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Commercialisation
strategy for early stage
companies.

YCF Annual Conference 2013, Stirling

16 September 2013
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% PERGALL

ALPHA

BETA

What are the best
geographic, vertical,
consumer or
business markets for
the product or
service?

What attributes
does the market
desire from a
product or service
such as this; what
are the pricing
metrics?

Who is going to
support early
engagement with
the product or
service and be
prepared to support
the launch?

LAUNCH

When you have
defined markets,
agreed pricing,
reference customers

and a proven product/

or service you're
ready to launch.

SCALE-UP

EXPAND

After a successful
launch it’s time to
start developing
and expanding
international
channel
relationships.

Ensuring that your
systems, people
and processes are
able to scale-up to
meet growth is
paramount; no
second chances.

The PERGALI
model repeats at
times of re-finance,
corporate venture,
IPO and next-stage
fundraising.
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1. Equity Based

Crowdfunding: Investors receive a
stake in the company. (If Fuel3D goes
big, you get a percentage of the prize).

2. Lending Based

Crowdfunding: Investors are repaid for
their investment over a period of time.
(You invest in Fuel3D, and get your
money paid back over time).

3. Reward Based

Crowdfunding: Investors receive a
tangible item or service in return for their
funds. (You invest in Fuel3D, and get a
first edition.)
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STEP 1: Don't bother if your idea sucks

” FUEL3D

Fire up your creativity.

FORM 1: An affordable, 3Doodler: The World's First 30 Pebble: E-Paper Watch for Fuel3D: A handheld 3D scanner
professional 3D printer Printing Pen iPhone and Android for less than $1000
by Formlabs by WaobbleWorks LLC. by Pebble Technology by Fuel3D Inc

An affordable, high-resolution 3D Its a pen that can draw in the air! izable watch.
printer for professional creators 3Doodler is the 3D printing pen faces. use y
you can hold in your hand. Lift your 3 )ps, get able for under $1,000. Fire up
imagination off the page! notifications from your phone your creativity!
¥ Boston, WA @ Palo Alto, CA @ Greenville, NC
SUCCESSFUL! :
2,945% $2,945,885 FUNDED 7,813% $2,344134 FUNDED 10,266% $10,266,845 FUNDED $286,497
FUNDED PLEDGED OCT 28, 2012 FUNMDED FLEDGED MAR 25, 2013 FUNDED  PLEDGED MAY 18, 20 ED

Erik Potter's self-published book of poetry

FUNDING UNSUCCESSFUL FUNDING UNSUCCESSFUL

http://www.buzzfeed.com/katienotopoulos/37-saddest-failed-kickstarters
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http://www.buzzfeed.com/katienotopoulos/37-saddest-failed-kickstarters

STEP 2: Do your homework

Clearly defined proposition
with a firm deliverable.

Keep updating through the
campaign; be ready for trolls ... all
channels: Kickstarter and others

Funding periods up to 60
days ... <30 works best!

Av. project
Be very

is $5k but
Clear on / range is $1
your TO $10M ...
audience

94% of

da_nd its successful
rivers; roiects
media; STARTER e thair
bloggers; goal, at

Twitter, around
Facebook, 130%
LinkedIn, .

opinion Project Pledge

leaders. Page Levels

The Video

Be thorough: how is project to Most popular pledge is $25

be achieved, use of funds, the IP, h th a vid 4 Average pledge is $75
the team, excitement! OS€ WIth a VIJeo succee Pledge range is $1-$10,000
50% of the time compared

to those without of 30%

© Copyright PERGALI Limited 2013. All rights reserved.
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STEP 3: Pitch like you're gonna’ lose the farm ...

Fuel3D: A handheld 3D scanner for less than $1000

Flash module
(10f3)

Optics
assembly

Flash module
(#4) removed
for Fuel3D

Fuel3D versus the competition*

Turntable Sweeping Handheld Microsoft Kinect

Feature | Fuel3D laser line 3D scanner based scanner

Low cost Yes
Handheld Yes
High

resolution Yes

3D geometry

Color ‘
capture e
Point-and-

shoot i

*This table is based on general comparisons against these various product areas. We feel in general that it’s accurate, athough there may

be some exceptions to the rule.

scanner

Yes

No

Yes

No

No

No

No

Yes

No

No

No

Yes

Yes

No

Yes

Yes

Yes

No

Yes

Yes

Inter-sample spacing (X)
Inter-sample spacing (Y)
Minimum per-sample error

Average per-sample error
Number of samples

Maximum per-sample error

500 microns nominal
500 microns nominal
2.07e-7mm

2.50mm

0.30mm

234780

Fusidc A handbald 3D scanning
systam with color capture
oy FueldDInc

FUELZD

Fire up your creativity.

