
CREATIVE ENTREPRENEURSHIP  

STARTUP HANDBOOK 

 



CREATIVE  

ENTREPRENEURSHIP  

 
S TA R T U P  H A N D B O O K  

 

1. Summary 

2. Module 1 - Business Model 

Canvas  

3. Module 2 - Value Proposition 

Canvas  

4. Module 3 - Marketing for 

Creative Industries 

5. Module 4 - Crowdfunding as a 

market testing tool 

6. Module 5 - Financial forecasting 

7. Mentoring for entrepreneurs in 

creative industries 



3 

1. Introduction 

1. The structure of the material 
2. How to use it 

1 Module 1 - Business Model Canvas 

1. Business Model Canvas Theory 

2. (template) Business Model Canvas  

3. Business Model Innovation Theory 

4. (template) Questions for Business Model 

Innovation 

SUMMARY 

3. Module 2 - Value Proposition Canvas  

1. Value Proposition Canvas Theory 

2. (template) Value Proposition Canvas 

3. Prototyping and experiments 

4. (template) Running experiments 



4 

4. Module 3 - Marketing for Creative Industries 

5. Module 4 - Crowdfunding as a market testing tool 

6. Module 5 – Financial forecasting 

1. Costs and budget theory 

2. (template) Financial Projections 

3. Sales forecasting and cash flow 

4. (template) Financial Projections 

1. Branding for Startups Theory 

2. (template) Branding Narrative Guidelines 

3. Marketing Funnel 

4. (template) Marketing Funnel 

1. What a crowdfunding campaign is and how to 

set its objectives 

2. (template) Crowdfunding Strategy I 

3. Developing the crowdfunding campaign 

4. (tempolate) Crowdfunding Strategy Section II 

7. Mentoring for entrepreneurs in creative industries 

1. The role of the mentor. 

2. How to find a mentor. 

3. The mentoring relationship dos and donts. 

4. Mentoring meetings. 

 



CHAPTER 1 

INTRODUCTION 

1. Structure of the program. 

2. How to use it. 
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This material is dedicated to entrepreneurs who wish to grow a business and to professionals in entrepreneurship education. It 

contains theory and templates on 5+1 main topics for a new entrepreneur – business modeling, value proposition, marketing, 

financial forecasting, crowdfunding and how to learn from a mentor. The structure: 

1.1 Introduction 

3 4 2 

Crowdfunding as a 

market testing tool 

 

What a crowdfunding 

campaign is and how to 

set its objectives 

(template) Crowdfunding 

Strategy I 

Developing the 

crowdfunding campaign 

(tempolate) 

Crowdfunding Strategy 

Section II 

 

 

 

 

Marketing for creative 

entrepreneurs 

 

Branding for Startups 

Theory 

(template) Branding 

Narrative Guidelines 

Marketing Funnel 

(template) Marketing 

Funnel 

 

 

Value Proposition 

Canvas for Creative 

Entrepreneurs 

 

Value Proposition 

Canvas Theory 

(template) Value 

Proposition Canvas 

Prototyping and 

experiments 

(template) Running 

experiments 
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Business Models 

Canvas For Creative 

Entrepreneurs 

 

Business Model 

Canvas Theory 

(template) Business 

Model Canvas  

Business Model 

Innovation Theory 

(template) Questions 

for Business Model 

Innovation 
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Financial forecasting 

 

Costs and budget 

theory 

(template) Financial 

Projections 

Sales forecasting and 

cash flow 

(template) Financial 

Projections 
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Mentoring for 

entrepreneurs in 

creative industries 

 

The role of the mentor. 

How to find a mentor. 

The mentoring 

relationship dos and 

donts. 

Mentoring meetings. 

 

 

The material is structured in 6 modules. For each of the 6 topics you will find: a piece of  theory related to the topic of the session 

and a template to apply for your own business.  

 



CHAPTER 2 

Module 1 - BUSINESS MODEL CANVAS FOR 
CREATIVE ENTREPRENEURS 

1. Business Model Canvas Theory 

2. (template) Business Model 

Canvas  

3. Business Model Innovation 

Theory 

4. (template) Questions for 

Business Model Innovation 
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Business Model Canvas is a strategic management and 

lean startup template for developing new or documenting 

existing business models.  

 

It is a visual chart with elements describing a firm's or 

product's value proposition, infrastructure, customers, and 

finances.  

It assists firms in aligning their activities by illustrating 

potential trade-offs.  

 

You can find a short description in the following video 

and further details about the building blocks of the canvas 

and a template for you to use.  

 

 

1 Business Model Canvas Theory 

https://youtu.be/QoAOzMTLP5s
https://youtu.be/QoAOzMTLP5s
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Building blocks of Business Model Canvas 

1 2 3 4 5 6 
      

Customer 

segments 

Customer 

relationships 

Value 

proposition 

Key  

activities 

Key  

resources 

Key  

partnerships 

7 8 9 

Channels 

Revenue  

streams 

Cost 

structures 
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1 

Customer 

segments 

A business should aim to reach particular customer 

segments and meet the needs of these customers.  

 

This is who the business aims to create value for 

and capture value from. There are many types of 

customer segments and a business may focus on 

one or more segments, such as: 

 

• Mass market: Large consumer group with similar 

needs 

 

• Niche market: Segment with specific needs 

 

• Segmented: Similar to niche market in that this 

segment has specific needs but with slight 

differences 

 

For creative businesses, identifying customer 

segments might not be so straightforward.  

 

Rather than commercial, market appeal, creative 

businesses can be driven by creative goals 

determined by the aesthetic choices of the creator.  

However for a successful creative business, 

customer segments still need consideration.  

 

 

 

 

 

 

Creative ambition and consumer demand must be 

considered in tandem for a sustainable creative 

business. This is an individual decision and creatives 

will approach this differently (for example, see Case 

1 from Creative Business Model Toolkit pg 9).  

 

The important step of assessing market competition 

can be overlooked when developing a business 

model.  

 

This helps to structure a business model so you can 

differentiate yourself from competitors in a crowded 

marketplace (for example, see Case 2 from 

Creative Business Model Toolkit , pg 9).  

 

How you differentiate yourself is also linked to your 

value proposition.  

International markets are important to creative 

industries, particularly for peripheral creative sectors 

where local markets are small.  

 

Start-up, small and micro businesses may lack the 

networks and capacity to internationalize. 

 

Knowledge and support from those with prior export 

experience and expertise is an important resource to 

help overcome barriers to internationalization. 

 

 

 

 

https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
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2 

Customer 

relationships 

It is important for businesses to decide what type of 

relationship they will have with their customer.  

 

Different types of customer relationship include: 

 

• self-service (no direct relationship) 

• personal service (individually dedicated or 

broader customer service) 

• online communities (user forums) 

• co-creation (consumers involved in production 

process to varying degrees). 

 

This can be determined by what type of service the 

customer expects, its cost and how it fits with the 

enterprise‟s wider business model. 

 

Customer relationships may change depending on 

the stage of business development, such as early 

phases where a business starts to connect with its 

consumer or to launch a new product.  

 

 

 

 

In the creative industries context, it is argued the 

experiences and relationships surrounding a 

product, are becoming increasingly important.  

 

A creative sector business model may prioritise 

context (where and how) over content (what is 

consumed).  

 

This approach might involve consumers in the 

production process through co-creation.  

 

Alternatively the product may remain central, but 

focus is also on creating experiences surrounding it.  

 

This might be through focusing on values and 

benefits associated with the product (see Case 3 

and 4 from Creative Business Model Toolkit , pg 

11). 

https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
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3 

Value 

proposition 

The specific products or services offered by a 

business that meet target customer needs 

encompass its value proposition. A value proposition 

can have objective (e.g. lower price or functionality) 

and/or a subjective (e.g. design or brand) value. 

 

Creative businesses operate in a crowded market 

and a distinct value proposition can be a good way 

to more effectively reach consumers. Creative 

enterprises could have greater success if they 

differentiate themselves strongly from competitors, in 

particular in consumer markets where a few large 

dominant players dominate. 

 

A value proposition must also reach consumers, 

meaning it is closely tied with the channels used to 

reach target markets. Maintaining a value 

proposition in consumer minds is an ongoing 

process, particularly if it has subjective value. It is 

argued there is no longer a simple two-way 

exchange of value between business and customer, 

but a network of value exchange. In the creative 

industries this is true as consumers can for example 

sometimes be co-creators of products. 

