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Preface

When we began using the term “design entrepreneur,” the two words were rarely uttered together. Now the next big thing in graphic design—in fact, in all design disciplines—is entrepreneurship. The United States is a land of inventors, and entrepreneurs and designers have virtually all the skills needed to conceive, develop, research, and produce—in short, make—products for a marketplace. What was missing when we began were business, presentation, and promotion expertise.

This book builds, in part, on the curriculum of The School of Visual Arts MFA Design/Designer as Author + Entrepreneur program (which we founded and co-chair). With the help of our faculty, alumni, and staff, we have fine-tuned this material for nearly twenty years. It is part handbook and part casebook, addressing how designers can accelerate their concepts as marketable in the analog and digital worlds.

Entrepreneurship is risky yet empowering. Taking ownership of ideas and fabrications, either alone or in collaboration with others, is a goal worth pursuing and an opportunity worth taking. Even failure is an opportunity. Entrepreneurship is a learning process. The designer must learn to incorporate design talent with business skill to ensure the outcome of any sustainable venture.

—SH + LT
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An Entrepreneur’s Glossary

TERMS IN CURRENT USE

ACCELERATOR Company that fast-tracks start-ups to launch their ventures

ANGEL Investor who looks for early-stage ventures to provide capital in exchange for equity in the venture

ANCILLARY An extra that adds to the core product of the venture in hopes that it will attract a target audience

ASSET Something that has value or can generate income

BRANDING The narrative that identifies a product, venture, or service

BRAND PLATFORM Items that define a product’s core attributes

BUSINESS MODEL (aka Value Exchange) Definition of the product and how it will make a profit

COLLATERAL Different types of marketing products that support a venture

COLLABORATION Working with others to accomplish a task

CORE CONCEPT The idea that drives all the parts of a product

DECK Series of Keynote slides or PDFs showing key elements of a pitch or proposal

DELIVERING VALUE Promise of what you will provide to an audience

ECOSYSTEM (see Stakeholder) All the participants in a venture, from the creators and founders to the various stakeholders, who will provide sustenance and sustainability

END USER The intended audience for a product

ENTREPRENEUR Person who starts a new business venture that requires initiative and risk

ELEVATOR PITCH Quick summary used to define a product

ETHNOGRAPHY Research that is conducted to provide in-depth understanding of the culture of a targeted audience

EXPERIENCE Response a user has to a venture

FOUNDER Originator of the idea and creator of the venture

IDENTITY Look and feel of the product (also Logo)

INCUBATOR Entity that attempts to nourish potential ventures

INNOVATION Term used to describe new ventures

INTELLECTUAL PROPERTY Legal rights for protecting ideas including trademark, copyright, trade dress

ITERATION (experimenting to iterate the experience) Developing a version of the product

LOGO Identity mark of a company

MARKET TESTING Evaluating responses to a product prior to releasing it

MINIMUM VIABLE PRODUCT (MVP) Core elements of product that launches early for feedback in order to iterate

MISSION STATEMENT Essence of a business’s goals and philosophy

PITCH Defining a venture in a way that excites and generates interest

PRODUCT End result that is offered to meet the needs of the intended audience

PRODUCT NARRATIVE Story behind the venture

PROTOTYPE Early iteration of a product

REFINEMENT Iterating and fine-tuning of the product

RESEARCH Substantiating assumptions and claims

SEED FUNDING Seeking an investor and raising money to launch a product

SERIAL ENTREPRENEUR Someone who starts new businesses and hands them off to someone else

SOCIAL ENTREPRENEUR Someone who develops products for public/social benefit

STAKEHOLDER Anyone with an interest in or who is affected by the product

START-UP Company or partnership that seeks out scalable business models

SUSTAINABILITY Ability to continually support the business aspect of the product

TECHNOLOGIST Engineer who works in collaboration with the designer

UMBRELLA TOPIC Broad and general term that can describe multiple and related ideas

UNICORN Start-up company whose valuation has exceeded $1 billion

USER EXPERIENCE Experiential effect a product will have on its audience

VALIDATION Testing the product for its viability

VALUE EXCHANGE (aka Business Model) Worth of the product or service

VALUE PROPOSITION Promise to be delivered to the customer by the product

VENTURE Launching a product when the outcome is uncertain and involves risk

VENTURE CAPITAL (VC) Money provided by investors for early-stage start-up businesses


INTRODUCTION

Maker, Making, Made

Design entrepreneurship began more than a century ago. Today it is the answer to the question: What’s next? Back in 1998, when we cofounded the School of Visual Arts MFA Design/Designer as Author + Entrepreneur program, the logical next evolutionary step for graphic designers was to become “content producers,” just like our design ancestors from the Arts & Crafts, Werkbund, Bauhaus, and Charles and Ray Eames and other design movements, schools, and studios from the late nineteenth and early to mid-twentieth centuries.

