PROJECT
_ U pESIGN

START-AP. Piattaforma di assistenza per
start-up e PMI innovative della regione Umbria

WEBINAR2 - COME FACCIAMO?

Ing. Fabrizio Rufo
rufo.fab@gmail.com

23/10/2020 - Sviluppumbiria

Unione E vy ‘I'l

Europea | | W
-zmd. Ay 8, II'IETWORK "’"-' U foritel

Sviluppo |

Regionale . 'Yy " .,v...‘.:,-..‘.-.s,..-.

IIIIIIIIIIII Regione Umbria



IL92% DELLE
START-UP FALLISCE
ENTRO IL PRIMO
ANNO DI ATTIVITA




Cruscotto di Indicatori Statistici - Dati nazionali

Report con dati strutturali

Startup innovative

1 O Distribuzione societa in utile e in perdita

Societa in utile Societa in perdita Totale

Anno bilancio 2018 % sul | Valore della produzione | % sul | Valore della produzione | % Totale Valore della produzione
totale totale totale totale totale

Startup innovative 48,15 757.070.615 51,85 281.918.530 100,00 1.038.989.145

Nuove societa di capitali 67,24 48.986.475.506 32,76 10.058.278.784 100,00 59.044.754.290




The Corporate Innovation Ecosystem: Understanding the Players, Tensions, and Key Strategic Questions

XPLANAT ONS" byxpLane

Why is corporate innovation so difficult? A broad coalition of players, inside and outside of your organization, must be aligned for real innovation to take hold—and the different constituencies don’t always share the same motivations and

incentives. Use this map and the discussion questions below to engage the players, start conversations, and build a shared understanding of common goals, so that you can work together to make meaningful progress.

The core business is the source of profits and power. When it's
doing well, there's little hunger for real innovation. When it's
struggling, the first impulse is to cut costs rather than invest in
new products and services. Without long-term support from
executives in the core, inmawatinn affavie f2il
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Research and Development

Companies with long-standing R&D groups sometimes
feel frustrated. Should all ideas about the future of the
‘business come from R&D? These groups can also be
insular and reluctant to source soluticns from outside the
company. But R&D done right can attract top talent and
create competitive advantage

9 Sales and Support
Sales can be a rich source of insights about customer
preblems, which innovation groups would be wise to
address. The sales and support teams can also gripe about
selling somathing that's tough to support, priced too low,
or relies on a different business model.

DISCUSSION QUESTION:

What incentives can you put in place for these constituencies
to embrace new ideas and help launch them, rather than
poking holes and withholding resources?
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NEW INNOVATION INITIATIVES

Innovation initiatives tend to sit at the edge of the business, without
the same resources ot attention as the core.

Innovation Theater

Coming soon.. the splashiest spectacle you've ever seen! Watch the
CEO pass out trophies. Marvel as a visiting keynote speaker shares
the secrets to brilliant ideas in 60 minutes or less. It can be exciting
the first time around, but will people return for the sequel?

@ Innovation Labs and Incubators
At their best, innovation labs create a new place for exploring
new technologies, building prototypes, and collaberating with
customers. At their worst, they're Disney-esque showcases
intended to impress visitors and prospective hires.

Corporate Accelerators

With the right structure and marketing, accelerators can attract
startups working in your industry, and potentially spark
investments, pilot tests, and partnerships.

@ Skunk Works.
Insulated from near-term demands, this crew can focus on "blue
sky” projects with major potential. The risk? Insufficient support
from the core business when it's time for launch

DISCUSSION QUESTIONS: ]

What is the expected outcome from your innovation initiative,
over what timeframe? What resources will you need?

STARTUP ECOSYSTEM

With so many meetings, it can be tough for executives to escape the
ek to change that dynamic by creating
university researchers,

building. Innovation teams

new ways to connect with startups,
@ wventure capitalists, and even solo inventors who may supply
winning solutions to a crowdsourcing competition.

DISCUSSION QUESTIONS: l

How can you reduce the friction of working with outsiders,
and position your company as the “collaborator of choice” in
your industry?

CUSTOMERS

At most companies, sales and marketing departments feel like they
“own" the customer relationship, but a growing number of companies
embracing the concepts of “lean startup,’ “design thinking," or
“customer co-creation” are allowing more employees to interact with
customers. Even when this doesn't result in new revenue, it can
strengthen custemer loyalty, which is always a win.

DISCUSSION QUESTIONS: J

What barriers exist to bringing customers into the innovation
process? How can you quickly test new concepts with them?