Fusi3Dc A handbald 30 scanning
system with color capture
Uy FueldD Inc

% $0.00



STEP 4: Submit, respond, be patient ...

No contact with a human Complete everything to Respond accurately and Be ready one way ...
being whatsoever 100% of your abilities quickly to feedback ... 110% or the other

KEEP KEEP KEEP

CALM CALM CALM

AND AND AND

RESPOND HAVE PLAN B BE READY
PROMPTLY F.10) 4 TO ROLL
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STEP 5: Holy crap

we're livel

PST@MPANY s ca
T TechCrunCh

engadgeb

NEWS REVIEWS FEATURES GALLERES VIDEDS EVENTS PODCASTS ENGADGETSHOW TOPICS ~

Slsorbe 8 licengadget f | @engadget @ | tpus

FueI3D brings point-and- shoot 3D

CrlidCmmnnl ¢
fuel3d
[ Web Images Maps Shopping Videos Man
{ A
wit 857,000 results (0.20 seconds)

l Learn more

"~13D Fuel3D: The low-cost, high-quality 3D scanner,

25 help us deliver our services. By using our services. you at

- scanning prototype to Kickstarter

By Brian Heater posted Jul 31st, 2013 at 12:13 PM 20m

Follow us today

w.fuel-3d.com/ ~

JEL3D is an affordable handheld 3D scanner that delivers extrerr
shape and color capture for a range of creative applications — such

As a seemingly endless stream of companies work to bring

www_kickstarter.com/.._/f]
31Jul 2013

Fuel3D Inc. is raising fund
lace than TIAAN An inko

Backers Per Day: Fuel30: A handheld 3D scanner for less than #1000
oo
&0 -=== fverage Per Day: 42
i &0
w
F“: n
T o
o Yo
20 0
iy
o + + + +
0E-02 E-7 &-1n &-15
(c)2013 Kicktrag. Additional conbent provided by Kickstarter Inc. and Fusl 3D Inc. Trademarks and related
Shared under the creative commons (CC BY-NC 3.0) licenss. Read more about sharing this iImage at www. ki

FueI3D A handheld 3D scanner for less than $1000 by
. & clecaom

truly mainstream desktop 3D printer, a number of folks

3d printing / 3d scanners

Handheld 3D scanner passes
Kickstarter goal in a day

by Signe Brewster

Fire up your creativity.

f@ No Comments

v fH+1 5
av  Aa

UMMARY - For less than $1,000,
Fuel3D owners will be able to
generate realistic 3D models of
faces, flowers and any other object
around them.

o tweet this

Alexander Reinhard @fabking
MakerBot Digitizer and Fuel3D:
lowering the cost of 3D scanning for
everyone! @makerbot @Fuel_30
{@send2scan #3dscanning



JUMP TO STEP 8: \Well ...

437

0

Fire up your creativity. // B

P

High-end 3D scanning

3D printing

Low cost 3D scanning _/

Vo l l l

Innovators ~ Early Early Late Laggards
Adopters Majority Majority
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% PERGALL

ALPHA

BETA

What are the best
geographic, vertical,
consumer or
business markets for
the product or
service?

What attributes
does the market
desire from a
product or service
such as this; what
are the pricing
metrics?

Who is going to
support early
engagement with
the product or
service and be
prepared to support
the launch?

LAUNCH

When you have
defined markets,
agreed pricing,
reference customers

and a proven product/

or service you're
ready to launch.

SCALE-UP

EXPAND

After a successful
launch it’s time to
start developing
and expanding
international
channel
relationships.

Ensuring that your
systems, people
and processes are
able to scale-up to
meet growth is
paramount; no
second chances.

