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ADSA Bootcamp presentation

The ADSA Bootcamp was an intensive 2 day session replicated in each of the
territories of the program’s partners, between February and April of 2019, over
the course of 5-6 weeks. There where 5 bootcamps in each of the following
locations:

- Porto, Portugal;
- Sevilla, Spain;

- Brest, France:

- Derry, UK:

- Cork, Ireland.

The goal of the acceleration programme was to allow startups to get in-depth
training on the matters of internationalization and scaling up, and expertise in
similar subjects.

The expected output of the programme was a redefined business model, which
has a specific value proposition for the startup’s internationalization goals, a
concrete strategy for internationalization and, on the other hand, a pitch of said
business model to investors in the Pitch Boocamp.

General Agenda of each bootcamp
Day 1
Pecha Kucha/Ignite - Introduce your business idea quickly!

Pecha Kucha/Ignite is a simple presentation format with a limited number of
slides and a few seconds per slide. The rule of Pecha Kucha/Ignite is 20 x 20:
Presenters are allowed 20 slides, and they can spend 20 seconds per slide.
Images are forwarded automatically, so they are not under the control of the
speaker. These fast and structured talks enable people to share ideas quickly
and with a minimum of distraction. Previously, each presenter has to send their
presentation to the staff.

To know more about Pecha Kucha, please go to:

https://www.pechakucha.com

SmartXchange online tool - Learn, test and compete.

SmartXchange will allow you to upload your business models and provide a
virtual stock exchange system. This is a virtual competition in which players are
prone to a risk. In the end, entrepreneurs will have stronger business models
and greater confidence in their business ideas. There is no real money involved
- only ADSA coins!
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To know more about that, please click here http://vps644117.ovh.net/login.php

Lunch - Start negotiation!
Keynote Session on Mastering Business Model Canvas

How do you build a strong and a profitable business model that can be
competitive in today’s market?

We will show you how to map your model using the global standard Business
Model Canvas.

Teamwork in SmartXchange - Mastering Business Model Canvas - Let’s work in
BMC

The team have to upload Business Model Canvas in SmartXchange platform
and take an attitude which will lead to business model refinements validated by
market data.

Coffee-Break: networking & trading - Keep going for the best deal!
Keynote Session on Promote your business internationally

How International marketing can create better opportunities for your business
expansion and can turn your customer base bigger?

Teamwork on SmartXchange - Let’s work on your business marketing strategy

The team have to upload Marketing Plan and take an attitude which will lead to
marketing plan refinements validated by market data.

Wrap up & trading - After-hours deal!

Day 2
Warm up & trading - Bed and Breakfast deal!
Keynote Session on Effective pricing and negotiation of technology

This topic will introduce methods for valuating and pricing technology offers
and discuss and simulate negotiation of technology, including licensing
agreements from a licensor and licensee perspective.

Teamwork on SmartXchange - Let’s work with Technological offer
Let s negotiate Technological offer.

Coffee-Break: networking & trading

Keynote Session on Funding options for Scale up

How to scale up investments in your company?
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How business leaders can assess their options and change their approach to
access better funding.

Teamwork on SmartXchange - Let’s work in Scale up Investments
Try some investment options with SmartXchange.

Lunch - Keep going to scale up your business!

Stand up Pitch - No tools or any kind of support!

This is time to entrepreneurs pitch to a panel of investors by a stand up format
- without any tool or support.

Close of trading & Feedback & Wrap up - Just before closing the market.

Juri will close the market and feedback team: each performance and announce
the global ranking.

Image bellow represents the general agenda of bootcamps.

Timetable Day 1 [ =

09:00 — 09:30 Warm up & trading

Bed and Breakfast deall!
0 ective pricing and

zgotiation of technology

09:30 — 10:00

Keynote
10:00 — 10:30

10:30 —11:00 Teamwork on SmartXchange
Welcomel Let’s work with Technology offer
Pecha Kucha/lgnite

Coffee-Break: networki & tradin
Introduce your business idea quickiy! ng 8

Understanding the offer search for the next deal!

Keynote Session on Funding options for Scale Up

SmartXchange online tool

Learn, test and compete.
Teamwork on SmartXchange

Lunch Let's Work on Fundings!
13:30 —14:00 Start negotiation!
14:00 —14:30 Keynote Session on Mastering Business Model

Canvas i
14:30 —15:00 Keep going to scale up your business!
15:00 —15:30 Teamwork on SmartXchange

Let’s work on BMC! Stand up Pitch
15:30 — 16:00 (5 min/team)
16:00 —16:30 Coffee-Break: networking & trading Close of trading & Feedback & Wrap up
Keep going for the best deal! Jdust before closing the market.
Closure

30 — 17:00 Keynote n Promote your business
ationally

17:30 — 18:00 Teamwork on SmartX{change
Let’s work on your business marketing strategy

18:00 — 18:30
18:30 — 19:00 Wrap up & trading
After-hour deal.
Closure

Flying Session (30-45 minutes) Inspiring keynote speaker

Figura 1 - General agenda

The time schedule was customized in some bootcamps.
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Oporto

Warm up & trading
Bed and Breakfast deal!

im bl
09:00 9:30
09:30 0:00
10:00 — 10:30
10:30 — 11:00
o 2:00 Coffee-Break: networking & trading
Understanding the offer search for the next deal!
2:00 2:30

SmartXchange online tool

12:30 — 13:00 Learn, test and compete.

13:00 —13:30
4:00

Teamwork on SmartXchange
Let’'s wark with Technology offer

Lunch
3:30 Start negotiation !

_ Lunch
14:30 — 15:00 Keep going to scale up your business!

15:00 — 15:30

Stand up Pitch
15:30 — 16:00 {5 min/team)

6:00 6:30 Coffee-Break: networking & trading
Keep going for the best deal!
6:30 7:00 " b

Close of trading & Feedback & Wrap up
dust before closing the market.

17:30 — 18:00
18:00 — 18:30

18:30 — 19:00 ‘Wrap up & trading
After-hour deal.

Figura 2 - Oporto Agenda
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BREST

Timetable Day 1 Day 2

Warm up & trading
Bed and Breakfast deal!

Effective pricing and negotiation of

Welcome!

technology

Introduce your business idea quickly!
- B P I CHEAY Teamwork on SmartXchange

10:30-11:00 Let’s work with Technology offer
0-1 Coffee-Break: networking & trading
Understanding the offer search for the next deal!
11:30 - 12:00 Keynote Sessi Funding options for Scale Up
0-1
0-13:00
30 00

0 - O
Pecha Kucha/Ignite

13:00 -13:30
Lunch Lunch
13:30 - 14:00 Start negotiation! Keep going to scale up your business!

14:00 - 14:30
1 Keynote Session on Mastering Business Model Canvas
- stand e pitch

(5 min/team)

11:0
_

Close of trading & Feedback & Wrap up
Just before closing the market.

