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Revisions to the Syllabus in V5 
(Revised: 14 March 2016) 

 
Summary of Changes  

• Added the necessity of a Harvard Business Review (HBR) subscription in the Materials and 
Grading Policies section of the syllabus.  

• Added this paragraph in the Materials and Grading Policies section of the syllabus: 
“Responses to assignments are meant to be written out and completed before class. Study 
questions are meant to help guide students’ preparation for class, so no responses need to be 
turned in for them. However, we would encourage students to form study groups that meet 
regularly to discussion the sessions and homework and to use study questions to focus the 
group’s discussions.”  

• Changed all required readings for textbook chapters to show the sessions and removed the 
link (sessions 1A, 7A, 10A, 10B, 11A, 13A).  

• Changed link for video in Session 6A/B  
• Updated session 8B (e.g., added a video and updated one of the reading links).  
• Changed Kathy to Kathleen in videos for session 13A.  
• Changed link in session 13B (Braintrust video) 
• Remove “Billion Dollar Blade” reading from session 13B and moved “How One CEO Scaled Up 

Safety” by Bob Sutton from session 14A to 13B  
• Changed summary of 15A/B on the individual session page and in the list of sessions (page 8) 

 

 

 

 

 

 

https://www.linkedin.com/pulse/20131202161934-15893932--you-like-to-ride-a-harley-without-a-helmet-and-drive-too-fast-how-a-ceo-scaled-up-safety-by-learning-to-live-it-not-just-talk-about-it
https://www.linkedin.com/pulse/20131202161934-15893932--you-like-to-ride-a-harley-without-a-helmet-and-drive-too-fast-how-a-ceo-scaled-up-safety-by-learning-to-live-it-not-just-talk-about-it
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Course Overview 

Learning Outcomes 
 

1. Students will gain the knowledge to articulate the difference between design thinking, 
innovation, and entrepreneurship, and posses a shared vocabulary for the process elements 
of each. 

2. Students will examine the importance of entrepreneurial ecosystems and innovation clusters 
to healthy society and economies. 

3. Students will be able to demonstrate skills for formation of effective teams and practices for 
team culture development that respect diversity. 

4. Students will learn how to differentiate between an idea and a viable opportunity. 
5. Students will understand basic practices to support scaling, organizational innovation, and 

change management to benefit organizations and society. 
6. Students will appreciate how to connect design thinking, innovation, and entrepreneurship to 

their own career development and paths. 
 

Description 
 
This course is a Stanford-informed approach to learning innovation and entrepreneurship that can be 
applied to any high-growth enterprise or other organization in the UAE. The class is composed of 
three modules: 
 

Module 1: Design Thinking 
Module 2: Entrepreneurship 
Module 3: Growth and Leadership            

                                                      
This is a rigorous innovation and entrepreneurship syllabus for a 15-week course. Its sessions can 
either be taught as one 3-hour session or two 90-minute sessions per week for a total of 45 hours 
during the semester. The course is optimized for a class size of 20 to 40 students and is appropriate for 
undergraduate students at a third year level or advanced second year level. 
 
Each session could include a mix of the following components: lecture, discussion, an interactive 
activity in class, and open Q&A if an appropriate expert or guest speaker is available. The session 
descriptions below contain a summary of the class, a list of the readings and videos to watch before 
class, and a set of study questions to contemplate beforehand and to be used in class discussion. 
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Materials and Grading Policies 
 
This course has no prerequisites. 

Each student must have access to Harvard Business Review online, and the following textbook is 
required for the course: 

Technology Ventures: From Idea to Enterprise. Byers, Dorf, and Nelson. 4th Edition. McGraw 
Hill Education. Copyright 2015. ISBN 978-1259252754 (International Student Edition). 

The course grade will be determined by the following: 
• Final exam (the personal business plan presentations during week 15): 40% 
• Two team-based project assignments (during week 6 and week 12): 40% 
• Class participation (including attendance, punctuality, and contributions): 20% 

 
Responses to assignments are meant to be written out and completed before class. Study questions 
are meant to help guide students’ preparation for class, so no responses need to be turned in for 
them. However, we would encourage students to form study groups that meet regularly to discussion 
the sessions and homework and to use study questions to focus the group’s discussions.  
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Sessions and Assignments 
 

Module 1: Design Thinking 
 
The focus of this module is to learn about the creative mindset that enables innovation and 
entrepreneurship. After establishing the mindset, we will explore creativity and where innovative and 
entrepreneurial ideas come from. Because believing that one can be creative is the first step to 
becoming a design thinker and innovation leader, we will then delve into strategies for enhancing 
creative confidence and instilling it in others. From there, we will do an overview of the design 
thinking process, which is a great toolkit for practicing innovation. The next classes will explore the 
various aspects of the design thinking process, from needfinding and empathy to generating insights 
and insights to prototyping and experimenting, in depth. Lastly, we will delve into how to create and 
implement an innovative and entrepreneurial mindset in a work environment and how to influence 
and inspire others; however, because certain creative practices have different effects based on the 
culture of the people implementing them, we will then explore how creativity is defined across 
cultures and how creative performance varies by culture. This module will conclude with a project 
that allows students to put design thinking into practice on their own campus. 
 
Session 1A: The Design Thinking and Innovation Mindset  
In this class we will define entrepreneurship and design thinking and understand the difference 
between the innovation mindset and the routine mindset. While both mindsets are important, the 
emphasis of this course will be on situations where you want to apply an ethical, innovative, and 
entrepreneurial mindset to do something new. 

Session 1B: Where Ideas Come From 
While it is easy to speak about being creative, coming up with creative ideas can be a difficult process. 
In this class we hope to illustrate and explore where innovative and entrepreneurial ideas come from. 

Session 2A: Creative Confidence 
This class will explore why believing that you can be creative is the first step toward becoming a 
design thinker and innovation leader. Students will learn the power of the growth mindset and 
develop strategies for enhancing their own creative confidence and instilling it in others.  

Session 2B: The Design Thinking Process 
Design thinking is a great toolkit for practicing innovation. This session explores the basics of design 
thinking and allows us to practice innovation through a classic design thinking exercise.   

Session 3A: Design Thinking: Needfinding and Empathy 
Empathy is central to and one of the first steps in innovation. The goal of this session is to delve into 
ways to develop empathy and uncover needs to fuel innovation. The focus is on using observations 
and interviews to understand the possibilities for what might drive the design of a new product, 
process, or service. 

Session 3B: Design Thinking: Generating Insights and Reframing 
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Being able to generate insights from needfinding and to reframe a problem in a new and novel way is 
central to innovative design. The goal of this session is to get experience reframing a problem and 
considering the implications for innovating new processes, services, and products. 
 
Session 4A: Design Thinking: Idea Generation 
Part of successful innovation processes include generating a wide variety of ideas and expanding the 
solution space beyond the obvious. Brainstorming is one technique for identifying numerous 
solutions to a given problem in a short time frame. In this session, we will learn how to set up a 
brainstorming session and what the rules for effective brainstorming are; in addition, we will be 
introduced to brainwriting as an alternative. 

Session 4B: Design Thinking: Prototyping and Experimentation  
Prototyping and experimentation are also important to successful innovation processes. In this 
session, the focus will be on using prototyping to develop, refine, and evaluate ideas throughout the 
design process.  We will also be introduced to experimentation as a way to see whether designs 
(prototypes) have the intended effects.  

Session 5A: Influencing and Inspiring Others  
This class will explore the importance of influencing and inspiring others in innovative and 
entrepreneurial enterprises. In particular, the focus will be on charisma, the components of it, and 
how to use charisma to engage others. 
 