It was becoming clear that the brief period from the late 1980s through the 1990s, when graphic design was promoted in media as a cultural force, was losing steam. The computer, which had shined its bright screen on flamboyant and experimental design that gave rise to designers with household name recognition, would eventually marginalize graphic designers in the bargain. It was time for a preemptive, radical shift transforming endangered graphic designers from service providers to idea “conceptualizers” to makers of the ideas they conceived. The design entrepreneur, therefore, applied conventional skill and talent to conceiving and producing new products.

Any designer who runs a studio, office, or firm, is entrepreneurial. In fact, anyone with a studio already has the infastructure for entrepreneurial content development.

Initially we used the term “author” to describe our MFA program because “design authorship” had a loftier ring than “entrepreneur.” “Author” implied the freedom to conceptualize anything that was not client-driven—as long as it wasn’t art for art’s sake. “Entrepreneur,” conversely, was as much about business as creativity. Despite an increase in professionalism during the 1970s and 1980s, the “b-word” (business) threatened some design artistes. For design authors, business strategies and plans were rejected or embraced, but were not a prerequisite. Being a design entrepreneur, however, demanded considerably more rigor in terms of business, marketing, and promotion savvy; it was important to maintain a balance of art and commerce.

Any designer who runs a studio, office, or firm is entrepreneurial. In fact, anyone with a studio already has an infrastructure for entrepreneurial content development. But design entrepreneurship really picked up steam in the early 2000s when technology provided the tools for making stuff and opportunities for various “making” outcomes. While a lot of what’s made—items like greeting cards or T-shirts—doesn’t necessarily require high technology, the computer makes “making” matter-of-fact. It also enables makers to prototype, promote, and sell directly to consumers.

The surge in online markets, the capacity to reach customers and raise funds from modest investors through fund-sourcing sites, has forever altered how business is conducted. Right now, Internet entrepreneurs are developing more systems and structures that enable design entrepreneurs to dip into and benefit from new markets. The ability to produce and market has helped to reposition graphic design in the new entrepreneurial economy. Which is not to imply that graphic design services are no longer necessary. To the contrary, these services are more necessary than ever, in part because design entrepreneurs are raising design bars and standards.

Entrepreneurship is not for everyone, yet everyone harbors at least one viable product idea. What’s more, designers do not have to be profit-making; instead, they can be “social entrepreneurs,” creating campaigns or events that serve the greater good. By virtue of their creative skill set, graphic designers are easily thrust into being entrepreneurial (individually or collaboratively).

Making is the new sketching. The prevailing ethos is to make first, test later. Once something is made, if it doesn’t fly, simply make something else. The costs for putting prototypes into the world are minimal compared to the pre-computer/pre-Internet days. What’s more, many entrepreneurial products today are digital, so start-up investment is manageable.

This may account for why so many designers are currently producing and distributing their own bespoke (custom or limited edition) products. The following is a selection of six ventures, from print publications to vinyl toys to a social-impact iPhone app that have found or are searching for their rightful audiences.

Design entrepreneurial ventures do not necessarily follow typical modus operandi. As many of the entrepreneurs described here note, their ideas derive from personal interests that are then universalized. Or there is an attempt to find an audience of like-minded people. Many products are finding space in the virtual world, but the ideas are concrete, if sometimes ethereal, at first glance. The overarching concern is not whether the product will make money—that will either come or not—but whether it will bring pleasure or do good or change attitudes. If not, then why bother? Everyone wants a hit, but a very smart miss will do just fine.



Design Entrepreneur First Venture Survival Tips

BY KEN CARBONE, PRINCIPAL, CARBONE SMOLAN AGENCY, NY

1. Keep the BIG picture in focus. Don’t get lost in the details too soon. Keep the process fluid and moving forward. When you are stuck, change focus and concentrate on another issue. There is plenty to do.

