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Introduction 

 

About Hivos 

 

 

 

Hivos is an international organisation that seeks new solutions to persistent 

global issues. With smart projects in the right places, we oppose discrimination, 

inequality, abuse of power and the unsustainable use of our planet’s resources.  

 

Hivos works towards a green society that has no expiry date. A society powered 

by renewable energy, where everyone has sufficient, nutritious and affordable 

food. 

 

About Code Margonda 

 

 

 

Code Margonda is a creative hub as well as the first and biggest co-working 

space in Depok City. Code Margonda serves as a place where various local 

startups collaborate and a home for more than 2000 communities. 

Code Margonda is a commercial institution with social mission and proven track 

record in supporting entrepreneurial programs and having a vast business 

network. Code Margonda is always open for collaborative cooperation 

opportunities between ABCG: Academic (educational institution), Business 

(company), Community and Government. 
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About IDEA JAM 

 

 

IDEA JAM is a 4-month incubation program for emerging business ideas around 

the themes of Renewable Energy and Sustainable Food. In line with the vision 

of Hivos’ global Social Entrepreneurship program in supporting locally-led 

business, IDEA JAM opens the social entrepreneurship opportunity for youth in 

marginalised communities living in peri-urban areas around large cities.  

 

Hivos is convinced that providing specific support in the blossoming ideation 

stage will increase the chances for sustainability for new social entrepreneurs; it 

will give rising social entrepreneur a strong base to start their businesses. 

Partnering with Code Margonda, the program select applicants from open call, 

formulates innovative module and offers tailored training and pitching sessions 

led by our network of experts. At the end of the program, the most innovative 

and viable business idea from each field theme will get seed fund and follow-up 

program supports. 

 

Weekly Meeting Session Guideline 

Basically each IDEA JAM class will be organized in the following order of time 

division: 

● Learning Session (45 minutes): presenter will deliver the subject according 

to the topic of the meeting.  

● Activity Session (45 minutes): participants will be separated into smaller 

classes to put the subject into practice. 

● Break Session (30 minutes): giving participants the opportunity to take a 

break, pray and have dinner 

● Mentoring Session (60 minutes): each participant can ask the facilitator 

about any problem they encounter while validating their business idea or 

running their business in general. The question is not necessarily related to 

the topic of the day. 
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Weekly Meeting Topic Schedule 

Guideline for each weekly meeting is as followed: 

Meeting Learning Session Activity Session 

#1. Kick Off 

23/2/18 

● Rules 

● Learning Associate and 

Program Officials 

Introduction 

● Introduction to Social 

Entrepreneurship 

● Introduction of participants 

and their business ideas 

#2. Social 

Business 
2/3/18 

● Social Inclusion 

● Social Impact 

 

● Measuring social impact of 

each startup 

#3. Sustainable 

Food / 

Renewable 

Energy 
9/3/18 

● About SF / RE 

● Potential & challenge 

● Case study 

● Examining participant’s 

startup using SWOT 

approach 

#4. Customer 

Segment 
16/3/18 

● Customer Segment 

● Problem & Solution 

● Business Category 

● Participants write Customer 

Segment, Problem, Solution 

and Business Category 

● Validated Problem and 

Solution will be presented at 

the #7 meeting 

#5. Market 

Research 
23/3/18 

● Market Size 

● Competitor 

● Product Positioning 

● Participants start to map their 

Competitor and Product 

Positioning 

● Result of Market Size 

Analysis will be presented at 

the #7 meeting 

#6. Safari 
29/3/18 

● Product Development 

● Case study 

● Discussion 

● Participants arrive at Site 

Visit location 

#7. Mentoring 

Session 
6/4/18 

● Mentoring ● Participants present their  

validated Problem and 

Solution and Market Size in a 

group 
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#8.Sales and 

Marketing 
13/4/18 

● Marketing Strategy 

● Pricing 

● Distribution Channel 

● Participants write their 

Marketing Strategy, Product 

Pricing and Distribution 

Channel 

 

#9. Business 

Model 
20/4/18 

● Business Model Introduction 

● Business Model Variation 

● Business Model Canvas 

 

Participants map their 

business model into BMC 

#10. Pitching 

Presentation 
27/4/18 

● Content Preparation 

● Presentation Design 

● Slide Presentation 

● Participants organize 

Content Preparation 

● Participants’ Slide Designs 

are completed at home 

#11. Slide 

Presentation 
28/4/18 

● Input 

● Discussion 

● Participants present their 

slides 

#12. Mentoring 

Session 
4/5/18 

● Mentoring ● Participants present their 

pitch-deck in front of the 

mentors and report their 

progress 

#13. Pitching 

Day 1 
11/5/18 

● Pitching Session (SF) ● Participants present their 

pitch-deck in front of the 

judges 

#14. Pitching 

Day 2 
12/5/18 

● Pitching Session (RE) 

● Finalist Announcement 

Participants present their 

pitch-deck in front of the 

judges 

#15. Final Event 
26/5/18 

● Pitching Session 

● Announcement of the 

Winners 

● Closing Remarks 

● Participants present their 

pitch-deck in front of the 

judges 

 

  



 

 7 

Chapter 1. Social Business 
 

Upon learning this chapter, participant is expected to: 

● Understand the concept of social entrepreneurship; 

● Understand about social inclusion; and 

● Be able to measure the social impact of one’s startup. 

 

A. Social Entrepreneurship 

Social entrepreneurship tries to combine passion for social impact and/or 

environmental impact, by using business development as well as innovative 

approach in order to create value. 

These entrepreneurs want to create change within unfair, exclusive and 

unsustainable system, or they are willing to explore opportunities that can 

provide positive impacts (may it be in the aspect of technology, consumer 

interest, social norms, etc).   