Session 5B: Leading for Creative Confidence and Going Global  
This class will explore how to create and implement an innovative and entrepreneurial mindset in a 
work environment. We will review concepts of what it means to be a great leader and delve into tools 
that team leaders can use to motivate people. Creativity and how you achieve it varies by culture, so 
this class will also explore global aspects of creativity. 
 
Session 6A/B: Project #1 Presentations (Design Thinking in Practice) 
 

Module 2: Entrepreneurship 
 
As we move into topics surrounding the development of an organization, we will begin by exploring 
how to develop a vision and strategy. We will start by delving into why people create missions and 
visions, and then seek to understand the concept of strategy, how it is influenced by vision, and 
examine essential strategy frameworks and models. From there, we will explore how to distinguish 
between an idea and an attractive opportunity to start and grow a high-impact enterprise. We will 
then move into the methods and tools that can be used when we have identified those opportunities. 
First, we will examine the “Lean Startup” methods, including customer development, agile 
programming, and the business model canvas. We will then seek to understand the concepts of 
disruptive innovation and marketing in our discussion of go-to-market methods. Next, we will explore 
the essentials of venture financing, and examine how much capital to raise and the advantages and 
disadvantages of the different sources of capital, with a particular focus on the UAE. We will then 
move to the three essential elements of team and organizational development: recruiting a team, 
rewards and recognition policies, and the organizational culture at the enterprise. From there, we will 
have a session on an often-ignored topic in entrepreneurship —legal issues. We will conclude with a 



   

 8 

online | at Stanford | at work 

*This course includes materials licensed by Stanford Center for Professional Development on behalf of Stanford University. The materials 
provided herein do not confer any academic credit, benefits, or rights from Stanford University or otherwise confer a relationship between the 
user and Stanford University. 

practical, experiential session in which we will learn how to pitch and tell our story in a way that 
captivates the audience. The project for this module will allow students to put opportunity analysis in 
practice, which allows them to leverage the many tools that they have learned so far in the course. 
 
Session 7A: Entrepreneurial Vision, Mission and Strategy 
In this session we will seek to understand why people and companies develop missions and visions. In 
addition, since vision drives strategy, we will explore the concept of strategy and examine essential 
frameworks and models. 
 
Session 7B: How an Entrepreneur Identifies Ideas and Opportunities 
In this session we hope to understand how to distinguish between an idea and an attractive 
opportunity to start and grow a high-impact enterprise. 
 
Session 8A: Lean Startup Methods I 
This session will delve into the “Lean Startup” method. Startups that succeed usually invent and live 
by a process of customer learning and discovery called "customer development," which is a critical 
component of the “Lean Startup” philosophy. The customer development process for launching a 
new product into a new market is the antithesis of the well-honed product management rules 
observed by large companies. Indeed, following traditional product management rules is a recipe for 
failure when it comes to a startup in a new market.  
 
Session 8B: Lean Startup Methods II 
Startups that follow the Lean Startup Method that we explored last class often deploy two other 
related methods: agile programming, which is essentially rapid prototyping we learned in Module 1, 
and the business model canvas that diagrams the enterprise and illustrates hypotheses regarding 
overcoming key risks. Today’s class will be a hands-on exploration of the business model canvas. 
Session 9A: Go-To-Market Methods 
This session further examines the concepts of disruptive innovations and marketing. We will examine 
the importance and implications of the technology adoption life cycle. We also survey the key 
elements of entrepreneurial marketing, which include a compelling product/service strategy, a well-
crafted positioning statement, competitive differentiation, and a subsequent penetration strategy, 
including distribution, promotion and pricing. 
 
Session 9B: Opportunity Analysis in Practice  
This session will kick off the Opportunity Analysis Project (OAP), which allows students to leverage the 
many tools that they have learned so far in the course, as a class activity. By Session 12A/12B, study 
teams will develop a 3-page “story” and narrative regarding the OAP.  
 
Session 10A: Sources of Capital for Entrepreneurs 
This session will explore the essentials of venture finance. How do entrepreneurs set priorities when 
gathering financial resources? We examine how much capital to raise and the advantages and 
disadvantages of the different sources of capital. Specific sources of capital in the UAE will be 
examined. 
 
Session 10B: How Entrepreneurs Assemble and Motivate a Team 
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This session will explore the three essential elements of team and organizational development: 
recruiting a team, rewards and recognition policies, and the organizational culture at the enterprise. 
Careful hiring and motivating, especially at the early stages of a startup, are key for the creation of a 
lasting culture and the overall success of an organization. 
 
Session 11A: Legal Matters in Startups 
This session will focus on legal issues entrepreneurs face as they launch their enterprises. We first 
examine the critical role of lawyers in the formation and growth of high-potential startups. In today’s 
global economy, much of a startup’s value is in intangibles: patents, copyrights, trade secrets and 
trademarks. Effective entrepreneurs appreciate the significance of these key assets and know how to 
use them with investors, partners, and competitors. Lastly, this session will examine UAE-specific 
issues regarding legal matters. 
 
Session 11B: Pitching and Presenting as an Entrepreneur 
A key skill for any entrepreneur, innovator, or other professional is being able to structure and tell 
your story in a way that captivates your audience, whether you’re pitching ideas, products, your 
company, or yourself. This story is often called an “elevator pitch” or just “pitch.” We will learn how to 
make a story compelling in this practical, experiential session, during which students will use new 
skills to pitch an idea. We will learn how to structure a message, make it irresistible, and “wow” the 
audience with storytelling and visuals. Students can apply these principles and tips to pitches of any 
length and to any audience, whether it be customers, partners, employees, employers, the media or 
others. 
 
Session 12A/B: Project #2 Presentations (Opportunity Analysis Project) 
 

Module 3: Growth and Leadership 
 
This module will focus on leading growing organizations. We will first distill the principles of change in 
order to analyze when change works and when it does not. We will then analyze and understand 
innovation in large enterprises. Whether the innovation takes a top-down approach like at Starbucks 
or IBM, or a bottoms-up approach, as in Gillette, corporate innovation is crucial to ensuring that these 
large organizations do not become irrelevant. The module will conclude with a project that allows 
students to apply the lessons learned in class to better understand how entrepreneurship and 
innovation can play a role in their personal and career paths. 
 
Session 13A: Principles of Change and Growth 
Change, whether at a team, product, or organizational level, is essential for the continued growth of 
an enterprise. In this session we will distill the principles of change in order to analyze when change 
works and when it does not. 
 
Session 13B: Innovation, Success and Failure in Large Organizations I 
While innovation and innovative ideas are often associated with young startups, examples of 
innovation at large enterprises abound. Whether the innovation takes a top-down approach like at 
Starbucks or IBM or a bottoms-up approach, as in Gillette, corporate innovation is crucial to ensuring 
that these large organizations do not become irrelevant.  
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Session 14A: Innovation, Success and Failure in Large Organizations II 
This session will continue the discussion on corporate innovation with a particular focus on several 
organizations as examples of successful innovation in large enterprises.  
 
Session 14B: Reflection on Course Content 
This session will be a summary and reflection on what we learned together about innovation, design 
thinking, and entrepreneurship from this course. 
 
Session 15A/B: Final Exam Presentations (Personal Business Plan) 
This session allows students to share highlights from their Personal Business Plan (PBP) and how 
entrepreneurship and innovation could play a role in their personal and career paths. The innovative 
and entrepreneurial process that was covered in this class is as applicable to your life as it is to 
creating a company. Thus, the goal of this assignment is help you identify where you would like to be 
and how you plan to get there.   
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Session 1A: The Design Thinking and Innovation Mindset 
 
Summary 
In this class we will define entrepreneurship and design thinking and understand the difference 
between the innovation mindset and the routine mindset. While both mindsets are important, the 
emphasis of this course will be on situations where you want to apply an ethical, innovative, and 
entrepreneurial mindset to do something new. 