Do you have something you need to explain? @XPLANE.com 2017
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La strategia nazionale per le
startup e le PMI innovative

Scheda di sintesi

Ottobre 2020

% Ministero dello Sviluppo Economico
8% Direzione Generale per la Politica Industriale,
- I'lnnovazione e le PMI
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Tante caratteristiche vincenti non fanno
un prodotto vincente




UNICEF -

Fund- UNICE
Cormvention o
www. unical

UNICEF - - g
Fund- UNICE - h 4 - —
www. unicel - \\\

- ' \\
UNICEF ' ' . Xiu - 3 i
Fund- UNIC ” .

www . unicel

UNICEF - .
Fund- UNICE s

AL CLIENTE INTERESSA QUELLO CHE
EMERGE, NON QUELLO CHE C’E’ DIETRO




CASCO COVID




FLISHING
$00 S-Corvea Moz w.tﬁ!’iﬂ\'

"
31 S3-Mysoum
of Matural Mustory

(TNTRL
LD R

5.8
INTERNATION
NEPORT




ks 2{3\)
...:-9\')‘3

o YA 293253

e Se¥=% SUMMER'SERTES 2010

¥ o . =" NOAH AND THE WHALE

¢°°a"9 & «/‘;f"";mu- OPEN AIR -STANDING
< A

=
P 8-mAY-10 SOMERSET HOUSE
,‘& 1‘,"’ - ;{;i o STRAND, LONDON, WC2

isee,  SAT 16-JUL-10 DOORS 19:30 Y




NEW NORMAL
2.0

* Chisono oggi i nostri clienti?

* Di cosa hanno realmente bisogno
e di cosa non hanno piu bisogno?

* Chi sono oggi i nostri “non-
clienti” e cosa e cambiato rispetto a
qualche mese fa?

* Ha senso fare cio che stiamo
facendo?

“To build the pedestal or not to build the pedestal? That is the question..”
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DEFINIZIONE DELLO START

1 DESCRIZIONE PROGETTO (MAX 15 PAROLE)

Inserire la descrizione del progetto, NON del soggetto. Max 15 parole

2 ETA

Nel caso delle non-imprese: eta del focus sulle start-up

3 PRESENZA SUL MERCATO

Indicare il segmento di mercato prevalente, e la tipologia di presenza sul mercato: non si intendono solo i
clienti attivi, ma qualsiasi attivita di “avvicinamento”

4 LINK

Sito web, Linkedin, FB, Instagram, ...}
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Specifici
Caratteristiche degli

Verificabili
Condivisibili

Concreti

Timeline

ROADMAP MILESTONES

Classificabili
Formalizzabili
Suddivisibili

Identificare ed eliminare le ambiguita

Pianificare i test e i controlli

Consentire I'analisi dei risultati parziali e
finali

Identificare gli attori che li condividono

Indicare il livello di potenziale
raggiungimento

Peso e priorita
Su contratti e documenti

Determinare il livello di convergenza tra
fornitore e cliente



Progetto:

User needs
Bisogni o desideri degli utenti

Difficolta Motivatori

¥ Scopo
Il progetto & importante
percheé l'obiettivo é...

Obiettivi

Risultati attesi per l'organizzazione:

Lungo termine Breve termine

¥ Azioni

Azioni specifiche da parte degli utenti

L Metriche

Indicatori per la misurazione del successo del progetto:
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IL BUSINESS MODEL CANVAS




Facebook — World’s leading Social Networking Site (SNS)

ALCUNI CASI ESEMPLARI

facebook.

Key Partners Key Activities Value Propositions Relationships Customer Segments
Platform Same-side
D | t
evelopmen Connect with your Network Effects
friends,
o Data_ E=ne Discover & Learn,
REmEtons M gnT Express yourself Internet Users
Content Partners
(TV Shows,
Movies, Music, Key Resources Channels
AT ) Facebook Website,
Platform Personalized and Mobile Apps
Social Experiences, Deuslopers
Technology Social Distribution,
Infrastructure Payments
Developer Tools
and APIs
Cost Structure Revenue Streams
Data center Marketing and Research and Payment
costs Sales Development iz Revenues
General and
Administrative

www.businessmodelgeneration.com

http://www.businessmodelcanvas.it/case-studies/facebook.html




ALCUNI CASI ESEMPLARI

Partner Chi Attivita Chi Proposte Relazioni menti
ermmave p we © di Valore m e:nicl?onli O z?gcllonicla QL

Risorse Chiave ﬁd

Struttura dei Costi @ Flussi di Ricavi @

http://www.businessmodelcanvas.it/case-studies/apple.html




ALCUNI CASI ESEMPLARI

Key Partners :‘/f Key Activities ﬁ\%é Customer Segments E‘
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http://www.businessmodelcanvas.it/case-studies/lego.html
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The Business Model Canvas

Designed for:

Designed by:

Key Partners

Key Activities

Key Resources

Value Propositions

Customer Relationshin

Channels T

Customer Segments Eé

Cost Structure

Revenue Streams

www.businessmodelgeneration.com
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