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integrating them in day-to-day decision 
making 
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1. Lean Start-up revisited… operational and mindset 

implications 
2. Something more on numbers and number sources: sales 

forecasting (for business planning): methods and 
sources 
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Mikkel Draebye, Danish  
Mikkel holds a BA and MSc from the University of Aarhus (DK), and MBA from SDA Bocconi (IT) and a PhD 
from Carlo Cattaneo LIUC University (IT). Mikkel has received formal training in the area of teaching, 
strategy and entrepreneurship from Harvard Business School (US), IMD (CH), Babson College (US) and 
Syracuse University (US) 
  
Mikkel teaches an average of 60 course days per year in around 20 different executive and master 
courses, mainly in the area of entrepreneurship & Innovation, strategy and business planning. Mikkel is 
currently doing research into the area of Corporate Entrepreneurship & Innovation, but comments and 
blog on other academic themes as well such as Start-Up Entrepreneurship, Entrepreneurial Finance, 
Strategic Management, Sports Management, Corporate Social Responsibility, Non-Market Strategies and 
Business Ethics. 
  
Mikkel’s institutional responsibilities in Bocconi include coordinating and tutoring the MBA 
Entrepreneurial Projects and selecting, advising and tutoring Start-Ups in Bocconi’s SpeedMiUp incubator. 
Since 1999 Mikkel has advised and tutored more than 200 start-ups. 
  
Mikkel is frequently involved as a visiting professor, expert and guest-speaker in courses, seminars and 
events involving Innovation, Entrepreneurship, Sports Management, Business and Strategic Planning. 
Institutions inviting Mikkel includes: Barilla (IT), Edison (IT), Enel Green Power (IT), Whirlpool Europe (IT), 
Gruppo Unicredito (IT), Confindustria (IT), UEFA (CH), CIES (CH), Rotterdam School of Management (NL), 
Nyenrode University (NL), Chulalongkorn University (TH), Fudan Shanghai University (CHN), and  
Nordakademie (DE) 
 



Fare clic per modificare lo stile del titolo You ! 



Fare clic per modificare lo stile del titolo 

Start-ups in an academic context 
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MANAGING 
UNCERTAINTY 
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Learning and Validation Method 

11 
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Copyright: Eric 
Reis 

• Landing page 
• Mockups 
• Prototype 
• Release 1.0 

• Hypothesis 
• Consistent “themes” in market 

feedback 

• Cohort Analysis of KPIs 
• Conversion 
• Retention 
• Sales 
• Referrals 
• ..... 

 

• Persevere 
• Pivot 
• Adjust 
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1. Value Hypothesis: Is someone willing to pay 

2. Growth Hypothesis: Can I grow the business at a profit 

3. Other Hypotheses: Cost, Quality, Delivery………. 
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CPA 
CPO 

Average Basket 
Basket Margin 

Paid Engine  
of Growth 

Retention rates 
Repeat Buys 
Lifetime Value 

Sticky Engine 
of Growth 

Viral Coefficients: 
How many new 

users will “sign up” 
as a result of adding 
one new customer 

Viral Engine 
Of Growth 
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Video MVP : Demonstrating functions and preselling/pre-ordering (Dropbox, 
Pebble…). This MVP approach has become easier with Kickstarter/IndieGoGo 
etc 
Concierge  MVP: Manually performing some of the tasks that your fully 
developed website would eventually perform automatically through backend 
algoritms (Aardvark, Cercaofficina) 
Email 
Wireframe (“empty” website) 
Working Prototype 

 

15 

MVP adopters are early adopters. They help you to understand the value 
hypotheses. More difficult to test growth hypotheses with MVP 
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• Split Tests  (A/B Testing) 
• Period Tests (Feature Testing) 
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Action Orientation, Measuring, Planning, Learning Lo 

Lo 

Hi 

Hi 

Dreamers 

Managers 

Smart 
Entrepreneurs 

Employees 
Couch Potatoes 
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Bird-in-hand principle: 
 Start with Who you are, What you know, & Whom you know (Not with pre-set goals) 
 

Affordable loss principle: 
 Invest what you can afford to lose – extreme case $0   (Not expected return) 
 

Crazy Quilt principle: 
 Build a network of self-selected stakeholders   (Not competitive analysis) 
 