Videos 
• Keeping Innovation Alive in Big Companies - Scott Cook 

https://www.youtube.com/watch?v=TrK3fxHyROg 
• Reasons Not to be an Entrepreneur - Phil Libin 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2803 
• You Gotta Grind - David Friedberg  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2797 
• Entrepreneurialism is a Belief System - Marten Mickos 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2826 
 
Readings 

• Technology Ventures textbook: 
  Chapter 1.1: Entrepreneurship in Context 
  Chapter 1.5: The Technology Entrepreneur 
  Chapter 2.1: Types of Opportunities 
  Chapter 2.2: Market Engagement and Design Thinking 

Chapter 2.5: Opportunity Evaluation 
 
Study Questions 

• What is innovation? Can it be taught and learned (or is it something you are born with)? 
• What is the difference between an innovation mindset and a routine mindset? In what 

situations is the innovation mindset most appropriate, and in what situations is a routine 
mindset most important? 

• Why should engineering, science, and humanities (i.e. non-business) students study 
entrepreneurship? 

• How are innovation and entrepreneurship different? Similar? 
• What are some good reasons to be an entrepreneur? Some bad reasons? 

  

https://www.youtube.com/watch?v=TrK3fxHyROg
https://www.youtube.com/watch?v=TrK3fxHyROg
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2803
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2803
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2797
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2826
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2826
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Session 1B: Where Ideas Come From 
 
Summary 
While it is easy to speak about being creative, coming up with creative ideas can be a difficult process. 
In this class we hope to illustrate and explore where innovative and entrepreneurial ideas come from. 
 
Videos 

• Talking about creativity isn’t enough - Bob Sutton 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1191 

• Divergent Thinking - Tina Seelig 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2777 

• Ideas Come from Everywhere - Marissa Mayer 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1524 

 
Readings 

• “Innovation lessons from Pixar” by Hayagreeva Rao, Robert Sutton, and Allen P. Webb 
 
Study Questions 

• When have you felt most creative? 
• What are your obstacles to being creative? 
• What creative ecosystem is thriving in the UAE and why? 
• Questions for the shopping cart video: 

o Why are these people creative? 
o What can you learn about being more creative yourself, or where you work? 
o Which ideas from the video would not work for you? 

• Think of an organization you have worked in or know well that needs to be more creative. 
Imagine you have been made the head of that organization. What are the three things you 
would do during the first week? Bring to class and be prepared to discuss. 

 

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1191
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1191
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2777
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2777
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1524
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1524
http://www.mckinsey.com/insights/innovation/innovation_lessons_from_pixar_an_interview_with_oscar-winning_director_brad_bird
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Session 2A: Creative Confidence 
 

Summary 
This class will explore why believing that you can be creative is the first step toward becoming a 
design thinker and innovation leader. Students will learn the power of the growth mindset and 
develop strategies for enhancing their own creative confidence and instilling it in others.  
 
Videos 

• TED talk on creative confidence - David Kelley  
https://www.youtube.com/watch?v=16p9YRF0l-g 

•  TED talk on the growth mindset  - Carol Dweck 
https://www.ted.com/talks/carol_dweck_the_power_of_believing_that_you_can_improve?la
nguage=en 

 
Readings 

• “Designers must learn to embrace failure” by Tom and David Kelley 
• “Overcome the Eight Barriers to Confidence” by Rosabeth Moss Kanter 
• “How Pixar’s leaders brought the magic back to Disney Animation” by Caitlin Roper 

 
Study Questions 

• As you do the readings and watch the videos, think of those times when you faced a challenge, 
and after facing it, you became more confident.  Now, imagine that you are manager, and you 
have a skilled employee, but he or she lacks creative confidence.  Use both the class materials 
and your own experience to develop a four-step plan for bolstering the employee’s creative 
confidence. 

 

  

https://www.youtube.com/watch?v=16p9YRF0l-g
https://www.youtube.com/watch?v=16p9YRF0l-g
https://www.youtube.com/watch?v=16p9YRF0l-g
https://www.ted.com/talks/carol_dweck_the_power_of_believing_that_you_can_improve?language=en
https://www.ted.com/talks/carol_dweck_the_power_of_believing_that_you_can_improve?language=en
http://business.time.com/2013/10/15/designers-must-learn-to-embrace-failure/
https://hbr.org/2014/01/overcome-the-eight-barriers-to-confidence/
http://www.wired.com/2014/10/big-hero-6/
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Session 2B: The Design Thinking Process 
 
Summary 
Design thinking is a great toolkit for practicing innovation. This session explores the basics of design 
thinking and allows us to practice innovation through a classic design thinking exercise.   
 
Class Preparations for Instructor: https://dschool.stanford.edu/dgift/#gear-up 
 
Videos 

• Design & Thinking - http://designthinkingmovie.com/ 
• (play in class) d.school Virtual Crash Course: https://dschool.stanford.edu/dgift/ 

 
Readings 

• “Design Thinking” by Tim Brown   
• “Intuit’s CEO on Building a Design Driven Company” by Brad Smith 

 
Study Questions 

• What is design thinking, and how might it be useful for innovation? 
 

 
 
 
 
 
 
 
 
 

 

 

 

 
 
 

  

https://dschool.stanford.edu/dgift/#gear-up
http://designthinkingmovie.com/
https://dschool.stanford.edu/dgift/
https://hbr.org/2008/06/design-thinking
https://hbr.org/2015/01/intuits-ceo-on-building-a-design-driven-company
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Session 3A: Design Thinking: Needfinding and Empathy 
 
Summary 
Empathy is central to and one of the first steps in innovation. The goal of this session is to delve into 
ways to develop empathy and uncover needs to fuel innovation. The focus is on using observations 
and interviews to understand the possibilities for what might drive the design of a new product, 
process, or service. 
 
Find your partner from the in-class activity last session. With that partner, conduct an empathy 
gathering interview (like the 2 interviews you did in the exercise) with another student. Your goal is to 
understand their “getting-to-school” experience. Seek to understand their challenges and the 
emotions they have in the morning. Take notes and bring them to class. 
 
Videos 

• The Biggest Successes are Often Bred from Failures - Randy Komisar 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=996 

• Obligation to Create Value - Tim O'Reilly 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3108 

 
Readings 

• “Innovation starts with empathy” - Dev Patnaik  
• “Introduction to Design Thinking: Process Guide” - Stanford d.school  

 
Study Questions 

• What is empathy and why does it matter for innovation?   
• What was most surprising from your interview? 
• Where did you find your interview subject emotional? Why? 
• How did you work as a pair in the interview? 

 
 
 
 

 

 

 

 
 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=996
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=996
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3108
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3108
http://www.ftpress.com/articles/article.aspx?p=1399911
https://dschool.stanford.edu/sandbox/groups/designresources/wiki/36873/attachments/74b3d/ModeGuideBOOTCAMP2010L.pdf?sessionID=c2bb722c7c1ad51462291013c0eeb6c47f33e564
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Session 3B: Design Thinking: Generating Insights and 
Reframing 

 
Summary 
Being able to generate insights from needfinding and to reframe a problem in a new and novel way is 
central to innovative design. The goal of this session is to get experience reframing a problem and 
considering the implications for innovating new processes, services, and products. 
 
Videos 

• Unlock Creativity with Motivation and Experimentation - Tina Seelig 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3389 

• Download, Saturate & Group - Stanford d.school https://vimeo.com/78498949 
• Empathy Maps - Stanford d.school  https://vimeo.com/78569959  
• Journey Map - Stanford d.school https://vimeo.com/78554759 

 
Readings 

• “How Reframing a Problem Unlocks Innovation” by Tina Seelig 
 
Study Questions 

• Think about the “getting to school” experience you worked on in the last class and create a 
journey map. 

• What insights did you come up with based on your journey map? 
• How did it allow you to reframe the experience?  