Coffee-Break: networking & trading
Keep going for the best deal!

Keynote Session on Promote your business internationally

Inspiring Entrepreneur Session

17:30 - 18:00
18:00-18:30

0-1
30-19:00 Wrap up & trading
After-hour deal.

Figura 3 - Brest Agenda
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Cork

Timetable Day 1 Day 2

09:00 - 09:30 Warm up & trading
Bed and Breakfast deal!
09:30 - 10:00 Keynote Session on Effective pricing and

negotiation of technology

10:00 - 10:30 Inspiring keynote speaker

Teamwork on SmartXchange
Let’s work with Technology offer

11:30 - 12:00 Coffee-Break: networking & trading
Understanding the offer search for the next deal!

12:00 -12:30
- Keynote Session on Funding options for Scale Up
SmartXchange online tool

12:30-13:00 Learn, test and compete.
13:00-13:30
B Lunch

13:30 - 14:00 Start negotiation!

14:00 - 14:30 Keynote Session on Mastering Business Model
Canvas Lunch

Keep going to scale up your business!

Welcome!

Stand up Pitch
(5 min/team)

Close of trading & Feedback & Wrap up
Just before closing the market.

Coffee-Break: networking & trading
Keep going for the best deal!
internationally

1

18:00 - 18:30

18:30 - 19:00 Wrap up & trading
After-hour deal.

Figura 4 - Cork Agenda
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Timetable Day 1 Day 2

09:00 — 09:30

09:3 00

10:00 - 10:30 Warm up & trading
Bed and Breakfast deal!

Pecha Kucha/lent Keynote Session on Effective pricing and negotiation
echa Kucha/lgnite of technology

10:30 — 11:00 ! )
Introduce your business idea quickly!
11:00 - 11:30
11:30-12:00 SmartXchange online tool
12:00 - 12:30 Learn, test and compete Coffee-Break: networking & trading
Understanding the offer search for the next deal!

K te Sessi Mastering Busi Model
12:30 — 13:00 Keynote Session on Funding options for Scale Up
13:00 - 13:30
13:30 - 14:00

0

Lunch Lunch

14:3 00
Start negotiation! Keep going to scale up your business!

15:00-15:30

15:30 - 16:00

Inspiring ki t ki
26:00 = 16:30 nspiring keynote speaker Stanq up Pitch
Coffee-Break: networking & trading (5 min/team)
Keep going for the best deal!

16:30-17:00 Close of trading & Feedback & Wrap up

Keynote Session on Promote your business Just before closing the market.
17:00 - 17:30

ntemetionaly - doswee
17:30-18:00

18:00-18:30

18:30 - 19:00 Wrap up & trading
After-hour deal.

Figura 5 - Sevilha Agenda
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Timetable Day 1 Day 2

09:00 -0 Warm up & trading
Bed and Breakfast deal!
09:30 - 10:00 Keynote Session on Effective pricing and negotiation of
technology

Teamwork on SmartXchange
Let’s work with Technology offer

Coffee-Break: networking & trading
Understanding the offer search for the next deal!

Pecha Kucha/Ignite
Introduce your business idea quickly! Keynote Session on Funding options for Scale Up

Teamwork on SmartXchange
SmartXchange online tool Let’s Work on Fundings!
Learn, test and compete.

Welcome!

12:00 - 12:30
12:30 - 13:00

13:00 - 13:30

13:30 - 14:00

Lunch

Keep going to scale up your business!
Lunch

Start negotiation!

Stand up Pitch

14:00 - 14:30
(5 min/team)

Keynote Session on Mastering Business Model
Canvas

Close of trading & Feedback & Wrap up
Just before closing the market.

Closure

14:30 - 15:00
Teamwork on SmartXchange

Let’s work on BMC!

15:00 - 15:30 Coffee-Break: networking & trading
Keep going for the best deal!
Keynote Session on Promote your business
15:30 — 16:00 internationally

Teamwork on SmartXchange
16:00 - 16:30 Let’s work on your business marketing strategy

Wrap up & trading
After-hour deal.

Closure

Figura 6 - Derry Agenda
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The table below presents the bootcamps schedule, according to each
bootcamp event.

February March

Oporto Bootcamp 25-02-2019

Porto Business School -
Avenida Fabril do Norte, 425, 4460-314 Matosinhos 26-02-2019
BREST Bootcamp 28-02-2019
Pbole Numérique Brest Iroise (PNBI) -
305 avenue Alexis de Rochon, 29280 Plouzané 01-03-2019
Cork Bootcamp 12-03-2019
County Hall Carrigrohane Rd, Sunday's Well, Cork, Irlanda -
13-03-2019
Sevilha Bootcamp 19-03-2019
Consejo Andaluz De Camaras De Comercio -
Calle Santo Tomas, 13, 41004 Sevilla 20-03-2019
Derry Bootcamp 26-03-2019
Enterprise North West offices -
NW Business Complex, Beraghmore Road, Skeoge Industrial Estate, 27-03-2019
BT48 8SE
13
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It was guaranteed, at least two mentors per Bootcamp.

EURICO NEVES

CEO INOVA+ - INNOVATION SERVICES

HTTPS.//WWW.LINKEDIN.COM/IN/EURICONEVES

(OPORTO/BREST/SEVILHA)

MIGUEL SOUSA
CEOQO INDEX TALENT - BUSINESS ANGELS AND INCUBATION

HTTPS!//WWW.LINKEDIN.COM/IN/MIGUELSOUSAPT

(OPORTO/BREST/DERRY)

GIL GONGALVES
RESEARCHER AND HORIZON 2020 EVALUATOR

HTTPS.//WWW.LINKEDIN.COM/IN/GILMGONCALVES

(CORK/DERRY)

PEDRO SOUTINHO

DIRECTOR OF CEDES AND URBACT PROGRAM EXPERT

HTTPS.//WWW.LINKEDIN.COM/IN/PEDROSOUTINHO

(CORK/SEVILHA)
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OPORTO

1 3Decide

2 ADYTA

3 Alphabet Sphere LDA

4 buildtoo

4 Explicas.me

5 Ez4U

6 HealthXL

8 MASDIMA

9 MUB cargo

10 Mythical Technologies

1l Parli

12 ShopAl
BREST

1 BeABle

2 Bequipe

3 CaptainRIsk

4 CaptainVet

5 DaloaVet

6 EKTACOM

7 E-MEDYS

8 Indie Up

9 Le Potager d'a Coté

10 LiveMarks

il OpTeamYZ

12 PiaLab

13 Tek Diving

14 VOXPASS

15 Yuto

Atlantic Area
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Eurcpean Regional Bavelop

SEVILHA
Meshmood
elL.earningFacil
DSS Network
Mykeys today
SleepControl
Healthy Blue Bits

