choice of donors and companies for solving development challenges all over the world. revenue sources together with new business partnefiche ~ émonth business development programmes are

Eachab of tomorrowprogramme takes about 9 months in total and starts with a development tailored for companies who seek to develop their business sustainably in emerging economies. The results are viable

challenge. The results are markedsed solutions, developed and operated by private sector companies. ventures owned and driven by you. Each programme tackles business cases with a distinct topical and regional focu:

As initiator, you are typically not part of the emerging ventures, but benefit from their impact. It enables you to careate a new product or service by matching you with relevant local and international business
partners. If your team is committed, you receive business development coaching and further support to bring your

What is your role as an initiator? new venture to the local market.

A You provide the initial spark: As the initiator, you kick off ylotiprogramme by selecting the

development challenge and target country. What is your role as a company?

A You implement and steer the programme as project manager. A You create new products or services that tackle opportunities for sustainable business in interdisciplinary teams.

A You provide the necessary financial and human resources for implementing the programme. A You develop working business models and a minimum viable product for piloting in the target market.

A You investigate local unmet needs with business potential in conjunction with topic experts for your A You own, implement and scale the venture independent of donor money.

participants to tackle.
A You provide business development services such as facilitated workshops and coaching, enabling tifeur benefits in the ~ #nonth lab of tomorrow programme include:

programme participants to create new ventures. Gain facilitated and deisked access to new markets and revenue sources!
A Business case sourcintn the runup to each programme, the programme initiator identifies unmet neds
How do you benefit as an initiator? offer cases for sustainable business for you to choose from. They typically do so by leveraging their own strong
Engage the private sector to solve development challenges! on-the-ground insights and local business experts.
A Harness private sector resourcesnnovation capabilities, capacity, finance and skifisr the SDGs A Participant sourcing & matchingThe initiator matches you with relevant local and international companies in
A Foster tailored, usetcentric solutionsthat effectively address local development challenges, rather interdisciplinary teams.
0Ky WS E LJefiNgd aojatibies  LINS A Business development coachings a team, you eoreate a new product or service in an ldeation Sprint. The
A Promote longterm SDG impacthrough sustainable business models, as opposed to gkart, best business ideas benefit from a subsequent@nth incubation program with statef-the-art business
project-based approaches development coaching and further added benefits.
A Expand your networkand contribute to building éocal innovation ecesystem A Partner network accessGain access to further business partners, investorentors and political partners from

the worldwidelot network.
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Benefits for different stakeholder groups at a glance

What makesthe lot programmeeffective? It alignsthe valuesand
interests of businesses, governmental and non-governmental
development partners as well as customers and beneficiaries of
solutions, and therefore produces shared benefits for everyone
involvedin the programme Thegraphicsummarisesdenefitsfor key
stakeholdergroups

COMPANIES &
ENTREPRENEURS
Gainfacilitatedand de-
riskedaccesso new

marketsandrevenue
sources

TARGET GROUPS &
VALUE
PROPOSITIONS

CUSTOMERS &
BENEFICIARIES

Benefitfrom new
productsor servicese.g.
through economig social
or other SDGrelated
Improvements

Lb+x9{ ¢ hw{

Ly OSIENIR Ya Ay 3
GSY (aNIB&BA A GA DS
a2 QAR
SYBANRYYSYy Gl f
AYLI OG &

INITIATORS

Engagehe private
sectorto solve
developmentchallenges

LOCAL PUBLIC
SECTOR

Strengthen
cooperationwith
companies dtract
foreigninvestmentand
drive innovationin
their country
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Average requirements for programme implementation

.’@:. Activation of 30 relevant companieom target

A 8-10 months time sectors and geographies

A 50% capacity of a responsible fulme expertmanaging and
owning the programme over the course of the programme

A 100200 expert days of assistance through Design Thinking and o#  Generation of 6 new product or service ide&aslored
Business Design facilitatord he exact amount of required expert &= {0 the unmet needs of the target group(s)
days depends on a number of variables, including: ‘
A Internal availability ofhuman resourcesvithin your own _ _
project for implementing théab of tomorrowprogramme ‘./il 1-2 new businesses make it to the market/ enter the
A Strength ofexisting relevanprivate sector networkof your market
project
A Need foradditional research on the development challenge : :
and your target group(s) : : (@) Longterm, seltscaling SDG impathrough the new
_ _ _ | businesses. Typical impacts include
A Thedesired number of business solutiory®u would like to _ o
catalyse tfypically 26). Note: a higher number of desired A Creation of new paid jobs
solutions increases the chance that at least one solution will A CO?2 savings

persist in the market, but also increases programme costs. _
A Economic empowerment



sitemap
get to know thelab of tomorrowprogramme

1. Kickstartingbusiness&
developmentin emergingmarkets

2. Programmeoverview

\|3. Methods & Mindsets

4. Roles ‘




< back basics ® Programme overview sitemap

Thelab of tomorrowprogramme at a glance

¢ KS2LONE 3 NIOZ Y a2ATa LKl ¥ S & 0 preparethe lot programme defininga generaldevelopmentchallengeand setting up the programme This

My LINJ Lt N{B ZFLP A VR ?”AYGES also includesdefining KPIs,completingthe implementing team, distributing roles and tasksand creating an
W QRS RSO T RIRRSES NBpfpibmentationplan

62 NJ a6 NB R DI A ORI GBI

O_prepare

SELX | A WRSSRI AV K I LJih ScNJ s uncoveringunmet needsof people affected by the
t NP INP YRS 2 NER2 Odlzil K 8 challengeand potential customersof solutions Investigatingthe interestsand needsof all stakeholdersof the
LK &4 &% chosendevelopmentchallengeis essentialfor this. Theseinsightsform the basisfor definingopportunitiesfor 1—ur$tand

sustainablebusinessand attracting suitable companieswith the ideal backgroundsand capabilitiesfor creating
solutionsto the identified unmet needs

2 ldeatenew productsor serviceshat tackle unmet target group needs the participatingcompaniesg often

supportedby actorsfrom local public sector, civil societyand academiag ideate tailored businesssolutionsin
small, interdisciplinarygroups Thistypically happensin an Yeation SprintQ¢ an intense 3-4 day workshop
supportedby professionalfacilitators At the end of the Ideation Sprint, participantswill have come up with an
initial outline of their businessanodel

> after the Ideation Sprint,
participating teams can apply for incubation support ¢ i.e. for refining, testing, and ultimately piloting their
businessmodel in the target market, to ensurethat they addressthe needsof their target customersin a 3_incubate
practicaland viableway. Typicallythe incubationphasetakesabout 3-4 months and encompassesoachingfor e
the teams by Businesdesignexpertsand might alsoinclude additionalin-kind support Theincubationphase
closeswith a pitchin front of investorsandfollow-up programmerepresentatives
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Thelab of tomorrowprogramme at a glance

UNDERSTAND
BUSINESS OPPORTUNITI

3-MONTHRESEARCH

ACTORS
GIZ topic experts
DesignThinkingexperts

DEVELOPMENT
CHALLENGE

ACTIVITIES

A The labof tomorrow programme
Initiators andtheir partners
identify opportunities for
sustainablebusinessn emerging
marketsthroughfield research

ACTORS

IDEATE ~ INCUBATE
SOLUTIONS © ) BUSINESSES

4-DAY WWORKSHOP 3-TO9-MONTHSOACHING

ACTORS

Local& EUcompaniesinvestors
Business Desigexperts

Local& EUcompaniestopic experts
DesignThinkingexperts

SUSTAINABLE
BUSINESS

4» 0

¢

}
}
> )

vVew
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'/ ¢LxLC¢LO9{ . ACTIVITIES

Al 2 YL Iy RISEeeNIzE A Y S & &A Venture teamsdevelopmarket-
2 LILI2 NI 247 K DK BBR OB ' ready products
| I\IYBI (i OKﬁRu SNRA & O)\ LItoAsgrVicegroachedby business
A y 0 S NP Siyn EdgNBYr & innovationexperts

A +S y (i dzlJSé(‘[aSu @K Ay Sa & Ventureteamspilot their
a2t dzii ¥ A ;Rﬁ | aJLNI\EP\)f)/ u solutionsin their target market
F A ROSERZ LIV @dza A Y S & a andfound inter-company
AYY 2 23 HILISNI a i ventures
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Introduction: key principles of thdab of tomorrow programme

¢ K$ 2IONR INIOYAYASRNE KS SaAy 1’@:. 1. User focus Understandingthe unmet needsof people or
¢ KAYYS Y B2RRS NR @ SIIAKE IO K organisationsaffected by a specific development challenge
4 dzZAAYSAAINKEB2f t B ANBR S and derivative business opportunities is the basis for
6 AR S & OINR 9ESSl KB R@2 NNB &4 L2 Y RA Y 3 developingdesirablebusinesssolutions

YAY RER S BES (D A f

¢ KS 2 NP INI IYTYBS NF A SPES & 2. Co-creation: Cocreationrefersto the joint developmentof
LINJA v GANBSSEE R i yYizA § RID0& J{E:v@ new solutions and business models by the participating
ONX IZULANZRYG 2 (I8yLEA T 3 NI i\ &S companies By bringing in a broad range of expertise and
LINR vV BN A E 2 P daiARSRS B perspectives, multi-stakeholder co-creation is a critical
RS aANEMI(S | S Ki2yITgRE NES R enablerof innovation

‘\“\ 3. Prototyping Solutionsare prototyped, tested and assessed
with target customersas early as possiblein the innovation
programmeto verify their desirability from a user point of
view, their technical feasibility and their economicviability:.
Prototypingthusreducesmarketrisksand developmentcosts

~
‘) 4. Ilteration: Solutionideasand businessmodelsare constantly

refinedin orderto produceincreasinglymature solutions
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lab of tomorrowmethods: Design Thinking

& Additional Resources:
& Design Thinking Mindset for Innovatien
HPI

584 % EK YA BLYNER FRAES | LINBCES SIV@BASAR B v SNEINE 6 i & NRIEIS ¥ § K 21375F SIO S R A
0 KUK SYa b R\NGR32 B Kd2a 8 KISy2 f UINF 8 (0 KYBER SR A BT & A gz Ry f AIRK SGARSN.RIdz3 K You Somewhere Unexpected-orbes
O2y a0e¢ MNP 02 0 ¥yRE @A VTR S A NIESEONB20yKISNE INR V6 & 2 { dRIS\@St 2RSSV EEY 1 A Y 3
2T FAQANGES | P W B 2 fy RA Y RB S (1 &
In chapter 2 of this manual, placed at the
[

how to apply it.

5SaaRyyR Sigras? beginning of eaclot programme phase you

A s o oA~ A . A A o oA~ ~ A A AL s~ L An . . will find a short mindset introduction. These
A . SudrnSRS Ni KdByyYRS 8 SR KLSS 2 BIS SAYD | Yy SN2 f dzi 2 2 ¥ & are designed to help you understand why a
Al NBY8&#2f dzdi KR KBS & A NAKIES NIFRFIG 2 Y S N& specific mindset is helpful for this phase and
A

S R de®ISh 148 & 2 OAAAI UKSIRY ¢ 6 & YR SUINIS R HzQERE NIPA OS &

=

EMPATHIZE DEFINE IDEATE PROTOTYPE IMPLEMENT

-

Pl . R
ot

SourceFreshworksStudio



https://hpi-academy.de/design-thinking/design-thinking-mindset-for-innovation.html
https://www.forbes.com/sites/janinemaclachlan/2021/07/21/how-an-innovative-mindset-can-take-you-somewhere-unexpected/?sh=2ffc74c437a0
https://freshworks.io/design-thinking-process/
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lab of tomorrowmethods: Business Design

DesignThinkingis a powerful method for creatingnew solutions
that are desirablefor their target customers But ideating a
desirable product or serviceis just the first step. To make a
solution work sustainablyjt must alsobe technicallyfeasibleto

produce and deliver and financiallyviable for stakeholders To DESIRABILITY
achievethis, we usethe Busines®esignmethod.

Businesdesignis the applicationof DesignThinkingprinciples
to businesdevelopment

VIABILITY FEASIBILITY

Business Designers design all the components of a new
venture ¢ from identifying customer segmentsto creating a
minimum viable product and understandingthe price people
arewillingto payc usingDesignThinkingtools and mindsets

A Createa minimumviableproductfast

A Deriskbusinesglevelopment SUSTAINABLE

A Achievea mature businessnodelfast BUSINESS
MODELS
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lab of tomorrowmindset: divergent and convergent thinking

Throughoutthe lot programmeyou will apply the diamondmodel, wherebyyou switch  (2) IDEATEhase openup the solution space Divergeby ideating solutionideas(a lot
between two modes the divergent mode, which is all about openly exploring of them!) and converge through prototyping, testing and iterating the most
possibilitieswithout judgement and the convergent mode, where you evaluate the promisingsolutionideas

information gatheredand makeselectionsanddecisions (3) INCUBATIphase designthe idealbusinesamodel aroundthe chosensolutionidea

In the caseof the lot programme we gothroughthe diamondmodelthree times. Divergeby exploringdifferent options for eachbusinessmodel component¢ from
(1) UNDERSTANPhase explore the problem space Diverge by discoveringunmet customersegments,offering and value propositionto revenue model, pricing and
needsand perspectivesrelated to your problem Convergeby breakingdown the distribution channels Convergethrough prototyping, testing and iterating each
information you have gatheredand defining opportunitiesfor sustainablebusiness component
e CO
¢ e

I

UNDERSTAND IDEATE INCUBATE

f f

Problem Space Solution Space
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lab of tomorrow mindset: problem space and solution space

¢ KEAINE INOYYRA GAFSEREL 22N OB RINE 64 IFVFOERK S
a2t dallAleS QK |j dXANISRA a4 WA W S

¢ KISNE 0d ISVOISE ¢ IR | 1&cS I YVRE T © 2 RIS v (dkyFYeS\@/ 352 { dAIIAYSE YRR aSIA5 9 I yae L b/ | dn B SSNY U SNRAY
YV SSRRER & RPINIZ2 NI §Z86MERANS & ozh B F Stacetl SNPR ARES SID | K52 dAINR FSEK ALY 2 HA ¢ 22 2 t 2ROK |  {FSYRIIPSNK IS
dzylfeé Nﬁ mﬁagfﬁﬁ dza Qéjx‘mal t @?ééyﬁﬂ @LJS 2 II_Jf-F§ Su;’éa%'fsm G KE?\Lé]LSZ NJI Ezﬁa\miza Sﬁmdztéa\cms&fm aJl O &8I Nli A sz’mga’ @

z ~ Z hod ~

O dzNJE2KASY a4 X Fskeat I 2Y19LJ2 NI BHAANEA A 6 & 9zh &Y S a & LINE O 2N NLFRENS @ K SR (1 K NESINERG I |1 SKP2f RS NA
|7 CO
O\Qe}% /)b@p
/ \ PrOtOtype

IDEATE INCUBATE

[ Obscrie [l ocfine | mm

f f

Problem Space Solution Space
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w2f Sathkyg @ESUILIREFANNEYSY Y AYUNRRAZOGAZ2Y

Thelab of tomorrow is a complexmulti-stakeholdemprogramme In this section you will learnwhich different roles @ Study this section carefully to avoid
ey : : : : : : ¢ confusion in the programme team

and responsibilitiesexist We differentiate four broad categories programmeimplementers supportingpartners B e

participantsand customers& beneficiaries the programme.

PROGRAMME TEAM < SUPPORTING PARTNERS

opportunities solutions & impact
& programme

Provides 1 T Create business /

Provide
solutions

q

h

t e F2NJ
22f dzi A2y

PARTICIPANTS

CUSTOMERS & BENEFICIARIES
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Overview of roles

oWt NP INKI BY & (3) Participants (4) Customers & beneficiaries

W2AYyati EBSINBERA YLI SY &K% aHelpto makethe programmea lasting Local and European company | Potential customersare willing to pay for
LINE I NP R A v d& & NR (T SNJsuccess Supporting partners may | representatives and entrepreneurs | solutions to the challenge Beneficiaries
LINE 3 NF XYW&EI S YD VEIKSNE2 NB assumeone or several partner roles working in interdisciplinary venture | benefit from solutions to the challenge
AYLIX SY8Whianyat Id2R$E 3 NI Y 3081e organisationsmay also act as | teams of 4-6 people to cocreate | While each customeris also a beneficiary,

f SIF RRS P F NIOR fdA (0 I (1 2 NA both participantsandpartners sustainablebusinessnodelsduringthe | other beneficiaries may receive positive
ldeationSprintandIncubationphases effects from solutions without paying
themselves
—— t N2 INE BY & - —— Venture teams —— Customers
Facilitators(Design Thinking & CSVSTAOALF NK S &

Business Design experts)

Subject matter experts
(optional)




< back basics m Roles

PROGRAMME TEAM

{O0SSNE YR YIylFI3Sa GKS LINPINI YY
Programmelead At NPOARSE 2NJ O2yGN)X Oda FIFOrf Al
(typicallyinitiator) .dzaAySaa 5SaAi3dy SELISNIav

AYlIylFr3aSa LINRPINIYYS aidl {SK2f RSNA

Al OljdzA NBSa O2YLJI yASa | YR Sy i NDLIN

Managesl T w S L2 NI

Implement the programme for the programme lead:

A conduct research to identify opportunities for
sustainable business

A facilitate the Ideation Sprint

A coach the participant teams during Incubation

Facilitators

Provides .
N Create business
opportunities . :
solutions & impact
& programme

Provide
PARTICIPANTS solutions
Create and own new business solutions —>

A Generate solutions at ideation sprint

A Refine solutions during incubation phase

A Bring solutions to the market and scale them
Independently

Companies &ntrepreneurs
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Overview of roles

CATEGORY ROLE
Programmelead
Programmeteam Facilitators

Subjectmatter experts
(optional)

Topicexperts

Politicalactors
Supportingpartners

Follow-up partners

Participants Ventureteam members

Customers

Customers &eneficiaries

Beneficiaries

C dzy’ RN &/ BING A

59{/ wLt ¢LhbD

Theprojector indvidualowningand steeringthe lot
programme

DesignThinkingand Business Desigxpertsimplementingthe
lot programme

Expertswvho help guidethe implementingteam with
challengerelated expertisethroughoutthe programme

Expertan the field of the challengewho cancontribute to
understandinghe challengeandits businesgotentials

Publicsectoractorswho providepolitical backingfor the
programme

Actorswho maysupportthe lot programmewith fundsor in-
kind services

Actorswho maysupportthe ventureteamswith investments
or in-kind services

[ 2 Y LI R & NS LINBA § & BN & 21 (SdA & 2

U0 KSK I f A @Y F HdSNDY a

Peopleor organisationsaffectedby the challengewilling to
payfor solutionsto the challenge

Peopleor organisationsaffectedby the challengewho would
benefitfrom solutions

EXAMPLE
lot 11 ¢ tackling non-comunicablediseasesn Ghana

Glzprojecta { G NJIPartBedshigDechnology iAfricat = pjecs:
aDKIF Yyl | SENUO LYAGAFGA@SGa

DesignThinkingGhana Hub

Twomedicalprofessionalsvith distinguishedn-the-groundhealth
systemexperienceand strongnetworks

Expertsfrom publichealthinstitutions, health practitionerssuchas
pharmacistsdoctorsand nurses patient associationsNGOs, etc.