For social entrepreneurs, missions for social and/or environmental impact is an 

important and explicit thing (clearly visible) in their business. 

 

B. Social Inclusion 

Social inclusion can be interpreted as a process to increase the participation of 

underprivileged people in society. This effort is made through improving 

participation opportunities, providing access to resources, voicing their 

aspirations and respecting their rights. 

Social inclusion mainly focuses on these issues: 

● Gender equality and identity; 

● Sexual orientation; 

● Disability; 

● Minority groups and indigenous people; and 

● Youth and elderly community. 
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C. Social Impact 

Social impacts are any impact resulting from an action directed towards the 

welfare of the people, culture and environment. 

Most notable aspects including: 

1. Problem/ Issue; 

2. Solution; 

3. Action; and 

4. Sustainability. 

Measuring Social Impact 
As social entrepreneurs, we need to periodically monitor the social impact of 

our startups. For a startup, its social impact can be measured using Social 

Impact Measurement.  

Exercise on Social Impact Measurement can be performed on ➔WORK 

SHEET #2 and ➔WORK SHEET #3. 
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Notes 
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Chapter 2. Sustainable Food 
 

Upon learning this chapter, participant is expected to:  

● Understand the context of sustainable food; and 

● Know the challenges and actions to take in regards of sustainable 

food. 

 

A. About Sustainable Food 

Sustainable food pays attention to the whole cycle that starts from production 

level up to consumption level. FAO (Food and Agriculture Organization) 

explained that sustainable food has low negative impact in the environment 

while contributing to food and nutrition security, as well as a healthy life for 

current generation and others to come. Sustainable food strives to protect and 

preserve biodiversity and ecosystem, are culturally acceptable, nutritionally 

sufficient, safe and healthy; while optimizing both natural and human resources. 

The planet has the potential to provide the growing population with enough 

nutritious food for many years, but this is clearly not happening as one billion 

people are undernourished and two billion people are obese. 

 

B. Challenges 

With a growing world population and the effects of climate change, there are 

significant challenges for our global food system. What exists are systems such 

as large-scale mono cropping of maize, wheat and rice that are eroding 

ecosystems and crop diversity.  

Dietary patterns have also dramatically changed globally in the past 50 years 

with more people consuming large amounts of meat, dairy, oil, salt and sugar. 

These changes negatively affect both the health of the people and the 

environment. 
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C. Action 

There needs to be a new approach and a change in how we think. We need to 

recognise that ecosystems are the basic foundations of society and the economy 

and put citizens center stage in building new food systems.  

 

Current transformations: 

● Local communities are launching small enterprise of sustainable food 

products; 

● Stronger producer-consumer linkages with progressive companies are 

pushing governments to set sustainability targets; and 

● Social innovators are generating change amongst both producers and 

consumers. 

 

Exercise on SWOT analysis for startup in the field of Sustainable Food (or 

Renewable Energy) can be performed on → WORK SHEET #4 
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Notes 
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Chapter 3. Renewable Energy 
 

Upon learning this chapter, participant is expected to: 

● Understand the concept of renewable energy; and 

● Know the challenges and actions to take in regards of renewable 

energy. 

 

A. About Renewable Energy 

Renewable energy is energy from a source that does not run out when used such 

as wind or solar power. This source of energy also alleviates pollution and does 

not contribute to climate change.  

Fossil fuels are quickly running out whilst at the same time, the extraction and 

consumption of oil, gas and coal contribute significantly to climate change and 

pollution.  

Access to modern forms of energy is also not distributed equally across the globe 

with millions of people still living with limited access to electricity which stands 

in the way of their economic development. 

 

B. Challenges 

Climate change is the biggest threat that comes from the excessive use of fossil 

fuels and this especially affects the livelihoods of those who are living in 

poverty. For example, greater weather unpredictability affects the livelihoods of 

small farmers which results in poor harvests and increase in food prices.  

Similarly, modern energy is not equally distributed and accessible for those in 

remote areas or living in poverty; for example, this could limit children’s ability 

to study in their homes because there is no electricity. 

 

C. Action 

Work with our natural resources to develop alternative sources of energy that is 

easily accessible for all members of the community. We should develop simple, 
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smart and clean off-grid technologies that are accessible to poor people in remote 

areas such as bio digesters, solar power systems, biomass briquetting and more.  

 

Current Transformations 

● Development of an approach to producing energy from waste; and 

● Financially sustainable plan of subsidised solar home systems to support 

thousands of households in a region. 

 

Exercise on SWOT analysis for startup in the field of Renewable Energy 

(or Sustainable Food) can be performed on → WORK SHEET #4 
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Notes 
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Chapter 4. Customer Segment 
 

Upon learning this chapter, participant is expected to: 

● Be able to clearly describe the product customer segment; 

● Be able to explain problems that will be solved by the product; and 

● Know which business category to run. 

 

A. Customer Segment 

Customer segment represents a number of people (or organizations) with certain 

characteristic who buy (or consume) or product.  Can also be referred to target 

market.  

Customer Characteristics 
In general, customer can be described in three parts: 

Geography: The area where customer is located (Greater Jakarta, outside Java 

Island, big city, rural area, etc.) 

Demography: Demographic attributes of the customer (sex, age, marital status, 

income level, latest education, profession, etc.) 

Psychography: Covering the customer’s personality, likes, hobbies, habits, life 

motivations, important values, etc.  

Example: 

Cookpad.id, recipes sharing site. The user profile can be described as 

following: 

 

Geography Living in the city 

Demography Female, 18-35 years old 

Psychography Likes to cook, loves to try new things 
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Multiple Customer Segment 
A product can have more than one customer segment. This usually happens on 

platform or media business model. 

