Let's dive in further,
to this Journey Map,
and take a closer look at
each of the 24 steps,
emphasizing
a few
points
along the journey




“Typical” Small Business Entrepreneurial Journey

Develop the Vision / Find
a Mentor

Crystalize your
Hypothesis using the
BMC / Value Proposition
Design

Conduct Customer
Segmentation / Identify
the persona of your early
adopter intended targeted
customers / sub
segments

raft your Minimal Viable
Product or Service that
you intend to offer/sell to
the marketplace

Establish/buy a domain
name then consider
creating a legal entity

Pruﬁclency| 1 |2 | 3|4|5|

[1]2]3]4]s]

[1]2]3T¢]5]

|Proﬂclency|1|2|3|4|5|

Think through your Go to
Market approach: B:B, B:C,
B:G then map the stakeholder
ecosystem, partner
organizations, customer types
and competition; register with

SAM.gov if applicable
F 11]2]3]4]5

Identify the first 10
intended targeted
customers / early
adopters by NAICS
codes, title, name, POC

for discovery and sales
[ [1]2]3]4]s

qgablish the sales
structure you will use;
identify required retail
space, warehouse,
manufacturing, office

space if relevant
Proficiency] 112|345

Prepare for growth, hyper
growth, scaling and / or
exiting or negotiating the sale
of the business ; succession
planning; plans for sale, or
exit

Ensure business is HR
compliant; ensure business
has the appropriate set of
Cybersecurity measures for
compliance; set up self audit
schedule

Begin using the structure, approach,
frequency of stewardship and key
performance metric reporting
frequency using the metrics that
matter; make business course
corrections based on data insights

21

Develop Business Imperatives for a
two year outlook; develop a suite of
the fewest correct, simple metrics,
conduct stewardship and reporting
on regular frequency to track
progress .

Proficiency| 1 | 2 ]3[4 ]5

Developing the Business

- N W

4 =Good (We do this regularly and systematically)
=Average (We have some skills in this area)

=Poor (We do this irregularly and in an ad hoc manner)
=Nonexistent (We do not have these skills at all)

Self Assessed Proficiency — From Subject Matter Expert to Needing Mentorship
5 = Excellent (We do this regularly, systematically, and with continuous improvement)

Munsasiaqhy ‘solpayy ‘saanesadwy olbajens

Customer Discovery, Validating the Hypothesis, Early Adopter

Launch Customer Discovery
Process ; ask “is Intellectual
Property” relevant? List /
assess discovery lessons
learned

Using learnings from 10-30
discovery
interviews/discussions,
assess the need to “pivot” or
stay the course toward your
vision

Q D

etermine if licenses,
certifications are
needed/required; apply for
appropriate SDBVOB, SWAM,
8a or other designations
would be beneficial

aevelop full cost stack budget

estimates per unit being sold;

develop rough 15t draft of year
1 revenue projections by

month using projected pricing

[Proficiency] 1 [ 2] 3] 4] 5]

Plan “pitch” Narrative, Financial Projections (Rev./ Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Development, Sales, Operations , Scaling

Consider venture growth
staffing needs; internships,
training, onboarding;
prioritize staffing for growth,
i.e. business development,
operations, etc.

dentify, assess 5 elements of

business risk and build risk

mitigation steps for each as
relevant; update pitch

[Proficiency] 1 [2 ]3[4 ]5]

[Proficiency] 1 [2 ]34 ]5]

etermine need for access to
capital, funding, and how it
would be spent; explore
grants if appropriate; reflect
any loan repayment in cash
flow; ref build cap table if

relevant; update pitch
Profici 1]203]4]5

Validate / Refine / Adjust
pricing strategy and tactics;
revise revenue forecasts
accordingly; update 2 year
cash flow spreadsheet;
update pitch; establish basic

book of business accountin
Proficiency] 1 [ 2[3]4]5

efine then choose channels
to market strategy; choose
relevant channel design; plan
to build and host website in
accordance with pre-
engineered templates and

sound hosting platforms

Create draft marketing plan based
on master branding / positioning,
product/ service brand current and
future product/service architecture;
conduct message mapping exercise
for social media content creation
themes executed via editorial
calendar execution plan

Proficiency] 1 [2]3]4 ][5

14

Develop a compelling
business narrative;
synthesize financial

projections into modular pitch

suitable for multiple business
purposes, i.e. sales, raising

capital; iterate, refine
[Eatene 1 12131 4151

@ Build/Refine Revenue
Projections, COGs, Operating
Expense Budget into 2 year
cash flow spreadsheet;
determine sales milestones

Proficiency| 1| 2| 3|4 ]5

Small Business Entrepreneurial Map — Original Work by George Siragusa, Senior Business Adviser, Mason SBDC — Copyright March 2025



Step # 1 Points of Emphasis

. . ‘ GROWING
Develop your Vision ¥ SMALL BUSINESS

and Timeline for the
business / business
imperative or
growth objective.

TIMELINE

Find a mentor or

mentors. Get some

assistance. L’

s
,/

7’
Self Assessed Proficiency - From Subject Matter Expert to Neyfg Mentorship

5 = Excellent (We do this regularly, systematically, and with cyﬁuous improvement)

,1

4 =Good (We do this regularly and systematically) P
3 =Average (We have some skills in this area)

2 =Poor (We do this irregularly and in an ad hoc manner)
1 =Nonexistent (We do not have these skills at all)

a musician all had great mentors who helped them unlock their potential. Here's

QUALITIES

OF A GREAT MENTOR

Every successful person in the world

they’re an

how you can tell whether or not you have a great mentor or not.

A great mentor always

pushes you to be better

and never lets you rest
on your laurels

Your mentor should
have a ton of relevant

experience and wisdom

they can draw upon

IS WHERE YOU
WANT TO BE ©

Choose a mentor that
shares the same vision
of success as you

YO
Ag

A great mentor...
CHALLENGES IS INVESTED IN
‘ You N\ / UR SUCCESS

reat mentor is happy

to see you succeed and
even potentially
surpass them

——GUIDES YOU

 ——

SUPPORTS o—

.A great mentor will pick
you up when you

stumble and fall

IS A GREAT
LISTENER

Your mentor should be
willing to listen to more
n just their own
opinion

——oRESPECTS
YOU .
At e st

AVAILABLE

A great mentor should
always be available to
provide the help and
advice you need

TOWARD THE
ANSWER

Mentors should never
just give you the

answer, bul give you
the tools to figure it out
yourself

PROVIDES

CONSTRUCTIVE

FEEDBACK

Your mentor will praise
you when you've done
right and, most
importantly, help you
figure out what went
wrong

and Instead see you as
their equal

This “Typical” Entrepreneurial Journey Map Features:

{ “Typical” "\

Roadmap

4 Broad
“themes”

24
Work Blocks
or “Action”

Elements

Self -

an athlete or

“Proficiency

Rating”




Step # 1 Points of Emphasis

Benefits of finding Mentors early in the Journey

<

|dentify pitfalls to avoid, highlight lessons learned from
perspective, experiences

Potential to shorten the process journey

Help stretch and save precious owners investment
Make valuable introductions and connections

|dentify valuable and time saving resources, frameworks
Make informed, data driven, actionable decisions

Help hold you accountable to milestones and deadlines

D N NI N N NN

Mentors can be guides on your journey |

QUALITIES

Every successful person In the world they’re an
a musician all had great mentors who helped them unlock their potential. Here's
how you can tell whether or not you have a great mentor or not.