4 

Key  

activities 

The core work of a business, and the actions 

needed to successfully complete it, are its key 

activities. These might include production (design, 

manufacture and delivery of products) or problem 

solving (new solutions, knowledge management). 

 

Three main types of activity have been identified as 

part of creative business models: 

 

• Developing content/products 

• Delivering a service 

• Delivering an experience. 

 

These activities can cross over and might be better 

understood as building blocks. Businesses may 

have one dominant block. For example, a musician 

may produce both content and live-based products. 

An artist or craftsperson could be described similarly, 

producing physical goods as well as providing 

workshops to consumers. 

Creative businesses focusing on more than one of 

these activities could capture more value from their 

key activities by developing products or services that 

are linked to key activities, but are less central to the 

core of the business or its values. New activities can 

catalyse from key activities.  
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5 

Key  

resources 

Businesses often need a range of resources to bring 

their products to market. Depending on the business 

model different resources are relied on. Resources 

are categorised as: 

 

• physical (e.g. buildings, machines) 

• intellectual (e.g. brands, patents, databases) 

• financial (cash, credit lines) 

• human (skilled employees) 

 

Key partners can also facilitate gaining resources.  

 

Subcontracting work to partners where they are 

more skilled can provide access to human 

resources.  

 

Physical resources may be accessed from partners, 

such as rental or borrowing of equipment. Sharing 

resources appears particularly important in 

peripheral creative industries as enterprises tend to 

be small, have specific expertise and limited budgets 

for investment in resources.  

 

Also in the creative industries, human resources are 

particularly crucial.  

Overall, however creative enterprises rely on a 

diverse range of inter-reliant resources, adding to 

the complexity and challenges of effectively 

managing resources in a creative business.  

 

Resources can be intangible, such as cooperative 

networks within a creative community where trust is 

built through time.  

 

Networks are also important to link people with 

complimentary creative skill sets to generate for 

example new content or problem solving ideas.  

 

The production of new forms, such as content or 

designs, often involves the development of ideas 

with other people as a collaborative creative 

process. 

 

Resources can also be linked to business values 

and the notion of the „circular economy‟. This 

promotes maximising resource use efficiency by 

keeping resources in circulation for as long as 

possible. 
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6 
      

Key  

partnerships 

Within any business network there are key 

partnerships that are core to the business.  

 

Partnerships often have specific motivations behind 

them.  

 

They can be linked with acquiring key resources 

through specific suppliers. 

 

Other types of partnerships may be focused on for 

example reducing competition by forming an alliance 

with a competitor, increasing efficiency by 

subcontracting work or reducing costs by sharing 

resources. 

 

Partnerships are important to creative sector 

businesses.  

 

For example, in the architecture sector, research 

shows that partnerships enable businesses to 

increase the range of services they provide and to 

become involved in new activities, such as larger, 

more complex and international projects. 

 

In relation to the music sector, and traditional 

business model disruption because of digital 

technology, research has found inter-industry 

partnerships have been a key part of how the 

industry has adapted. 

 

Across sectors, partnerships are thought to be 

particularly important for creative enterprises of 

certain structure and size. For freelancers and micro 

business, building strong networks can be important 

with collaborative partnerships facilitating projects 

and the co-production of content.  

 

More broadly, cooperative methods of working and 

relationships between creative enterprises are 

growing increasingly important in the creative sector.  

 

Creative enterprises can be simultaneously both 

competitors and co-operators and it is important for 

businesses not to see each other as one or the 

other.  

 

Competition and cooperation might seem 

contradictory, but taking them hand in hand appears 

to benefit the creative sector (see Case 7 from 

Creative Business Model Toolkit , pg 12).  

 

The idea of „competition‟ can be a useful part of the 

outlook of creative businesses. This sees 

competitors collaborate with the aim that there are 

shared benefits in the process. 

https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
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7 

Channels 

Businesses reach and communicate with their 

customers through channels. Finding the right mix of 

channels is central to connecting with consumers. 

Distribution and sales channels are key to reaching 

customers, while branding is an important 

communication channel. 

 

Building a brand and reputation can increase the 

bargaining power of a creative business and value 

capture potential. 

 

Creative industries can be more focused on creating 

content rather than capturing financial value from it. 

But creating quality content can also contribute to 

building a reputation within the creative community 

(see Case 8 from Creative Business Model Toolkit, 

pg 13). This can then contribute to financial rewards 

such as prizes or success in gaining grants. Value 

capture from this process is however unpredictable 

and difficult to measure. 

 

Using multiple distribution channels appears 

important across the creative industries. For 

example, those producing products often combine e-

commerce with traditional retail outlets. This is also 

managed differently, such as selling through e-

commerce platforms (eg Amazon) meaning stock is 

held at its warehouses and then distributed, or 

managed in-house through an e-commerce website.  

 

Supplying retailers can be carried out through 

wholesalers or direct by the business itself.  

Companies dealing in smaller product volumes, or at 

start-up phase, tended to focus on direct distribution, 

both online and to retailers. 

 

Using direct to consumer channels allows a 

business to retain a greater share of revenues 

generated from sales, rather than indirect channels 

where intermediaries operate in between producer 

and consumer. While direct to consumer channels 

may in theory be more effective, this is only true if 

businesses can successfully connect to enough 

consumers using direct channels. For example, the 

internet is crowded and individual online retailers are 

difficult to find. Cooperating with other creative 

enterprises to gain critical mass in crowded markets 

can help to overcome this issue. 

 

Collectively managed distribution channels may form 

one distribution outlet as part of an overall mix used 

to reach consumers (see Case 9 from Creative 

Business Model Toolkit, pg 13). 

 

Intermediaries between producer and consumer in 

the creative industries include for example: book 

publishers, record labels, television broadcasters 

and film studios. New intermediaries have also 

become important such as those providing online 

platforms for content such as Apple and Amazon.  

 

https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
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7 

Channels 

Digital technologies have caused more fundamental 

change in some creative sub-sectors sectors (e.g. 

games, TV and music sectors) meaning companies 

must respond to changes in their industry to stay 

effective. While some challenges and opportunities 

can be sector specific, changes in digital technology 

have potential implications across creative sub-

sectors. 

 

For example: 

 

• Digital technology has created new digital sales 

channels and changes to production processes. 

Customer relationships can be enhanced by 

facilitating new ways of reaching pre-existing 

customers and offering limited editions or a 

personalised, bespoke service. 

 

• Digital technology can provide a channel for co-

creation. For example game developers with a 

strong online community can distribute initial 

designs to gamers to test and provide feedback 

on. 

 

• There is also potential in some areas to extend 

product range through developing digital 

applications. Here we might consider applications 

in music, TV and film, such as streaming and 

downloads. But innovations and opportunities are 

emerging in a number of sectors, such as fashion 

and craft. For example, Unmade, is a fashion 

technology business providing software and tools 

for the fashion industry to move to an on demand 

supply chain model. Products are not 

manufactured until sold, meaning customers can 

adapt products to suit their needs (within a 

defined set of modifications set by fashion 

brands). 

 

• Digital technology offers potential new avenues 

for the craft sector such as affording customers 

the opportunity to design or customise their own 

products, or to combine traditional craft skills with 

new technologies, such as laser cutting a 3D 

printing. 

 

Also important in creative industries are information 

intermediaries, such as advertising, independent 

awards and the media (such as bloggers, radio DJs 

and journalists). Rather than being involved in the 

transfer of physical goods or services, these 

intermediaries are important to circulate information.  

 

This facilitates the generation of symbolic and 

cultural value, important to generating economic 

value within the creative sector. 
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8 

Cost 

structures 

Every business has costs involved in its operation. 

Cost structure is linked to other parts of a business 

model, most notably key resources, activities and 

partnerships. Two broad areas of cost structure can 

be distinguished: 

• The first where businesses are fundamentally 

cost driven aiming to minimise costs. 

• The second is where a business is value driven; 

lowest costs do not drive decisions but focus is on 

creating a product or service with specific 

qualities. 

 

Companies may combine aspects of being both cost 

and value driven. 