 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3389
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3389
https://vimeo.com/78498949
https://vimeo.com/78569959
https://vimeo.com/78554759
http://www.fastcodesign.com/1672354/how-reframing-a-problem-unlocks-innovation
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Session 4A: Design Thinking: Idea Generation 
 
Summary 
Part of successful innovation processes include generating a wide variety of ideas and expanding the 
solution space beyond the obvious. Brainstorming is one technique for identifying numerous 
solutions to a given problem in a short time frame. In this session, we will learn how to set up a 
brainstorming session and what the rules for effective brainstorming are; in addition, we will be 
introduced to brainwriting as an alternative. 
 
Videos 

• Brainstorming at the d.school https://www.youtube.com/watch?v=cmoWCSyujPY 
 
Readings 

• “The Secret Phrase Top Innovators Use” by Warren Berger 
• “‘How Might We’ Questions” by Stanford d.school   
• “Facilitate a Brainstorm” by Stanford d.school  
• “Using Brainwriting for Rapid Idea Generation” by Chauncey Wilson 

 
Study Questions 

• Based on the journey map you created for the last session, generate a how might we question 
and then brainstorm (or brainwrite) alone or with a group of friends or fellow students to 
generate as many ideas as possible for potential solutions to your “how might we” question.  

 
 
 
 
 
 
 
 
 
 
 

  

https://www.youtube.com/watch?v=cmoWCSyujPY
https://hbr.org/2012/09/the-secret-phrase-top-innovato
http://dschool.stanford.edu/wp-content/uploads/2012/05/HMW-METHODCARD.pdf
https://dschool.stanford.edu/wp-content/themes/dschool/method-cards/facilitate-a-brainstorm.pdf
http://www.smashingmagazine.com/2013/12/using-brainwriting-for-rapid-idea-generation/
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Session 4B: Design Thinking: Prototyping and 
Experimentation 

Summary 

Prototyping and experimentation are also important to successful innovation processes. In this 
session, the focus will be on using prototyping to develop, refine, and evaluate ideas throughout 
the design process.  We will also be introduced to experimentation as a way to see whether designs 
(prototypes) have the intended effects.  
 
Videos 

• Nordstrom Innovation Lab - Nordstrom  https://www.youtube.com/watch?v=szr0ezLyQHY  
• Innovation at Work - Stanford Center for Professional Development 

http://innovationatwork.stanford.edu/  
• Creating a Culture of Rapid Experimentation - Kaaren Hanson 

https://www.youtube.com/watch?v=7-WLX8gc8WY  
 
Readings 

• “Designing Better and Faster with Rapid Prototyping” by Lyndon Cerejo 
• “Experience Prototyping” by IDEO  
• “1:1 Guide for Managers” by Nordstrom 

 
Study Questions 

• How might you prototype some of your ideas? Try sketching out one of your ideas from your 
brainstorm from the “getting to school” exercise. 

• What kind of experiment could you conduct to see whether people respond to/use them in the 
way that you projected? 

 
 
 
 
 
 
 
 
 

 

 
 
 
 

https://www.youtube.com/watch?v=szr0ezLyQHY
http://innovationatwork.stanford.edu/
https://www.youtube.com/watch?v=7-WLX8gc8WY
http://www.smashingmagazine.com/2010/06/design-better-faster-with-rapid-prototyping/
https://www.ideo.com/images/uploads/news/pdfs/FultonSuriBuchenau-Experience_PrototypingACM_8-00.pdf
http://nordstromtechnologypeoplelab.com/one-on-one-guide-for-managers/
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Session 5A: Influencing and Inspiring Others 
 

Summary 
This class will explore the importance of influencing and inspiring others in innovative and 
entrepreneurial enterprises.  In particular, the focus will be on charisma, the components of it, and 
how to use charisma to engage others. 
 
Instructor Materials 
Summary of the Invention Cycle: 
https://medium.com/@tseelig/inventure-cycle-e89579b328da#.toctt68uc 
 
Summary of the passion/confidence matrix: 
https://medium.com/@tseelig/mastering-your-motivation-7ba4de8a87b1#.yqjn5u 
 
Videos 

• Invention Cycle video – watch first 27 minutes  
http://ecorner.stanford.edu/videos/3386/From-Inspiration-to-Implementation-Entire-Talk 

• Build your personal charisma – Olivia Fox Cabane 
http://ecorner.stanford.edu/videos/3005/Build-Your-Personal-Charisma-Entire-Talk  

Readings 
• “Stanford Prof's Two Things Big Companies Can Learn From Startups” by Peter Cohan 

 
Study Questions 

• What is the difference between creativity and innovation? 
• What are the specific attitudes and actions in the Invention Cycle?   
• Why is it valuable to question the questions you ask? 
• Why is it important to inspire others to share your vision? 
• What is charisma?  Why is it a valuable asset? 
• What are clues about someone’s power? 
• What hinders our perceived power? 
• How do you create warmth? 
• Which are your strongest and weakest charisma traits? 

Assignment 
Think of way that you’d like to influence someone else this week (e.g. to sit with you at lunch, to 
support an idea that you have, etc.) and use what you’ve learned about charisma to influence 
someone.  
 
 
 
 
 

https://medium.com/@tseelig/inventure-cycle-e89579b328da#.toctt68uc
https://medium.com/@tseelig/mastering-your-motivation-7ba4de8a87b1#.yqjn5u
http://ecorner.stanford.edu/videos/3386/From-Inspiration-to-Implementation-Entire-Talk
http://ecorner.stanford.edu/videos/3005/Build-Your-Personal-Charisma-Entire-Talk
http://www.forbes.com/sites/petercohan/2012/02/19/stanford-profs-two-things-big-companies-can-learn-from-start-ups/
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Session 5B: Leading for Creative Confidence and Going 
Global  

 
Summary 
This class will explore how to create and implement an innovative and entrepreneurial mindset in a 
work environment. We will review concepts of what it means to be a great leader and delve into tools 
that team leaders can use to motivate people. Creativity and how you achieve it varies by culture, so 
this class will also explore global aspects of creativity. 
 
Videos 

• Drive: the surprising truth about what motivates us - Dan Pink 
https://www.youtube.com/watch?v=u6XAPnuFjJc 

• Reverse Innovation - Vijay Govindarajan 
https://www.youtube.com/watch?v=ztna1lt_LZE 

 
Readings 

• “Leading Innovation: 12 Things that Great Bosses Believe and Do” by Bob Sutton 
• “Creativity and the Role of the Leader” by Teresa Amabile and Mukti Khaire 
• “A Great Boss is Confident, But Not Really Sure” by Bob Sutton 
• “It’s Up to You to Start a Good Fight” by Bob Sutton 
• “Cultural Intelligence” by P. Christopher Earley and Elaine Mosakowski (please take the survey 

as well) 
 
Study Questions 

• What are some characteristics of great leaders? Of poor leaders? 
• What types of leadership techniques can you use to create an innovative environment at 

work? 
• Who is the most creative leader you have ever read about or met? Why? Use concepts from 

class. 
 

 

 

 

 

 

  

https://www.youtube.com/watch?v=u6XAPnuFjJc
https://www.youtube.com/watch?v=u6XAPnuFjJc
https://www.youtube.com/watch?v=ztna1lt_LZE
http://bobsutton.typepad.com/my_weblog/2009/11/leading-innovation-21-things-that-great-bosses-believe-and-do.html
https://hbr.org/2008/10/creativity-and-the-role-of-the-leader
https://hbr.org/2010/07/confident-but-not-really-sure
https://hbr.org/2010/08/its-up-to-you-to-start-a-good
https://hbr.org/2004/10/cultural-intelligence
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Session 6A/B: Project #1 (Design Thinking in Practice) 
 
Summary 
In preparation to start this project, please watch “Extreme By Design,” a great video on how students 
have applied the design thinking method to build incredible solutions to problems in the developing 
world.  
 