DKl gkyA2FSNIDKK y I
{OKSYS (0o

bl I é{jl-)\tzﬁym dENJ Yy OS
Developmentcooperationprojectsworkingin the field of non-
communicablaediseasesfoundations etc.

SeedstarsGreenTecCapital Partnerdmpacg Bayer Grants 4 Apps,
Boehringer Ingelheim Makingore Healthand manymore

Novartis,CardiolysePharmAcces<erner Bayer, Boehringer,
EmenaPharmacyGhana,TriggeriseLecturioand manymore

Potentialcustomerancludedpatients pharmacieshospitals
medicalcompaniesand governmentinstitutions

People atiskof fallingill with non-communicablediseases
patients medicalprofessionals, etc.
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Programmedead

The person with overall responsibility for the lab of
tomorrow programme.

Theprogrammeleadtypicallyis a staff memberof a developmentorganisationwho seeksinnovativesolutionsto a specific
local developmentproblem Theylead the organisationof the lot programme,includingthe definition of the challenge,
provisionof facilitators and communicationwith all stakeholders The programmelead typically investsabout 50% of their

workingtime overa period of about 8-10 monthsfor the lot programme Additionalsupportby other staff might be required

In busytimes suchasthe acquisitionof participantsand the run-up to the Ideation Sprint Factorsinfluencingthe workload
arethe numberof ventureteamsthat enter incubationandthe extentto whichtasksare outsourcedto facilitators

Facilitators

The group of people responsible for the
methodological conduct and implementation of the
programme.

Facilitatorsare a team of consultantsprovidedor hired by the programmelead Theyare expertsin BusinesDesignand
DesignThinkingand should also by proficient in project management In practice, the programmelead often enters a
contract with a single agency which sub-contracts associated consultants Ideally, one agency should assist the
entire lot programme,and from the Ideation Sprinton, one consultantshouldsupporteachventureteam. Coretasksof the
facilitatorsinclude conductingqualitative field researchjmplementingthe Ideation Sprint,and coachingthe venture teams
duringthe Incubationphase Dependingon the programmetf S | bRd@étand capacityfacilitatorsmayalsosteerthe overall
projectmanagementandhelpto definethe developmentchallenge

Subject matter expertoptional)

Contracted expert(s) with profound challergdated
expertise.

Theprogrammelead may alsohire consultantswho are expertsin the developmentchallengethat the lot programmeaims
to address Areasof expertise may include knowledgeof local markets, technologicalpossibilities,legislation, cultural

circumstancesand locallanguage Theexpert may help to define the challenge assistin conductingresearchor advisethe

ventureteamsduringthe IdeationSprintand Incubationphase Contractinga subjectmatter expertis optionalanddepends
on the humanresourcesalreadyavailablein the implementingteam.



< back basics m w2 f Sa

Expert(s) with profound challengelated expertise.

Topicexpertsare individualswith outstandinginsightsin the field of the challenge Theytypically stem from academiathe
publicsector,NGOscivil societyorganisation®r companyassociationsTheymay contribute in one or more of the following
ways
AParticipatein the ChallengeFramingWorkshopto shapethe focusof the lab of tomorrow programmetogether with
other topic experts
ABecomeinterview partnersto provideexpertiseto deepenthe lot (i S I Yh@sistandingof the challenge
ABecomefeedbackprovidersto support the venture teams with dedicated expertise, e.g. in legal matters, market
knowledge etc.
AConductresearchfor the lot programmeon atopic specifiedby the lot team.

Actors or entities providing political backing for the
programme.

Political partners are local and international public sector actors with a sharedinterest in addressingthe development
challenge Theymay facilitate the programmethrough their network and provide important information on the policy and
regulatorycontextof potential solutions
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Expert(s) with profound challengelated expertise.

o

~

Participate in the
Challenge Framing
Workshop

Shape the focus of
V the lab of tomorrow
programme together

with other topic
experts.

3-4h workshop

\_ /

O ™

Become interview
partner

Provide expertise to
V deepen the lot
Sl YQa

understanding of
the challenge.

1-2h interview

. /

©

S

\

. \A
O S FS
SN

&'m

Y
1y

Provide expertise to
help the venture
teams create
impactful solutions.

30 minutes per
feedback session

/

O ™

0 KCdnduct research
for the lot
programme

Investigate a topic
V specified by the lot

team.

of assigment

Depending on scope

1=4

. /
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Fundingpartnerssharethe programmet S | ilRe@edt in finding solutionsto the developmentchallengeand are willing to
providefinancialsupportor in-kind supportto the programme Motivators for fundingpartnersinclude

Acontributingto solvingthe developmentchallengg(SDGmpact)

Ainfluencingthe framingof the challenge

Apromotingtheir own productsor servicede.g. if providedasin-kind resources)

Afosteringventuresthey mayinvestin.
Fundingpartnersof pastlot programmedncludecompaniespolitical organisationsandfoundations

Parties interested in efnancing the programme
either with financial or with ixkkind resources.

Followup partnersare critical to facilitate the actualimplementationof sustainableusinesanodelsbecausehe typicallot
programmeendsat a rather early stageof businesslevelopment Theymayinclude
Parties who may offer continued technical or financial A ncubator, accelerator,and similar programmeshelping venture teamsto bridge the gap between an early stageand

support to the emerging venture teams after the end fully operationalbusinesse.g. throughadvice networks,and seedcapital
of the programme. Alnvestorsprovidingthe financialmeansthat ventureteamsneedto scaletheir businessoperations
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Parties interested in efnancing the programme
either with financial or with ixkind resources.

R 2 ~ O A

o

~

Cofund programme Support programme with Support venture teams Support venture teams
In-kind services with funds with in-kind services
Take over a certain t NE OAHS Y¥FOA | | Provide money to one or Provide nosrfinancial
percentage of the overall NBEaz2dzZNOSa (KGO FI oard individual 8entures resources to one or more
programme costs or cover LINE AN YYS AYLE SYS WITHOUN 2ayhthg shares of individual ventures;

selected costs. those ventures. WITHOUT earning shares 0]
those ventures.

A contribute to solving the A contribute to solving the A contribute to solving the AO2yGNROGdzGS (2 32t dA
development challenge (SDG development challenge (SDG development challenge (SDG RSOSt 2LIYSy i OKHfftSy
impact) impact) impact) AYLI OGO

A influence framing of the A influence framing of the A foster ventures they may invest ALNRY203GS GKSANI 26y L
challenge challenge in ASNDAOSa o0SoAP|ATF L
A foster ventures they may invest A promote their own products or A Foster ventures they could 1AYR NBA&2dzNDSaA
in services (e.g. if provided as in market their own products or AFT2aGSNI oSy(idz2NB3g GKS
A Foster ventures they could kind resources) services to AY
market their own products or A foster ventures they may invest AFT2aGSNI oSy (idz2NB3g GKS
services to in YFEN] SG GKSANI 24y LN
A foster ventures they could ASNWAOSa G2
market their own products or
services to _ ) o ) A
S E.g. cover 20 % of S E.g. host the Ideation S Oddd LINRYIARS | MmN Aded LINB JARS
Q}v“f programme costs or év.\‘? Sprint in own facility év.\‘? per venture team d_"? RSOSt 2LIYSYU ¢
covering Sprint venue

NN AN AN /
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Participants

Venture teams A Each venture team should include 4 to 6 participamtso arecommitted to creating new sustainable business solutions
and bring in relevant expertise and resources.
Interdisciplinary, international teams of programme & The venture team members should consist ofeaen mix of local and EU actors
participants who cacreate a sustainable business A There shouldever be more than 1 representative from the sanoeganisationin each team.
model that addresses the development challenge (or A At least two thirds of the venture team members should be from the private sector
one of its business opportunities) during the Ideation A |deally, includeat least one entrepreneur and / or stastip business representative per venture tearfihis increases the
Sprint and Incubation phase. likelihood of sustained commitment after the Ideation Sprint.
A Non-private sector venture team members might stem from the public sector, relevant NGOs, academia, etc.

1 00 NIGOKSER HRIA @IS OBII2 NIl A @ B NIHAD AYRX| X \KEPALINE I NI & 828 Gt SNBSS NNS R
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0 KASY O dzoLWKiI2#BKLSNE 3 NA & & ISIAYORTRiA fyéd Yy OA | £ 0

Al 2YYAGWYBYABRYIFRE & 2 &ANERL iy Sy Hizd A YWSRISYRNA yATMY N S

AhLSyYyVi®PDRINS  2iVA2a/2 f d20 A @Y & S O FINEX SERNIERX VAILILANR | OKS & v

A1 Sy (G NS LINSNyeRzZNMR: fyiRyE (0 G A ( dzR S

AS5SRACIAIRRYlI AYIFOoAT AGESR

ALRSEKRUAFROD BIAAREMNI KR FHHFINBF YA &l GA2Y



< back 0l a A ®XRoles

Customers & beneficiaries

Customers

Parties interested in buying business solutions
emerging from the lot programme.

Customersenter into a direct commercialtransaction with businessesmergingfrom the lot programme In practice,
customerscanbe

Aindividualconsumerf solutions(B2Cmarket)

AcompaniegB2B market)

Apolitical institutions seekinga solutionthat contributesto the SDGg for example jnnovationsthat stimulateeconomic

growth, caterto underservedclients,or delivera broaderpublicgood(e.g. reducingplasticwaste)

Involving potential customerswhen defining businessopportunities and for testing early solution ideashelps ensurethat
businesssolutionsare demandorientedandviable

Beneficlaries

Actors ultimately benefitting from business solutions
emerging from the lot programme.

Beneficiariesultimately benefit from the businesssolutions,in line with SDGtargets Although each customeris also a
beneficiary, beneficiariesmust not be the direct customersof solutions They may also receive positive effects of the
solutionsindirectly.
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learn how to implement théab of tomorrowprogramme

O_prepare Set upProgramme

2 K0 e2dz2Qft €SI NY

This chapter is a manual for theb of tomorrowprogramme It - I

MmdbMS St 2L) . dzaAy Saa
guides you through the foysrogrammephases and explains all 1 understand—— FETS TS
necessary workstreams and activities. Follow the manual to 1.3 Define Business Opportunitie
Implement your owrab of tomorrowprogrammein a self
directed manner!

2.1 Acquire Supporting Partners

2.2 Acquire Participantg
2 ideate

view >

2.3 Prepare ldeation Sprint
2.4 Prepare & Conduct GF

2.5 Conduct Ideation Sprin

3.1 Prepare Incubation

3 _incubate 0 i{HdzLILI2 NI . dza

view >

3.3 Support Market Pilot




sitemap
the lab of tomorrowprogramme

Tutorial
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How to use theprogrammemanual: structure
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the lab of tomorrow process the lab of tomarrow programme
ST
p

( 0_prepare ) 1.1 Develop Business Opportunity Hypotheses
\

0_prepare

1.2 Conduct Research
#1 Plan research.

1.3 Define Business Opportunities

Each phase comprises one or more
workstreams. Each workstream consists
of a number of activities.

Phase

the lab of tomorrow programme

2.1 Acquire Supporting Actors
#1 Engage political actors
#2 Engage follow-up partners 0_prepare
#3 Engage topic actors
#4 Engage potential customers

2.2 Acquire Participants

#1 Prepare acquisition process
#2 Source participants Lunderstand
#3 Reach out to target participants

24 Select particiants & create venture teams 2.4 Prepare & Conduct Group Formation Meeting

. . #1 Prepare group formation mesting
2.3 Prepare Ideation Sprint #2 Conduct formation meetin
g o 2.5 Conduct Ideation Sprint
#3 Organise de ion 2_ideate

#1 Explain sprint rules
#2 Build team spirit
#3 Understanding the business potential
#

#9 Demoing the business mad
#10 Defining a roadmap for

the lab of tomorrow programme

1.1 Develop Business Opportuni

#1 Explore challenge
#2 Map stakeholders & ecosystem

ptional - #3 Conduct Challenge Framing Workshop - frame and refine challenge with kev stakeholders
#4 Define business opportunity hypotheses

1.2 Conduct Research

#1 Plan research
#2 Conduct human-centred reseal
#3 Conduct topic resear

1.3 Define Business Opportunities

#1 Synthesise findings

#2 Derive business opportunities

Optional - #3 Business Opportunity Selection Workshop - decide which business opportu s to take into ideation
#4 Create insights report

the lab of tomorrow process

0_prepare

3.1 Prepare Incubation

#1 Design coaching materials

#2 Select venture teams for incubation support

#3 Define mode of collaboration with venture teams

#4 Create & schedule tailored coaching plans for each team

3.2 Support Business Design

#1 Map assumptions

#2 Getting a more nuanced understanding of target users

#3 Refining the value proposition

#4 Refining offer & & MVP development

#5 Refining the cost structure

#6 Refining the revenue model

#7 Deciding on sales channels

#8 Identifying necessary business partners

#9 Creating a funding strategy

#10 Pitching the refined business models to follow-up partners

3.3 Support Market Pilot

#1 Creating a pilot roadmap

#2 Creating a minimum viable product
#3 Implementing the market pilot

#4 Pitching the piloted business models

Workstreams

Activities
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We have included charts to visualize the

programme The overview chart lets you <D
view theprogrammeon phase and

1month 1month 1month 1 month 2 months

workstream level.

start J» [ Checklist hypotheses
Development + Define

development
Challenges challenge
1.3_Define business
+ Setgoals & opportunities
KPIS

« Plan
prog!

. ::hni:ln 2.3_Asquire participants ) 1.4_Cundud\>

] srnt
supparting 2.3_Prepare sprint
partners

< back

Overview of the lot programme

1.2_Conduct research

2.1_Acquire supporting partners

Handover

« Complete ‘aption 1

implement-

tation team
* launch

programme

Handover
option 2
3.1_Prepare incubation

32_Support business design ’ {continued)

3.3_Support market pilot » Goal

Sustainable

Thecolourfularrows below the chart
illustrate which actors are predominantly

active at different stages of th@rogramme

ACTORS

Local GIZ proj ised by lab of tomarrow team

Local & Euro pean companies & entrepreneurs - ossisted by Business Design coaches

In each phase you find a more detailed
chart that lets you view the workstreams
and activities within the phase.

Design Thinking & Busi ign experts

< back 1understand

sitemap. < back 2ideate

Increase Font Size .
s 3incubate

1_understand

PHASE
1_understand

2_ideate

PHASE

3_incubate

PHASE PHASE
1_understand 2_ideate 3_incubate
TIME TIME TIME
1month 1 manth 1 month 1 month 1 month 1 manth 1.5 manths 1-2 weeks 3-4 weeks 3-4 months Ecosystem 6-9 months
handover
WORKSTREAM WORKSTREAM IMT WORKSTREAM option 1
Supporti artners
1.1_Develop business opportunity hypotheses : o \ : - z S < 7
- P PP yhyp 2.1 Acquire supporting partners 3.1_Prepare Incubation 3.2_Support Business Design {continued}_Support Business Design
E::flr:dd:uenge & unpack \ Engage political actors I
2 Define Business Create & Improving &, . Identifying
- Semantic Analysis Tool Opportunity Hypotheses [ Engage follow-up partners p schedule Understanding of ) Exploring the Refining "‘: |/ mecessary
: / Design Select coaching plans Maj coststructure | revenue model [Ty
Engage t T / " g pl P | potential users business partners
[ Engage topic experts y, \ coachiig ::::;E ¥ | P p 1 " ‘ o reﬁrr:\euzz:;;s::ess
Ecosystem - HMW Questions Tool 1 \ materials Define ptions Refining Refining % Creating a
e — Business Oppartunity Hypotheses 1.2_Conduct research - — Key Result 2.5_Conduct ideation . mode of il \the offer & Mvp ) Deciding on funding follow-up
ystem Map Tool Matrix Tool 2.2_Acquire participants Participants sprint \ collaboration P oo J divelapmant sales channels strategy partners
. f \ nisnal
: ) Prepare > Salect _‘@‘_ - Ecosystem
Business Opportunity Hypotheses Plan research Document Research 1.3_Define business opportunities process / p— = ) option2
& Identified 7 - o sork /
L ‘Conduct business opportunt y
- - i Test business Solncton WorkshapP ot Create Tnpat o e T Ideation sprint setup / Key Result Key Result -
{ Research Documentation Tool opportunity Assess & decide which business insights Business Opportunity -3_Prep P! Tailored incubation procedure ined business mo 3.3_Support Market Pilot
' T Hypotheses apportunities to take nto ideation report Hypotheses | p— p—
| { 4 nise sprin esu
- business opportunity Selection Matrix Tool Design sprint Motivated teams with
Key Result N [ Organise demo session / incubstion-ready business idess the market pilot
Research Fi - 3 / Creating Creating a
Y ilot minimum
“ Key Result Key Result IS api n - ‘
- i it 2.4_Conduct Group roadmap /| Viable product Pitch
i ¥ [ Derive busine Business Opportunities | | Insights Report Formation Meeting AN Pitching the piloted business
’ 3 i H opportunities | models to investors
,, Brepare Group
Charetting | ___.Optenat | Conduct Challenge Prepare Empathy Conduct Empathy Affinity Map HMW Questions Fermation
ool Framing Workshop E
Interviews Interviews Tool & POV Tool
Key Result
Piloted ventures
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Overview of the phase
contents

Description of the
purpose and
prerequisites for the
phase

At the phase level, we have
I RRAGAZ2Y It @

Ay Of dzRSR
that helps you approach the phase
with the appropriate focus.

{ARS 0FNJ gAlGK
FRRAGAZ2YIFE AYT2NXNEGAZ2Y
SIDESTRIP ELEMENTS ON THIS LEVEL INCLUDE:
< back 1understand sitemap
5 Timeframe
1-3 months

1 understand @

During the UNDERSTAND phase you will: (1) frame your challenge, (2) conduct research and (3) define sub-challenges for the Ideation

Sorint.