 

Creative businesses can be more focused on 

creating value and client relationships rather than 

cost structure and income/profit.  

For example, artists and cultural organisations can 

create value that is not easily recognized in 

economic terms, and can be reluctant to focus on 

capturing value as it may conflict with their creative 

practice.  

 

Effectively managed, these elements do not have to 

conflict but can complement each other. Focusing on 

the different business model building blocks, in 

particular value proposition, can help to bring 

competing demands into balance. 

Depending on the creative sub-sector, revenue 

streams can differ greatly. A business can rely on 

one vital or many smaller revenue streams.  

 

Multiple revenue streams are often utilised in 

creative businesses. If possible, it appears good 

practice to diversify income streams.  

 

For example, the need for the arts and wider cultural 

sector to diversify its revenue streams has been 

raised, combing public grants with other revenue 

sources such as ticket sales, fundraising and 

sponsorship. 

 

A variety of revenue streams are available to 

creative businesses. Newer revenue streams such 

as crowdfunding can have relevance to a range of 

creative industry sectors, however with strengths 

and limitations (see Case 11 from Creative 

Business Model Toolkit, pg 14). 

 

Using a diverse range of revenue streams in your 

business does not mean they all have to be used at 

once. At certain times, when your business has 

specific goals, certain sources of revenue might be 

more applicable. 

9 

Revenue  

streams 

https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
https://mycreativeedge.eu/app/uploads/2017/05/acmp_2018_bm_toolkit_web.pdf
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2 Template 
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3 Business Model Innovation Theory  

• Any successful business is based on a competitive 

advantage that is created through its entire business 

model. 

 

• There are only 3 strategies for creating a competitive 

advantage and once they choose one, it should be 

reflected in the entire business model. 

 

Cost  

Leadership  

strategy  

involves the business winning market share by appealing to 

cost-conscious or price-sensitive customers. This is 

achieved by having the lowest prices in the target market 

segment, or at least the lowest price to value ratio (price 

compared to what customers receive). To succeed at 

offering the lowest price while still achieving profitability and 

a high return on investment, the business must be able to 

operate at a lower cost than its competitors.  

Differentiation  

strategy  

involves making your products or services different from 

and more attractive than those of your competitors. How 

you do this depends on the exact nature of your industry 

and of the products and services themselves, but will 

typically involve features, functionality, durability, 

support, and also brand image that your customers 

value. Think about the high quality products of Apple 

and about the R&D and marketing that support its 

business model. 

Focus 

Strategy 

Companies using it concentrate on particular niche markets 

and, by understanding the dynamics of that market and the 

unique needs of customers within it, develop uniquely low-

cost or well-specified products for the market. Because they 

serve customers in their market uniquely well, they tend to 

build strong brand loyalty amongst their customers. This 

makes their particular market segment less attractive to 

competitors. Think of KFC franchise. 

 

https://en.wikipedia.org/wiki/Porter's_generic_strategies
https://en.wikipedia.org/wiki/Porter's_generic_strategies
https://en.wikipedia.org/wiki/Porter's_generic_strategies
https://www.mindtools.com/pages/article/newSTR_82.htm
https://www.mindtools.com/pages/article/newSTR_82.htm
https://www.mindtools.com/pages/article/newSTR_82.htm
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Business Model Innovation Theory 

 

 

• Discover easy steps for innovating the business model in 

order to create a competitive advantage, by using the list of 

questions and scenarios below.  

 

• Also in this video you can learn about the most common 

misconceptions about business model innovation:  

 

 

• Innovation comes from ideas nobody has had 

before 

• Big success requires big resources 

• Innovation breakthroughs are always based on 

fascinating technologies 

 

https://www.youtube.com/watch?v=B4ZSGQW0UMI
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4 What if scenarios and questions  

Answer the questions below and discover how you can 

innovate your business model: 

 

• Which unmet customer needs can we fulfill? 

• How can we improve our customers life? 

• How can we improve our relationship with our customers? 

• How can we double our total revenues? 

• How can we build upon our strengths? 

• How can we eliminate fixed costs? 

 

What if ... Questions 

 

• WHAT IF: we offer our product for free? 

• WHAT IF: your client has all information? 

• WHAT IF: WE GO DIRECT TO THE END-USER 

• WHAT IF: WE ONLY SELL ONLINE 

• WHAT IF: You charge 10 times more? 

• WHAT IF: You sell a subscription? 

 

 

 

 

 

 

 

 

 

 

 

Other questions: 

 

• Where else can we sell our products? 

• Which new customer segments can we serve? 

• How can we 

• Lock-in our customers? 

• Which add-on services can we offer? 

• Which other revenue models can we think of? 

• Which partners can add even more value? 

• Take a look at your resources… 

• Rank them in importance 

• Eliminate number two! (Now what?) 



CHAPTER 3 

Module 2 – Value proposition for  
creative entrepreneurs 

 

 

1. Value Proposition Canvas 

Theory 

2. (template) Value Proposition 

Canvas 

3. Prototyping and experiments 

4. (template) Running experiments 
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The goal of the Value Proposition Canvas is to assist you 

in designing great Value Propositions that matches their 

Customer's needs and jobs-to-be-done and helps them 

solve their problems.  

 

This is what the start-up scene calls product-market fit or 

problem-solution fit.  

 

The Value Proposition Canvas helps the participants work 

towards this fit in a more systematic way. 

 

The following video presents an overview of the Value 

Proposition Canvas 

 

1 Value Proposition Canvas Theory 

https://www.youtube.com/watch?v=ReM1uqmVfP0
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Customer Jobs 

 

In this case, it‟s not about what they do for earning money, 

but what they are trying to to get done using, by hiring,  a 

product. “You don‟t need a drilling machine, but a hole in 

the wall”. It could be the tasks they are trying to perform 

and complete, the problems they are trying to solve, or the 

needs they are trying to satisfy.  

 

The following questions may help defining customer jobs 

more accurate: 

• What functional jobs is your customer trying get done? 

(e.g. perform or complete a specific task, solve a specific 

problem, ...) 

• What social jobs is your customer trying to get done? 

(e.g. trying to look good, gain power or status, ...) 

• What emotional jobs is your customer trying get done? 

(e.g. esthetics, feel good, security, ...) 

• What basic needs is your customer trying to satisfy? 

(e.g. communication, food, sex, ...) 

 

Understanding customer jobs first is crucial for asking the 

right questions when designing the other blocks of the VPC. 

The milkshake example fits this purpose, as it was not 

chosen by customers for it‟s taste and ingredients, but for 

other reasons. 

Customer Profile 

https://www.youtube.com/watch?v=1SfUsSyGWJ8
https://www.youtube.com/watch?v=1SfUsSyGWJ8
https://www.youtube.com/watch?v=1SfUsSyGWJ8
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Pains describe negative emotions, undesired costs and 

situations, and risks that the customer may experience or 

could experience before, during, and after getting the job 

done.  

 

The following questions may help defining customer pains 

more accurate: 

• What does your customer find too costly? (e.g. takes a 

lot of time, costs too much money, requires substantial 

efforts, ...) 

• What makes your customer feel bad?(e.g. frustrations, 

annoyances, things that give them a headache, ...) 

• How are current solutions underperforming for your 

customer? (e.g. lack of features, performance, 

malfunctioning, ...) 

 

 

 

• What are the main difficulties and challenges your 

customer encounters? (e.g. understanding how things 

work, difficulties getting things done, resistance, ...) 

• What negative social consequences does your customer 

encounter or fear? (e.g. loss of face, power, trust, or 

status, ...) 

• What risks does your customer fear? (e.g. financial, 

social, technical risks, or what could go awfully wrong, 

...) 

• What‟s keeping your customer awake at night? (e.g. big 

issues, concerns, worries, ...) 

• What common mistakes does your customer make? (e.g. 

usage mistakes, ...) 

• What barriers are keeping your customer from adopting 

solutions? (e.g. upfront investment costs, learning curve, 

resistance to change, ...) 

Customer Profile - Pains 
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Describe the benefits that the customers expect, desire and 

would be surprised by. This includes functional utility, social 

gains, positive emotions, and cost savings.  

 

The following questions may help defining customer pains 

more accurate: 

 

• Which savings would make your customer happy? (e.g. 

in terms of time, money and effort, ...) 