2. Be careful of the generosity of others. To create a successful project often requires collaborators and consultants. Lock them in early. Make it easy for them to help. Have a fallback position should a collaborator drop out.

3. Define your customer as clearly and precisely as possible. A customer base defined as “everyone from 18 to 65” will get you nowhere. Start with the audience who will most benefit from your product or service. It’s helpful to draw upon your own personal experience, peer group, and knowledge of a target market, then conduct additional research as necessary.

4. Be realistic in your balance of “skill & will.” You might have a fabulous idea for space travel, but unless you are an astrophysicist, you will encounter daunting obstacles that will impede progress. Be realistic about your ability to successfully execute your concept.

5. Keep a close eye on the competitive landscape. There are a lot of great ideas out there and more arrive every day. A quick online search will reveal competitors in your space. However, this needn’t be a deterrent. There is always the possibility that you can improve on an idea or business model, resulting in a product or service that offers increased value for a potentially different audience.

6. Less talk and more making builds momentum. Every venture requires thorough research, writing, and continuous refinement of its story. It’s better to demonstrate your ideas through visual examples to stimulate meaningful and constructive dialogue.

7. He said, she said. At times you might hear conflicting advice from different people. Don’t worry—it’s all good. Just apply the best counsel that supports your objectives and keep moving forward.

8. What to do in a creative crisis? It happens to absolutely everyone. You hit a wall. The ideas stop coming. You panic. The next-best step is to stop everything, backtrack to where you started, think about what excited you in the beginning. There’s a good chance things have gotten too complex. Try simplifying your offering. Narrow your audience. Reset your goals with added clarity. Not every idea has to change the world.

9. Let go. You thought the idea was brilliant. Early signs reinforced this, but for many creative, practical, budgetary, logistical, or scheduling reasons, the future looks bleak. Starting over is often the best plan of action.

10. S.O.S. If your venture is truly in distress, call for help EARLY.




SECTION ONE

An Entrepreneurial Toolkit

The demands on today’s entrepreneur require fluency in a wide range of problems and solutions. Here are the skills that will aid the in making and selling.


CHAPTER ONE

From Idea to Product, Campaign, or Service

Before you can become an entrepreneur, you must make your concept into a bona fide entity.

Contemporary graphic, product, and interactive designers are working in the most advantageous time for being a part-time, full-time, or one-time design entrepreneur. This is your moment! You have tools for fundraising, making, and distributing, not to mention promoting and selling. The digital world has made production easier than ever before, yet the field has never been more crowded. So this chapter is aimed at bringing you to a level that extends your respective reaches.

Here’s something to remember—a mantra, if you like: Think big, yet narrow your sights. Ideas are your equity, but how you bring them to life is what your focus should be. A big idea is insignificant if you cannot fulfill the promise. Reach high, but start small and manageable. There’s always time to do more later.

What follows are information and definitions you will find useful, if not necessary, for devising an idea that will become the product that you will ultimately develop into a venture. However, before you begin the process, it is important to determine your idea’s cultural relevance or need, examine the competition, demonstrate how your product will serve the intended audience, and sketch how you will bring it to the marketplace.

THE VENTURE

Let’s get our terms straight. The process of developing an entrepreneurial product or business is called a venture. It demands integration of design, aesthetics, craft, business, and marketing. The end product, called the venture, is the culmination of intense research and development made ready for the marketplace or start-up investment.

Begin with what you want your venture to be. Determine its function and role in the marketplace. Develop its form and look. Make it unique through the design and marketing strategies you develop.

A venture can be digital or physical. It can be an object, app, or advocacy campaign. It must be supported with rigorous user-experience research and testing. All assets must be functional. The venture must provide value to an audience that is quantifiable and sustainable.

There are no strict formulae for success, but there are sound procedures for developing a venture. These twelve commonsense steps are recommended during the process of conceiving a product:

1. Keep a journal where you put all your random thoughts, formal research, and resources from the onset of a concept. This can take the form of a sketchbook, scrapbook, or online diary. The journal should include notes, doodles, printouts, found images, and all visual research as well as a meticulous record of all surveys, studies, and resources. Don’t be afraid of hoarding notes—as long as you have a system of retrieval, these will come in handy.