?

o
Purpose:

ABxplore your challenge and create alignment in the
implementing team

Aldentify unmet needs of your target user groups and
constraintsfor business creation

ADefine actionable sub-challenges that can be tackled by the
participating teamsin the Ideation Sprint

AAcquire strong participants eager to tackle the challenge by
co-creating business solutions

AAcquire relevant supporting partners for your process

]
RN
What you will need:

AGeneral idea of the development challenge you want to
tackle

AA project team with clearly defined roles

AProject plan

®

Make sure that the whole project team ison
the same page and has similar expectations
of the process when going into the
Understand phase.

@ Options
Success Factors
(N

1,

.R Links
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How to use theprogrammemanual: workstream level

0 NJ 6 A GK
2y It AYTF2NXIEOGA2Y

\;U<
> ()

A
I RRA

SIDE BAR ELEMENTS ON THIS LEVEL INCLUDE:
< back 1 understand ﬁ 1.1 Develop Business Opportunity Hypotheses sitemap
G ) Timeframe
: : @ o
-3 months
1.1 Develop Business Opportunity Hypotheses
Description of the @ |
Focus on exploring the challenge and 0
p u rpose Of th e — Purpose: At a glance: LA idf:nttify(rjinbg tAP:e t|.|tnhr.nettneed[s)of thte peozl(: Op'“ons
arrecte yita Is stage. Do not spen 00
WO rkStream « Explore your challenge and create alignment in the Start by unpacking everything you know about the challenge in g?j::;?;:ﬂ'"kmg about potential
implementing team the project team. Talk to experts to learn about the context,
s : : t causes, drivers and effects of the challenge. Break down
¢ Define initial business opportunity hypotheses roo ’
. _ the challenge into its different components and develop Success Factors
I ||UStratI0n Of the P L L G R B T R business opportunity hypotheses. Identify potential customers W
CO nte ntS and * Gauge stakeholder interest in your challenge and beneficiaries of solutions, hypothesise about their unmet
needs and identify knowledge gaps for your research. NV
Im p | ementation ﬂ ow Of Activities in this workstream Y Links
Key Result
th e p h ase / WOI’kStl’eam General challenge 1.1_Develop Business Opportunity Hypotheses :LE:::;". 35?::::3: I:yg:t:eses
Explore challenge / Unpack > s
knowledge . .
Define Business
I I-I L y IIJI = Outp ut I - Semantic Analysis Tool Opportunity Hypotheses
Map stakeholders &
Ecosystem > = I-.|MW Question-s Tool
IF we don't fully understand the roo; - Stakeholder/Ecosystem Map Tool pusess 0:4[;‘;;?;‘_:5"‘3’9“**'9535
causes of the challenge | « 'y IF we don't have the internal resources
= AND/OR_ : S A /knawl_edge to complete _the
CI ICk On eaCh e user groups aren‘t clear ‘.“ .\:I :::ﬁ’r:&gu ﬂ;c;g;amme without
NP P . IF;Jedon';_haveat;o_mpreh_epsived _E \ _—— ?FND/ORrr oege the Iterestof
understanding o] eir specific needs B = . we want to gauge the interest of
,& aCtIVIty (Wh Ite / g of pecifi ~ ‘_é-"“ ) - .‘ potential supporting partners
arrOWS) to VI eW ‘Charetting Opri;i.':.al Conduct Challenge
. . . |= Input I |= Output I Tool | T * | Framing Workshop
its description
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How to use theprogrammemanual: activity level

Tools referenced in the side bar link to
the downloadable file on the lot website.

SIDE BAR ELEMENTS ON THIS LEVEL INCLUDE:

09 Roles

~
|U'
o
&
=

1 understand ﬁ 1.1 Develop Business Opportunity Hypotheses B #1 Explore challenge & unpack knowledge sitemap

Detailed descriptions of
eachprogrammeactivity

Explore challenge & unpack knowledge

30
3@

programme Lead, Facilitators

O

Alternatively, you can run the entire Charetting exercise in the challenge framing workshop

Once you have achieved a common understanding of the challenge, update the that helps you approach
stakeholders.

At this stage, you are mainly exploring the challenge on a systemic level, trying to get a good overview of its context, root Optlons
causes, and the actors involved. Assessing and refining the challenge jointly
. . . . [ with key stakeholders also
Start by unpacking what you know already about the challenge in the project team and create alignment. The R R G
can help you to do so. Also consider the following questions: participation in the programme.
. i ? 2 2 A 2 4
What assumptions do you have around the challenge? Consider hiring topic experts who can help { dzO S 5 5 Cl O 2 NK
* Why is there an opportunity for sustainable business in the current landscape? LA yEu“exploring (and narrowing down) the
. . challenge.
* What makes this challenge appealing to you and what do you hope to learn and explore? LN
We recommend to consult with selected stakeholders with a good overview such as political institutions, private sector E Semantic Analysis
associations, and research institutions as early as possible to learn their perspectives on your challenge and frame it in its g:}:;ie:;'ﬁo(g'?e":;gte
economic, cultural, political and regulatory context. Tools
| Optional: =
i IFyou don‘t fully understand the root causes of the challenge .
. AND/OR IF potential user groups aren‘t clear |
i AND/OR IF you don't have a comprehensive understanding of their specific needs : &’ BNk
' : V4
i We recommend to break the challenge down into different areas. This can help you to prioritise which areas of the : & INKS
i challenge you want to focus on. To arrive at the different areas that compose the challenge, you may conduct a |
; session in the project team to arrive at potential users and unmet needs that you can then cluster into areas. !
i Later on you can take these areas (and the outputs from Charetting) with you to the optional challenge framing workshop '
i (see “Optional: Conduct challenge framing workshop” in this section) and assess and refine the different areas together i Not
i with key stakeholders of the challenge to make an informed decision which ones to focus on down the programme. : otes

__________________________________________________________________________________________________________________________________________________
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=% Qverview of thelot programme

PHASE . @
0_prepare 1_understand & 2 ideate = oAy Odzo | GS

TIME

1 month 1 month 1 month 1 month 2 months 10 months

WORKSTREAM 11 1 Develop BO

Start Y [ Checklist hypotheses

Development | A Define MaQH 2y RdzOG ) NB & S+ NDK

development
Challenges -

1.3 _Define business

A Set goals & opportunities
KPIS

A Plan 2.1_Acquire supporting partners >
programme

A Engage 2.2_Acquire participants > 2.4 Conduc
political & sprﬁlt

S peiig Havg NBLI NB & LINRK Y u>
partners

| FyR2$SNI
2.4_Prepare> 2 LJu w2

A Complete
& conduct

implement H
. andover
tation team GEM option 2

A Launch 3.1_Prepare incubation
programme

3.2_.Support business ‘ (continued)
esign

3.3_Support market pilot ) Goal

Sustainable
Business

ACTORS

Local & European companies & entrepreneyessisted by Business Design coaches

[ 20t DERRENRBPREOE {106 2F G2Y2NNRBg (SIY

Incubation programs, acceleration programs, investors

Design Thinking & Business Design experts
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#1 Define development challenge

#2 Set goals & key performance indicators
#3 Plamprogramme

#4 Create briefing notes

#5 Engage supporting partners

#6 Complete implementation team

#7 Launchprogramme

1 understand

2_ideate
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O prepare

t dzN1J2a Sy At a glance: Go through the Prepare activities
N

conscientiously and take the time needed

ASSTAYS 6KAOK RS@St2LIVSyil OKI Getfstyed &ith yodial ftogranziety yefiring the igpic, S y ( A || § 2 9etting everybody on the same page.

p p p - ~ Setting up a clear working structure and
ez2dz gl yiu G2 U0l O1tSo creating dot programmeteam, developing a realistic project expectations will benefit you throughout the

A{ 02138 | yR LIy AINENN®IYorSe T §P2% andRefing clear expectations, roles and tasks that wil programme

o L guide everybody throu hthpro?rammg o .
Al tf20F0S UKS ySOSaalNE KdzYtry IyR FAYIYOAL NEazdzZNDOSa | yR

f I dzy ABNRITFKNDP Y Y S

Activities in this workstream

General development challenge |

Define development Set goals & Plan Create briefing \\| Engage political & Complete Launch
challenge KPIls programme notes funding partners implementation team programme

Key Result
Implementation plan

= Input I II" h dzil LJdzi
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A developmentchallengas a socialor environmentalproblemthat offers potential for marketbasedsolutions

Developmenthallengeexamples - X - i
Adl 296 YAIKUO ¢S LINB@SYYidzy V&R OR2Y IRNRESIVR2Ya Ay DKFEYIlF Ay 2NRSN)I 62 NBfASOS GKS DK
Aal 2¢ YAIAKOG ¢S O2YyUNAROGdziS G2 | OANDdzZ I NI F22R a2aiSY wol yRI KéE
Aal 296 YAIKUO ¢S Syl ofS O22t SR UNIYYaLR2NI Ay 2SAa0SNY YSyeél G2 NBRdAzOS FT22R f 2a:

The challenge should neither be too broad to be actionable nor too limiting for creative solutions.
It should offer both

Aopportunities for viable business solutions (i.e., there need to be actors willing to pay for solutions to the challenge or
individual aspects of it); and

Asustainability impact (i.e., solutions to the challenge should contribute to reaching the UN Sustainable Development Goals)
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nLINEG L@ MIDefine development challenge sitemap

Define development challenge

BROAD VERSUS SPECIFIC CHALLENGES
To get started, define the development challenge you want to tackle with new business solutions. If you do not yet have a

concrete idea for a development challenge, you may narrow down relevant social and environmental challenges in the [ RIS RREN
+ is likely to attract more diverse

field of your work by asking: -
A _ _ _ 5 participants
What are the unmet social, economic or environmental needs of our target group(s)~ + lends itself to a wider range of

AWnhy is there currently no solution? (This allows you to identify potential red flags for working on a specific need, possible solutions
such as restrictive regulations.) - may increase the cost and

i _ ) ) . . _ duration of theprogramme
Als there potential for a sustainable business solution? (If the answer to this questions is yes and there are no

major red flags speaking against tackling it, you may have found the right challenge for your BN, Vo NB ALISOATAO
programme) + may enable more targeted
0O - - - - participant acquisition
nce you have a general idea what the challenge might beChadlenge Quihelps you to quickly map and assess your -
challenge. The quiz will also prompt you to think about companies which might provide solutions. * ‘;i‘;'fe';ariisfgcrggre manageable
We recommend to talk to some of these companies as early as possible in order to find out if the challenge is relevant to _ s likely to offer a more limited
them and whether they see potential for business solutions. We also recommend talking to otlstakelyoldesn the range of possible solutions
field of your challenge to learn their perspectives. @ In order to move ahead, it is crucial
Net  that the companies consulted see the
potential for business solutions to the
challenge.
@ ' 3aSaaAy3a YR NBFTAYAY3
N{ 6AGK 1588 altl|SK2tRSNA
KSftLla G2 MWM$GTAKSXNND 688
LIF NI A OA LILINR AN® XY SO KS

= Challenge Quiz



https://www.lab-of-tomorrow.com/challenge/proposal/new
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Set goals & key performance indicators

Based on youprogrammegoals, set KPIs for each phase and workstream ofgiagramme These will help you keep

track of your progress and provide an objective basis for collaboration with facilitators. Examples of KPIs include:

Athe target number of participants (16 to 36)

Athe target distribution of participant backgrounds (private sector, public sector or other)

Athe target number of venture teams in which your participants will work)4

Athe target number of participants per venture teama}

Athe target number of venture team coaches (ideally, 1 dedicated coach per venture team)

Athe target number of venture teams that should apply (or enter) the incubation phase (e.g., 5 out of 6).

3 7 SO
® ®

Programme Lead

Experience suggests thapaogrammewith
more than 6 venture teams / more than 36
active participants is difficult to manage.

It is normal that not all teams make it to the
incubation stage. Put quality before
guantity!
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Planprogramme

Planning youprogrammeahead based on your defined goals and KPIs puts you in a strong position for efficient
Implementation. Begin by defining the overall gt of theprogramme

AWhatfinancial and human resourcedo you require? (You may use t@est Calculationo gauge this
iInformation.)

AWhat kinds opartnersdo you need for steering therogrammeand making it a success?

AWhat (rough}timeline do you envision? (Duration of each phase & workstream, including Ideation Sprint
date and location.ptartaddingthesepointsdirectlyinto your Project Plan.

Next, think about the final stages of ygonogrammeby defining:
Afor how long you intend to provide incubation servicés emerging businesses

Awhat types of incubation services you will provigéypical options include providing general coaching,
facilitation and advisory services only; providing additional targeted technical assistance and advice to
specific business models; and / or additional financial support. At this point, you do not need to agree on
every detail, but you should have clearly defined your service offer before starting your participant
acquisition

Awhat your exit strategyis (see option in the side bar), i.e., when do you plan to hand over the emerging
businesses to investors or other follawp partners such as other incubation or accelerator programs?

Planning ahead this way allows you to
Aensure clear expectation management with partners and participants
Acontract facilitators based on clear terms of reference
Aadopt a coherent project management approach.

A

Programmelead

EXIT STRATEGY

There are two exit options for your
incubation services:

a) After Business Design (~ 3 1/2 months
after the Ideation Sprint)

You assist the participating teams in creating
the ideal business model for their solution
but leave the support of market piloting to
other partners.

Please note: At this early stage the teams
may find it difficult to convince investors or
support programs of their business ideas. It
Is crucial that you assist the venture teams
in finding followup partnersg e.g., through
hosting a pitch in the end of the Business
Design stage.

b) After Business Design and Market Pilot
(~ 9 months after the Ideation Sprint)

You continue to support the venture teams
throughout the pilot of their businesses in
the target market. This requires extra
resources for coaching. You may also
provide additional financial or +kind
services to the teams to help them create
and deploy their minimum viable product.
Your support stops once there is clear
evidence of the businesses' market
potential. This exit option increases the
chance of a smooth handover to follewp
programs or investors.

Cost Calculation
Project Plan Template
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Create briefing notes Qi tNe NS

Createtwo BriefingNotes aParticipant Briefing Notehat helps you to approach potentipharticipants and &upporting Keep updating your briefing
Partner Briefing Notdor potential supporting partners (such as topic experts, political partners, gtymation to notesthroughout theprogrammeas you
Include in your briefinguotes N\ learn more about the challenge and its

. o tential busi wunit
Alntroduction to the lab of tomorrovwprogramme(goals, methods, timeline) PRLSIMEIEESIEES SR Ul
ATopic and background of challenge

- i : =1 tFINIAOALbFEGS. NESERYVHS
ABusiness opportunities (once defined) ( QA2 NI AY3 LFNIySNI . N
ABenefits of participatingn or supporting theprogramme hyS tF3SNI ¢SYLIX FGS

AHow to get involved
AContact

In addition to the BriefindNotes you may create& One Pagens a shorter version which can be shared witential
partners (and participants) as a brief introduction to your lab of tomormpoagramme
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Engage supporting partners H e
Use theSupporting PartneBriefing Noteto engageelevantsupporting partnersearly on:
APolitical partnerswhose backing you need (such as BMZ and relevant public sector actors from the target
country).

AFunding partnersi.e.organisationsvho might be interested in ctunding yourprogrammeor the resulting
ventures(such as relevant foundations, other development cooperation projects, impact investors, etc.).

ATopic expertge.g.from academia, the private sector, civil society, etehp can help you to develop a better =
understanding of the target market and opportunities for sustainable business duringhtterstandpohase or
support the ventures teams durindeateandincubatephases with their expertise.

Gaining the support of partnarganisationgnakes participant acquisition much easier by giving ysagramme
additional traction and networks to leverage.

NOTE: Once you know the broad topic of yourpobgramme, you should start with engaging supporting partners.
Please refer to section 2.1 in the manual for information on supporting partner acquisition.

ProgrammelLead

Keep updating your briefing note
throughout theprogrammeas you learn
more about the challenge and its potential
business opportunities

Supporting Partner Briefing Note Template
One Pager Template
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#6 Complete implementation team

O prepare = #7 Launchprogramme

sitemap

9 ﬁ' Programmelead

In-house or outsourced project

Complete implementation team
I 02YLX SGS AYLX SYSydl (MARiyE 8K S FROOMKBER G RBIBANB LIS A2 Y I £ € &) clactor@ufcient internal staf capacity

Ay Of dzZRS @ ®RRASAER yY IR G S NJ SE LIS NI a and resources, therogrammelead may
LT LINRE NI SVB FyR GKSANI GSHY OFyy2d GF{1S 2y GKS NBES 2F (RO ok bdddeoidods bois 2 NE
O2YUNF OG SEUGSNYIEX FIFOATtAGIG2NAR ¢6K2 &akKz2dzZ R facilitators.
. A . A~ ~ . ~ A = A A . ~ 2 f S|
AKI @8 AGNRy3 SELIBNIAAZS Ay LINR280G Yyl 3Isdysyis Sa@yo?@my?ﬁﬁﬁshﬁk&%p
AR YL SYSINR AINLEKNBdzZAK2dzi GKS RATFSNByY(d LKIFasSa oNBa ND%E"S@QJ;\I f§;’r‘<§q_gﬁ'ﬂ%§§§2®
WSTSNOER2 YLKS ¢SNNEF2RAFORFEENDBVOFI adzidl ot S SELISNI & STFAOASY( O2YYdzyA Ol (A2
| RRAGA2YHE ado2800 YIGGISNI SELISNI A YINE NG YOy NG Gk 2R/ A6 KRB ULKESA y G 2 NI d K
LINE INF S¥B YR UKS FIOATAOFG2NER f1F 01 ySOSaal N (G2LAO0 %0Lgsgwjgﬁeﬂgfsfacr@atvﬁ;m?wavs@is'b'e?2
RSOAAA2YE SKAOK o0daAAYSaa 2LIRNIdyAGASa G2 G118 F2NBI Esh,p VSENPIRS 6 o @
LT G4KS G4SIFY R2Sa yzij KI @S |332|2Racuzuugraaa)\yaa LI2 N5y & W& I )L amp y%faa}eul NO & &A
VSUG62N]l AY GKS AYLX SYSYyUlFraGgAzy G4SIFY Aad4 NBO2YYSYRSR odza Of dza G S
Lau N Chp rog ramme Qg ProgrammelLead, Facilitators
Start youmprogrammewith a kickoff in the whole implementation team by jointly reviewing and defining the @ ! aKFNBR LINB2SOU LX Iy
[T 2T NBRt Sa | yR ulé I NI

Aprogrammegoals and format G KISNE I NI YN 62008 & q;l
Adistribution of roles and responsibilities (for this use Bales and Responsibilities Template
AMeans and structure of communication and collaboration.

