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This HW2 is due in class on September 12, 2018, and will be graded for 5 points maximum.

Bus.365: Entrepreneurship



Your Name:______________________________
Dr. Ahiarah





Today’s Date:_____________________________

BUSINESS OPPORTUNITY SEARCH/RECOGNITION THROUGH PROBLEM SOLVING
                                            Every link provided below worked perfectly on 08/27/2018)
HW #2:  This HW assignment is designed to continue to define our terms, and to go beyond that to lay some foundations, as well as, develop important constructs that will serve as building blocks and underpinning logics on which certain assignments down the line, such as, HW-Front Stage and HW-Backstage, will be anchored.  This is part of a developmental approach we are adopting.  We want to orient you to what going into business to create wealth requires, and not simply to how to income-substitute or put food on the table, as important as this might be.  Those who adopt a cavalier attitude towards this assignment will miss out and not begin to establish the intended foundations for themselves.   This HW must be typed or word processed on this assignment sheet and printed and submitted (hand-delivered in class) on time.   If you disagree with this course, please, drop it. This assignment sheet is being made accessible online to enable you to simply type in your responses without editing out the questions asked, as well as for you to simply click on the links without the possible frustration of typing each.  If you edit out the questions asked, your total score for this HW2 will automatically be 1 (one) point max.

1. Go to this “Entrepreneur,” site:   https://www.entrepreneur.com/article/236522    In the space below (i.e., besides 1-a), write the first banner (bolded) headline found at the site.  (This is directly under: “Starting a Business August 15, 2014”)
1-a: (0.25 pts) Show your response here:  

1-b: (0.25 pts) In the space below this 1-b, write two important insights relative to the answer in 1-a, above, that the author, Thomas Oppong, provides:
Show your responses here:

At the same site in #1 above, click on and read the following two (1-c and 1-d) related postings and summarize each:
1-c: (0.25 pts) Related: Creative Problem-Solving Strategies to Test Your Business Idea, by Nadia Goodman 
(Hints here: Design thinking, and the four stages of its process, as broken down by cited Liedtka)
Show your responses here:

1-d: (0.25 pts) Related: Want to Solve Problems More Efficiently? Do This, by Rick Debus
(Hints here: Concept called “computational thinking,” and asking the right questions...)
Show your response here:  

1-e: (0.25 pts) Still one more variation, go to: https://www.entrepreneur.com/article/225795 , write  the title of this article below, then briefly summarize what the article conveys:
Show your responses here:

2.  Next go to this site:  https://hbr.org/2017/01/are-you-solving-the-right-problems?utm_campaign 
What is the title of the article posted there?  Read it and summarize below what you learned from the reading:
   (0.10 pts) The title of the article posted in the above web address is?

 (0.30 pts) The summary (yours) of this article is as follows:

3. Now, go to http://biodesign.stanford.edu/about-us/process.html  At this site, study Stanford University’s Biodesign Innovation Process framework and note how they apply it.  
(0.55 pts) Summarize the process making sure not to ignore or overlook any of its critical phases or stages
Show your responses here:

4. (0.25 pts) AT THIS JUNCTURE, CONNECT THE DOTS!  (This is an important entrepreneurial skill and ability).  One way to do it in this instance is to complete the following sentence: “A major takeaway from the foregoing, 1 to 3,  is that a business enterprise should be created to?  .......…    “    

5.  Go to the link below.  How does the author define Value Proposition (VP)?    Why is the VP notion Important? http://www.cgma.org/magazine/issues/2017/may/value-proposition-statements.html?utm_source=mnl:cpald&utm_medium=email&utm_campaign=08May2017
(0.25 pts) According to Mark Brooks, the author of the above, a Value Proposition is:

(0.20 pts) Operating with a strong value proposition can….…….    Conversely, the absence of a value proposition……


6. (0.55 pts)  In this forbes.com article, Michael Skoks proposes four steps to building a compelling value proposition, as: (1) Define, (2) Evaluate, (3) Measure and (4) Build.    https://www.forbes.com/sites/michaelskok/2013/06/14/4-steps-to-building-a-compelling-value-proposition/#358ac8746958          Summarize the key points regarding value proposition that Mr. Skoks made in the article posted on the site referenced in this #6.  Show your responses to #6 in the space below:

7. (0.65 pts) Target Customer:  https://www.americanexpress.com/us/small-business/openforum/articles/how-to-focus-on-your-ideal-customer-1   Review Maria Ross’ posting regarding a business’ target or ideal customer. Please, regard what she is communicating in the above-referenced article as extremely important. (This course will emphasize that business is market- and marketing-driven and the target customer is at center of the market!)  What are the key points that she is making in her article regarding a business’ “ideal” or “target” customer?  Be sure to convey understanding of critical or key descriptors  (including demographics, geographics, psychographics and behavioral) that she identifies to be used (and why) in describing this very important stakeholder of a business.  Show your responses to #7 here:

8. Speaking of “market,” it has to be large enough to sustain a business that expects to create wealth. TAM/SAM/SOM are constructs we will use to provide insight into a business’ market size.  