Vestigia Blockchain Solutions SL

© 0 N O u M NN

Lenzz Software

o)

Neves
ROCCO
TUNATUN

—
o =

CORK
Buymedia
EviView
OnTheQT
OMKO
Exceedence
The Beauty Budyy

Showwork

O© 0O N O o M NN

Trustap

o

Spearline Risk and Complience

—_
—_

Shopless

Y
N

Acorn Water Ltd

Atlantic Area
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DERRY

1 Aeroblue Software

2 BookEntertainment.com

3 HiveUAV Limited

4 Lone Star Comic

5 Together in Pieces Interactive
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ADSA Bootcamp

February 25, 26
2019
OPORTO
Eurico Neves | Miguel Sousa | Gil Gongalves
(Mentors)

"’ At;antic

ELCOME to ADSA
Bootcamp!
OPORTO

Wl

Eurico Neves Miguel Sousa Gil Gongalves

CEO INOVA+ - Innovation Services CEO Index Talent - Business Angels and Incubation Researcher and Horizon 2020 Evaluator
https:// [in/ [ https://www.linkedin.com/in/, https:// [in/,
(OPORTO/BREST/SEVILHA) (OPORTO/BREST/DERRY) (OPORTO/CORK/DERRY)

Startup

,“’. ol

Warm up & trading
Bed and Breakfost deall

Teamwork an Smartxchange

— Let’s work with Technoloay offer
Coffes-Break: networking & tr

Undersianding the ofer seorch for the mowtdearl

BT
et
m tanen
S

Stand up Pitch
1530 16:00 (5 min/team)

Coffee-Break: networking & trading Close of trading & Fecdback & Wrap up
Keen going for the best deall Just before closing the market.

Closure

Wrap up & tra
At hour deal
Closure.

Atlantic
Digital
‘ Startup

(30-45 minutes) speaker




3 lessons about
entrepreneurship 5’

y

Pecha¥ucha
20X 20

IMAGES SECONDS

* In Pecha Kucha 20 slides are shown for
20 seconds each;

* Meaning, 6 minutes and 40 seconds in

? 6 2 5 a total;
 Pecha Kucha presentations are:
20 X 20 « Concise;

IMAGES SECONDS « Powerful;

« Slides should be used for illustrative
and reinforcement purposes;

* Have fun :-)
Atlantic

"] Digital
w/

Startup
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SmartXchange Registration:

SmartXchange online tool ——

Learn, test and compete. [ =

®, o = oo
W) voial’ W) voial’

®)= @/

smartxchange L B9

— https://bitly/2T0a404 L unc h
]
T Start negotiation!
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Keynote Session

Mastering Business Model
Canvas

Startup
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Business model generation - CANVAS

L

The 9 building bloc

Vuieholngahunos o gane g

andchllengess stivingo el outmaded busess mudes . . g S
RTE———— A business model describes Customer Channels 2 Customer
Propositions Segments Value propositions Relationships Streams

It seeks to solve An organization serves ~ are delivered to Customer relationships

the rationale of how an

Revenue streams result

Bum

customer one or several customers are established and from value propositions
H t 1 t d I' problems and satisfy Customer through intained with each Ily oQered to
. O rga n I Za | 0 n c re a e S 7 e IVE rS, customer needs with Segments. communication, Customer Segment. customers.
L value propositions. distribution, and sales

Generation and captures value cramnets.

WRITTEN BY

el

popr i

e Q- Key Key S,
Key Resources Partnerships Cost

% a4 Activities Key resources are the Some activities are Structure
e %}% : ...by performing a assets required to offer  outsourced and some The business model ‘ Atlantic
A m\LJ' - ﬂ b2 number and deliver the resources are acquired elements result in the 1 4 A SDE:'?I

of Key Activities. previously outside the enterprise. cost structure. B ' up

described elements...



The 9 building blocks

left canvas

efficiency Key
Activities

Key
Partnerships

Key "
Resourc %

Va;u e Right Canvas

Propositions Customer Va | ue
Relationships

Customer
Segments

Channels

£

Cost . — 5,\\.
Structure 5

From Business Model to Business Design

Managers of technology-driven
businesses have traditionally
had one major innovation cycle
to worry about — the product
innovation cycle.

What has changed over the past 20
years, and has made management
significantly more complex, is the
emergence of a second, parallel
innovation cycle—the business design
innovation cycle.

W% Atlantic

@) =
A

From Business Model to Business Design

The term “Business Model” leads to
latch onto the word “Model.”

the concept “Business Design” helps
to focus the user on the “Design” of
business first and foremost.

Business Design is a set of structural
business choices that together deliver
high utility to the customer and high
value to the shareholder.

% Atlanti
L8 o
m Startup

Ny

From Business Model to Business Design

There has been a secular shift in power
from the supplier to the customer.

Highly competitive markets and abundant
information have placed the customer at
the center of the business universe.

In this new environment, successful
businesses are those that employ
customer-centric thinking to identify
customer priorities and construct
business designs to match them.
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From Business Modg ) iness Design

%

Atlantic
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From Business Model to Business Design

The Business Model Canvas

@

Atlantic
S

From Business Model to Business Design

GAIN CREATORS
- s
PRODUCTS
2 SERVICES
e
PAIN RELIEVERS

(Y%

Atlantic
Digital
Startup

From Business Model to Business Design

“ L 2

Describe how your
products and
services alleviate

List all the
products and
services your

value proposition  cystomer:
is built around. _ Pains
- Problems
- Barriers
- Difficulties

3 4

Prioritize the
pains and gains

Describe how
your products and
services create

customer
- Gains

) Atlanti
- Benefits I‘\ Digital
- Advantages ‘5’ Startup

Prospects



Information that reduces the
guesswol

From Business Model to Business Desi ‘u- Example

Novel features that appeal to
providers and/or patients creating
increased engagement

Go—
Customer Job(s) Fmm
Two-Sided Market ;
Keep blood sugar in target
range and when it doesn't,
record what happened; make
1 2 3 4 5 Patisits therapy adjustments
. . . i Prioritize the Design, build, and sell devi
Select a client Identify the Identify the Describe the ' . esign, build, and sell devices
segment client client pains, benefits your  functions, pains Device Manufacturers En:mg;;nlul i
ient: i ins, . and hyperglycermia daily
- Jobs undesired costs ~ customer and gains
>IeEd expects, desires Guessing if my child will
- Tasks and situations, p I'd b come home alive
- Problems  and risks that orwou d be T
- needs your customer ~ SUrprised by. _ providers o sell to
. b Atlantic patients; create data
experiences ¥ W) pigital management sofoware;
54 Startup FDA process
>

(bolus and basal)

Example... Rkt ki spprslr e o i @Work on SmartXchange

Persistent peace of mind that your child is ok or real time
alerts when your child is in danger

Faster time to market and broader device appeal

[ e

Gain Creators e
Trro-Sided Market Products & Services M
Software that makes it /
case o gexand 00 Let’s work on BMC
Patients interpret diabetes data —=—
http://vps644117.ovh.net/index.phi

FDA approved open data
Device Manufacturers | platiorm & hosting

services b Pain Relievers

Making it possible to see all of my data in one place,

wherever and whenever | want to
i S U pecpl ot Surk o R Y & _
al

medical device company

R Atlantic
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The 9 building blocks -

Propositions

It seeks to solve
customer

problems and satisfy
customer needs with
value propositions.

