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OCHOBaHO Ha TpeX #MFax KHUrax

*Business Model Generation
*Four Steps to the Epiphany
*Lean Startup
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Y MeHA eCTb BUaeHue



7 3Haro YTO HyXHO genaTtb



[laBauTe co3gaaum KoOMnaHuio!



LLlectb cnocoboB lNpoBana



A 3Haro, KTo Haw KnueHT”

* A1 HacTauBato Ha HanucaHum cnoea KnueHT ¢ 6onbLuon byksbl, npum. Wanderer_from



#1 TOYHO 3HaKo, 4YTO 3TOT [lpOoAyKT
HYy>XeH



£ 3Haro, Kakme npobnemMsbl
peLuarTCcs



Mbl MOXeM pelwunTb npobnemy
[MOCIJIE 3anycka Halwero npoaykKra



Bce, 4TO HYXXHO 3TO BbINONMHUTL [naH



Mcnonb3yeM MHCTPYMEHTbI
bonbwnx KomnaHuu!



Moaenb pa3paboTKu npoaykKra:

KoHuenuusa/
nocesHas ¢a3a

Pa3paboTka
npoaykra

Anbcda/6beta
TecT

3anyck/
NepBas
npoaaxa




Moaenb pa3paboTKu npoaykKra:

maBHbLIM NyTb NpoBarna CtapT-ana

KoHuenuusa/
nocesHas ¢a3a

Pa3paboTka
npoaykra

Anbcda/6beta
TecT

3anyck/
NepBas
npoaaxa




Moaenb pa3paboTKu npoaykKra:
[1Ba HeO4YEBUAHbLIX NPEANOSIOXKEHNS

[NMpobnema nonb3oBaTtensa: U3BECTHA

KoHuenuusa/ Pa3paboTka Anbcda/6beta )

nocesHas ¢a3a npoAaykra TecTt

3anyck/
NepBas
npoaaxa

CsorictBa npoaykta. U3BECTHbLI




TpagUUMOHHO — B3Tb KHMXXKY NO
MapKeTUHry~

3anyck/
KoHuenuua/ ) Pa3paboTtka ) Anbca/6beta )
nocesHas ¢a3a npoAaykra TecTt Nepsas
npopaa
MapkeTuHr - Co3pnaem - HaHmmaem PR- - Co3pnaem «cnpoc»
MapKeTUHroBble areHTCTBO - 3anyckaeMm
MaTepua’bl - PeknamMmmupyemcs u MeponpuaTusa
- Pewnaem npobnemy 3asBnsiemMcs - Cospaem “"bpanpg”
NnoO3VLMOHUPOBaHMSA

* B opurMHane «HaHaTb MapkeTonora», Ho B Poccun HET mapkeTtonoros B obnactu UT,
npum. Wanderer_from



TpaAULUMOHHO — HAHATbL NPOAaBLOB

3anyck/
KoHuenuusa/ Pa3paboTka Anbcda/6beta
— — — NepBas
nocesHas ¢a3a npoAaykra TecTt npopaa
e HaHsaTb BuLe- e Co3anaTtb NpoAaoLyro
Mpopaxu npesuaeHTa npo opraHusauuto
npogaxxam

¢ HaHATbL MeHeKepoB-
npoaaBLOB



TpagUUMOHHO — HAHATbL MeHeKepoB-
douHaHCcUTOB-yNpaBneHues

3anyck/
KoHuenuusa/ ) Pa3paboTka ) Anbcda/6beta )
nocesHas ¢a3a npoAaykra TecTt n';i';g?:a
Passutne e HaHsaTb e BbiNyCcTUTb aKumnm

OusHeca ynpasnsowero



Tpa,D,VILI,VIOHHO — HAHATb NHXEeHepoOoB

3anyck/
KoHuenuusa/ Pa3paboTka Anbcda/6beta
— — — NepBas
nocesHas ¢a3a npoAaykra TecTt npopaa
PaspaboTka ¢ Hanucatb e Pa3paboTka e Bonpocbi/oTBeTbI e3anyck!

Tex3agaHue «BogonagoMm>



CrtapTt-an 3aTo HE ymeHblleHHas
KOonus OONbLUOU KOMNaHUu



CTapT-an 3TO BpeéMeHHas opraHn3auuns



CtapT-an 3To BpeMeHHasa opraHu3aLus,
co3faHHaA Anda noucka



CTtapT-an 3To BpemMmeHHasa opraHu3auus,
co3daHHasa anAa Noncka HOBbIX
Crnoco6oB BeaeHUs1 OM3Heca u

MacLuTabnpoBaHuUAa bM3Hec-moaersen



CtapTt-an HyXXgaeTcs B
COOCTBEHHbIX MHCTPYMEHTAaX,



CtapT-an HyXOaeTcA B
COOCTBEHHbIX UHCTPYMEHTAX,
KOTOpPbIe OTNINYaKTCA OT
MCNOSib3yeMbIX B CYLLEeCTBYHOLLUX
KOMMaHUAX



CrtapTt-an 3to HE ymeHblweHHan
KOonua 0onbLUINX KOMMNaHUW

KpynHble KOMMaHumM NCosnb3ytoT
U3BeCcTHbIe bu3Hec-moaenu



CrtapTt-an 3to HE ymeHblweHHan
KOonua 0onbLUINX KOMMNaHUW

CtapT-an nweT HEU3BECTHbIE
busHec-moaenu



3HauuT, byaem uckatb
busHec-Mopenb



busHec-mooenw:

JTrobyto KOMMNaHMI0 MOXHO OMnucaThb Kak
9 B3anmMogeuncTByOLLMX DITOKOB



CEIMEHTAUNA KITMEHTOB

KTO KNMeHTbI 1 KTO nonb3oBaTtenu cepsuca /npoaykTa/ycnyru?
Kakue ycnyrn/pa6otbl onn JEMCTBUTEJIbHO XoTaT nonyuntb ¢



LLEHHOCTb INPEOJIOXXEHNA

Uto BbI Npeanaraete? 3a aTo 3annaTaT Unw,
BO3MOXXHO, BbIMOMHSAT TO, YTO Bbl pocute? Bl
yBEpEHbI?



NOTMCTUKA/CBDbIT

Kak Bbl ByaeTe 4obupaTtbcs 40 BbIBpaHHOro cermeHTa?
Kakue TOYKu B3anMoaencTBus ¢



KIMIMEHTOOPMEHTUPOBAHHOCTbL*

Kakue oTHOLLEHWS Bbl NNaHMpyeTe 3aBA3aTh C BblBpaHHbIM
cermeHToM? MNMepcoHanbHbIe (sopaBcTBy#, Poccusl)?
ABTOMaTM3npoBaHHble ¢ KopbicTHble (cHoBa npuBeT)?

yaepxaHve?