Example: 

1. Detikcom, online news media serving news readers (customer 1) and 

advertisers or brands (customer 2) 

2. Go Food, platform which connects food consumer (customer 1) with 

restaurant owner merchants (customer 2) with drivers (customer 3) 

 

Exercise on customer segment mapping can be performed on ➔WORK 

SHEET #5. 

 

Customer in Context 
In order to design the right marketing strategy, we need to know the type of the 

customer within the context of the consumption chain. 

User The party who uses or consumes the product. 

Sometimes referred to end user, for one is 

indeed the end user of the product. For social 

business projects, sometimes end user is also 

called as beneficiaries, which can literally be 

translated as the beneficiaries. 

Influencer The party who influences a purchasing 

decision. 

Decision Maker The party who decides to purchase a product. 

Buyer The party who spend money to buy a product. 

 

Example: 
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1. Kainara.com, online shop providing food as well as gluten and casein-

free foodstuffs for children with special needs (autism). The user is the 

child with autism, whereas the buyer is the mom who chooses and buys 

the product. 

 

2. An organic farming company, eventually buys a new harvester upon 

suggestion by the field supervisor. In this regards, 

 

User Harvesting farm laborer 

Influencer Field supervisor 

Decision Maker Head of farm 

Buyer Corporate finance director 

 

 

Early Adopters 
Before mass-adoption (mainstream market), a product must be used by a number 

of early users called the Early Adopters. This is the group of customers who must 

be searched for and ‘conquered first’ by startup. Before getting ahold of these 

early adopters, startup founder will be in constant trial and error looking for 

them, otherwise modifying the products. 

Example: 

1. Facebook is successfully popular among Harvard students first, before 

spreading across the world.  

2. Warunk Upnormal succeeds to put Bandung young people in line to 

try out the menu, then applies franchise system to expand to various 

cities in Indonesia. 

 

B. Problem and Solution 

Upon planning a business, the offered product might as well not solely have 

originated from what we want to make or what we are able to produce, but we 
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rather must look at who the prospective buyers are, what problem they have to 

face and what kind of product they can use as the solution to the problem. 

Problem 
Bringing customer’s problem into clarity is an important matter for a startup, for 

this is the point where a startup business is built upon. We are looking for any 

problem that is worthy to solve. In order to analyse whether a problem is worth 

it, use the following framework: 

 

1 Urgency How urgent the problem is for the customer 

2 Frequency How often the problem happens to the customer 

3 Population How many people who experience the problem 

 

If the problem is considered important enough for the customer, happens quite 

often and is experienced by quite a lot of people, that is the key to build a fast-

growing scalable business. 

Example: 

 

Go-Jek (Go-Ride). Problem: For office workers, there is no available 

public transportation mode that is easily ordered and able to penetrate 

through the city traffic jam. 

 

Urgency Frequency Population 

It is very important to 

get to the destination 

quickly and without 

stress. 

2-3 times per day 

(leaving home, going 

to the office, going for 

meeting). 

Millions of office 

workers. 
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Exercise of customer research can be performed on ➔ WORK  SHEET 

#6. 

 

Solution 
As startup founder, we need to identify alternative solutions that currently exist 

to tackle customer’s problem. Usually these solutions are already used by 

consumers. If the consumers signal dissatisfaction towards the available 

solutions, this can be the opportunity for our product to enter as the brand new 

solution. 

1) Identifying 

problem 

experienced by 

customer 

2) identifying 

available 

solutions that 

exist today  

3) identifying 

customer 

dissatisfaction 

towards available 

solutions 

4) Idea for a new 

product 

 

Solution that we offer should be better than the possible existing solution. This 

is the key so that our product is adopted by the market quickly. 

Example: 

 

Comparing Go-Jek (Go-Ride) with conventional ‘ojek’. 

 

 Go-Jek (Go-Ride) Conventional Ojek 

Cost Fixed & Transparent Negotiation 

Pick up Yes No 

Availability 24 hours Depends 

Price Cheaper Expensive 

Service Standardized Not standardized 

Quality guarantee Able to give reputation Unable 

Bonus Point Can be exchanged Not available 

Uniform Available Not available 

Order Fast Troublesome 



 

 21 

Customer Care Able to complaint Unable 
 

 

Product 
Solution is still generic. Product is a concrete form of a solution. It already has 

identity (brand), feature, and has been given price (or at least the production cost 

is known). 

A good product must have the element of innovation and aware of where to place 

itself (product positioning) when aligned with competitors’ products. This is the 

product that will be promoted, distributed and sold. 

 

 

C. Business Category 

Understanding which category our business is in will sharpen our strategy, for 

different category calls for different model of business operation. 

 

 

Based on Customer 
 

Type Explanation Example 

B2C 

(Business to 

Consumer) 

This is the type of business where 

the product aims to be marketed to 

consumers 

Online shop, which 

indeed sells directly to 

consumers 

B2B 

(Business to 

Business) 

This is the type of business  whose 

product targets other business 

entities as customers 

Ralali.com, an e-

commerce providing 

various company 

necessities 
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B2B2C 

(Business to 

Business to 

Consumer) 

This is the business which targets 

business entity as well as regular 

individual. Usually this type of 

business adopts platform model 

which brings together two or more 

parties 

Tokopedia, where a 

business can directly sell 

to customer, and also 

sell to other business in 

wholesale or drop 

shipping 

B2G 

(Business to 

Government) 

This is a business that targets 

government administrators as 

customers 

Qlue, information 

system that can be used 

by public to report 

problem in surrounding 

area 

 

Based on Market Type 

Type Explanation Example 

Existing Market This market already exists. In this 

type of market, the typical 

customers are commonly known 

and competitors are many 

Food catering business 

Resegmented 

Market 

This comes from existing market 

that is resegmented. The commonly 

targeted new segment is the niche 

or low cost 

Lion Air which 

resegmented aviation 

industry to have the low-

cost variation 

New Market This is a new market that never 

existed before. In this type of 

market, the customer is unknown, 

the competitor is nonexistent 

Go-Jek when offering 

motorbike taxi 

transportation through 

application, something 

that did not exist before 

Clone Market This market is created to replicate 

the success of markets abroad. 