The 9 building blocks -

Propositions

It seeks to solve
customer

problems and satisfy
customer needs with
value propositions.

Describes the bundle of products and services that
create value for a specific Customer Segment

Key
Some Value Propositions may be innovative and Activities
. . ...by performing a
represent a new or disruptive offer. Others may be number
similar to existing market offers, but with added of Key Activities.
features and attributes.
—
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Value Proposition and Customer Priorities:

What are the unsatisfied needs that drive the behavior

The 9 building blocks -

Describes the most important things a

company must do to make its business model
work

These are the most important actions a
company must take to operate
successfully.

"?’i\ Atla{:lic
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The 9 building blocks -

What economics does it have to produce to be successful?

Key . . . —
of targeted customers (what would lead them to switch Activities H;’w dol I:a p'ldly tedst, !ea:\, ?nd .::dj'uf:'ﬂI)TZmzp;ovedtzn;fltablllty
suppliers or pay a premium)? mbyze,fo,m,,,ga of a new business design during its initial 12-24 months?
number
Does my Business Design deliver differentiated benefits of Key Activities. Organizational Systems: How will our functional organizations
on these priorities? need to change to deliver a business design (R&D, operations, go
to market, etc.)?
Does it hinder my ability to deliver these benefits?
v ¥ How will our enabling infrastructure need to change to enable
What customer benefits are generated by my business the business design to go forward (balance sheet,
design (vs. my product)? planning/learning/ control systems, information architecture,
8 y p ? i . = > - i
’ \ Agln_ntlu: —_ etc.)? "\\ ggln_rat:c
\T'\’ L \T’\’ Startup
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Keynote Session

Promote your business

Self made man

[] . .
R internationally
T
Work on SmartXchange Y ’wn S Attantic
@ g 2 meeting points tables ’ﬁi ?f?i?;'
with the mentors @' :

Coffee-break:
networking & trading

Promote your business internationally

Keep going for the best deal!

START UP
ROUTE MAP




Promote your business internationally

What is our market?

N—>7

Needs / Desires
Target publics
Positioning

the

MARKET

W) s

5’ Startup

Promote your business internationally

What is our market?

| want to satisfy the need/desire to:

Atlantic
& WA\ pigital
‘ Startup
R

Promote your business internationally

Who is our market?

Marketing Targeting Approaches :

/ Differentiation

/ Segmentation

Mass Products

Customisation

Made by
measure

W) s

5’ Startup

Promote your business internationally

Who is our market?

Main Bases of Segmentation

E.g. “Customers

Geographic Demographic Behavioural Psychographic

E.g. “Customers Eg."Alevel & E.g. “Customers
within 10 miles of University Wa;‘”{"f‘ an"a‘“e who prefer to buy
the M25" Students” ‘m"pmsg ;‘yy, organic food"
Clo‘::br:: Age Rateof rmage Personality
Region Gender Benefits sought Lifestyles
Occupation Loyalty status s
Urban / Rural Attitudes
ACORN Socio-economic Readiness to Class
classification Foup purShase
tutor2u’

Atlantic
& WA\ pigital
‘ Startup
R



Promote your business internationally

Who is our market? You can create your own segments

How to make it your market?

Marginalized
Middles

Disengaged

Skeptics
Economic

Conditions

Positioning

Customer Base

Competition

Target Market
-

Political &
Legal Factors

DINKs, SINKs, MWKs, BOOMERANGs, COUGARS, SILVER GENERATION...
Atlantic Atlantic
) Digital "\ Digital
‘ Startup
N

(" Startup

As long as they measurable, accessible, substantial and effective

Promote your business internationally

How to make it your market?

Promote your business internationally

Who is our market?
POSITIONING:
Positioning is an organized process for finding a entrance point
in the minds of your clients and other targets.

My target segments are:
It's a way of thinking about your market and what's important to

L (why?)
2. (why?) the people in it.
3 (why?)
POSITIONING GOALS :
1) Being seen as “somebody special to some special bodies”

2) Leveraging you insider’s understanding
3) Contributing to and supporting your awareness activities

4) Establishing credibility with key players in your market target



Promote your business internationally Promote your business internationally

How to make it your market? Which channels to use to address the market?
a) Sales channels
POSITIONING STRATEGY MARKETING CHANNELS FOR CONSUMER PRODUCTS

DIRECT CHANNEL RETAILCHANNEL ~ WHOLESALE CHANNEL ~ AGENT CHANNEL

1) Who are these guys?
Wearea firm PRODUCER
2) What do they do and for whom?

We do for

3) What value do they bring?

PRODUCER PRODUCER

AGENT/BROKER

WHOLESALER WHOLESALER
OR DISTRIBUTOR OR DISTRIBUTOR
Positioning statement:

Vi Y

CONSUMERS 7 ’ Startup
‘\ .
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i 1
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Promote your business internationally Promote your business internationally

Which channels to use to address the market? Which channels to use to address the market?
a) Sales channels [ .o venn orrLINE
Diagram of
Multich 1
a) Sales channels Maricating svones
Channels

b) Marketing channels

BRAND
r
£
0
z

Atlanti ) Atlanti
"\ Di;i:‘alc E»&*‘“’ "\ Din;i:‘alc
" Startup ONLINE " Startup
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Promote your business internationally

Which channels to use to address the market?

w & =
% B(ociéust web kg m

b) Marketing channels

Media Ads Ads ———
Social Media Sites Your Website
Multi-Channel =)
-
MARKETING Business Cards
Blogs
Arficles J ‘\-f(l 9 Teleseminars/
Cpree= o Webinars
A . = Atlantic
Videos Email Direct Mail "‘ Digital
Startup
If you are not measuring, you are not channeling! ‘\-‘;’

Promote your business internationally

Which channels to use to address the market?
| The Marketing Toolbox And Measures

Followers, shares, likes, click
throughs to lead pages.

Atlantic
Digital

Promote your business internationally

Which channels to use to address the market?

a) My favoured sales channels will be: (why?)

b) My favoured marketing channels will be: (why?)

