USEFUL TIPS FOR BUSINESS DEVELOPMENT - A SHORT GUIDE TO THE MIRO PLATFORM
This guide will introduce you to the best-known templates for business development, so that you can learn the methodology in the most effective way, in a team, using a super platform.

To do this easily as a team, working together, the first step is to go to https://miro.com/ and register!











Here you will access the templates, which you can to export, if you want. You will get a short description for each template, so work with it!


After registering, you can invite team members to the next drop-down menu on the left side of the platform and you can edit the templates together!























This platform is a powerful collaboration site where you can work together on different projects in real time. You can create your own templates, but you can use any of the platform's tools. Note that in the free version, you can only edit 3 templates at a time. Once you're done with these 3 templates, be sure to export them. You will then be able to use additional templates. In the template editing interface, look for the export option:


Explore the platform a bit, it has a lot of possibilities, it's a great solution for group work at home!

Let's get to work and see which will be the first template you'll need to use! On the main page, select the "create new table" option!









You can then browse manually, or with a specific keyword search. You will have to search for the name of the template related to the course!


1.	DEFINING THE PROBLEM

A good product or service solves a specific problem for users.

Seeking and recognizing opportunities means discovering ways to solve problems or alleviate pain points that individuals or organizations are struggling with. These solutions become our products/services.

Do you have the ability to accurately identify such problems? Do you have the necessary competences to implement the development of the product/service? In this step, we develop these skills and competences.

Think about the individual facing the problem. Take into account their characteristics, which will allow you to validate your solution successfully and effectively later on.


To find the best problems, always think of things that are pain points in your life. You also need to find the cause of the problem, not the solution, so pay attention to that!

The first task will be to compile a problem list, also known as a "bug list". To do this, look for the 'Brainwriting' template in MIRO, which can be used by everyone at the same time, or individually or in a team. It can be extended with post-it notes. It consists of an idea and an idea development link, where you write down a basic problem in the idea space and the details of this in outline form in the idea development section.


Then group them together using a specific methodology (trend-fit testing helps) and try to select. Primary objective: select 3 relevant problems!


2.1. TARGET MARKET/PERSONA
Once the problems have been selected and finalised, we need to identify the final 1 problem groups who are affected by it and to whom we will then offer our solution to alleviate the pain point associated with the problem. But how do we get started?

1. Think about what you are offering
It's not about the product or service, it's about the problem and the solution you offer. People don't want to buy a hand drill, they want a hole in the wall.

A good example of a solution-oriented offer is one of the first iPod ads: instead of emphasising storage size, it promises that you can carry 1000 songs in your pocket.


2. Narrow your target group
To make a more personalised offer and advertise more accurately, you need to narrow down your target  group.
Because a good target group has three characteristics: specific: easy to target, either in copywriting or in ad settings big enough: you can make a living from it, i.e. it can support your growing business solvent: able and willing to pay for your offer.

3. Identify the target group (positioning)
Once you have your broad target group, try to describe them in as much detail as possible. In most cases, it is common to break down the target groups into four categories:
Demographic			characteristics:		age,		gender, languages spoken, income/income, industry Geographic	characteristics:	postcode,	country, county, city, residence, favourite places Psychological	characteristics:		personality	traits, interests, hobbies, communication style
Behaviour:	tasks,	difficulties,	desires,	goals, hobbies, habits


We can also visualise the results of the previous steps, as a "profile" of the priority members of our target group. The next step is to create 3 profiles of ideal customers. For this, look for the 'User Persona' template in MIRO!





















In the editing interface, you use Tables 2 and 3, where you can enter the different attributes of your customers and what creates value for them. In addition, in the last block, you have to formulate the following tasks for the team by answering the questions. The template can be extended indefinitely in the editing interface, so copy blocks 2 and 3 twice more to make a total of 3 personas. For the profiles, also insert a photo of the persona!



2.2. TARGET MARKET/PERSONA
After defining the profiles, you need to understand in
more depth where the user has problems (pains) or potential benefits (gains) and infer their tasks (the so- called "to-do" tasks, the different activities they perform).

