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Hot summers 
Warm winters 
 
 
Evidence of 
global warming 

Cold summers 
Cold winters 
 
 
Evidence of 
global warming 

Clearly there is evidence of global warming ?! 
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business ideas 

Which puppy(ies) 
worth saving ? 
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Group 
Number

Pets.com Kosmo Despair.com Etoys.com Petrock.com Flooz Webvan
Is there a  benefit (real or 
percieved)
People willing to pay (enough)
Cost of cut-through acceptable
People will see the benefit buy 
again / recommend to others
Will someone hate it

Kill Puppy (0 = kill, 1 = love)

Member Views

Class ID



Pets.com	  
Pet	  supplies	  via	  the	  

internet	  	  

Save	  big,	  save	  time	  
Stay	  at	  home	  
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Kosmo.com	  
Instant	  delivery	  of	  
products	  purchased	  via	  
the	  internet	  in	  big	  cities.	  
Order	  a	  wide	  variety	  of	  
products,	  from	  movies	  to	  
snack	  food,	  and	  get	  them	  
delivered	  to	  your	  door	  for	  
free	  within	  an	  hour.	  
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Despair.com 
We hate all the senseless, wasted time on employee motivation and un-founded 
optimism 
We imagine you do to, buy our products and show your true colors 
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Continuous	  effort	  is	  the	  key	  to	  unlocking	  your	  potential	  
	   	   	   	  Winston	  Churchill	  
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Etoys.com 
 
The	  new	  place	  to	  buy	  
toys.	  Find	  you	  want	  on	  
the	  internet	  
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Petrock.com	  
Pets take a lot of time and 
energy. Your kids can 
have almost as much fun 
with a pet rock. 

We even include a care 
guide 
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Webvan.com 

Buying	  groceries	  should	  
be	  easier.	  With	  web	  van	  
you	  can	  get	  all	  your	  
groceries,	  so	  you	  have	  
time	  for	  other	  things	  
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Why would it fail … 

Pets.com

Kosmo

Despair.com

Etoys.com

Petrock.com

Flooz

Webvan
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Ideas, screening 
Concept, analysis 

Prod. 
devel 

Test 
mktg 

commercialization 

The time to 
Make mistakes ! 

Budget 

Time  
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Béatrice de Mahieu



!   Test your business model!

The Pimento Map	  

Based on in-depth research on many businesses, this methodology is a fast, 
easy and accurate way to evaluate the chances of success of your business model. 

It gives the opportunity to entrepreneurs, business angels or venture capital firms 
to build an objective opinion on a new business idea. 

It also points out in detail where the model can be improved. 


www.pimentomap.com



Answer 18 straightforward 
questions, each answer has a 
colour code: green (good), 
yellow (medium good), orange 
(medium bad), red (bad)

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

C  100%
M  0%
Y  100%
K 0%

# 00A550

R  0
M  165
B 80

C  0%
M  0%
Y  100%
K 0%

#FFFF100

R  255
M  241
B 0

C  0%
M  50%
Y  100%
K 0%

# F7931D

R  247
M  147
B 29

C  15%
M  100%
Y  100%
K 0%

# D12229

R  209
M  34
B 41

Po
wer

 Balance

Pro!tability
 & Recu

rre
nc

e

Intense Competition

Cash"ow require
m

en
ts

Business Focus

Cu
sto

mer P
ains

Com
petences

Competitive Advantage

Gr
ow

th
 an

d sc

alability

Revenue Model

Partnerships

Network
Fundin

gCost structure

Customers

Value Prop.

Channels Image

The Sector

The Team The Financing

The Activity 

The Method	  



Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

C  100%
M  0%
Y  100%
K 0%

# 00A550

R  0
M  165
B 80

C  0%
M  0%
Y  100%
K 0%

#FFFF100

R  255
M  241
B 0

C  0%
M  50%
Y  100%
K 0%

# F7931D

R  247
M  147
B 29

C  15%
M  100%
Y  100%
K 0%

# D12229

R  209
M  34
B 41

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

C  100%
M  0%
Y  100%
K 0%

# 00A550

R  0
M  165
B 80

C  0%
M  0%
Y  100%
K 0%

#FFFF100

R  255
M  241
B 0

C  0%
M  50%
Y  100%
K 0%

# F7931D

R  247
M  147
B 29

C  15%
M  100%
Y  100%
K 0%

# D12229

R  209
M  34
B 41

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

C  100%
M  0%
Y  100%
K 0%

# 00A550

R  0
M  165
B 80

C  0%
M  0%
Y  100%
K 0%

#FFFF100

R  255
M  241
B 0

C  0%
M  50%
Y  100%
K 0%

# F7931D

R  247
M  147
B 29

C  15%
M  100%
Y  100%
K 0%

# D12229

R  209
M  34
B 41

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

Customers

Value Prop.