Lemonade principle: 
 Embrace and Leverage surprises (Not avoid them) 
 

Pilot-in-the-plane principle: 
 The future comes from what people do   (Not inevitable trends) 
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1.  Define the target Market 

 
Market for watches in EMEA 
Market for Car Repair Services in Italy 
Market for security check trays in Italy 
Market for Dressing Apps – world 
Market for Authentication Solutions – Italy 
 
What if market is new ? : Size the potential users 
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Data and Information Sources 
 
lib.unibocconi.it – databases 
 
Aida 
Amadeus 
Business Source Complete 
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Different market  
dynamics, economics,  
competitors and KSF 

Characteristics  
of the Buyers 

Characteristics   
of the Product 

Industrial buyers 

Household buyers 

Distribution channel 

Geographical 
location 

•Size 
•Technical  
  sophistication 
•OEM/replacement 

•Demographics 
•Lifestyle 
•Purchase occasion 

•Size 
•Distributor/broker 
•Exclusive/ 
  nonexclusive 
•General/special  
  list 

•Physical size 
•Price level 
•Product features 
•Technology design 
•Inputs used (e.g. raw materials) 
•Performance characteristics 
•Pre-sales & post-sales services 
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Describe and list competitors in your segment 
If many, group them 
If few, include “substitute” competition 

0

1

2

3

4

5

Real Time

Passive Scanning

Penetration

Generality

Affordability

Established literature

X-Ray
CT
MRT
Visor
UltraSound
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Planned selling activities 
 Direct 
 Agencies/Agents 
Planned advertising activities 
 E-marketing (seo, ad words, facebook promote) 
 Social / Community 
 Radio, Outdoor, Print 
 Fliers, Posters 
 Events, Trade Fairs 
Marketing budget 
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Mass Selling 

Personal Selling 

Sales Promotion 

Different 
methods of 
marketing Advertising Publicity 
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A salesforecast almost always implies assumptions. The 
trick is to make these assumptions acceptable 
 Transparent 
 Secure base 
 “Linear” logic 
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There are three Basic approaches to sales forecasting 

1. Top - 
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Size potential market 

Estimate market share/ 
Propensity to buy 

Estimate average 
revenue per customer 

Calculate Sales 

Calculate sales 

Estimate average 
revenue per customer 

Estimate propensity to buy/ 
success rate for each channel 

Calculate the number of 
sales contacts generated 

3. Benchmarks 
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To (gu)estimate the propensity to buy your product, the following 
“techniques” can be applied 
 Experience within the organization 
 History of product in different, but similar, markets 

 Benchmarks 
 History of similar launches in other organizations 
 Industry “standards” (occupation rate of 3-star hotels in Moscow)  

 Pilot tests (small scale launch) 
 Market surveys 
 Interview with potential clients (focus groups) 
 Last resort: Arbitrary market share / market penetration rates 

 To the extent possible start from a secure base !!!! 

Information and assumption sources 
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Year 2003 Year 2004 Year 2005 Year 2006
Total Chilean Wine in Italy (€) 1,982,952               2,181,247         2,399,372         2,639,309              
Estimated Anual Growth 10% 10% 10% 10%
Italian Market (€) 2,200,000,000        2,233,000,000  2,266,495,000  2,300,492,425       
Anual Growth 1.5% 1.5% 1.5% 1.5%
Chilean wine share 0.0901% 0.0977% 0.1059% 0.1147%
Dondevan Sales 293,745            587,490            881,235                 
Share over Chilean wine in Italy 13.5% 24.5% 33.4%
Dondevan Share Total Market 0.0132% 0.0259% 0.0383%

 
 

 

Chilean Wine Sales and Dondevan Share 

 
 

 

Dondevan Volume Estimation  

Annual Sales
Year 2003 Year 2004 Year 2005 Year 2006

Escenario 1
   Bottles 2,719                      50,400              100,800            151,200                 
   Cases 226.6                      4,200                8,400                12,600                   
   Containers 0.3                          5.00                  10.00                15.00                     

Quantities
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25.000 emails 
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Position 1: 6%+ 
Position 2: 4-5% 
Position 3: 2-3% 
Position 4: 1-2% 
Position 5 and lower: 1% 
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Conversion rate (visit to add to basket): 8% 
Conversion rate (visit to sale): 4% 
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