NEHEXXHbBIN MOTOK

Kakue knueHTbl genctentensHo 6yayT nnatutb ¢ KAK?
Bl 6yeTe 6paTh 3a TpaHCaKLUUy U aBOHEHTCKYO nnaTy ¢



KITFKOYEBbBIE PECYPCHbI

Kakne pecypcbl OCHOBa A1 Bawlen busHec-moaenn?
Kakne akTuBbl HEOOXoanMbI?



KIMTKOYEBBIE MEPOINPUATNA

Y10 HY>XKHO AenaTtb, YToObLI Bawa busHec-mMogenbs ctana
paboTocnocobHom? YTo umeeT peLuatoLLee 3HavYeHme



KITFKOYEBbIE NMAPTHEPDI

KTo n3 napTHEpOB 1 NOCTaBLUMKOB ByAeT BCTPOEH B BaLLly
BusHec-moaens ¢ Ha koro MokHO NONOXUTLCS ¢



CTPYKTYPA SATPAT

Kakas B uTore nonyyaeTcsi CTpykTypa 3atpat? 3a yto
HY>HO NNaTuTb Gonblue?
Kakue pucku cyLLecTByOT?



KrtoyeBble LieHHocTb KnuenTo-
MeponpuaTunsa npeanoxeHns OPUEHTUPOBAHHOCTb

KntoyeBble . Llenesble
napTHepbI \ CEermMeHTbl
PbIHKA
ol 1
/ S
CTpykTypa [1eHEeXHbIN
3arpar HOTOK
NS NorucTuka /

PeCypebl cObIT
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HO,
Oco3HauTe, UTO 3TO TOJILKO
[unote3a



HO,
Oco3HauTe, UTO 3TO TOJILKO

OOIAOKA
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Kak ctapT-an nwert cBOK
VHUKaNbHYI0 bu3Hec-mMoaens?



U3 ocpuca HAYEI O He BUOHO



CMOTpEeTb HYXXHO CHapyXu



OOy4yeHue y KNTMEeHTOB =
rnpouecc Noucka

UccnepnosaHue MpoBepka @
q

Co3paHue OcHoBaHue
PblIHKA pPbIHKa @ ’

PbIHKa KOMMaHUA

OcHoBaHue




MaTtpuua busHec-mogenu =
cuctema nokKasarenemn”

The Business Model Canvas
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*[MpoBangepsl pains P *Conventional
‘Nra. Key Resources ’ \‘5;- -Eliminate Channels ", Farmers
*[ateHTbl bio-waste ~Anrepst
Bugeo- hazards *MpsiMble
dannsi npoaaxu
“HapexHas *O6enyxnBaHve
TexHornorusa "o BOOKE
avnepsl
Cost Structure ] Revenue Stream "\
YcrnoBHo - ~Fpeaaika-ommatiti .
\_’ A 3
nepemMeHHble *OkasaHue ycnyr apeHapl
obopynoBaHng
*... 2 NOTOM MNpoga)xa KoMnaHuu
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unu Scorecard
Mpum. WF



[[Mbkaa pa3paboTKka 3TO TO, KaK
Mbl cO30aeM HOBYK KOMMAHUIO



Co3aaHve pbiHKa

OcHoBaTenu

* TloKknHbTE yXXe odouc




Pa3Butue pbiHKa
[MTouck Bawleun MsHec-moaenu

Co3paHue @_» Co3paHue
PbIHKa KOMMaHUM

Uccnepno- > NMpoBepka
BaHue @ PbIHKa @
PbIHKa

? O0OocHoBaHue




OTKpbITME pbIHKA

"o @—»G@A’@@—*
pbIHKA

?

 [lepectaHb NpogaBaTb, HAYHU CryLLATb

* [MpoBepb CBOIO rMNOTE3Y

 [1Ipogomnkan ViccnegoBathb
« CoBepluaeTca ocHoBaTeNnsMu
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‘ov Partnere (T <
Key Partners ( \"\*S}

[lipoBepka
mnoTes:

CObIT
[[MoTpebuTtenn)
[[Tpobnema)

Key Activities

{ . 9. 9
ot Value Propositions

¥

[[IpoBepka
mnoTes:

Key Resources

e [MpoaykT
&3
&L PbIHOK

* KoHKypeHuus

b/ 4 A 0
SIS Customer Segments A

Customer Rclutionship'( /)

——

Test

Hypotheses:
 Demand

Creation

[MpoBepka runoTea:
—+ [Ilpobnema
«* MoTpe6utens

* [lonb3oBaTenb
e [InaTenblunk

Channels

[lpoBepKa rmnoTes:
'P6HT

Cost Structure

[1poBepka rmnoTes :
* Paamep pbIHKa/BO3MOXHOCTU
» TecTMpoBaHue busHec-moaenm

Revenue Streams

[1poBepka rmnoTea:
 Mogenb
LeHoobpasoBaHus/ LleHa

www.businessmodelgeneration.com
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Key Partners Key Activities o Value Propositions e Customer Relationship{ ") | Customer Segments 7
R 1\4‘ <--’—) &’_
MMbkas Test
paspaboTka Hypotheses:
lpoBepka * Demand
[lpoBepka mnoTes: Creation Mposepka runotes:

noTtea: P —TlpoAyKT e —+ [poGnema

¢ esources L LA eils \
e COBIT : @ PLIHOK ~° lNoTpebuTtenb

* [[NoTpebutenn)

* KoHKypeHuus

* [lonb3oBaTenb

e [InaTenblunk

[ pobriema) NokynaTtenb

KomaHaa
pa3paboTunkoB

[lpoBepKa rmnoTes:
'P6HT

Cost Structure £ Revenue Streams
L4

[1poBepka rmnoTes :
* Paamep pbIHKa/BO3MOXHOCTU
» TecTMpoBaHue busHec-moaenm

[1poBepka rmnoTea:
 Mogenb
LeHoobpasoBaHus/ LleHa

P00 ®
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MuHnMmanbHasa BbIXKUBAaeMOCTb I POAYKTA

Uccnepno- NMpoBepka
same WP e P O—>
PbIHKa

? O0OocHoBaHue

* HanmeHbLwnm Habop PyHKUUN, HO KOTOPbIN MPUHOCUT
HanbonbLIee KONMMYeCTBO...

3aKas0B, 3HaHUN, obpaTHOW CBSA3U, OLLMOOK. ..