@Work on SmartXchange

Let’s work on your business
marketing strategy

http://vps644117.ovh.net/index.phy

Vi Y
Ly

Startup



The 9 building blocks -

Customer

Segments

An organization serves
one or several

Defines the different groups of people or
organizations an enterprise aims to reach and

Customer
Segments. serve
An organization must make a conscious decision
about which segments to serve and which
segments to ignore.
———
z R Atlanti
== VA Y
W Startup

The 9 building blocks -

describes the types of relationships a company

Sustomer establishes with specific Customer Segments

Relationships
Customer relationships
are established and
maintained with each
Customer Segment.

Customer relationships may be driven by the
following motivations:

e Customer acquisition

e Customer retention

* Boosting sales (upselling)

¢ Deeply influence the overall customer

The 9 building blocks -

Channels

Value propositions
are delivered to
customers

through
communication,
distribution, and sales
Channels.

Self made man g

describes how a company communicates
with and reaches its Customer Segments to
deliver a Value Proposition

Channels are customer touch points that
play an important role in the customer
experience.

% Atlantic

!’ ‘% Digital

tup
.

L

2 meeting points tables
with the mentors




Wrap-up & Trading
After-hour deal

B overviewday 2of bootcamp

Closure DAY 1

\

WELCOME to ADSA
l Bootcamp!
OPORTO
Day 2
v

Atlantic
Va %o
‘ ’ Startup )
] { i

Day2
Warm up & trading.
Bed and Breakfast deall

Teamwork on Smartichange
Let's work with Technology offer

Coffee-Break: networking & trading
ding the offe sear e

Teamwork on SmartXchange
Let's Work on Fundings!

Close of trading & Feedback & Wrap up
Just before closing the market.
Closure

Startup WA 4 Startup

Flying Session (30-45 minutes)  Inspiring keynote speaker

Tos0- 1500

Atlantic - Atlantic
& WA\ bigital o wma Digital
LY



Warm & trading
bed and breakfast deal

quality

P Y

Keynote Session

Effective pricing and
negotiation of technology

+ Is an instrument of competition

« It's a way of improving financial performance

Price policies

Effective pricing and negotiation of technology

PRICE AS A STRATEGIC COMPONENT

+ Is a signal to the buyer — “when a product cannot be evaluated, price is
a proxy for value”

« It's a potential substitute for selling effort, advertising and product

W s

Effective pricing and negotiation of technology

External Internal Clients price | Market Competitors
factors factors sensability |importance | strategy
Suppliers Internal According to | Potential Level of
Distributors production products and | market fora | agressivity
Funding costs time certain price

t\'“ d -

‘d\'& Costs l Deman ‘ l Competition ‘
05
Objectlves in terms of price NE@ OtLﬂtLOVLy

Organisation Network
Atlantic Externalities Atlnntlc
" ) Digital Strategy Price Stmegv ’ ) Digital
Startup Startup
wy



Effective pricing and negotiation of technology Effective pricing and negotiation of technology

Negotiation golden rules: Negotiating with potential investors / competitors
(or partners...)

» Do your homework...

~ Beassertive (ask what you want), but not aggressive! » Double homework! (evaluate what each investor brings to the table in the
» Be adetective: ask right questions and LISTEN! short and long-term — it’s not only about the money... consider networks,
» Don’t confuse positions/demands with real interests industry-specific experience, etc.)

» Be promotion-focused (vs prevention-focused) — aim high! » Know your limits (try to determine in advance how much company equity

> Consider every negotiation a challenge (not a threat) you are willing to give up... and stand your ground)

~ See the big picture (incl. other side’s pressure)
~ ... but be willing to walk away...

» Remember you are not just pitching you business... if they invest, they also
invest in YOU!
» ...and you will never leave empty handed... use every negotiation as an
Atlantic . . L . Atlantic
"] Digital opportunity to learn, pick up insights and advice... "] Digital

Startup Startup

3 3

Effective pricing and negotiation of technology Effective pricing and negotiation of technology

Negotiation golden rules: .
e (G A practical example:

» Innovation & Imitation

NEGOTIATING SKILLS.

RELATIONSHIP <

CAPAGITY T0
MEDIATE.

sl b i Yt

PATIENCE |

SELF-CONTROL




@Work on SmartXchange -- The 9 building blocks --
I —

Let’s work with Technology

= offer

http://vps644117.ovh.net/index.ph|

R Atlanti
e = s

1\'" Startup

The 9 building blocks .-

Cost
Structure

The business model
elements result in the
cost structure.

describes all costs incurred to operate a
business model

Some business models, though, are more
cost-driven than others.

’“\ Agln_natlic

Ker

Partnerships

Some activities are
outsourced and some
resources are acquired
outside the enterprise.

i

@Work on SmartXchange

Self made man

The Key Partnerships Building Block describes
the network of suppliers and partners that
make the business model work

Companies create alliances to optimize their
business models, reduce risk, or acquire
resources.

% Atlantic

Y AN Digital
L\'" Startup

| ( ¥
i | -
v \‘%%_Team work g 2 -

2 meeting points tables
with the mentors




Coffee-break:
networking & trading

Understanding the offer search for the next
deal!

Atlantic
(,.S‘ =
N

Keynote Session

Funding Options for Scale Up

Theoretical Models — Financing cycle

Startup Financing Cycle

VCs, Acquisitions/Mergers & Secondary Offerings.
Strategic Alliances
Angels, FFF Latar S8
— i
w Seed Capital EarySage |
= —
F4
=
w Public Market
o

PO

Break even

st
Valey of Death TIME o
Fa Yt
‘n ’ Startup
N

Theoretical Models — Financing cycle

Seed Growth Maturity Decline
Desempeiio del
Empramstaieats £~ Foco sali - Focoen - Focoenla ~ Focoen
viablidad | crecimiento rentabiidad supervivencia
Ventas/ i
Riesgo’
ins/
Valor

/—\ Value

Sales

Return

/ Risks

s Atlantic
Temre I‘l Digital




Theoretical Models — Financing cycle Funding the value of death

The Capital Lifecycle The Capital Lifecycle
D —
Investigation | Feasibility | Developmem | Introduction Maturity

Proofof / preseed ——» Seed& Early ~First, Second, etc...
- 5 Public Grants
Regional/National or

Proofof  preseed > Seed& > Early First, Second, etc...

concept Start-up
European
Government Sources
= self Friends & Family Venturé Capital
[
— 1
3 Angel Investors and 1PO, Banks
a some Seed Stage VCs
First Revenues
VALUE OF DEATH VALUE OF DEATH
Atlantic Atlantic
\ Digital : Digital
TIME ’ Startup TIME ’ Startup
N cade N cade

Funding the value of death

TRL — Technology Readiness Level

ﬂ system ready for full scale deployment

“ Systemincorporated in commercial design
Public Grants
Regional/National or

European

ated pilot systam demanstrated

Prototype system verified

Laboratory testing of integrated system

r procass

Critical function: proof of concept established

Technology concept and/or application formulated
Atlantic
A Digital

Basicprinciples observed and reported
Startup

preneur
Henry R. Nothhaft




Sources of Funding

Sources of Funding

== Plan a campaign and
allocate resources and

. ) lXPl.UI(t HOWIT WORKS  START YOURCAMPAIGN
The best one is fl rst sa Ies " R time to make |t work

% Atlantic
Digital
@)
.

