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PLANNING BUSINESS WITH LEAN MODEL CANVAS

!
L/ YOUNG TALENTS - LEAN CANVAS MODEL

P

1. Problems

- TS praklms

CUSTOMER

1] People do not know where to buy
products made by students

2) a) Urban people want trendy, natural
logking, handmade bags

b} Fastival wisitors in Holland who do not
hawe practical chairs

) Headphones get tangled [of mobile
phiones)

- Bied conscious for using_products from 3™
world countries

- Do niot know how to SUpport young
people’s eptrensurship and “survive in

future®

GENERAL/STUDENT WIEW

- Unemployment of young people

- Factories go to 3 world countries

- Learming by practice is not so commaon.

2. Solutions

- TO# 3 Meitares

CUSTOMER

1] People know where to buy products
made by students

2] 3] et new and trendy bags made
witheout plastic/with natural materials.
b} Get practical chairs for festivals

) Headphones will not get tangled
anymore

- Can supgort young people
entreprensurship.

STUDENT

- Help students to g2t some maney for
creating more products (=LEARM] out of ¥T
busines 1

- Shudients plan and maks the products.

7. Key Metrics

- I SCUETIHE FOU s e

- wehstore tools
- Zoogle anzhytics tools

3. Unigque Value propositions i—i

- Singhe, thas, comp bng massags that itates
iy yiswl e A Marant and weorth By ng

CUSTOMER

- Customers can buy products designed,
made and brandad by students from one
webstore.

- Customers can get unigue well-branded
Experience — something feally pew which
does not exist yet and they can not buy
anywhere glse.

4. Unfair Advantage Q

- Cani't b wasily coged or boogsn

- &l products designed, made

and branded by vacational
students from different countries of

Europe.
- Unigue products not sold ampwhere elss.

6. Marketing Channels

- [ ih b ELIOS

YOUMNG URBAN PEOPLE

- Instagram (1)

- Facebook

- YouTube — making of videos [¥T YouTubs
channel]

COMPANY REPRESENTATIVES

- Faoe-to face marketing in own schools
- Face-to-face marketing to school oo-
opsrats companies

FRIENDS AND FAMILIES

- Faoe-to-face marketing

OLDER FEQPLE

- Feoe-to-face marketing to friends and
famnilias

5. Customer segments

- Targir! cmbarmas

YOUMNG URBAN PEOPLE

2| 3] People who apprecists the handmad
bags designed, made and branded by
students {in Spain, Holland, Finland]

b} People who appradate the handmade
festival chairs designed, mades and branded
by studerits (in Spain, Holland, Finland)

i} Peopls who appradate the mobile phone
headphone holder designed, made and
brandzsd by students [in Spain, Holland,
Finland)

COMPANY REPRESENTATIVES

- &chool repressntatives

- School co-operate companies

FRIENDS AND FAMILIES

- Friends and families of students and gther
member of ¥T project.

OLDER FEOFLE

- Older people who want to support young
people entreprenswrship

DRAFT
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PLANNING BUSINESS WITH-LEAN MODEL CANVAS

A YOUNG TALENTS - LEAN MODEL CANVAS
8. Cost structure e . Revenue streams

Cumiomer o ehil i comis, [ riasiion oo outi i, Pecple sic ._--_-"- Femn e model, s Hme walus, Beven s, Groa margia
ANOUNT OF SALES: Depends on the process of making products -_'/ SALES START: MovemberI01E Sales estrnation Mav-Dec in 2018 (2 months} and Jan-Bay in 2019 (5 months]
ARMOUNT OF SALES: 55ill open.
FIXED COSTS Group 1: Example if sales Novernber2008-May2019 (7 moaths]
'WEBSTORE PLATFORM: Cowid m Migrdoress platform 4346 vear " ST TR S - PR T PROEIT TOTAL
STAFF SALARIES: Seaff is not getting ary salary em i ekl - o g pTICE/AAE
ATOHandbag 11 1408 1,92 2482 2

ATO'Weekand

WARIABLE COSTS

LOGISTICS/DELIVERY COSTS: Warshouse: In MERCURIA. Cach Brand {Spain, Holland) send items {as many as
possible in ane package) o MERCURLS, who delrvers them to customers, Insebstare custamer can see how many RELUXE
products are in o,

