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Unit-1

IATHAT T U=

(Introduction to Entrepreneurship)
FeIfUaT Y ST (Concept of Entrepreneurship)

AT T IaRTer R ST STaeamon & S foret
W%Wﬁmﬁwﬁnﬁuﬁ yfreRT
ﬁnﬁ%lwﬁmwﬁmmamwﬁtw
ItHe &, fored ame <t e1mem 7 forfr Siftam 33T gt
R TT AT IATHAT 1 AT Y& T &, foram
T AT, Hewd, faeiaTd 3 et o= 6t Imn
et 2

IYTHAT, A FAE & fog fore samedTies e &t
forerfora @, sgafiyd @ 3T T I aHar 3
T 21 3HH TR, ST SSHT 3T SR § |fshd
T&T it 2

IETHAT T HET (Importance of Entrepreneurship )

FEfHar, A o, USFIR goi 3R Ta=m) &l
SICHTIEA shi oh foTQ Hewequl &1 € TC SATeaTRIeh ST
o G, GDP Jfg H ANTEH I Tehei1eh! TTT o Srgrar
T 21 36k STATET, IUTAT SATHITHTAT T SIGTaT T &
3R SRt bt 3o fomm 3 SoHT ot |eRR R
foTT w9k AT 2




EGIEGIEIRIE (The Entrepreneurial Journey)

ST ST U I & ST ohs =T I B 8
ATSfEar SIS Sl ST shl TE=IHAT 3T Ueh AT
I STIETRIh JTISAT 3 FTe 371
ST S (SR fasgwor, focfr aisar 3t demed
ToHifrR |fed Ueh foreqa forsme st s
foa o, (afeTa s, w0 A7 ARt o "y 9

STERTh G M1

R |[oSTE Y& AT S ATSHT 1 AN T

\EEALE foemE o1 foear, d@=med sl oM 3T TU
SITST 2T @It LTl

forar: [T UR SR FaTER & "red | e
ST G121 )

Teh et HFAEATE (Who is an entrepreneur?)

Il I8 ek BIdT & ST AR, IcaTgehdl, 3 fasma
ST T AISHT S 3 I8 STeTar ST 31 I8 S feh FaT=T
o @ fopelt U forsig st YEATT AT § SR 36
TS, G, ST FheAdT 3 foTt fSrier g 2

I I JIW FI A FEH o foTT ITFAT hierer IR
ATerwFh oI 2l HiEar Tl &, feretar ATSHT a2l
2, GETEET BT YIeT htdl & 3 AT <A1 ShHT sl
TITE AT 2




et U AT St BT 8, S fafie yew 3 sfamt
T ATHAT SHLAT B I8 3Tehet AT fhElT o AT T farete
T AT FLA T FORT AT & SR foreE T Foherar
e TG o TG W ST 0T ST 2| JeH! o6 e
e T ®Y T Tl ST 3T THTST H TSR T Hld
e T R

IIHT R T AhdT 22

(Who can become an entrepreneur?)

1S oft SFfeh SiT Fare o foTT e © AR Sifed 3o
3 forw Qo 8, et o Tkl 21 38k o T TaTeiehdl, 96
Hohed, 3T AAT ST IS 39 2 et fafirs
gt & € Hehd & A g6k forg kg farfarg g o
fersr gEfy i sTravareRar T A forelt off sem
Fhear 3R feerar & forg et =reEr At
VAT Tl 21 Sert Sraer o S feriraAt ST 3T
fafsr= Sromet <t St shar © St e st STt s
o foTu Sifia aheelt €, 3TR 38 TifTeh SeTetont g wwidda
IERIRIPIE

JErHY o ATIvE T[0T
(Characteristics of an Entrepreneur)

o IfRaw 33 <At &waT (Risk Taking Capacity):
STHT 3T SRR &N Rl T L = SR
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3o % I qIR TEaT ?| 9% gwsran 2 fk SiRew
Jafiydr o1 ues siafifed fewr 2)

TATAR AW TEATHRAT (Innovation and
Creativity): STHY 3R FaTET 3 TTHTCHS 8id
&, IHETeY % T THT TN § S SR F ST
T s1awt st ve=™ hLd 2l