Fill theProject Plarfor your joint implementation.

You may use an online, netatic project
management tool (such as Asana or Trello)
to manage tasks more efficiently.

O

Project Plan Example
Roles and Responsibilities Template




1.1 Develop Business Opportunity Hypothese

1.2 Conduct Research

1.3 Define Busines®pportunities

2_ideate
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1 understand '@ &) 3o

* Make sure that the whole project team is on
LN the same page and has similar expectations
of the programmewhen going into the

Unlderfstand phase.

S5dzNA Y3 GKS ! b59w{ 0 bBNILIKS &06SdzaeAr2yds agah { 0YLI20RIT Bzgz® i & oK SREFIIR S & SIEKES oF A Y
0dzaAySaa 2LILRNIdzyAGASa FT2NJ UKS LRSIFUOAZY {LINAYUO®

? ER

0
Purpose: What you will need:
AExplore your challenge, select focus areas and create AThe development challenge you want to tackle

alignment in the implementing team AA general idea about potential business opportunities

Aldentify unmet needs of potential customers and constraints

_ _ AA project team with clearly defined roles
for business creation

ADefine actionable business opportunities that can be tackled AProject plan

by the participating teams in the Ideation Sprint

AAcquire strong participants eager to tackle the opportunities
by cocreating business solutions

AAcquire relevant supporting partners for ygomogramme
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1 understand‘@:

GE CON

UNDERSTAND

EXPLORIiEe ProblemSpace

Duringthe UNDERSTANIDase focuson identifyingthe needsand perspectivef peopleor organizationsaffected by your challenge
In order to learn more aboutthe problem(s)andto identify opportunitiesfor sustainabldousinessDo not think about solutionsat this
stagec that isthe focusof phase2_ideate!

HOW?

Takethe time to properlydiveinto needsand perspectivedy empathizingwith the peopleor organisationsaffectedby the challenge
Deferyour own judgementand assumptionsBe open-minded, curiousand alwaysdig deeper Definethe businessopportunitiesonly
onceyoufeel you haveexploredenoughaspectsand spokento enoughpeopleaffected

WHY?

It is important not to get caughtin one's own assumptionsat this point, sincethey can obscurewhere the true opportunities for
sustainablebusinesdie that your target participantswould want to tackle and that people affected by the challengewould really be
willing to payfor.

3 months

AN

A

SNOA&aAY3 SYLI K& ¢
I OKFffSy3asS LI I &a
SANJ dzy YSG ySSRao

f S

l.j

|.

KS
SIANLIWAKBY2Y (K 9



https://new-ideo-com.s3.amazonaws.com/assets/files/pdfs/news/Empathy_on_the_Edge.pdf
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1 understand

PHASE

1 understand

TIME

WORKSTREAM

1.1 Develousinesopportunity hypotheses

Explore challeng& unpack >

knowledge

M SYIyihOeara

Map stakeholders &
Ecosystem

- StakeholderEcosystenMap Tool

o)
c
Q1
B
Q
O
1
\
\
\
1
1
! ’
\
’
1
\ )
\ ’
\ ’
1 ’
1 ’
1 /
\ /I
\
1 )/
\ 4
v ’
CharettingTool | --

1 month

¢ 22

Define Business

{Opportunity Hypotheses

- HMW Questions Tool

- Busines©pportunityHypotheses

Matrix Tool
A

1
1

Key Result

Business OpportunityHypotheses
& ldentified Knowledge Gaps

1 month

1.2 _Conduct research

Plan research

Conduct User
Centred Research

Optional

Conduct Challenge
Framing Workshop

MY 2 YV (i K

1.3 _Define business opportunities

/2 Y RdzO0
{StSOiaz
54834 9

2 LJLJ2 NI dzy A

- businespportunity SelectionMatrix Tool

Document Research
(F.;,onducthToplc Test business
esearc TwSaSh RDEzY S yei2 A 2 v opportunity
. Hypotheses
3 ! ;' Key Result
S | Research Findings [*~Q,.. 5
e | \\/\O/; , AN
o : : \\o{ t \9\03/"
\ H n “Z
: ; Synthesise ¢
: ,' Findings R
v 1
PrepareEmpathy L Conduct _Empathy Affinity Map Tool
Interviews Interviews

\

sitemap

\

Derivebusines
opportunities

\ Key Result
| Business Opportunities

Key Result
Insights Report

| a?2

3

!

4 7\
2

uaAz2
22 ¢

y

a
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1 understand ﬁ 1.1 Develop Business Opportunity Hypotheses

sitemap

1.1 DevelopBusiness OpportunityHypotheses

Purpose:

AExplore your challenge and create alignment in the

Implementing team

ADefine initialbusiness opportunitjypotheses
Aldentify knowledge gaps for your research

AGauge stakeholder interest in your challenge

Activities in this workstream

DSYSNI f OKFf ¢ #y-ag 1.1 Develop Busin

Explore challenge / Unpack
\ knowledge

- SemanticAnalysis Tool

Map stakeholders &
Ecosystem

LC 68 R2ywi Tdfte dyRSNEGIYHR PREMPERs
causes of the challenge !
AND/OR

LC LRGSYGALlf

dzd SNJ INRB dzZLJ& | NBy Wi Of S N
AND/OR \
IF we don't have a comprehensive \
understanding of their specific needs \

I: Input I |: Output I

4

: Yyse wSad
ess Opportunity Hypothe . dza Ay Sa )a\l
Syu

At a glance

Start by unpacking everything you know about the challenge in
the project team. Talk to experts to learn about the context,
root causes, drivers and effects of the challenge. Break down
the challenge into its different components and develop
business opportunity hypotheseklentify potential customers
and beneficiaries of solutions, hypothesise about their unmet
needs and identify knowledge gaps for your research

u
hLILIR2 NIdzyAde | 8LlR2ikKSasSa
ASR YyZ24f SR3IS DI L)

DefineBusiness
OpportunityHypotheses

- HMW Questions Tool

- businesopportunity Hypotheses

«

Matrix Tool

IF we don't have the internal
resources / knowledge to complete

\
\
; the charettingprogrammewithout
| external support
1
1
\

AND/ OR

IF we want to gauge the interest of
potential supporting partners

Conduct Challenge

Framing Workshop

6 MOY 2y U K&

Focus on exploring the challenge and
identifying the unmet needs of the people
affected by it at this stage. Do not spend too

much time thinking about potential
solutions yet!
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To checkthe strength of a businessopportunity, fill in the

andexplorethe following questions

Alsthere aclearunmetneed?

Alsit clearwho would benefit from a solution?

Alsit clearwho would be willing to payfor a solution?

A Are there companiesand entrepreneursinterested in creating new
productsor serviceghat tacklethe unmetneed?

A Are the constraintsof tackling this opportunity clear? (Under which
conditions ¢ such as regulatory restrictions, competition, etc. ¢ does
the solutionneedto work?)

Als there potential for different types of solutions? (The corridor of
potential solutions should be neither too broad nor to narrow
Differentkindsof solutionsshouldbe possibleto makethe mostout of
the creativeideation programme,but the businessopportunity should
alsonot feeltoo broadto tackle)

A Are there anytechnicalor regulatoryreasonsspeakingagainsttackling
the businesopportunity?

®

5805t 208MStyEE Y IR S v
4 2 A 3K S ISNINKBE 2 RA BFNERADONB | o y

RA T A B RAWSE NBWRA R YISEKER 3 & S NI | yarReayOy RIS 4

0 ®F LIA (2 i KiS2A QIALIdzt 3§E2IE NITRE B2 dgND S & K

. dza A3/ISIFANSD Bz X YR S a

Al 2 A IKB Yy I 8§ KiS2 dzNIRSEOWI IR £ 2 RRSEY O2 Y S
a 0 NXoléytat 2185 2/1B8 & LIS NRISYOFHk 10 $eNRIGE: £ f &
RA 34 i \O2SUGLISNRIG b & SR 12fdzNAGilye WARB & S NDOK
AVAGAG&SKAYyHE®IIAdE NRALF yak

Al 2 A AKESYy O2 dAT BSNER I (| dz930 S 8B/ 3 1AT/S
OA2ZRAGEBERBRAR f BT YA BEER NI BKIOEALYR
02y LNV REBRYYdzy A iUAS&K

Al 2 & A AKSIR A I AFGyr R AT NSO YT yESIOTHzRBS NE R O |- f
O2 YYdzy B dzh BEM Y RE (AITVOR 2 64 NR & PAYWADNS | & S

A Ve ~ ~ Ve

I RRA (RA-20yIRY T 2 N b 2 @ Kza A 3/ ISIEANA @2F dd &
0 D2YLAY SR Pamal K RINRIBzE &b NDO K

Talk totopic experts to explore potential
business opportunities.

Start by creating business opportunity
hypotheses: which potentials for sustainable
business do you see? Then conduct research
to fill in knowledge gaps and discover
additional business opportunities. Compile
what you have learned in an insights report.
Provide the insights report to the

participants of youtot programmeto help

them prepare for the ideation of viable
solutions.
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Explore challenge & unpack knowledge QB8 PogrammeLead, Faciltators
At this stage, you are mainly exploring the challenge on a systemic level, trying to get a good overview of its context, root
causes, and the actors involved. 1 3a8aaAy3a YR NBTFAYA
. . . : ot T R sAGK {Seé adl(1SK2ft RSN
Start by unpacking what you know already about the challenge in the project team and create alignmesiTtie KStLA (2 MEGTANKDK NND
can help you to do so. Also consider the following questions: LIF NI A OA LILINR A NP XY S KS
: ?
AWhat assumptions do you have around the challenge® @ Consider hiring topic experts who can help
AWhy is there an opportunity for sustainable business in the current landscape? [RA  you exploring (and narrowing down) the

hallenge.
AWhat makes this challenge appealing to you and what do you hope to learn and explore? cratenee

We recommend to consult with selected stakeholders with a good overview such as political institutions, private sector[ =) Semantic Analysis
associations, and research institutions as early as possible to learn their perspectives on your challenge and frame it in it gﬂ:&ig‘ﬁé%pﬁggﬂl)ate
economic, cultural, political and regulatory context.

__________________________________________________________________________________________________________________________________________________

Optional:

LC @2dz R2y Wi Fdz té dzyRSNRUOIYR O0KS NR20G OFdzasSa 27
l b5khw LC LRGSYOGAFf dzaSNJ INRdzLJA F NBYy Wi Of SI NJ
AND/OR IF you don't have a comprehensive understanding of their specific needs

We recommend to break the challenge down into different areas. This can help you to prioritise which areas of the

challenge you want to focus on. To arrive at the different areas that compose the challenge, you may conducta
| session in the project team to arrive at potential users and unmet needs that you can then cluster into areas.

0KS OKFfftSy3as

Later on you can take these areas (and the outputs f@maretting with you to the optional challenge framing workshqfap

6a4SS ahLIWGA2YfY [/ 2yRdzZO0 OKLI f &ind §3eSs addNdfing the differén2aiehsidgetnelé Ay GKA & aSOUGA2Y0
with key stakeholders of the challenge to make an informed decision which ones to focus on down the programme.

Alternatively, you can run the entit€harettingexercise in the challenge framing workshop

Once you have achieved a common understanding of the challenge, updé&teihe that helps you approach
stakeholders. |
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Map stakeholders & ecosystem Q9 Programme Lead, Faciltators

At this stage you identify the most |mportant stakeholders of your lab of tomopmgrammeand visualize them on the

® CKA& ONHOALE Iyl teaAOrt &AGSLI gAfE I f¢2 @ 2 BegpeihingyoungipaolerFeesysiamy &

stakeholder landscape by grouping stakeholders with common needs and Interests relative to your development the development challenge and possible
challenge. Eventually the Is a key step towards a structured and efficient partner acquisition solutions.
for the later Ideation Spl’lnt. Creating the Stakeholder Ecosystem Map
LA can also show your team where information
: : : e L : : : . on the stakeholder ecosystem is lacking.
ldentify and map all important stakeholders along their sector affiliation and their scope of operation, including: These might be areas where more research
APrivate actors (such as investors, service providers, suppliers etc.) are potential solution providers or expert knowledge is necessary.

APublic sector actors that are contributing to the challenge or may have an interest in solving the challenge. @ Transfer the most important stakeholders
o _ _ o _ _ Ne{  Into the LoFProject Plan and make use of
ACivil society representatives/organizations that are relevant for the success of potential solutions @2dz { Gl 1SK2ft RSNJ 9024¢eéa
AUsers andrganisationghat might be willing to pay for solutions Plan your Ideation Sprint acquisition
ABeneficiaries that are affected by the development challenge and would befit from a solution
ACompanies that may be interested in the business opportunity associated with the challenge
ATopic experts that could help to learn more about the challenge and its business potential

AFunding partners who might be interested in supporting a solution

= {O0F1SK2ft RSN 9023@aidSy

The clustering of stakeholder into subgroups and the identification of key actors within, will then allow you to reduce
complexity of the relevant stakeholder landscape. Furthermtims, step allows you to identify key actors with regards to
their leverage and relevance regarding your development challenge. This information can be directly translated into
a! Olj dzA & AofiyhuLy FPfojech Rlaf.

In an additional step you might also want to take a systemic perspective on the development challersyablsinghe
relations and interactions of the most important stakeholders. In this regarcthe Is great for
communicating and exploring the challenge with stakeholders and provides a great basis for your later research.
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Optional: Conduct challenge framing workshop

IF we don't have the internal resources / knowledge to complete tharetting programmewithout external support
AND/ ORIF we want to gauge the interest of potential supporting partners

tNB ANI[YSMSRE CF OAf AGI 02N

@ If your development challenge is occurring
In a single value chain, you may not need to
break it down into different areas and

prioritisethem but can start wititCharetting

directly.
We recommend conducting a challenge framing workshop. The challenge framing workshep mar2vorkshop with ey

about 510 key stakeholders of your challenge. It helps you e

Semantic Analysis and Stakeholder &
Ecosystem Map in advance.

You may also conduct multiple challenge
LN framing workshops. For example, you may

subdivide the workshop into two parts: the

Agauge stakeholder interest in tackling the challenge

Adeepen your insight into the challenge

Aselect business opportunity hypotheses and identify knowledge gaps as starting points for your research
Aidentify potential customers of solutions to the challenge

: _ -z Z oA z _ = v A v - A art ticanalysis,, =
Anypothesisé 0 2 dzl L2 GSydAlt OdadG2YSNEQ LRaaiot$ oF 01 3INEdzy RgFNEMENRSTATTNY R
Brief your participants with your completédl and and bring a list of the ! | The second part for conductir@haretting

most relevant areas of your challenge to the workshop. During the workshop, let participants add to and refine the
different areas of the challeng®rioritisethe different areas and choose the most relevant ones for your subsequent
research. Have the participants work through the exercise for each focus area . N

We recommend to involve stakeholders who can help you to obtain a good overview on the
Aantecedents and effects of the challenge
Adifferent stakeholders affected by it and their unmet needs / pain points
Alocal market and challengelated business opportunities
Acontext (economic, political, social, technological, ...).

For a help in acquiring relevant topic experts, checkltne 1Relevant actors from the
following stakeholder groups are of particular interest: academia, private sector associations, political institutions,
organisationgepresenting potential users (you may also include actual potential users if feasible), civil society
organisations

Follow up by inviting the workshop
participants to indepth expert interviews
RdAdzZNAY3I MPH W/ 2y RdzO0 wS

= Semantic Analysis
Stakeholder & Ecosystem Map
Charetting
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Define business opportunityiypotheses QE programmeLead, Faciltators
The key result of this first part of the Understand phase is a set of identifisthess opportunity hypotheseand @ If you have very thorough knowledge

internally about the general challenge you
are working on, you may already have a
pretty clear idea what the business

identified knowledge gapsYou reach thesbusiness opportunity hypotheses by breaking your gersgaklopment
challenge down into separate assumed business opportunities that are the basis of specific business opportunities the

venture teams will focus on in the ideation sprint and work on throughoutabeof tomorrowcycle. At this stage, these opportunity hypotheses might be at the
assumed business opportunities are mostly hypotheses-defth analyses on these will only follow in the next steps of start of the Understand phase and use the

the Understand phase. Thé will help you in formulating business opportunity Hypotheses. %ggrse”t steps rather for refining your initial
HMW questions are jumpingff points for generating ideas: good questions are the foundation for clear, targeted, and

useroriented business solutions in the Ideation Sprint. A good example might be the quéstiog: ¢ YA IKG 6 S Y LA @g/SFKG 2 S vdsSairzya
access to diagnostics in rural hospitals to help medical staff prevent and contr6l2on Y dzy A OF 6 f & RA &SI a 8 a N\ EHPRYPlegegsasa al

Once the Business Opportunity Hypotheses

These formulated business opportunities can then be integrated irsthe which will help @

) : : . i i ) _ _ are completed, you should add these to the
you with assessing the suitability and quality of the formulated business opportunity Hypotheses. Further, it provides a Briefing Note and start immediately with
framework and initial set of questions that will be crucial for getting a clearer picture of how comprehensive your participant acquisition

knowledge about each of these business opportunity hypotheses is and what knowledge gaps remain. These knowledge
gaps will then guide you through the research phase afterwards.

The IS one of the most central tools in thogrammeand you will come back to the
results of this exercise and extensions and variations of the tool several times throughout the understand phase. We
therefore recommend doing this exercise very thoroughly.

NOTE: Once the Business Opportunity Hypotheses are completed, you should add these to the Briefing Note and start
Immediately with participant acquisition in parallel to the remaining steps of the Understand Ph&ease refer to
sections 2.2 in the manual (pagestg®3) for information on participant acquisition.
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1.2 Conduct Research

Purpose:

AUncover the unmet needs of people affected by the
challenge and learn what they value &nd what they would

pay for)

Aldentify the constraints that yoysrogrammeparticipants will
need to consider when designing their business solutions
(such agocal market conditions, regulations, and
technological standards)

Activities in this workstream

At a glance:

After you have defined your business opportunity hypotheses
and identified your knowledge gaps, it is time to zoom In:
Deepen your understanding of the underlying problems and
the potentials for business solutions through

Ahuman-centredresearch(interviews with potential
customers of solutions & other challenge stakeholders)

Atopic research(secondary research)

MdH 2y RdzO0O NBASI NOK

- - Conduct User
BusinessOpportunity Hypotheses &
Identified Knowledge Gaps Centred Research
Plan research
Conduct Topic
Research

IF we don't know enough about the
user groups' needs and demands

A
1
1
1
1
1
1
1
I
I
I
}
I
I
I
1
1
1
1

Document Research

- ResearcibocumentationTool

|
Q.

