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1 — e 3R §=1 (Foundation & Mindset)

INTRODUCTION (9f=rT) — SJad/™ &Y =fia sl GHeHT ) STl 82

Business <l AT # T%aT g o ot God Ugal o9 o ol ol ST
TELT gIdt g, 9 ¢ Wt Foundation 3R |&l Mindset| 3R il (Foundation)
FHUSIR I, dl s Ml SHRA oid THYT doh We! ol {g Tehdl—sdl a8, 3R fordt
STt T Hrem &1 alist (Mindset), 39! G0 3R 3@eh! business philosophy
ASTed el ©, <t ag fordt off s decision, challenge, competition & failure &
AT &l Fohal | ATl PART 1 T 323 € Ueh IH! o AN il 39 g daR
& foF 98 business 1 O “eATe” g1, afcer “@UET &1 GHINT + value
creation + long-term impact” % &9 H I Hah | STd Teh Aferd I 90 A1 ¢ fh
business f&w% product == T ATH g Sfeeh NI Al ST S AT Bl HIEAH
€, a9t 3°& decisions smart BId &, S strategies Tl gIg hl Il ¢ 3R T8

real entrepreneur mindset 3T9=TAT & |

Real Example: 5§ OYO % founder Rc®T 10Tt A YO i, d9 3Teh
fermT # f%F “hotel rooms ST &1 fO=R AE! &1 | 314 9o Ugal Ig U 6
WRA # budget travel &1 G €T pain point dT—clean, safe 3TR predictable
quality STt rooms 3T = e 91T | AT il 8 SHTE 3TeT-3T quality, unclear
pricing, 3R poor service f&erdt oft | fawr 3 Tt Tae o “ai i travel & SR
Toh WUEAE 3THa =gy, fth T &a-T =161 17 6l mindset OYO &t 37Helt
Foundation SMT—“gH travel stay ! 9H&T &l standardize & solve &I |7
g4t 99 & &RU OYO TS BIc startup ¥ WRA 1 9o a&T hotel chain
aggregator S T4T| g example HIfsrd Far 8 fF business product & &,
problem-solving mindset ¥ J& BT |
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O ITTEAT & 3T boAt & founders o business @1 f% “headphones
ST ohl T Al AT | Iai+ <@ foh MR o T stylish, durable, sweat-proof
3R affordable audio products =Tgd & | Market ® a7 @t 9)gd #gW branded
products ¥ T dgd & low-quality optionsl $H gap ol WA gU I8
mindset 3TIRT—“gH youth lifestyle problem %t solve &%, f% earphones
&l 99T 1” I€t mindset boAt % growth T & SIST SHRUT T 3R 3T boAt
T multi-crore D2C brand & fS/& &2 &t proudly use AT & |

1. fom it et it ok Sea

Business ol To9 aRdfaeh 3R T 31 Ig g for 39 fomdlt customer <Rt
ToR W IGh! FHET i IHSH 3R ST VAT THIYH & ST I ASTHRT o SIS Hl
Ugel ¥ 31feeh 3MEM, S8, a9 3R WIAHE sHTY | Customer ! 79R H product
& qualities Ia=t Tgearqut et gieit, RS-t Agaqet % gl ¢ foF a8 product T
existing problem %! %9 & T g | Customer &t ot earphones, T<AT, |1
T app el WIIAT—3E convenience, clarity, comfort, control 3R time-
saving WXIEdT ¢ | Igt reason & % business T core purpose “product SHT
e, sfesk “customer &Y life H HISIE friction s G BIAT § | ST& hig shUH)
customer %! problem &l 3 TSTRT H THSHL IH WA solution It §, T
customer ! value HEIT gt ¢ 37X 98 99 27 & foIT |e 49K 2rar ¢ | s9fery
business @ real definition g: “ferdt customer shl THEIT sl THSHT 3R 39 VAT
solution ST St 38 meaningful value ¥ |” I value 3t T business sl Tt
3R BT 2 |

39 examples ¥ §HSI | R H &% youth customer earphones Stegl TS
T ¥ MM I—IR-IR Y B 7 ot A1 3R e oft | Customer
perspective ¥ 3/ del @ product gl sifesk durability, sweat-resistance 37X
affordability &t | boAt & founders Aman Gupta 3R Sameer Mehta 3 9 need
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! @Y customer T TSR T T@T 3R AT solution ST S youth & budget,
lifestyle 3R YA & alleh o 31Jehel ol | 34 g eyewear T customers ! real
problem g ot foh stores ¥ IR-AR S, limited frames <@, high price A1
3TR home-trial 7 fAe=T—3 goft = customer experience ! Gi¥ehet ST off |
Peyush Bansal 7 customer %! €t 9t journey st THS 3R Lenskart T T4
model T fS# WX W eye-check up, home trial 3R affordable good-
quality frames 3 customer ! T process sl Igd SHH F AT | 3 =1
examples H business product 9=+ T gl AT—business customer % A
U WH A T AT | AT business @7 real purpose g customer &l 7o) I
STEXT ahl GHSTHT, problem %! remove HIAT 3R VAT solution AT S/ ST
{9 W customer &Y &g “Ug A B B¢ I”