Typical customers are likely to be 

known, and the need is adjusted to 

the local market 

Sribu.com which tries to 

replicate the success of 

99designs.com and  

freelancer.com 
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Notes 
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Chapter 5. Market Research 
 

Upon learning this chapter, participant is expected to: 

● Be able to estimate potential market size for the product; 

● Be able to map the competitors for the product; and 

● Be able to write Product Positioning for the product. 

 

A. Market Size 

Market size is a number that indicates the amount of potential customer to a 

product within a particular market. The amount of the figure is usually delivered 

in the total number of sales in one year. 

Knowing the measurement of the market size is important for startups, especially 

when looking for potential investors. Angel investors, especially venture 

capitals, need to know how much market potential our startup products have, 

even though the minimum number will vary from one investor to another. 

How to Measure 

Top-Down 

This method starts by using general statistical data, then narrowed down using 

certain filters and considerations, to find out the approximate size of the actual 

market we are targeting. Usually the data comes from secondary sources (pre-

existing data). 

 

 

 

 

 

TOP-DOWN APPROACH 

“OVERALL” TOTAL NUMBERS 
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Derived from secondary data (news, reports, associations’ data BPS, 

scientific journals, etc.) 

Filter 1 

Filter 1 

Filter 1 

Market Size Number 

 

Example: 

For example, we want to estimate the market size of for premium healthy 

instant noodles in Indonesia. From the data search, it is known that total 

Indonesian instant noodle market is Rp. 22 Trillion per year. Other data 

shows that the total healthy instant noodle market is only about 1% of the 

total instant noodle market. For segmentation of premium healthy instant 

noodles, information obtained says that it is only about 20% of the total 

healthy instant noodle market. From here on we can process data for the 

large market of premium healthy instant noodles in Indonesia per year, 

which are: 

 

IDR 22 Trillion x 1% x 20% = IDR 44 Billion 

 

Bottom-Up 

This method tries to estimate the size of the market by adding up data from 

market participants. Data can be derived from the producer or seller side (how 

many sales during a certain period), can also be taken from the consumer side 

(how much money is spent to buy the type of product within a certain period). 

 

BOTTOM-UP APPROACH 

MARKET SIZE NUMBER 

Projection 1 Projection 2 Projection 3 
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Mean of individual 

Cluster 1 

Mean of individual 

Cluster 2 

Mean of individual 

Cluster 3 

 

Example: 

For example, we want to estimate the size of the market for futsal field 

rental business in Bogor city. We group futsal fields into 3 types, namely 

(A) have 1 field, (B) have 2 fields, (C) have 3 or more fields. From this 

point we did a random sampling by picking 3 futsal field rental businesses 

from each group. The average annual income for one business in group A 

is IDR 300 million, in B is IDR 500 million and in C is 800 million. From 

other data, we get that there are 10 units in group A, 30 in group B and 5 

in group C. Therefore, the annual market for futsal field rental business in 

Bogor city can be estimated by: 

 

= (Rp. 300 Million x 10) + (Rp. 500 Million x 30) +  

(Rp. 800 Million x 5) 

= IDR 3 billion + IDR 15 billion + IDR 4 billion 

= Rp. 22 billion 

 

 

 

Market Size Structure 
TAM (Total Addressable Market), is the total amount of income opportunity 

that can be achieved in the market 'universe' per year. 

SAM (Served Addressable Market), is the amount of income opportunity that 

can be achieved in the market with certain limits or categories per year, where 

our startup is included in that category. The number will be smaller than TAM. 

TM (Target Market), is the amount of income opportunities that can be 

achieved by our startup for a certain year by taking into account the available 

resources and the existing competition. The number will be smaller than SAM. 

In other references, TM is also called with the term SoM (Share of Market). 

 

                                           MARKET SIZE 
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Example: 

 

If we want to start a startup in form of subscription box for organic food, 

thus the size of the market structure that we can clarify is as follows 

(numerical data is for illustration only): 

 

TAM Rp 2,8 T total amount of the organic food market in Indonesia 

per year. 

SAM Rp 109,2 M total amount of online sales of organic food in 

Indonesia per year (including online shop, online 

marketplace, etc.). 

TM Rp 1,09 M total amount of income targeted to be achieved by our 

startup (organic food subscription box) in the first 

year after taking into consideration the capabilities, 

resources and market competition. 
 

 

Exercise on measuring market size can be performed on ➔WORK 

SHEET #7. 
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B. Competitor 

Competitors are other organizations who become the rivals of our business. 

Commonly considered as competitors are other products that are in the same 

product category and target the same customer segment. 

For products that play in the realm of New Market, there are generally no 

competitors with similar products. In this case the competitor is the currently (or 

previously) available solution. Taking Go-Jek as an example, before other online 

transportation players appeared (Grab and Uber), could be compared to 

conventional motorbike taxi. 

For startup, competitor analysis can be done in simpler way, by using the 

Comparison Table or Perceptual Map. 