• What outcomes does your customer expect and what 

would go beyond his/her expectations? (e.g. quality 

level, more of something, less of something, ...) 

• How do current solutions delight your customer? (e.g. 

specific features, performance, quality, ...) 

 

 

 

 

• What would make your customer‟s job or life easier?  

• (e.g. flatter learning curve, more services, lower cost of 

ownership, ...) 

• What positive social consequences does your customer 

desire? (e.g. makes them look good, increase in power, 

status, ...) 

• What are customers looking for? (e.g. good design, 

guarantees, specific or more features, ...) 

• What do customers dream about? (e.g. big 

achievements, big reliefs, ...) 

• How does your customer measure success and failure? 

(e.g. performance, cost, ...) 

• What would increase the likelihood of adopting a 

solution? (e.g. lower cost, less investments, lower risk, 

better quality, performance, design, ...) 

 

Customer Profile - Gains 
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Products & Services 

 

It represents the list of products and services the value 

proposition is built around. Products and services may 

either be tangible (e.g. manufactured goods, face-to-face 

customer service), digital/virtual (e.g. downloads, online 

recommendations), intangible (e.g. copyrights, quality 

assurance), or financial (e.g. investment funds, financial 

services). Are they crucial or trivial for your customers? 

 

Pain Relievers 

 

It describes how the products and services alleviate 

customers pain. How do they eliminate or reduce negative 

emotions, undesired costs and situations, and risks that the 

customers experience or could experience before, during, 

and after getting the job done? The following questions may 

help defining pain relievers more accurate. 

Do(es) the product(s): 

• ... produce savings? (e.g. in terms of time, money, or 

efforts, ...) 

 

 

 

 

 

• ... make your customers feel better? (e.g. kills 

frustrations, annoyances, things that give them a 

headache, ...) 

• ... fix underperforming solutions? (e.g. new features, 

better performance, better quality, ...) 

• ... put an end to difficulties and challenges your 

customers encounter? (e.g. make things easier, helping 

them get done, eliminate resistance, ...) 

• ... wipe out negative social consequences your 

customers encounter or fear? (e.g. loss of face, power, 

trust, or status, ...) 

• ... eliminate risks your customers fear? (e.g. financial, 

social, technical risks, or what could go awfully wrong, 

...) 

• ... help your customers better sleep at night? (e.g. by 

helping with big issues, diminishing concerns, or 

eliminating worries, ...) 

• ... limit or eradicate common mistakes customers make? 

(e.g. usage mistakes, ...) 

• ... get rid of barriers that are keeping your customer from 

adopting solutions? (e.g. lower or no upfront investment 

costs, flatter learning curve, less resistance to change, 

...) 

 

 

 

 

Value Map 
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Gain Creators 

 

Describes how the products and services create customer 

gains. How do they create benefits that the customers 

expect, desire or would be surprised by, including functional 

utility, social gain, positive emotions, and cost savings? 

 

The following questions may help defining gain creators 

more accurate. 

 

Do the product(s): 

 

• ...create savings that make your customer happy? (e.g. 

in terms of time, money and effort, ...) 

• ... produce outcomes your customer expects or that go 

beyond their expectations? (e.g. better quality level, 

more of something, less of something, ...) 

• ... copy or outperform current solutions that delight your 

customer? (e.g. regarding specific features, 

performance, quality, ...) 

 

 

 

 

 

 

• ... make your customer‟s job or life easier? (e.g. flatter 

learning curve, usability, accessibility, more services, 

lower cost of ownership, ...) 

• ... create positive social consequences that your 

customer desires? (e.g. makes them look good, 

produces an increase in power, status, ...) 

• ... do something customers are looking for? (e.g. good 

design, guarantees, specific or more features, ...) 

• ... fulfill something customers are dreaming about? (e.g. 

help big achievements, produce big reliefs, ...) 

• ... produce positive outcomes matching your customers 

success and failure criteria? (e.g. better performance, 

lower cost, ...) 

• ... help make adoption easier? (e.g. lower cost, less 

investments, lower risk, better quality, performance, 

design, ...) 

 

 

 

 

 

Value Map 



29 2 Template Value Proposition Canvas 
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Your Value Proposition Canvas is based mainly in 

assumptions, on common sense, and that all assumptions 

should be tested before investing money in time in their 

business. The solution to come out of “guessing” land: 

experiments 

 

Prototyping and Experiments 

• Testing requires doing a lot of things, from discussing with 

your clients, to actually attempting to sell a test version of 

the product or using test channels etc. 

 

 

• The important thing for every test though is to understand 

and respect the elements of a good test. 

• The golden rule of testing is to be clear from the 

beginning on what are your expectations. Otherwise, 

you will not know how far your guesses have been – you 

will be too subjective once the test begins, to decide if this 

was a good call or not. 

 

 

3 Prototyping and experiments 

 

OPTION 

04 
OPTION 

03 

OPTION 

02 
OPTION 

01 Anything that helps a customer, 
adviser or investor understand what 
you are trying to build. It could be like a 
sketch. 

Proof of concept. 
Detailed illustration: wireframe for a 
website; a CAD design for a product. 

Visual prototype 

A version of your product or service 
that can actually solve the problem. 
Packaging is optional, functionality is 
not. 

Functional version 
Providing the customer with the 
product or service to see reaction, 
expected results, troubleshooting, 
perceived value, etc. 

Customer’s experience 

Test Versions 
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The ground rules of experiments: 

 

• The goal of the experiments as part of MVP Validation 

process is to test the most important assumptions that you 

have in your BMC and VPC, in real life situation.  

 

• A validated MVP does not require testing the entire 

business model, but key elements are a must. Going out 

there and testing the riskiest assumptions from the 

business model is the next step that has to be done. 

 

• The main person in the story is the entrepreneur and 

his/her team members. Most of them, if not all, should be 

involved in experiments. Clear roles and assignments are 

mandatory for each of them. 

Key components of an experiment: 

 

• The product or service that is tested 

• Where is the experiment implemented 

• Who is in the target of the experiment 

• Clear goal of the experiment 

• Assumptions to test - what part of the business model is 

tested 

• Metrics to track - the KPIs we measure and how they are 

tracked 

• Experiment setup and activities involved 

• Qualitative and quantitative results 

• Key learnings - were the assumptions validated? How? 

Why? What should be tested next? 

Prototyping and experiments 

 

More details about the value of prototyping and experiments 

in the following video. 

 

Now use the following Experiment Plan Template for your 

own business. 

https://www.youtube.com/watch?v=a_wz9c6t5Z0
https://www.youtube.com/watch?v=a_wz9c6t5Z0


32 4 Experiment Plan Template 



CHAPTER 4 

Module 3 – Marketing for creative industries 

1. Branding for Startups Theory 

2. (template) Branding Narrative 

Guidelines 

3. Marketing Funnel 

4. (template) Marketing Funnel 
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Any business successful business tells a story through any color, 

shape and word that it uses. 

 

―The human mind is a story processor, not a logic 

processor.‖ — Jonathan Haidt, Psychologist and Professor 

 

In the following video you will learn the difference between 

marketing and branding, while having in mind that both 

branding and marketing have the same final purpose (to 

generate leads) but the they do it in different and 

complementary waves. 

Branding for Startups Theory (1) 

https://www.youtube.com/watch?time_continue=5&v=BwVe144nXZQ
https://www.youtube.com/watch?time_continue=5&v=BwVe144nXZQ
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• Branding should both precede and underlie any 

marketing effort. Branding is not push, but pull.  

 

• Branding is the expression of the essential truth or value 

of an organization, product, or service. It is 

communication of characteristics, values, and attributes 

that clarify what this particular brand is and is not. 

 

• A brand will help encourage someone to buy a product, 

and it directly supports whatever sales or marketing 

activities are in play, but the brand does not explicitly say 

“buy me.”  

 

• Instead, it says “This is what I am. This is why I exist. If 

you agree, if you like me, you can buy me, support me, 

and recommend me to your friends.” (more details here) 

 

• Project the table and discuss it with the participants 

Branding for Startups Theory (2) 

Basis for 

comparison 
Marketing Branding 

Meaning A range of activities carried 
out by the company to bring 
together buyers and sellers to 
promote exchange of goods 
and services is Marketing. 