This will be helped by the so-called empathy map, which is a tool for empathic target group analysis. It is used to identify the feelings, thoughts and attitudes of existing or potential users and customers and to understand their needs. To do this, find the 'Empathy map' template in MIRO and apply it to your target group, even in multiples, for all three personas!


3. VALUE PROPOSITION


A pithy and to the point value proposition is one of the best ways to illustrate and demonstrate the core values that we can offer to our prospective clients. A good value proposition identifies the key selling points in a few sentences and is attention-grabbing for the visitor. Customers should be shown in the simplest possible way what they can expect when they do business with us. So first impressions are important!

The methods used to define the target group greatly support the definition of the value proposition. In this context, a so-called "Value proposition canvas" methodology is used, which has been transformed into a one-sentence value proposition in the presentation linked to the curriculum. The canvas is briefly presented, it can be important for the formulation of  the sentence, as the sentence is composed of its different parts.



















It is the canvas itself that helps to formulate the value proposition. To offer the best possible value proposition to our visitors, we need to assess their pain and gain points, which will help us to target our message to them most effectively.

Customer pain points are the set of negative factors  that prevent prospective customers from implementing processes that are useful to them. These can be unwanted costs, situations, negative emotions or risks.




Our customers aim to save effort, time or money. These help them generate customer gain and grow further in the market. It is also from this perspective that we need to capture their attention with calls such as "save time", "keep processes under control", "save up to 20%", "increase efficiency".

Our value proposition must meet three main criteria: be relevant, show the value of our business and be  unique. Taking these three aspects into account, we need to answer the following questions when developing our value proposition.
Relevance: why is our product or service needed? What needs can we meet?
Value: what benefit does our product or service provide? How can we help them achieve their goals?
Uniqueness: What can we offer our customers that our competitors cannot?


4. COMPETITOR ANALYSIS

Competitor analysis helps you find out who your competitors are, what their marketing strategy is, how they get their customers and what they do better than you. A detailed competitor screening will show you where you need to strengthen to stay ahead of your competitors.

A competitor analysis helps to determine who a business's potential competitors are, what their strengths and weaknesses are and what their marketing strategy is.

Screening your competitors will also help you to identify areas where you need to improve in your own business to catch up or even overtake them.

A	competitor	analysis	is	required	in	the	following cases:
before starting a business
after a decline in turnover and/or revenue before the launch of new products or services
when	a	new,	strong	competitor	appears	on	the market


To make the market want you, it's not enough to be good, you also need to know who you're up against and what "weapons" your competitors are using. That's  why part of strategic marketing is learning about your competitors' solutions and looking at them from a customer's perspective.

Thus, the first task in this topic will be to carry out a competitor analysis. To do this, look for the 'Competitor Analysis' template in MIRO, which can be used by everyone at the same time, or individually and as a team. It can be extended with post-it notes. Map out your potential competitors in the market and then analyze their specificities.


And then include your own projects in the analysis, so you can see where you are better than your competitors or where you need to focus more on and strengthen.

5. MVP - MINIMUM VIABLE PRODUCT
MVP stands for: the fastest first beta ready to go. That is, the product or service has only the most essential features at launch. The aim is to gather feedback and experience. The term MVP is often used in the context of Eric Ries' Lean Startup methodology (Ries, 2018).

What is MVP, or is finished better than perfect?

Minimum = rudimentary, exists and is tangible, can be demonstrated.
Viable = it has a reason to exist and is needed.
Product = a product, i.e. something you can sell, be it a physical product or a service
Market entry can happen with relentless speed, even for a half-finished product.


In simple terms, MVP is a way to cost-effectively create a novel digital product that can be downloaded and purchased by the first users. By using the experience gained from MVP development and user feedback, we can effectively enhance the application we develop and make sure we are moving in the right direction with our project.

One of the most important and challenging aspects when you start designing your product/service is the selection and prioritisation of features. Many people fall into the mistake of judging a successful business  by the many versions that have already been launched, when the road to the top is never short.




What tools can you use and what qualifies as an MVP?