CHALLENGES

IS WHERE YOU

. WANT 10 BE

SUPPORTS
A great mentor will pick
you up when AMERIG
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an athlete or

A great mentor...
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Step # 2 - Points of Emphasis

Complete the
Value
Proposition
Design and
worksheet

How to reclt e products and
services customers want.
Get tart d with... \& &

Value S
Proposmom ,3 “'w
De5|gn ",.

Value Proposition Canvas

Product

Benefits

Customer

Features

Experience

Company:
Product:

Ideal customer:

Substitutes

This “Typical” Entrepreneurial Journey Map Features:

Did you conduct

a thorough side
by side
comparison of the
substitutes, the
competition?



e
T 1" Ei

Step # 2 Points of Emphasis

Competitior Website Industry/ Sector / Segment
Businesses URL Link Competitor is in

Competitive Comparative Matrix Insights Exercise Template
NOTE: Create in Excel; minimum of 5 competitors; modify columns as applicable

Location Phone
Geographic Reach #

Est. Sales Unique Feature Benefit Point(s) of
SUSD  Branding #1 #1 Differentiation

Sell Through
Channels?

Relevant
Comments

Competitor # 1

Competitor # 2

S m e—

3

Competitor#4

LEokif Identi
Collect 29K 'O Trends

Patterns
Facts -
B— —

Look for
Insights

Identify
Implications

Make

. Choices /
Discuss Path

Options
ey m—

Understand
Consequences

St irj’sightsf ijmplic%t!ijonﬁ nd t{peﬁi actionq}

Take

Action/Execute

—

What did you
learn
from this exercise?

What were
your top 3
insights?

Did those
insights have
implications?



Step # 2 - Points of Emphasis

Outperform

competition
9 substantially on at Differentiate
e di least one from
1 It B cecost dimension competition

to copy Focuses on jobs,

pains and gains that

people will pay a lot
of money for

v

Is

embedded ) . -
: oy 10 Characteristics of a 6 ASgo N

usiness customers
- measure

Great Value Proposition

success

Focuses on
what matters

most to the Goes beyond
e s functional jobs and
5 address
3 Focuses on Target few jobs, emotional &
unresolved pains, and social jobs
pains gains but

extremely well

This * Typrcal Enercprencur/al Journey Map Features:
=1 “Typical” "\

Roadmap

4 Broad
“themes”

Rating”

How to create products and
services customers want.
Get started with... > @

Value f"—"-z g Mkt

'|l'

Proposulon- ;:] it
De5|gn » o R

~E‘r‘) l'

strotegyzer.com/vpd

Alex Osterwalder

Alan smith

Sty
Trish Papadakos

WILEY




Step # 3 Points of Emphasis

Targeted Segment

Total Available
Market
The Construction Industry

e  $13Trillion Annually Now you need
to curate a list of
your first 5-10
customers!

You need to find

Serviceable .
OBtaiable the business and

Construction Market the PO int of

Management Software

e  $193 Billion contacts!




This “Typical” Entrepreneurial Journey Map Features:

Step # 3 Points of Emphasis = )

4 Broad

weows Targeted Consumers
SENIORPFﬁOlJJEIET BAQ\MRISRTAERT%R PACK U S i n g yo u r V P D’ d eve | O p

Is it scalable?

your intended targeted

Will it screw with
my workflow?

movanwe J ‘ L) S, R Customer / client
N | “personas”

BUILDING MATERIAL

INNOVATIVE
SUSTAINABILE
BUILDING MATERIALS

Our Buyers Meet our customer, Derek.

Trassportation Director at Community School District

e Proven, scalable products that don't disrupt
workflows

Deliver sustainable, future-ready buildings on Eormer school bus : 7 Manages $5.7MAT (~10%
time driver for 15 years g’ Of the district's budget)

Needs:
Reliable supply chain & logistic

BMS (smart building) compatibility
e

Transports 2.7k students communicates with
: @ & EAR
with 40 drivers. Sk« parents daily



. . This “Typical” Entrepreneurial Journey Map Features:
Step # 4 Points of Emph =)
e oINtS OT EMpPNAsIS
B ad
Fr 5

oaly)

n 8d hoc mares)

A Minimal Viable Product (MVP) : B

The simplest form of a product or service
that still delivers its core value
proposition.

Its purpose is not to be a fully polished or
complete product or service.

It allows you to test your primary business
assumptions and gather real user
feedback - - early on in the journey.



Step # 5 Points of Emphasis

e Establish a Domain
Name

e Consider the
implications of your
“Master Brand”

 Consider creating the
most relevant legal
entity

Your Business

Proprietorship,

Partnership or
* Register with the VCC A Corporation

Meir Liraz

atures:




Step # 6 Points of Emphasis

* Map the EcoSystem in
which your business,
industry exists

Map all the
Stakeholders /
Partners /
Competitors, etc.

Conduct a
comparative
competitive analysis




1
This “Typical” Entrepreneurial Journey Map Features:

Step # 6 Points of Emphasis ==

4 Broad
“themes”

24
Work Blocks
or “Action”

Elements

Self -

“Proficiency

Rating”

Competitive Comparative Matrix Insights Exercise Template
NOTE: Create in Excel; minimum of 5 competitors; modify columns as applicable

Competitior Website Industry/ Sector / Segment Location Phone Est.Sales Unique Feature Benefit Point(s) of Sell Through  Relevant
Businesses URL Link Competitor is in Geographic Reach # SUSD  Branding #1 #1 Differentiation Channels? Comments

Competitor # 1 i

| - o » -
l
i

I
amenrsz— INSIGhLS, ijmplic%ltijon§ aqd F\eﬁ'n actioan
| | | Make ;?:‘t(;n/Execute
Choices /

Discuss

lentity  Understand ™\ 0EERS  path —
Consequences
Look for Implications 3= - -

Identi
Collect Look for Trends

Patterns
Facts -
B— —

Insights




Step # 6 Points of Emphasis

From your comparative competitive
analysis, how is your value proposition :
Differentiated
Novel
Innovative
Unique
Faster

Ask yourself:
“How is your value proposition to the
marketplace as good as or better than
the top 3 leading substitutes? “,.. ...in at least 1 dimension




Step # 6 Points of Emphasis

The Six Stages of the Buyer Experience Cycle

Purchase Delivery Use Supplements Maintenance Disposal

Customer
Productivity

DIFFERENTIATION

Convenience Simplicity

The Six Utility Levels
Risk

Image

Environmental Fun and

Friendliness

Source: Chan Kim and Renee Mauborgne, “Knowing a Winning Business |[dea When You See One”, https://hbr.

0rg/2000/09/knowing—a—winning—business—idea—when—iou—see—one/ar/‘l , Seﬁtem ber 2000

How is your value
proposition
Differentiated

e Novel
* Unique
 |nnovative

Ask yourself: How
are you as good as
or better than the
top 3 leading
substitutes in the
marketplace?



This “Typical” Entrepr
A - B

| O | R

Step # 7 Points of Emphasis

From the Value

Proposition Design and You will need to
the customer LS 0 curate a list of
segmentation, (step #2, } your first 5-10
3), identify... - Y% customers!

... the first 5 to 10 N 1 v You need to find
intended targeted - L ME the business and
customers to approach | the POC info:

for customer discovery / : —— = * Name
and / or early sales T E';]lz”

Phone #



This “Typical” Entrepr
'V-n—l‘ T & & -, T

v i | R

Step # 8 Points of Emphasis

Your proposed “Go To Market
GTM” strategy should be

considered here:
 B:B?

e B:C?

e D:C"?

B:G?

What is the most
appropriate sales
structure for your
business?

* Inside Sales?

* Field Sales?

* Technical Sales?

* Qutsource Sales to a
fractional sale rep?

e Online sales only?

e Sell via intermediary?