AND/ OR S
IF the identified knowledge gaps are St Key Result
related to potential insights from user < ' Research Findings
groups .

v

PrepareEmpathy ConductEmpathy

I: Input I I: Output I Interviews Interviews

6 1-3 months
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t f I y N\B é_ S I N\D K 95?1 Facilitators
Take a look at the business opportunity hypotheaed knowledge gaps that you have identified in 1.1 Develop business

_ . . . Research Plan Example
opportunity Hypotheses. The hypotheses and knowledge gaps should be great starting points for your research, pomtlE Interview Guideline Example
you at who you need to talk to and what information you need to obtain. Two layers of research will have to be BusinessOpportunity Hypotheses Matrix
conducted:usercentred research and topic research Research Documentation Tool

_ _ _ Preparing Empathy Interviews (Optional but

Create & and include information such as recommended)

AWhat information can you get out of desk research?
AWho do you need to talk to?

AWhat do you want to learn from this person @mganisatior?
AWho will conduct the interview?

AWhat is the scheduling status of the interview?

The from the previous step is an important navigator for identifying your key research
guestions and key knowledge gaps you need to focus on in your research.

Optional (but recommended):
IF we don't know enough about the user groups' needs and demands
AND/ ORIF the identified knowledge gaps are related to potential insights from user groups

We strongly recommend conductirig Prepare for semtstructured |
according to the information that you want to learn from your target interviewees. Schedule interviews with

the people of interest or, if possible, speak to them directly in the field. The latter also allows you to observe their

everyday environment, which can go a long wagnmpathisingwith them and in understanding their needs. |

Good preparation also includes having a plan for documenting your findings. We recommend following the logic of the
to allow each of your researchers to systematically capture data from their desk research
or interviews.
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Conduct humarcentred research Q9 Faciltators
Qualitative, humarcentredresearch in the field helps you to better understand the people aganisationsaffected by Consider hiring local field researchers for
your challenge, including their unmet needs, motivatidnshaviours attitudes, and personal circumstances. In most KA deeper qualitative insights. They have a

better understanding of the cultural context

cases this is done with the help of empathy interviews. To learn more about this technique/chgak . _
of their research subjects.

and

_________________________________________________________________________________________________________________________________________________ @ Capture key moments from your field
¢ research in photos, videos, or audio, if

Optional (but recommended): possible.

IF we don't know enough about the user groups' needs and demands
AND/ ORIF the identified knowledge gaps are related to potential insights from user groups i

A /J2yRdOGAYI 9
dzi NBO2YYSYRS
S48 NDK 52 0dzy

5
! W
We strongly recommend conductirig

The most important group to understand artpathisewith are the potential customers (and other beneficiaries) of

. would-be business solutions that might emerge from yprmgramme Ideally, speak to them in their everyday

environment and make the interview feel like a casual conversation. Engage all senses in your interviews: how people say
. things can often be more tellintpan what they are saying, and a glimpse of their circumstances can sometimes yie'ld

more information than a catalogue of questions.

Also talk to other stakeholders of the challenge. These might include potential solution providers (companies or
entrepreneurs), universities and research institutes, political actors, civil sargdyisationsand NGOs, etc. Knowing:
different perspectives on the challenge will help you a great deal in distilling the most important information from your
research findings, avail the definition of the right business opportunities, and facilitate the invitation of suitable
programmeparticipants.
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COﬂd UCt tOp|C reseal’Ch 95?1 Facilitators, Topic experts (optional)

Ad_ditiongl research about the topic of your challenge can help you to get a more holistic understanding of it, including I 2yAARSNI KANRY3 2L3K0O

Insights into: A (SOKy2f23A0Ff |yR NB3d
GKS YIN]SG O2y(iSEG 27

Atarget markets and socieconomic trends
Apolitical and regulatory circumstances
Atechnological possibilities.

This allows you to identify the constraints that your programme participants will need to consider when designing their
business solutions. This could either be done throdgsk researclor throughinterviews.

2dz YIed KANB RSRAOIGSR G(2LIAO SELSNIGA T2N GKA& 0aSS NertS wiz2LIm 0O SELISNIaQ

5
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Document Reseal’Ch 95?1 Facilitators, Researchers

Properly documenting your research findings in a lean, efficient and effective manner is crucial for the research

programme We recommend followinthe logic of the to allow each of your researchers
to systematically capture data from their desk research or interviews. This Tool strongly buildsbusitiess

opportunity Matrix Tooland willthus allow for very targeted research documentation with a focus on your previously
identified knowledge gaps and business opportunity hypotheses and will hence be instrumental for testing your business
opportunity hypotheses in the next step

During your researgtyour team spread out and gathered as much information as it could. Now it is time to get back
together and jointly unpack what you have found. Through your research you will likely dig up hundreds of interesting
data points. For example, each researcher may first capture their notes individually on paper or in a digital document and
filter out the most relevant information. This filtered information then ne¢al®e captured on a shared online

document such as thie to join up the findings from different researchers.

WS&SI NOK 520dzYSy il aArzy
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1.3 Define Busines®pportunities @) 13monns

Purpose: At a glance:

You have gathered lots of information about your business

opportunity hypothesesnd have filled your previously
ADefine actionable business opportunities that can be tackled igentified knowledge gaps. Now it is time to make sense out of

by the participating teams in the Ideation Sprint this information. Refine your business opportunity hypotheses
or derive additional business opportunities based on concrete
user groups and their needs that can be tackled with new
sustainable products or services. Compile insights for each
business opportunity in a report.

ASynthesise your research findings into insights

ACreate an insights report that will enable your programme
participants to create usecentred business solutions

Activities in this workstream
1.3 _Define business opportunities

A x nguct business opportunity
|Research findings - SO X i g‘%e tion Workshop Create
‘ | — | 2 LJLJ2 NIl dzy Lﬂ Assess & decide which busines insights
| 8Ll2UKSaba opportunities to take into ideatio report
é;;\ - businespportunity SelectionMatrix Tool
ICRN I' N
2 N 2N\ !
/ PR / Key Result . . .
4 , £ ' bu;/iness YSe wSapz @
Synthesise i i . X > S g
12w clafi Fevm & sulislEm: gindin - Derlvebus_lr_less ftuniti LyaA3aKupa NBLIZNU
structure in our research findings 9 opportunities
AND/ OR .
IF we want to identify patterns and Affinity Map Tool HMW Questions
themes within our findings beyond & POV Tool

the Research Documentation tool

IF our business opportunity hypothed®sve to be
significantly changed based on research findings
AND/ OR

I = Input I I = Output I IF the testing of our business opportunity hypothesis shows
a need for additional/new business opportunities




N\
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= 1.3 Define business ,
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Onceyou havesynthesisedhe learningsfrom your researchand decidedwhich businessopportunitiesto take forward to the ideation
sprint, it is time to create a report that informs your participants This captureseverything important about the
identified businesopportunities Whencompilingthe information for the report, leanon the findingsfrom your

Good insights reports have 3 qualities.

1. TheyINFORMabout what potential customers need and want.

2. TheyINSPIRBy motivating participants to create suitable solutions.

3. They ardEMORABLEI'hey are written in a vivid and compelling way.

You may capture your insights in a presentation, website, or another suitable format. Make your insights accessible@deditbage
appropriate, video, audio, photos, and graphics beat text.

For more orientation which information you should compile, checki the



1.3 Define business : - :
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Optional: Synthesise research findings Q& crort Al 2N

IF we don't have a sufficient structure in our research findings

. . o o _ Make sure that you share the research
AND/ ORIF we want to identify patterns and themes within our findings beyond the Matrix tool N

findings (especially the insights from the
interviews) with your fellow researchers as

—_— e TR - - - - - — -

We recommend tc your researclhi as theResearch Documentation Toobt always captures all you unfiltered as possible. Some details that

relevant insightsor you may still lack structure in some of your findings R2yQu asSsY AYLENLIyU 0
o o o _ _ _ to trigger additional thoughts by other team

Building on the research findings and new insights gained from the Research Documentaticn=Taol IS members.

used to take a second look at your Business Opportunity Hypotheses and if necessary to identify themes and areas for

the development of new hypotheses. | A_|  Affinity Map

Affinity mapping helps you thus to obtain an overview of gathered research information, to attribute research flndlngst
existing Business Opportunity Hypotheses and reflect on their coherence and to identify themes and areas for pbtentlal
new Business Opportunity Hypotheses.
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Testbusinessopportunity hypotheses R Faclitators

I TUSN) e2dz KF @S R2 OdzYveAISIRNIB R dENA G it WEHA (RIHBA A WF MUEKEE R | € § (ONHZQA b ok Mo § SRIS =
FYR AY a2Y52\VihRBERKEMSY It NBaAaSINOK FAYRAyIaAaZ AdG Aa i 'S Howd Vigh v@zau&t.onyKSés Ay
60dzaAySad 2LIRNUdzyAde KelLRUKSASE®)CEBBEADAYANIGE SUZAYSBRY H2jdzSadA2ya Ay UKS
)\ﬁeéyu)We 6 KAOK 2F GKS 0dzaAySaa 2meﬂmmycaya}auélxmmwﬂam&ﬁawkaylOudzlffe 0S a
ALINAY O o0l &aSR 2y @&2dz2NJ NBaSI NOK T)\yRAyaaz GKAOK 2ySa YlI KIS (2 0S NBTAY
Ff 023SUKSN) 0SOF dzaS @ K2 AR AUNIEZS P KELIZIKSAAA4 RARY

C2ft 2 M NHINEKYXESSa0AYT OUKS o0dzaAYySaa 2L NIdzyAde KelLlRiKSasSa YR OGNXyatz2Ny
0dzaAy Saa zLJLJzNdezyAG)\Séz 82dz oAff SAUOKSNI Y20S RANBOUteée (2 asStSOuAy3a GKS
t2y3ASNI EA&0 T2 NLINKS NARSVEAY& YO cﬁé_JNyKSfaJa FYORIHS R Y RIJIO Ul YRIZAAESEIAOA T Ale 6aSS

2L NI dzy Al é abtBDia2d B2 NIV KREI NI f22L) YR RSGOSt2L) ySé6kl RRAGAZ2Y I f o0dzaAY!

KeLRGKSaSa 2N aAdy KERQUUKKHSBIAK Y KS @AM ARYA T VA SNA &S 6dzaAy Saa
2 LILI2 NJEdzf BSEAEBEGD aft ARSDO

Optional: Modify business opportunities ocreate new ones

IF our business opportunity hypothesdmve to be significantly changed based on research findings .
AND/ ORIF the testing of our business opportunity hypothesis shows a need for additional/new business opportufmities

We recommend doing an extra loop to derive business opportunities. In this step you can develop new or additic:bnal
business opportunities beyond your tested business opportunity hypotheses and / or make significant changes tp your
hypotheses in order to transform them into suitable business opportunities. Make sure to frame business opportlfunities
that are suitable starting points for the ideation of business solutions through the teams in our Ideation Sprint

For this step you can go back to the that will help you with reformulating your hypothes:es
or developing new business opportunities. The additional and reformulated business opportunities will then be added to
the for the next step#2 Conduct business opportunity selection workshop.

__________________________________________________________________________________________________________________________________________________
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Conduct business opportunity selection workshop Q2 PogrammeLead, Facilitators

You may conduct a workshop with selected private sector stakeholders to gain their perspectives and assess their inte .
If you choose to conduct a workshop with

In the possible business opportunities or you complete this step through an internal workshop. Together you rank and external stakeholders in this step, be
pick the most promising business opportunities for the Ideation Sprint and further refine business opportunities if pragmatic: a haitlay workshop with 8.0
needed. Knowing your business opportunities will allow you to acquire relevant participants for the sprint in a targeted participants is typically enough. business
_ opportunities can still be reframed later,
manner. You should use thi2 for this process. even during the Ideation Sprint.

@ After having chosen your business
LR opportunities, you may conduct extra

Check.a.the following criteria to evaluate the strength of your business opportunities: research if you feel that there are open
Als there a clear target group? (Who will buy and benefit from a solution?) GLESIETE BN,
Als there a clear unmet need? (Which problem of the target group must be solved?) =~ BusinessOpportunity Matrix

AAre there potential solutions providers interested in creating new products or services that tackle the unmet
need? (Which companies or entrepreneurs would be willing to provide a solution?)

AAre the constraints of tackling this challenge clear? (Under which condgisush as regulatory restrictions,
market does the solution need to work?)

Als there potential for different types of solutions? (The corridor of potential solutions should be neither too
broad nor to narrow. Different kinds of solutions should be possible to make the most out of the creative
iIdeationprogramme but the business opportunity should also not feel too broad to tackle.)

AAre there any technical or regulatory reasons speaking against the business opportunity?

OPTIONAL
IF you do not feel 100% sure about which business opportunities to pick:

business opportunities to make more robust decisions and gauge their interest.

__________________________________________________________________________________________________________________________________________________

Include potential participants of yoygnrogrammeand potential customers of solutions in the selection of the strongest
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Create Insights report

Capture your research insights for the overall challenge and each selected business opportunityinlaas
Make your insights accessible and tangible; where appropriate, video, audio, photos, and graphics beat text.

You may capture your insights in a presentation, website, or another suitable format.

@

Facilitators

Good insights reports have 3 qualities.

1. They INFORM about what users need
and want

2. They INSPIRE by motivating participants
do find suitable solutions

3. They are MEMORABLE: They are written
in a vivid and compelling way.

Make the report easy to understand and

tangible. Consider replacing text with video,
audio, photos, and graphics.

Insights Report Template
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2.4 Prepare & Conduct Group Formation Meeti

2.3 Prepare ldeation Sprin

2.5 Conduct Ideation Sprint

2 Ideate
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2 ideate ©

During the IDEATE phase you will: (1) prepare the ideation sprint, (2) acquire committed participants, (3) acquire sapjpostiog
sprint and incubation, and (4) conduct the ideation sprint.

@

t dzZN1J2 4 SY What you will need:

Attty FyR LINBLI NB ARSI (A 2 yACkdriNFefiyidd busigessmipbrrfitiesyiRPapgphcable)
S NI @A R el At i By Sy u/33,—6 t%adr%{é1 gor'isét%gl'ogﬁf pgrticiga%g e)\aé[hSa ) A R
Al Olj dZANB LI NOAOALI vYyGa SIF3ISNI G2 Gl O1tS G4KS ARSYUATFTASR
odziAySaa 2LILIRNIdzyAdASa 6AGK ySé LINRRdAzOUA 2N aSNIAOSa
YR YIFIGOK GKSY AYy AYUSNRAAOALI AYylFNEB OGS Ya

I a

(0p)

Al Olj dZANBE & dzLILIR2 NI AY3I FOU2NAR FT2NJ 0KS aLINAYG | yR
3dz0 4S1jdzSy i AyOdzol GA2X0 60G2LIAO SELISNIA&Z AydSaid2NBEZ
Al 2y RdzOG G KS LRSFOGAZ2Y {LINAYIU

® ™

2 months

The Ideation Sprint as tried and tested in
previouslab of tomorrowprogrammeess
an intense & day workshop that can be
conducted inperson or remotely. Its core
components are

A

team building of motivated
interdisciplinary venture teams, each
tackling a specific business opportunity
collaborative development of impactful
business solutions in each venture team
rapid prototyping, testing with potential
users, and refining of solutions based on
user feedback

sketching viable sustainable business
models for each solution in preparation
of the subsequent incubation phase
presenting the sustainable business
model sketches in front of an expert
review group for rapid feedback
application for subsequent incubation
support.

PARALLEL CONDUCT OF
3 WORKSTREAMS
The 3 workstreams

A dnodm t NBLI NB { LINR Y (€3
A Guodn ! Ol dZANB t I NI A OA L
A & nodo ! OljdzA NB { dzLJLI2 NJ
{LINAYG 9 LyOdzmol GA2YyE

should be implemented in parallel!
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1, Additional Resources:

: 'R A TED TallDavid Kelley How to build
Mindset your creative confidence

A TED Talkfom Wujea: Got a wicked

NP

FromProblemto SolutionSpace/ EXPLORATICid IDEATION o S e G T TR

Duringthe IDEATEphase,the venture teamswill start from clearly defined problems(businessopportunities)and then open up the A Tng Tat'ki_tDuncan Wardld@he Theory
0) reatvity

spacefor solutions At this point of the programme it isfinally time to generatebrilliant solutionideas A TED Talk Tim Brovgilales of creativity
and play

HOW?

In orderto leveragethe creativepotential of all programmeparticipants,encouragehem to:

A8 - Q-
TN\ .
:.’{\?* 09 =
Build on Encourage One wSYS Yo S NIStay Defer Be
the ideas wild ideas conversation € 2 dzNJ LJS NBcuséd judgement visual quantity
of others at the time

WHY?
Creatinga safespace/noejudgmentzone,allowsall team membersto becomecreativeand encourage®ut-of-the-box thinking, evenif

this is somethingthey are not usedto. WeR 2 yoflyiwant to comeup with obvioussolution, the goalisto digdeepandfind innovative
solutions Sometimeghis meanssomethingcompletelynew, but often it meansapplyingexistingsolutionsto a new framework


https://www.ted.com/talks/david_kelley_how_to_build_your_creative_confidence
https://www.ted.com/talks/tom_wujec_got_a_wicked_problem_first_tell_me_how_you_make_toast
https://www.ted.com/talks/duncan_wardle_the_theory_of_creativity
https://www.ted.com/talks/tim_brown_tales_of_creativity_and_play
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2 Ideate

PHASE PHASE
1 understand 2_ideate
TIME
1 month 1 month MY 2 ¥y (0 K 1.5 months 1-2 weeks
2hwY{ ¢w9! a |KeyResu|t
[ Supporting partners

2.1 Acquire supporting partners

Engage political actors

Engage followup partners

Engage topic experts

Engage potential customers

e —
: — | YSe wShdz d 2.5_Conduct ideation
2.2_Acquire participants | t F NIAORLI yia -
_ sprint '
Prep‘?“.e. . . Select .@.
S;:gcuelsslgon source parieipants Reach outto target participants participants & create venture teams v = (N
| Key Result
Input : : : I Ideation sprint setup
Business Opportunity 2.3_Prepare ideation sprint
Hypotheses
Key Result

Motivated teams with
incubation-ready business ideas

Organise sprint >
Design sprint >

Organise demo session >

2.4 Conduct Group
Formation Meeting

rormaton TN | Conduct
GFM I

Key Result
Strong venture teams

Meeting
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2.1 Acquire Supporting Partners @ smonn

@ Get the buyin of potential followup
PUI’pOSGZ At a glance: St partners by involving them as early as
possibleg e.g., by inviting their feedback on
AAcquire political partners who can give ygiogramme Continue to engage supporting partners for ypuogramme gusiness ideas at the end of the Ideation
e . - . . . . print.

credibility and facilitate access to further partners (seeactivity #5in 0_prepare ¢ now with focus on the ideation
AAcquire potential customers of solutions and topic experts as sprint.

providers of valuable feedback for the venture teams Acquire supporting and enabling actors that can help make
AAcquire followup partners for youprogramme(e.g., your ldeation Sprint and subsequent Incubation a success by

investors, business incubation and accelergargrammes providing feedback, financial resources, okind services to

the venture teams.
Activities in this workstream

Ha Olj dzZA NB a4 dzLJLJI2 NI Ay 3 LI NIy S\NA
Engage political partners >
Engage followup partners >
Engage topic experts >
Engage potential customers | >

| Key Result
I Supporting partners

= Input I II" h lei LJdzii




#1 Engage political actors

2 ideate 2.1 Acquire Supporting Actors #2 Engage followp partners sitemap

9 y 3 I 3 S LJ2 f 7\ u 7\ O I t | O u 2 N\E. Qg Programme Lead

Based on your stakeholder map, select and engage public sector actors who might suppprogoaimmein one or * o Al actore whose backing
. . Nvolve political actors wnose packing IS

more of the following roles: (M crucial to the success of yoprogramme

AOpening words at the Sprint and who can lend it credibility.
AdWdzNE ¢ YSYOSNI O O0KS ALINAY(OD RSY2 aSaarzy
AExpert for feedback sessions within the sprint

- Supporting Partner Briefing Note

Engage followup partners QO {NRINIYYS [S8FRZ CIOALA

Based on your stakeholder map, identify and reach out to relevant fallewartners for the implementation and scaling @ Get the buyin of potential followup

up of the emerging business models after the end of ywogramme including: A partners by involving them as early as
Ainvestorswho can provide finance to one or more of the emerging businesses PSS e 37 DI U1 S5 221 (ol
business ideas at the end of the Ideation
Aincubators acceleratorsand similaprogrammesthat can offer continued financial and/or technical support Sprint.