Assignment 
For this project, pick a problem to solve in an organization you know (for example, your college 
campus, a company you have worked for, or a volunteer organization). Use the design thinking skills 
that you learned to identify a specific pain point for customers/clients, employees, or both. Conduct 
interviews, create a journey map, generate a how might we question, and come up with at least three 
possible solutions.  Please include short summaries of your interviews with your project. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

https://www.youtube.com/watch?v=btE1piOUV80
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Session 7A: Entrepreneurial Vision, Mission and Strategy 
 
Summary 
In this session we will seek to understand why people develop missions and visions. In addition, as 
vision drives strategy, we will explore the concept of strategy and examine essential frameworks and 
models. 
 
Videos 

• Facing Competition Through Innovation - Reid Hoffman 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1688 

• Sustainable Advantages - Kevin and Julia Hartz 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3377 

• Market Selection - Kathleen Eisenhardt 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1583 

• Seeing Competition Differently - Ron Gutman 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3512 

 
Readings 

• Technology Ventures textbook:  
 Chapter 4.1: Venture Strategy 
 Chapter 4.4: SWOT Analysis 
 Chapter 4.5: Barriers to Entry 
 Chapter 5.1: First Movers Versus Followers 
 Chapter 5.4: New Technology Ventures 
 Chapter 6.1: Creating a New Business 
 Chapter 6.5: An Annotated Table of Contents 
 Chapter 7.1: Risk and Uncertainty 
 Chapter 7.3: Network Effects and Increasing Returns 

•  “The Five Competitive Forces that Shape Strategy” by Michael E. Porter 
 
Study Questions 

• What is the difference between vision and mission? 
• What is strategy? 
• What is the purpose of a company’s vision, mission and strategy? 
• What is a five forces strategic analysis and what is its main purpose in developing a strategic 

vision for a company? 
• With your study team, pick any startup or established enterprise that interests you for some 

reason. What do you think is their vision? Articulate their purpose in a sentence or two. Do the 
same for their mission. Then consider what you think are 2 or 3 of their internal strengths and 
weakness as well as 2 or 3 external opportunities and threats. Be prepared to share what you 
found in class. 

 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1688
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1688
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3377
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3377
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1583
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1583
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3512
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3512
https://hbr.org/2008/01/the-five-competitive-forces-that-shape-strategy/ar/1
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Session 7B: How an Entrepreneur Identifies Ideas and 
Opportunities 

 
Summary 
In this session we hope to understand how to distinguish between an idea and an attractive 
opportunity to start and grow a high-impact enterprise. 
 
Videos 

• Creating Opportunities - Kathleen Eisenhardt 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1588 

• Opportunities Aligned with Interests - Ge Wang 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3000 

• Changes Present Opportunities - Aaron Levie 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2607 

• Opportunity Beyond Geography - Amit Chatterjee 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2499 

 
Readings 

• “From Inspiration to Implementation” by Tina Seelig 
• “Product/Market Fit” by Marc Andreessen 
• “How to Write a Great Business Plan” by William Sahlman 
• "Updating a Classic: Writing a Great Business Plan" by William Sahlman and Sean Silverthorne 
• Case: Yahoo, Technology Ventures textbook: Appendix B, pages 522-537 

 
Study Questions 

• Which of Tina’s Seelig four components of the invention cycle (imagination, creativity, 
innovation, and entrepreneurship) is most important to you?  

• In your personal opinion, what is the most important risk to reduce in a startup? Is it 
technology/product, market, team, or financial?  Why? 

• Yahoo case: 
o What made Yahoo such an attractive opportunity (and not just a good idea) in 1995 

according to the models by Andreessen’s reading, Sahlman’s reading, and those in 
Chapter 2 and 3 of the Technology Ventures textbook? How will Yahoo make money? 

o Identify the major risks in each of these categories at the time of the case: technology, 
market, team, and financial. What is the most critical category and why for the 
founders to address in the short run? 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1588
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1588
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3000
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3000
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2607
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2607
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2499
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2499
https://medium.com/@tseelig/inventure-cycle-e89579b328da
https://www.linkedin.com/pulse/marc-andreessen-product-market-fit-startups-marc-andreessen
https://hbr.org/1997/07/how-to-write-a-great-business-plan
http://hbswk.hbs.edu/item/5993.html
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Session 8A: Lean Startup Methods I 
 

Summary 
This session will delve into the “Lean Startup” method. Startups that succeed usually invent and live 
by a process of customer learning and discovery called "customer development," which is a critical 
component of the “Lean Startup” philosophy. The customer development process for launching a 
new product into a new market is the antithesis of the well-honed product management rules 
observed by large companies. Indeed, following traditional product management rules is a recipe for 
failure when it comes to a startup in a new market.  
 
Videos 

• Building the Minimum Viable Product - Eric Ries 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2295 

• Acting on Customer Discovery - Steve Blank 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2062 

• Seeing Startups on a Continuum - John Collison 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3473 

 
Readings 

• “Why the Lean Startup Changes Everything” by Steve Blank 
 
Study Questions 

• Do you think these “Lean Startup” methods apply to industries other than consumer software 
and Internet technologies? Why or why not? 

• How do these methods relate to the “scientific method” used by traditional researchers for so 
long in modern society? 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2295
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2295
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2062
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2062
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3473
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3473
http://www.vto.at/wp-content/uploads/2013/10/Why-the-Lean-Startup-Changes-Everything_S.Plank_HBR-052013.pdf


   

 25 

online | at Stanford | at work 

*This course includes materials licensed by Stanford Center for Professional Development on behalf of Stanford University. The materials 
provided herein do not confer any academic credit, benefits, or rights from Stanford University or otherwise confer a relationship between the 
user and Stanford University. 

Session 8B: Lean Startup Methods II 
 

Summary 
Startups that follow the Lean Startup Method that we explored last class often deploy two other 
related methods: agile programming, which is essentially rapid prototyping we learned in Module 1, 
and the business model canvas that diagrams the enterprise and illustrates hypotheses regarding 
overcoming key risks. Today’s class will be a hands-on exploration of the business model canvas. 
 
Class activity: With your study team, populate a rough draft of the business model canvas for the 
organization you studied in Week 4 with at least 4 hypotheses (or risks) that would be important for 
that organization to test. 
 
Videos 

• Lean Startups and Fat Startups - Mark Suster 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2525 

• Lean Does Not Mean Small - Ann Miura-Ko 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2551 

• The Innovator’s Method - Nathan Furr http://youtu.be/wxwUIVcSxcs  

Readings 
• “The Innovator’s Method: Bringing the Lean Startup into your Organization” by Nathan Furr 

and Jeff Dyer (please download Chapter 1 from this link) 
• “The Business Model Canvas” by Alex Osterwalder (please watch the two-minute v and skim 

the site) 
 
Study Questions 

• How is a business model canvas different from a traditional business model? 
 

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2525
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2525
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2551
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2551
http://youtu.be/wxwUIVcSxcs
http://www.theinnovatorsmethod.com/
http://learn.theinnovatorsmethod.com/assets/innovators_method_ch1-2411aeacbd0800d5dce412a351be347f.pdf
http://www.businessmodelgeneration.com/canvas/bmc
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Session 9A: Go-To-Market Methods 
 

Summary 
These sessions further examine the concepts of disruptive innovations and marketing. The 
importance and implications of the technology adoption life cycle are examined. We also survey the 
key elements of entrepreneurial marketing, including a compelling product/service strategy, a well-
crafted positioning statement, competitive differentiation, and a subsequent penetration strategy, 
including distribution, promotion and pricing. 
 
