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Introduction

The overall objective of the Rolling Images in Business Startups (RIBS) project was to

develop young people’s knowledge about entrepreneurship. The young participants

gained basic knowledge about entrepreneurship, and they will hopefully have a more
positive attitude towards entrepreneurship in the future.

The term entrepreneurship is usually used only in connection to the basic knowledge
about running a business. In the project, we worked with both internal and external
entrepreneurship. We linked financial literacy to media literacy, and tried to have a

pioneering approach to working with young entrepreneurs in the cultural and creative
field.

Why is entrepreneurship education for youth important?

Today, one common challenge for the more rural societies the Baltic Sea region is that
young people move away from their local communities in order to find work and
education, and as a result, the populations of those communities get older and
decrease in number. If we want our local communities to thrive in the future, we need to
provide our young inhabitants with job opportunities there.

Since so-called traditional jobs have become more and more scarce in our rural areas,
our young people need knowledge about entrepreneurship and business opportunities
in order to be able to make a living independently in their local communities in the
future, and to develop their local communities.

Why are creativity and media literacy important?

Media literacy is the ability to access, analyse, evaluate and create media in a variety of
forms. An important part of media literacy learning to have a critical view of the
different types of media.

One of the most growing economic sectors in the world is cultural industry. Art and
culture not only link people together but also serve as a tool for developing a
community, making people stay instead of leave, attracting people to visit a place or
even move there.

The rural areas in the project countries have great potential for tourism,
food/agriculture developing, craft and art companies and other small companies
working with new technology, such as gaming and transmedia. RIBS aimed at making
young people understand that they can fulfil their dreams right where they are.

Creative businesses cannot be automated, which means that there will be job
opportunities in this field in the future, as traditional, physical tasks become more and
more automated.



Creativity as a method

Creativity comes into play at the very moment when innovation calls for solutions to
traditional activities that we do not already have, and when we know that opportunities
are available. A creative approach can and should be practised, developed and
expanded, even in areas that we consider to be very routine and automatic.

The idea is that routine is necessary for a long-term process, but outcomes of a creative
outbreak of routine can shorten, simplify, and systematise the process. The rule of a
creative approach is that it is also an experiment, where the assessment of a result is not
only the result itself, but also a process in which one learns different ways to make
choices.

Answering, developing, and implementing alternative solutions always come from a
creative approach to traditional activities, where ideas are played with and self-criticised
during the process, and results are compared with respective efficiency gains. The
creativity method in this project was mostly practised through a/v media and filming
processes.

Internal and external entrepreneurship

The term entrepreneurship is usually used only in connection to the basic knowledge
about running a company. In RIBS, the term was used in two different ways:

- Internal entrepreneurship deals with the personal and mental abilities that are
needed when working in a business environment, for example, initiative taking,
teamwork, creativity, responsibility, risk taking and so on.

- External entrepreneurship deals with hard knowledge about starting, running
and owning a company (planning a business idea, marketing, budgeting and so
on).

Since both types are equally important, RIBS has tried to develop both kinds of
entrepreneurship among its young participants.

It is also important to remember the concept of social entrepreneurship, where
entrepreneurs work with finding solutions to social, cultural and environmental issues. It
shows that not everything is about money—you can also approach entrepreneurship
from a very different angle.



Curriculum recommendations

Since the partners in RIBS worked with youth in both schools and at youth centres, this
curriculum has been made as adaptable as possible to different types of organisations.
The courses and workshops are mainly designed for youth aged 15-18, but with small
adaptations, it can also be used for younger age groups, as well.

The curriculum is divided into three types of courses:

1. Internal entrepreneurship, which focusses on the personal skills that an
entrepreneur needs,

2. External entrepreneurship, which focusses on the more theoretical and technical
skills that entrepreneurs need, such as budgeting, marketing and so on, and

3. Creativity and media training, which focusses on the specific skills that an
entrepreneur needs in creative businesses.