Branding is the practice of 
assigning a brand name to a 
product, that helps consumers 
recognize and identify the 
company producing it. 

For whom? For business For customers 

What it does? Cultivates customers Builds customer loyalty 

Influences Customer's immediate 
decision to buy. 

Buying decision by leaving an 
impact on the consumer's 
mind. 

Showcases Benefits Dreams 

Strategy Push Pull 

Value Promotes intended value Reinforces value 

Drives Periodic sales Enduring reputation 

Creates Needs Relationships 

Speaks to Intended audience Emotions 

https://www.tronviggroup.com/the-difference-between-marketing-and-branding/
https://keydifferences.com/difference-between-marketing-and-branding.html
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• While a logo might be the most recognizable 

manifestation of a brand, it‟s only one of many. Brands 

cut across media, and present themselves in colors, 

shapes, words, sounds, and even smells.  

 

• That‟s because a brand, at its core, is immaterial. It is a 

story called brand narrative that being told in colors, 

shapes, words and even smells.  

 

• It‟s about abstract attributes and values which present 

themselves in concrete ways: 

 

• Virgin America is about quality, fun, innovation, 

challenging assumptions. You can see it in purple 

aircraft lighting and quirky safety videos. 

• Honda is about affordable quality and trust. You 

can see it in reliable, albeit generic-looking 

vehicles, and simple and approachable visual 

design. 

• Ikea is about cost-consciousness, simplicity and 

togetherness. You can see it in incredibly 

affordable furniture, family-oriented stores, and 

approachable visual design. 

 

• In the early-stage, a startup‟s brand is a reflection of the 

founder‟s ethos, values and beliefs. It is an extension of 

them.  

 

• This is why it‟s important to understand their own 

personal identity and the events that have occurred to 

shape your identity. 

Branding for Startups Theory (3) 
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2 Template Branding narrative guidelines 

Step 1: Tell your life’s story 

 

In the early-stage, a startup‟s brand is a reflection of the founder‟s ethos, values and beliefs. It is an extension of you. This is 

why it‟s important to understand your personal identity and the events that have occurred to shape your identity. See the list of 

questions on the original website of the guidelines. 

Step 2: Create a word cloud 

 

After you have told your life‟s story, review it, and pick out the words that resonate with you the most. These words can be your 

values such as honesty, integrity, and loyalty or they could be words related to your product or service. 

 

In this step, you want to unload all the words that are associated with your brand. Don‟t think too much and just write them all 

down without second guessing yourself. The purpose here is to get all of your ideas on paper first so you can review them 

later. Think of these words as the Lego blocks that you will be using later on to build your brand narrative. 

Step 3: Research quotes that are related to your values 

 

Often times, brand inspires us to pursue things that are greater than ourselves. (Nike wants us to find our 

greatness. | North Face inspires us to never stop exploring. | Airbnb makes us feel like we can belong 

anywhere.) 

Quotes and idioms also aspire you to become something more. Great quotes would always have a 

philosophical basis, which makes them inspiring in the first place. 

 

Use the following guideline to create your own branding narrative.  

https://medium.com/startup-grind/the-quick-and-dirty-guide-to-building-your-startup-brand-21834f46740b
https://medium.com/startup-grind/the-quick-and-dirty-guide-to-building-your-startup-brand-21834f46740b
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Step 4: Collect images that are related to your values and product 

 

In this step, you want to visualize what your brand would look like by collecting images that would evoke the type of 

emotions that you want your audience to feel. 

Step 5: Conduct a competitive analysis 

 

This is the final piece of research to add to your arsenal. By conducting a competitive analysis, you will understand how to 

uniquely position your brand against your competitors. 

 

Step 6: Create your brand narrative 

 

The creative process is messy. Up to this point, you have been collecting ideas and information about your brand and you 

probably feel like you are not getting anywhere. That‟s fine. You are supposed to feel this way. But trust me, if you‟ve done 

the work, the ideas will come to you. The key to crafting a great brand narrative starts with nailing down the top 2 to 3 

values you want to convey and the belief that echoes these values. 

 

Your narrative can be as long as you want it to be or as simple as a couple of sentences. However, it must follow a story 

pattern that answers the following questions: What is your brand belief? Why do you care about it so much? How 

will your brand deliver on its promise? 

 



39 

3 Marketing Funnel 

 

The marketing funnel is a visualization for understanding 

the process of turning potential customers into 

customers, as understood from a marketing (and sales) 

perspective.  

 

The idea is that, like a funnel, marketers cast a broad net to 

capture as many potential customers as possible, and then 

slowly nurture them through the purchasing decision, 

narrowing down these candidates in each stage of the funnel. 

 

There is not a single agreed upon version of the funnel; some 

have many “stages” while others have few, with different 

names and actions taken by the business and consumer for 

each. See a recommended version: 

 

 

https://trackmaven.com/blog/marketing-funnel-2/
https://trackmaven.com/blog/marketing-funnel-2/
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Marketing Funnel 

 

• Awareness: Awareness is the uppermost stage of the 

marketing funnel. Potential customers are drawn into this 

stage through marketing campaigns and consumer research 

and discovery. Trust and thought leadership is established 

with events, advertising, trade shows, content (blog posts, 

infographics, etc.), webinars, direct mail, viral campaigns, 

social media, search, media mentions, and more. Here, lead 

generation takes place, as information is collected and leads 

are pulled into a lead management system for nurturing 

further down the funnel. 

 

• Interest: Once leads are generated, they move on to the 

interest stage, where they learn more about the company, its 

products, and any helpful information and research it 

provides. Here is an opportunity for brands to develop a 

relationship with the people in its lead database and 

introduce its positioning. Marketers can nurture leads 

through emails, content that is more targeted around 

industries and brands, classes, newsletters, and more. 

 

• Consideration: In the consideration stage, leads have been 

changed into marketing qualified leads and are seen as 

prospective customers. Marketers can send prospects more 

information about products and offers through automated 

email campaigns, while continuing to nurture them with 

targeted content, case studies, free trials, and more. 

 

• Intent: To get to the intent stage, prospects must 

demonstrate that they are interested in buying a brand‟s 

product. This can happen in a survey, after a product demo, 

or when a product is placed in the shopping cart on an 

ecommerce website. This is an opportunity for marketers to 

make a strong case for why their product is the best choice 

for a buyer. 

 

• Evaluation: In the evaluation stage, buyers are making a 

final decision about whether or not to buy a brand‟s product 

or services. Typically, marketing and sales work together 

closely to nurture the decision-making process and convince 

the buyer that their brand‟s product is the best choice. 

 

• Purchase: You‟re here! This is the last stage in the 

marketing funnel, where a prospect has made the decision 

to buy and turns into a customer. This is where sales takes 

care of the purchase transaction. A positive experience on 

the part of the buyer can lead to referrals that fuel the top of 

the marketing funnel, and the process begins again. 
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4 Marketing Funnel Template 
Use the template to fill in your own marketing funnel.  



CHAPTER 5 

Module 4 – Crowdfunding as a market  
testing tool 

 

1. What a crowdfunding campaign 

is and how to set its objectives 

2. (template) Crowdfunding 

Strategy I 

3. Developing the crowdfunding 

campaign 

4. (template) Crowdfunding 

Strategy Section II 
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Crowdfunding is the method of funding any project or 

progressing business by raising contribution from other 

companies and people.  

 

 

Types of crowdfunding 

 

 

In most cases, the funding is done via dedicated online platforms. 

The crowdfunding is done in three major steps. The project initiator 

starts the project, the people behind the project support their idea and 

crowdfunding platform joins the investors together to finally launch the 

idea. Here is a short explanatory video . 

 

1. What is a crowdfunding campaign and  

how to set its objectives 

 

In rewards-based crowdfunding, backers give a 

small amount of money in exchange for a reward. 

 

In donation-based crowdfunding, donors donate a 

small amount of money in exchange for gratitude and 

the feeling of supporting a cause they believe in. 

In equity crowdfunding, investors invest large 

amounts of money in a company in exchange for a 

small piece of equity in the company. 