Videos 

• Stay on Simple Messages - Adam Lashinsky 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2980 

• Marketing Medical Technologies - Thomas Prescott 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2534 

• Distribution and Growing Your User Base - Drew Houston 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2988 

• Crossing the Chasm: What's New, What's Not - Geoffrey Moore 
https://www.youtube.com/watch?v=Zwh8ThUqeC8 

 
Readings 

• “Crossing the Chasm” section in Technology Ventures textbook, pages 202-206 in Chapter 9 
• “Crossing the Chasm: What’s New and What’s Not” by Geoffrey Moore (please skim the slide 

deck) 
• "Crossing the Chasm Meets the Lean Startup" by Geoffrey Moore 

 
Study Questions 

• What makes marketing so difficult and important in a startup? What is its relative importance 
to the product development and sales functions?   

• What is the difference between a market analysis and a marketing strategy? 
• What is a positioning statement, and why is it important? 
• Pick any product or service that you like or have interest. Create a positioning statement for it 

using the template in the Technology Ventures textbook in Figure 9.4 on page 188. 
 

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2980
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2980
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2534
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2534
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2988
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2988
https://www.youtube.com/watch?v=Zwh8ThUqeC8https://www.youtube.com/watch?v=Zwh8ThUqeC8
https://www.youtube.com/watch?v=Zwh8ThUqeC8https://www.youtube.com/watch?v=Zwh8ThUqeC8
http://www.slideshare.net/rstrad1/crossing-the-chasm-mdv-whats-new-whats-not
https://www.linkedin.com/pulse/article/20140211194912-110300724-crossing-the-chasm-meets-the-lean-start-up
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Session 9B: Opportunity Analysis in Practice 
 

Summary 
Today’s class will be the start of the Opportunity Analysis Project (OAP) that allows students to 
leverage the many tools that they have learned so far in the course. By Session 12A/12B, study teams 
will develop a 3-page “story” and narrative regarding the OAP. During this session, student team 
should pick an idea and use the time in class to determine whether or not their idea is a true 
opportunity that can be turned into a scalable enterprise. Students will use the study questions to 
guide this exercise. 
 
Study Questions 

• Identify potential opportunities. Combine your own personal experiences and creativity with 
external forecasts and trend analysis. How is the world changing with respect to new 
technologies? What is the impact of globalization on current solutions? What new 
requirements will those changes produce? Recent media articles on trends are often a good 
place to start. 

• Define your purpose and objectives. Identify your most promising opportunity, being careful 
to discriminate between an interesting technological idea and a viable market opportunity. 
Prepare an outline which will help you to determine what types of data and information you 
need to demonstrate the attractiveness of your chosen opportunity. 

• Gather data from primary sources. It is crucial for you to obtain data from primary sources. 
Potential investors will place more trust in well conducted primary research than in stacks of 
data from secondary sources. There is simply no substitute for talking to potential customers 
from the target market in order to validate the opportunity you have identified. Consequently, 
we prefer that you spend time gathering data from primary, not just secondary, sources. 

• Gather data from secondary sources. Countless secondary sources exist on the web and in 
your college’s various library resources. Try not to get too bogged down in financial and 
accounting data. 

• Analyze and interpret the results. Persuasively summarize your results. 
 
Assignment 
Start working on your Opportunity Analysis Project (due Week 12). In your written analyses and 
presentations in Session 12A/12B, you will tell the "story" of your proposed venture by addressing as 
much of the following as possible: 

A. Concept and Vision. Where did your idea come from (e.g. a university lab)? Explain what the 
market opportunity is and how your solution addresses this. What makes your solution 
particularly compelling? How does it make the world a better place? Do you have personal 
experiences with this market? Is there existing intellectual property that you must license or 
new intellectual property you must develop in order to pursue this opportunity? Has anyone 
tried something like this before? If so, why did they fail or succeed, and why is the opportunity 
still attractive? 

B. Market Analysis. What industry or sector of the economy are you addressing? Why is this 
market attractive? What segment of the overall market are you pursuing? What market 
research can be done to describe this market need? What are the total industry or category 
sales over the past three years? What is the anticipated growth for this industry? If this is a 
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new market, what is the best analogous market data that illustrates the opportunity? Project 
the potential market size and growth for your opportunity. 

C. Customers and Customer Development.  This is extremely important. You need to have a 
clear idea of who your target customer is. The only way for you to be able to do this is to "get 
out of the building" and speak with your potential customers. You will need to answer 
questions such as: What does the customer need? Why does the customer need it? What is the 
customer using today?  What is the customer willing to pay for your solution? Why? How will 
you reach this customer? You should include both primary (or first-hand) research and 
secondary research, emphasizing primary over secondary. 

D. Competition and Positioning. Who else serves this customer need? Who might attempt to 
serve this market in the future? What advantages and weaknesses do these competitors and 
would-be competitors have? What share of the market do specific competitors serve? Are the 
major competitors' sales growing, declining, or steady? What are the barriers to entry for you? 
What are the barriers to entry for additional competitors? How could partners and allies best 
help you overcome competition from established enterprises or other startups? 

E. Business Model. Now that you have discovered an opportunity and talked to potential 
customers, how will you turn it into a business? How will you make money and when do you 
expect your venture to be profitable? What is the major risk to address right away (e.g., 
market or technical)? In other words, which hypothesis regarding product or market 
strategies need to be tested right away? 

F. Learning and Adaptation. What did you learn and how between the time you chose the idea 
in Week 9 and producing the final presentation and written report in Week 12? Is this idea a 
true opportunity or not? 

 
The items above have no implied order. Some entrepreneurs start with a well-defined concept and 
then try to identify a market for their idea; others start by studying a market and then stumble upon 
an idea. Also, please keep in mind that the specific data and information you provide will vary 
according to the type of opportunity you choose to analyze. A key success factor for a successful 
project is the depth of your analysis and what you learned from it. 
 
If after careful research you have determined that your business idea is not as promising as you 
originally thought, it is completely acceptable to present an OAP that describes why your idea will not 
make sense now rather than why it is the next big thing.  An honest and rigorous analysis of an idea 
that did not survive further scrutiny is preferable to either (a) a half-baked presentation of an idea 
your team is unsure of, or (b) an enthusiastic job of over selling for your current idea, even though you 
know it is problematic. 
 
By Week 12, you should be finished with the following and ready to present your work:  

• Test your (OAP) idea from Session 9B by talking to at least ten potential users, customers, and 
partners, document these discussions, and share what you learned.  

• Create presentation slides to share with your classmates and write a corresponding written 
report of no more than 3 pages in length. 
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Session 10A: Sources of Capital for Entrepreneurs 
 
Summary 
This week’s sessions will explore the essentials of venture finance. How do entrepreneurs set priorities 
when gathering financial resources? We examine how much capital to raise and the advantages and 
disadvantages of the different sources of capital. Specific sources of capital in the UAE will be 
examined. 
 
Videos 

• What are the Essentials of Venture Finance Process - Tom Byers 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1374 

 
Readings 

• Technology Ventures textbook:  
Chapter 18.1: Financing the New Venture 
Chapter 18.3: Sources and Types of Capital 
Chapter 18.9: Valuation 
Chapter 19.1: The Presentation 
Chapter 19.2: Critical Issues 

•  “How to Present an Entrepreneurial Investment (to Me)” by Trevor Loy 
 
Study Questions 

• How do entrepreneurs finance their high-growth ventures?   
• What do venture capitalists do? What is the structure of a typical venture capital firm?  How 

does a typical firm operate? 
• Research and describe the advantages and disadvantages of at least 3 sources of capital for 

UAE entrepreneurs to start and grow their ventures (e.g., government grants, venture capital, 
and corporate funds). 