Sources of Funding Sources of Funding

The best one is ... first sales... but how can we stimulate first sales and market

.o
The bestone is ... fl rSt Sa Ies but how can we stimulate first sales and

validation... using Crowdfu nding but more R&D and market validation could

market validation... using c rOWd fu n d i n g be needed... Pu b I ic G ra nts

Atlanti Atlanti
S S
artup artup

A NS 4



Sources of Funding

Large consortia

Coordination and Support Actions
 EIC:Fast Track to lnnovation (°T))
: Wl

gﬁ " Direct funding for SMEs __W

H i et

& HRPOTEI-TME Innovein (Access to Risk Finance)
research focus innovation and Development focus
fowTRL high TRL
far from market close to market

Allantlc
I‘
’ Sta rtu P

Sources of Funding

Sources of Funding

The objective is filling the gap in funding the early stage high risk research

and ugh and private
sector commerclalization results

Financiamento Financiamento

Recursos a Investil

R&D Market Validati C ializati

Allantlc
I‘
’ Sta rtu P

Instrument — SME-Instrument Tl FET-Open EIC prizes
Phase 1 Phase 2
From3to 5 At least one entity
.
For whom One or more European’ SMEs European ey ki
entities (mostly entities’ European' for some of
industrial?) the prizes)
Maximum 3 ME (RIAs)
funding* 50,000 € 25 M€ 3 M€ 0.5 M€ (CSAS) Varies for each prize
Total budget 705 ME (RIAs)
2018-20 163 M€ 1421 M€ 300 ME 10 M€ (CShs) 40 ME
Bobngtre | PO
feasibility of a ! ‘ Close-to-market | Radically new 6 different topics
Focus S international . ¢ i
business idea (~ 6 arowth innovation technologies (major societal issues)
monthe) (12-24 months)

Atlnn!lc

‘ Startup

Sources of Funding

FAST TRACK

EUR 1-3 million)

N
a0

RESEARCH =>. - .

MARKET
LAUNCH

Atlnn!lc

‘ Startup




Sou of Fundin

Cascade Funding

W% Atlantic

"\ Digital
w é artup

Sources of Funding -

The best one is ... first sales... but how can we stimulate first sales and market

validation... using Crowdfunding... but more R&D and market validation could be

needed... Pu bliC G ra ntS however public grants are not funded 100%
and we need fresh money... B u S I n ess A nge I S

% Atlantic

%‘\ Dig‘itvall

.

Sources of Funding - BAs -

Business Angels are

who invest in small and
medium sized businesses. They are
often businessmen and women who
have sold their business. They provide

not only but and
business . Business Angels invest
in the of business

development filling, in part, the equity
8aP. [esan website]

W% Atlantic

"\ Digital
w é artup

Sources of Funding -

The best one is ... first sales... but how can we stimulate first sales and market
validation... using Crowdfunding.‘. but more R&D and market validation could be

needed... Pu bl IC Gra ntS... however public grants are not funded 100% and

we need fresh money ... BUSiness AngEIS and it’s time to
. Venture Capital funds

% Atlantic

%‘\ Dig‘itvall

.



Sources of Funding -

Main Differences

Business Angels

Personal

Entrepreneurs

Money managers

Money Invested

Own money

Fund provider

Firms funded

Small, early stage

Medium to large

Due diligence done Minimal Extensive
Location of inv. Of concern Of lesser concern
Contract used Simple Comprehensive

Monitoring after inv.

Active, hands-on

Strategic

Involvement in mgt

Important

Of lesser concern

Exiting the firm

Of lesser concern

Highly important

% Atlantic
J W) pigical
L’ Sta

.

Top 10 Lies of BAs and VCs B

1. Tomorrow | will tell you if | am interested or not

2. My due diligence will take only few days

3. My shareholder agreement is simple and held in one page
4. | feel absolutely comfortable with your company valuation

5. 1 will have plenty of time to help your company

6. | know personally several potential clients

7.1 know in details your business niche

8. | will not interfere in your management decisions

9. | have excellent relations with retail banks

10. | will help you to find additional money for future rounds

N i
T\ Dt

.

Sources of Funding -

The best one ... first sales... but how can we stimulate first sales and market validation...
using Crowdfunding... but more R&D and market validation could be needed...

Public Grants.. nowever public grants are not funded 100% and we need fresh
money... BUSineSS Angels... and it’s time to scale up... Ve ntu re
Ca plta I fu ndS to guarantee the operation...

Commercial banks.....

% Atlantic
P & W) pigitar-
I O o0 .\’" Startup

SmartXchange -

Let’s work on Funding and Key
resources

http://vps644117.ovh.net/index.ph

vy i
e —— -
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Streams

Revenue streams result
from value propositions
successfully oQered to
customers.

The 9 building blocks

Key
Resources

Key resources are the
assets required to offer
and deliver the
previously

described elements...

Represents the cash a company generates from
each Customer Segment (costs must be
subtracted from revenues to create earnings)

A business model can involve diferent types of
Revenue Streams

% Atlantic

). AN Digital“

;'yé Start

Describes the most important assets required to
make a business model work

These resources allow an enterprise to create and
offer a Value Proposition, reach markets, maintain
relationships with Customer Segments, and

earn revenues.

Key resources can be physical, financial,

intellectual, or human. Key resources can be
owned or leased by the company or acquired from
key partners.

A X} Digital”
w rtug

.

@Work on SmartXchange % ¥ | N““ LY

2 meeting points tables
with the mentors

Lunch

Keep going to scale up your business!

N Atlantic

WA Digital



Doctor Pitch
Close Trading
&
Wrap-up

Stand up
Pitch

https://www.youtube.com/watch?v=777164yvUd4

% Atlanti RN Atlanti
VA Y A Y
W Startup m, Startup

N~

-

Pitch Jury
- 2 mentors
- 1 local representatives

Pitch Scoring template

Stand up
P ItC h  sewt pithI:ItCh Prizes

- Most valuable stock company
- Most valuable entrepreneur
W% Atlantic

@) =
A




CASE STUDY

“INNOVATION AND IMITATION”

CASE :

Suppose that firm A has an idea for a new product (a new software package,
say). It will take research and development to bring the new product to market
and, of course, whether or not it will then be a success is uncertain. At present
the idea seems quite good and the product is given at least a 50% chance of
success in the marketplace. Once it is launched, it will take a year before the
commercial success or failure of the product can be determined. Overall, and at

first glance, it seems like a worthwhile endeavour.