And in debt crowdfunding, lenders make a loan 

with the expectation to make back their principal 

plus interest. 

https://www.rankred.com/types-of-crowdfunding/
https://www.rankred.com/types-of-crowdfunding/
https://www.rankred.com/types-of-crowdfunding/
https://www.rankred.com/types-of-crowdfunding/
https://www.rankred.com/types-of-crowdfunding/
https://www.youtube.com/watch?v=8b5-iEnW70k
https://www.youtube.com/watch?v=8b5-iEnW70k
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Why and how a crowdfunding campaign fits the market testing 

purpose? 

 

• It tests the market readiness for your new product: you get an 

idea of how many people are willing to pay for the solution you are 

going to provide, even before the actual product/service launch. 

 

• It involves customers in the Product Design and Development 

Process: Crowdfunding helps you attract people who are 

interested in the success of your product.  

• Involving them in the design and development process will help 

enrich the product in a whole new way. In a way it reduces your 

effort in product design phase. 

 

• Make use of Customer Feedback to design your product: With 

crowdfunding, most of the people who back your fundraising 

project are already your product‟s users or company‟s advocates.  

• When they receive the prototype or first-bulk production of your 

product you can expect to get some very essential feedback on 

what they really think about your product. 

 

• Product promotion: The long process of market testing and 

research can be short circuited by launching your final product via 

crowdfunding.  

• You gain free marketing as the crowdfunding platform promotes 

your project and increases visibility of your product. This reduces 

your advertising expenses. So, cost saving is achieved via 

crowdfunding. 

 

 

Below you will find a Crowdfunding Strategy Guidelines and some 

examples. 

 

 

1. What is a crowdfunding campaign and  

how to set its objectives 

 

Dare to rug Romania Morpheos Italy 

 

 

 

 

 

 

 

 

https://medium.com/ent101/is-crowdfunding-a-good-way-to-test-product-market-fit-for-startups-c413f5724c68
https://medium.com/ent101/is-crowdfunding-a-good-way-to-test-product-market-fit-for-startups-c413f5724c68
https://medium.com/ent101/is-crowdfunding-a-good-way-to-test-product-market-fit-for-startups-c413f5724c68
https://medium.com/ent101/is-crowdfunding-a-good-way-to-test-product-market-fit-for-startups-c413f5724c68
http://bucharest.creativebusiness.studio/crowdfunding-de-succes-cu-dare-to-rug/
http://bucharest.creativebusiness.studio/crowdfunding-de-succes-cu-dare-to-rug/
http://siracusa.creativebusiness.studio/2018/10/09/scopri-il-crowdfunding-con-morpheos/
http://siracusa.creativebusiness.studio/2018/10/09/scopri-il-crowdfunding-con-morpheos/
http://siracusa.creativebusiness.studio/2018/10/09/scopri-il-crowdfunding-con-morpheos/
http://siracusa.creativebusiness.studio/2018/10/09/scopri-il-crowdfunding-con-morpheos/
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Crowdfunding Strategy Guidelines 

Strategy input Description 

IDEA  • Describe what exactly do you want to crowdfund.  What problem are you trying to solve and what will be your long-term 

impact?  

THE NEEDS  • Write a list of financial needs for making product/cause come to life. Specify everything that is necessary.  

TARGET BACKERS  • Define your target backers - Who are the most-likely users of your product/cause?   

SMART OBJECTIVES SMART is a clever acronym used all over the world to set goals and objectives. It stands for specific, measurable, achievable, 

results-focused, and time-bound. Each of them should be a characteristic of any objective that is set.  

• Specific: You have a much greater chance of accomplishing a specific goal than a general goal. So, you need to translate 

your vague general idea of what you want to accomplish into something very precise. 

This is essentially defining your terms. 

• Measurable - Create a ruler of sorts for measuring outcomes. Your need to establish a criteria for success. This will make it 

easy to track your progress and know when you have achieved your goal.  

• Attainable - Assess your limitations. You want to make sure that the goal you have set can actually be achieved.. 

• Results-Focused - This is pretty self-explanatory. If you‟re not achieving something here, then it‟s hardly a goal, let alone an 

effective one. 

• Time-Bound - Choose a time frame. This means your goal should have a deadline or there should be a date set for 

completion.  
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Strategy input Description 

IDEA  

 

THE NEEDS  

 
 

 

TARGET BACKERS  

 

 
 

 

SMART OBJECTIVES 

 

 

 

2 Template Crowdfunding Strategy 

Section I 
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Crowdfunding Strategy Guidelines Section II 

Strategy input Description 

STORYTELLING/  

CONTENT  

•Write a textual pitch that will present the project on the crowdfunding platform.   

•Be precise about your goal and costs.  

PITCH  ● Imagine you have 30 seconds to attract a potential campaign supporter. What would you tell them? Write down your 30-

seconds pitch.  

 

PERKS  

• Define rewards (perks), their prices and their delivery schedule.   

• Include a perk that offers backer a unique, once-in-a-lifetime experience or a chance to participate in  your project.  

PROMO VIDEO FOR YOUR OF 

CAMPAIGN  

• Create a 2-minute-long video scenario.  

CROWDFUNDING PLATFORM  • Define which platform will you use in your campaign.  

COMMUNICATION PLAN  • Define your communication plan  - Target groups, Core message , channels  and  timetable  

 

SOCIAL MEDIA  

Define your social media plan by describing:  

•Which social media sites will you use in your campaign.  

•Which pages/groups/profiles will you use in social media promotion.  

•Which type of content will you use (videos, events, hashtags…)   

VISUAL IDENTITY (BRANDING)  ● Provide an example of a visual that presents a recognizable visual identity of your campaign (for example, campaign logo).  

VISUAL CONTENT  • Make a list of at least 5 visuals that will present different aspects of your campaign at the campaign platform. (I.e. 

product/cause, team, timeline, financial plan, product/cause benefits, product/cause features etc.)   

OFFLINE CAMPAIGN  ● Define up to 3 activities that will contribute to campaign promotion off the internet – donation dinners, guest appearances, 

public events etc.  

CAMPAIGN LAUNCH  •Define potential launch date and duration of your campaign.  

PROJECT SUSTAINABILITY  •Describe how will your project remain sustainable after the crowdfunding campaign?  

 

RISK MANAGEMENT  

Define potential risks by taking into account:  

•Reputational risk of your organisation in case campaign fails  

•Risks linked to human resources (campaign team changes) , Financial risks (transaction problems etc..)  

•Risks linked to production and shipment of the rewards (perks) (delivery problems)  

•Communication risks  (politically incorrect messages)  

TEAM   •Describe your team and explain each team member‟s responsibility during campaign.  
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Strategy input Description 

STORYTELLING/ CONTENT  
 

              PITCH 

PERKS  

PROMO VIDEO FOR YOUR OF CAMPAIGN  

CROWDFUNDING PLATFORM  

COMMUNICATION PLAN  

SOCIAL MEDIA  

VISUAL IDENTITY (BRANDING)  

VISUAL CONTENT   

OFFLINE CAMPAIGN  

CAMPAIGN LAUNCH   

PROJECT SUSTAINABILITY   

RISK MANAGEMENT  

TEAM    

4 Template  

Crowdfunding Strategy Section II 



CHAPTER 6 

Module  5 – Financial forecasting 

 

 

 

 

1. Costs and budget theory 

2. (template) Financial Projections 

3. Sales forecasting and cash flow 

4. (template) Financial Projections 
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Financial planning for a business is the task of determining 

how the organization will afford to achieve its strategic 

goals. Usually, an organization creates a financial plan 

immediately after the vision and objectives have been 

determined.  

The financial plan describes each of the activities, 

resources, equipment, and materials that are needed to 

achieve an organization's objectives as well as the 

timeframe. See here details and examples.  

 

Categories of costs: 

• Startup costs that are divided in: 

• Fixed assets 

• Operating capital 

• Salaries and wages 

• Fixed operating expenses 

• Variable costs 

 

 

 

 

Cash flow is the money that is moving (flowing) in and out of your 

business in a month. Although it does seem sometimes that cash 

flow only goes one way - out of the business - it does flow both 

ways.  

 

Cash is coming in from customers or clients who are buying your 

products or services. If customers don't pay at the time of purchase, 

some of your cash flow is coming from collections of accounts 

receivable. 

 

Cash is going out of your business in the form of payments for 

expenses, like rent or a mortgage, in monthly loan payments, and in 

payments for taxes and other accounts payable. 