 

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1374
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1374
http://trevorloy.tumblr.com/post/12700458324/howtopitchavc
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Session 10B: How Entrepreneurs Assemble and Motivate a 
Team 

 
Summary 
This week we will be exploring the three essential elements of team and organizational development: 
recruiting a team, rewards and recognition policies, and the organizational culture at the enterprise. 
Careful hiring and motivating, especially at the early stages of a startup, are key for the creation of a 
lasting culture and the overall success of an organization. 
 
Videos 

• Hire Carefully and Fix Mistakes Fast - Matt Rogers 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3399 

• Complementary Skills for Management Teams - Bill Gross 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2663 

• A CEO's Questions for Job Applicants - Joshua Reeves 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3486 

• What You do Defines Your Culture - Andy Freire 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1851 

 
Readings 

• Technology Ventures textbook:  
 Chapter 12.3: Leadership 

Chapter 12.4: Management 
Chapter 13.1: Acquiring Resources and Capabilities 
Chapter 13.4: Vertical Integration and Outsourcing 
Chapter 14.1: The Value Chain 
Chapter 14.5: Strategic Control and Operations 

• Programming Your Culture by Ben Horowitz 
 
Study Questions 

• What are characteristics you would look for in a good hire? 
• What are some policies you would develop to reward good work in your organization? 
• What are the best ways to influence the organizational culture of a new enterprise? 

 

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3399
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3399
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2663
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2663
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3486
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3486
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1851
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1851
http://www.bhorowitz.com/programming_your_culture
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Session 11A: Legal Matters in Startups 
Summary 

We recommend that the faculty develop their own version of this session based on local laws, 
but the below is a model from the U.S. used at Stanford. 

This session will focus on legal issues entrepreneurs face as they launch their enterprises. We first 
examine the critical role of lawyers in the formation and growth of high-potential startups. In today’s 
global economy, much of a startup’s value is in intangibles: patents, copyrights, trade secrets and 
trademarks. Effective entrepreneurs appreciate the significance of these key assets and know how to 
use them with investors, partners, and competitors. Lastly, this session will examine UAE-specific 
issues regarding legal matters. 

 
Videos 

• What Do Startups Need to Know About Patent Law? - Jeff Schox 
https://www.youtube.com/watch?v=qpn53WS8maQ 

• Protecting IP - Martin Nichols http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2588 
 
Readings 

• Technology Ventures textbook:  
  Chapter 11.1: Protecting Intellectual Property 

•  “Top Ten Legal Mistakes Made by Entrepreneurs” - Connie Bagley at Harvard Business School 
 
Study Questions 

• What are some legal matters that are important to new enterprises? 
• What are intellectual property issues important to United Arab Emirates? 

 

  

https://www.youtube.com/watch?v=qpn53WS8maQ
https://www.youtube.com/watch?v=qpn53WS8maQ
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2588
http://hbswk.hbs.edu/item/top-ten-legal-mistakes-made-by-entrepreneurs
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Session 11B: Pitching and Presenting as an Entrepreneur 
 

Summary 
A key skill for any entrepreneur, innovator, or other professional is being able to structure and tell 
your story in a way that captivates your audience, whether you’re pitching ideas, products, your 
company, or yourself. This story is often called an “elevator pitch” or just “pitch.” We will learn how to 
make a story compelling in this practical, experiential session, during which students will use new 
skills to pitch an idea. We will learn how to structure a message, make it irresistible, and “wow” the 
audience with storytelling and visuals. Students can apply these principles and tips to pitches of any 
length and to any audience, whether it be customers, partners, employees, employers, the media or 
others. 
 
Videos 

• Pitching 101: How to Make Your Story Compelling - Theresa Lina Stevens http://ecorner-
staging.stanford.edu/modules/16/pitching_101_how_to_make_your_story_compelling 

• Making a great pitch - Guy Kawasaki 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1177 

• Tips for a great pitch - Heidi Roizen 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=85 

• Storytelling and Presenting: Part 1 - Michael Dearing 
https://www.harrisonmetal.com/library/storytelling-amp-presenting-1-thank-you-barbara-
minto 

• Storytelling and Presenting: Part 2 - Michael Dearing 
https://www.harrisonmetal.com/library/storytelling-amp-presenting-2-thank-you-robert-
mckee 

 
Readings 

• “Storytelling” by Stanford d.school 

 
Study Questions 

• How do you generally tell stories? What makes those stories interesting to others? 
• What was the most compelling sales pitch you have ever heard? What made it memorable or 

convincing for you? 

  

http://ecorner-staging.stanford.edu/modules/16/pitching_101_how_to_make_your_story_compelling
http://ecorner-staging.stanford.edu/modules/16/pitching_101_how_to_make_your_story_compelling
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1177
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1177
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=85
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=85
https://www.harrisonmetal.com/library/storytelling-amp-presenting-1-thank-you-barbara-minto
https://www.harrisonmetal.com/library/storytelling-amp-presenting-1-thank-you-barbara-minto
https://www.harrisonmetal.com/library/storytelling-amp-presenting-1-thank-you-barbara-minto
https://www.harrisonmetal.com/library/storytelling-amp-presenting-2-thank-you-robert-mckee
https://www.harrisonmetal.com/library/storytelling-amp-presenting-2-thank-you-robert-mckee
https://www.harrisonmetal.com/library/storytelling-amp-presenting-2-thank-you-robert-mckee
https://dschool.stanford.edu/wp-content/themes/dschool/method-cards/storytelling.pdf
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Session 12A/B: Project #2 (Opportunity Analysis Project) 
 

Summary 
This is the culmination of your Opportunity Analysis Project (OAP) initiated in Session 9B. In this week, 
you will make a presentation to your peers and develop a corresponding written report on your 
analysis and learnings from contacting users, customers, and partners. 
 
Assignment 
Opportunity Analysis Project due. Deliverables are copied again below for convenience: 
 

• Test your (OAP) idea from Session 9B by talking to at least ten potential users, customers, and 
partners, document these discussions, and share what you learned.  

• Create presentation slides to share with your classmates and write a corresponding written 
report of no more than 3 pages in length. 

 
Reminder: A key success factor for a successful project is the depth of your analysis and what you 
learned from it. If, after careful research, you have determined that your business idea is not as 
promising as you originally thought, it is acceptable to present an OAP that describes why your idea 
will not make sense now rather than why it is the next big thing. An honest, rigorous analysis of an 
idea that did not survive further scrutiny is preferable to either (a) a half-baked presentation of an 
idea your team is unsure of, or (b) an enthusiastic job of over selling your current idea, even though 
you know it is problematic. 
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Session 13A: Principles of Change and Growth 
 

Summary 
Change, whether at a team, product, or organizational level, is essential for the continued growth of 
an enterprise. In this session we will distill the principles of change in order to analyze when change 
works and when it does not. 
 
Videos 

• Four Pillars of Innovation - Padmasree Warrior 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3191 

• Serial Innovation to Create Change - Adam Lowry 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2837 

• Simple Rules Coordinate People - Kathleen Eisenhardt 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3524 

• Critical Early Decisions with Long Lasting Results - Robin Li 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2285 

• The Scaling of Vision - Sheryl Sandberg 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2237 

 
Readings 

• “Dropbox’s Secret for Saving Time in Meetings” by Rebecca Hinds and Bob Sutton 
• “How to Grow Without Losing What Makes You Great” by Leigh Buchanan 
• “What is a Startup CEO’s real job?” by Noam Bardin 
• Technology Ventures textbook:  

 Chapter 15.1: Acquisitions and the Quest for Synergy 
Chapter 15.3: Global Business 
Chapter 20.1: Execution 
Chapter 20.2: Stages of an Enterprise 
Chapter 20.3: The Adaptive Enterprise 

 
Study Questions 

• When have you tried to change a team, student group, or organization? What struggles did 
you face? What policies worked well? 