ObocHoBaHue

Uccnepno- NMpoBepka
sanme WP ke W O—>
PbIHKa

? O0OocHoBaHue |

- [NaBHOE B pa3BUTUM PbiHKA

* [loBTOPAN, HO 6€3 (PpaHaTn3Ma (n3beran
CTPEeCCOB 1 KPU3NCOB)

* bEICTPO, rTMOKO N petHHATFERBHO NPeanpPUUMUYnBO



Kak B eMcTBUTEeNbLHOCTU 3TO
paboTaeT?

bepexnuBada cTtapToBas
noowaaka



bepexnuBada cTtapToBas
nnowagka anss HoBo KOMMaHUW

8 Hegenb OT naen 4o KoMnaHunm



B KkayecTtBe npumMmepa
PoboT-npononbsLuK

[TonyyuuTb 75 KnneHTtoB 3a 8




[lepBOHa4YanbHbLIU NNaH

Autonomous Large-Scale Mowing
and Agricultural Weeding




20 nHTepBbLIO, 6 NOE300K B NONA...
Y Hac rpsAsHble OOTUHKMW

[Mpononka copHsKOB
YTOObI Ny4Lle NOHATL NPobnemsl
BoT Takue doepmepckme xo3samncrea:
Bolthouse Farms, Large Agri-Industry in Bakersfield
White Farms, Large Peanut farmer in Georgia
REFCO Farms, large grower in Salinas Valley
Rincon Farms, large grower in Salinas Valley
Small Organic Corn/Soy grower in Nebraska
Heirloom Organics, small owner/operator, Santa Cruz Mts
Two small organic farmers at farmers market
Ag Services of Salinas, Fertilizer applicator

OKOC TpaBbl
[MpoBeENn MHTEPBbLIO CO CneayrLMMU KOMNAHUAMM:
» Golf: Stanford Golf course
» Parks: Stanford Grounds Supervisor, head of maintenance
and lead operator (has crew of 6)
Toro dealer (KpynHbI NPON3BOANTENL CEHOKOCUITOK)
User of back-yard mowing system
Maintenance Services for City of Los Altos
Colony Landscaping (Cny>x6a nokocoB Ha cTaguMoHax)




BbusHec-nnaH
aBTOHOMHAas TPaHCNMOpPTHOEe cpeaAcTBO ANA

NMPOMOJIKN COPHAKOB U KOCbLObI

‘ev P s (&7
Key Partners \x‘]

- MpoaaBubI
(kocunkn)
- Vehicle OEMs

(John Deere, Toro,
Jacobsen, KOHTOpa

Takas)

- WccnepoBartenb-

ckasi nabopaTopu4

0
Key Activities g':g}_,
- PaspaboTtka

- ObyyeHune
nonb3oBaTeneun

- ObyyeHune
npoaaBLOB
(amnepoB)
hseeiShe 1
camobernon o
KOCUIIKU, Ha

GPS, c
CamMOrnpoKnaabiB
aHnem
MapLUpyTOB

Value Propositions =39

MbI cHWXKaem
onepaunoHHbIe
3aTpaTbl

- CHMmXeHune
py4YHOro Tpyaa

- bonee
adpeKkTuBHOE
Ncrnosib3oBaHue
pecypcos
(Hanpumep,
MOXHO KOCUTb MO
HO4YaMm)

Customer Relationships )
pA

[vrnepbl npogator,
yCTaHaBMMBalT U
obyvatot
nokynarenem

A Mbl y4nm
annepos

Channels

- MpopaBubl
KOCUIOK

- MpopaBubl
Cc/X TeXHUKHN

)

i
NMokoc

- PykoBoautenu
(BnagenbLbl)
KOMMNaHn1 no
yxoAay 3a
nonamu Ans
rofibpa

- upmbl
naHawagTHoro
an3anHa

Customer Segments

NMpononka
- ®epmepsbl €
py4HOM

Cost Structure

Cknaka ans gunepos
CebectonmocTtb 50-60% OT BbIpy4KK
Bonbline nHBectTnumm B paspaboTky

Revenue Streams

NMpopaxa Aonu B KOMNaHuu
Hal nctoyHuk goxoga — npogaxka
obopyaoBaHus

Im i aVaVuVaVNw iVsaVV ]
1 IPUI TUJTI\NUVI




Key Partners '\'"'?‘;}'\’ Key Activities }5 Vilue Propositions Customer Relationship{ Customer Segments £\
5% A ¥ f
- Pa3paboTtka [vinepbl NpoAatoT, | Osowesoab!:
- Mpogasubl C/X | - O6yuyeHune Mbi cHMXxaem yCTaHaBnMBawT U | - Huskas
TEXHUKN nonb3oBaTenei akcnnyarad. obyvatot MNOTHOCTb
- NOCTaBLLMKHN - O6yueHue 3aTtparbl nokynaTenem - Bbicokas
-C MIOTHOCTb
C/x ycnyr NpoaaBLoB HUXaeMm Mbl y4UM
py4HOV TpyA nnepos - Onepaumm
" ('D'M”epOB) (100 K 1) P npopexmnBaHnNA
- viccnenos. Key Resources ' /;)’ Channels - OOblYHbIE OBOLLM
nabopatopus &4 - CHmXaem puck
UHXeHepbl No 3arpssHeHuns - Mpoaasubl
MaLlMHHOMY - CHUXeHne C/x TexHukm
3peHuro HeobxoaMmMocCTun - NOCTaBLUMKN
2 npo6nemsi: HekBanmdwLl. C/x ycnyr
- PacnosHaBaHue BoTHMKax
- Y6opka

Cost Structure

Ckuagka ons gunepos
CebectonmocTtb 50-60% OT BbIpyyKK
Bonbline nHBectTnumm B paspaboTky

Revenue Streams

NMpopaxa Aonu B KOMNaHuu
Haw nctoyHuk goxoga — npogaxa
obopyaoBaHus
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1 Hegens - ‘arrotBot




MaTtpuua busHec-llnaHa 6bina ooHoOBNEHa

A

Key Partners

Key Activities

ot

Value Propositions £

- . S adh
Customer Relationshipg /

Customer Segments A

- _.:Q\ ) &
- A ~F e J
[ln3anH sAccoLuaumus
*MapkeTuHr CenbCKoro
«[leMoHCcTpauuns n XO3AAIUCTBA.
CBA3M C *[lemoHcTpauusa!!! «depmepbl
126 noKynarenamm *CHMXEeHUue *[naBHOe Yenym
[ ]
.B:sz::?puu nsgepxek pacctosiHune NPOMOSKM
—1 *U36eranue — *C/X KOMnaHuu
*AucTpubbloTop Key Resources &y YHOro Tpyaa Channels — 7N
bl &L Ey6 Py ~J
v - [ ]
*[lpoBanaepsbl sberanne ~Brepst
U T.A. e pucka [lpsimble
aTeHTbl Guonornyeckoro I —
*Bugeo-annsl POA
A 3arpsisHeHus «O6CnyxMBaHue
*HapexHas cexe
TexHonorunsa e
avnepsbl
Cost Structure /3 Revenue Streams --l;?,'.—.
\_; \ =)
YCnoBHO ~HpoaakaKomha \
nepeMeHHble *OkaszaHwue ycnyr apeHapl

obopynoBaHus

°... ad NOoTOM npoaaxa KoMnaHmn




Ctano TakK:

> ~ . Saess K o A sig ,.:',,,‘ gy Y e = A 0
Key Partners \“‘j/ Key Activities j_?:_, Value Propositions €7 Customer Relationshipg -/ Customer Segments /‘4"
*TEXHOJNIOI'™NA sAccoLuaumus
«[ln3aiiH CenbCKoro *bonbwwne
*MapkeTuHr X038MCTBA. dhepmepckue
«[leMoHcTpal «[lemoHcTpauus!!! X035iucTBa
N6 CBSI3U C «CHWKEeHUe s[maBHOe *C/X Kopnopauum
[ ]
aboparopuu nokynatensivi, n3pepxKex paccTosiHue *Ycnyru nokoca
*BeHaopbl A3Beranme rasoHoB
*AncTpubbroTop Key Resources f ¥ YHOro Tpyaa Channels _—7]
bl - .a):,#,ﬁeral-wuleO g | «Cpeame
[lpoBanaepsbl . ~Hitrepbt 06bIYHbIe c/X
‘U T.4. BaTeHTb' gwcxa *[psmMble X03IMCcTBa
[ ] -
ngeo NONOrn4yecKoro npoaaXM
pacno3HoBaHue 3arpa3HeHun -O6cnyxmBaHue
*HapexHasn . ... BCEXeE
TexXHonorus A auneps
Cost Structure /3] Revenue St A2,
Y 4 [psiMble ycnyru u apeHaa \/ # §
2
YCnoBHO oGopyaoBaHus A\~
nepemMeHHble +($1;500/e;1206fyr)

sLow density: $1,500/d
*High density: $6,000/d




UHTepBbLIO Ha C/X BbICTaBKe:
Hy>XHa nu peanbHO 1 KakoBO OyaeT
pacnpocTtpaHeHue

MpoBenu 6onblue 10 MHTEPBbLIO Ha BbICTABKE
.+ Bce noarsepannun HeobxoaMMoCTb

' «  AHrmuMmMckast komnaHusa
Robocrop, KOHKYpeHT. [TpogaetT AOBOMNbHO
Cbipyto pa3paboTky 3a $171K

[1eHEXHbIN NOTOK:

CpeaHue n HebornbLune c/X
KOMMaHUN NpeanoyYnTatoT yecryru

bonbwmne c/x komnaHum npeanoyvnTaroT
NOKynaTb, HO C CEPBUCOM,

NOKa TEXHOJ10I'NA He JOKa3aJlJla CBOKO
HaaeXHOCTb

Tapudukaums ctommocTn padboyen
CWINbl COXPaHWUNK - BCE B

nopsiake, NOCKOSbKY Mbl

obecneymBaeM gpyrue norotbl (MUTaHKE,
6e3onacHOCTb, HanM4yne oxpaHbl Tpyaa )




Ewe oaHa utepauua:

Key Partners jr,l Key Activities i Value Propositions £ Customer Relationship{” —/ Customer Segments ,; ’
-— N NS o i
*TEXHOJNIOI'™NA sAccoLuaumus
-[u3aiH \/ CenbCcKoro *bonbuwme
*MapkeTuHr Xo3ancTBea. hepmepckue
«[JleMoHCTpaLums 1 «[lemoHcTpauus!!! xo3AancTea
146 CBS3U C «CHWKEHMe smaBHoe *C/X Kopnopauuu
[}
abopatopuu nokynatensimm n3pepxKex paccTosiHue *Yenyru nokoca
*BeHaopsl 3Beramue ra3oHoB
‘ﬂ-HG’Fpﬂ-é-b-l-O’Fep Key Resources & Channels — /)
- . YHOro Tpyaa
bt T -%6erauvu: g "= | «CpepHue
[lpoBanaepsbl . \/ ~Hitrepbt 06bIYHbIe c/X
*Haiitn 2-3 aTeHTR gwcxa *[Tpsmble X035MCTBA
hepMepcKmx Bupeo- nonorn4yeckoro Npogaxm
XO3SIACTEA pacnosHoBaHue 3arpsisHeHus -OBCnyKMBaHME
*HapexHan . ... BCE Xe
TexXHonorus avnep!
Cost Structure Y 3 Revenue St =
CNOBHO NepeMeHHble S 4 MpsimMble ycnyru 1 apeHaa [
» Paspa6oTka 060pyaoBaHus \

* OnnaTta KOMMNNEKTYLWUX
» ObyuyeHue n obcnyxuBaHue
 [lpopaxwu

A

sLow density: $1,500/d
*High density: $6,000/d




ABTOKOCUIIKA — OKOH4YaTeribHas BepCcus

Key Partners ’\’t{j Key Activities 5‘ Value Propositions "ﬂ'”'u Customer Relationships .2 Customer Segments L
- Pa3paboTtka MpamMble OBoLLeBoab!:
- Mpogasubl C/X | - O6yuyeHune MbI cHXKaem npoaaxm - Huakas
TEXHUKN nosnb3oBaTtenen JKCnnyartau. - ObecneynTb NNOTHOCTb
- NOCTaBLMKN - OByyeHue 3aTparbl Ka4yecTBO yCnyr - Bbicokast
C/x ycnyr NPOAAaBLOB - PyyHon Tpyn MO KOHKYPEHTHbIM ”g‘l’_lT:;aC:l;M
100 Kk 1 i
y (aunepos) (CHI/DKa)eM ex HeHam NpopexunBaHus
-J'| ane'D'OB' Key Resources _ él?’ P Channels f;"’\n/-[ - OBbI4HbIe oBOLLK
7L | 3arpsizHeHusa ~
abopartopus on P Mpsmble npoaaky
UHXeHepbl No - CHMXeHne
- AnbsHC C
-3-4 MaLIMHHOMY HeobxoaMmMocTun
nocTaBLUMKamMu
9KCMEPUMEHT. 3peHUro B HekBanudgwuu, e
Y 2 npobnembi: aboTHMKax
C/X X03scTBa p P _ B KOHLE KOHLIOB
- PacnosHaBaHue NPONAXKM Yepes
- Y6opka
OUNepoR
Cost Structure |_Revemiue Streams 2

Ckuagka ons gunepos
CebectonmocTtb 50-60% OT BbIpyyKK
Bonbline nHBectTnumm B paspaboTky

lNMpepoctaBneHue ycnyr
- Onnara 3a obpaboTaHHyo nnowagb B
3aBUCUMOCTM OT NSIOTHOCTU 3apocCrien

- B KOoHe4HOM c4eTe — npogaxa busHeca
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Epitaph for an Entrepreneur
Posted on June 18, 2009 by steveblank | Edit

Raising our kids and being an entrepreneur wasn't easy. Being in a startup and
having a successful relationship and family was very hard work. But entrepreneurs
can be great spouses and parents.

This post is not advice, nor is it recommendation of what you should do, it's simply
what my wife and | did to raise our kids in the middle of starting multiple companies.
Our circumstances were unique and your mileage will vary. Read the previous post
first for context.