Package for delivery: Simple cardboard package [ prices DEH0 4360 package, Agn Handbag 0,336 package, Sk,
Weskender & Jeluwe approec. 0,806/ package| with Young Talents sticker (either SxSem ar 10x10am)

The delivery prices to customers (induding posiible retum) {prices to us):

Tao Findand {4l dalrveries nok depending of the weight] —= B.06E + VAT =9 90 (Prices to us: up to 2kg-=7,35E

0 Sk -=8,17E el )T + POSSIBLE RETURN MARKETING: To be dacided
d Spain & rést of Europe [small delveries = e g. 1 U-Roll)] > 8,050 + VAT = 9,904 | Prices to us: )

denends weight .-.r'l cire. LiRl->16,29€ (NE], 20,09 [SP) incL VAT] + X PROCESS: All sales which will be done in webstore will taken care of MERCURLA MERCURIA will send amce &
.'.'.I..'Ii.;. d .:..:I.!:|.: . |. * of E u.:..lu:- ---|:-:-.- I-I:.-I.| .-:-||-I 1! = ;.n |."_-' ATAT=24 00E |.'\-ri|.:-:. to iz depends weight amnd |r-uul:h.:.ulﬁ. repart ta all schocls -:Fuain}jﬂﬂ.ﬁ_-‘@gj_l;ﬂ%ﬂ} and .ﬁfu-l.ull.ugl.“.-.'ill send 3 bill::u MEE::LIN:"
;Ig'é_s‘t;'::':: II;:_TIII:.QI r,\,. =17 506 {ME}, 21,396 (5P} At Weekender or fepyge> 33 206 [MEL 37,02 (ES) ind. VAT] + :;::I"f:u Ldlu:krm:u:!-.;- FACRCLIRLA, will pay to Spain and Alfa-college according to sales repart {excluding TAX,
S if customer buys many products et say with weight & kg the delivery price is same 24,959, This is quite common
cusbramisr frisptad way in many web stores.

PAYNING OFTROIMS: Deal made with company Checkawt Fintand Led. Includes paying options &g, with Visa-, Visa
Debit-, Visa Eledtron-, MasterCard- ja Debit MasterCard —cards [Verified by Vi ja MasterCard Securefodel.

Fap for wehstone is (0,50 £/payment ja 3,00 % provision) payment | &g, 100 price of product -= we hgge 19 pay
3,50 far Checkout Finland Ltd.

PRODUCT MAKING COSTS: Product making oosts are an the First round covered by partner schools. Sl the sales of
the products {minus fees) will be delivered to school where the products sbees masde, for buying materials for
further praducts.

INFRASTRUCTLRE COSTS: Electricity, aoffice rent ebe. infrastructure costs are paid by schoals

Ura

COST STRUCTURE OF FRODUCTS:

Selling price | VAT Delivery feg. :"‘"""""‘“’d TOTAL
Product C WA a3 = y
£ )incl VAT : [24% o Mol and ) 3% +0, S0 AT+ osts

AITOH 11 22,26
BTN 13 35,81

RELUXE 35,8 16,80

DRAFT

Ura 24 8 4,810
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https://www.bigcommerce.com/
https://www.shopify.com/
https://www.ecwid.com/
https://woocommerce.com/
https://www.wix.com/
https://www.weebly.com/
https://wordpress.com/

BUIIDINPIWEBSTORE

A. DESIGN THE STORE - CUSTOMISE YOUR THEME

B. CATALO/’ NCLUDING PRODUCTS AND
CATEGORIES

N
C. PAYMENT OPTIONS Y
D.SHIPRING | i
© TAXES, INVOICES AND REGIONAL SETTINGS
/

F. LEGAL PAGES

YOUNG TALENTS



Marketing

Store Design

hop Dropshipping
= Catalog & Order Product Labels Jivo Omnichannel Suite Recently Viewed Products Size Chart & Product
e . s
. v ] "j . S e Mznagement Store Design, Marketing Tools Store Design Option Descriptions
E{? SN ' '_ Vi | ) $7.95 / month, free trial Free to $15+ / month, fre Free Store Design, Catalog & ;
ol ) | Accounting Order Management
i d f ; 99/ manth free tria
8 = E-Commerce [[senree Q E 34 month, free trial :