We have also compiled a list of exercises where the participants can make practical use
of the theoretical skills that they have learned during the courses. The exercises are
found under the heading “Putting entrepreneurial knowledge into practice”.

Finally, we have created a few detailed course descriptions of actual courses that have
been used by the partners in RIBS. The descriptions can be found in the appendix. This
material can be used by anyone who wants to develop entrepreneurship courses in
schools or at youth centres.

The contents of the courses can, of course, be combined with both business training
and media training. In fact. we can even recommend that you do so, especially if you
want to use creative businesses as examples of possible business models.

The recommendations and the course descriptions have been compiled as a joint effort
by all the partners in RIBS. Since our organisations have slightly different approaches to
entrepreneurship and creativity, there are differences in the approaches in the
recommended courses. We do not see this as a problem, but rather as an advantage,
showing that different types of organisations can cooperate and learn from each other.

1. Internal entrepreneurship

Leadership

Leadership, administration and social competence is becoming more and more
important in our modern society, not only in companies. During this course, the
participants learn how they function in different types of contexts: in a group, at work,
during their spare time, as a boss, as an employee. They also get to analyse their own
behaviour in various situations and with different types of personalities. What kind of
personal qualities do you need to be a good leader, and how can you achieve them?



How can you solve problems and find solutions in different situations? The goal of the
course is to learn about personal qualities and different types of leadership.

Outside the box—self-confidence

“Outside the box" is a creative workshop in which the participants develop their self-
confidence by taking part in discussions, teamwork, and practical exercises.

The purpose of learning to think outside the box is so that one will be function and
thrive in new, and sometimes uncomfortable, situations. During the course, the students
can, for example, find themselves navigating in a new city or talking to strangers on the
street. The students can also gain new impressions from ground-breaking
establishments, such as art exhibitions, escape rooms or concept restaurants.

The goal of the course is to learn to question the obvious, to find alternative solutions,
to ask why, and to make innovative decisions.

Rhetorics and communication

Communication is becoming more and more important in all fields of business today,
not only in purely creative businesses. Language skills, rhetorics and presentation skills
are therefore a cornerstone for all students, regardless of age. This course deals with
communication in different situations: pitching ideas, a work interview, presentation
skills, writing CVs and so on.

The goal of the course is to learn how to express yourself and sell your idea to an
audience.

See the appendix for more detailed information about how to plan a pitch workshop.

Team building

In today'’s business world, teamwork is often a crucial key to success. Therefore, it is
important for students to learn the theory behind creating teams, how a good team
works and how to solve problems that can occur.

Practical exercises are important parts of this course and can include, for example,
teamwork games using various animation techniques so that the participants learn
animation skills in addition to teamwork. These exercises give participants a good
chance to see how a successful team can solve various problems and which cooperation
skills bring success. There are possibilities to show really innovative ideas, effectiveness
and creative solutions.

The goal of the course is for the participants to learn the theory behind creating teams,
how to work efficiently in a team, and how to lead a team that includes different types
of personalities.
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Creativity and ideas

In order to make activities attractive to youth, you need to find a way to make non-
formal learning fun and interesting. One way to do that is by awakening their curiosity
and inspiration and by giving youth new experiences.

It is very important to create a good working environment, where the youth do not feel
restrained by shyness or lack of trust Therefore, it's important to first let the youth get
know each other. This is preferably done by getting everyone to participate in different
games. The games should be managed so that the youth get to interact with the people
they don't already know; it is important that everyone feels comfortable with the games,
but it doesn’t mean that their comfort zones can’t be challenged. It's up to the leaders
to always be sensitive to the group, and that is best done when the leaders participate
in the games whenever possible. These activities can be used during workshops or to
introduce other activities or to give new energy or a creativity boost to a project.

The goal of the course is to help the youth start to think about what dreams or ideas
they have and how they can develop and fulfil them. It is also a way to learn how to
interact and cooperate with other people, be creative and find tools for how to develop
themselves and their ideas.

See the appendix for more detailed information about the course “Creativity and
ideas”.

