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1231.3938.01 – Models in New Ventures Initiation
Summer Semester – 2017/18 
	Section
	Day
	Hour
	Exam date
	Lecturer
	Email
	Telephone

	01
	Monday & Thursday (*)
	17:15-20:45
	As posted on the list of exams
	Prof. Leslie E. Mitts
	
	


(*)  5 sessions as follows: July 23, 26, 30  August 2, 6

	Course Units


1 course unit = 4 ECTS units
The ECTS (European Credit Transfer and Accumulation System) is a framework defined by the European Commission to allow for unified recognition of student academic achievements from different countries.

	Course Description


The emphasis in this class is to help students learn, share, and apply ways of thinking that draw on structured frameworks as well as fluid reasoning. More specifically, the intention is to help students: stimulate innovation; become more fluid in their analysis of standard business situations, through rapid feedback loops and a high volume of exposures (written, oral, existing case studies and their own ventures); and generate practical and implementable - as well as creative -- solutions to real-world business challenges and opportunities. Specific frameworks that will be introduced include market analyses, segmentation, operations, organizational behavior in the entrepreneurial context, and fund-raising to maximize future entrepreneurs’ chances of success
	Course Objectives


Upon completion of the course, the student will be able to:
1. Illustrate "lean startup" principles, including the use of "minimum viable products" to conduct quick and inexpensive but rigorous tests to validate business model hypotheses
2. Apply methodologies to optimize product design and marketing strategy, specifically as it relates to market and product segmentation
3. Understand raising venture capital relative to achieving operational goals
4. Engage with strategy - how to expand the market and manage operations for growth under
conditions of “megatrends”
5. Understand organizational behavior in the entrepreneurial setting
	Evaluation of Student and Composition of Grade 


	Percentage
	Assignment
	Date
	Group Size/Comments

	1/3
	Class participation
	Each class

meeting
	

	1/3
	Group work and presentation as evaluated by instructor
	Evaluated each class meeting and again at the final session
	TBD depending on class size

	1/3
	Group contribution as evaluated by peers
	Up to twice during the semester (formally at the end)
	TBD depending on class size


* According to University regulations, participation in all classes of a course is mandatory (Article 5).

* Students who absent themselves from classes or do not actively participate in class may be removed from the course at the discretion of the lecturer. (Students remain financially liable for the course even if they are removed.)

	Course Assignments


Class sessions will be divided into two parts.  During the first half of the class, there will be interactive lecture drawing upon the reading materials.  During the second half of each class, students will work in small groups to develop and gain feedback on a potential entrepreneurial venture.
Students will be assessed based on their reflection and understanding of the written materials, as demonstrated through interactive discussion. Student participation will be assessed each class.

Students will also be assessed based on their group projects, which should illustrate principles learned during class as well as the group’s creativity and innovation.  As noted, the second half of each class will be devoted to interactive collaboration, with a final presentation during the 6th session.
Finally, students will be assessed by their peers based on their contributions to their group’s project. There will be an informal assessment mid-way, and support to adjust any potential conflict. There will be a formal written peer assessment at the end.
	Grading Policy


In the 2008/9 academic year the Faculty instituted a grading policy for all graduate level courses that aims to maintain a certain level of the final course grade.  Accordingly, this policy will be applied to this course's final grades. 
Additional information regarding this policy can be found on the Faculty website. 

http://coller.tau.ac.il/MBA-students/programs/2017-18/MBA/regulations/exams
	Evaluation of the Course by Student


Following completion of the course students will participate in a teaching survey to evaluate the instructor and the course, to provide feedback for the benefit of the students, the teachers and the university.

	Course Site (Moodle)


The course site will be the primary tool to communicate messages and material to students.  You should check the course site regularly for information on classes, assignments and exams, at the end of the course as well.
Course material will be available on the course site.
Please note that topics that are not covered in the course material but are discussed in class are considered integral to the course and may be tested in examinations.
	Course Outline*


	Week
	Date
	Topic(s)
	Required Reading
	Submissions
	Comments

	1
	23.7.18
	
	See below
	
	

	2
	26.7.18
	
	
	
	

	3
	30.7.18
	
	
	
	

	4
	2.8.18
	
	
	
	

	5
	6.8.18
	
	
	
	


*Subject to change
	Required Reading


Note that readings may shift somewhat based on the size of the class.
Class 1:
Porter, Com petitive Advantage, Chapter 1, Competitive Advantage
Mouchawar, “Souq.com’s CEO on Building an e-Commerce Powerhouse in the Middle East,”
HBR, September-October 2017
Class 2:
Case - Rent-the Runway: Two months after a successful launch In November 2009, the cofounders of Rent the Runway (RTR), a website that rented designer dresses, are debating whether to grow their sta rtup at a measured pace and focus on improving operational effectiveness, or raise a new round of venture capital sooner tha n originally planned. Raising more venture capital would allow RTR to aggressively expand its inventory and customer acquisition efforts, in order serve a broader range of customer segments with a wider selection of products, (e.g., accessories, ma ternity wear).
Case – Dropbox:  Dropbox is a venture-backed Silicon Valley sta rtup, founded in 2006, that provides online stora ge and backup services to millions of customers using a "freemium" (free + premium offers) business model. The case recounts Dropbox's history from conception through mid-2010, when founder/CEO Drew Houston must make strategic decisions about new product features, how to target enterprise customers, and whether to pursue distribution deals with smartphone manufacturers.
Class 3:
“Innovation: How to Get Ecosystem Buy-In,” Ihrig & MacMillan, HBR, March-April 2017

“Managing Your Critical Mission Knowledge, “Ihrig & MacMillan, HBR, Jan-Feb-2015

“How Smart Connected Products are Transforming Competition,” Porter and Heppelmann, HBR, 2014.
Class 4:
Case – Linked-in:  Since its inception in 2003, LinkedIn had become a leading Silicon Valley institution with a brand name that was recognizable throughout the U.S. and in many countries overseas. As of March 2012, LinkedIn was the world's largest professional network on the Internet with $522.2 million in revenue in 2011 and more than 150 million members in over 200 countries. Unlike other major social networking sites, LinkedIn focused exclusively on fostering connections within the professional market. As LinkedIn's CEO thought about the future, he recognized the challenges in continuing to massively scale the company.
At the same time, he focused on how LinkedIn could continue to use its vast amount of data to provide additional products and services for its members and customers.
Case – Urban Water Partners: The case explores a new business venture to bring clean water to residents of Dar es Salaam, Tanzania, who otherwise cannot afford it. Management has enough money to get the company through August 2010 but needs more capital thereafter. An HBS alumnus is interested in investing in the company. Management needs to revisit its financial assumptions; decide on an incentive structure for its proposed network of local water vendors; and put together a pro-forma income sta tement,
cashflow sta tement, and balance sheet in anticipation of meeting with the investor.
Class 5:

“Constructing Markets and Shaping Boundaries: Entrepreneurial Power in Nascent Fields”: Santos and Eisenhardt Source: The Academy of Management Journal, August, 2009
Case – Jay Sanders: In 1997, Jay Sanders sold his 10-month-old medical device sta rt-up company for more tha n $33 million. Looking to the future, he wondered if this was a success he could transform into a medical device brokerage business. As he reviewed his career history and the development of his sta rt-up, Sanders was betting that he could replicate his success.
Class 6:
The Checklist Manifesto – Atul Gawande
	Recommended Reading


· Grit: The Power of Passion and Perseverance – Angela Duckworth
· Bullish on Uncerta inty – Alexandra Michel and Stanton Wortham