ATEtshaar (Proactiveness): STl ATE & A
T A &1 Ld; o 379 T o7ael il @ 37K
ol L 2

?gf?!aﬁw SR THITrh |l (Vision and Strategic
Thinking): JETRIT & I9 98 T 3f &t & fF
AT B FHTAT =ATed & HAIT AT A T T F
o fore Wi &9 € " §)




10 Characteristics of

Successful Entrepreneurs

Curiosity Risk Tolerance

Willingness to
Experiment

©®
@ Adaptability

Comfort with Failure
Persistence
Innovative Thinking

Decisiveness

Self-Awareness Long-Term Focus

QEEOe

Harvard

®

School
Online

Source: https://online.hbs.edu/blog/post/characteristics of successful
entrepreneurs.




1.2. Scanning Environment

TRTerT <l AR ohT Aeeter 2 st affeerfeat sii st
T Trsdor ST, difer saaETRieh STaeL) 37T SfgHT st
YT ST Hoh| 380 STeIR forewor, gfeeaert forsdeor 3w
SWOT fersgwor smftret 2

1.2.1. W'%T%'N'UT (Market Analysis):

TSR ferseheroT 3h1 389 SR 3ht AT feafer 3T st
I gHZAT BT 21 I8 foredwer fmfeiRad deient it
TsrarTai o wream § foram ST 2

® HcIiehd (Assessment): TR o AT T IThT
Jig T AT SATehel T I8 o fory, “fheg
T | FeheTse iR i forshit # gfg it vafa
HHSAAT

® IEEh WIAHIH (Customer Segmentation):
fafir=r oTesh @wEl i weeH T, S R cew,
“TRT”, ST “HMIfcTeh T & STTER W] IaTe0T
o oTg, “3S UTes GHEl TR SHE IR
i rheeE | forarford s 21

¢ dNY Elﬁlﬁ'éﬁ' (Market Trends): SITSITK Eq) ﬁﬁST
yafeat i sfers Y feem 1 srem wem 94, S
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L AT Tl A iR “fefes arhfdm %
T el

o TIEIUT 3R 313'{131? (Surveys and Research):
SUMIRTSAT T TeTed higelh ITH i & foIw wdeqor
R STTEGM T IR FHAT A, T FR 9@l
AT foh IUMIRT 1A & T IcdTaT | & T 2l

® TR <hl WTEAT (Market Structure): SIS Y
AT 3R faanfiar st Rafa &1 fasgeon 9,
“TATES B ISR H @ sha - ot feeder|

1.2.2. Sfaeaet frspwor (Competitor Analysis)
afceqat farsdeor 1 3299 Ak IR & gfqeafeat

o s

e I HTAToh AT ol §Hh e HHTRad J8e]

STF[T\J?T%

o yfarafdiathrag=ena (Identifying Competitors):
e 37T ATTeT TieaiiaT sl e ST SeTetor
e

o yfqwufeiat it aTeha 3T HEWAT (Strengths
and Weaknesses): gferafeiat it arend 3 AT
T =0T AT S, “Toer” Shl ATk I= urerdT
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3 feamea ®, Stafer <wam it dreha forfarerar ik
e 7 wfcreret o 2

o yfarqeff IWHfAT (Competitor Strategies):
gfcreafelt grr TS T8 W 1 ST S,
e 31 <t geaRE Hree

o TR i frrerd (Market Share): g fefa it
TSI e ot farsmon| SaTeor & forg, <shueft T
A AR FEeRarY 30% 37 skt off T 20% 2

o wea fufur R Swute wEATE (Pricing and
Product Offering): gfceafefar gRT ST MY Sl
Frearfor tieer 37t Scute weda St aften S|, <foa
3T Iefieg g et i FiHd 3R S T&dTd|

1.2.3. SWOT fasywur (SWOT Analysis)

SWOT farsdor ueh <Arhfyar Sushor 8 forest 3w
Toreft of sreram 3T aiISHT Sl dTehd, HHSIIET, STaEU
HR TR 1 qediw F 6 forg foma Smar 81 sed
Frfafaa aca mfte 19 &