1. The first easiest way to make an MVP is to draw it
- either on paper or on MIRO. Describe the process that demonstrates the features and functionality of the product/service. Use colourful post-its and highlight the important points, especially the functionality that is the focus of your value proposition.
2. Even a good poster can be the perfect MVP if you can showcase the key values and features! Use
 CANVA 's site to do this, where you can find a lot of other great templates in addition to the poster.
3. A landing page, also known as a simple website. Don't be scared, you don't need to know how to program... You can create a landing page for your project in no time with WIX where you can adapt ready-made templates to your own needs. Or very similar to the WEBNODE site, we recommend both!



4. Create your own app design. There are also plenty of sites where you don't need to know how to program and you can create a click-through application prototype. One of the best known is MARVELAPP , but you can also check SKETCH or BUBBLE. But perhaps the most knowledgeable, completely free platform is
 JUSTINMIND 's site.

5. You can also use a video to showcase your product/service, so this is also an MVP if it's well put together. There are also an almost endless number of sites available for this, we've picked out a few for you, but if you have your own well-established platform, feel free to use ANIMOTO, VISME, FLEXCLIP. And the king of animation: ANIMAKER.

6. Create your own social media platform(s), because in the future you will be able to reach your customers, describe your products/services in detail and measure feedback and market results.


6. EXAMPLES OF REVENUE MODELS


Advertising-based revenue model

Ad-based revenue models involve the creation and strategic placement of ads for a website, service, app  or other product on high-traffic channels. If your company has a website or web-based business, Google AdSense is one of the most widely used tools for acquiring ads. For most websites, AdSense earns around $5-10 per 1000 page views.

"Affiliate" revenue model

Another popular web revenue model is the affiliate revenue model, which works by promoting links to relevant products and earning a commission on the sale of those products, and can work in conjunction with or separately from advertising.



Transaction revenue model

Many companies, technology and otherwise, are trying to rely on the transactional revenue model, and with good reason. It is one of the most direct ways to generate revenue, as the company provides a service or product and customers pay for it.

Subscription-based revenue model

A subscription-based revenue model means that you offer your customers a product or service that they can pay for over a longer period of time, usually month by month or even year by year.

Sales on the web

This is a branch of the transactional revenue model, in which the customer pays directly for the product or service, except that customers must first reach your company through an internet search or outbound marketing and transact exclusively over the internet.



Direct sales

There are two types of direct sales: inside sales, where someone calls to place an order or sales agents call potential customers; and outside sales, which is a face-to-face sales transaction.

Channel sales (or indirect sales)

The channel sales model consists of agents or resellers selling your product on your behalf and you or the reseller delivering the product. The affiliate revenue model is a good companion model to this model, especially if your offering is a virtual product.

Retail sales

Retail sales means the establishment of a traditional department store or retail shop in which you offer physical goods to customers. Remember that the retail sales model requires shelf space (which you have to pay for) in existing stores and is best suited to products  that require logistics to get them to customers.





The product is free, but the service is not

This model is unique from others because you have to give the product away for free, but customers have to pay for installation, customization, training or other additional services.

Freemium model

A freemium model is a model where a company's basic services are free, but users must pay for additional premium features, extensions, functionality, etc. One of the biggest companies using this model is Linkedin, the most popular business/social media platform.


7. BUSINESS MODEL CANVAS

The Business Model Canvas is the result of research by Swiss economist Alexander Osterwalder, based on business model analyses.

The canvas model builds a business venture out of 9 components, which summarize briefly and concisely the operational and strategic aspects of a given project. As the name suggests, it is a model designed to represent complex real-world relationships in a simple, understandable way.

The structure of Canvas
The model consists of the following nine elements: Value Proposition
Customer Segments Channels
Customer Relationship Revenue Streams Cost Structure
Key Activities Key Resources Key Partners

and study it a bit.

Each of these elements can be done in just a few words. But in no case do you need to write long lines for each item. They can be explained in detail, of course, but there is absolutely no need. It is no coincidence that most of the time canvas is written on post-it notes.