 

Project the Financial Projections Template (Appendix 11) and 

ask the participants to open it on their laptops as well. The rest of 

the discussion will be based on the templates. 

 

Let the participants know that at the end of the explanation they will 

use the template in next exercise. 

 

 

1. Cost and budget theory 

 

https://study.com/academy/lesson/what-is-a-financial-plan-for-a-business-definition-example-quiz.html
https://study.com/academy/lesson/what-is-a-financial-plan-for-a-business-definition-example-quiz.html
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List spending on fixed assets. Your business assets are the things 

you need to use in your business over the long term. For example, if 

you're starting a brick-and-mortar store, that might include items such 

as shelves, tables, a cash register and so on.  

A graphic artist might need specialized printers and a drafting board, 

among other things. 

 

If you're either making or selling products, think about the inventory 

you'll need to have at the start. The easiest example is the books a 

bookstore needs to stock its shelves. 

 

Remember that you always have the option of renting instead of 

buying. Even if you rent - a vehicle, for example -  that cost is still a 

start-up cost until you start selling. Then, it will become a fix cost. 

 

For every item on this list, make an educated guess of what the 

amount of expense will be. If you can't estimate the price for an item 

off the top of your head then do some research. For instance, call real 

estate agents to inquire about rental space and prices. Contact 

insurance brokers to ask about insurance plans and prices. 

 

Start-UP costs 

 

 

2 

3 

4 

5 

1 

6 

fixed asset 

Real Estate-Land 

Buildings 

Vehicles 

Furniture  

and Fixtures 

Leasehold  

Improvements 

Equipment 

https://www.entrepreneur.com/article/220342
https://www.entrepreneur.com/article/220342
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List spending on expenses (operating capital).  

 

Not everything you purchase is an asset.  

You also spend money on expenses. For example, it costs money to 

set up a legal corporation, an LLC or a partnership.  

 

The money you spend to build your website, the costs of fixing up 

your office and the salaries you pay employees to help you set up are 

also examples of expenses. 

 

 

As in the case of fixed assets, some of the expenses, like supplies, 

salaries and wages, will become fixed costs or variable costs once 

your business starts selling. 

 

 

 

 

Typically, a fixed asset is anything that fits in one of the 

following 

 

• Pre-Opening Salaries and Wages 

• Prepaid Insurance Premiums 

• Inventory 

• Legal and Accounting Fees 

• Rent Deposits 

• Utility Deposits 

• Supplies 

• Advertising and Promotions 

• Licenses 

• Other Initial Start-Up Costs 

• Working Capital (Cash On Hand) 

 

*Use the templates below to create your own financial forecasting. 

Sheet 1 - Start-UP costs 
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Financial Projections Template – Startup funds 
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The essential difference between a salary and wages is that a 

salaried person is paid a fixed amount per pay period and a wage 

earner is paid by the hour. Someone who is paid a salary is paid a 

fixed amount in each pay period. This person is considered to be an 

exempt employee.  

There is no linkage between the amount paid and the outputs 

generated by that employee. 

 

Someone who is paid wages receives a pay rate per hour, multiplied 

by the number of hours worked. This person is considered to be a 

"non-exempt" employee. 

Salaries are fixed costs and wages are variable costs. 

 

The company cost with each employee is composed by: 

• The salaries and wages paid to the employees 

• The taxes paid to the state (social and medical care, salary taxes, 

other taxes depending on the country) 

• Other benefits given to employees (meal tickets, holiday tickets, 

private medical insurance etc.) 

 

When budgeting salaries and wages, consider yourself an employee. 

 

*Use the templates below to create your own financial forecasting. 

Sheet 2 – Salaries and wages 
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Financial Projections Template – Salaries and wages 
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Operating costs are expenses associated with the 

maintenance and administration of a business on a day-to-

day basis. 

 

Most of them are common expenses: 

• Advertising 

• Car and Truck Expenses 

• Bank & Merchant Fees 

• Contract Labor 

• Conferences & Seminars 

• Customer Discounts and Refunds 

• Dues and Subscriptions 

• Miscellaneous 

• Insurance (Liability and Property) 

• Licenses/Fees/Permits 

• Legal and Professional Fees 

• Office Expenses & Supplies 

• Postage and Delivery 

• Rent (on business property) 

• Rent of Vehicles and Equipment 

• Sales & Marketing 

• Taxes-Other 

• Telephone and Communications 

• Travel 

• Utilities 

• while other are exceptional: 

• Depreciation 

• Interest 

• Commercial Loan 

• Commercial Mortgage 

• Line of Credit 

• Credit Card Debt 

• Vehicle Loans 

• Other Bank Debt 

 

In a stable economy, common expenses usually increase 

with and average of 3% each year. There is no magical 

formula to estimate these costs. To be as accurate as 

possible, you can: 

• Do an online research 

• Ask and experienced entrepreneur 

• Send offer requests to the providers  

*Use the templates below to create your own financial 

forecasting. 

 Sheet 3 – Fixed operating expenses 
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Financial Projections Template – Fixed Expenses 
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Sheet 4 - Projected sales forecast 
 

"People think the forecast is good or bad depending on 

how accurate it is," says Tim Berry, president of Palo 

Alto Software, which creates business-planning 

software. "What I think is it's how well it breaks into 

meaningful assumptions you can look at later." 

 

Sales forecasting is the process of estimating future 

sales. Accurate sales forecasts enable companies to 

make informed business decisions and predict short-

term and long-term performance. Companies can base 

their forecasts on past sales data, industry-wide 

comparisons, and economic trends. 

 

It is easier for established companies to predict future 

sales based on years of past business data. Newly 

founded companies have to base their forecasts on 

less-verified information, such as market research and 

competitive intelligence to forecast their future 

business. 

 

Forecasting means estimation of quantity, type and 

quality of future sales. For any manufacturing concern it 

is very necessary to assess the market trends 

sufficiently in advance. This is a commitment on the 

part of sales department and future planning of the 

entire concern depends on this forecast. 

 

Goal for the sales department is decided on the basis 

of this forecast and these forecasts also help in 

planning future development of the concern. The sales 

forecast forms a basis for production targets. 

 

From above, looking to its importance, it is essential 

that sales forecast must be accurate, simple, easy to 

understand and economical. 

 

Sales forecasting gives insight into how a company 

should manage its workforce, cash flow, and resources.  

 

In addition to helping a company allocate its internal 

resources effectively, predictive sales data is important 

for businesses when looking to acquire investment 

capital. 

3 Sales forecasting 
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Sales forecasting is a very important function for a 

manufacturing concern, since it is useful in following 

ways: 

 

• It helps to determine production volumes considering 

availability of facilities, like equipment, capital, 

manpower, space etc. 

• It forms a basis of sales budget, production budget 

natural budget etc. 

• It helps in taking decision about the plant expansion 

and changes in production mix or should it divert its 

resource for manufacturing other products. 

• It helps in deciding policies. 

• It facilitates in deciding the extent of advertising etc. 

• The sales forecast is a commitment on the part of 

the sales department and it must be achieved during 

the given period. 

• Sales forecast helps in preparing production and 

purchasing schedules. 

• Accurate sales forecasting is a very good aid for the 

purpose of decision making. 

• It helps in guiding marketing, production and other 

business activities for achieving these targets. 

• Lead-driven forecasting - sales forecasting method 

for start-ups  

 

Relationships are the heart and soul of sales, and 

the lead-driven method relies on understanding the 

relationship your leads have with your company, and 

what they‟re likely to do based on that relationship. In 

essence, you‟re analyzing each lead source and 

assigning a value to that source based on what similar 

leads have done in the past. 

 

• Information you‟ll need to get started: 

• Leads per month from the previous sales cycle 

• Lead to customer conversion rate by lead source 

• Average sale price by source 

 

If you‟ve got some data to work off of and a steady 

stream of inbound leads, the lead-driven model is a 

great starting point.  

However, it‟s susceptible to changing sales cycles, 

marketing efforts, or changes to the market.  

 

 

*Use the templates below to create your own financial 

forecasting. 

 

Sheet 4  - Projected sales forecast 
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Financial Projections Template – Sales forecast 
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Method of matching actual receipts of cash to actual 

uses of cash to directly determine cash flow for cash 

budgeting; worthwhile for periods of six or less months. 