2. Determine “why” and “what.” What is the big idea? Why do you want to do this now?

3. Identify your audience. Who cares about this? And why? Define market size and opportunity.

4. Know your competition. Who else is targeting your audience? What makes your product different and better?

5. Get feedback. From your audience but also from experts—or gatekeepers. Then get more feedback.

6. Protect your intellectual property. Apply for a trademark or patent, or copyright your creation so that you have exclusive rights.

7. Develop your product and any ancillaries that will help get your audience to the product. Test multiple ideas.

8. Create a promotion campaign. Include a short video that tells the product story and defines the key details. Use social media to spread the message.

9. Identify people to pitch it to: investors, angels, granting companies, partners, and collaborators. Be prepared to define your product, audience, and purpose. Support your pitch with visuals, prototypes, and timeline.

10. Develop a product story. This is your intent, philosophy, and visual strategy. Give examples of how the design direction will convey your message and sell your product.

11. Create an identity system: name, logo, and brand.

12. Define the business model (value exchange). Give real-world pricing and demonstrate an understanding of production and transition of product to the marketplace.

DECIDING ON THE BEST IDEA, NOT JUST A GOOD IDEA

Designers have plenty of ideas. Ideas are your stock-in-trade. Today, design entrepreneurs are entering a crowded marketplace with ideas that have potential as the basis for unique products. How do you develop and then frame a product that will be valued in either a commercial or social arena?

Thinking is a good way to start. Think about what you would want to use, have, or own. Are there needs you want to address? What would make you satisfied, happy, fulfilled? Every venture has a starting point, and what better place to start than your own experiences? Remember, these are not ends, but instead jumping-off points for transforming the best—not just good—ideas into viable opportunities.

Sometimes, the best ideas result from personal stories, something that you care about and that is important to you. Writing workshop students are routinely told to “write what you know.” While it is not a foolproof suggestion, you can conceive an idea based on something you’ve done, seen, or want to experience.

So, how do you decide which of your ideas to produce or develop so that they turn into successful products, experiences, campaigns, or services? Therein lies the key to a usually difficult door to unlock. Sometimes—indeed often—you are too close to the idea to predict a realistic trajectory. Because you are passionate about the idea, you expect many others to hold the same view. Even if you have captured the hearts and minds of a few people, there’s no guarantee your idea will appeal to a sustainable base.

The best idea, therefore, is one that has a likelihood of sustainability. In other words, when your idea is made real, the best one includes a bona fide plan to survive and profit. The ventures that are nonprofit must also be viable. Just as profit must be planned for, the standards and outcomes for nonprofit endeavors must be established before fixating on an idea.

Think of alternatives, too. Everyone has at least one good idea, but that does not limit your scope. Think of variations, complementary and supplementary ideas, that conform to your passions or interests, but be nimble in sketching them out. Often the secondary idea is more viable than the primary.

Let’s look at some potential and realized ideas.

The following are MFA Design/Designer as Author + Entrepreneur ventures. They were intensely vetted for viability in order for them to advance to the development stage. Each will provide examples of the thought behind the specific work. You will notice that each has a backstory and narrative structure that serve as the initial rationale for the product. (Author’s note: Developing ventures is occurring at such a fast pace that some of the following may have been produced, discarded, or evolved into other more up-to-date forms by the time this book is published.)

CASE STUDIES

After Suicide

Bridget Dearborn lost her dad to suicide when she was fourteen. She developed a tool that, through web and mobile platforms, connects people who are dealing with the aftermath of losing a loved one to suicide. While it’s not a substitute for traditional forms of therapy, it’s designed to provide relief and connection for people who are struggling to find their way.

[image: images]

[image: images]

Lei Lei

Francisco Hernandez, a first-generation Mexican American, created an early childhood educational system that assists Mexican American children in gaining literacy skills while maintaining their cultural identity.

You can be certain that if you are looking for a product or service, other people are looking for the same thing. Your idea can be based on something you need yet are unable to find.

[image: images]

Shared Interest

Chiara Bajardi developed a peer-to-peer lending platform for refinancing student loan debt while she was attending graduate school. Connecting graduates who need access to better interest rates and investors who are looking for more meaningful ways to invest can result in both financial returns and positive social impact.

Likewise, you may own something that has existed for years, but you feel you could do better. Determine how you would improve it and revise and remake.