Biological Clocks

After Convergent and now single again, | was a co-founder of my next two startups;
MIPS and Ardent. | threw myself into work and worked even more hours a day. And
while | had great adventures (stories to come in future posts,) by the time | was in my
mid-30’s | knew | wanted a family. (My friends noticed that | was picking up other
people’s babies a lot.) | didn't know if | was ready, but | finally could see myselfas a
father.

I met my wife on a blind-date and we discovered that not only did we share the same
interests but we were both ready for kids. My wife knew a bit about startups. Out of
Stanford Business School she went to work giatas ’ ial
Ansa Software, the developer of Paradox, a

Product Launch
Our first daughter was born about four month
up sleeping in the hospital lounge for 5 days as she ended up in intensive care. Our

ol Ak diall PR T S [ JEPSRR WA [y p—

The Four Steps to
the Epiphany

Swccenshnl Strateglax for
Products that Win

Staven Gary Blank

Read the reviews.

To Order Outside of the U.S.

ABTOp nepesoaa Toxe BeaeT ornor:

Now In Print! Steve Blank's
AN vears nf Silicon Vallew
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N Mbl BbIWWNU

e bBonee coTHM
MHTEepPBbLIO

[Mpodreccopa, coTpyaHukm cynos, N T-topuUcCTsl,
nccnegoBaTenn-y4YyeHble, CTyaeHTbI
TEXHNYECKOro YHUBEPCUTETA, CTYAEHTLI-




Bbiwnu ns opuca

Customer Segmentation Survey

How do you currently organize

e bonee coTHM
UHTEPBbLIO _—_—
e MHoOro '* ‘
aHANUTUKU

Computar Webloiders Crrad

How do you currently organize
citations?

Value Preference Survey

: i important Facton in Choosing 8 Paper Management System




Bbiwnu n3 ocduca

* bonee coTHu
MHTEPBbIO e

+ Mioro
aHaNUTUKn = Coogle mmmr

e 33,000+ Adwords =, o o G
(peknama B
Google)




Bbiwnu n3 ocduca

e bBonee coTHM
MHTEepPBbLIO
e MHOro

aHarIUTUKKN
33,000+ Adwords

(peknama B

Google)
 PasHble 0630pbI

Features EndNote X4 Refworks Zotero Mendeley EndNote Web
Cost $76.99* No charge No charge No charge No charge
Auto-download PDFs | Yes No No Yes/No ** No
File linking Yes Yes Yes Yes No
Links to ejournal Yes Yes Yes No Yes
holdings
Web-based No (butcan sync | Yes Yes Yes Yes
to EndNote Web)
Duplicate detection Yes Yes No Yes *** Yes
Metadata retrieval for | No No Yes w/ plugin | Yes No
PDFs
PDF No No No Yes No
markup/annotation
Web “scraping" N/A Fair Excellent Fair **** Poor (slow)
ability
Bibliography Yes Yes Yes Yes Yes
generator {customizable)
Compatibility issues None None FireFox None None
plugin
Notes w/ file 00 mt free 500 mb free 10,000 records
attachments, storage storage. max. No saving of
imitis 100 mb attachments to
but can be server, linking to

ncreased by
SU RefWorks
admin.

files




Bbiwnu n3 ocduca

Market Research & Estimates

 bonee cCOTHHU

WHTEepPBbLIO
MHoro aHanMTuUKun
33,000+ Adwords
(peknama B Google)
Pa3Hble 00630pblI
Pa3mep pbiHKa

7.3M researchers

1/3 in biomed .
20% are first author on
publications

90% of those license
Endnote

Suppose average
Endnote sale price is
$70

TAM: “$30M

Paid Reference Managers: (TAM $30-43M)

12K searches/month on “free
endnote” in Google

Google 70% search share
Suppose each “free endnote”
search represents 1in 12 users

Wholesale book sales at
about $24B annually

eBook segment at about
S0.5B and growing at

over 100%

sher’s Association

who finally obtain a commercial
license Zamccan b
Suppose “free endnote”

represents % of all searchers

looking for reference managers

Suppose average Endnote sale

price is S70
TAM: ¥$43M
%igital
P.F Content
D .. Library
£ Organization
Citation

Manager




Bbiwnu n3 ocduca

° Eonee COTHMU Peaya Paper 2.0.8.0 editor’'s ratings
VIHTepBbI-O Resources score: 33/35
e MHoro Ease of use score: 19/20
Look ;nd ffeel score: 810
aHan UTUKU Functionality score: 31/35
* 33,000+ Adwords
(peknama B
Google) oNoViruses

BSTdownload BSTdownload certified

e Pa3Hble 0030pbl
 Pa3mep pblHKa




Bbiwnu n3 ocduca

bonee cOTHM

NMHTE p BbHO Testing community campaign across academic forums & networks
MHoOro aHanuUTukKun Academia.edy  Epernicus
33,000+ Adwords researchGate (e — | —

(peknama B Google) |

Pa3Hble 0030pblI 1

Pa3mep pblHKa -

50 6riorrepoB ,
—

6 CoumnanbHbIX
ceteun




Bbiwnu n3 ocduca

e Bbonee coTHM
UHTEpPBbLIO

e MHOro aHanUTUKU

e 33,000+ Adwords
(peknama B Google)

e Pa3Hble 0630pbI

 Pa3mMmep pblHKa

e 50 6bnorrepoB

e 6 CoumanbHbIX
ceTeun

e TecTbl Ha




Bbiwnu n3 ocduca

e Bbonee coTHM
UHTEepPBbLIO

e MHOro aHanUTUKun

e 33,000+ Adwords
(peknama B Google)

e Pa3Hble 0030pbI

e Pasmep pblHKa

e 50 6norreposB

e 6 CoumanbHbIX
ceteu

e TecTbl Ha
H03a0ounNnTHn
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BoT 4TO Mbl OOHapyXunu: Version 1.0

91O ObIN ObI OONbLWON OU3HEeC, ecnu

XOPOLLO ObIf10 Obl OONbLIEe Nonb3oBaTeneun...
e MoTeHUManNbHbIN Lifetime Value of User
NOANUCHNKN Acquisition Cost: $83
CyLI.l,eCTByI-OT. "t User Purchases: $100/yr
Profit Margin: 70% Conversion
Churn Rate: 30% Funnel
Discount Rate: 8%
33,000 Impressions
TOTAL VALUE: $92
167 Clicks
S 33 Downloads

@ = 1 Payment




BoT 4TO Mbl OOHapyxunu: Version 1.0

Bonee KOpoOTKMe cTaTby NOBbLILLAKOT
XOPOLLO KOHBepCcUIo Ha 80%

e [loTeHUManNbHbLIN Shorter is Better
noaonUCYUKun O S
CyLLEeCTBYHOT... e —— -
 KaHanbl npogax moryT | |
ONTUMU3NPOBATbLCSH o B s e S =y
Ly L owy G '

* Original Peaya website has 66% conversion rate

* Conversion defined as people clicking the download button on the landing page
* Experiment still underway; too few data points for drawing conclusions
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XOPOLWIO

e [MoTeHUuManbHbLIN
NnoANNCUYNKH
CYLLEeCTBYHOT...