Aother actors who might offer ikind or financial support to the teams, such as local GIZ projects or foundations.
Invite them to the demo session at the end of the Ideation Sprint and subsequent pitches in the 3_incubate.

= Supporting Partner Briefing Note




. #3 Engage topic experts

#4 Engage potential customers sitemap

< back 2 ideate 2.1 Acquire Supporting Actors

Engage tOpiC eXpertS Qg Programme Lead, Facilitators

Inviting additional topic experts to the sprint can help the teams to improve their business ideas fast through access to You may engage topic experts already
deep local knowledge and early feedback. You may select and engage.: Y\ involved in 1_understand (e.g. for the
Challenge Framing Workshop or as

APotential customers/users of solutions (e.g., for validation/testing sessions during sprint) interviewees).

ATopic experts (e.g. relevant experts from academia, impact investors, NGOs, etc. Makeusilise fmur
network of previously engaged experts!)

Alot mentors (see also lot partner list)

= Supporting Partner Briefing Note

Topic experts might support the teams in one or more of the following ways:
AAs feedback providers in expert feedback slots throughout the sprint
AAs feedback providers in the final demo session

Ala | L2t 2F GFfteéAay3ad SELISNIa¢ Fd GKS LRSIFIGAZ2Y {LINAY(l 6K2 GKS @Syl dzNX
Information and feedback.
AAs "ondemand researchers" who the venture teams can turn to throughout the Sprint whenever they feel they
need additional data (such as target group demographics, regularly conditions, etc.).
m Engage potentia| customers Qg Programme Lead, Facilitators
Make sure to also engage potential customers for each business opportunity as feedback experts / test users. This all You may engage potential customers that
the venture teams to get feedback from the very start, enabling them tasletheir business models early on. you have met during your research.

= Supporting Partner Briefing Note
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2.2 Acquire Participants O smom

@ Number of participants

Purpose: At a glance:
AAcquire strong participants eager to-cceate business The participants are the most critical resource for ekdhof BN JiAy3 F2N) FS66
solutions for the given challenge(s) tomorrow programme Selecting the right actors and btSFRa 02 I Y2ZNB5 YLyl
g them | bal q ture t . ol § LINE 3 NX YNIS|j dzA NX y 3 Y2 N
ACreate strong interdisciplinary venture teams and brief them ~¢OMPOsING them in webalanced venture teams 1S cruciat tor IATAOSRE KEAhyy bR 7a
: : making theprogrammea success. a= 0z a
about the business opportunity that they are about to tackle T YSEya GKFG FS6SNI ARS
G2 0S RSOSt 2LISR
N Opting for a higher number of
participants
| OGAGAGASE Ay (GKAE 62Nl AGNBIY * Inereases the Tkelinood of

generating at least one
successful idea

I Business opportunitiesl + .reduces thg risk t.hat bu.smess
ideas are discontinued if any
participants drop out

2.2 _Acquire participants

S Select
::- g\IB ld_j|7\ ) source Reach out to target participants participants &
J participants get particip create

- increases the number of
resources that you will need

SNE 0574 venture tea Track and coordinate partner and
Ne{  participant acquisition in a shared contact
I Key Result management tool used by all implementing
| Participants team members.

= Input I I: Outputl
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2 ideate

2.2 Acquire Participants

EXPLAINER: How to set up a wsdlanced venture team

sitemap

m Sort your participants according to business 9 Fill venture team template with suitable actors:
opportunity preferences and potential role:

Fictional example:

BUSINESS OPPORTUNITY 1:
How might we reuse biogenic waste
from rural households in Ghana?

Adaptable Company with an existing product that might be adjusted or of which BUSINESS OPPORTUNITY 1 BUSINESS OPPORTUNITY 2
product/product parts could be taken to create a new product or service for the
development business opportunity AND/OR company with strong innovation and
product development capabilities (typically international companies) Team 1 Team 2 Team 1
Company with access to the target customers of a business R
Distribution/access  opportunity AND/OR with distributional capabilities (typically from Adaptable |, Adaptable {5 oo product/product - Waste Management GmbH
to target group product/product Company Name product/product Company Name development
target country) development  |COUNtTY development  |COUMTY
Adaptable
o ) . Adaptable ian Adaptable Assign product/product Biogenic Residuals LLC
(Local) Individual or early stage start up with a lot of drive and product/product | ' | |Company Name product/product |- "' | (Company Name development =
LS F . q q n . devel t development
Entrepreneur possibility to commit a lot of time for implementing the new business evelopmen P
Adaptable
Adaptable i Adaptable e product/product - Green Waste Technology AG
product/product [ " = Company Name productiprodicty |, Company Name development
development Y development Y
Distribution/access . -
; : Waste Collection Limited
Distribution/access  [ASSign Distribution/access ~ |Assign to target group =
to target group Country D to target group Country Company Name
Distribution/access - . .
; - ; Landfill Supplies GmbH
Distribution/access A55|gn Distribution/access ASSIgI‘I to target group PP
totargetgroup  |Country SRR LED T totargetgroup  |Country | |—OmPanY Name
Jeffrey James (Serial
Assign Assign Entrepreneur Entrepreneur in Waste
Entrepreneur e Company Name Entrepreneur e Company Name Management Field)

Team 1 Waiting List

Team 2 Waiting List

Team 1 Waiting List

) Assign . Assign Distribution/access = Trash Bin Limited
Define Role Country Company Name Define Role Country Company Name to target group
: : Klaus Brinkmann (Freelance
- Assign Assign -
Define Role Cougtry Company Name Define Role Cou?try Company Name Entrepreneur Waste Management Consultant)
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t NBLI NS FFOljdzAiarxidAazy LINROSAa

Prepare your acquisition activities well to increase the chances of success.

Check theAcquisition Guidelingo familiariseyourself with the acquisitioprogramme It includes:
Alnformation about the ideal venture team composition
Aldeal participant profiles and participation criteria that should ideally be fulfilled by candidates
AAvisualisatiorof the acquisitiorprogrammeand its steps
AKey selling points for winning over target participants.

Next, decide whether to take a participation fee (see option in sidebar).

Design am\pplication Fornthat lets you assess the fit and commitment of candidates. In the form, let candidates select
the business opportunities (if applicable) that they are most interested in to inform the composition of venture teams.

Update the challenge website of yoprogrammeand set a clear deadline for applications.

A

®

Programme Lead, Facilitators

A participation fee...

+ can help ensure that only committed
candidates apply for yoyprogramme

+ can increase perceived value of the
programme

- risks undermining the effectiveness of
your programmeif a large or important
share of participants are representatives
from smallerorganisationor
businesses. In this case, it may be better
not to take a fee.

Depending on the nature of your challenge
and target participants, carefully consider
whether or not to ask for a participation fee
(see options for more details).

Close applications-2 weeks before your
Ideation Sprint to avoid being overwhelmed
by late applications.

Acquisition Guideline
Application Form
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Source participants

For each business opportunity, search for adequate potential participants and add themAodhesition Lisi(see tab in
the lab of tomorrowProject Plar). Participants for each business opportunity should include local and international
company representatives and entrepreneurs. To facilitate participant sourcing:

AContact entrepreneur and stattp networks
AContact relevant company networks (such as industry associations)
AContact universities
AContact GIZ networks
You can find examples for each of these multipliers indbeof tomorrowPartner List

Programme Lead, Facilitators

Get started with participants sourcing as
soon as possible, or as soon as it makes for
your programme Sourcing a good
combination of local and European
participants can sometimes take a while.

In your Acquisition List, note the capabilities
and resources that make each candidate
valuable for the loprogramme This helps
you to get an overview which capabilities
and resources may be available through
prospect participants and where there are

gaps.

l.:.l
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Reach out to participants

For each business opportunity, create a longlist of companies that might be interested in tackling it with a profitable an

sustainable new product or service.
To reach many potential participants at the same time:

AConsider attending events (conferences, fairs, workshops, etc.) where you can make contact with many
potential participants.

AAdvertise youprogrammethrough all available channels of the implementing team and your supporting
partners (e.g., Twitter, LinkedIn, mailing lists).

Reach out to individual companies (or entrepreneurs) in a personalized manner (referRarthepant Acquisition
Guidelinefor additional guidance):

Aldeally, establish contact to the business development department of the target company (or another relevant
department, such as research & development or innovation).

ASend out a Briefing Note prior to a personal phone call.

Aln a phone call, brief them about the opportunity for business development that therégrammeoffers
them. Make it clear that the goal of thogrammeis to create profitable joint ventures with positive SDG
impact.

APresent them the business opportunities arising from your research. For each business opportunity they are
Interested in, the company may send 1 employee.

AAfter the phone call, the business development department should be able to pick the employee within their
company with the ideal background for participating in tak of tomorrowprogramme This person should
have strong expertise related to the business opportunity they are set to tackle. Typical backgrounds for such
personnel includéusiness operationgnovation departmentandresearch & development

AMake it clear that the person needs to apply for ab of tomorrowprogrammevia the application form on the
lab of tomorrowwebsite.

QR t NB3INF YYS [ SFRZI CI OAf

In order toindividualiseyour candidate
outreach, make sure to understand their
motivations and incentives, and how your
programmecan be useful to them.

@ Manage expectations by making benefits

L\ and required inputs clear to your target
participants. Be transparent about the terms
and conditions of any potential financial or
in-kind support you may provide during the
incubation phase.

= Participant Acquisition Guideline
Briefing Note

A
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9% Programme Lead, Facilitators

Ideal participants bring:
LN\ A

.. Commitment to invest time and

Select participants & create venture teams resources o create new business
(commitment to participate in both the

Ideation Sprint and Incubation Phase!)

An entrepreneurial minget and hands

on attitude

Dedication to sustainability

Openness to careation

Expertise relevant to the challenge

Sufficient decision power within their

: . ) _ . own organisation
AEach venture teanshould includet to 6 participantsvho are committed to tackling the same business For corporate participants, a background

opportunity with business solutions and bring in relevant expertise and resources. In business development, innovation
management or business Operatlons.

Select the most promising applicants, based on your participation criteria (for reference, see success factor in sidebar).
Particularly crucial: each participant shoulddmmmitted to invest time and resources to create new business, meaning
that they are committed to participate in both the Ideation Sprint and Incubation Phase!

Assign your participants to different venture teams, each dedicated to one of your business opport@utigsose the
venture teams according to the following criteria:

o  ToDoTol» Do

AThe venture team members should consist ofeaen mix of local and EU actors £ NBSNI ydzvoSNI 2F LIk N

SOSaal N fte fSIFIR (G2 AY
AIAKfE& O2YYAUGGSR LI NI A
SGGSNI a2ftdziAzya GKIy

AThere shouldheverbe more than 1 representative from the samerganisationin each team.

J
®)
e

AAt leasttwo thirds of the venture team membershould befrom the private sector(non-private sector venture

team members might stem from the public sector, relevant NGOs, academig, etc. @ Consider creating several venture teams for
_ _ _ _ _ _ the same business opportunity, if you have
APreferred private sector actor backgrounds inclinisinesoperations innovationandresearch& a high number of participants.
development @ 2dz OLy SAGKSNI Faarady
. . : : RAFFSNBYyd GSFYa 06ST2NB
Aldeally,include at least one entrepreneuand / or startup business representativger venture team This 2NJ £ SI @S LI NIAOALN yia
Increases the likelihood of sustained commitment after the Ideation Sprint. 0SIAYYAYyd @KSUKDNAUWNRY

ff2¢6a e&2dz 42 SyadaNB |

Alnclude actors with a balanced set of expertise, resources and netwtoksach team. You may use the LI NIAOALI yd SELISNIAAS
: : o GSFY YR F2NJ GSHY YSYo0

Venture Team Templatéor this. Actorsshouldeither bring: &L OK 26KEN] 6S8T2NE (KS

i - aS02yR 2LJiA2y FrOAfAGL
0 Existing solutions approachdkat could be adapted ISNE2VIfAGASE 2y GKS

| 2AR 06SAy3 NAIAR | 02dz
compositiong let members exchange their
spots if necessary.

0 Access to the target groupotential customers
o Product development expertise V-

o Team development expertise

L _ _ Participant Acquisition Guideline
After you have composed the venture teams, share your insights report to help them prepare for the Ideation Sprint. Venture Team Template
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Ha@oNB LI NB LRSIFGAZ2Y {LINAyGdE ©

@ IN-PERSON VERSUS REMOTE SPRINT

t dzN1J2 4 SY At a glance:
A5 SaA3dy e2dzNJ LRSI GA2Y { LINRAy (O TheldehibniSprintfsRhe CoMedoflthiib®f tandriedy A y 3 + facilitates an environment of
YFGSNARLFT &® programme This is where participants generate new {rust o _
_ _ _ _ _ + makes it easier to keep up a high
AC K 2 NP dz3 K f 2ENELBMyG SLWRS T G A2y | LJﬁjST}?IﬂabH}_ bélsmf_ess |8Ie]_a%1 %yéhoroughly preparing the sprint energy level throughout the
. - . ) R ~ ) ) . - sprint and can help to reduce
T2N) STFAOASY G AYLI SYSydl Az yygu lay the groundwork for successful business creation. Semais
- may increase the costs and
logistical efforts required

=rd A remote sprint

+ IS more accessible for
Activities In this workstream participants from all over the
world and all company sizes

+ makes it easier to document all

I Insights Reportl work steps by using online
Key Result whiteboards that can be
|deation sprint setup continued to work on during

| incubation

2.3 Prepare ideation sprint _ ,
- makes it harder to foster trust in

> the newly formed venture teams

- can lead to more distractions
and participant dropouts

- is more difficult to moderate and
makes it harder to encourage
active participation

5SaAr3dy a L>J Organise sprint

Organise demo session

= Input I I: Outputl
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EXPLAINER: Example of an ideation sprint macro age

lot 14: Towards a circular food system in Rwanda

KICKOFF SPRINT WEEK

Monday, 31st May 2021, 4-6pm Wednesday, 2. June — Tuesday, 8 June 2021 (excl. Sat & Sun)
(remote only via Zoom Call)

Introduction Day 1, Wednesday Day 2, Thursday Day 3, Friday Day 4, Monday Day 5, Tuesday
Overall Information
8.00am

Team & Challenge overview

Team break out session Arrival on Site 8.30am 8.30am 8.30am 8.30am
Workshops starts  9am 9am 9am 9am 8.30am
Lot Intro Ideation Testing Theory Sustainable/Circular Business Demo with Jury
Model Canvas, remote for all teams
Impact statement &

Implementation Plan
Team Building
Testing Field Trip

Reflection, Next Steps & Check-out

Drinks & Lunch celebration
Lunch 12-:30—2 L h12-30—2 Lunch 12-30—2pm o :
o > @ Impact Hub Kigali starting at 1pm

Weekend

Problem Understanding & Framing Prototyping Demo Preparation &
Dry Run
Workshopsends  4:30 pm 4:30 pm 3pm S5pm 1pm
or as long as your team wants
Drinks & snacks _ fo prepare jor the final day...
- . Dinner & Campfire Talk
@Impagtp Hub Kigali, starting after the B e

lab of tomorrowa
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Design Ideation Sprint Q9 Failtators

Begin by developing Macro Agendaplanning the date and location, rough outline of the sprint and who you need to Thorough preparation is key. The Ideation
iInvolve. A typical sprint takes abou43n-person days (or about 7 hadfay remote modules). Carefully weigh the pros A Sprintaims to achieve a lot in just a few

: : : : : . - - - days. A lack of preparation may cost you
and cons of an Hperson or remote sprint (see option on previous slide) and adjust the Ideation Sprint design to your valuable time.

specific needs and objectives. Different setups can work equally fine!