2. External entrepreneurship

Marketing and target groups

As the marketing industry shifts towards social media and online marketing, the need
for consultants and marketers with a broad understanding of the landscape is growing.
This is where many of today's youth will find their own career path.

During this course, the students learn the basics of marketing and customer analysis.
The course is built on practical exercises in which the participants start by researching
an assigned target group in order to later implement the acquired basic knowledge of
marketing and their own ideas and their understanding of online marketing in creating a
sustainable and effective campaign.

The goal of the course is to show the students that they already—at a young age—can
be important players in the ever-changing landscape of marketing.

Entrepreneurship economy

During the course, the students create simulated companies, divide up the
responsibilities of the company and start developing a concept for a product. The
students’ own companies work as a basis for discussions and reflection as the course
handles issues such as management, economy, taxes, accounting, marketing and



business plans. Between the classes, the students develop their business ideas in their
groups.

The goal of the course is to give the students a broader knowledge of business and
economics and to provide the students with the tools to succeed as an entrepreneur,
small business owner, economics student and/or a consumer.

See the appendix for more detailed information about the course “Money and

planning”.

Time planning and setting goals

The main focus of this course is to learn how to use time efficiently, find the most
suitable time-planning tool, and use the time matrix for deciding the importance of the
activities.

One of the most important basic things to learn is that activities have different levels of
importance and vary in how time-critical they are. The matrix can be used to put things
in order of importance. Then you can forget about unimportant activities. It makes more
sense to start something if you are certain that the action is really necessary.

The practical part of the training is to make your own daily plan. If you put important
things in the calendar and act according to the plans, you won't forget to do anything,
you will have enough time, and you will achieve your goal faster.

The goal of the course is to give young people the knowledge that we do not pay for

things with money, we pay for things with time—the time that we spend on making
money.

Business plan development

A business plan is a description of the basic idea of a company and how the idea can be
realised in different steps as well as an evaluation of how feasible the idea is. The plan
also contains a basic financial analysis of the company. The plan is needed, for example,
when planning the start of a company, and for raising funds for the company. During
the course, the students will write their own business plan, and analyse existing plans.

The goal of the course is to learn what a business plan is, why it is needed and the basic
structure of the plan.
3. Creativity and media training

Film and picture analysis—media literacy and media criticism

Anyone can press a camera’s capture button, but expressing emotion with an image,
choosing an effective angle and setting the composition in such a way as to provide as
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much information as possible on the image require a clear understanding of the
fundamentals of photography. Therefore, these subjects are reviewed in this course by
taking pictures.

Next, the participants in the course must be able to focus on the subject—other than
the image, this can be in speech and writing or in synthesis and making, which is,
however, an audiovisual discipline. These themes are reviewed through the creation of a
story, the writing of manuscripts, and the vitality of a dialogue.

Finally, one needs to be able to see the “big picture”, be able to make choices to
create this big picture, and if necessary, narrow down the topic if you need to look for
new angles. The topics of Options and Scheduling are examined through the creation of
the entire setup and installation.

The aim of the course is to distribute and consolidate the effects of visual imaging from
basic knowledge. The goals of the course are to learn the basic rules of A/V language,
to learn to use it, to practise and to have critical view of film language.

See the appendix for more detailed information about the course “Lights and whites

and why”.

Moving images—various skills are needed

This course is closely related to the previous course about media literacy.

The aim of using moving images as an entrepreneur is traditionally to communicate
something about your service or product. But easy and cheap access to media has
made moving images a powerful tool to achieve so much more than just a commercial
or information piece. The YouTubers of today are maybe the most extreme example of
how one individual entrepreneur can profit by cheap broadcasting and simple use of a
camera. The media product itself doesn't necessarily need to be professional. From a
business point of view, it's the size of audience and getting “the right” audience that
decide the market quality of a video clip. This is a big game changer of the media
discourse. It used to be governed by broadcasting “journalistic & commercial”
discourse accompanied by that of the film industry.