The PERGALI
model repeats at
times of re-finance,
corporate venture,
IPO and next-stage
fundraising.
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Don't believe your own spin ... it is very easy to become
blinkered to what is going on around you

Account for your ‘darkest moments’ with your product or
service

Speak to as many contributors as possible
— Large corporate buyers
— Heads of trade associations
— End-users
— Distributors and VARs

Prepare to go fishing ... At this stage you don't really know what's
going to happen and how people may react to your proposition
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Wherever they may be ... Get on a plane ... Use web conferencing
Test your slideware ... share your demo

Test your assumptions ... go from transmit to receive quickly ...
listen and learn

Interview potential customers ... Have a clear set of questions you
want answers to: commercial models; pricing; volumes; decision
timelines etc. ... Nice to haves; must haves

Don't accept an appointment if you've been bumped to a middle
manager without purchasing authority

Go direct to the person you want to speak to

— It's a tough job but someone's got to do it ... If you can't then
get someone else to do it for you ... quickly

You will only get one chance to go back to them ... if you want to!
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CASE Reference

Sector Applications Score
Consumer 140
Retail 321
Public Attractions & Exhibitions 281
Healthcare 380
Transportation & Distribution 341
Industrial & Manufacturing (incl. Farming) 333
Automotive 186
Smart Home 172
Education 260
Information Communications Technology (PAN) 164
Transport Hubs 239
Scoring Factor Low Score High Score

Indicates that MDL will
require early-adopters to
create new market push

Existing Market

Indicates that MDL's
technology adds to an
existing market
opportunity/application

Indicates that the market
opportunity is niche or
emerging

Size of Market

Indicates that the scale of
the market opportunity is
large

400

Consumer

Retail

Public Attractions & Exhibitions

Healthcare

Transportation & Distribution

Industrial & Manufacturing (incl. Farming)

Automotive

Smart Home

Education

Information Communications Technology (PAN)

Transport Hubs

engineering and integration
will be required to build a
new type of solution

Sales Cycle Indicates that the sales Indicates that MDL's
cycle will be long - technology solution will add
evangelising MDL's great value to an existing
technology application

Engineering Indicates that high levels of |Indicates that integration

with an existing technology
will be relatively simple

Indicates that the total
number of units of the
application (or value) will
be relatively small

Volume/Value

Indicates that the total
number of units of the
application (or value) will
be relatively large

Size of opportunity ... vs ... ability to execute

Note 1: The application score per sector will be greater if there are more applications that utilise
MDL technology

Note 2: The scoring ratios aggregate different ratings and therefore are not indicative of the size or
value of a market, they simply indicate the relevance of MDL's technology/opportunity
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% PERGALL

ALPHA

BETA

What are the best
geographic, vertical,
consumer or
business markets for
the product or
service?

What attributes
does the market
desire from a
product or service
such as this; what
are the pricing
metrics?

Who is going to
support early
engagement with
the product or
service and be
prepared to support
the launch?

LAUNCH

When you have
defined markets,
agreed pricing,
reference customers

and a proven product/

or service you're
ready to launch.

Aligning with the market (paying customers)

SCALE-UP

EXPAND

After a successful
launch it’s time to
start developing
and expanding
international
channel
relationships.

Ensuring that your
systems, people
and processes are
able to scale-up to
meet growth is
paramount; no
second chances.

The PERGALI
model repeats at
times of re-finance,
corporate venture,
IPO and next-stage
fundraising.
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Product?

Hardware Software A
I‘i af;gcyldl : =]
Module Technology Communications Software “:
Embedded Chip Technology Interface Software

Fixed Nodes

Defined network
types for multiple
applications,
products and
services

Dynamic Nodes

Service? Enabling platform?

CASE Reference

Development Tools

NRE
Integrated chip End-to-end
technology and software solutions
standalone based on XXX’s
modules for new proprietary protocol
and retro-fit
applications
N/W Applications
Services
Fixed Area Networks
Dynamic Area Networks ) s ~q . Application Engineering
/ -~ \ g
Personal Area Networks /” b ‘| Integration
| 1
LRy
\ \ 1
\ S - /
\ /
N 4
~ -

Early-stage support
for customer
deployment of
XXX’s technology

% PERGALI
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What is the burning problem you are addressing?

What is unique about what you're developing ... relevant?
How is it commercialised?

What are the competition doing ... how is the market shifting?
Financial runway?

Is version 0.8 good enough to engage with potential
customers?

Feasibility LAIpha development LBeta development
Patent search Project Alpha test review
Patent file management lite * Brand name
Competitor review « User testing and » Test protocol
Version 1.0 spec feedback » Beta testers
Development plan « Budget control
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Project management lite

CASE Reference

Objectives ... Leader

1. Proposition Development

2. Sales Engagement

3. Delivery Infrastructure

4. Finance and Contractual

5. Internal Roll-out

Description

Timescale

e ——]

% PERGALI

Date 16 September
2013

Page 18
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% PERGALL

ALPHA

BETA

What are the best
geographic, vertical,
consumer or
business markets for
the product or
service?