* Enterprise Sales?

Other

Ask yourself, “who” in your
organizational (now or down the
road) will do the Sales
Development?




Consider attending

Workshops

& Events -
Mason
SBDC

Develop the Vision / Find
a Mentor

Crystalize your
Hypothesis using the
BMC / Value Proposition
Design

Conduct Customer
Segmentation / Identify
the persona of your early
adopter intended targeted
customers / sub
segments

raft your Minimal Viable
Product or Service that
you intend to offer/sell to
the marketplace

Establish/buy a domain
name then consider
creating a legal entity

Pruﬁclency| 1 |2 | 3|4|5|

[Proficiency] 1 T2 3] 4] 5]

MSBDC “How To” Webinars Associated with Phase T

Think through your Go to
Market approach: B:B, B:C,
B:G then map the stakeholder
ecosystem, partner
organizations, customer types
and competition; register with

Identify the first 10
intended targeted
customers / early
adopters by NAICS
codes, title, name, POC

qgablish the sales
structure you will use;
identify required retail
space, warehouse,
manufacturing, office

[1]2]3T¢]5]

|Proﬂclency|1|2|3|4|5|

[1T2]s]«]s]

SAM.gov if applicable
F 1 1]2]3]4]5

for discovery and sales
[ [1]2]3]4]5

space if relevant
Proficiency| 1 | 2| 3|4 |5

Prepare for growth, hyper
growth, scaling and / or
exiting or negotiating the sale
of the business ; succession
planning; plans for sale, or
exit

Ensure business is HR
compliant; ensure business
has the appropriate set of
Cybersecurity measures for
compliance; set up self audit
schedule

Begin using the structure, approach,
frequency of stewardship and key
performance metric reporting
frequency using the metrics that
matter; make business course
corrections based on data insights

21

Develop Business Imperatives for a
two year outlook; develop a suite of
the fewest correct, simple metrics,
conduct stewardship and reporting
on regular frequency to track
progress .

Proficiency| 1 | 2 ]3[4 ]5

Developing the Business Plan “pitch” Narrative, Financial Projections (Rev./ Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Development, Sales, Operations , Scaling

Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer Segmentation, Eco System Stakeholder Mapping, Competitive Analysis

Anatomy of Small Business Entrepreneurial Journey
Legal & Admin Steps to Starting a Business
Value Proposition Design and Message Mapping
Government Contracting 101

Small Business Financing
Preparing your Business Briefing / Narrative / Pitch
Marketing 101
Digital Marketing — SEO and Social Media Marketing
Accounting, Budgeting, Financial Management

Performance Management — Guide to Key Performance Indicators / Biz Dashboards
Business Operations: Taxes, HR, Legal, Real Estate, Management, Leadership

AMunaasiaqhy ‘sanayy ‘seanesaduy sibsyens

Cyber Security for Small Business

Customer Discovery, Validating the Hypothesis, Early Adopter

Launch Customer Discovery
Process ; ask “is Intellectual
Property” relevant? List /
assess discovery lessons
learned

Using learnings from 10-30
discovery
interviews/discussions,
assess the need to “pivot” or
stay the course toward your
vision

Q D

etermine if licenses,
certifications are
needed/required; apply for
appropriate SDBVOB, SWAM,
8a or other designations
would be beneficial

aevelop full cost stack budget

estimates per unit being sold;

develop rough 15t draft of year
1 revenue projections by

month using projected pricing

[Proficiency] 1 [ 2] 3] 4] 5]

Consider venture growth
staffing needs; internships,
training, onboarding;
prioritize staffing for growth,
i.e. business development,
operations, etc.

dentify, assess 5 elements of

business risk and build risk

mitigation steps for each as
relevant; update pitch

etermine need for access to
capital, funding, and how it
would be spent; explore
grants if appropriate; reflect
any loan repayment in cash
flow; ref build cap table if

Validate / Refine / Adjust
pricing strategy and tactics;
revise revenue forecasts
accordingly; update 2 year
cash flow spreadsheet;
update pitch; establish basic

efine then choose channels
to market strategy; choose
relevant channel design; plan
to build and host website in
accordance with pre-
engineered templates and

Create draft marketing plan based
on master branding / positioning,
product/ service brand current and
future product/service architecture;
conduct message mapping exercise
for social media content creation
themes executed via editorial
calendar execution plan

14

Develop a compelling
business narrative;
synthesize financial

projections into modular pitch

suitable for multiple business
purposes, i.e. sales, raising

capital; iterate, refine
[Eatene 1 12131 4151

@ Build/Refine Revenue
Projections, COGs, Operating
Expense Budget into 2 year
cash flow spreadsheet;
determine sales milestones

Proficiency| 1| 2| 3|4 ]5

[Proficiency] 1 [2 ]3[4 ]5]

[Proficiency[ 1 [2 [ 3] 4]5]

relevant; update pitch
Profici 1]203]4]5

book of business accountin
Proficiency] 1 [ 2[3]4]5

sound hosting platforms

fency[ 1[2]3J4]5

Small Business Entrepreneurial Map — Original Work by George Siragusa, Senior Business Adviser, Mason SBDC — Copyright March 2025
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“map”, lets
pause for
Questions

and

Discussion!

WD HAVE




e s Typical” Small Business Entrepreneurial Journey

would be week [peviopthe visionFina Crystalize your Conduct Customer ratt your Minimal Viable e;,mmm, « domain Think through your Gote dontiy the first 10
aMentor Hypothesis using the Segmentation ! Identify Produet or Service that name then consider Market approach: B8, B.C, intended targeted
BMC/ Value Proposition the persona of your early | | youintend to offerisell to craating a lagal entity 516 han i the sikehlir customers I early
2...BUT..... Design adopter intended targeted the marketplace erganimatons,ohtomer 048 adopters by NAICS
customers { sub an jstarwity | | codes, title, rame, POC:
segments sA cable
[Prateney] [ 2] 3]+ [Prateney]  [2] 9]+ ] [Brefemey] 1 [2[:T¢T5] [Erefetmes] [T T5] Frofeiemey] 1 [2 [ - 45

Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer fon, Eco System Mapping, itive Analysi:

ompa-w growth, hyper

growth, seallng and for -

exlting ornegotiaing the sale
ofthe business ; sucsession
planning: plans for sale, or

[ J——
::.E’JL‘."?,;J:::L?.“I’E? . | Self Assessed Proficiency - From Subject Matter Expert to Needing Mentorship
ity meses o
o ! 5 = Excellent (We do this regularly, systematically, and with continuous improvement)

oLuunuhCushm\u Discovery '

Process. ask is Intellectual
Property” relevant? List |
assess discovery lessons
learned

[Frefeiens] 12 ]

Using learnings from 10-30

Intarviewstdiscussions,
assess the need to “piva” or
stay the soursa toward your

[Frefiensr] [ 5 [+]5]
[ Detarnine I lisenses,

certfications are
needecliequired; apply for
appropriats SUBVOB, SWAM,
84 or other designations
would be benefial

[Erefeions] (2 [T ¢]

velop full sost stack budget

Profeieney] ] 2131415
estimatas por unt being sl
devalop rough 1 draft o year
1 revanue projections:
menth using projectedt preing

el Buaines mperstros or
oy ook deveop sl of
e cornet, s e e,
condue stevenitipand ety
on e Feueney o ok
wogess
[EEEaaane|

4 =Good (We do this regularly and systematically)

‘Begin sing e structre, spprach,
roquensy o stevarcshipand ey

emea e moR, 3 =Average (We have some skills in this area)
Beclrabraria=

2 =Poor (We do this irregularly and in an ad hoc manner)