However, the product is easily and rapidly imitated (or “cloned”) and it is difficult
to obtain an effective patent. It is possible to get around any patent by making
minor and basically inconsequential design variations. Firm A’s competitors are
unaware that it is thinking of introducing such a product and will remain so until
the product actually arrives on the market.

If firm A decides to introduce the new product, its rival firm B has three options:

(1) Do nothing

(2) Introduce a ‘clone’ as soon as A’s product appears on the market. All
resources that the cloning project requires have to be committed at the
time the decision to clone is made and cannot be withdrawn later

(3) Wait for a year after A’s product is introduced to see whether or not it is a
success. If B decides to wait and A’s product is a success, B would lose
a one-year head start to A. However, if it is a failure, B can save on the

cost of the cloning project.

If the product is a success, that is, if consumers like it, its clone will also be a
success. Consumers have no preference for the original product over the clone

if both are in the market.
This case has been developed by INOVA+ © all rights reserved.



If firm A decides to introduce the new product the possible gains and losses can
be summarized as in the table below. All figures are annual gains and losses

over current profit levels in millions of euros.

Firm A, Firm B

Does not
Clone Clones
Product is
a success 3,-1 1,1
Product is
a failure 0,0 0,0
Figure 1

The first number in each box denotes firm A’s annual profit gains over current
levels and the second number is firm B’s gains (or losses) relative to current
levels. Figures are simplified. It just gives both firms’ profit gains in various
scenarios. The numbers are easily interpreted. If the product is a success, total
sales will increase and industry profits will rise to the tune of €2 million. If both
firms have the new product these increased profits are shared equally as
consumers are indifferent between the original and the clone. If only firm A has
the new product and it is a success, it gains all the increased custom and the
resulting profits (€2 million), and it also steals some of the existing market (to
the tune of €1 million) from firm B.

In the event the product is a success, it is expected to have a life of 10 years

after the date of first introduction.

What to do if you were firm B’s Chief Innovation Officer?

This case has been developed by INOVA+ © all rights reserved.



2/18/2019 Playpark Xchange | Settings

COMPETITION ENDED!

EDIT SETTINGS @

Business User

Business Name Teste A

Website URL:

Do you have a website?

Video Presentation or Pitch:

Do you have a youtube video?

Here you can add an youtube link (example: https://www.youtube.com/watch?v=hWuzK0z_o4Y or
https://youtu.be/hWuzKOz_o4Y)

Short Business Pitch i}

Briefly describe you business idea to potential investors.

Business Model

Value Propositions: i}

Which one of our customer's problems are we helping to solve? Which customer needs are we
satisfying? What is the specific product/service? What are the features that match customer needs?

Key Activities: e

What Key Activities do our Value Propositions require?

Key Resources: LiJ

What Key Resources (suppliers, etc.) do our Value Propositions require?

Customer Segments: o

For who are we solving a problem or fulfilling a need? Who are the customers? Does the value
proposition match their needs? Is this a single-sided or multi-sided market?

Channels: i

Through which channels do our customer segments want to be reached?

COPYRIGHT © 2017 POWERED BY INOVA+ (HTTP://WWW.INOVAMAIS.EU/)

http://vps644117.ovh.net/edit_business_details.php 1/2
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2/18/2019 Playpark Xchange | Settings

Key partners: i}

Who are our Key Partners?

Revenue streams: i}

What is the revenue model? What are the pricing tactics? For what value are our customers willing to
pay?

Cost structure: i}

What are the most important costs in our business model?

Save

COPYRIGHT © 2017 POWERED BY INOVA+ (HTTP://WWW.INOVAMAIS.EU/)

http://vps644117.ovh.net/edit_business_details.php 2/2
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5. PARTICIPANTS EVALUATION
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Atlantic Area :
European Regional Development Fund  EUROPEAN UNION
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Atlantic
al

STAND UP PITCH
CRITERIAS

The following criteria are to be used as guidelines in evaluating pitches.
Please total all scores at the end of the pitch.

P rOd U Ct (marked out of 25)

Innovation - The uniqueness of the idea

Scalability - Traction thus far and in coming months, possibility to expand
into new verticals, new locations.

Quality of Go-to-market Offer

FinanCials (marked out of 20)

Business/Revenue Model - How the company is making money. Plans for
any investment.
Sustainability - Long term efficacy of the product & lifespan.

Tea m (marked out of 20)

Background - The experience and passion of your team, any
advisors/board members/investors involved.

Size and Scope of Founding Team

Entrepreneurial /Technical Background

\/ HILCITrcy m

Atlantic Area

POtential tO Disrupt (marked out of 25)

Solution - The size of the problem being addressed and the effectiveness
of the solution.

Market - The target market. Is it lucrative or significant? Is there space or
a need for the product/service?

Competitive Advantage - The USP, marketing strategy to gain and retain
customers. The position relative to comparable alternatives and
competitors.

Quality Of PitCh (marked out of 20)
BO N US(marked out of 15, 10 or 5)

+15 —First in Rank
+10 — Second in Rank
+ 5—Third in Rank



W@\ Atlantic
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STAND UP PITCH

Scorecard

Judge’s Name:

Company Name:

Bootcamp City:

\/ HILCITrcy -

Atlantic Area
European Reglonal Development Fund

Product:

(marked out of 20)

Team:

(marked out of 20)

Potential to Disrupt:

(marked out of 20)

Quality of Pitch:

(marked out of 20)

Financial:

(marked out of 20)

BONUS SmartXchange

(marked out of 15, 10 OR 5)

Total Score:




W@\ Atlantic

W VYA pigital S linterreg H
WA 4 startup Atlantic Area
=4 Eurapesn Regional Gevelopmant Ford
OPORTO
Company Criteria Value
Potencial to Disrupt 1,33
Financial 9,00
Team 9,66
Quality of Pitch 10,00
Alphabet Sphere Product 12,33
Potencial to Disrupt 12,00
Financial 7,33
Team 13,00
Quality of Pitch 14,00
Buld too Product 18,00
Potencial to Disrupt 13,33
Financial 7,33
Team 13,33
Quality of Pitch 14,00
Explicas.me Product 16,00
Potencial to Disrupt 14,00
Financial 16,00
Team 14,33
Quality of Pitch 14,00
HealthXL Product 17,00
Potencial to Disrupt 17,00
Financial 14,33
Team 12,00
Quality of Pitch 18,00
Masdima Product 17,00
Potencial to Disrupt 16,33
Financial 14,33
Team 15,00
Quality of Pitch 16,00
MUB Cargo Product 15,66
Potencial to Disrupt 12,00
Financial 15,66
Team 12,00
Quality of Pitch 1,00
Mythical Technologies Product 14,33
Potencial to Disrupt 14,00
Financial 14,33
Team 13,00
Quality of Pitch 1,33
Parli Product 15,00