Nowadays, broadcast quality has a broader meaning accompanied by other factors,
such as instant and continuous updating, a sense of authenticity and presence. This
means that the mediacoach needs to be open minded and broad in his/her pedagogic
approach. It really comes down to individually adapting each entrepreneurial project
and asking: Why do we need this? What are we communicating? What role do the
moving images play in our business model? Who is the audience and are they potential
customers?

The goal of this course is to find suitable camera/photo techniques for the product or

service that the students want to provide. When it comes to assessment and grading of
the task, it is important that the students are motivated to make their own choices in
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media technique and esthetics. The quality of recordings should be evaluated according
to what is possible to achieve with chosen technique.

Sound and image techniques

When your students have made an analysis and reflection on how they want to
communicate and to whom, it's a good idea to choose suitable media equipment.

When choosing equipment, a common mistake is that you focus on having a great,
expensive camera. The reality is that poor sound recordings can spoil the most
advanced capturing of images. Often, you can obtain quite acceptable sound even with
integrated microphones just by getting really close to the sound source/person and by
choosing an environment that is suitable and quiet. Using your smartphone is a good
way to get started. In RIBS we also used inexpensive gorilla tripods for smartphones and
plug-in microphones.

If you want to work on a more advanced level with external microphones, your
recordings need some planning and fine tuning before capturing sound. There is a
whole range of microphones available on the market.

The goal of this course is to find a suitable sound technique for the product or service
that the students want to achieve. When it comes to assessment and grading of the
task, it is important that the students are motivated to make their choice of sound
environment and microphone. The quality of sound recordings should be evaluated
according to what is possible to achieve with chosen technique. This course is also
closely related to the media literacy course.

4. Putting entrepreneurial knowledge into practice

Young entrepreneurship—starting and running a business project

During the course, the students start, run and finish a small business in cooperation with
other students, in order to get hands-on experience of life as an entrepreneur. The
course is conducted according to the guidelines from the Junior Achievement
programme, which is available in most countries.

The goal of the exercise is to give the students hands-on experiences of running their

own business, and to make practical use of the theoretical knowledge that they have
acquired during the other entrepreneurship courses.

Cross-border business simulation

The cross-border business simulation is closely related to the exercise “Young
entrepreneurship”, but a bit more advanced. During the simulation, the participants
form teams with members of two or more nationalities. The teams work under
supervision from a business coach or teacher, and start and run a cross-border business.
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In RIBS, the teams generally worked with tasks related to media and creativity, for
example, producing films or commercials, but the task could be related to any type of
business activity.

The objective of the exercise is to teach the participants about how to cooperate in an

international environment, how to solve practical problems in virtual teams, and how to
build networks that can lead to future cooperation.

Students take over the cinema

One of the goals of the RIBS project was to encourage children and young people who
live in rural areas to find possibilities to participate in their local environment. Arranging
a film screening day at their local cinema is one very concrete project. Young people
like to go to the cinema, but often, if they want to visit a cinema theatre, they travel to a
city rather than go to a local one. The survival of small, local cinemas is constantly being
threatened by their customers’ high average age as well as the decreasing number of
visitors. Connecting students with people running a local cinema can be a prosperous
meeting, not only on the actual screening day but also for the future.

The goal of the exercise is to learn the basic steps that are needed for making a
successful event and how to collaborate to get the best result. Another goal is to
connect the class with the local cinema and to learn something about film and cinema

history.

See the appendix for more detailed information about “Students take over the cinema”.

Business competition “Get the deal”

During this competition, students are divided into teams, and each team gets a case
from a local company or entrepreneur, which is based on the current needs of the
company. The teams basically work as business consultants to solve their cases during a
very limited amount of time. During the competition’s final event, the teams present
their results, and a winning team is selected by a jury made up of members from trade,
industry and the public sector.

The objective of the competition is to encourage students to be creative and innovative
and to increase the cooperation between schools and companies. The competition is

also a great networking opportunity for the competitors and entrepreneurs.

See the appendix for more detailed information about “Get the deal”.