 KaHanbl npogax moryTt
ONTUMU3NPOBATbLCA

e CeTb KHam
npucnyLwuBaeTcs

MHorme cantbl rotToBbl

coTpyAHUN4YaTb
Peaya Paper 2020

2010-09-0

.
Whrelowy /
Create PDFs from any Application
Convert PDF to MS Word
Edit Text & Graphics
Review, Apply Passwords & more!

WV Download now

Paper and PDF manager, PDF finder

oyl apet 15 a apor and POF manager for professors, students. postdocs, researchers stafl and
doctors Together with Peaya Paper Web ot allows you to access your papers/PDFs vilually everywhare on
mputer (even when offline) It also allows you 10 share your papers with friends. students colleagues

and collaborators

3ot Peaya Paper and give £ a go Lo see what it's all about!
Here are some key leatures of "Peaya Paper

Mauvar armeru ahaot lncins wnaer dats Inanarel
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XOPOLLUO

e [loTeHUManNbHbLIN
noaAnUCYUKHn
CYLLEeCTBYHOT...

 KaHanbl npopax MoryT
ONTUMU3NPOBATbLCA

e CeTb K Ham
npucnyLwuBaeTcs

NJ0Xo
e Hayka=[eweBoO

Y4yeOHble 3aBefeHNA yBUAESIN YTO-TO
3HaKoMoe B Halueu pabote

Week 5: Feedback from Steve, Ann, Jon and Thomas

Takeaways:

weets

Expand beyond the academic researcher market b

Put another way: “"Run away from this customer as fast as
possible. They don‘t want to spend money and will incur infinite support
and infinite cost”

If we go into document management, perhaps start with

academic.

Look at lab managers with discretionary budget. Think about students who'd pay to improve learning. Can you
create economic value by increasing speed of publications?

Expand user research to think about new features and verticals

If collaboration features aren't resonating, try different value propositions, e.g. annotations on PDFs, and sharing
those annotations

Check out law firms
Have terrible document management systems. Some projects have infinite budget (e.qg. litigation, discovery tools)

Posting credit: Mike
-

Rating: O (from 0 votes)




He HYy>XHO QOKyCcnpoBaTbCA HA 3TOM CErMEHTE.



He HYy>KHO (DOKyCcHUpoOBaTLCA Ha 3TOM CErMeHTE.

OHW He roToBbI TPATUTb Ha 3TO AEHbIN, HO XOTAT
nony4nTb ODECKOHEYHYIO NOOLEPXKKY, KOTOpasd
BNeYeT yBenuyeHune s3aTpar.
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Pabota 3a eay u BO3MOXHbIN
oonbwon HannbiB KnueHToB

XOPOLWO

* NoTteHumanbHbBIN [oBeAyT Hac Ao 6aHKPOTCTBa

noaonMCHYUKun
Personal Libraries could be $240K/year business in 2 years

CYLLEeCTBYHOT...

 KaHanbl npogax moryTt Assamptions
onTnMMun3un F)OBaTb(:ﬂ Core Freemium (up to ~5$180K)

* CeTb k Ham e
npwcnymMBaeTc;l ?F?cheg::zreer:S;S40K/year

Ads (up to ~S30K)

I'IJ'IOXO $5-10 CPM

4-10 hours in app

o HayKa - ueLueBo - 60K user base
) y6 blToLI HO Fontent Sales (up to ~S30K)

8-10% affiliate commission

- 0.02-0.05% CTR
- $15-50 mean purchase price
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XOPOWIO

 MMoTeHUManbHbLIN He cBA3aHHbIEe COTPYAHUKU AOSKHbI
noanvucYuku paboTtaTtb B O4HON KOMaHAe
CyliecTBylorT... Can we win in Document Management?

 KaHanbl npopax MmoryTt
onNTUMU3INpPOBaTbLCA 5 | 2009 Revenue:

e CeTb K HaMm $3.5B
npucnywuBaeTcs : Vg 4.9

S i Mo (Gartner)
NNoxo et ki
* Hayka=[eweBo o | (e s
Elements:
® y6b|TO"|HO e ' L*:n..n_-wt»;r![-?arau'.j'vwrt

woer 2010 «  Extended Components

KOHTEHTOM = CKy4HO
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HoBasa rmnortesa

Sam the Shopper

Upwardly mobile young professional (some
Grad Students)

Salary: $40,000-5250,000/year

Demographics
* Male, aged 18-35
* Minimum bachelors from expensive school

Motivation

* Craves new tech products

* Hates tedious work

* Identifies as influencer for tech products
* Fears being cheated online

Behavior

* Spends 5 hour+ monthly hearing about
products

* Sharesonline and in person about products
he loves

Budget
» $2-10K+/year in discretionary online
purchases

“The XXX is awesome, | really want one. | know
I just bought the YYY, but it’s probably time to
upgrade.”

CouwnanbHble NOKYMNKWN Ha OCHOBE peKomeH,u,au,lel N co3gaHn4d ueHHOCTH

Value Proposition

Promise

* Discover products recommended by respected
friends, available at the lowest possible price, either
new from trusted vendors, or used from friends or
local sellers

Differentiation

* Only social shopping system spanning all major online
retailers, plus local used goods markets.

Evidence
* |Instantly research a million products with price
history, local availability

Cost
* FREE for service
* 5% to sell products, escrow service included

Risks

* Privacy

* |dentify/Credit Card Theft
* Malicious software on PC

Effort

* Accountsign-up
* Friend adding
* |Install add-in
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A cHoBa BbIxogaum U3 ocduca

RANDOM HOUSE, INC.