1 =Nonexistent (We do not have these skills at all)

Ausnoesieqhy ‘saujely ‘seanesedwy aibejens

‘Customer Discovery, Validating the Hypothesis, Early Adopter ‘

Developing the Business Pian “pitch” Narrative, Financial Projections (Rev. / Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Developmen@iSales, Operations , Scaling

o | P B Qe | P @ v - grrer—

‘stalfing nesds; internships, business fisk and build risk. capital, funding, and how it L] 3 prodect { res rang eurant sed business narr by F;j-diun; Cdﬂis’::;ii ng
training, onbearding; miigation stape for each as e oot s wee synthesize finandll cpense Budget into 2 year

priortize stafing for growth, relevant; update pich gt Il appropiate; relact accorndingly; updte 2 year Ly et low speands
8, busines s development, pr 3 suitable for mutipie bffness. determine sales milestones
operations, ete. Now; ref build eap table if update piteh, establish basic p g purpeses, .o sales, fising
X clusin oo o e o
Enanoe |l = naann) i ne Priseg] 251 % 15 EEmnnann| = naana)

Small Business Entrepreneurial Map— Original Work by George’ ‘on SBDC — Copyright March 2025



“Typical”

Develop the Vision / Find
a Mentor

Crystalize your
Hypothesis using the

Conduct Customer
Segmentation / Identify

raft your Minimal Viable
Product or Service that

Establish/buy a domain
name then consider

mall Business Entrepreneurial Journey

Think through your Go to
Market approach: B:B, B:C,
B:G then map the stakeholder

Identify the first 10
intended targeted

qgablish the sales
structure you will use;

BMC / Value Proposition the persona of your early you intend to offer/sell to creating a legal entity customers / early identify required retail
. . ecosystem, partner
Design adopter intended targeted the marketplace organizations, customer types adopters by NAICS space, warehouse,
customers / sub and competition; register with codes, title, name, POC manufacturing, office
segments SAM.gov if applicable for discovery and sales space if relevant
[Proficiency] 1 J2 3[4 5] [F [1T2]3]4]s] [F [1]2]3T¢]5] [Proficiency] 1 T2 3[4 ] 5] [1]2]3T4«]5] [ [1]2]3]4]s [ [ T2]3]4]s} proficiency] 1 [2[ 3[4 [5

0 Prepare for growth, hyper

growth, scaling and / or
exiting or negotiating the sale
of the business ; succession
planning; plans for sale, or
exit

Ensure business is HR
compliant; ensure business
has the appropriate set of
Cybersecurity measures for
compliance; set up self audit
schedule

Begin using the structure, approach,
frequency of stewardship and key
performance metric reporting
frequency using the metrics that
matter; make business course
corrections based on data insights

21

Develop Business Imperatives for a
two year outlook; develop a suite of
the fewest correct, simple metrics,
conduct stewardship and reporting
on regular frequency to track
progress .

Proficiency| 1 | 2 ]3[4 ]5

Developing the Business Plan “pitch” Narrative, Financial Projections (Rev./ Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Developmen

Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer Segmentation, Eco System Stakeholder Mapping, Competitive Analysi

4 =Good (We do this regularly and systematically)

3 =Average (We have some skills in this area)

2 =Poor (We do this irregularly and in an ad hoc manner)
1 =Nonexistent (We do not have these skills at all)

Self Assessed Proficiency - From Subject Matter Expert to Needing Mentorship
9 = Excellent (We do this regularly, systematically, and with continuous improvement)

AMunaasiaqhy ‘sanayy ‘seanesaduy sibsyens

Customer Discovery, Validating the Hypothesis, Early Adopter

Consider venture growth
staffing needs; internships,
training, onboarding;
prioritize staffing for growth,
i.e. business development,
operations, etc.

dentify, assess 5 elements of

business risk and build risk

mitigation steps for each as
relevant; update pitch

[Proficiency] 1 [2 ]3[4 ]5]

[Proficiency] 1 [2 ]34 ]5]

etermine need for access to
capital, funding, and how it
would be spent; explore
grants if appropriate; reflect
any loan repayment in cash
flow; ref build cap table if

relevant; update pitch
Profici 1]203]4]5

Validate / Refine / Adjust
pricing strategy and tactics;
revise revenue forecasts
accordingly; update 2 year
cash flow spreadsheet;
update pitch; establish basic

book of business accountin
Proficiency] 1 [ 2[3]4]5

efine then choose channels
to market strategy; choose
relevant channel design; plan
to build and host website in
accordance with pre-
engineered templates and

sound hosting platforms

Create draft marketing plan based
on master branding / positioning,
product/ service brand current and
future product/service architecture;
conduct message mapping exercise
for social media content creation
themes executed via editorial
calendar execution plan

14

Develop a compel
business narrati
synthesize finang

projections into modul

suitable for multiple b)

purposes, i.e. sales,

capital; iterate, ref

Proficiency] 1 [2]3]4 ][5

Small Business Entrepreneurial Map — Original Work by George

Launch Customer Discovery
Process ; ask “is Intellectual
Property” relevant? List /
assess discovery lessons
learned

Using learnings from 10-30
discovery
interviews/discussions,
assess the need to “pivot” or
stay the course toward your
vision

| re—r——

etermine if licenses,
certifications are
needed/required; apply for
appropriate SDBVOB, SWAM,
8a or other designations
would be beneficial

aevelop full cost stack budget

estimates per unit being sold;

develop rough 15t draft of year
1 revenue projections by

month using projected pricing

[Proficiency] 1 [ 2] 3] 4] 5]

Sales, Operations , Scaling

@ Build/Refine Revenue

Projections, COGs, Operating
Expense Budget into 2 year
cash flow spreadsheet;
determine sales milestones

on SBDC — Copyright March 2025




This “Typical” Entrepr
'V-n—l‘ T & & -, T

v i | R

Step # 8 Points of Emphasis

Your proposed “Go To Market
GTM” strategy should be

considered here:
 B:B?

e B:C?

e D:C"?

B:G?

What is the most
appropriate sales
structure for your
business?

* Inside Sales?

* Field Sales?

* Technical Sales?

* Qutsource Sales to a
fractional sale rep?

e Online sales only?

e Sell via intermediary?

* Enterprise Sales?

Other

Ask yourself, “who” in your
organizational (now or down the
road) will do the Sales
Development?




This “Typical” Entrepreneurial Journey Map Features:
=) V| O s - = =

Step # 9 Points of Emphasis e

Is my innovation
patentable?

Should it be?

And if not, how
do | protect my
trade secret?



Step # 10 Points of Emphasis

“Ounce for ounce, there's no better way John Mullins

10 loam what customers want and will Authoe of The New
buy than this wonderful little book. If you Business Road Test
want your new product of new business

10 succeod, start here

marketplace? :

Rob Fitzpatrick

THE

, Value Proposition éanvas

M o M Product Customer
I I Benefits
Es Wants
How 1o talk to customers and learn
if your business is a good idea ’ Experience|{ —m—————— Fears
when everyone is lying to you
Features Mesds
CoaTiE

Substitutes

This “Typical” Entrepreneurial Journey /Map Features:
= C . { “Typical” "\

Roadmap

4 Broad
“themes”

24
Work Blocks

Think you have created value in the

Test your hypothesis with “Discovery”
BEFORE you sink big $55s !

TALKING
T0 HUMANS

or “Action”
Elements

Q VPD Development, Search for a Validated BMC
and Customer Discovery Process Iteration
"" L H':;:tsl‘;smm

..,un’w* POFITABLE
omv“a’ REPEATABLE

Step#1 o o au\mﬁss SCALABLE,
hdEL Step#3 Step#4
o
‘CUSTONER
DISU'IRV —>/[ VALIDATION
O o STV
ronocn alilil i
H usme.ss

PlvoT HoDEL
CUSTOMER DEVELOPHENT.

