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Note: Startup Genome 2019 research states that only 9% of the entrepreneurs succeed in building successful businesses.
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The "valley of death" 
refers to the critical 

early phase in a 
company's life with 

significant risks as the 
business tries to 

develop its product 
and gain market 

traction before its 
initial funding runs 

out. 
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VALLEY OF DEATH CHALLENGES



MAIN 
PROBLEMS THAT 
PREVENTED 
INVESTORS TO 
INVEST

Source: EBAN 2018. Survey done to 683 
business angel that attended on-site 
training sessions



MITIGATING RISKS



UNPROVEN MARKET DEMAND

• To mitigate the risk of failure due to unproven market demand, 
entrepreneurs should conduct market research and validation before 
launching their startups. This involves identifying the target market, 
understanding customer needs and preferences, analyzing the 
competitive landscape, and assessing the potential demand for the 
product or service.

• Validating the market demand can be done through various methods, 
such as conducting surveys, interviews, focus groups, or even creating 
minimum viable products (MVPs) to gather feedback from potential 
customers.

















Risk Canvas

1. Technology, Product, IP 2. Market & Competition 3. Team 3. Business Model

4. Deals Terms 5. Operations, Regulatory 
Issues

6. Governance 7. Exits

Diligence Tasks

Mitigation Actions



FRAMEWORKS TO 
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MARKET SEGMENTATION

• “Your customer isn’t ‘Everyone’.”

• Market segmentation is a crucial component of any 
successful marketing strategy to understand your target market.

• Analyze your potential customers: do they have the same age, sex, or 
are located in the same region? Do they have the same income and 
education levels? Do they all have the same pain points, needs, or 
desires?

• A market segment is a group of individuals within a larger target 
market who share a particular set of characteristics.
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CUSTOMER PERSONA FRAMEWORK

• A persona template to break your real and potential customer base 
into smaller, more useful groups. These groups are defined by various 
behavioral characteristics, which will help you determine which 
customer personas your business should focus on first.

• Identify and sketch your persona. Write down their behaviors, 
demographics, needs, goals, and main problems. Give this person a 
name and a face.
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MAPPING



CUSTOMER JOURNEY MAPPING FRAMEWORK

• A customer journey framework is a set of tools and guiding principles 
that helps organizations to analyze, optimize and manage the entire 
customer journey as an ongoing process. It provides a high-level 
understanding of the customer journey and helps to zoom in and breaks 
it down to actual tasks.

• When mapping out the customer journey, you are looking for the 
moments that matter







CUSTOMER JOURNEY MAP

Awarness Research / 
Consideration

Shopping /
Decision

Checkout/
Service

Post-Purchase /
Loyalty

TouchPoint

Customer 
Actions

Experience

Pain Points

Potential 
Solution
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VALUE PROPOSITION CANVAS

• Identify your customer's major Jobs-to-be-done, the pains they face 
when trying to accomplish their Jobs-to-be-done and the gains they 
perceive by getting their jobs done.When mapping out the customer 
journey, you are looking for the moments that matter.

• Define the most important components of your offering, how you relieve 
pain and create gains for your customers.

• Adjust your Value Proposition based on the insights you gained from 
customer evidence and achieve Product-Market fit.



Customer Jobs

Gains ☺

Pains 

Gains creators

Pain relievers

Products & 
Services

VALUE PROPOSITION CANVAS

CUSTOMER SEGMENT VALUE PROPOSITION



Completely private and protected!

More convenient!

Faster & More 
accessible!

And they really 
wish for…

The experience isn´t Always 
positive though

Consumers want 
to…





MVP
CANVAS



MVP CANVAS

• The purpose of a Minimum Viable Product (MVP) is to create the simplest 
version of a product that we can use to validate a small set of 
assumptions about the product vision and it's role in a business.

• Product/Service features is at the core of the canvas: A product feature is 
a specific function or characteristic of a product that provides value to 
customers. It can include capabilities, design elements, or performance 
upgrades

• A well-defined feature should describe both the functionality as well has 
how it addresses a customer need. These details align the broader 
product team on the problems to solve and how to approach them.





MVP Canvas

Segmented Personas MVP Proposal Expected Outcome

Journeys

MVP Features

Cost and Schedule

Metrics to validate the business hypotheses
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MVP Canvas

Segmented Personas
• The MVP is for fitness enthusiasts who own an 

Apple Watch and are interested in tracking their 
daily fitness progress and setting fitness goals.

• We can segment and test this MVP in a smaller 
group by targeting fitness enthusiasts who are 
using other fitness tracking apps on their Apple 
Watch.

• Tech Enthusiasts: These users are passionate 
about the latest technology and gadgets. 

• Health-Conscious Individuals: These users 
prioritize their overall health and well-being.

• Professionals and Executives: This segment 
includes busy professionals who value the Apple 
Watch for its productivity features

MVP Proposal: 
• To create an MVP for Apple Watch that 

enables users to track their daily fitness 
progress and set daily fitness goals. The 
goal is to learn about user engagement and 
interest in using the Apple Watch as a 
fitness tracker.