What attributes
does the market
desire from a
product or service
such as this; what
are the pricing
metrics?

Who is going to
support early
engagement with
the product or
service and be
prepared to support
the launch?

LAUNCH

When you have
defined markets,
agreed pricing,
reference customers

and a proven product/

or service you're
ready to launch.

SCALE-UP

EXPAND

After a successful
launch it’s time to
start developing
and expanding
international
channel
relationships.

Building your launch case: paying customers ...

Ensuring that your
systems, people
and processes are
able to scale-up to
meet growth is
paramount; no
second chances.

The PERGALI
model repeats at
times of re-finance,
corporate venture,
IPO and next-stage
fundraising.
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Don't mess about - go straight to the CEQO's office ... via the PA is
the best route

Have a CRM system in place and use it ... reminders are important!
Make sure that your entry material is on message

— Very succinct email wording

— 2-pager

— Good website ... responsive

— Personalised to the recipient company

— Lay out the commercial upside for them

Be ready to follow-up 24 hours later

Be ready to chase the cascade ... you will be pushed down the line
Do not put up with being bumped to non-decision making middle

management ... be open/honest/angry



Lay out what you expect to happen at this first stage ... conf
call, meeting, webinar

Take the control position by being ready with the next stage
... this is our programme to ... yada yada”

Listen to their feedback, concerns and expectations and be
flexible (but don't roll over)

Don't commit expensive development time or resources
unless you have a commitment in place

Build an early adopter programme:
— Limited slots available

— Clear timelines and outcomes
— Collegiate and participatory ...




Balanced mix of tier 1 names and faster moving upstarts
Set a date for phase 1 to be concluded by
High-level sponsor internally to support you

Outline what you expect to happen afterwards in terms of
commercial outcome

— Proof of concept

— Proof of market acceptance
— Case studies

— Publicity support
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Beta-partner programme

The XXX XX Software Suite:

Deliveringimproved economic recovery
of hydrocarbons from oil and gas resemnvaoirs.

KOO0 1.0 has seen successful deployment in intemation

The XXX Beta Partner Programme is youropportunity
development of the XXX 2.0 suite and benefit fromear

localhy, ona cluster, or on a localhy defined PC grid.

The key benefits of participationin the

are:

Opportunity to shape XXXXXfea
Early access to XXXX2.0 for history matching, forec

optimisation testing on your resources

Early a
features

CASE Reference

es for your problems

ting and

s to, and ability to shape developments in, mobile and grid

Licence discounts on the deployed product and a discount on
maintenance charges up to the value of the partner fees.

What types of companies
can be involved?

The main requirement is an
ability to provide a suitable field
example, and a willingness to
test the application in your
company, providing regular

What's expected of
participating companies?

We're looking for a limited
number of companies who will
provide ac eedback onuse
of XJXXX on real problems.
Companies should expectto

What do participating
companies receive?

A licence of the software
during the partner
programme, regular
software updates, training
and consultancy on use of

this game changing software technology. feedback to us. Y00 in your office, hosted
asset, supported by Epi feedback sessions and user
Reservoir Engineers: J0000K  offers game-changing staff. i VES
history matching, optimisation and wncertainty The zim of
quantification, using any of the major commercial
simulators. programms
. tuna tha ap
Proven Technology: The core slgorithms have been and N0 B 4013 1014 2014
2{“;;;"1;2:;5;%1“?“‘32;:“;;L';”;fj‘:e’faa”’" code onres | Recruitment, sign-upto | Deployment into live HHKXX 2.0 lock-down ... EH Gl
' smamples € partner programme ... projects ... Collation of firstaccess to beta JO000C 2.0 to the wider
Comprehensive: 00X offers dsts anahysis tools, Software release / data ... result reports / partners industry
collsboration and sudit trails, as well as improved, matehing. |
miulti-objective algorthms. And, by using the latest Torecasting, and
computer science technigues, it allows you to run optimisstion.

PERGALI
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Strike a 2/3 page HoA

Why you agree it's a good idea to be working together
Not exclusive ... ever ... don't lock out other opportunities

The commercial relationship (you want their people and some
money upfront)

The timings

The process for corrective action

What each party will provide

Reporting and project management processes
Publicity and public domain disclosure

Clarity on IP
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% PERGALL

ALPHA

BETA

What are the best
geographic, vertical,
consumer or
business markets for
the product or
service?

What attributes
does the market
desire from a
product or service
such as this; what
are the pricing
metrics?

Who is going to
support early
engagement with
the product or
service and be
prepared to support
the launch?