Step#2 mmw'" el
€X, ] ERINI
risss/

Yiperhesis S 8RS

PES KN me &ANK




rney Map Features:

Step # 10 Points of Emphasis e e ()

4 Broad

Do you believe you have created value in the marketplace? :
Test your hypothesis with “Discovery” BEFORE you sink big $SSs !

<§ VPD Development, Search for a Validated BMC, VPD
and Customer Discovery Process Iteration Rob Fitzpatick

THE
MOM
TEST

How to
if

Step#1 4 ©

Yol
whe

TALKING
10 HUMANS

CUSTOMER DEVELOPHENT.

/

Step#2 CUSTONER DEVELOPHENT NSIEHT
2 DES
€XPERIM

A 3 N rPeNT oF

S usTONERS




Step # 11 Points of Emphasis

AMERICATS

VIRGINIA

MASON

This “Typical” Entrepreneurial Journey Map Features:

{ “Typical” "\

Roadmap

4 Broad
“themes”

24

3=Average (We have som s are > -~ | Work Blocks

or “Action”
Elements

1=Nanexistent (Ve do not

Self -

“Proficiency

| Rating”

SBA WOSB Certification Summary Sheet

10306 Eaton PI, Suite 180, Fairfax, Virginia 22030 | www.masonsbdc.org | Phone: 703-261-4105

Helpful Resources:

WOSB Website

LS. Small Business Administration (SBA)
WOSB Fact Sheet
Certification Options Table

] alest l AQs

Local Women's Business Center Finder

e

WOSB.Certifv Knowledge Base AMERICA S

WOSB Quick Start Guide SBA Veteran Certification Summary Sheet

10306 Eaton PI, Suite 180, Fairfax, Virginia 22030 | www.masonsbdc.org | Phone: 703-261-4105

(MILITARY ] (BUSINESS OWNER]

VetCert Support
VetCert Benefits
VetCert Fact Sheet
VetCert FAQs

Veteran Contracting Assistance Programs

Office of Veterans Business Development

Surplus Personal Property for Veteran-Owned Small Businesses

Service-Disabled Veteran-Owned Small Business Program




Ste p # 1 2 PO i nts Of E m p h a S i S 77ris. f‘?;?/cal" Entrepreneurial Journey /-nap Features:

O O | Y= ) “Typical”

Roadmap

4 Broad

Begi N to create Cost Stack - Government Contracting
a very rough e }
i d e a Of t h e otat indiesct Rte - — e
startup and P Ovanes

General and

steady state

SBDC Cost Stack - P&L Cost Centers

operational S8DC
costs buckets s

J L o
Cost of

Revenue (Rev) goods sold,

Rev = Price * Units Support Costs
O r e cost of
Gross Margin (GM)

Price/unit

GM = Rev - COGS - services
Operations

Overhead A
Operations

business you
envision T




This “Typical” Entrepreneurial Journey Map Features:
| Ve R V) O =

Step # 12 Points of Emphasis R )

Roadmap

4 Broad
“themes”

Revenue (Rev)

Rev = Price X # Units The IICOSt StaCkII

Gross Margin (GM)
GM = Rev — COGS Ave Price in

- BT —— SUSD times #of Your cost stack

units / of can also help you:
Taxes and Interest pro ducts or p y

services sold

Ré&D Costs

General Administrative Costs d ”tESt” nOt SEt
~— QOperating ( )
Use to

Distribution / Channel Costs Costs yo ur p ricin g
Calculate

the Cost of Seliiog & Macketing Costs .
Customer e determine

ACQUiSitiOn Operations Overhead yo u r "COSt Of

Indirect Lal?or, Materials, Acq u I rl ng
Equipment Custome rS”

Direct Labor & Materials




Step # 13 Points of Emphasis

Refine and polish your startup /
operational costs buckets for the business
you envision; identify costs of goods
(COGS), utilities, wages, etc.

Based on your market discovery, “Ground
Truth” the assumptions that will underpin
your revenue projections and begin to

build your revenue projections for year 1.

Ask: “how many services / products will
you sell in month 1, 2, 3. etc. and for what
price point(s)? “

This “Typical” Entrepreneurial Journe ap Features.

| O | R | P | O

| will sell “X™ units
of products or
services for price
points of “Y" $$s
per unit.

In month 1 it will
pbe “X" units fimes
“Y" price per
unit....in month 2
it will be........ in
month 3 it will
be.....



Consider attending MSBDC “How To” Webinars Associated with Phase 2

Develop the Vision / Find
a Mentor

Crystalize your
Hypothesis using the
BMC / Value Proposition
Design

Conduct Customer
Segmentation / Identify
the persona of your early
adopter intended targeted
customers / sub
segments

raft your Minimal Viable
Product or Service that
you intend to offer/sell to
the marketplace

Establish/buy a domain
name then consider
creating a legal entity

[Proficiency] 1 J2 3[4 5]

[Proficiency] 1 T2 3] 4] 5]

Think through your Go to
Market approach: B:B, B:C,
B:G then map the stakeholder
ecosystem, partner
organizations, customer types
and competition; register with

Identify the first 10
intended targeted
customers / early
adopters by NAICS
codes, title, name, POC

QStablish the sales
structure you will use;
identify required retail
space, warehouse,
manufacturing, office

[Profictency] 1 [2] 345 ]

|Proﬁciency|1|2|3|4|5|

[1T2]s]«]s]

SAM.gov if applicable
Proficiency| 1 {2 [ 3|45

for discovery and sales
proficiency| 1 [2 [ 3[4 [5

space if relevant
Proficiency| 1 | 2| 3|4 |5

@ Prepare for growth, hyper

growth, scaling and / or
exiting or negotiating the sale
of the business ; succession
planning; plans for sale, or
exit

Proficiency

Workshops

& Events -
Mason
SBDC

Ensure business is HR
compliant; ensure business
has the appropriate set of
Cybersecurity measures for
compliance; set up self audit
schedule

Begin using the structure, approach,
frequency of stewardship and key
performance metric reporting
frequency using the metrics that
matter; make business course
corrections based on data insights

21

Develop Business Imperatives for a
two year outlook; develop a suite of
the fewest correct, simple metrics,
conduct stewardship and reporting
on regular frequency to track
progress .

Proficiency| 1 | 2 |3 |45

Developing the Business Plan “pitch” Narrative, Financial Projections (Rev. / Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Developmen

Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer Segmentation, Eco System Stakeholder Mapping, Competitive Analysi

Anatomy of a Typical Small Business Entrepreneurial Journey
Legal & Admin Steps to Starting a Business

Munsasiaqhy ‘salpayy ‘saanesadwy olbajens

Management, Leadership
Cyber Security for Small Business

Value Proposition Design and Message Mapping
Government Contracting 101
Small Business Financing

Preparing your Business Briefing / Narrative / Pitch
Marketing 101
Digital Marketing — SEO and Social Media Marketing

Accounting, Budgeting, Financial Management
Performance Management — Guide to Key Performance Indicators / Biz
Dashboards

Business Operations: Taxes, HR, Legal, Real Estate,

Customer Discovery, Validating the Hypothesis, Early Adopter

Consider venture growth
staffing needs; internships,
training, onboarding;
prioritize staffing for growth,
i.e. business development,
operations, etc.

dentify, assess 5 elements of

business risk and build risk

mitigation steps for each as
relevant; update pitch

etermine need for access to
capital, funding, and how it
would be spent; explore
grants if appropriate; reflect
any loan repayment in cash
flow; ref build cap table if