. . : o : : . . If ting f te sprint,
In a next step, define thielicro Agenda fill the Macro Agendawith life by adding details. Which sessions do you want to @ Wm‘)n“eigetg‘;;'lgup"[)ﬁ"femv‘jh?tjﬁ{,'grdf“
host on which day? What are the required inputs and desired outputs of each session? Which methods do you want to Provide a technical onboardint avoid
use? Which (technical) tools will you use? frustration at the beginning of the sprint.
After having drafted thé/licro Agenda create working materials for your participants through which theyarapathise A_|  Macro Agenda Example
with their target users and understand the constraints under which new business solutions need to thrive. Base these Micro Agenda Example

: L : L : : All Tools for 2_ideate

materials on the insights from your research and the chosen methods. Continue by designing and preparing working -
materiz_ils for all pl_anned qctivities from your Micro_ Agenda. Refer tdahef tomorrowtoolkit for a comprehensive @ LOCATION OF IDEATION SPRINT
collection of Ideation Sprint tools (see tools for 2_ideate).
It is recommended that the lead coach creates a Cddahdbook for the other coaches, which lists the different tools
and facilitation options. It is not compulsory for the design thinking agency to use the lot tools for the sprint and as long * Eas_'?r Inclusion ofilocal actors
as the goals are reached, you can use your own tools or combine different ones. It is also important that each coach + Facilitates user tests

assesses individually which tools are helpful for the specific team and, if necessary, leaves out or adds tools and sessiops. *+ Possibly cheaper

- If yourorganisatiordoesn't have
any local staff: potentially more
difficult to organise

Outside the target country

+ More feasible if you plan on
having a majority of
international participants

- Quality of solutions might suffer
from lack of local context

- More difficult to implement user
tests
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Organise Ideation Sprint Q9 Faciltators
Find an inspiring venue to boost participants' creativity and collaboration. * 9 ELX 2 NB 6 KINE B SNI 8B fz8NE
If feasible, include cultural events in the springou may for example invite local musicians to provide an introduction on &8 YA 3KU o0S Fot S G2 2F%SN

In order to attract only committed
participants, travel and accommodation

the first day and help participants to immerse themselves in the local context.
© _
costs should be paid by them.

Carefully plan logistical aspects of your Ideation Sprint, including transportation and accommodation for the participan
Organisecatering according to needgspreferably local food.

Organiseghe documentation of the sprint (ideally photo and video). @ AESEES MR BUIE] S VgL e

et barriers might affect your Ideation Sprint
and plan how you can mitigate them (e.g.,
by hiring translators).
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Organlse DemO SeSS|On Qg Programme Lead, Facilitators

Prepare the demo session that concludes the sprint. In the demo session, the venture teams present their solution ide@ Expert review circles can be involvec-in
and business model sketches to an expert feedback circle and a broader audience of potential supporting actors who person or remotely.
might help the teams to further develop their ideas. Their physical presence at the Ideation

Select and invite suitable feedback providers from the local and internationallgisgtosystem, such as investors and { LINR y i X | |
AyOdzol GA2Y yR | O0OSEt SN GAZ2ZY LIWNRENF XA YSANBOOWOUADBAGE H PO ¢+Hfac'ugedsggcfgfﬁeﬂg@'”gm’e%efttattonz )

and experience for your
You may distribute aivaluation Sheeto feedback providers in order to get more structured feedback. venture teams
: : : . : + allows venture teams to benefit from
Invite other relevant partners and stakeholders (e.g., management from sending companies, political partners, topic additional expert feedback in selected
experts, etc.) to the demo session get the venture teams exposure and backing. working sessions

- Is more difficult toorganisethan
feedback via videoconferencing

Invite investors and representatives of
potential follow-up programmedo the
review group.

1®

Invite the management from the companies
that are sending their employees to work in
the venture teams to get their backing.

Q)

Consider inviting your expert review group
for additional feedback sessions during the
business incubation phase.

®

4

@ {GNBYy3Z SYSNHSGAO Y2RS
S GAYS 1SSLIAY3I | NE ONHzOA
RSY2 S@gSyiuo

p Evaluation Sheet
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< back 2 Ideate Formation Meeting

2.4 Prepare and conduct Group Formation Meeting O 2vens

_ At a glance: * The Group Formation Meeting should be
Purpose. @ online so that local and international
et T METUTE (e The right constellation of each venture team is crucial for the participants are able to join.
A _ _ _ success of the Ideation Sprint and incorrect expectations might
Make stlie the nghtexpectationsiare setiorthersprint be a major risk for success of the Ideation Spifiiheintention t?}ggfett?faﬁsrgt‘it”hpissiitg{éegscgigggizsaer s
AGive participants the possibility to change their assigned of the Group Formation Meetings to set the right decisions but should ideally be prevented by
team : & h h : d b | the Group Formation Meeting and the
eams expectations ansgtrengthen the preassignea groupsut also opportunity for changing groups before the
. . . i iCi i sprint
APossibilityfor participantsto askquestionsand meetthe lot assess the fit of participant®r the respective groups and
Team allow for flexibility and changes between groupmefore the
L Explain about the goal of the sprint, the
sprint It need be. @ necessary commitment and the used design
S _ thinking approach in order to make sure the
Activities in this workstream expectations are set in the right way.

Pre-assignedrentureteams

Key Result
I Strong venture teams

2.4 Prepare and conduct Group Formation Meeting

. . hNBlFYA&aS DN
Prepare Group Formation Meeting > C2 NJY?-/ QAz2y >S Ay 3
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Prepare Group Formation Meeting Q9 Failtators

: : . . : ¢ K2NBdz3K LINBLI NI GA2Yy A
Beginthe preparationphasefor the Group Formation Meeting (GFMY creatingan externalMacro Agenda The GFM @ ‘ - 4

should take around three hours and consist of four parts:

A Introduction to Lot plenary)
o You will need to set up online whiteboards.
A Team Bundmgg(roup WOI‘K @ Provide a technical onboardintp avoid

A Start of Business Opportunity Framimgaup worR frustration at the beginning of the sprint.
A Q&A sessionplenary)

Macro Agenda Example
Micro Agenda Example

TheMacro Agendacanbe highlevelbut shouldbe detailedenough that participantsget an understandingof what the
meetingentails

Inthe nextstep, seta datefor the GFM ,createthe onlineevent(on Zoomor Microsoft Teams) andharethe link and
iInformation with the participants Tomakesureeveryoneis on the samepageat the start of the sprint, underlinethat
the attendanceis mandatory.

Then define theMicro Agendaand fill it with life by adding details. Keep in mind the following questions: Which activities
would you like to do in each session? Who will be facilitating which part? What are the required inputs and desired
outputs of each session? Which methods do you want to use? Which online tools/whiteboards will you use?

Completethe onlinewhiteboardsat least afew daysbeforethe eventsothat everycoachcangetfamiliarwith it in
advance
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Group Formation Meeting sitemap

m #2 Conduct Group Formation Meeting

2 ideate i%

Conduct Group Formation Meeting

Introduction to Lot plenary): Introduce the whole lot team and the coaches and create a background slide with pictures

and names so that its easier for the participants to remember them. Underline the approach, goal of the sprint and

necessary commitment, so that expectations are set in the right way. Mention that @i¢otosureAgreement will be

signed on the first sprint day. Check whether some enterprises need it in advance to get the go from their company.
(A

Team Buildinggroup worK: There are multiple different possible approaches but it is important that participants share

their names, location and what their business is doing so that everyone gets an idea of who is in the own team. On th

right side there are examples of two helpful todlgorld Map Tooand Skill Galaxy Tool

Start of Business Opportunity Framimggdup work: The coaches briefly introduce the specific Business Opportunities to

all participants in their group and in the next step, different aspects / problem fields within the business opportunity and
underlying root causes are collected by the participants. The results are then presented to the other teams. During the
session, the coaches check with their teams, whether there are already specific wishes or ideas for the testing excursion,
so that suitable stakeholders can be contacted in advance.

Q&A sessionplenary): Briefly share the Macro Agenda for the Sprint and open the forum for all participants to ask
guestions about any remaining issues or topics regarding the upcoming sprint. Mention the possibility to change groups if
participants think they would fit better to another group. However, in this case, participants should let the implementing
organization know as soon as possible, so that the groups canabseda few days before the sprint.

Communicate to the participants that a
Non-DisclosureAgreement will be signed on
the first day of the sprint.

DNB dzLJ C2NNIGA2Yy aSSUAyYy
b2 6 A A OM2BNIBNSY Sy i ¢ SY LXK |



2 ideate ié 2.5 Conduct Ideation Sprint

< back sitemap
2.5 Conduct ldeation Sprint O wossy
_ .'. = A Consider letting the team members get to
| . .
Purpose. - U | 3t )f OSY know each other prior to the Ideation
: i A > A “ “ v p A _ B rint, e.g., via £re;:Farato,ryweb|nars
ABUild team spirit ¢CKS LRSFGAZ2Y {LINAYG A& GKS 0SIAYVAY KS 22 dzNg
. . . Al X i I e S M ! - ! i a C
AEnable teams to generate impactful business ideas a dza d lA A {/I 0 fA S c_) dz? A YS ‘fil a ) ? z f dzd 7: 2 y grof\%dfé clear gﬁ\ldgncgcgngpogplr\!t‘gces H A ,
AFilled o ol KILJJSyayY Syl oftS UKS @SyudzNB Yausméss%esug?q dRdSOG indact A Y LJI
Filled in Sustainable Business Model Canvases . P y : A < LA _ |enta1|0n oS 5 &
a2ftdziAzya FT2N) GKSANI OK248y 0dzaAY S cpolalyibootionds & A S 2
ACreation of MVP development roadmaps 0dzAf RAY3 Y20AQFGSR dSIya ¢AdK ad 5@@ r}paalc'tpaﬁtSdtzfai'Wny*@saeas AR
~ - A P ~ P B , R eS|g rioritjes
A )/ Odzo I U A 2 )/ LK a S Maximiseopportunities for expert and
LM\ stakeholder feedback to refine business
Activities in this workstream ideas. Consider having the subject matter
expert(s) on site so that your venture teams
- - - I Expert feedback circlel can access their expertise at any time during
2.5 Conduct ideation sprint the sprint.
Y R Demoing
, : : : -
Explain\ Build \ & F y R\ oram Proto- Testing - Moving from '\ | the. Defininga 1\ '\ 4 3 & » 2 NJ
: A storming : solutions \ Refining solutions to business roadmap for S,
sprint team uKS about typing with solutions / business models for / business Ay Odzol g
rules spirit 0 dza A Y, : solutions del incubati a dzLJLJZ2 NJ
132 G S solutions users models expert incubation
feedback
Key Result
Motivated Teams with
incubationready business ideas

= Input I I: Outputl
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Explain sprint rules Q& Faciltators

t NEGOARS | O2YLIStEAYy3 AYUNRBRdZOUA2Y @2 UKS LINRYyOALX Sa 27F |Aéaﬁ%r§spmlrs!ﬁoédesHNée@eOéryon’é.J—JN~

g A UK AU a Oz2fttl o2 NJ U ADS I LILINE I OK | y R NS |J dzA NBE R Y A y R é Su cléara uathe rmlegaﬁd d|ﬂ’g|reKt ‘mridsets

ONREfALYOD &2fdziA 2yl KAS/AE AYRRIOASS 0025 RNHILSS [ YUa dli KB yNHzf S& U K NP 0z3 Rapsihalll be gpredat dierbgNgoeyof CD

FHNARSI 0SS Ay GKA& OKILIISNI G2 OAS¢é (KS Y2al AYLJENJJI)fu NHACEE™F 2 O2y @Se o
#2 BU”d team Sp|r|t Q.ﬁ. Facilitators

Provide enough time and_a fun met_hod to allqw your participar)ts get to k_now each oEI!Ep_eciaIIy withir_l their @ T S oo

venture teams. The ldeation Sprint is the beginning of the Business [pesggamme Spending enough time on team I3 by fostering a collaborative spirit not just

building is important for motivating your teams.@Gxaphic Gameplagan be a good start for the venture teams to come within but also between teams.

together and find a common motivation and vision for their ventures. Since the time during the sprint can be limited,
encourage your teams to engage with each other outside of the sprint as well.

DNJ DHAYS LI |y




#3 Understanding the problem and its business potential

< back 2 ideate ié 2.5 Conduct Ideation Sprint = #4 Brainstorming solutions

sitemap

''VRSNAUGFYRAY3I OGKS LINRPOESY FTYR AlGa oQ&dfySaa LJ20S

Make sure that participants have a clear understanding of the business opportunities that they will tackle. Within each _
venture team, let your participants share what they already know about the challenge they seek to tackle. Present key (&) t'\k'f:if]\;ieézfsofeypgiti;?;g‘iﬁgrfggg%’;ﬁ read
elements from your research that highlight the business potential and help the venture teams to immerse themselves Sprint. This is an important moment for
into the needs of targeted users. Give the teams enough time to do some research and interviews on their own to building a common understanding of user
develop an irdepth understanding of the problem they are trying to solve. For example, invite topic experts so that the needs in the field.

venture teams can conduéixpert Interviewsto gather more insights.

= Expert Interviews

Brainstorming solutions B Faciltators
¢ KNRPdzZ3K ARSIFGAZ2Y (SOKyAljdz§az F2aGSNJ 6GKS @Sy (GdaNB GSIY OB doNG & & 33 Nk B L0 2 &
for their business opportunities. Most participants already have an idea in their head from the btadreating a @ a2YSuAYSa Al Aa UKS Y2
creative, safe, and collaborating space for everybody you are encouraging the participants to think beyexigtjprg HKBO eAStR UKS osau az
iIdeas and think of new, innovative solutions. Take a look at the mindset slide for 2_ideate in this chapter to view the rules
for brainstorming and use thigleation Toolg(seesidestrip to create such a space for your participants during the E Alternative Perspectives
LRSIFGAZ2Y {LINAYGDP ! ydzYoSNI 2F RAFFSNBYyG G22fta yR YSiUK?2 R%fggthuggayd%'sctémd%ﬁfééﬁ T2
method but encourage the teams to try out different ideation methods. dea Napkin

Evaluating ldeas
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Prototyping solutions Q8 Facitators

Help your venture teams to concretise their ideas through rapid prototyping. The main purpose of developing prototypes

IS to explore whether solutions are desirable, feasible, and vi&otgotypeshelp visualise the ideas, for the venture Experiment Template for First User Tests
teams and user testing, without them it is harder for teams to gain valuable feedback. In order to figure out which — | Prototype Examples
prototypes make sense for each team, let them fill out Eheveriment Template for First User TesThis will help the %ﬁgf:rﬁgs
teams understand which type of prototype they need in order to test their solution with users.
Different solutions lend themselves to different Prototyping Tools, prgtotypes built from paper, Lego or other
building materialsStoryboards idea napkinsyVireframes androle plays.
Testing solutions with users B Faciitators
Help your venture teams get in touch with potential users f@aaic User Tesf their prototypes. This allows them to al {6 22dMNJ 651 Yva G8ad
collect feedback for refining their solutions. T sAGK LRGSYGAlt dzaSNa |t
: : : : : : GKFG A3 21 FEREAOOS
1IZDeE)en\fllng on the location of your Ideation Sprint and the types of target users, there are different ways to do quick user g 5 dz“ i 2 - gu e R% ' %1 - ¥ i
ests. You may
Alet your venture teams go out and talk to potential users directly, @ Foster exchange between your venture
o : : teams. All participants bring relevant
Ainvite potential users on site, or V> expertise and can be a great resource for
Aarrange video or telephone calls with potential users. CloERIEEl e loe it

= Basic User Test
Feedback Grid
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2 Ideate ié 2.5 Conduct Ideation Sprint #8 Moving from solutions to business models

Refining solutions Q9

Help the teams to adjust and enhance their solutions based on the user feedback they received. What worked? What
didn't work? How might the venture teams redesign their solutions to better meet the needs of their potential users?
Refining solutions will also be important for the next phase, so ensure that this is something the venture teams aAa
understand and are able to conduct on their own.

Facilitators

Compile all questions and ideas emerging
from the user feedback. If you can't act on
all of them during the Ideation Sprint, they
will provide valuable inputs to the
subsequent incubation phase.

Moving from solutions to business models A

Guide venture teams in turning their solutions into sustainable business models by fillingdodtz@nable Business
Model CanvasHelp the teams answer these key questions: @

AHow are they going to create value for their users? 2
AHow are they going to create social, economic and/or environmental value in line with the SDGs?
AWhat will be their rough cost structure?

AWhat revenue model suits their ideas best?

AHow are they going to deliver their solution to users?

AWhat partners do they need?

AWhat is the ecesocial cost of the solution?

You may also help the teams hone in on their value proposition (see bullets 1 & 2 above)\esing @roposition
Canvas

Facilitators

Keep focusing participants' minds on the
SDG impacts of their business models. This
IS not always easy given that many of your
participants do not have a development
background.

Sustainable Business Model Canvas
Value Proposition Canvas
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Qg Facilitators

Consider inviting one or more members
from your expert review group to provide

Demoing the business models for expert feedback

Have the ve_nture t_eams t_o creafeemo Deckand present their s_olutions In _front of your expert review group at t_he end ongoing feedback to your teams as "flying
of the Ideation Sprint. This allows them to collect valuable advice for moving forward and will serve as a practice for the experts”, for instance during the business
final pitch at the end of the incubation phase. IR ElIg Sreesior:
There are two ways to host your feedback session: Having one dedicated expert provide
A ite. facedo-f @ feedback on each of the four areas
on site, facao-face VW (desirability, feasibility, viability, and
Adigitally, streaming the teams' presentations live and having the experts provide feedback via video link. sustainability can make the feedback

programmemore efficient.

— Demo Deck Template
Evaluation Sheet

=400 Defining a roadmap for business incubation e Faciltators

Let the venture teams revisit thedraphicGameplansaand assist them in agreeing on how they will address the expert MoUsamong venture team members can
feedback from the demo. This includes: PRt help to ensure commitment to the tasks

agreed upon.
Alssues they need to focus on before entering the incubation phase;
Alssues that they need to work on throughout incubation; and =] GraphicGameplan _
o _ Memorandumof Understanding
ARoles, responsibilities and resources in the venture team.
The roadmap should include steps towards MVP (minimum viable product) creation.
The definition of roles, responsibilities and resources can be done by meamdéesharandum of Understanding
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Applying for incubation support

Towardsthe end of the Ideation Sprint, present the procedure for entering the incubation phase again to your
participants Encourageventure teamswith promisingbusinessdeasto apply for continued supportto incubation Be
clear about the Criteria for admissionto the incubation phase Alongwith a statement of their motivation and team
structure,ventureteamsare typicallyrequiredto submittheir refined businesamodel sketchesand roadmapswith their
applicationsby afixed deadline

Q.ﬁ' CHOAEfAGE G2 NE

>

] ]
P 3

3®

As outlined in O_prepare, you may choose

to support business incubation through

A general coaching, facilitation, and
advice;

A targeted technical assistance and advice
to specific business models; and/or

A financial support.

Communicate very clearly what forms of
support you offer during the business
incubation phase.

Participants must be well informed about

the documents required for applications and

the selection criteria you will use.

For instance, you might let the venture

teams refine their business model sketches

and roadmaps after the Ideation Sprint up to

the application deadline and then base your
decision on their refined business model
sketches and roadmaps. For an example of
ONRGSNALF G2 LI eés &ass

Start the Incubation phase as soon as
possible after the Ideation Sprint to keep up
the momentum. If necessary, facilitate
venture team applications by helping them
to complete the required documents.