: e ® Shippi
[ o conme | meeoms | wsvn e - | s - | o~ |- | v ams - ' _ e

P Analytics & Reporting

& cumans RED PIN MEN'S CAMERA Social Media

ShipStatisn’

rrees, conumcar aebpeacing sht
FACH T agaEIa, L AT TeTE

Tools

ribn g

-m. i ks

COMMERCE SRLOTION & v

| e—— DESIGN THE STORE -

O Bk & = CUSTOMISE YOUR THEME
A. Shopify theme templates

SHOP NEW COLLECTION

o B [ |

b e EM

0 BB CART


https://themes.shopify.com/

DE@DN@% WEBSTORE

!.‘_ -
1T "

=11

B. CATALOG INCLUDING PRODUCTS
AND CATEGORIES

- Beautiful product pictures are essential

- Clear background (a monochromatic fabric,
a wooden board, or a sheet of paper)

- Use lightning effectively

- Use different angles

- Place it against something that can show its scale
- Demonstrate the product in action

- Be creative

- Use large images



https://www.ecwid.com/blog/simple-product-photography-tips-to-beautifully-showcase-on-your-store.html

@ BUILDINGWEBSTORE

Z

& B. YOUR CATALOG INCLUDING
# PRODUCTS AND CATEGORIES
Product category pictures
- Use large images

- Keep proportions (either horizontal or
vertical)

- Unify Style

P.:-rf: Ral_ph Polo Ral_ph Pu:-lf: Ral_ph Polo Ral_ph oy | - Create mean i ngfu I an d d isti ngu i S h a b | e
Lauren Lauren Lauren Lauren Eadr _‘g p | Ctu res

99,95 € 104,95 € 104,95 €



https://www.ecwid.com/blog/how-to-design-product-category-pictures.html
https://www.shopify.com/blog/6037086-40-stunning-ecommerce-stores-built-using-shopify#big

BUITDINGIIERSTIOR

FEATURES & SPECS

FEATURES

= 14 az weight for fast swing and reduced fatigue = All stesl design for durability and long lite

= Magnetic nail starter for easy one-handed nai placement = Vibration absorbing grip reduces vibration for improved user comfort

SPECIFICATIONS
CLAW STYLE AP FACE DIAMETER (IN) 21N
FACE STYLE CHECKERED HANDLE LENGTH (IN) 16 IN
HANDLE MATERIAL STEEL HANDLE TYPE STRAIGHT
HEAD WEIGHT (0Z) 140Z NAIL STARTER YES

1.83 LBS

FRAMING WEIGHT (LBS)

STYLE

B. YOUR CATALOG
INCLUDING PRODUCTS AND

ownrs1 8 CATEGORIES

14 OZ. MIG WELD FRAMING

- e . - Use different elements to
” ' describe customer what the

‘_@ ! The mig weld hammer is made of steel for durability and long life. It features a magnetic nail

starter for sasy, one-handed nail placement. It also features a vibeation absorbing grip to O
improve user comfort. The mig weld can ba used to not only drive nals but also remove p r O u C t re a y I S
ihem!

22 - _— - Pictures, 360 pictures
) - Videos, AR, VR
- Good descriptions of the product

HEQDO



https://www.ecwid.com/guides/the-beginners-guide-to-360o-product-photography/preview

3STORE

Payment

Current payment methods

are the payment methods that you have set up in your store. If enabled they are available for your customers to choose from at checkout.

Credit or debit card
ctions

C. PAYMENT OPTIONS

- Make a contract with trustworthy
payment providers

- Check the payment processing fees
and policies

- What to Know Before Choosing a
Payment Provider


https://www.bigcommerce.com/blog/payments-provider-101/#whos-involved-in-an-online-payment-transaction

D. SHIPPING

- Make a contract with trustworthy shipping
company (integration to your store?)

- Check that the processes are customer friendly
S & and easy to use

- Check the shipping processing fees and processes

- Decide where you want to ship (all over the
world?)

- Decide shipping price strategy
o | amarv | T - Included in the product price ->"Free
| TR N\ "= | shipping”
Pm;% o ST - Price per shipment (e.g. E.xact shipping rate
¥ =y by shipping company (weight&size), Flat rate
decided by you (e.g. 15€/shipping to Europe)

- |Is possible return included in the shipping
price?