Validate / Refine / Adjust
pricing strategy and tactics;
revise revenue forecasts
accordingly; update 2 year
cash flow spreadsheet;
update pitch; establish basic

Refine then choose channels
to market strategy; choose
relevant channel design; plan
to build and host website in
accordance with pre-
engineered templates and

Create draft marketing plan based
on master branding / positioning,
product/ service brand current and
future product/service architecture;
conduct message mapping exercise
for social media content creation
themes executed via editorial
calendar execution plan

Develop a compel
business narrati
synthesize finang

projections into modu
suitable for multiple b)
purposes, i.e. sales,
capital; iterate, ref

fency[ 1[2]3J4]5

[Proficiency] 1 [2 ]3[4 ]5]

[Proficiency[ 1 [2 [ 3] 4]5]

relevant; update pitch
Profici 1]203]4]5

book of business accountin
Proficiency| 1 [2[3[4]5

sound hosting platforms

Small Business Entrepreneurial Map — Original Work by George

Sales, Operations , Scaling

Launch Customer Discovery
Process ; ask “is Intellectual
Property” relevant? List /
assess discovery lessons
learned

Using learnings from 10-30
discovery
interviews/discussions,
assess the need to “pivot” or
stay the course toward your
vision

| re—r——

etermine if licenses,
certifications are
needed/required; apply for
appropriate SDBVOB, SWAM,
8a or other designations
would be beneficial

aevelop full cost stack budget

estimates per unit being sold;

develop rough 15t draft of year
1 revenue projections by

month using projected pricing

[Proficiency] 1 [ 2] 3] 4] 5]

Build/Refine Revenue
Projections, COGs, Operating
Expense Budget into 2 year
cash flow spreadsheet;
determine sales milestones

on SBDC — Copyright March 2025




Referencing
leg 2 of the
“map”, lets
pause for
Questions
and
Discussion!

s/

AL MENTARE BORN EQUATLY FREE AND INDEVENDE -
o - . 3 3 Al IGHYS

WD HAVE



Leg #3 of the
urney

“Typical” Small Business Entrepreneurial Journey

quhli:h the sales

Develop the Vision / Find Crystalize your Conduct Customer raft your Minimal Viable Establishbuy a domain Think through your Gato Identify the first 10
Hypothesis using the Segmentation | Identify Product or Service that name then consider Marke! approach: B8, BC, intended targeted structure you will use;
BNIC Value Proposition the persona of your early | [ youintend to ofersell to craating a lagal entity 88 '::";::m‘;‘l:::‘““’ customers [ early identify required retail
Design adopter intended targeted the marketplace crganizatons oustomer adopters by NAICS space, warshouss,
customers / sub 2 campetion; egisterith | | codes, title, name, POC | | manufacturing, office
sagments SAM oy Happlcabie
(Er K I N I | (= B R R | T K Frofeimey]  J2 [T+ 5) Profewen] (2] ¢]5 @ﬁr-zq—l—\x; i1e
Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer Eco System Mapping, Analysis

Qe

rowth, scallng and [ or
exlting or negoliating the sale
ofthe business ; succession
planning; plans for sale or
et

[Pt T[] <]

[ Jr———

complant; snsure business
has the approprate setof
Cybersecurly measures for
complance set up sell audit
schedule

[EEs] [2H 5]

Bogn eingtne sctrs, pproacn,
requency o stewarhipand hey
e metnc eparing
frequncyaingthemetics tat
v, makn us s coure
comucins besed o dta i

redeimes]  [2] 3] ]

[T ——
vy cuook,ceveop s sube of
e ot correet, sm e metics,
condtstewsriipard repotng
o regul recuancy 1o .
wogress

a

4 =Good (We do this regularly and systematically)
3 =Average (We have some skills in this area)
2 =Poor (We do this irregularly and in an ad hoc manner)

1 =Nonexistent (We do not have these skills at all)

Self Assessed Proficiency - From Subject Matter Expert to Needing Mentorship
5 = Excellent (We do this regularly, systematically, and with continuous improvement)

Aandasieqhy ‘soujey ‘seanesadul sibejess

Customer Discovery, Validating the Hypothesis, Early Adopter

O

Launch Customer Discavery
Process - askis Intsliectual
Property” elevant? List/
assess discovery lessons

learned
[refeims] 2[5 [1¢]

Using leamings from 10:30
@soovery
Intarviewsidiscussions,
assess the nead to “pivet” or
stay the coursa toward your
visio

[Frsfeima] [ [5[15]
[ Deternine Il nses,

eartifications are
neededredquired; apply for
appropriste SVEVOR, SWAM,
Ba of other designations
wauld be benefiial

[refeiwsy] 2[5+ 1¢]

wslop 1ul coststack hudgel

ostimates por unit baing sold;

dovalop rough 1" draft of year
1 revanus projections by

month using projected priing

[Frerema] [ [~ 5]

Developing the Business Plan “pitch” Narrative, Financial Projections (Rev. / Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Development, Sales, Operations , Scaling

?

Q.

[

stafling reeds; intenehips,
aining, enboarding;
prortze staffing for growth,
. business de velopment,
operatins, ate,

businss isk and bild sk
mitigation steps for ach as
elavart, update ptch

starming
eapital, funding, and how i

Vaiidste i
preing sralegy and tactcs;

o market strategy, choose

grants i appropiate; rolest

ascordingly; updats 2 yar

enmisterbrancng | postionng,
sroduc servcs Erand cumentand

business narrative;

[ g
Prfctons COOm, Cpasing
v

i L

flow; rof build cap table if

o] 12 ][5

upeato ich; estabish basic
i« ofbusi

10 build and host website iy
o

talevant, update pitch un e e ‘Sabender R o e
EEmnaonn]l onanon] | connsn ol = nas o] = naann)

suitable for
purposes, i¢. sales, raising

Copyright March 2025



“Typical” Small Business Entrepreneurial Journey

Develop the Vision / Find
a Mentor

Crystalize your
Hypothesis using the

Conduct Customer
Segmentation / Identify

raft your Minimal Viable
Product or Service that

Establish/buy a domain
name then consider

BMC / Value Proposition the persona of your early you intend to offer/sell to creating a legal entity customers / early identify required retail
. . ecosystem, partner
Design adopter intended targeted the marketplace organizations, customer types adopters by NAICS space, warehouse,
customers / sub and competition; register with codes, title, name, POC manufacturing, office
segments SAM.gov if applicable for discovery and sales space if relevant
[Proficiency] 1 J2 3[4 5] [F [1T2]3]4]s] [F [1]2]3T¢]5] [Proficiency] 1 T2 3[4 ] 5] [1]2]3T4«]5] [ [1]2]3]4]s [ [ T2]3]4]s} proficiency] 1 [2[ 3[4 [5

Think through your Go to
Market approach: B:B, B:C,
B:G then map the stakeholder

Identify the first 10
intended targeted

qgablish the sales
structure you will use;

0 Prepare for growth, hyper

growth, scaling and / or
exiting or negotiating the sale
of the business ; succession
planning; plans for sale, or
exit

Ensure business is HR
compliant; ensure business
has the appropriate set of
Cybersecurity measures for
compliance; set up self audit
schedule

Begin using the structure, approach,
frequency of stewardship and key
performance metric reporting
frequency using the metrics that
matter; make business course
corrections based on data insights

21

Develop Business Imperatives for a
two year outlook; develop a suite of
the fewest correct, simple metrics,
conduct stewardship and reporting
on regular frequency to track
progress .