GreyMatters

GreyMatters is a tablet application by Jenny Rozbruch that improves quality of life for people with dementia and their caregivers. It is a storybook paired with music and games that helps patients and families preserve yesterday’s memories.

[image: images]

Or you may simply want to create products that already exist, but you want to add your own voice or personality. Greeting cards, notebooks, textiles: you name it, and if you have a unique idea for a traditional medium, go for it!

[image: images]

North

Donica Ida grew up on a small island in Hawaii, and even though she now lives in a big city, she wanted to help people explore the great outdoors. North is a location-based mobile application that helps people discover nature through the stories of others.

Whatever you choose to do, you must have passion. Time, energy, and resources will be spent, so motivation must be paramount. Once you are certain of your idea, success is in the details.

[image: images]

Rock & Rad

Sylvia Villada wanted to address obesity in children and created a digital book series with animated characters that focuses on healthy eating for children five to eight years old.

[image: images]

In Bounds

Lizzy Showman launched a crowd-fundraising platform that alleviates the financial and social barriers of youth athletics by being a conduit that connects the passion of youth athletes to the hearts of donors.



ESSAY

On the Essence of a Viable Venture

By John Carlin, founder, Red Hot Organization and Funny Garbage

John Carlin is an entrepreneur, art historian, record producer, and cultural historian with degrees in comparative literature from Yale and Columbia University, a Ph.D. from Yale, and a law degree from Columbia. He is the cofounder of The Red Hot Organization, which has produced twenty albums and related television programs, incorporating the talents of leading performers, producers, directors, and visual artists.

ON VIABLE ENTREPRENEURSHIP: When I was trying to wind down a company recently, an interested party needled me by saying it was a shame that I hadn’t taken more “value” out of the company. “What do you mean by value?” I asked (knowing he meant money), and then I replied, “I took more value out of the company than I ever expected. I sustained myself economically for many years. And I got to create many innovative creative designs at the dawn of digital culture.” He looked at me as if I were crazy.

So, I’m an odd person to ask about the viability of an entrepreneurial venture in a conventional sense. At the same time, I might have a formula that’s useful for other creative-minded folk who need to make a living from their labor. For me the essence is a balance of commercial viability and innovative creative opportunity.

That company I mentioned ran for over fifteen years. It participated in and anticipated many of the things we now take for granted in digital culture and modern life: online content, games, social networks, intuitive interfaces, vast enterprise websites, popular mobile applications. We didn’t become billionaires, but we affected the way in which digital culture evolved in the first few decades of its existence.

ON APPS AS BUSINESS: I think it’s a mistake to think about apps in isolation, just as it was for websites. They are both part of a digital network or system by which people are inventing how to communicate, interact, create, and share content in digital media. Not to mention that apps and websites are essentially the front-end design or UI that often is part of a larger technology infrastructure that supports what we see on a screen.

We are in the early (or prehistory) of digital media, so things continue to evolve and change rapidly. Currently, apps are a great way to engage users and promote a new type of interaction. They also are in the forefront of mobile becoming the primary way people connect with each other and information, as opposed to desktop computers. So apps at present are a great way to create new business models and creative forms of engagement. Just don’t think of them as “apps,” but as digital delivery systems that are popular for many types of content and interaction that people enjoy and are supported by the first wave of mobile operating systems.

The problem with apps from a business perspective is that they are extremely difficult to market and exist in an increasingly competitive landscape. They are also difficult to maintain from the perspective of content publishing and technology evolution. Responsive websites, which perform very well on mobile devices, remain an effective alternative way to push content, particularly on tablets and large phones.

ON APPS AS AN END IN THEMSELVES: Functionality has been the secret engine of many, if not most, successful digital start-ups and businesses. This was true of early websites, social networks, and now mobile. The essence is to create new, useful, and exciting forms of functionality—that is, better-designed ways to do things. This will probably be true of physical computing and all the ways we interact in the future when we are no longer enslaved to the screen.

ON THE FORMULA FOR A SUCCESSFUL BUSINESS: Again, success is in the eye of the beholder. In commercial terms there are certain formulas one can observe, such as the focus on functionality, utility, and usability I’ve mentioned in my prior answers.