Refer to adjusted net income approach. 

 

Preparing a cash budget requires information about cash 

receipts and cash disbursements from all the other 

operating budgets.  

 

The source information has a relatively short time 

horizon, as it is based on the negotiations with providers 

and with clients. 

 

This is why the method's accuracy declines rapidly 

beyond a few months of forecasting. 

 

 

*Use the templates below to create your own financial 

forecasting. 

Sheet 5 - Cash Receipts 

and Disbursements 

The process of calculating the breakeven point for your startup is 

really quite simple in theory.  The problem is that it is hard to predict 

for most businesses because the process requires you to make a 

number of assumptions.  If these assumptions are wrong, your 

breakeven point could change drastically.  

 

The break-even point for a product is the number of units you need 

to sell for total revenue received to equal the total costs, both 

fixed and variable. 

 

To prepare your break-even analysis for your potential startup 

business you have to make an educated guess as to the number of 

units you can sell, the expected sales price per unit, fixed costs and 

variable costs. This educated guess is made on the basis of 

research. 

Break-even Point = Fixed Costs / (Unit Selling Price – Variable Costs) 

 

Break-even analysis is a powerful tool you can use to determine 

whether your business idea will be profitable. Consider your 

break-even analysis to be only one tool in your arsenal. Even if this 

analysis shows that you can make a profit given your expected sales 

and costs, there are other tools you will use in your business plan to 

give you a fuller picture of your financial forecasts. 

Sheet 6 – Breakeven 

Analysis 
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Financial Projections Template – Cash  
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Financial Projections Template – Breakeven Analysis 



CHAPTER 6 

Module  6 – Mentoring for entrepreneurs in 
creative industries 

1. The role of the mentor. 

2. How to find a mentor. 

3. The mentoring relationship dos 

and donts. 

4. Mentoring meetings. 
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Doing something for the first time does not require only 

the perfect mix of knowledge, skills and attitudes, but 

some guidance too. Attending the Creative Business 

Studio training and using this handbook is very 

important, but most likely, no enough to succeed. You 

need a mentor to help you navigate your first steps 

through the business world with more confidence. 

 

Through mentoring, you can benefit from the 

knowledge, contacts and insights that the mentor has in 

the business and in the market. The mentor may 

provide you financial, legal and operational advice 

based on his or her background in business. 

  

Do not feel ashamed to ask a professional from your 

field, with years of experience, to help you. All the 

successful people you admire today had a mentor at 

the beginning of their careers and they may already 

know what mentoring is all about. 

  

Before starting to search for a mentor, just take some 

time to define your expectations. This might help you to 

take the most out of the mentoring relation. 

 

The mentor’s role is: 

●     To define together with the entrepreneur his or her 

needs and problems and to find solutions together 

●     To provide support and general vision to the 

business he or she assists 

●     To provide feedback and resources on the specific 

mentee growth topics 

●     To share from his / her practical experience 

●     To extend the resource range that the entrepreneur 

have access to, or to facilitate interaction with other 

people who may help the mentee to develop and 

achieve his or her goals 

●     To takes responsibility for his or her part of the 

process and to ensure that the mentee stays 

independent. 

1. The role of a mentor 
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WHAT TO LOOK FOR 

  

●     +7 years of experience in creative business 

industry 

●     Entrepreneurial or intrapreneurial mindset proven 

by real business results 

●     Availability and motivation to spend time and share 

experience with a young entrepreneur 

  

Looking for a mentor with this profile might not 

guarantee you the success of the mentoring relation, 

but it may significantly increase your chances to find a 

good match. 

  

  

 

HOW TO FIND A MENTOR 

 

  

A common mistake is going straight at the busiest, 

most well-known, most visible mentors. While this may 

occasionally work, it's often more productive to analyze 

your own close network and look locally for mentors 

whom you respect with relevant experience. 

  

Think about approaching the founders and key 

executives of companies in your space who you 

admire. Those people are usually more likely to invest 

time in your business than those with crushing demand 

from strangers. 

  

To make that first connection, you might try sending a 

short email explaining what your startup is doing and 

why you are reaching out. Avoid "form" emails and 

always make it relevant and easy for the prospective 

mentor to help. Take a few minutes to read the person's 

blog or LinkedIn account and learn about his or her 

background so you can personalize your note. 

  

Attending business networking events and becoming a 

member of the local business hub might also help you 

get in contact easier with your future mentor. 

2. How to find a mentor 
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3. The mentoring relationship dos and donts. 

Dos Don‟ts 

Agree the mentoring framework and working roles (the 

number of meetings and, eventually, their dates, how 

often and when he or she can call you etc.) 

●     Make sure that each mentoring  meeting has a topic 

and an agenda. You are free to propose the agenda and 

to send it to your mentor for feedback a week before the 

meeting 

●     Apart from the meeting agenda, make a list of 

questions you have for your mentor. As priorities change 

fast, you may forget important questions. 

●     Talk about what setting up a legal entity means and 

make sure this legal procedure is part of the business 

plan 

●     Ask your mentor to put you in contact with providers, 

potential clients (if possible) or any other type of 

stakeholders. 

●     Follow up after each mentoring meeting 

Do not allow the mentor to violate the rules of the 

mentoring relation, that you agreed in the first meeting 

 

●     Do not make the mentor feel that (s)he has to be 

there for you whatever happens 

 

●     Do not let your mentor make business decisions 

that should be made by you 

 

●     When your mentor  putting the mentee in contact 

with someone else, is not your responsibility to keep in 

touch or in the communication loop. It‟s the mentee‟s 

responsibility to take the most out of the new relation. 
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The First Meeting 

The mentoring process should be results oriented. That 

is why in the first meeting with your mentor you must 

know each other, to set goals and some general 

aspects of the mentoring relation. 

  

• Introduction 

• The mentor introduces himself/herself with a short 

biography highlighting the aspects that are the most 

relevant for the mentoring relationship 

• The mentee introduces himself/herself with a short 

biography highlighting the aspects that are the most 

relevant for the mentoring relationship 

• Brief of the business idea and mentee‟s needs 

assessment 

• The mentee presents the business idea 

• The mentor just listens and take notes. No feedback 

is needed at that moment. 

• The mentor asks the participant about the main 

business issues that (s)he thinks the mentoring will 

address. 

• Setting mentoring objectives objectives 

• Based on the business objectives and on the 

business issues that the mentee wants to address 

through mentoring, the mentor asks the mentee to 

suggest 3 or 4 mentoring objectives - what should be 

achieved through mentoring by the end of the 

program. 

• After discussing the objectives, they should be 

written. 

• Mentoring relationship - general norming discussion 

• What is and what is not the mentoring relation 

• Dos and donts in the mentoring relationship 

• Next meetings are schedule, or at least the second 

one 

• Channels of communication between meetings are 

agreed if communicating between meeting is 

acceptable by both 

  

When thinking of the agenda of the following meetings 

you may consider the following structure. Be aware that 

this is not enough. You should make it more more 

specific. 

4. Mentoring meetings (1). 
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Recommended structure for the other meetings 

  

The mentor ask the mentee: 

• To present the progress status against business 

objectives and business objectives 

• To present the unexpected situations that occured in 

the meantime 

• To present the main issues, struggles and needs and 

possible solutions 

• The mentor provides feedback and potential 

solutions 

• Mentoring objectives are revised (if needed) 

• The next steps that the mentee should do are listed 

in an action plan 

• The following meeting will start by discussing the 

status against the action plan and the mentoring 

objectives 

 

 

 

The last mentoring meeting 

  

The last mentoring meeting follows the same structure 

as those from before. The difference is that the regular 

status update is replaced by the final progress 

evaluation which is done against the objectives and the 

action plan. 

  

The mentoring relation ends at the end of the last 

mentoring meeting. It‟s up to the mentor and the 

mentee to decide if and how their relation will continue. 

A discussion about how the relation may transform 

should be done in the last mentoring meeting to 

prevent potential misexpectations may occur. 

4. Mentoring meetings (2). 
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Thank you and we hope this material will be helpful. Any feedback is most welcomed. 

The guideline was developed through Creative Business Studio, project financed by Erasmus programme,  

coordinated by Impact Hub Bucharest - bucharest@creativebusiness.studio, contact@impacthub.ro.    
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