Study visits to local companies, both traditional and creative businesses

Visiting local businesses is an essential part of entrepreneurship education. Visiting
companies can boost young people's interest in entrepreneurship, and even encourage
students to become entrepreneurs in the future. Study visits can offer a glimpse finding
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role models for youth who carry the question: Will | become an entrepreneurial worker
(employee) or employer (entrepreneur) in the future? In RIBS, we combined exercises in
media literacy and study visits by letting the youth document a study visit in a genre of
their choosing and reflect on the story they produced.

It is really a challenge to find a method for small companies to be in contact with the
educational world. Our solution has been to use study visits as a “way in” to work closer
with companies. You can start with a study visit, and if it feels right for both parties, you
can do a workshop together or ask the company to write a case challenge for the
students to solve (see “Get the deal” manual). The more activities you do together, the
easier it gets for the students to win trust from the company, which could lead to being
accepted as future employees. And as the Estonians say: the first work practice is like a
first love; it's always on the mind and it's spoken about throughout one’s whole life.

The creative industries are the fastest growing economic sector, and they even
continued to grow even during the recent economic crisis. The youth of today need to
be much more flexible and adaptable in their attitudes towards what their profession
will be compared to earlier generations. Becoming an entrepreneur also requires one to
learn about structures of an industry. Therefore, it is a good idea to visit both traditional
and creative industries and let the students reflect on the differences. Let them ponder
the question: are we moving towards a trend where all companies need to be creative
every day to survive in the long-term?

The main goals of the study visits are to collaborate and build trustworthy relationships

between entrepreneurs and educators, to learn from authentic environments and
practices, and to give students a reality check on their own ideas.
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Final words

We, as project leaders of RIBS, naturally have a positive attitude towards
entrepreneurship, creativity and media literacy. But why do we think that young people
should take part in the types of courses that are described in this curriculum? Let's face
it—not everybody is suited to become an independent entrepreneur, with the
responsibilities and the workload that comes with the trade.

Even if the youngsters who have taken part in entrepreneurship courses never get to
the point of actually establishing a company, they will still be able to make use of the
skills that they have learned during the courses or workshops. Self-confidence and
knowledge about leadership are important skills in any workplace, knowledge about
economics and time planning will be useful in everyday life, and in today’s visual media
world, everybody needs media literacy to some extent.

RIBS has mainly worked in rural, archipelago areas in the Baltic Sea region, where
traditional work opportunities are getting more and more scarce. The rural population is
decreasing in many areas, and many young people move away to study or work
elsewhere. For youth, it is a natural process to want to see the world, and if we want
new influences on our areas, we should not forbid the youth to expand their views.
However, we still want them to return at some point, which means that we need to
show them that is possible to live your dream wherever you live.

One crucial part of RIBS has been the cross-border cooperation. Youth and leaders have
visited each other during exchanges and workshops, and have created cross-border
business teams in order to get an idea of how international companies work today. An
important method that was implemented by RIBS was to involve the youth in the daily
work of the project—by planning programmes for workshops, by giving input and
feedback to the project leaders, and by taking part in exchanges. We wanted the youth
to take responsibilities and get hands-on experiences of working in an international
environment.

We hope that we have succeeded in showing our youth that they are all part of an
international network of youth who are more similar to each other than different, and
that they have all the possibilities in the world to become active citizens in both their

local societies and in the international community.

Thank you!
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1. Pitch workshop

2 Lessons 60 minutes each Pitch a business idea
+ 5 hours preparation work

This course description is aimed for teachers and coaches who will perform a pitch
workshop with pupils and participants.

Background: What is a pitch?

A pitch is a short presentation of an idea that is given in a creative and rhetorical way
and engages and convinces the audience that the idea is interesting and attractive.
Pitching is a phenomenon used in many of branches. For example, in the film industry,
film makers often pitch ideas to financiers, such as TV-companies and distributors, at
film festivals and other events. However, pitching is most common within the
entrepreneurial sector, where entrepreneurs seek funding.