Proficiency| 1 | 2 ]3[4 ]5

Developing the Business Plan “pitch” Narrative, Financial Projections (Rev./ Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Development, Sales, Operations , Scaling

Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer Segmentation, Eco System Stakeholder Mapping, Competitive Analysis

4 =Good (We do this regularly and systematically)

3 =Average (We have some skills in this area)

2 =Poor (We do this irregularly and in an ad hoc manner)
1 =Nonexistent (We do not have these skills at all)

Self Assessed Proficiency — From Subject Matter Expert to Needing Mentorship
5 = Excellent (We do this regularly, systematically, and with continuous improvement)

B

AMunaasiaqhy ‘sanayy ‘seanesaduy sibsyens

Customer Discovery, Validating the Hypothesis, Early Adopter

Launch Customer Discovery
Process ; ask “is Intellectual
Property” relevant? List /
assess discovery lessons
learned

Using learnings from 10-30
discovery
interviews/discussions,
assess the need to “pivot” or
stay the course toward your
vision

| re—r——

etermine if licenses,
certifications are
needed/required; apply for
appropriate SDBVOB, SWAM,
8a or other designations
would be beneficial

aevelop full cost stack budget

estimates per unit being sold;

develop rough 15t draft of year
1 revenue projections by

month using projected pricing

[Proficiency] 1 [ 2] 3] 4]5]

Consider venture growth
staffing needs; internships,
training, onboarding;
prioritize staffing for growth,
i.e. business development,
operations, etc.

dentify, assess 5 elements of

business risk and build risk

mitigation steps for each as
relevant; update pitch

[1]2]3]4]5]

[1]2]3]4]5]

etermine need for access to
capital, funding, and how it
would be spent; explore
grants if appropriate; reflect
any loan repayment in cash
flow; ref build cap table if

relevant; update pitch
Profici 1]203]4]5

Validate / Refine / Adjust
pricing strategy and tactics;
revise revenue forecasts
accordingly; update 2 year
cash flow spreadsheet;
update pitch; establish basic

book of business accountin
Proficiency] 1 [ 2[3]4]5

efine then choose channels
to market strategy; choose
relevant channel design; plan
to build and host website in
accordance with pre-
engineered templates and

sound hosting platforms

Create draft marketing plan based
on master branding / positioning,
product/ service brand current and
future product/service architecture;
conduct message mapping exercise
for social media content creation
themes executed via editorial
calendar execution plan

Proficiency] 1 [2]3]4 ][5

14

Develop a compelling
business narrative;
synthesize financial

projections into modular pitch

suitable for multiple business
purposes, i.e. sales, raising

capital; iterate, refine
[Eatene 1 12131 4151

Build/Refine Revenue
Projections, COGs, Operating
Expense Budget into 2 year
cash flow spreadsheet;
determine sales milestones

Proficiency| 1| 2| 3|4 ]5

8n SBDC — Copyright March 2025



1
This “Typical” Entrepreneurial Journey Map Features:

Step # 13 Points of Emphasis -

Roadmap

4 Broad
“themes”

24
Work Blocks
or “Action”

Elements

Self -

“Ground truth” assumptions =T e
that Wi" underpin the Baseline Revenue Model

Category, AVERAGES | o cc | Peer oaste

revenue projections and Shop__Wine _ Coffee

Transactions per Hour 16: 8 --

Customers per Day 2005 32 18
COStS Food Conversion 25%5 25% --
Daily Revenue $849: $514 $250
Monthly Revenue $25,465; $15,422f $7,507

Yearly Revenue $305,5795 $185,064; $90,082

Develop your 2-3 year cash

A As A
Category Year1l s Year2 Year3 3

flow spreadsheet
Coffee Shop Revenue $256,410 52%| $367,302 54%| $448,921 55%

Beer & Wine Revenue $124,339 25%| $171,629 25%| $180,547 22%
Coffee Bags & Wholesale $64,207 13%| $98,947 14%| $132,527 16%
Farmers Market $43,464 8.9% $47,996 7.0%| $52,528 6.4%
less returns ($15,647) -3.2% ($22,148) -3.2%| ($25,869) -3.2%
TOTAL Revenues $488,420 $685,874 $814,523

Costs Of Goods Sold $167,987 34%| $234,189 34%| $277,165 34%
Payroll Expenses $191,456 39%| $223,034 33%| $296,741 36%
General & Administrative $117,140 24%| $122,446 18%| $125,859 15%
TOTAL Expenses $476,583 98%| $579,669 85%| $699,764 86%

GROSS PROFITS $11,838 2%| $106,205 15%| $114,758 14%




1
. - This “Typical” Entrepreneurial Journey Map Features:
o) Y| Y, | | o ° e “Typical”
ep OINtS OT EMpPNasSIS » , =
4 Broad
“themes”

semancaly, and with contnuous impravement)
tomatioaty)

24
Work Blocks
or “Action”

1 =Nonesistent (e do not have these skils at o
Elements

Self -

Create your business plan modular briefing narrative

Suggested DRAFT Storyboard Outline Flow for your Investor Pitch Deck

« useful starting point PowerPoint template to create a compelling “story” that can be made
relevant for a variety of targeted audiences (i.e. Investor, Bank, Customer, Client, etc.)

“Proficiency

DE'I’:me Ym WTU& _ i Rating”

* modify pages depending on presentation objectives and type of audience
* create a draft for review, iteration and edit
* create the template by making each bolded element its own page title

*  build 3 bulleted phrases per PowerPoint page to reflect key points to emphasize

Intro: What do you do ? + your "WHY"” U Route / Path to Market

Investment Need Summary O Financials: Startup & Operating Cost/Budget Estimates; Revenue
Projection Summary
Scene Set, Context, Statistics, Facts
Traction/Early Adopter Sales/Proof of Concept
The Problem
Major Milestone Timeline / Phases
The Solution and Value Proposition
Strategic Marketing Plan Elements
Competition
Investment Request; Detailed Use of Funds
Strategic Competitive Advantage

Risk Mitigation
The Team

Call to action / Points of Contact

Q
a
Q
Q
Q
Q
Q
Q
Q

Your Business model

The best and easiest way 1o storyboard. | Wonder Unit




ntegrate your P&L as a summary into the narrative

Category

Yearl

As
Percent

Year 2

As
Percent

Year3

As
Percent

Coffee Shop Revenue
Beer & Wine Revenue
Coffee Bags & Wholesale
Farmers Market

less returns

TOTAL Revenues

Costs Of Goods Sold
Payroll Expenses
General & Administrative

TOTAL Expenses

GROSS PROFITS

$256,410
$124,339
$64,207
$43,464

(515,647)

$488,420

$167,987
$191,456
$117,140

$476,583

$11,838

52%
25%
13%
8.9%

-3.2%

$367,302
$171,629
$98,947
$47,996

($22,148)

$685,874

$234,189
$223,034
$122,446

$579,669
$106,205

54%
25%
14%
7.0%

-3.2%

34%
33%
18%
85%

15%

$448,921
$180,547
$132,527

$52,528

($25,869)

$814,523

$277,165
$5296,741
$125,859

$699,764
$114,758

55%
22%
16%
6.4%

-3.2%
el

This “Typical” Entrepreneurial Journe ap Fea
ez g

) Ve | Y| Y

Step # 14 Points of Emphasis




Step # 15 Points of Emphasis

Your Strategic Marketing Plan
should address its purpose

BuILDING YOUR BRAND.

BUILDING YOUR REPUTATION. (9

CREATING COMMUNITY.

(GENERATING LEADS.

(GENERATING SALES.