Comparison Table 
Comparison table refers to exactly what it is: a comparison table. In comparison 

table, several competitors are compared to our products and displayed in a form 

of table. Generally, the column will display product brand, while the row will 

display distinguished features or points. Compared products are those which are 

relevant to be considered as competitors. The contents can be filled with short 

text, numbers, tick or cross symbols. 

 

COMPARISON TABLE: BITEBACK 

 INSECT 

LARVA 

PALM OIL 

Production Potential Per 

Hectare 

150 tons/year 4 tons/year 

Vertical cultivation ABLE UNABLE 

Omega 6 content 13.2% 9% 

Omega 3 content 1.8% 0.2% 

Decomposing food waste YES NO 
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Perceptual Map 
Perceptual map can be interpreted as the map of perception, where perception in 

question is product perception in the view of consumers. By mapping this 

perception, we can analyze the position of our competitors and products on the 

market. Perceptual map is usually a diagram divided into four quadrants. 

Generally, the main axis is in the middle, but it may also possible to be in the 

lower left. 

 

 

 

PERCEPTUAL MAP: GO-JEK 

  MADE IN 

INDONESIA 

  

   GO-JEK  

TRANSPORTATIO

N ONLY 

   MORE THAN JUST 

TRANSPORTATION 

 GRAB    

 UBER    

  MADE OUTSIDE OF  

INDONESIA 

  

 

Exercise on making comparison table and perceptual map can be 

performed on ➔WORK SHEET #8. 

 

C. Product Positioning 

Product positioning is a form of marketing technique that attempts to place a 

product in the customer's mind, especially when compared to other products. 

Product positioning will directly affect the form of product marketing 

communication in targeting customer segments. 
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To create product positioning statement, we first need to determine the 

following: 

Customer Segment Target customers of the products 

Brand Name The brand name of the product 

Product Category The type of product. 

Benefit / Promise The main benefits or promises given to consumers 

Reasoning Strengthening reasons 

Competitor Other competitor brands (or other solutions) 

Differentiation The difference between this product / startup and 

that of competitors 

 

Then use this formula: 

For [Customer Segment], [Brand Name] is [Product Category] which is [Benefit 

/ Promise] because of [Reasoning]. Different from [Competitor], 

[Differentiation]. 

For products with no clear competitor, the Competitor and Differentiation 

section may not be mentioned. 

 

 

Example: 

We will try to apply the above formula to one of the brands of liquid cold 

medicine. 

For the lower class,  Bintang Toedjoe Masuk Angin 

CUSTOMER SEGMENT BRAND NAME 

 is a liquid anti-cold medicine that can relieve cold symptoms 

PRODUCT CATEGORY BENEFIT/PROMISE 

 because it contains red ginger and 
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the price is affordable. 

 REASONING 

Unlike Tolak Angin,  the price is more expensive and 

seemingly for smart people only. 

COMPETITOR DIFFERENTIATION 
 

 

Exercise on defining product positioning can be performed on ➔WORK 

SHEET #9. 
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Notes 
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Chapter 6. Product Development 
 

Upon learning this chapter, participant is expected to: 

● Be able to apply Lean Startup principle to develop the products; 

● Know about Minimum Viable Product; and 

● Be able to decide whether to Pivot or Preserve during product 

development. 

 

A. Lean Startup Method 

Startup is an organization that tries to produce new products and look for the 

right business model to grow. 

In the early stages, startups will face a lot of uncertainty. Some risks that startups 

generally face: 

● Technical risk: could the product be made with available resources? 

● Market risk: is there any customer who will buy the product? 

● Risk of business models: could this business grow with the currently 

running business model? 

In order to deal with it, there is Lean Startup approach, a business and product 

development method that seeks to minimize risk by shortening the product 

development cycle and perfecting it repeatedly. 

The core of the Lean Startup method is the Build-Measure-Learn cycle. 

 

 

 

 

 

LEAN STARTUP CYCLE 

 BUILD  
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 Convey hypothesis and 

design experiment by 

creating MVP 

 

LEARN  MEASURE 

Take a lesson and 

decide whether to 

pivot or preserve 

 Conduct some test and 

measure the 

experiment result 

 

B. Minimum Viable Product 

Minimum Viable Product (MVP) is an experimental product that is made to 

determine customer response. The main goal is to get maximum learning 

(validated learning) possible with minimal effort. 

MVP is slightly different to the prototype, where the prototype is more towards 

the initial version of the final product to be made, while MVP is intended to gain 

a lesson from customer responses. Not only once, MVP can be made and tested 

several times until the product is released commercially. 

What is interpreted as an experimental product of the MVP here may vary, 

starting with landing website pages, product catalogs, to video demonstrations. 

 

Example: 

1. The largest online shoe store, Zappos, in the beginning before 

building a complex system, the founder photographed a shoe 

collection from a neighborhood shoe store and put it on its simple 

site. Once someone ordered, he returned to the shoe store, bought 

it and sent it. After several orders, he was convinced that there was 

a market demand for this startup, only then he started building 

Zappos system more seriously. 

2. Dropbox, before technically building a complex system for file 

synchronization, the founder first made a demonstration video of 

how Dropbox works, then posted it on one of the famous forums, 

while including an email link for those interested in using it. In one 

night there were 70 thousand people who signed up, from there on 

the Dropbox founder seriously went on to develop the product. 
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C. Pivot or Preserve 

After learning a lesson from the experiment, there will be choice for pivot or 

preserve. Pivot is a change in strategy without changing goals, while preserve is 

continuing the existing strategy. 

Pivots can be done on a small or large scale. The small scale example is minor 

feature changes in the product. The large scale example is a change in business 

model. 