® Strengths (dTehd): AT TG sl 3T Tt
HIT IO 6T Te ST foeqet § STTaeht S Y
AT 81 Jareer o forw, “ffafear i miteea wdw
T 3T qh1eh 3T 3= I&TH|
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Weaknesses (Eﬁq'iﬁﬁ?ﬁ): A A R
STl ST ET T GAR T ST 8l S,
T o T HTH sTofe TR HH1e 2 Tehd 2
Opportunities (STIAT): AN T IUCTsE TTEL S
I ST 1 AT TEH L Fohd | ST
foru, “aifereT frar 1 srgar we 3 fefea
TITHTH U 3 TSI Sl HiT|

Threats (@Tﬁ‘): ST R ST 3ok ST shi
SIfeH H ST "ehd &1 S, “Ude foame™, “amfeds
T, AT AT R SR HT ST SATIR hl T bt
FuTerd X Hehd &

1.3. Design Thinking and Problem Solving

Design Thinking 3 Problem Solving Ueh A shisd
10T T ST T TR T AT 1 T 2 I8
SfshaT UTeh T STTavaRaTetl 3T quearel i aue
3N 32 T FH & T THTeHS 3T et qlieht
YT T R

Step 1 Design Thinking % T&Zia “Principles of
Design Thinking”

3ILIT SUANTRAT shl THETAT T T O8I0 Fleh
AT IR FAT 2| 3906k 7 fgia FHefaiad &:

11



° F’E’@“ﬁ (Empathy): STIRTHA o g‘FQEIﬁUT Eal
THSET 3T ITeh! TUEATST 1 3T ¥ & 3@
IE AT TRUT BIAT ®, ST&T 3ATYehT ATehi hl VeI
ST STELT h THEET BIdT 2| IaTell & for, “fifyi
AR fEsTs od |, ITAMThdl o A 3R
IR AT Y qE= AT

e URWTNT (Define): THEAT ol W &Y & qRTfa
AT ST IH THET| 7€ G20 el € fof SATaeht S
T Teh TIT AL 6T TH 2| S, T “fohea v
I guET gy T foh SuRTeRdT “TEeTESS
FHIATIE A hl ! HEqH L T8 2

o oI U= AT (Ideate): Tarfy=T Esfera wmmem
3T foram Seu=T Rt et R o ot <his e =2
BT & 37T ATIhT Tod ToHTcH I AT foremd
T S ST BT 81 S, Ueh “Beohdl Wiehim” &
e U S & o H wr o s

° Sﬁ'ﬁ?l?,‘cl‘ (Prototype): GTferd THTEMT o TR
Hied daR T T TEITET 3ok fo=ml sl AR
w9 24 8 3N 3 Ak ®9 § 3@ 1 TG IS
A Tl IETET o foTw, Tk “Hiamset ¥ o forw &6
fesiTeT 37 et 1 TR TeIesd sHHT|
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o TLTETUT (Test): TEIETST ohT ULIET0T ShLAT ST A& oIeh
SRR & FHISsIh STH AT 7€ GRATE war 2
Tor TmTeTT TuTet @ S SUATRAtaTt i el bl
T FHLAT 2| S, T 3 18 Je@1ge” o TIerersd
SURINTSRAT U707 ST

Step 2 [UET <hY Ug= (Problem Identification)

U il UEE GET GUTE S IR FT gge

HR Herl HEcaqul =0T 81 W HEl ek ¥ L h fg

Frferfaa derieh 3TomTS ST Herelt 2

o T (Observations): STANTSRATA! 3R 3T
STTER, ST STATHT hlch THLATSHT T Tg= 1|
I, Teh T | UTEhT o ATSL o shl IfshaT sl
T 3 ot oft smerm By e |

® YTaITcchX (Interviews): STANTERATAT AT UTEehT &
e STaelia ik 3 THEITSTT sl THgHET S,
TR T oh SUANThRAIS § HT&Teh T Hih
ST RITTT sl ST

o Tderur (Surveys): %R?f‘[ I T L & g
AU T ITART HAT| S, “HA” & AT F Th
“TITEIT o GHTIId TTEehi ol THEATSTT Rl THSHTI
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° {(—'TW%%WUT (Root Cause Analysis): 9HEIT
o & HIT ! G o6 (7T, I woT A1) IETeT01 6
foTa, “Seare it HHP o FHRON Bl THFHAT 37T IHHT
[EESHERC|