The aim is to summarize briefly and succinctly what the passage means. This is a significant difference from business plans. Classic business plans are typically 30- 70 pages of written documents that detail the business environment, strategy, competitors, assumptions and financial calculations related to the business model of the company or project.

Let's find the canvas (business model canvas) in MIRO
and study it a bit.


You will then have to create your business model for your own project using the canvas if there is time during the Hackathon. Not a compulsory element, but it's good to think about it!

The Business Model Canvas shows the key elements of a project on one page. This makes it a much quicker, simplified, schematic model to put together. However, this does not mean that it is inaccurate or wrong. It simply means that its purpose and value lies not in the detail, but in the basic context. If there is already a  flaw in the relationship between the basic elements, it is completely pointless to write a 50-page  business plan for that project. In this respect, the canvas is not a substitute for the business plan, but precedes and complements it. Think of it as an executive summary of a business plan. And Osterwalder's book contains several such business model templates he created for specific companies and projects.
image5.png
mifo free® Uzleti modell vaszon_alapsablon ﬂ' .1. Q Q ® E* EI Eﬂ El




image6.jpeg
miro free

O® Recent boards

¥ Starred boards

team

1 user

3 Boards in this team

O Miroverse®

Projects

[# Upload from backup

4D
9Q I

Join the webinar -

Join our Getting started
with Miro webinar this
Thursday at 8 am PTD!

Q + Invite members Upgrade ® Q

Create a board

Recommended templates sh
@ ° @
o ' :
+ == i
] e 3
{ LI
6 -
New board +Mind Map +Kanban Framewo... +Quick Retrospecti... +Customer Touchp... +Brainwriting From Miroverse

Boards in this team erlyeyn ¢ | memE o




image7.jpeg
;5 g
“l Miro e Q + nvite members | ® 2

@ Recent boards Create a board

¥y Starred boards

Recommended templates

shov
team v @ _@
A, A== e D i
= -t ¢ 9
= ' T = -
3 Boards in this team (2] a
New board +Mind Map +Kanban Framewo... +Quick Retrospecti... + Customer Touchp... + Brainwriting From Miroverse
O Miroverse®
Projects +
Boards in this team Ownedbyanyone v Last opened v | B8

[#] Upload from backup

D
9Q la=





image8.jpeg
All templates
Recent
Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

I S S T

Q Search templates by name, category or company

For you

Your personalized recommendations.

m Miro
Mind Map

m Miro
Concept Map

Show when creating a board

m Miro

Flowchart




image9.jpeg
;5 g
“l Miro e Q + nvite members | ® 2

@ Recent boards Create a board

¥y Starred boards

Recommended templates

shov
team v @ _@
A, A== e D i
= -t ¢ 9
= ' T = -
3 Boards in this team (2] a
New board +Mind Map +Kanban Framewo... +Quick Retrospecti... + Customer Touchp... + Brainwriting From Miroverse
O Miroverse®
Projects +
Boards in this team Ownedbyanyone v Last opened v | B8

[#] Upload from backup

D
9Q la=





image10.jpeg
All templates
Recent
Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

I S S T

Q Search templates by name, category or company

For you

Your personalized recommendations.

m Miro
Mind Map

m Miro
Concept Map

Show when creating a board

m Miro

Flowchart




image11.png




image12.png




image13.jpeg
For you

Recent

Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

Q brainwriting

1 result

m Miro

Brainwriting

Show when creating a board





image14.jpeg
For you

Recent

Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

Q brainwriting

1 result

m Miro

Brainwriting

Show when creating a board





image15.png




image16.png




image17.jpeg
For you

Recent

Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

Q user persona

34 results

m Miro

User Persona

ot W o
% Modus Create
Personas Workshop

Show when creating a board

@ Pixel Research Lab
Persona Map

==

_L‘





image18.jpeg
For you

Recent

Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

Q user persona

34 results

m Miro

User Persona

ot W o
% Modus Create
Personas Workshop

Show when creating a board

@ Pixel Research Lab
Persona Map

==

_L‘





image19.jpeg
For you Q empathy map Show when creating a board

mpl.
Ri it
ceen 103 results

Popular

Building Blocks

(5]
USE CASES l .
Meetings & Workshops ‘ . . . . . .
== - |

Brainstorming & Ideation .