Write your best definitions of these acronyms (1) TAM, (2) SAM, and (3) SOM, in the spaces provided below, from “googling” TAM, SAM, SOM.

8-i.  Definition of TAM (First, write the words abbreviated as TAM, and then the definition) 0.15 points


8-ii.  Definition of SAM (First, write the words abbreviated as SAM, and then the definition) 0.15 points


8-iii.  Definition of SOM (First, write the words abbreviated as SOM, and then the definition ) 0.15 points

(9)  What are the possible implications of each of these concepts (TAM/SAM/SOM) for a business startup?  (Be careful here…avoid a cavalier, non-chalant, lazy approach to this question.  It is not possible for there to be (zero) no implication(s) of TAM, SAM and SOM, for a startup which expects to be taken seriously!) 0.45 points
Show your responses to #9 here:
CONNECT THE DOTS  & SKETCH YOUR TAKEAWAYS from the foregoing, 1 – 9 of HW#2  (See HW#3 below)  

This HW3 is due in class on September 12, 2018, and will be graded for 5 points maximum.

Bus.365: Entrepreneurship



Your Name:______________________________
Dr. Ahiarah





Today’s Date:_____________________________

HW #3:  This HW assignment is designed to continue to define our terms, and to go beyond that to lay some foundations, as well as, develop important constructs that will serve as building blocks and underpinning logics on which certain assignments down the line, such as, HW-Front Stage and HW-Backstage, will be anchored.  This is part of a developmental approach we are adopting.  We want to orient you to what going into business to create wealth requires, and not simply to how to income-substitute or put food on the table, as important as this might be.  Those who adopt a cavalier attitude towards this assignment will miss out and not begin to establish the intended foundations for themselves.   This HW must be typed or word processed on this assignment sheet and printed and submitted (hand-delivered in class) on time.   If you disagree with this course, please, drop it. This assignment sheet is being made accessible online to enable you to simply type in your responses without editing out the questions asked, as well as for you to simply click on the links without the possible frustration of typing each.  If you edit out the questions asked, your total score for this HW3 will automatically be 1 (one) point max.

PROBLEM/NEED-DRIVEN APPROACH TO BUSINESS IDEA SENSING (OR OPPORTUNITY SEARCH/RECOGNITION) & CUSTOMER-FOCUSED INNOVATIVE SOLUTIONS PROPOSITIONS  
(“Business is all about solving people's problems -- at a profit."  -- Paul Marsden, writer)
There are different types of businesses, yet they share some commonality which justifies the common, ‘business,’ reference. What they all have in common is making money or capturing value.  Some businesses take, exact/extract/capture value/money from their targets in a one-way flow of value—from the target to the business, whereas others create and deliver value to their targets in exchange for the value they receive or capture from them.  Let us call the former non-reciprocal, one-way value exacting businesses, and the latter, transacting reciprocal (two-way) value exchanging businesses.  Paul Marsden’s encapsulation more aptly denotes the latter given that businesses set up to extract value from their targets in a coercive, one-way manner could hardly be described as solving problems for their targets.  This piece will focus on Marsden’s businesses.   

People and organizations value and pay for solutions to their needs, desires, problems… Such needs and problems are, seemingly, innumerable, whereas entrepreneurs with totally satisfactory matching solutions are relatively few.  Reciprocal (two-way) value exchanging businesses
 are, essentially, about providing the valued solutions to their patrons’ needs, problems,…, in exchange for the patrons’ payments (or surrender of the patrons’ valued assets).  In this sense, reciprocal value exchanging businesses can be said to be need-driven—are created to solve problems, needs—and, such businesses are also market- and marketing-driven since there has to be awareness of possible or available solutions before they can be demanded or patronized, and marketing creates this awareness in the marketplace; and there will be no business without a market.  In short, reciprocal value exchanging businesses create valued solutions and deliver those values to their patrons in exchange for value that they capture from their patrons.  Therefore, a would-be entrepreneur must be able to answer these questions: (1) What is the consumer’s problem, or need, or want…for which you, as the aspiring entrepreneur, would go through the trouble of opening a business to solve or respond to? (2) Who is the target consumer?  The aspiring entrepreneur has to know whom to direct marketing communications to, and where; and given that, at the start, he/she would not be able to provide his solution to the problem to everyone needing it—even if he/she wished—he would have to define and target his ideal consumer, to begin.  It would be better to see the problem from the perspective of the consumer, or as the consumer defines it. (If, right off the bat, you cannot answer these questions, it becomes rather unclear, even questionable, why you would go through the trouble and expense of setting up a presumed reciprocal value exchanging type of business enterprise). Thomas Edison, famous American inventor and entrepreneur, said: “None of my inventions came by accident.  I see worthwhile need to be met and I make trial after trial.”  Still, a business meeting a worthwhile need will only succeed if it offers its target customers, in a competitive market, something demonstrably or perceptibly… more, faster, better, longer, tougher, more prestigious, more convenient, possibly cheaper, higher benefits, …different from the competition!  