Step 3 e sea= AT (Idea Generation)

fSrIT U= AT T 32T ToHTCHeh 3T Fa-HeT fomm
T I KT BT & ST GHEAT & GHTI § Ge/eh &l
gehd B 394 foru fmferfiga Terieh Soamft g1t &:

o TN (Brainstorming): T #Ug T et
Torem ScaeT o, Torew ferelt off fomm =1 e
T T STaT S, T TR AW AU =R
ST ok foTT foram 3o et 2l

e urges AT (Mind Mapping): R it
formeamretl 1 T g2 WTeT H Wed T, e
el o st Gl 1 THgET S 8| ST
% fore, wsh «ag war & fou faf= e ok
GUTSHTRAT Sl HISS BY T afeerd |

® SCAMPER @t (SCAMPER Technique):
HISET 3eq1e A1 WAl H G & A dehfoush
(Substitute), e (Combine), 3437{%1?[ AT
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(Adapt), TINTIT T (Modify), T ST &
@M (Put to another use), &M (Eliminate), 37T
3T HET (Reverse) STE GIERIUI 3T ST |

Step 4 TEIETST ST GHeTUT (Prototyping and Testing)

Metersd 3R e v wecayet = 3 fowd s
forml bt aefores &9 § e R SITT 2 3 I
THTSITAT hT T ST 2

° sﬁzﬁzrgcr AT (Creating Prototypes): IRfeR
Hieet AT TETTeT dIR AT ST 317eh fomm st /e
FAT 2 I8 Tk ifeen o fefSieet dieat & gear 2,
SIE U “ISTEIEE I AT AT “IqTE T THAT|

® TIEICIsU T UdHeur (Testing Prototypes):
SYFTTHATSAT o T T2 shT T AT 3T
ST TATsRATST oh1 33T HLAT| I8 € G hLa
2 o W TS Y STl i O AT 2
I forelt +ft @t bt e o1 HishT ol 2l

° wgﬁlﬂ(lteraﬁveReﬁnement):mmiiﬁ
1 wfiforar 3 SR o ey § Few e S,
“HTeTE TRy o WICRIST H IUARTehdl ohi
hISeeh o STUR T FUR I HE FHAT

15



o FIEdhEUE (Feedback Collection): STHTHATST
Y ITH hiSseh hl Hehfold AT AN 39 U &
YR H AR FLAT I o oA, “Th S=remge” &
e IS W STATRATST & higseh ITH hiAT 3T
3T ATYR T T&SIT8 | slgard ST

F ot =wor fieteRt wen Ut wfskam st fmfor s € S
AT 1 I L I THETSHT ohT TS THTEH Gt
o A Ll 2 Design Thinking 3R Problem Solving
% g7 fagidl 37T derfien! sl TUTRL, 319 31t gdlen
ST SYARTRAT hisd HHTET TAR HL Hehd 2

1.4. Innovation and Creativity
(IO 3TR THETCHRAT)

TATET 3T THTcHhdT SHaETT 3T ESHT o foehd 3T
HOheTdT # Hecaqut it T 21 37 2T 1 38w Y
foramRT 7R THTeTT ool 3= AT ST TR AT 21T 2,
STt gfcreaet st IR e 37 SISTR | AT 9T R 8 0eg
A 2

FTeHeRAT (Creativity) T AR Sfsran € few
U 3 Mifetesh fomm, sheqamd, ST gHTe Sca= 2 2
7 ot oft &1 3 T STR SFI3T SI¥ehI0T A hT &1l €,
TR IE T, forg, = Ut ot fefart 2N wstTesshar

16



T =Rl 3T GMEshIVT Rl 39— i ShT &FWT Rl ST
®, ST TS ohT THTE WIS IT T TGO hl T
T eI Bl 2

ECIC ) (Innovation)‘ch"[IIT'IFJIET%WEc 3R ot <t
=1 formior 3 wiser =i # g s g6 T o,
IeqTeT, Tfshamett, o1 Famett ot forenfia T et gt
& ST fop Toreft T ot GTer Ter o6l I ot sht fiarft
I SEA G| Y T shelel T 318 AT dehloh A
T Heg AT ©, dfceh I8 FIE, U, 3R fogm &
ferfire=r ati o «ft weearqut sgfireht forvrerm 2|