Fa Yoo
g

/ Startup

S lnterr cy
Atlantic Area

European Regional Development Fund  EUROPEAN UNION




L\ i

%“% g%ai:zfllc
Startu

QW i

\/ HiLterrey _

Atlantic Area

Eurcpean Regional Development Fund

Potencial to Disrupt 15,00
Financial 13,33
Team 13,33
Quality of Pitch 16,66
BREST
Company Criteria Value
BeABle Product 14,66
Potencial to Disrupt 12,33
Financial 15,00
Team 16,33
Quality of Pitch 15,33
Bequipe Product 15,66
Potencial to Disrupt 14,00
Financial 14,33
Team 15,66
Quality of Pitch 15,66
CaptainVet Product 15,66
Potencial to Disrupt 15,66
Financial 12,66
Team 14,00
Quality of Pitch 13,33
EKTACOM Product 16,33
Potencial to Disrupt 14,33
Financial 12,66
Team 12,33
Quality of Pitch 15,66
E-MEDYS Product 15,33
Potencial to Disrupt 15,33
Financial 14,00
Team 14,66
Quality of Pitch 13,33
Indie Up Product 14,00
Potencial to Disrupt 13,50
Financial 11,50
Team 12,00
Quality of Pitch 14,50
Le Potager d'a Coteé Product 14,00
Potencial to Disrupt 15,00
Financial 10,50
Team 12,00
Quality of Pitch 16,00
LiveMarks Product 12,50
S literreg B Aantie
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Potencial to Disrupt 1,50
Financial 12,00
Team 11,00
Quality of Pitch 15,00
OpTeamYZ Product 13,33
Potencial to Disrupt 12,33
Financial 12,00
Team 13,33
Quality of Pitch 14,33
PiaLab Product 15,25
Potencial to Disrupt 14,75
Financial 14,00
Team 14,75
Quality of Pitch 13,00
Tek Diving Product 14,66
Potencial to Disrupt 14,66
Financial 15,33
Team 14,66
Quality of Pitch 16,00
VOXPASS Product 15,33
Potencial to Disrupt 14,66
Financial 15,33
Team 15,66
Quality of Pitch 15,66
Yuto Product 16,00
Potencial to Disrupt 14,66
Financial 15,66
Team 13,66
Quality of Pitch 17,33
SEVILHA
Company Criteria Value
Simply Hosted Product 14,24
Potencial to Disrupt 14,75
Financial 13,75
Team 15,25
Quality of Pitch 17,00
Meshmood Product 1,75
Potencial to Disrupt 13,50
Financial 12,25
Team 14,75
Quality of Pitch 17,00
elLearningFéacil Product 12,25
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Potencial to Disrupt n,75
Financial 10,00
Team 7,75
Quality of Pitch 1,50
DSS Network Product 12,75
Potencial to Disrupt 12,50
Financial 14,50
Team 16,25
Quality of Pitch 15,25
mykeys.today Product 15,75
Potencial to Disrupt 15,00
Financial 13,75
Team 14,00
Quality of Pitch 13,00
SleepControl Product 14,25
Potencial to Disrupt 15,00
Financial 12,00
Team 14,25
Quality of Pitch 11,00
Healthy Blue Bits Product 15,25
Potencial to Disrupt 12,25
Financial 15,00
Team 1,25
Quality of Pitch 14,75
Vestigia Product 15,75
Potencial to Disrupt 16,25
Financial 15,00
Team 16,00
Quality of Pitch 15,25
CORK
Company Criteria Value
SMART ROUTES Product 14,00
Potencial to Disrupt 1,66
Financial 1,33
Team 12,33
Quality of Pitch 13,66
Buymedia Product 14,00
Potencial to Disrupt 15,33
Financial 15,00
Team 10,66
Quality of Pitch 16,33
EviView Product 14,66
S literreg B Aantie
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Potencial to Disrupt 13,66
Financial 12,00
Team 12,00
Quality of Pitch 13,00
OnTheQT Product 14,33
Potencial to Disrupt 12,00
Financial 12,33
Team 13,00
Quality of Pitch 15,33
OMKO Product 14,33
Potencial to Disrupt 15,00
Financial 14,66
Team 16,66
Quality of Pitch 16,00
Exceedence Product 16,33
Potencial to Disrupt 16,33
Financial 15,33
Team 15,33
Quality of Pitch 17,66
The Beauty Budyy Product 14,66
Potencial to Disrupt 15,33
Financial 16,33
Team 16,66
Quality of Pitch 17,00
Showwork Product 16,33
Potencial to Disrupt 17,00
Financial 16,66
Team 16,00
Quality of Pitch 18,00
Trustap Product 15,66
Potencial to Disrupt 16,66
Financial 16,00
Team 16,66
Quality of Pitch 16,66
Spearline Risk and Product 15,00
Complience Potencial to Disrupt 13,50
Financial 17,00
Team 16,00
Quality of Pitch 17,00
Shopless Product 14,66
Potencial to Disrupt 14,00
Financial 14,66
Team 15,00
Quality of Pitch 16,33
S literreyg ,"ﬁ* Q};r;;‘
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The evaluation and feedback were done directly with the participants. It was not used
the Juri Criteria as used in other bootcamps.
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6. BOOTCAMPS EVALUATION
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Metodology

To collect participants feedback, it was used the follow questions:
What worked well?
What could be better?

What have you learnt?

What will you do know and What support will you need?

Figura 7 - Take aways board

Each participant could type in a post-it his opinion and glue it to the board.

Take away evaluation
e What worked well?
- The schedule of the event;
- The mentor’s expertise;
- SmartXchange platform;

- The opportunity to detail the business plan;
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- Networking;

- Tools to understand better the key business aspects;
- Opportunity to improve and test pitch quality;

- Keynote of fundings;

- Networking;

- Keynote sessions;

- Interactions with SmartXchange;

- The quality of the Keynotes;

- Keynotes clear and creative;

- Ability to maintain the focus of the participants;

- Availability and accessibility of the mentors;

- Good energy and environment.

e What could be better?
- The first day could be more quiet;
- Pecha Kucha presentations;
- Address the internationalization theme - explain more;

- SmartXchange only based on speculation. Maybe associate some extra
factors to differentiate each organization;

- There was some inertia on participants behaviour, in order to take advantage
of the meeting points. This initiative could start from mentors;

- Define and share the final agenda early.

e What have your learnt?
- Import tips for the business model canvas;
- Work with SmartXchange tool;
- International Marketing;
- Negotiation;
- Funding steps;
- Better understanding of BMC;
- Better results analyse;

- Think about the internationalization;
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e What will do you know?
- Apply some knowledge in practice;
- Take the first customer that we had and build a use case around it;
- Remake how we see the customer relationship;
- Try to find partners;

- Search for new markets and new partners;

- Keep Working in the internationalization.

e What support will you need?
- Attracting partners;
- Networking;

- Keep connections with universities and the networking.
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