Channels Image

C  100%
M  0%
Y  100%
K 0%

# 00A550

R  0
M  165
B 80

C  0%
M  0%
Y  100%
K 0%

#FFFF100

R  255
M  241
B 0

C  0%
M  50%
Y  100%
K 0%

# F7931D

R  247
M  147
B 29

C  15%
M  100%
Y  100%
K 0%

# D12229

R  209
M  34
B 41

GREEN
The startup or project focuses on a niche market and is enjoying
a real competitive advantage, due to a legal licence or a real 
technology innovation.

YELLOW
The startup or the project has a good competitive position. She is 
not alone on the market, but she has some good arguments 
towards her competitors. 

ORANGE
The startup will operate in a competitive market. She may have 
some competitive advantages, but these advantages still need to be 
confirmed. Success still needs to be proven

RED
The startup does not have any competitive advantage, is late on the 
market. Reconsider your BP

Colour Results	  
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!   Customers: 
–  Is your customer clearly identified? Who will be the decision maker? How big or narrow is your 

customer definition and mapping? 
–  How good is your knowledge on a geographic basis? Need of those customers could defer? First 

prospect/prospect group list?..
!   Image

–  How can you define the image of your product? What will make your customer fall in love with your 
offer? 

–  Values of your company? Mission statement? 
!   Value proposition

–  Quality of the product?
–  Clear deliverable?
–  USP

!   The Sales Channels
–  Knowledge of your sales channels
–  How does a prospect meet your value proposition

The core center of the map: evaluate the 
maturity of your project	  



!   The revenue model:
!   Volume and paiements? Saas?
!   Paiement delays?
!   Customer contracts?
!   Monthly-one-off fee?


!  The cost structure: 
!   Fixed costs
!   Variable costs
!   Knowledge of the pre-sales, marketing, customer acquisition cost…

The Business model:
Revenue and Cost	  

30

3.2. LE DEUXIÈME CERCLE  3.2.1 LE MODÈLE DE REVENUS

Les modèles de revenus sont multiples : à l’heure (comme le 
jardinier qui tond votre gazon), à la tâche (le coiffeur que 
vous payez pour une coupe de cheveux), au forfait (l’en-
trepreneur qui rénove votre maison), à la performance 
(l’agent immobilier), au pourcentage ou à la commission 

(les vendeurs et autres intermédiaires commerciaux)… En 
règle générale, mélanger ces modes de rémunération est un 

mauvais choix. En revanche, on peut appliquer des modèles différents au cœur 
et aux accessoires de votre produit ou service. Pour reprendre l’exemple du 
logiciel vendu à des entreprises, ces dernières achètent une licence pour l’ex-
ploiter, mais paieront des heures de formation au personnel.

Le modèle de revenus doit également inclure d’autres paramètres :
- Quelle est la politique des volumes et des paiements (exigence d’un acompte, 
paiement à la livraison, paiement intermédiaire, etc.) ?
- Quels sont vos délais de paiement ?
- Quelle est la politique concernant les garanties et les remboursements ? 
- Les contrats avec les clients sont-ils uniques, indéterminés, récurrents ?

(Q� RXWUH� SRXU� OHV� UHYHQXV�� FHX[�FL� VRQW� VRXYHQW� LQÀXHQFpV� SDU� FH� TXH� O¶RQ�
nomme le risque. Dans son ouvrage « Le Cygne noir », Nassim Taleb distingue 
deux types d’environnements économiques : le « médiocristan » et l’« extré-
mistan ».

- Le « médiocristan » se caractérise par sa stabilité. Stabilité de la demande, 
de la concurrence et des coûts de production. Mais le médiocristan se signale 
aussi par les faibles opportunités de croissance des revenus : ceux-ci sont 
fortement prévisibles, mais aussi fortement limités, car la prise de risque des 
agents économiques y est faible. Un dentiste, par exemple, sait approximative-
PHQW�FRPELHQ�LO�SHXW�HVSpUHU�JDJQHU�MXVTX¶j�OD�¿Q�GH�VD�FDUULqUH��,O�VDLW�DXVVL�
que l’écart des revenus avec ses confrères est relativement réduit, car le mé-
GLRFULVWDQ�EULGH��SDU�Gp¿QLWLRQ��OD�ULYDOLWp�HQWUH�OHV�DFWHXUV��3HX�GH�ULVTXHV��SHX�
d’opportunités de croissance, peu d’incitants à se développer. 

ILL 3.2 LE DEUXIèME CIrCLE
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La vision sur le project
!   The Sector and Demand:

–  Customer pain: Does the customer know that the product exists, are they looking for the product, 
does the sales and growth request an important evangelization, is it difficult to create the 
relationship with the customer? 