Receiver Select | New

e e e ———— o = - g B R —————



https://support.ecwid.com/hc/en-us/articles/207100479-Choosing-the-right-shipping-for-your-store#strategy
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8 E. TAXES, INVOICES AND
¥ REGIONAL SETTINGS

- Be sure to fill the tax settings
| ORI - Showing each tax rate separately in
\ the product pages and in the invoices

- VAT in Finland 24%, in Holland 21%,
in Spain 21% (2018)

- The VAT in the store is the VAT of
operating company’s country (Young
Talents Store — Finland and 24%)

- Check that you will see tax in

invoice and customize invoice.

- Regional settings

—— i - Currency, Weight&Size, Date&Time,
- 7 Language settings

YOUNG TALENTS

.ff' "irr'". "“.

debit card

EEEEEEEEEEEEE
...........

£35.81



F. LEGAL PAGES

- To make sure customers will
find all necessary information —
this is also a marketing tool (to
be trustworthy)

Shipping and payment info

Return policy

oA

Terms and conditions

!1 Privacy policy
ol A - Remember the new Data

Privacy Policy incl. Data Protection Recor

e e ] protection record (EU law)

P

Cookies help us to improve our serv



https://support.ecwid.com/hc/en-us/articles/360000608449-General-Data-Protection-Regulation-GDPR-and-Ecwid-stores
https://youngtalentsstore.ecwid.com/pages/terms
https://youngtalentsstore.ecwid.com/pages/about
https://youngtalentsstore.ecwid.com/pages/shipping-payment
https://youngtalentsstore.ecwid.com/pages/returns
https://youngtalentsstore.ecwid.com/pages/terms
https://youngtalentsstore.ecwid.com/pages/privacy-policy

5 IARHEGING ANDISHLES

HOW TO GET PEOPLE TO BUY FROM YOUR
STORE OR GET TO YOUR SITE

1. Online marketing
A. Google Ads —marketing (ex-Googie Adwords)
B. Facebook ads (connected from webstore)
C. Email notifications
D
=

Newsletters

Webstore tools

a. Make customer groups

a.  Customer groups enable categorization and grouping of your
customers (e.g. discounts to specific customers groups)

2. Optimizing
A. SEO (Search Engine Optimization) (see also more detailed
Google guide for SEO)

3. Tracking and targeting
A. Facebook pixel (for tracking and to hyper target customers)

4. The old way - Spread the word!



https://ads.google.com/home/
https://support.ecwid.com/hc/en-us/articles/207100509-Making-your-store-indexed-by-Google
https://support.google.com/webmasters/answer/7451184?hl=en
https://www.ecwid.com/guides/facebook-pixel-guide/preview

5' MARKETING AND SALESS”

1. Omnichannel selling and
marketing
A. Sell on your website

B. Make links and sell in Facebook,
Instagram, other marketplaces
(e.g. Google shopping, Amazon,
eBay)

2. Other tips for getting customers to buy

A. Discount coupons

B. Cross selling — "Want fries with
that?”

High repurchase rate - Repeat
orders are what the most
successful stores are built on.



https://www.ecwid.com/guides/making-your-business-omnichannel-ready-a-complete-blueprint/preview
https://www.ecwid.com/guides/cross-selling-up-selling-down-selling/preview

6 TRAGKING'AND ANALYZING GUSTOMER BEHAVIOR

- Own reports of Ecwid store

- Google Analytics is a freemium
web analytics service offered by

Google that tracks and reports
/\/ website traffic (check this too)
I I - Integrated with Google AdWords,

users can review online campaigns
by tracking landing page quality
and conversions (goals). Goals
might include sales, lead
generation, viewing a specific page,
or downloading a particular file.

- Facebook pixel

- |s essentially a piece of Javascript
code that tracks user behavior on anv

page



https://marketingplatform.google.com/about/analytics/
https://www.ecwid.com/blog/google-analytics-for-e-commerce-stores.html
https://www.ecwid.com/guides/facebook-pixel-guide/preview

FOR MORE INFORMATIO

Ecwid video guides
Ecwid eCommerce guides

Shopify video guides

Markus Oedewald
markus.oedewald@mercuriafi

1



https://support.ecwid.com/hc/en-us/categories/360000015889-Ecwid-Video-Guides
https://www.ecwid.com/guides
https://www.shopify.com/videos
mailto:markus.oedewald@mercuria.fi
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