Bringing you the best in fiction, nonfiction € children’s books

e Bbonee 40 |
UHTEPBbLIO

beat the gmat

a GMAT & MBA community

\

SMATAT 3G 2:34 PM



A cHoBa BbIxogaum U3 ocduca

Profession or Field of Study Average Salary Range

e Bbonee 40

MHTEPEBIO =
* PasHble X vio-som
nuccnenoBaHus ' -

Age Gender

__35.40




A cHoBa BbIxogaum U3 ocduca

e Bbonee 40
UHTEepPBbLIO

e Pa3Hble
uccrnenoBaHuUs

e TecTbl «ueneBou
CTPaHULUDbI»

TecT ObIN NpoBeAeH Ha LeneBou rpynne
«borartble npocgeccuoHanbi» B 70/30
MY>XKYMHbI-KeHLUHbI, bonee 800 TecTOB

(R Me (c) cartPop (c) cartPop

K3 factnote

Sutmirte




A cHoBa BbIxogaum U3 ocduca

 bonee 40 e —
MHTEPBBLIO |

e Pa3Hble THH
uccnegoBaHusA

e TecTbl «LUeneBoOU 4114
CTPaHULUDbI»

e AccnepoBaHus
PbIHKa




A cHoBa BbIxogaum U3 ocduca

e Bbonee 40 _
WHTEPBbIO B2 Pinterest
e Pa3Hble —
uccnegoBaHusA Foees
e TecTbl «LleNIeBOW
CTpaHULUDbI» L
e UccnepoBaHus . =
pbIHKA

e [oTOBbLIE OTUYETHI

9 | e ¢ ",
s -
e P s SN
ne sl Gnis B ’F&Wﬂ*@ﬁ G




A cHoBa BbIxogaum U3 ocduca

 bonee 40
M HTepB bI'O Researched Potential Revenue Streams
o Pa3H ble Benchmarks

Affiliate R
M ccn eno Ba H Mﬂ - 's'(;tzeo-;c;l.eagucepc in apparel/fashion
Mb [ShODZI”J)

5-7% in electronics (Amazon)

* TeCT bl (( uen e Bo ﬁ 7-10% in digital goods (Amazon)
CT p a H M u bl » ﬂ shoplfy _Comparison Shopping Add-in

Pl $0.4 APRU for electronics (70 user sample)

- 50.7 APRU for women's furnishings

() MccneAOBaH M;l - $0.25-0.30 CPC furnishings

amazon.com L

p bl H Ka s - $20-40 CPM premium ads

$3 CPM remnant

e [oTOBbLIE OTYeTbI
 Pa3mMmep pblHKa

- $20-50/year Consumer Reports/Angie’s List




A cHoBa BbIxogaum U3 ocduca

* bonee 40
UHTEPBbLIO Insidely.co e |-

e Pa3Hble m ol ™
uccrnenoBaHus ——

e TecTbl «LUeNneBOM a

CTpaHULUbI»

* UccnepoBaHus wantio.co
pPblIHKa m

e [oTOBbIE OTYETDLI

* Pa3mep pblIHKa

 [1Ba nporoTnna

W b el o Mk s ey Wi gy v T -
i iy ot o

o hmiated




A cHoBa BbIxogaum U3 ocduca

bonee 40 MHTepBbLIO VIRl T S T

Pa3Hble Young (18-34), affluent women ($S0K-80K#)  Young (18-34), afluent men ($S0K-80K4
uccrnenoBaHus .
TecTbl «LleNIeBOM _
CTPpaHULbI» e~ :
UccneaoBaHus ' =

PbiHKa A G KA o M i

foTOBbLIE OTYeThblI

Pa3mep pbiHKa
[Ba npotoTuna
TecT Ha pa3HbIX




KnueHTCKuM cermeHT: BoraTtble npodeccuoHarnbl, OCyLLECTBISOLWME NOKYMNKA B

NHTepHeT
Pat the Professional

Upwardly mobile professional (some Grad Students)
Salary: $40,000 — 150,000/year

Finance, Consulting, PR, Marketing

Follows fashion/technology trends

Spends $1-15K on discretionary items online
Purchased online in last 30 days

Demographics

* Male/female, aged 18-35

* Minimum bachelors from expensive school
Traits:

* |deas from blogs & shopping websites

* Values celebrity trends & friends’ opinions
* Wants high ticket items at lowest price

* Event-driven shopper—new release or sale

Motivation

* Craves new products

* Hates tedious work

* |dentifies as influencer among friends
* Fears being cheated online

Behavior

* Spends 5 hour+ monthly hearing about products

* Shares online and in person about products he
loves

Budget
» $2-10K+/year in discretionary online purchases

“The XXX is awesome, | really want one. | know |
just bought the YYY, but it’s probably time to
upgrade.”
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B CLUA ~5.9M “6oraTbix npodeccuoHanoB”
U3 HTepecyoLen rpynnol

YTo cocTtaBndeT npMmepHO TpeTb OT 17.8M
nokynareneun B IHTepHeT

17.8M based on 40.2M Professionals (2008 Census) * 0.762 US Internet
Penetration (Nielsen 2010Q1) * 0.58 consumers shopping online in last month
(Nielsen 2010Q1)

Employment of women and men

Managersnt
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Online Recommendation Market
Opportunity (conservative
strawman #s)

Assuming 10% share, 5% affiliate fees

Median weekly earnings of women and men
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Top Shoppers

T : TE ”i: ] (~$7B/year spend): ~ $35M/year
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Other Professional-class shoppers
(50.7B/year): ~3.5M/year
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Key
Partners

Bnorepbl 1 CMA
HaLeneHHble Ha
noTpebuTenbLckui
KOHTEHT

[MapTHepbl B
PO3HWUYHOW TOProBrie

KomaHga
pa3paboTyMKoB noa
IE/FF/Chrome

[MapTHepckue
nporpamMmbl

Key

Activities
PaspaboTtka
[OBEPUTESNbHbIX
pekoMeHaaLnn

MHTepHeT-MapKeTI/IHF

MapTHepckas
nporpamma

NocTosIHHBbIE
LMKIINYecKne TecTbl

Key
Resources o
PaspaboTunkn

MapkeTtonoru

BubnunoTtekn KoHTEeHTa

KrnneHTckue 6a3bl no
MHCTaNNALUaM n
noanucynkam

NS

Value
Proposition

OTkponTte ons cebs
NHTEPHET-PbIHOK
TOBapPOB 1 YCIyT,
KoTopble
peKomMeHayoT
OPY3bsi OT HAOEXHbIX
NOCTaBLUMKOB MO
onTUMarnbHbIM
LeHam

Customer
Relationships

dencbyk/Tutrep
pacnpocTpaHeHne oT
3HaKLWMX
nornb3oBaTtenen

Bnor komnaHuuy,
dencbyk, TBUTTEP,
dopym Ha cante

Channels

[MapTHepckas
nporpamMmma

SEO/SEM/SM

IE/FF/Chrome App Stores
(NpunoxeHna ons
Gpay3epoB u
CMaPTOHOR)

Customer

,I
Segments | i

BepxHun cermeHT
MonoabIX n
MOBUNbHbIX
cneyunanncTos,
KOTOphble TpaTAaT B
NHTpeHeTe oT 2 oo
10 Tbicsy $ B rog,

Cost
Structure

WHpacTpykTypa Ha Amazon WS
[NoncKoBbIN MapKeTUHT
3atpartbl Ha pa3paboTky 1
MapKeTUHr