Usually a pitch is around 5-10 minutes; it is basically a “selling and convincing”
presentation in a short format. An “elevator pitch” (the term “pitch” originates from this
expression) should be presented in as much time as an elevator ride takes, so can only
last for around 30 seconds.

A pitch can be done in many different creative ways. A pitch can, for example, be a film
presentation, where there’s no talking. There is no right or wrong. However, this manual
for a pitch workshop focusses on a classic oral pitch with support from a Pitch Deck. In
this manual, extracts from the well-known platform, Airbnb, are attached. Airbnb is a
good example to refer to; from the beginning, it was quite a simple idea, and it became
an enormous worldwide success. Moreover, Airbnb’s Pitch Deck is very basic, and it can
be good not to show too advanced Pitch Decks at this stage as many of the pupils
might be beginners in pitching.

Short info about the company: Airbnb is a web-based platform for renting and listing
private apartments and houses all around the world. The idea is inspired by the
principals of the sharing economy, where individuals are both the suppliers and
customers.

Airbnb started its business in 2008 when two designers (one of them was Brian Chesky,

the founder and owner) had some room in their apartment and became hosts for three
travelling persons that were looking for a place to stay during their trip to San Francisco.
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Shortly after, the idea of the platform started to form. Since then, millions of travellers
and hosts have started free accounts on the Airbnb’s platform for the renting out and
booking of unique accommodations all around the world. The platform is now more
than just a platform for rentals; it has become a global network through which events
are also arranged at different places. Most importantly, it has added a whole new
dimension to travelling.

Goadl

To give pupils/participants the basic tools needed to pitch ideas in the future, to make
them feel comfortable with presenting an idea, and to learn a classic method/form that
is used for pitching.

Content

Lesson 1

Inform and teach what a pitch is. Inspire and give the pupils creative and rhetorical
guidance.

As a workshop leader, in this lesson you will explain what a pitch is and give the pupils
their challenge: to plan and implement the pitch of an ideal Set the time frame for your
pitch workshop so that each pupil/group is given the same conditions. A pitch is often
supported with visual material (photos, film clips, graphic design and text) that can be
created in presentation programs such as Keynote, PowerPoint, or Prezi. Encourage the
pupils to work with that part! This visual support is called the “Pitch Deck”. Before you
explain the structure of pitching, it can be a good idea to look closer at the company,
Airbnb—perhaps not everyone is familiar with it—if you choose to have Airbnb as a
practical example (Homepage: https://www.airbnb.com).

Teach the structure of a pitch

The classical structure of a pitch: Start with a short presentation of yourself, your
background, preferably with just one sentence. Then, summarise what you will pitch,
also preferably with just one sentence. When you pitch a film idea, for example,
summarise the idea with one sentence. In the case of Titanic, you could say, for
example: “Titanic is a Romeo and Juliet story—set on a sinking boat.” Chesky, who
pitched Airbnb, could have said at this stage: “Airbnb is a web platform for renting and
hosting private accommodations that brings people from all over the world closer
together.”.

18



Pitch Deck Airbnb p. 1:

Welcome 1

AirBed&Breakfast

Book rooms with locals, rather than hotels.

After the short introduction, it is time to go into the idea on a deeper level. It is very
important to catch the interest and attention of the audience quickly. A good way of
doing that is to start with a rhetorical question and/or with a personal story that can
lead to showing a “need”. For example, Chesky could have said: “When | was out
travelling | always felt disconnected in the hotel districts from the authentic culture, and
moreover, it was expensive. Over 90% of those who travel want the experience of a
local. What if there were another way of travelling in which visitors could also connect
with other people and cultures?”

You can also address a “need” or “problem” that exists without a personal story: “Many
people who travel want to a more authentic cultural experience and want to live outside
of the hotel districts in affordable accommodation. What if you could get all that
through one accessible platform?”

Pitch Deck Airbnb p. 2:

Problem 2

Price is an important concern for customers
booking travel online.