Marketing Plan Objectives




Step # 15 Points of Emphasis

Sales vs. marketing

In its simplest form, the marketing team
creates content about a company’s products
and services to generate brand awareness
and fill the prospect pipeline.

From there, the sales team is responsible for
converting customers in the pipeline to
generate revenue.




Step # 15 Points of Emphasis

3 “Pillars”

Supporting . themes

U
. ‘Ff,.-

Wiy,

UTTTAS

Weathervane
Coffee

Weathervane Coffee

Message Mapping Example

Rational element

“We are a family owned, local
specialty coffee roaster

designed for coffee lovers”

Grew up in South America on coffee
plantation

Developed a love for both great
coffee and the entrepreneurial spirit
for local busness success

We started our business with a
popup tent near our 1% location in
Reston

Rational element

“We curate all our beans at the
source , then artisanally roast

them for freshness, on
premises , to perfection”

Growing up in South American
coffee bean plantation we know
what growing conditions make good
beans

We have our own roasting
equipment on premises and use
carefully quality controlled methods
to roast and brew our coffee

- selections.

We only procure the finest coffee
| beans from our trusted, eco friendly
and fair trade suppliers

Emotional element

“We create a fresh, exguisite,
enjoyable, subtly complex and

memorable cup of coffee and
the experience to with it!”

We have a beautiful barista in the
ground floor of our luxury apartment

We sell small bites for breakfast and
|_| for lunch in a pleasant and
comfortable atmosphere

We have repeat customers who
enjoy the coffee, our pleasant staff
and each other

ures:
=1 “Typical” "\

Roadmap

4 Broad
“themes”

24
Work Blocks
or “Action”
Elements

Rating”

Developed from the
thinking coming from
your Value Proposition
Design and Discovery,
build your Message

Map.

This is your strategic
framework around
which you can plan,
develop, schedule,
execute and tactically
launch your digital
marketing content

camiaiin.
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This “Typical” Entrepreneurial Journey Map Features:

{ “Typical” "\

Roadmap

Step # 15 Points of Emphasis

4 Broad
“themes”

24
Work Blocks
or “Action”

Elements

Chose a =
@ GetinTouch @ Login PrOfESSiona”y BN
Web Hosting Built Managed website
for Your Success "~ hosting WEBSITE DESIGN

Web hosting that has it all - built with security and speed in mind, backed by 20 years of N TE N T
experience and powered by people who care. L]
service.

From $2.99/mo. Regular $37:99/me-

3 0‘00 000

Domains Thrive
on SiteGround

30-day Money-back Guarantee

- - Build your website in
P EEEEE—— —— WordPress using
G “pre-engineered”

Avada | Websie Bulder ForWordpress & cGommerce. - templates that are
iyt A recognized by organic
69 search to optimize
your SEO. Articles | SEO Site
Checkup

mentor  Hosting HTML  Shopify Jamstack Marketing CMS eCommerce UlTemplates Plugins More

SEO Tools, Software and

Extend support to 12
months

949.86 $21.38

1,000,000+  #1Seller

TOUIET AVARA




This “Typical” Entrepreneurial Journey Map Features:

Step # 15 Points of Emphasis -

Roadmap

4 Broad
“themes”

24
Work Blocks
or “Action”
Elements
____ BUSINESS ‘ »

MARKETING e

CAMPAIGN

“Proficiency

Rating”

% Claude C I au d e Features Pricing FAQ et started

Consider using
an “Ai” platform

like CLAUDE (the
@ Chatonweb,i0S, and Android Everything in Free, plus: Everything in Pro, plus:
@ Generate code and visualize data More usage™ Choose 5x or 20x more usage than Pro p a I d Ve rs | o n ) to

@ Write, edit, and create content Access to unlimited Projects to organize Higher output limits for all tasks

chats and documents a id i n fi n d i n g

@ Analyze text and images Access Claude Code directly in your

Ability to search the web terminal re I eva nt key WO rd s

Extended thinking for complex work Access to advanced Research

Connect Google Workspace: email, Connect any context or tool through a n d h e I p | n g tO

calendar, and docs Integrations

Ability to use more Claude models Early access to advanced Claude c re ate yo u r d Ig I ta I
features .
- | | Marketing content
@ Priority access at high traffic times

$0 $17 From $100 Campaign.

Free for everyone Per month billed annually Per month billed monthly

Free A Pro Max

Try Claude For everyday productivity 5-20x more usage than Pro
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This “Typical” Entrepreneurial Journey Map Features:
= e = = o ° S

Step # 15 Points of Emphasis G

Roadmap

4 Broad
“themes”

Elements

Self -

“Proficiency
Rating”

Strategic Marketing Execution Plan Summary for 2H2022

Tachcs / Category Jul Aoy Sep Oct Nov Dec

Press Releases:
+ ol launch

s Post to
. FB

testimonialy

* 3 “Pillars are Strategic et

* Supporting Element themes : ﬁ ( (/S

+ Networking

become your content T )
© Webate Video

=0
. g
e

Blog on

« Content Calendar aids in g website ON 77
determining, directing, ( y é?_
distributing oy

+  Postens
+  Banmers

* identifies channels

* Facilitates campaign B i 15 Email 20t
timing execution , Drip ETS"
« other |

Social Media Marketing and Management Dashboard - Hootsuite




Step # 16 Points of Emphasis

Referencing the
Targeted Intended
Customer / segment

from the VPD,
optimize/choose the
most relevant

Channel / pathway To
Market

Company A

Retail Distributor

Other Channel
Intermediaries

Customers




This “Typical” Entrepreneurial Journey Map Features:
~ L T - 1 — L2

Step # 17 Points of Emphasis e )

4 Broad

From Q VPD Development, Search for é Validated 'BMC
eve rythin g and Customer Discovery Process Iteration

you learned,
refine,

Step#1 o © BUS INENS

pO|iSh, @;\ Asronee

| DISCOVERY )__9' VALIDATION

iterate with a
X
mentor your: / PR =

i CUSTOMER DEVELOPNENT, -
[ ) PItCh Step#2 thStw STEVE BANK |
* Narrative, | [Ty

) ASSUANPTIMNG/ NT
Hyporwesis S & CSONEES

 Financials N o]




ures:

Step # 18 Points of Emphasis e e T

4 Broad

Identify,
Quantify your

v' Character

v Capaci
Capital need v Ca:ita:ty
considerations and v Collateral

the 5 “Cs” v' Conditions

*Funding sources & financing programs
*Misconceptions of small business financing
*Bank financing basics

Preparing for financing

«Strategies for your bank presentation

*And much more!

How and for what
would you spend
the capital?




This “Typical” Entrepreneurial Journey Map Features:
) & I

Step # 18 Points of Emphasis

W
Wy,

Our Funding Ask :

Weathervane
Coffee

How would you
spend that capital.

Funding Needs and Allocation Details
$175,000

Espresso
Equipment,
$26,428

Prepare these docs:

Working Capital, Capital _— \ )
$60,500 (35%) Equipment vty Jhosiky 2 Years - Business & Personal Tax Returns
sse63 | Detailed Financial Statements

$102,041 (58%)

2 Yr Cash Flow Forecast (Excel version)
Personal Financial Statement

Business Brochure/Capability Statement
Operating Agreement

Other as requested

Deposits &
Fees, $12,500
(7%)

Furniture Equipment,
$12,500




This “Typical” Entrepreneurial Journe ap Features.

Step # 19 Points of Emphasis e e

“Typical”
Roadmap

Identity the relevant risk for
your business and the mitigation
strategies and tactics for each

Elements of risk to consider:
Business risk
Brand Reputational risk
Financial risk
Legal Risk
Cyber Risk
Other/Uncertainty/Ambiguities