HSHATHhT (Creativity) R FaAT (Innovation)
o T Ush WEa (0l Giel TIell &, ST G Ueh GHL shi qTh
3 Tl L 2| I-T HAF fu & wd m W FA F
7T 2 fofgAl o et fearm T gt 2:

®  GSATHERAT ST HATIR: YHIHFAT 7 AR IS
TSIl 2hT Ie=1 shtd shi &7l 21 78 | o U adieh
3R ETETSTY T @ Bl 2

® TEIHY T HTATAI: TAHY 3 GoHTHF =Rl
T AREATTRAT § Sei shl TTshaT 8| S8ehT Haeid ¢
U oI ol ST ST SUFIT ScaTeT, TTshars,
7 YAl | dediet forar Sy

17



o  UshaT <hT TE9TT: YHTcHERdT forei STR STTUROMSHT
T ICATEH T 8, STelfeh AdT-HY 39 = sl A

e FHTI AT 3¢ATE ST = FoHTeHeRal for=m
1 SR 2, ST AGHY 3ehT AR farshar § GRorf 2l

® IETENUT 3 SHTCHERAT: Th YoM th 18
3R AR foemamT T dehdr ®, S foh w2
TG T foIm| Ta-Hveh 39 forem ot oeRt oh1H ahtdT
2, 3% forerfra ot 2, T TSI & ST o 2

® TUH TA hI IFTEAYIHKAT: Yoicashdl & for,
T o6 [oTT, ST T S Hifereh forem & 2l
SR TATHT o [T, GSTcHeh forami ohi ST torehal
o T ST ST el T Tk GEL o I © AR
TEHE AATHY o FoTT GemHTeHeRaT SAfar gt 2

1.4.1. TR Usie (Innovation Management)

TATER, T(EH hT 3e3T TR shl TshaT bl SAaeerd i

37 I& Tt &1 & ] HT Fra 21 e fefafad

gshamd et Bt

® Jdea Generation and Screening (e seu=
AT A BES HIAT): 7T =R T S~ BT
I IThT HITSTSAT T e AT 36 isha

18



§ el oo, @vifad e, SR EEre
HATTTIHATIAL ST TRt foRIT STTAT 21 IS Teh
‘g ®H U FEeT et & for famm s
Tl & I ITehT Torsdwor shielt 21

Development and Implementation (‘%EFI'H AR
wTaTaa): o i ardfas Icarer ar Tisrarstt
T I SEH WY ST, TE T, 3R
Waﬁa@wwﬁm%ﬁm%l ISTET: Google
I T T TILILTET § TR SATETII 3ca18
T o forehret T Jfshaml

Monitoring and Evaluation et afim
TedTeh): TR ol STsRAT S aRormat st fert
AT SN qediwd A1 I8 AT w2 f6
FETEIT & STH oL &1 & 3T G ohl SIS shi
UETAT 21 3ETEWT: Apple T iPhone T TheTar
T ¢k AT T 3Gk Taui shi i wefrer e

Culture and Leadership (H'Ffﬁ'l' AR eI?clﬂ‘): Teh
AT T T T HTOT AT HR Aqcd e
AT ST TR Rl TTeATed Hal 8l 396 HHaTaEl
=1 U AT SR TR o FTT T SThet arraor
YT AT IMMTHS BT 81 3&TeT: Tesla T “sﬁhéﬁa
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HE TR S S Sty i Afiee foemd
reaTied et 2l

1.5, fama & sraedi Y uge R Hedted

(Identifying and Evaluating Business
Opportunities)

1.5.1. fos@ & sraer (Business Opportunity)

fosta sraex fufa a1 s g @ e safe =0
forstig sl hl AU fos@ 3T 3qeeTTd i ST aherdn
ITH S T Ol THeTdT 81 T8 Ush TR SATSIeAT a1
wlsha &1 Hend @ forad 7 3cdte, e, 71 fersar 3 forg
fafrma o far & e it arq @it B) fosme st
3 feufer =1 gfea wwar & o safe =61 fosma s
& foret 2 ar afgdi sméfean w e foram ST aehaT @
TSrere % Wi o qwTaT fopa ST wehat @ A1 foeE %
T2 U AT T G Bl 2