But there is so much more to success that I would like to see that doesn’t fit any formulas—basically, the unknown successes that the future will thank us for. I envision this as new forms of expression and interaction that are intrinsically digital and contemporary, rather than using digital to market and distribute twentieth-century content and concepts. It’s a little like saying movies were great in 1914, but they were novelties that paled in comparison with theater or literature. Within decades, movies grew to be one of the great forms of expression in the twentieth century around the world. The ultimate success in and of the digital age will be creative (and business) people who make something new that transforms who we are and how we see the world around us.

ON ORIGINALITY: To be commercially successful, originality is a liability. The folks who come second or third typically are able to improve and capitalize on an idea. Ask the folks at Friendster. Or the people at Xerox Park who gave Steve Jobs and Bill Gates tours of their cool new graphical interfaces.

To be creatively successful, it is important to appear original. Or at least to apply effective ideas from other areas in a new and original way. To use the movie analogy again, the great innovators of cinema such as D. W. Griffith and Sergei Eisenstein both cited Charles Dickens as where they got fundamental ideas such as cross-cutting and the mix of close-ups, medium, and long shots. So their originality was finding something effective in another storytelling medium and applying it to the nascent language of filmmaking. As I often tell students, the important thing is to steal from the right place.

ON TRAITS THAT ENTREPRENEURS NEED: A thick skin. Ha ha! Or functional delusions. I say that because an entrepreneur must be willing to fail. A lot. And keep moving forward based on some odd balance between strategy and opportunism.

Oh, and a creative entrepreneur must have mad visions that the way they see the world is better than all the bigger entrepreneurs out there. You may not “succeed,” but it will be a great ride. And to me, that’s the greatest success anyone can ever hope for.

SETTING GOALS, WRITING YOUR STORY

Most entrepreneurial ideas start as small concepts and turn into big proposals. The goal is to show how extensive the venture can be and how the creator(s) will go about developing the prototype or final product.

So, now it’s your turn:

Your first task is to write a short story about your product.

What is the rationale for it?

What is its history?

What might its future be?

This story is like building the skeleton of a house. On this armature you will put siding, cut in windows and doors, fill it with insulation. This is your foundation.

Now, you may never show your story to anyone, but it can hold the weight of the idea. You might also say it is your blueprint.

Below are some ambitous MFA Design/Designer as Author + Entrepreneur products that derive from personal stories. These two examples began with a simple statement of purpose.

Your second task is to write a statement with your clear goals and expectations. This serves as the first draft of your statement of purpose. Every entrepreneurial project begins with four basic questions that you have to answer:

Why are you doing it?

What is it you are doing?

How are you going to do it?

Who are you doing it for?

CASE STUDIES

Make Manila

Make Manila is dedicated to improving underserved public spaces through community action and transparent fundraising. This web-based platform crowd funds physical pieces of renovation for spaces in Manila. A native of the Philippines, Kara Bermejo wanted to help her city realize its potential and saw her opening for social entrepreneurship in an online community that would encourage direct engagement through financial and material support.

[image: images]
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Upacita

Cecil Mariani’s Upacita is a business model for arts and cultural organizations and creative individuals in Jakarta to share ownership of collective businesses. It drives revenue to fund projects while aggregating the market power of people. Indonesian-born Mariani also used her emotional ties to guide her decision to create a fundraising project to enhance the cultural life of her city.

[image: images]

WHY

The why of a project is really your belief system. It starts from a very personal story and ultimately will drive the form of the product. It is how you relate to your end user, your audience. You want them to share the same belief as yours, and ideally you want your belief to become their belief too. Hone in on why this particular product is important to you.

To get started, you should write a detailed introduction of the product and why you want to develop it. Explain why you think there is an opportunity in the marketplace to introduce this product and whom it is intended for.

WHAT

Determine what form this idea needs to take and then use design to frame and communicate your concept, eventually turning the concept into a prototype. You will need to identify collaborators, fabricators, developers, and others throughout the process in order to accomplish this. Collaboration is a very important component of being an entrepreneur. Do not think you have to stand alone.

WHO

Identify the target audience for this product. Research what your potential market size may be, and what opportunities exist to reach them. Know what the problems are and state what your solution is. You need to be very clear about what you are offering your audience. What is the value you bring to them? Know what your competition is and show how your unique proposition, solution, and experience is better.

HOW

Identify the gatekeepers in the particular field that your product will live in and get feedback from them. Speak to as many experts as you can. Research and sourcing strengthen the project.
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