Agile Workflows

Mapping & Diagramming m Miro ™ Miro m Miro

t t
Research & Design Empathy Map Concept Map Job Map

Strategy & Planning




image20.jpeg
For you Q empathy map Show when creating a board

mpl.
Ri it
ceen 103 results

Popular

Building Blocks

(5]
USE CASES l .
Meetings & Workshops ‘ . . . . . .
== - |

Brainstorming & Ideation .

Agile Workflows

Mapping & Diagramming m Miro ™ Miro m Miro

t t
Research & Design Empathy Map Concept Map Job Map

Strategy & Planning




image21.jpeg
Value Proposition Customer Profile

Gain creators

Customer

‘ jobs

S8





image22.png
Our
help(s)

() custormer segment

who want to

(<f) Jobs to be done

y Vet (e reducing averding) & e customer pin

Verb (e, ncreasng, enabling) ) ana s comomer gan
€

(unlike

| competing value proposition




image23.jpeg
Value Proposition Customer Profile

Gain creators

Customer

‘ jobs

S8





image24.png
Our
help(s)

() custormer segment

who want to

(<f) Jobs to be done

y Vet (e reducing averding) & e customer pin

Verb (e, ncreasng, enabling) ) ana s comomer gan
€

(unlike

| competing value proposition




image25.jpeg
For you

Recent
Popular

Building Blocks

USE CASES
Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

" Community Templai

Q competitor analysis Show when creating a board

23 results

L ]
" L
¢ CEmay
m Miro m Miro m Miro
Competitive Analysis SWOT Analysis PEST Analysis





image26.jpeg
For you

Recent
Popular

Building Blocks

USE CASES
Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

" Community Templai

Q competitor analysis Show when creating a board

23 results

L ]
" L
¢ CEmay
m Miro m Miro m Miro
Competitive Analysis SWOT Analysis PEST Analysis





image27.png




image28.png




image29.png




image30.png




image31.jpeg
For you
Recent
Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

Q business model canvas

60 results

m Mmiro

Business Model Canvas

m Miro

Lean Canvas

Show when creating a board

== Board of Innovation
The Business Model Kit




image32.jpeg
For you
Recent
Popular

Building Blocks

USE CASES

Meetings & Workshops
Brainstorming & Ideation
Agile Workflows
Mapping & Diagramming
Research & Design

Strategy & Planning

MIROVERSE

Q business model canvas

60 results

m Mmiro

Business Model Canvas

m Miro

Lean Canvas

Show when creating a board

== Board of Innovation
The Business Model Kit




image33.png




image1.jpeg
.
MIFO Product v Solutions v Resources v Enterprise Pricing @ EN Contact Sales Login (SIElRN R

Where teams
get work
done

The online collaborative whiteboard platform to
bring teams together, anytime, anywhere.

Enter your work email Sign up free >

35M+ users: Walmart>< Deloitte.





image34.png




image2.jpeg
.
MIFO Product v Solutions v Resources v Enterprise Pricing @ EN Contact Sales Login (SIElRN R

Where teams
get work
done

The online collaborative whiteboard platform to
bring teams together, anytime, anywhere.

Enter your work email Sign up free >

35M+ users: Walmart>< Deloitte.





image3.png
mifo free® Uzleti modell vaszon_alapsablon ﬂ' .1. Q Q ® E* EI Eﬂ El




image4.jpeg
miro free

O® Recent boards

¥ Starred boards

team

1 user

3 Boards in this team

O Miroverse®

Projects

[# Upload from backup

4D
9Q I

Join the webinar -

Join our Getting started
with Miro webinar this
Thursday at 8 am PTD!

Q + Invite members Upgrade ® Q

Create a board

Recommended templates sh
@ ° @
o ' :
+ == i
] e 3
{ LI
6 -
New board +Mind Map +Kanban Framewo... +Quick Retrospecti... +Customer Touchp... +Brainwriting From Miroverse

Boards in this team erlyeyn ¢ | memE o