Example: 

 

1. Youtube used to be a dating site where users could upload videos 

showing how the ideal couple they expected. After running for a while 

without showing any sign of user, Youtube eventually made a change 

by allowing all kinds of videos to be uploaded on the site. This is what 

we later known as Youtube today. 

2. Kaskus was originally a news information site about the current state 

of Indonesia for young people studying abroad, before finally turning 

into a forum for community discussion and trading as we know today. 

 

Resume of site visit activity can be performed on ➔WORK SHEET #10. 

 

Chapter 7. Marketing and Sales 
 

Upon learning this chapter, participant is expected to: 

● Be able to design marketing strategy that is relevant for the product; 

● Be able to determine the selling price of the product; and 

● Be able to make the right sales distribution strategy for the product. 
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A. Marketing Strategy 

Marketing is a series of activities done by a business to promote and sell its 

products. One of the marketing strategies that is suitable for startups is Get, 

Keep, Grow 

 

 

Get 
Get is how to get new customers. Some also call it the stage of demand creation 

or creating demand. At this stage we try to attract customers, therefore this phase 

can also be called Customer Acquisition. Here will be discussed two relevant 

ways for newly-start startups. 

Go to Market Strategy 

Go to market strategy is a marketing and sales strategy to get a number of early 

customers (Early Adopters). The way to design this strategy is to answer the 

question: what is the concrete way to acquire the first X user or X first buyer. 

For B2C or retail products, X can be filled with numbers 100, 1000 or 10,000. 

For products which target businesses (B2B), X can be filled starting with number 

10. 

Example: 

GET-KEEP-GROW STRATEGY 
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1. Uber was initially used by only around 100 close friends of its 

founders in San Francisco, California. 

2. BukaLapak Founder, sent private messages on Facebook to his friends 

one by one to every day until he reached the limitation, inviting them 

to be members in BukaLapak. 

 

PESO Media Promotion 

PESO media is a promotional strategy utilizing new media that is sorted based 

on the medium used. New media here can be interpreted as media that are closely 

related to the internet, for example: websites, social media, applications, etc. 

PESO stands for Paid, Earned, Shared and Owned media. The explanation and 

example are as follows: 

 

 

 

Medium Explanation Example 

Paid Media media that requires 

payment to reach its target 

audience 

Facebook Ads, Google 

Adwords, selebgram 

endorsement 

Earned Media media that publishes / 

reviews products, without 

payment 

Unpaid media coverage, 

testimonial reviews, site 

and application for 

reviews (Zomato, 

TripAdvisor, etc.) 

Shared Media social media where startup 

and the public can openly 

share and communicate 

with each other 

Facebook Fan Page, 

Instagram, Youtube 

Owned Media media where the medium is 

owned or controlled 

entirely by the startup 

website, blog and 

application owned by the 

startup 
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Keep 
Keep is the way to keep customers. This phase is also called Customer Retention. 

Common example on how to retain customers is creating customer loyalty 

programs, reward points, lottery prizes, etc. 

One way to retain customers is to encourage them to make our products a habit. 

There is a term for being addicted to playing games, for the game manages to 

make the players so used to playing it they finally played it at any given time. 

We also need to admit that most likely now we cannot stop checking WhatsApp 

and opening Instagram once in a while. 

Grow 
Grow is how to develop income from existing customers. There are two ways, 

namely Grow Customer and Grow Revenue. 

Grow Customer 

This step is a way to increase the number of customers by recruiting new 

customers through an existing customer base. In this matter startups need to 

think about referral strategies such as member get members. 

Example: 

1. For media sites, share buttons will be on each page of the article to 

facilitate readers should they want to share it with other friends. 

2. Go-Jek gives away IDR 50-thousand top-up bonus should the 

existing users could invite new users. 

 

Grow Revenue 

This step is a way to increase revenue from existing customers, meaning that 

customers will be encouraged to spend more. Commonly used techniques are 

Cross Selling and Up Selling techniques. 

Technique Explanation Example 

Cross Selling marketing effort where Before checking out on the 
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customers are encouraged to 

buy product other than the 

main purchase 

Amazon site, we will be 

offered one or two other 

additional products to 

purchase 

Up Selling Marketing effort where 

customers are encouraged to 

buy complimentary products 

When buying a burger, 

someone will be offered a 

combo package which 

contains burgers, french fries 

and cola drinks with cheaper 

total price than per unit 

 

For the newly start startups, best to first focus on one product, even though there 

is no harm to start conceptualizing for Grow Revenue later. 

Exercise on marketing strategy can be performed on ➔WORK SHEET 

#11. 

 

B. Distribution Channel 

To be more focused, distribution channel we are discussing here is the sales 

distribution channel. Product sales channels can be (1) in the form of direct sales 

(without intermediaries); or (2) sales through indirect distribution channels (with 

intermediaries). 

In direct sales, startups can enjoy higher margins, but there are costs associated 

with maintaining sales channels to ensue. Example of direct channel sales: 

company website, one’s own online shop, sales team itself. 

 

INDIRECT DISTRIBUTION CHANNELS 

PRODUCER   RETAILER CUSTOMER 

PRODUCER  WHOLESALE

R 

RETAILER CUSTOMER 

PRODUCER AGENT  RETAILER CUSTOMER 

PRODUCER AGENT WHOLESALE

R 

RETAILER CUSTOMER 
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Using partner's distribution channel means that there are a number of profit 

margins that will be shared with distribution partners, but we can use excellent 

network and potential customer coverage owned by these partners. Example of 

indirect sales channels: partnering stores, wholesalers/ distributors/ agents, 

resellers’ online shops. 

 

 

 

Example: 

 

Lima Field, producer of flour and healthy food ingredients, utilizes 

direct channel and indirect channels to sale its products. 