(1) (1.00 pt.)  Please, describe some need, or pain-point, or problem, or frustration, or obstacle, or difficulty, or expectation, or desire, or necessity, or any vexing issue, experienced by elements of society, for which you would go through the trouble of starting/creating a business to meet, satisfy, solve, relieve (you could take clues from #1-#3, above).    Show your response to #1, here:
(2) (1.00 pt.) Taking cues from Mark Brooks and Michael Skoks (see #5 and #6 in HW #2), as well as the example I have provided below, describe the value proposition of the solution you are proposing for the problem/need in #1, above.    
Example of a Statement of a Business Idea/Value Proposition for WonTonGorm84u Food Truck Services

	Target
	For the roughly 18,000 UB-North and 2,000 BSC (18-30 year old) students living on each of these Buffalo area campuses

	Pain-Point, Problem, Need
	Who get bored and tired of eating the limited menu options available from the entrenched present campus food courts, particularly during the long winters of Buffalo, NY, and who yearn for greater dining choices

	Solution/Value Proposition
	WonTonGorm84u proposes a solution: to provide/sell authentic, gourmet, Chinese food varieties delivered door to door, on request, at competitive prices, to members of the target campus communities

	Competitive advantage  (Why WonTonGorm8’s and not the competitor’s)
	Unlike the competing campus food courts, WonTonGorm84u will constantly listen to our patrons, emphasize gourmet menu items they prefer and can afford, offer less boring (better) taste, greater variety, convenience and flexibility for the target customers.


Summarize your own business idea below (Do not be lazy!  No ethnic food targeted to local college community!)
	Your Target?
	

	Pain-Point, Problem, Need addressed?
	

	Your Solution/Value Proposition (VP)?
	

	Your competitive advantage  (Why your VP--product or service--and not the competitor’s?)
	



 Show your response to #2, in the box above
(3) (1.00 pt.) Make Maria Ross  (#7 in HW#2 above) proud, and carefully describe the most salient profile or persona of your target/”ideal” customer for the solution to the problem/need in (#1, above) or value proposition, (#2, above).  
In dealing with this question #3, we must assume that you would not, in the startup phase, command the type of necessary tangible or intangible resources, infrastructure and capability, with which to target “everyone,”  “anyone,” “all,” “everywhere,”…!  Even the very high-impact businesses of the likes of Walmart and Nike, do not target all persons, everyone, everywhere… (It is important in a course like this to understand this!)  You need to define a narrowly specified target—your ideal target patron/customer, who, at the very least, you would like to serve to prove your business model.  Describe the profile of the (specific, ideal, target (not people, everyone, anyone, whoever… ) who will pay what you will charge—the payer (be sure to stick to this target payer; do not substitute vague terms such as everyone, later!)— in terms of, demographic, geographic, psychographic and behavioral indicators (in the case that the societal element(s) directly experiencing the need/want/desire/problem…, is different from the one that is to pay to have it addressed.  Examples of where this might be the case would be minors, incompetent persons or animals with neither control over resources nor legal standing or qualification to contract).  Describe your example of the specific typical payer
Show your responses to #3, here:
(4) Market Research?   Go to this site, and read the article:  http://articles.bplans.com/market-research/    What does this article tell you about market research? (0.5 pt.)
(5-i) Quantifying TAM, SAM, SOM:   Go to this site, and read the article:  http://articles.bplans.com/how-to-determine-your-tam-total-addressable-market/?_ga=2.163963068.286801614.1507674053-1346990163.1507674053 
What have you learned about how to quantify the TAM, SAM and SOM from reading the article in #5-I, above? (0.5 pt.)
(5-ii) Go to this site, and read the article: http://gsl.mit.edu/media/programs/india-bms-summer-2013/materials/step_4_calculate_the_tam_---trepreneurship_101.pdf   What have you learned about how to quantify the TAM, SAM and SOM from reading the article in #5-ii, above? (0.5 pt.)
(6) Benchmark to Bizminer/Bizstats? https://www.bizminer.com/resources/technical/search-tips.php  


And/or 

https://www.ibisworld.com/industry-trends/market-research-reports/?utm_medium=cpc&utm_source=google&utm_campaign=generic&partnerid=googlead&gclid=EAIaIQobChMIs7q2r5ST3QIVwR-GCh0UwAB2EAMYAyAAEgJQw_D_BwE      
What can you do with the resources available at these sites? (0.5 pt.)
� A reciprocal value exchanging type of business entity must negotiate and complete many value exchanges with suppliers of finance (equity, debt, loan), suppliers of intellectual capital, systems, human and physical resources, suppliers of inventory, utilities, insurance, and with customers/patrons, within the value chain, or each operating cycle in which it creates, delivers and captures value. (By contrast, non-exchange type of businesses capture value unilaterally through a scam, con, fraud, seizure, confiscation, piracy, robbery, extortion…) To succeed in its value exchanging activities and achieve long run sustainability, the reciprocal value exchanging business enterprise strives for the sweet spot in which its (i) resource input providers, (ii) the resource transformers, converters, disseminators, its (iii) output (product or service)  buyers, and (iv) and its support value chain functionaries, walk away from the exchanges satisfied with the value they acquired; otherwise, some necessary value chain participants might be forced to withdraw and the enterprise’s viability jeopardized.  