Hotels leave you disconnected from the city
and its culture.

No easy way exists to book a room with a local
or become a host.

Then, convince the listeners why your idea is the solution to the need/problem. For
example: "Airbnb is a platform where you can save money and more authentically
experience and take part in the culture of your travel destination. You can also
contribute by renting out your private accommodation to travellers, and at the same
time, make money.”
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Pitch Deck Airbnb p. 3:

Solution 3

A web platform where users can rent out their
space to host travelers to:

SAVE MAKE SHARE

MONEY MONEY

when traveling when hosting

CULTURE

local connection to the city

Then, describe the product and the structure of your idea. What does the structure of
your idea look like? Describe it!

Ex: Pitch Deck Airbnb p. 6:

Product 6

SEARCH BY CITY —— REVIEW LISTINGS ——  BOOKIT!

] =
e— E 1 =

After you have described the structure of your idea, it is time to analyse its potential
threats and weaknesses, and then evaluate the idea’s strengths and opportunities. This
process is called a SWOT analysis. “SWOT" stands for strengths, weaknesses,
opportunities and threats. There will always be competition in the market as well as
potential weaknesses in your idea. However, by countering these obstacles with
constructive solutions, the pitch becomes more credible to the audience and shows that
the idea is well thought-out. Begin by talking about the weaknesses of and threats to
your idea, both externally (the market and business environment) and internally (within
the organisation).

Verkar for Verkar mot
att na uppsatta mal Att na uppsatta mal

Styrkor Svagheter

(strengths) (weaknesses)

Internt
(organisationen)

Mojligheter Hot

(opportunities) (threats)

Externt
(marknaden, omvérlden)
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SWOT: pic source: http://www.ccustomer.se/tools/analys/swot-analys-for-salj-och-
marknad/

Weaknesses of Airbnb in its early stages could have been, for example, “We are quite a
small team at this point, but we have the ambition to expand.” Threats to Airbnb could
have been, “There is already a market for private accommodation renting on the
internet. However, these sites don’t provide the same guarantees or offer the same
ranking system and security. Hotel sites are too expensive, and hostels.com may be a
good platform, but hostels can be rather impersonal.”

Pitch Deck Airbnb p 9:

Competition , 9
AFFORDABLE
csa |
-y AirBed&Breakfast
craigslist
2\
Hostels[Jcom
OFFLINE TRANSACTION ONLINE TRANSACTION
— E—
réiyieom

htelscom.

|/\IVRBO

EXPENSIVE

The next step is to talk about the strengths (internal positives) and opportunities
(external positives) regarding your idea. A statement about the strengths could be, for
example: “We have the right team with the right competence to build and expand this
platform.” Opportunities could include: “The platform is easy to handle, with various
search filters allowing the client to find their optimal accommodation with specific
requests, worldwide. In the future, this way of travelling will become a lifestyle for many
people, and the market for it will never be saturated. It is the future.”

Ex: Pitch Deck p. 10:

Competitive Advantages 10

15t TO MARKET HOST INCENTIVE LIST ONCE
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Close your pitch to sum up (shortly) the content of your pitch! Aristotle, also called “the
father of rhetoric”, said: “Tell them what you are going to tell them, tell them, then tell
them what you told them.”

More to think about while preparing a pitch:

- The visual part (Pitch Deck) functions as support for what you are saying,
so, don’t overdo it and have too much text in your Pitch Deck. Too much
visual text can make the audience focus on it rather than listening to you.

- Practise! Preferably, practise in front of a friend or a colleague.

- Watch the clock—make sure your pitch is within the time frame!

- Be aware of your body position—practise in front of a mirror, or even
video record your pitch.

Lesson 2

The pupils, individually or as a team, will pitch their ideas to the class. Give positive, yet
challenging/constructive, feedback. A smartboard or projector is needed for this lesson;
pitches are supported with visual presentation material, a “Pitch Deck”.

It is very important, as a workshop leader, to keep track of the time frame for each
pitch, so that everybody gets the sa