 

Direct Channel 

● Farmlima.com website 

 

Indirect Channel 

● Partners’ physical stores spread in Greater Jakarta and major 

cities in Indonesia 

● Resellers’ online shops located in various online malls, 

marketplaces and social media such as Lazada, Tokopedia and 

Instagram 

  

 

C. Pricing 

Determining the selling price of a product is crucial. Here are some alternative 

approaches that can be utilized. 

Competitor Driven 
If there are similar products playing in the same realm of a product category, we 

can use the price set by the competitors as a reference. The price we will set 

should not be too different to the price of the competitor's product, variation can 

be based on provided features and the perception that you want to build. 
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Customer Driven 
Selling price will be based on customer's perception: how much efficiency is 

possible; or how much the increase in productivity; or how easy to use, etc. 

 

 

Example: 

 

Dropbox premium version offers a price of 99 USD per year for 1000 Giga 

Bytes, for paid users it feels better than having to manually copy and paste 

all files needed to sync on flash drive, laptop, cellphone, PC, tablet and 

various other gadgets. Dropbox also provides a sense of security for its 

users because their data is safely stored in the cloud, so when the laptop is 

suddenly damaged or lost, they automatically have backup already. The 

price of 99 USD is considered appropriate for all of those. 

Cost Driven 
This approach determines price based on cost incurred. Simply put, the formula 

for determining the selling price of a product is cost plus margin. 

PRICING STRUCTURE OF MANUFACTURED PRODUCT 

Production Cost Overhead Cost Manufacturer 

Margin 

Distributor 

Margin 

Selling price for customers 

 

In manufacturing products, components classified as costs generally are: 

Production Cost 

 
Costs arising from 

production activities 

Material Cost Material costs necessary to 

produce products. 

Manufacture Cost Operational costs arising due to 

production, such as electricity cost 

for the machine.. 

Labor Cost Direct labor costs arising due to 
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production activities. 

Overhead Cost 

 
Other costs that are 

indirect and must be 

issued despite there is 

no production 

activity. 

Factory & 

Warehouse 

Overhead 

Such as the cost of renting a 

factory and warehouse rental 

Office Overhead For example: office rent, office 

electricity, office staff salaries, 

permit processing fees, marketing 

fees. 

Research & 

Development 

Costs arising from product 

research and development 

activities. 

 

To determine the margin, startup will need to estimate the distribution channel. 

If using intermediaries to sell products (for example: agents, distributors, 

resellers), it is necessary to determine how much margin other party can take for 

each product sold. 

Exercise on designing distribution strategy and pricing can be performed 

on ➔WORK SHEET #12. 
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Notes 
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Bab 8. Business Model 
 

Upon learning this chapter, participant is expected to: 

● Understand about business model; 

● Have insight into various business models; and 

● Able to map the business into Business Model Canvas. 

 

A. Business Model Definition 

Formally, business model is defined as the way in which an organization creates, 

gives and captures value. The purpose of creating value is how the product was 

created. The purpose of providing value is how the product can be given to its 

users. The purpose of capturing value is how the products produced can bring 

profits. 

Another simpler definition, business model is how a business operates to gain 

income. Although this definition is actually more suitable to be pinned as an 

understanding of revenue model, in reality the question about business models 

almost always emphasizes on the way a business earns income. So the term 

revenue model and business model is often interchangeable. 

A good product, without the support of right business model, will experience 

difficulties to become a sustainable business. Not only for new products, 

products that already exist in the market still need to evaluate their business 

models regularly. 

 

B. Business Model Variation 

There are a number of business models that are popular and are used by many 

startups or large companies. Here are some business models that can be used as 

examples: 

 

Model Explanation Example 
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Direct Selling Product is directly sold from 

producer to consumer without 

intermediary 

Dell Computer (on the 

early years) 

Freemium Free access for standard 

product, paid access for 

premium feature 

Dropbox.com 

Free, with 

advertising 

Free usage of product, but with 

ads 

Detikcom 

Commission Taking some profit from each 

product sold 

Tiket.com 

Platform Bridging two or more parties 

within a single platform 

iGrow 

Subscription Charging continuous fee for 

customers in order to continue 

using the product 

Telkom Indiehome 

Franchise Giving partners the right to run 

business operations and sell the 

same product 

Sabana Fried Chicken 

Refill Producer tries to get long-term 

benefits from refills rather than 

basic products.. 

Printing machine & 

printing ink 

Rental Consumers pay to use the 

product for a certain period of 

time, without necessarily having 

it. 

Babyloania.com 

Buy One Give 

One 

For every single product sold, 

producer will provide one other 

product for free to other party in 

need. 

Lucky Iron Fish 

 

C. Business Model Canvas 

Business Model Canvas (BMC) is a tool to describe the way a business works. 

BMC is suitable for finding business models for new startups or for developing 

existing businesses. 
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BMC is in the form of a sheet of paper in which there are 9 columns, namely: 

1 Customer Segment 

(CS) 

Customer segment, describing who the 

product buyer or user is. 

2 Value Proposition 

(VP) 

Value offered, describes the superiority or 

differentiation of the product.  

3 Channel 

(CH) 

Sales channel, describes how the product is 

distributed and where transactions occur with 

customers. 

4 Customer Relationship 

(CR) 

 

The way of marketing, describes how we get 

customers, retain customers and increase 

revenue from customers. 

5 Revenue Stream 

(R$) 

Income streams, describing where income 

(money) can be obtained. 

6 Key Resources 

(KR) 

Key resources, describe important resources 

that need to be owned so that a business can 

run well. 

7 Key Activities 

(KA) 

Key activities, describing important activities 

that must be done so that the business can run 
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well. 