–  Power balance : power balance between the start-up and the customer (ex. a plumber: it’s hard to 
find a good one, available, when you need him, often urgently..) how difficult is it to have a signed 
order…

–  Growth & scalability : how easy will it be to “export” your product or service, without the need of 
extra high investments, local plants or offices, how easy “exportable” is it..



!   The Industry:
–  Competitive advantage : do you have competitors, why are you better then them, what is your 

competitive advantage, why and in what could your competitors be better, exclusive licence.. 
–  Intense competition: direct and intense competition, that can substitute your offer
–  Business focus : how large is your offer, service range? Being niche can be very interesting, keep 

focus on core business and product

The vision on the project	  



!   The Financing:
–  Funding : Does the start-up have the necessary financial means to cope with the phase she is it at 

the moment. 
–  Profitability & recurrence : how recurrent are your revenues? Delay on profitability? 
–  Cashflow requirements : what’s the cashflow needed to ensure growth? 

!   The Team:
–  Competences: do you have an CFO, CMO, Sales director? 
–  Partnerships: do you have possible partnerships that could ensure you a competitive advantage 

towards your competitors? 
–  Network: how is your network in this sector? Is your team new in this sector, or does she have a 

good and trustworthy network?  



The vision on the project	  



!  1st information: timing
 - Circle 1: 1st year of the startup 
 (Customer Pain vs. Funding) 
 (Competitive advantage vs. Competences)


 - Circle 2: between 1st and 3rd year
 (Power Balance vs. Profitability and Recurrence)
 (Intense competition vs. Partnerships)


 - Circle 3: long term

How to read the Pimento Map	  

circle 1

circle 2

 circle 3



!  2nd information: Impactable & non-impactable
–  How do they compensate?

How to read the Pimento Map	  

The Market

The team The financing

The sector & activity
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How to read the Pimento Map	  
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!   3rd information: opposite colors

How to read the Pimento Map	  



A comparison with best practices in 
Decison making	  

Puppies	   Pimento	  

o	   p	  

n	   n	  

n	   n	  

n	   n	  

nop	  



Spice up your business model

3.6

Spice up your business model

Spice up your business model

Spice up your business model



Spice up your business model

3.6

Spice up your business model

Spice up your business model

Spice up your business model

Case	  Studies	  







BeepCare	  is	  a	  service	  that	  provides	  a	  direct	  
channel	  between	  pa4ents	  and	  doctors	  
	  
Crea%on	  date	  :	  17/09/2013	  



	  
Copilot	  is	  a	  produc4vity	  tool	  that	  specializes	  in	  solu4ons	  for	  professionals	  as	  well	  as	  for	  
private	  individuals.	  It	  adapts	  to	  the	  workflow	  of	  the	  user	  and	  does	  not	  force	  the	  user	  to	  
adapt	  to	  its	  workflow.	  
It	  iden4fies	  important	  things	  in	  an	  email	  inbox:	  workgroups,	  traffic	  trends,	  major	  projects	  
and	  response	  rates.	  Copilot	  helps	  to	  visualize	  informa4on,	  makes	  wasted	  4me	  visible	  and	  
empowers	  the	  users	  for	  more	  efficiency.	  



Email	  client:	  desktop	  and	  mobile	  
	  
Crea%on	  date	  :	  10/09/2013	  









Back up slides 

Not part of the presentation 





Bryan Cassady / Bryan@fast-bridge.com 



Bryan Cassady / Bryan@fast-bridge.com 



Bryan Cassady / Bryan@fast-bridge.com 

Product name: Pet Rock 
•  Alternative models 
•  A new type of pet rock (see 

version with USB) 
•  An educational version (selling 

creativity 
•  An electronic pet rock  
•  Or the same as before 
•  Which rock? 
•  Writing ‘The Pet Rock Training 

Manual’ 
 
 

Selection of ideas 
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Pet Rock figures: 
§  Sale price 1976: $ 3,95 
§  Today we see again the  

Pet Rock offered at $ 11,95 
§  Apparently: the need for a pet 

rock is still alive… 

Not a new Petrock 
But an authentic Petrock 
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Sales	  Price 11.95
COS 3.5
CPO 3.571428571
	  	  Visit	  Price 0.05
Conversion 0.014

Net 4.878571429
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Visits 1220000 12 14,640,000	  	  	  	  	  	  	  	  
Sales 204,960	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Margin	  per	  unit 4.88	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Gross	  Margin 999,912	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Overhead 96000
People	  costs 160000
Net	  Result 743,912	  	  	  	  	  	  	  	  	  	  	  	  	  	  