Revenue
Streams

lMocTynneHnsa oT NnapTHEPCKOM

nporpamMmmbl

MocTynneHns oT NUUEH3umn

Onnara 3a noanucky
[loxogbl OT peknambl




BOT 4TO Mbl OOHapPYXUNn

Version 2: [loBepeHHble KOHCYbTauuu



YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

XOPOLWIO
* NposBneH nHtepec

insidely

aAPCeT was

"HE WEEI
AHEAD

Insidely.com

CanT «4oBEPEHHbIX
KOHCynbTaumMn» ans
CTYOEHTOB U
COTPYAHWNKOB

Silicon Valley/Stanford
MBAs

3anyuweH 15
¢deBpansn

K 28 cheBpans 6bi1no
425 YHUKanNbHbIX
noceTuteneun




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

Ctanu #6 B noucke Google no cpase “busHec-

XOPOLUO KHUrn”

e [lposiBneH nHTepec




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

* [IposiBNeH uHTepec 43A

Y B bl co Kaﬂ Top MBA admissions books read by Stanford MBAs n e pexono B
KoHBepcuA oo | Haueneebie
e - 355 i cmpaHuuybl (busHec-
KHU2U U3
CmaHgopda)

[na cpaBHMeHnA

0.5% nepexogos
Ana oobIYHOW
peknambl

Jll = = ~CTOKpaTHas




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

OuyeHb xopoLuure pesynsTaTbhl NPoaax U

XOPOLLIO MOJTOXUTEJ1IbHbIE OT3bIBbl
* [NposiBneH nHTepec notpebutenei no ntoram
 BbicOokasi KOHBepcus == . TEeCTUpCBaHUS —— ==
e AapecHas

NOTPebHOCTb

See videos at http://factnote.com/c/e245




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

OuyeHb xopoLuure pesynsTaTbhl NPoaax U

XOPOLIO MONOXMTENbHbIE OT3bIBbI

* [NposiBneH nHTepec notpebutenei no ntoram

 BbicOokasi KOHBepcus TeCTUpoBaHUs

e AapecHas OyeHb NPOCcMo ycmaHo8uMmb U
I10Tp96HOCTb UCII0oJ1b308amb.

5 delicmeumernbHO Hacnaxoarcsa amum!

OmnuyHasg uodes! 5 ocmaerno 3mo
rpuUrioXeHue, rMnocKosibKy OyMaro, 4mo amo
MHe riomoxxem!

A 6yQy ucrnionb308ams MpusioXeHuUe




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

XOPOLUO Ho Obifin 1 04eHb HeraTuBHbIE OT3bIBbI
* NposBneH nHtepec
 BbicOokasi KOHBepcus

e AapecHas
NOTPebHOCTb

NMNJOXO
e Hukakux otnnumn

See videos at http://factnote.com/c/e245




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

XOPOLUO Ho ObInn 1 o4eHb HeraTuBHbIE OT3bIBbI

* NposBneH nHtepec

 BbiCcOKasi KOHBepcCuUs

¢ AAPGCHaFI A He Hawen Toro, YTO UCKan u
HOTpeﬁHOCTb pasoyapoBaH 3TUM

EcTb MHOXECTBO MecT, rae < Mory

NMNIoxo CPaBHUTb LiEHHbI. ..
e Hukakux otTnnuvn

A He ncnonb3yto Takon dpaysep n He
NoKynar HU4Yero, Tak Kak 3To He yao6HoO.




YctaHoBneHo: "[loBepeHHble KOHCYynbTauun"

“MBA”, “bupxa etc camble «MYCOpPHbIE»

XOPOLLO crosa B Google
* [IposiBNeH uHTepec I

* Bbicokas KOHBepcus “Top 10 admissions books read by
 AppecHas Stanford MBAs” — all that omnipotence

1 |
noTpe6GHOCTb for just $31.56!

A recent posting on Twitter announced a list of “10 best-selling books” that a

group of current Stanford business school students named as being essential to

n n OXO their success. The theory sounds simply wonderful and wonderfully simple:
o Read some books. Apply to the elite b-schools. Get admitted.
* Hukakunx otnnumu P ——"
However, the logic is flawed for at least these 5 reasons:
e O
LI e H b n OXO)Ke H a 1. Strategies and tactics for admission to Stanford, Harvard,

C I-IAM Wharton, ete. need to be customized and personalized — built

from the inside out — to capture the true candidacy. Serious

applicants must craft and present a candidacy that is unique to them AND that

resonates with the b-school admissions committee. Cookie cutters are for, well,




1 BOT K YemMy npumJin B NTOreE

Version 2.1: [loBepeHHbIe KOHCYNbTauumn



[TpukKnNtoYeHUa NpoaonKakTcs

[loBepeHHble KoHcynbTauun 2.0

3awuTa oT
SEO-cnameposB

Cnepywoiwiue

dKCNepumMeHTbI.

« [loBepeHHble
reHepaTopbl NOKYMNOK

« Cant paboTtaeT Ha
cneunanbHbIX
OOMOSTHEHUAX K

bpaysepy
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Yemy MblI Hayuymnnuco

e Bo3amoxHocTen And owmbok
Macca



Yemy MblI Hayuymnnuco

e Bo3amoxXHocTen Ans owmnbok
mMacca

e )JXusHb KOpPOTKa - cocpeaoTO4YbCH
Ha AOCTAaTOYHO OONbLIUX PbIHKAX



Yemy MblI Hayuymnnuco

e BoamoxHocTen gnsa ownbok
mMacca

e )JXusHb KOpPOTKa - cocpeaoTO4YbCH
Ha AOCTAaTOYHO OONbLIUX PbIHKAX

* BCce UTO HYXXHO - TPYAUTLCH
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Epitaph for an Entrepreneur
Posted on June 18, 2009 by steveblank | Edit

Raising our kids and being an entrepreneur wasn't easy. Being in a startup and
having a successful relationship and family was very hard work. But entrepreneurs
can be great spouses and parents.

This post is not advice, nor is it recommendation of what you should do, it's simply
what my wife and | did to raise our kids in the middle of starting multiple companies.
Our circumstances were unique and your mileage will vary. Read the previous post
first for context.

Biological Clocks

After Convergent and now single again, | was a co-founder of my next two startups;
MIPS and Ardent. | threw myselfinto work and worked even more hours a day. And
while | had great adventures (stories to come in future posts,) by the time | was in my
mid-30’s | knew | wanted a family. (My friends noticed that | was picking up other
people’s babies a lot.) | didn’t know if | was ready, but | finally could see myselfas a
father.

I met my wife on a blind-date and we discovered that not only did we share the same
interests but we were both ready for kids. My wife knew a bit about startups. Out of
Stanford Business School she went to work (Ginkaaia SrreRSrEre L
Ansa Software, the developer of Paradox, a

Product Launch
Our first daughter was born about four month
up sleeping in the hospital lounge for 5 days as she ended up in intensive care. Our
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The Four Steps to
the Epiphany

Seccanshul Stratagiax for
Prodects that Win

Staven Gary Blank

Read the reviews.

To Order Outside of the U.S.

ABTOp nepeBoaa Toxe Beaet onor:

Now In Print! Steve Blank's
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