• How can an enterprise grow by acquisition and going global? 
• 250 words. With your study team, pick a large company in the UAE and learn about its culture, 

structure, leadership, product or service, and market potential. Imagine it is three years from 
now. The company has failed completely. The CEO has been fired, and the company has 
collapsed. Based on what you knew three years ago, what sequence of events led to this 
complete implosion?  

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3191
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3191
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2837
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2837
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3524
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3524
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2285
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2285
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2237
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2237
http://www.inc.com/rebecca-hinds-and-bob-sutton/dropbox-secret-for-saving-time-in-meetings.html
http://www.inc.com/magazine/201403/leigh-buchanan/how-to-scale-your-company.html
https://www.linkedin.com/pulse/what-early-stage-startup-ceos-real-job-noam-bardin
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Session 13B: Innovation, Success and Failure in Large 
Organizations I 

 
Summary 
While innovation and innovative ideas are often associated with young startups, examples of 
innovation at large enterprises abound. Whether the innovation takes a top-down approach like at 
Starbucks or IBM or a bottoms-up approach, as in Gillette, corporate innovation is crucial to ensuring 
that these large organizations do not become irrelevant.  
 
Videos 

• Inside the Braintrust - Ed Catmull https://www.youtube.com/watch?v=I1Mr3oKR7oM 
• Onward: How Starbucks Fought For Its Life without Losing Its Soul - Howard Schultz 

https://www.youtube.com/watch?v=U0GZNBQCwIw 
• When Big Companies Get Stuck - Geoffrey Moore 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2726 
• Adapt to Reality - Ed Catmull http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3323 

 
Readings 

• “How One CEO Scaled Up Safety” by Bob Sutton 
 
Study Questions 

• Think about your university or another organization you know well, especially the practices, 
procedures, and traditions that make it hard to get work done effectively and efficiently. 
Imagine that you had a magic wand and could eliminate any two of these practices. Which 
would you choose and why? 

 

 

  

https://www.youtube.com/watch?v=I1Mr3oKR7oM
https://www.youtube.com/watch?v=U0GZNBQCwIw
https://www.youtube.com/watch?v=U0GZNBQCwIw
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2726
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2726
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3323
https://www.linkedin.com/pulse/20131202161934-15893932--you-like-to-ride-a-harley-without-a-helmet-and-drive-too-fast-how-a-ceo-scaled-up-safety-by-learning-to-live-it-not-just-talk-about-it
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Session 14A: Innovation, Success and Failure in Large 
Organizations II 

 
Summary 
This session will continue the discussion on corporate innovation with a particular focus on several 
organizations as examples of successful innovation in large enterprises.  
 
Videos 

• Making Change Through Cultural Lines - Melinda Gates 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3039 

• Energy Innovation Needs Patient Capital - Kristina Johnson 
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2916 

• Thank you Daniel McCallum -  Michael Dearing https://www.harrisonmetal.com/library/thank-
you-daniel-mccallum 

 
Readings 

• “How P&G Tripled Its Innovation Success Rate” by Bruce Brown and Scott Anthony 
 
Study Questions 

• What are the difficulties associated with innovation in large organizations? Are they mostly 
operational or cultural? Defend your response. 

 

  

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3039
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=3039
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2916
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2916
https://www.harrisonmetal.com/library/thank-you-daniel-mccallum
https://www.harrisonmetal.com/library/thank-you-daniel-mccallum
https://hbr.org/2011/06/how-pg-tripled-its-innovation-success-rate
https://hbr.org/search?term=bruce+brown
https://hbr.org/search?term=scott+anthony
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Session 14B: Reflection on Course Content 
 

Summary 
This session will be a summary and reflection on what we learned together about innovation, design 
thinking, and entrepreneurship from this course. 
 
Study Questions 

• With your group, discuss and review what you learned this quarter. How will you approach 
your career differently, whether it involves founding your own enterprise, joining a startup, 
joining an established enterprise, getting more formal education, entering public service, or 
any other pursuits? Prepare some talking points with your team regarding your major 
takeaways for the course. Prepare a succinct "lessons learned" presentation using any format 
or media you wish (e.g., slides, video, etc.). Each team will be given about 5-10 minutes of time 
to present during class. The goal is to aggregate and convey your teammates’ personal 
takeaways from the sessions, videos, readings, discussions, and other experiences of this 
course. Be as creative as you wish to make this both informative and engaging. 
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Session 15A/B: Final Exam Presentations  
(Personal Business Plan) 

 
Summary 
This session allows students to share highlights from their Personal Business Plan (PBP) and how 
entrepreneurship and innovation could play a role in their personal and career paths. The innovative 
and entrepreneurial process that was covered in this class is as applicable to your life as it is to 
creating a company. Thus, the goal of this assignment is help you identify where you would like to be 
and how you plan to get there.   
 
Study Questions 
Consider the following topic areas and questions as you work on your Personal Business Plan. 
 
Vision and Opportunity 

• What are your goals (career and/or educational) after you leave your university? 
• What is your purpose, your values and your mission? List the 3 key questions that guide your 

choices. These should be essential questions that serve as touchstones to direct your life and 
work. For instance, how can I have impact? What do I love? What do I fear? What engages my 
passions? How do I want to be remembered? The answers to these questions may well change 
over time, but when the questions themselves are fundamental they tend to last a lifetime. 

• What is the market and opportunity that align with your goals? Don't restrict yourself to 
matters of career or work; think more broadly about your opportunities to make a difference. 

 
Marketing and Implementation Strategy 

• Create your market positioning statement. This may be directed at a hypothetical employer, 
industry, organization, or the world at large. 

• What compelling value will you offer to your employers and society? 
• How will you differentiate from other UAE students? How about from the broader populace? 

 
Risks and Mitigation 

• What are the key milestones and checkpoints in your plan? 
• How will you measure/determine if you have successfully attained these milestones? How do 

you define success? 
• What external factors might affect (positively or adversely) your attaining success? 
• Develop contingency and risk mitigation strategies. 

 
Entrepreneurial Ethics, Personal "Board of Directors" and 6-Word Summary  

• Entrepreneurship is not all about personal financial gain. It concerns crafting a lifelong plan to 
make a positive impact on society. Character does matter. Failure is OK; unethical behavior is 
not. True wealth requires the creation of enduring value, which requires integrity and ethics. 
Entrepreneurship and business are not just contact sports subject to their own arcane rules, 
but an integral part of life that reflect the values of each participant. How do you plan to 
practice ethical principles in your daily actions? 
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• If you could assemble any three people to advise and mentor you, who would they be? They 
may be alive or dead, family or world leaders, friends or strangers. Why would you choose 
each? Is it their wisdom, their accomplishments, their words, their creativity, their character, 
their heroic deeds………..? 

• Similar to popular "six-word memoir" exercises, please summarize your PBP in 6 words (e.g., 
"humanist engineer, global citizen, caring teacher"). 

 
Assignment 
What matters most to you as you contemplate your future career and personal lives? The 
entrepreneurial process is at its core concerned with "the pursuit of opportunity without regard to the 
resources already under control," as Professor Howard Stevenson of Harvard Business School 
originally said. This process is as applicable to your career as it is to starting a company. The goal of 
this assignment is to identify where you want to be and how you will get there. Do not worry about 
your current resources. Think entrepreneurially. Your personal business plan should include a long-
term vision statement, the "external" opportunities that exist, your "internal" (personal) strengths, 
and a strategy for yourself and your life over the next three to five years. In addition, please share at 
least one "failure" from your past and what you learned from it in terms of maximizing your potential 
for the future. The assignment should consist of about one page (up to 600 words) that summarizes 
the as many of the areas above as possible, as well as the one "failure" wherever you feel it best fits. 
Develop a set of slides to present in class as requested by the instructor. 
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