LAUNCH

When you have
defined markets,
agreed pricing,
reference customers
and a proven product/
or service you're
ready to launch.

SCALE-UP

EXPAND

After a successful
launch it’s time to
start developing
and expanding
international
channel
relationships.

Firm launch date for everyone to work towards ...

Ensuring that your
systems, people
and processes are
able to scale-up to
meet growth is
paramount; no
second chances.

The PERGALI
model repeats at
times of re-finance,
corporate venture,
IPO and next-stage
fundraising.
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CASE Reference

Market release

Touch Bionics Case Reference 2007-2010 period:
Post engagement

% PERGALI —

Market Entry Strategy Pre-product Customers

At engagement

Awards won for
engineering and

Pre-market entry

with i-LIMB Hand Evaluation & Partner Program Marcomms

innovation
No commercial Launch Strateg Fundraising us headquarters
engagement established
Very early US sales
- act;(,ity AGREED OBJECTIVES: US based sales,
. technical support
No brand Get the i-LIMB Hand to market. S P—e
Create early commercial traction. S A00 patiente fied
Product un-tested . patients fitte
Set a course for investor ROI. around the world
Globally dominant :
competitor 800+ trained
Pate ured  Demg atic ototype practitioners
Other established D
technologies Funding in Place  Strong Founding Directors Distribution in US,
prevalent EU, South America,
Engineering Expertise  Energetic Team Asia Pacific

Low headcount

Major US acquisition

TOUCH SIONICS
Get a grip on functionality.
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MacKotert Award
Wrner
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owners and practitioners in the
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A Key acaquistion has equipped Touch Bloaics
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s of e High e

Since Touch Bionics Launcied the - TMB
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Marketing mix

« Invest in a good CRM system to manage sales enquiries

« Marketing automation assists in keeping costs down and
responsiveness up

Active
website
Sales
collaterals

Telemarket Marketing Case
ing mix studies

Direct Public

marketing Social relations

media

Date 16 September
2013
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% PERGALL

ALPHA

BETA

What are the best
geographic, vertical,
consumer or
business markets for
the product or
service?

What attributes
does the market
desire from a
product or service
such as this; what
are the pricing
metrics?

Who is going to
support early
engagement with
the product or
service and be
prepared to support
the launch?

LAUNCH

When you have
defined markets,
agreed pricing,
reference customers

and a proven produci/

or service you're
ready to launch.

SCALE-UP

EXPAND

After a successful
launch it’s time to
start developing
and expanding
international
channel
relationships.

It's a dirty job ... but someone’s gotto do it ...

Ensuring that your
systems, people
and processes are
able to scale-up to
meet growth is
paramount; no
second chances.

The PERGALI
model repeats at
times of re-finance,
corporate venture,
IPO and next-stage
fundraising.
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You must have a direct sales team in order to get first hand
customer feedback ... You have to touch the customer

Sales teams need:

— Training

— Sales collateral

— Product demos

Sales managers (you) need:
— Sales activity reports

— Transparency

— Order information

— Pipeline information
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Distributors

Value Added Resellers

Resellers

If your product is hot then they will come to you

Motivation and incentivisation are key, therefore you have to be
prepared to margin or volume rebates

Discount incrementally against performance ... don't throw it away
Fact find questionnaire

— Stability of their business

— Alliance to competitive products

— Their investment into supporting your product

— Their investment into promoting your product
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times of re-finance,
corporate venture,
IPO and next-stage
fundraising.




Unique reference models to assess the performance of your people,

360 AUdlt: ExeCUtive Summary products, services and interaction.

Commercial realisation plan Key Highlights

Al

Technology

Immediate
Action

Marketing

Required
Action

Possible
Improvement

00 Ability to execute . % PERG ALI
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 PERGALL

London:

1 Northumberland Avenue
Trafalgar Square

London

WC2N 5BW

t: +44 20 7849 6094
e: info@pergali.com
w: www.pergali.com

© Copyright 2013 PERGALI Limited. All rights reserved. PERGALI and its associated logo are trademarks of PERGALI Limited and are
the subject of trademark applications or registrations in various countries around the world. All other trademarks are the property
of their respective owners. All PERGALI products and services are subject to continuous development. We reserve the right to alter

technical specifications without prior notice.

Edinburgh:

3rd Floor

44 Hanover Street
Edinburgh

EH2 2DR

Glasgow:
South Block
Unit 402

64 Osborne St.
Glasgow

G1 5QH