T eraEdt i ugem

(Identification of Business Opportunities)

forerer starar ue srepe feafa o afefufrt o1& grar
2 FSerT ST e Wk xR forey ST ST EeRdr
Bl 37 1\ T e T A6 3TH S i femm &
T FaH §| THH e STEIhRArel, ITd M 3
TSI H ST Rl T IS 2

20



oo sTaai o |/

(Sources of Business Opportunities)

Market Research (STSTR 3{JHT): SIS TSR
HTHIH FAT IUHIHT FeR, TrAHFRASA i
A 3T TSR 3 STELAT bl qHg § Heg T 2l

WW%%’N‘UT (Trends Analysis): TAA 3
WA T T fasdwor & & foe stawdi i
TEH i H Heg et ek 2

UTEeh AfatshaT (Customer Feedback): TTEhl &
STTTTIHAT ST I TTET foIe4 16 T TTeeht
T ffshaT Tt T ATET | TS ST GhaT &

yfaeaeff 9T (Competitor  Analysis):
ScreafelIt o1 STER i | STSI o ST STl
& I A firerd 21

grenfiehr o wfer (Technological Advances):
enfieht § Wl o | s @A JaeE fosee
forem =T S < TehaT 2

TR Aifaat R =W (Government Policies
and Regulations): rl Aifeat o e °@
e off T RS STaE # S ¥ T g

21



foea eraErt it ugee A & adeh

(Methods to Identify Business Opportunities)

e T9d (Brainstorming): faferer e % |y HeH
T SIS AT = 3 foqa @ e L
Tkl 2

° W(Networking):@ﬁw&wm
T A fooiE 3Tl 1 ST+H S kT 2

o e fIYWUr (SWOT Analysis): T SWOT
TersQmoT (dTeha, FESIITET, STTEE, Tav), e 3T
STE SATE T Tg= A | Heg a8l

STgeR ki gga  (Identifying Opportunities):
AR AT TR 6 AR & ATeTd § e
STRITRATT shT STTATIRATSAL ST STAE hl G .
AFE EFI‘H\FH‘IW (Evaluating Opportunities):

GTford foree TaET it T== i o o1e, TTAT hed
ST AT AT 8 QTToh STeh] SATRTRIAT, TATHIET 3T
ol o A&t 3R waTeHt o fretor R S o) e
T et w1 faeqa fosdwor snfier gin & a1k I
T fora ST ek foh e 1 AT agmT 3@ 2

® TR T HTheTd: ISR I IThaAT L, 9 foh
3T 3qTE IT Y137l o T foraY wivT @ 3t o6
319 Ticeqeff 8

22



o Toita Aeateh: AT T foha Usht € ST forat
AT BN, SHERT HATHT i

o TTENfireht 3TR ITUTE T HEdATehA: 3TToh STEISAT
i ford AFTT 37X 3cTe o U & e & folg
forert enfirht ST 2, 38 qeaie il

o fcrEqe ot Hoaieh: Tk Sireae, STehT iRt
S FHASITET BT JTheT il

foee STaeRl &1 Hediehd & o ATEs

(Criteria for Evaluating Business Opportunities)

® HTR kT THT 3 forehTd (Market Size and
Growth): AT TSR o SATHR TR 3T foamm
&FFT ShT TR AT HEwequ] 2

o yfawgeff qﬁg‘W (Competitive Landscape):
fereaeff ATeier 31 veet | Tfud SafiEt st STew
Iufrfd s THgH

o ffim 3Tf|9'l=lT:ﬁ' (Financial Projections): o=
SAEIAT T SATheAT hid o [T, T, NI 3T
TG ST STFHT TR

® HHETYAT Y IUTserdT (Resource Availability):
GHTEMT 3l SUTSHAT T TRt hiT|

23



o SiRaw arTehet (Risk Assessment): gferd STfamt
T TETT AT IR I8 W L o ToA WO 1
ferenmer |

foeE STaERt T Heaieh & o ST

(Tools for Evaluating Business Opportunities)

foemE died Famw (Business Model Canvas): IESEE]