• We want to learn if users are interested in 
using the Apple Watch as a fitness tracker 
and if they find it convenient to track their 
daily fitness goals using the watch.

Expected Outcome
• We are seeking to learn about user engagement and 

interest in using the Apple Watch as a fitness tracker.
• We want to determine if users find it convenient to 

track their daily fitness goals using the watch.
• Clarity of Value Proposition
• Prioritization of Features
• Alignment with User Needs
• Validation of Assumption
• Communication and Collaboration

Journeys
Fitness enthusiast: 
• Sets daily fitness goals and tracks progress.
• Achieves daily fitness goals and receives 

notifications or rewards for hitting milestones
• Utilizes social features to connect with other fitness 

enthusiasts, share progress, and participate in 
challenges or competitions.

Apple Watch user: 
• Uses the watch to track daily fitness progress and 

monitor fitness goals.
• Receives personalized health insights and 

recommendations based on fitness data collected 
by the watch.

MVP Features
- Track daily fitness progress
- Heart Rate Monitoring
- Set daily fitness goals
- Monitor daily fitness progress
- Receive notifications for progress updates
- View daily fitness summary

Cost and Schedule
• The cost and schedule for this MVP will 

depend on the complexity of the features 
and the resources available. We estimate a 
cost of $10,000 and a schedule of 3 
months.

• There are no schedule constraints at this 
time.

Metrics to validate the business hypotheses
• We will collect data on user engagement and 

retention rates, as well as user feedback on the 
convenience and usefulness of the fitness tracking 
features. 

• Success will be determined by high user 
engagement and retention rates, as well as positive 
user feedback on the fitness tracking features. 
(User adoption & retention rate)

• App Downloads and Usage
• User Feedback and Ratings
• Revenue and Profitability
• Partnerships and Integrations



COMPETITIVE 
LANDSCAPE ANALYSIS



COMPETITIVE LANDSCAPE ANALYSIS

• Competitive landscape analysis is the process of examining your market 
to identify your competitors and figure out where they stand with regard 
to other players, including you. 

• You can use the process to analyze and understand a variety of different 
metrics, such as: Market share, Product offerings and pricing, Website 
traffic data, Positioning and messaging, Company growth and trajectory.
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STARTUP 
RISKS/SOLUTIONS



BUSINESS MODEL
VS

BUSINESS PAN



BUSINESS MODEL vs BUSINESS PLAN

Many entrepreneurs, particularly those who are new to launching and running 
businesses, often struggle to differentiate between a business model and a 
business plan. Below is a concise explanation to help clarify the distinctions 
between the two:

• Business Model: A strategic blueprint detailing how a business creates and 
captures value, focusing on the operational and conceptual structure 
necessary for interacting profitably with customers.

• Business Plan: A detailed plan describing the actionable steps and 
strategies necessary for the business to succeed in its objectives, often used 
for communication with external stakeholders like investors.
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GO-TO MARKET 
STRATEGY



GO-TO MARKET 
STRATEGY







BUSINESS READY & INVESTOR READY

• When you present your business model, please bear in mind that 
securing funding for your business (or future business) can be 
demanding, being “investor ready” makes it a lot easier. 

• Being “Investor Ready” essentially means that potential Investors, 
Governments, Banks or Lenders believe that you are worth investing 
in and that you are ready for the next step.

• Being “Investor Ready” also means having runs on the board and 
proof that what you want to do is commercial, effective and will bring 
value back to an investor. 

• This is the key for ALL growing businesses and investors want you and 
your team well prepared.



BUSINESS READY & INVESTOR READY
A few reminders for you when you devise your fund-raising deck:
•  Investors look for (a) business model and (b) team execution capability.
• Investors willing to invest time to sit down with you is a good sign that they are
comfortable on your business-readiness.
• Investors believe that there is no such thing as a bad business idea, only bad
planning and execution.

How do you could demonstrate you are "Investor Ready?
• Investors look for lowest possible risk and highest possible returns.
• Investors look for a team that has structured and detailed plans on how they are
going to execute the business.
• One straight-forward way to show you are "ready" is to build strong and effective
plans and forecasts, this means:



BUILD STRONG AND EFFECTIVE PLANS 
AND FORECASTS

Established a robust and effective "execution & planning mechanism" and "due process for forecast / re-

forecast" that satisfy investor expectations.

Prepare a comprehensive plan (including a contingency plan) to make the best use of the investors' 

money and properly planned the exit arrangement and timing for investors to realize their investment 

returns.

From enterprise operations and corporate finance perspectives. Investor ready shall include, as a 

minimal, the following:

• Business Plans and Contingency Plans (sensitivity and scenario analysis)

• Growth Strategies & Growth Enabler Analysis

• Financial Forecasts & Forecast Modelling

•  Sales & Marketing Plans and Strategies (and resources deployment)

• Enterprise operations and risk management framework

•  (if possible) Business Valuations and Offer to Investors (debt / equity)
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