8 Key Partners 

(KP) 

Key partnerships, describing suppliers 

network and important partnerships that must 

be built so that the business can run well. 

9 Cost Structure 

(C$) 

Cost structure, describing important costs that 

must be spent to run the business. 

 

Designing BMC is usually done collaboratively together in teams. How to fill 

BMC is by writing content of the column using sticky notes, then sticking it on 

the BMC sheet. It aims so that the contents can be easily changed should there 

is development in the discussion or when there is additional information during 

the process of designing a business model. 

 

BMC: BIOGAS REACTOR CONSTRUCTING SERVICE 

KEY 

PARTNERS 

KEY 

ACTIVITIES 

VALUE 

PROPOSITION 

CUSTOMER 

RELATIONSHIP 

CUSTOMER 

SEGMENT 

Construction 

material 

suppliers 

Construction No more need to 

buy LPG gas 

Formal meeting, 

catalog 

Rural community 

Marketing & 

community 

development 

Easy-to-obtain 

raw material 

Raining, 

community, 

WhatsApp 

Renewable 

energy NGO 

KEY 

RESOURCES 

 

Certified 

technician * SNI-

standard dome 

CHANNEL Breeders & small 

farmers 

Human 

Resources: 

Marketing, Sales 

& Technician 

Sales Team 

themselves 

Related gov 

institution & 

village 

government 

Certification, 

S.O.P 

 

Easy & 

Guaranteed 

Website & social 

media 

Agribusiness 

companies 

Vehicles & 

construction 

materials 

Partnering 

farming shop, etc. 

COST 

STRUCTURE 

  REVENUE 

STREAM 

 

Raw material Certification & Office rent & Construction Maintenance & 
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standardization workers’ salary services spare parts service 

 

Examples of business model for Biogas Reactor Construction Services: 

A biogas reactor construction services company targets customers from rural 

community segments, because they have limited access to LPG gas distribution. 

The segment of farmers, farmers and agribusiness companies are targeted 

because they have abundance raw materials (organic waste, livestock manure, 

etc.) for biogas input. 

Benefits offered are certified installation technicians, SNI-standard concrete 

dome, ease of use and period guarantee. The company's main income comes 

from construction services, and additional revenue can be obtained from 

maintenance and sales of spare parts. 

Exercise on business model mapping using BMC can be performed on 

➔WORK SHEET #13. 
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Chapter 9. Pitch Presentation 
 

Upon learning this chapter, participant is expected to: 

● Be able to design slide content which becomes the standard 

business pitch deck; 

● Be able to design presentation slide; and 

● Be able to deliver business presentations clearly and convincingly. 
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A. Content Preparation 

In this occasion we will discuss presentation that aims to get investment and with 

potential investors as participant segment. The term is startup pitch deck. The 

standard contents of the content slide are as follows: 

1. Cover. Contains product name and brief description of the product in 

one sentence, or it can also be a tagline; 

2. Problem. Explain what are the problems experienced by customers; 

3. Solution. Explain what is solution to answer the problem; 

4. Market Potential. Explain how much the targeted market size is; 

5. Competitors. Display the closest competitors and explain why our 

products will be superior to them; 

6. Product. Describe product features or benefits; 

7. Marketing. Explain how to market in order to reach initial customer and 

maintain it; 

8. Business Model. Explain how the business earns revenue; 

9. Team. Explain who are the founders of the startup and their relevance; 

and 

10. Closing. Usually features email address and contact number. 

 

Each one of the above points is generally displayed in one slide, but more slide 

is allowed if a more in-depth explanation is needed so adding more slide is 

necessary. 

 

Additional Slide 
Explanation mentioned above is the basic content required by prospective 

investors to find out about our business plan. It's okay to add other information 

to be more convincing, but try to make it less than 20 pages of slides. Here are 

some parts that may be added, especially if the business is already running: 

● Vision / Mission, brief statement that becomes the vision or mission of 

the startup; 

● Traction, showing quantitative evidence that the product is in demand 

by the market; 

● Why Now / Momentum, explaining why now is the right time to enter 

and control the market; 

● Financial, displaying important financial data, usually concise income 

statements or future financial projections; 
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● Milestones, important achievement timeline that is already achieved, can 

be added with future activity plans; 

● Partnership showing partners who have expressed their support of 

commitment; 

● Exit Strategy, scenario where the startup can be successfully released 

by its founders; 

● Funding, explanation of the funds needed, along with an outline of the 

percentage of general use of the post; and 

● Impact / Impact, describing impact that can be produced by the success 

of this product or startup. 

 

B. Presentation Design 

In order to make a good presentation, the trick is to understand and follow design 

principles. Visually there are rules that could make our slide show more 

stunning, or at least clearer in conveying messages. For beginners, here are tips 

that can be followed. 

1. Avoid Crowded Display 

2. Contrasting Text with Background 

3. Avoid Font Size That is too Small. 

4. Use Good Quality Photos and Illustrations 

5. Limit Color Usage 

6. Limit Variations of Letter Type 

7. Limit Word Count 

8. Simplify Charts, Diagrams and Tables 

9. Build consistency 

10. Minimize Animation 

 

C. Presenting the Pitch Deck 

Practice 
If you are not used to delivering presentations, we need to practice before 

presenting. Important things to practice are: 

● Mastery of material 

● Presentation duration 

● Clarity of pronunciation 
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Presenting 
This is an important moment. If we have prepared the slides and practiced 

sufficiently, there is nothing to worry about, but of course there are some things 

to note: 

● Appearance 

● Eye contact 

● Confidence 

 

Exercise on designing pitch deck slide presentation can be performed on 

➔WORK SHEET #14. 
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