Hiee FHa™ (Business Model Canvas) Th et 2

TSrerehT ST SHTaETi: Aiee i Hald &9 § Td

3R wwe o fore foram smar 21 5ot 389 foeiig &

fofer= el shl T8 9 S AT S AT It

21 7 foeme died Y wT=T, Ted T, 3T & 6,

3 T HE T TRTSAT T T L o o U AR

& LT 2

fostia dieet e & AW W A g Wi §

forrisrar ferarm it 2, five frefetfiaa &g # weqa fern

SIKETINS

e TATYT (Key Resources): I8 fosm@ & e
GETEHT o S T SIdTdT & ST9 foh AFe HETe, STehT,
il SRR, 3t aFer e

o TfafafaEt (Key Activities): a8 fos@ il e
Toramati =1 foraor 2ar ® 9 foh Scumes, HTehie, 3T
LEIREEERC
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® Heg UETd (Value Proposition): 3O AR &
IeITE AT HATHT hT UTEehi o T qeer seardl hl ek
[ERIEIGIE

® gk HAY (Customer Relationships): ooty
fors g % TTEeh! o |19 3= GeY HY ST S ©,
1 9 BraT 2

® ITEh TIHE (Customer Segments): Jg I &+
A& forT T TTeekt % fafi= R @ foeRr yem
LT 2

® A (Revenue Streams): ZoH foeg & o
& G o (el 81T &, ST Tk siefl ST areft |,
I, ATSE R, 3R 37 Frdl

® < (Channels): Ig aTdT & fob foema & 3o
T TS I ATEhT q TgATaT 7, S R forsh,
Jeaeh, Taraaor, 37T 1= <=l

® TTTd HEHAT (Cost Structure): o0 fosmg &

fafir amrat &1 foreror feam Sirar R, S for foefr
AT, &9 2 3edTie |

® TE T (Key Partnerships): I8 foeg &
TSR ST et o rer o1 7 Heerut areraTiet

1 foraor Yer s 1
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% LR Lo °Q R e
Eh“%uhﬂ# wumuun.nm&ww.n
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1DSIh IDRAbE SAIRIB Ik k2R DIK .
R ik hignyte DId) % eIl WBIGIE
215 1 klis Dt 2h MBIE Y bhi dIe Slbk (g 1EIR o
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I o Uil et farsywor

(Porter’s Five Forces Analysis):

forelt SemmT & oo wfaeasf set st fasdwor sen arfer
TSI T STRNuTaT o fHerieor fomam 5 g

PORTER'S FIVE FORCES MODEL

Make a big impact with our professional slides and charts.

BARGAINING
POWER OF
SUPPLIERS

Make a big imy

THREAT OF
SUBSTITUTES

Source: Challenge Infographic Presentation Template (slidenest.com).

ferfter wrefei T (Financial Modeling):

forelt forser S7are o ETfor forciter e st STHTH
T o forg, ferefar witeet smmm

FINANCIAL STARTUPS MODEL

1

Opergfmcash Der'; &sh

Startu) vesime: Startup
Flnané: Finance

+ Investmentsin
Operational
Needs of Funds

- Capital
Expenditures
(Capex)

@ epucsa

https://cdn.educba.com/academy/wp content/uploads/2022/10/Financial startups model.jpg.webp
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PEST far9ut (PEST Analysis):

TStHifrR, e, TS 3 SelfTehl e
T HEAT ST Tl foISE STare i THTTerd o Hehd
&l

«  Government Policies * Business Cycle Productive Workforce «  Automation Tools

*  TaxRegulations o Busines: . y *  Al(Artificial

*  Employment * Political Issues *  DEI (Diversity, Intelligence)
Regulations +  Exchange Rates Inclusion, & Equality) « Innovation

 Political Stability o inflation +  Employment Patterns

*  Copyright Law + JobMarket Trends

+ Labor Law + Population Growth

* Property law Rate

« Enforcement *  Social Mobility

 Social policy

Environmental policy.

* Trade regulations,

 Safety regulations.

Source: https://oem.news/wp content/uploads/2022/07/pest analysis factors.jpg
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