Incubation Selection Criteria
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1 understand

3.2 Support Business Design

2_ideate

3 Incubate 3.3 Support Market Pilot
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Purpose: What you will need:

A Support teams in designing the ideal sustainable A Assumptions for each Business Model Component
business model for their solution (filled in Sustainable Business Model Canvas from

A Support teams in developing MVPs (Minimum Viable ~ 'd8ation Sprint

Products) and in piloting them in the target market A MVP development roadmap from Ideation Sprint

A Support teams in preparing and executing strong A Team demo decks from Ideation Sprint
pitches in front of investors and other potential
follow-up partners to ensure a smooth continuation
of the ventures after the end of the programme
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3 Incubate®

EXPERIMENTING in the Solution Space with the Business Design method
Throughout incubation, the venture teams design the ideal business models for their solutions and bring them to life.

HOW?

At this stagethe teamsapplythe BusinesdDesignmethod by getting off their desksand making abstractideasreal and tangible. They
do soby testingeachcomponentof their businessmodel ¢ from their offer to their pricingmodelanddistribution channelsg with target
usersand stakeholderghrough prototypes.

WHY?
The venture teamsreducerisksthrough a constantcircle of testing, validating,and iterating the businessmodels Astheir offer and
businessstart to take shape the ventureteamscanquicklylearnwhatisandA a ywdiking

TheThreeStepsof Prototyping

Prototypingis an essentiapart of Business Desiginsteadof comingup with a planfor how everypart of a busines<ould
work, design armmngoingsequenceof small rapidprototypesto learnhow the businesswill work. Thisis athree-step

programme:
P p P
Q //' \\\ E /)1 \\ E V //v \\ E
7 AN Q// N 7 AW Q ¢ Frame a QUESTIMBsedon assumptions
y \\4 // \ v AN
. h h P ¢ BuildPROTOTYPtSest with people
N // \\\ s \\\ et Ec CollecteVIDENCH inform future businesslecisions

{ 2 dzZNBDYN !

2©)

F

numiy2y i Ka

Critical tools in Business Design:

A Sustainable Business Model Canvas
Used by the venture teams to map each
component of their business

A Assumption Mapping
Used to map the critical assumptions
that would have to be true for each
business model component to work

A Experiment Template
Used to define suitable experiments for
testing all critical assumptions

Additional resources:

A ChrisNyffeler IDEO Executive Design
Director- Why Everyone Should
Prototype (Not Just Designers)

A IDEO U What is Business Design?



https://www.ideou.com/blogs/inspiration/why-everyone-should-prototype-not-just-designers
https://www.ideou.com/blogs/inspiration/how-to-build-a-better-business-through-design
https://www.ideou.com/products/designing-a-business
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Business Design and the Sustainable Business Model Canvas

As you go through the incubation phase apply the question/prototype/evidence approach to each component of the Sustainable

dza Ay Saa | q-aWv&ys \éalidateSalk WU liypothaésasdeith@ictual user feedback.
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Help the venture teams map their
assumptions for each business model
component, define experiments to test the
most critical ones using the experiment
template and support them in iterating each
business model component based on the
findings.
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sitemap

PHASE
oPAy Odzo I S

TIME

3-4 weeks

WORKSTREAM

3.1 Prepare Incubation

mode of

Create &

schedule
Design coaching pla
coaching See
materials Define

collaboration /

/

omY2Yy dKa

Ecosystem
handover
option 1

6-9 months

3.2_Support Business Design

{continued} Support Business Design

Key Result

Tailored incubation procedure

)d LVYALJN\E.Qﬁy% Refining the ) ldentifying ) Pitch
P2y R S N-R U ol%\ Yu u revenue modelr”, ooessaly Pitching the
Map | LJ2 i 8ydal t°° % business partnel| s :
refined busine |
i S R e
efining - y Deciding on reating a follow-up
value ) K S 2FF sales channel funding partners
proposition RSOSTt 2 T strategy
Ecosystem
handover
option 2
Key Result

Refined business models

3.3_Support Market Pilot

Creating
a pilot
roadmap

Creating a

Implementing the market pilot

minimum

viable product

Pitch
Pitching the piloted business
models to investors

Key Result
Piloted ventures
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3.1 Prepare Incubation

Purpose:

ADesign coaching materials for a smooth work flow
ASelect the most promising venture teams

ACreate & schedule tailored coaching plans for each venture
team

ASet up a working structure by defining the means of
collaboration and communication in each team

Activities In this workstream

sitemap

At a glance:

Create an efficient procedure for testing, refining, and piloting
the sustainable business ideas developed in the Ideation
Sprint. Prepare the necessary coaching materials and other
potential services that you might offer. In parallel, select the
most promising venture teams for incubation support.

Incubationready business ideasl

3.1 Prepare |ncubation

Create &

schedule tailored
Design Select coaching plans
coaching venture ‘
materials teams 5STAYS

Y2RS 27

O2ftlo2MI[iAzy

= Input | |=Output | Key Result
Tailored incubation procedure

9

3-4 weeks

At this point you should have defined the

scope and exit point of your incubation

services to match the goals of your

programmed O2 YLJ NB | OG A GA G @
programm& AY nQYLINBLI NB T2
and the pros and cons of different exit

points.).
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#1 Design coaching materials
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3 Incubate 3.1 Prepare Incubation #2 Select venture teams for incubation support sitemag;

Design coaching materials Q9

Developand prepareall necessarynaterialsfor coachingyour ventureteamsin designingheir businessIDEO'8Business
Designmethod hasstronglyinspiredthe methodologyand incubationmaterialssuggestedn this handbook Youcanuse N
these materials,customisethem, or createyour own materials Foran overviewof key coachingcomponents checkthe

list of activitiesin 3.2 Busines®esign

CFOAfAGI G2NE&

If you choose to use Business Design as a
method, we encourage you to consistently
apply it throughout Incubation. Sticking to
one method leads to a more coherent
experience for your participants.

3_incubate tools

2k [ SE SO0 OSYylUdzNB G0SFYa F2N AyOdzo I GA 2 YR adzhdld2 NI

Decide which ventures teams are fit for incubation. Not all venture teams will necessarily be able to qualify for the @
Incubation phase& and that is ok. Make sure to select venture teams that bring a high level of motivation and promising Zx
business idea. Take a look at the providadection Criteridor more helpful criteria the teams should fulfill.

Consider feedback from the expert review
group provided at the end of your Ideation
Sprint. Use clear criteria and a simple
assessment form for screening applications
by venture teams. Select applicants quickly
in order not to lose momentum.

Incubation Selection Criteria
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#3 Define mode of collaboration with venture teams
#4 Create & schedule tailored coaching plans for each team

o R
©

3 incubate 3.1 Prepare Incubation

Define mode of collaboration with venture teams

Together with the venture teams, determine whether to conduct the coaching sessions remotelgeyson. Agree on
the tools you want to use for working and communicating with the venture teams.

At this time, it would also be a good idea for the team members to think about how a team collaboration could possibly —
f221 tA1S® ¢KAA R2Sa y2i KI @S G2 0S aSi Ay aiuzyS esSdaz o
when entering the incubation phase. While the team might not yet know what type of legal structure makes sense for

their business solution, we strongly recommend getting the teams to think about this early\oarArandum of
Understandingcan be a good starting point for formalizing the collaboration.

COAfAGE G2NA

REMOTE VS.
IN-PERSON COACHING SESSIONS

+ Feasible with dispersed teams
+ Potentially cheaper
- Weaker team experience

LYISNE 2 Y

dzmelpg\véi\ture)t&eﬁs tofér§\/f LJt dzt

their team spirit

+ Helps coaches to build a
motivational ambience

- Higher logistical requirements

Tools such as Google Drive and Slack have
proven to be highly useful in past
programmees

Memorandum of Understanding

/| NEFUS 3 aOKSRdz S
Plan a session schedule together with your venture teams and creatsnahing Plabased on your prepared coaching @

materials and the venture team roadmaps. Ensure that the schedule allows you to cover all aspects of business design
(see activities in 3.2 Business Design) within a given timeframe.

Ny

0F Af 2NBR 021 OKA Yy 38R LIkidosy &

F2NJ S|

You may opt for a more athoc coaching
style if a session schedule doesn't cater to
the needs of your venture teams.

Experience suggests that it works well to
organiseyour sessions over the course of 3
months, beginning a maximum of 2 weeks
after the ldeation Sprint.

Coaching Plan Example
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3.2 Support Business Design @ a4 monns

Purpose: At a glance:
_ o _ _ _ _ @ Help the venture teams to find compelling
ASupport the venture teams in designing the ideal business At this stage the venture teams need to design each I3 answers to 3 questions:
model for their solutions component of their business model to make their solutions A How will they create value?
ASupport venture teams in developing MVPs desirable for users, financially viable for shareholders, and The _teaft"r‘ls?p“ml'sethe'f SO_'EUO”isebythe
] ) ] ] retining their value propositon, 1.e.,
o feasible to build and deliver. Help the teams to validate each benefits they provide to users, and their
AHelp the teams to prepare and conduct a strong pitch in front : : : offer, e.g., the actual product or service
) business model component through experiments and to iterate they create
of investors and other potential followp partners o e
P PP based on their flndlngs. A How will they capture val_ue’?
The teams elaborate their cost structure
and design the optimal revenue model
for their businesses.
e : A How will they deliver value?
Activities in this workstream Ecosystem The teams determine their sales
handover channgls gnd engage necessary partners
Incubation-ready business ideasl option 1 for delivering their solutions.

~

o@H dzLJLI2 NII . dzZaAAy S&aa 5SaAriday Remind the teams: fulfilment of a human
need is at the heart of every business.

Designing a sustainable, successful

3®

Improvin . . Identifyin :
undergtandigg of) Exploring the Refining the neces};ar%/ PitCI:I)’lI;[r:h e business means deeply understanding
al\s/lsl?m potential users cost structure revenue model business partne refined bgsines tgsoidLj;tg a?] j sur?/eSSK I A 2 dzN&
ptions Refini Refini Creat models to y ys.
value . the offer & myp ) Decidingon 5 Tl follow-up
proposition development sales channels strategy partners The different activities in this workstream
N donot need to be completed in the order
presented!
Y § & W$ a dzf ¥ ) o
= Input II=OUtpUtI WSTAYSR O0dzaAySaa Y2ZRSta Source{DEO U



https://www.ideou.com/products/designing-a-business

#1 Mapping assumptions

#2 Getting a more nuanced understanding of potential users sitemap

< back 3 incubate % 3.2 Support Business Design

Mapping assumptions QC croatadl i2ng

In the Ideation Sprint the venture teams have sketched each component of their business model in a Sustainable Business

Model Canvas. Before they start working on each component, help them to map the assumptions that each compone @ Assumption mapping is also a good way of
their business model is based on using esumption Mappingemplate. This allows the teams to identify the critical ~\A identifying the right incubation coaching
assumptions that would have to be true for their business model to work. starting point for the venture teams.

In the subsequent steps of Business Design, the venture teams will test the critical assumptions for each component of
their business model in experiments. Experiments create evidence that strengthens or refutes their assumptions, help'\@ Assumption Mapping
them to refine their business models, reducing risk and uncertainty. " Experiment Template

For each critical assumption, the teams fill inEarmeriment Templatd¢o describe the assumption they want to test and
how they will do it. A good experiment should be measurable, and the pass rate should be set before the results are in.
That is why the teams should also define measurement and success criteria in advance to be able to classify their test

results later.

Getting a more nuanced understanding of potential users Q8 Facilitators

This is the foundation of designing a strong value proposition, the essence of each business. Help the venture teams =1 Sersona

understand: Who are potential users of their solutions? What are their needs? What are their attibethesjoursand ' Empathy Map
motivations? Are the consumers of their product also their customers? If not, what is the relation between the two

groups?
You may have the teams revisit théiersonzaor create anEmpathy Magpfor this.
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Refining the value proposition

Support the venture teams in enhancing their value propositions, i.e., the benefits provided to users of their solutions
that are not provided by competitors. The value proposition determines the offer, i.e., the concrete product or service
that the teams will need to create. Working on tielue Proposition Canvéelps the teams to structure their thinking.

Refining the offer & MVP development

9 ﬁ' Facilitators

Let each venture team prototype and test
their value proposition repeatedly with their
potential users to find out whether it
resonates with them and how to improve it.

Value Proposition Canvas
Experiment Template

Help the teams create a compelling product or service offer that creates the intended value for users and addresses the
development challenge as effectively as possible. No business gets their offer exactly right the first time. Encourage th@

venture teams to build prototypes of their offer as fast as possible and test them with potential users.

This allows the teams to quickly take steps towards creatikigneanum Viable Produc(MVP)¢ a basic version of their
offer that already has all the key functionalities to make it a working product ready for piloting in the market.

ClLOAf Al G2NA

It is crucial not to lose sight of the SDG
impacts that youprogrammeset out to

tackle, even for highly promising business
ideas. Keep an open mind about both likely
positive and potential negative SDG impacts
of business models and continue to probe
ways tomaximisepositive results.

Minimum Viable Product Examples
Experiment Template
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#6 Refining the revenue model sitemap

3 incubate % 3.2 Support Business Design

Exploring the cost structure Q8 Facilitators

Let the teams unpack the cost structure of their business. Which costs are fixed? Which are variable? Which costs are
(A

essential for providing their solutions? Essential costs can be both fixed or variable. Have the teamsCoaatelsect

Start by letting your teams have a first go at
listing the five to ten most important costs
associated with their business model.
Getting these out of their head and onto
paper will help them to see some truths
about their business.

Cost Sheet Example
Experiment Template

Refining the revenue model Q<

A revenue model specifies who will pay for your offer and how. Let the venture teams explore which revenue model su
their solution best. How can they maximize revenue? How can they create a frictionless paying experience for their

®

users? Often it also makes sense to combine more than one revenue models for your business solution. Research helps

the teams to get a sense of what is out there in terms of revenue models.

CrOAfAGEG2NA

Encourage teams to think outside the box:
Considering all stakeholders in their
business, and what value they are getting
and bringing, can offer clues about who is
best placed to pay for your offer (e.g.,
advertisers or other partners, instead of
consumers).

List of popular Revenue Models B2B from

Board of Innovation

List of popular Revenue Models B2C from

Board of Innovation

Experiment Template


https://info.boardofinnovation.com/hubfs/Tool_Download/Revenue%20Cards%20B2B.pdf?utm_campaign=27%20revenue%20model%20options&utm_medium=email&_hsenc=p2ANqtz--0oolR-6JAngbwpG2WXHRjKxzzk9t26dE9D4jd4iU9C5qogFQFRbW8BQRCuWEDmjGlX1UAVrDmhbVl3Wcs3o9ofWrptw&_hsmi=68714560&utm_content=68714560&utm_source=hs_automation&hsCtaTracking=2c7c5dff-658c-4565-9942-7828162c4d6a%7Cb7711bb7-8bc0-4686-8bbd-5733f1b4208b
https://info.boardofinnovation.com/hubfs/A4_Revenue%20Cards%20B2C%202019-1.pdf?utm_campaign=Ideation%20Guide&utm_medium=email&_hsenc=p2ANqtz-_ux0CRgqVfLfVZ2wLl7L2k3lL8XF9GIJ4ntfuTzcr17fqgwcRwwFqWohsivPYyuaxjpidlRbUtBgi1I31v7IeJnJjnhg&_hsmi=75529917&utm_content=75529917&utm_source=hs_automation&hsCtaTracking=fbc4716f-990c-48af-a3e2-b88e71698d6e%7C22b30d2d-e016-4ea3-a0f7-ae689cb83905
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#7 Deciding on sales channels AAGSYF LI

3 Incubate % 3.2 Support Business Design #8 Identifying necessary business partners

#7 SSOA RAy.H 2)/ élf Sé OKIYYSf é 9}2 Facilitators
Help the venture teams identify the most efficient and viable ways for getting their solutions to their users. The teams ST e e o
can build prototypes to test which channels works best and refine based on user feedback. Experiment Template

'.R Article: The Different Sales Channels: How
to Sell Your Product?

ldentifying necessary business partners O programme Lead, Facilitators

Let your venture teams define which partners (e.g., suppliers or distributors) they need for bringing their businesses to nesict e N e
. . . . . . SSISt your venture teams In making contac
life. Who do they need in order to create their offer and to deliver it to their users? How can they get these partners 55X i potential partners where possible.

involved?

= Stakeholder Map
Experiment Template



https://www.bdc.ca/globalassets/digizuite/10406-distribution-channel-selection-tool.pdf
https://www.appvizer.com/magazine/customer/sales-mgt/sales-channel
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#9 Creating a funding strategy

#10 Pitching the refined business models to folevpartners sitemap

3 incubate % 3.2 Support Business Design

Creating a funding strategy A

different funders. These may include commercial investors, business angels;faraiuag platforms, foundations, donor
and other government agencies.

Help the venture teams to refine theiremo Deckinto strongPiich DecksProvide constructive feedback to venture
teams as they develop and practice funding pitches to the most appropriate potential funders. If you lack the internal
capabillities, invite an external pitching coach to give the teams pitch training.

Let your teams determine the funds needed for scaling up their business. Help them to identify, assess and engage *
N

Facilitators

I IJ22R LAUGOK ySSRaA
GSEFYa G2 LINI Ol A

Funding Strategy
Demo Deck

Pitching the refined business models to folleup partners Q9

Organise pitch event where the venture teams present their refined business models in front of potential investors an
other follow~up partners. This is a great chance for ensuring a seamless continuation of the emerging businesses after)5
the end of youmprogramme Expert feedback also helps the teams to move forward with a clear vision of how they can
further enhance their businesses.

Programme Lead, Facilitators

Leverage your partner network. Connect
your venture teams with followup partners
by inviting them to the pitch eventin
particular incubation and acceleration
programs. At this early stage, most
businesses are not yet likely to attract
support from investors.

Pitch Deck
Evaluation Sheet



< back sitemap

| ' b5h++9w MYt ¢cLbbhz+%wHH CeBwe . | { Lb9{{

(~ 4 months after the ldeation Sprint)

At the end of the Business Design stage the venture teams will have created strong business model concepts and should ha
already begun to develop their minimum viable products. This puts them in a good position for entering another incubation
program or attracting early investments from business angels, their companies and peers.

Please note: At this early stage the teams may however find it difficult to convince most other investors and supportgpdgram
their business ideas. If you stop your incubation support at this stage, it is crucial that you assist the venture tedmnsg in f

follow-up partners, such as local incubation programs.




