2. FHAR! AFRT vs STHT AT {EeRar

FHUAR A AT (Employee mindset) & afe 310 shTH ol “assigned
task” ! TE W@AT | STR! T AR TR IGeh! IfAHT (role) 3R et
(responsibility) T T et ¢ | Tg 31U HIA i ST THET H G el @ S 3
IATE TS ¢ | 38T focus TG BT ¢ fob SH &1 &3 ¢, ford= @7 & & @, 3R
9% Jact 39 1 e — S 3aH, BfEat, job stabilityl Employee mindset
risk ¥ X T@al g it 3@l fEUWT comfort, security 3TR predictable
environment 99g AT g | IETE0N & oIy, 3R fRdt shut & delivery time s
gl %, aql T employee b1 &1 Had U4 fe@ i delivery dT support I
manage - T &l § — I8 rarely I8 GradT g fob T process w4t it 2,
tracking gl HASIR §, AT system & improve & Tkl g | Employee mindset
# =xferd instructions X sTH AT g, 3R real-world & g model 3 @l & fow
el ¢ S structure =T | @ifh 39 mindset # & =W Bic level W @ STt
& — W business system @I %+ st 3T fereh i &l gt |
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FHAN AFA®T (Entrepreneur mindset) T AT I g 3R &HMH
AT ¢ | % Tl S ol R task gt ATFAT—dg &Y SIS ol “system + THET +
%RUT + opportunity” & €9 H W@l § | 39eh! psychology naturally problem-
detection 3R system-thinking mode ® ¥ ¥l € | Entrepreneur 3d & I8
=T ¢: “dg G 1 82 customer ohi shgl {Garhd ¢? I8 process scalable CTe)
AT T AgaR ohdl R ST ehdT 227 3oy 98 W system i end-to-end THSTAT
8| ST & foy, Zomato 3R Swiggy & founders J food industry st
employee @t ag 7€ T {3 “restaurant orders 9 s 1” 364 customer
perspective ¥ observe RAT—ANT & UM AE SRR @HT o4 & 90T g,
delivery unpredictable &, variety 7@ fAerdt, 3fR waiting sgd el 2 |
Entrepreneur mindset 9 $9 pure logistics problem @ g <&@ | R IgIH
system break f&aT: customer & speed =MfgT — delivery partner network;
customer @I clarity 9fgq — live tracking; customer @l variety Tfgq —
multiple restaurants in one app; customer @I reliability =gy —

standardized packagingl TE entrepreneur ' psychology ¥—d8 W

ecosystem @l analyze #< scalable solution SFTdT g | g employee T 39T

fean Y@ 8, a9l entrepreneur G flow I@AT 1 S Weh il ool 9
entrepreneur AT % 37X business opportunity 3 T g, 3R employee 34t

A= H [t e SEare |

3. Sefepfores WIe, TR 3R Hed- SR ARk

Long-term thinking T Aaeisl § business ! Shalet 31TST % WIS & SR
W g, e ST aTel e TTell bl stability 3R value % 3R 9T AT | SHRT
ot frgid 9 ¢ fF decisions 3R actions V& forw ST St business & short-term
profit <igi, Sf long-term trust, reliability 3fX growth T| Long-term
thinking aTeTl entrepreneur FHIT I8 Wi SbTH AT § foh “SHY 2 TIeT oG T
3R YRMP”, “customer T experience THT & Y dAga¥ BRI AT WS, 3R
“SRIT Ig Hied future § Y scalable ?” €T mindset T 319t Aged COVID-
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19 & 9HY T Wy @S faar | 7g™RT & SR iS4 businesses 3 short-term
panic & cost-cutting 3R quick profit W &= &, 3 Ste<t <e Ty; wfeR Srgia
long-term WrET—SIY safety standards ST, delivery systems ¥R, extra
support f&@T, 3R customer trust & priority §—3 Hoted gU 3R a1 # doht A
grow T | Pandemic = S9! i Ueh Age@qul lesson AT fo market et oft

T g stable gl ¥@dl, SHMU business &l TH model W T AT S

uncertain situations # ¥t f&&% @& | Long-term mindset ¥ attention small
gains W gl Sfceh durable systems, repeat customers, improved processes
3R brand trust R g1 ¢ | 34t mindset ! asTg ¥ &% Indian startups COVID-
19 % T Ugal 9 ‘Jﬁmﬁﬁ?ﬁ@ww m—a@ﬁﬁﬂﬁmﬁﬁproﬁt
q Sg1eT systems, customer trust 3R repeat usage i Heed feam o |

Discipline 3R value-driven mentality long-term thinking T 3Tl
=ROT ¢ | Discipline 3T 314 g f& entrepreneur 35T business 1 34t consistency
3R standards & T TAT—Tg market 3731 @@ 1 © | SEH timelines
follow T, processes i QIgUHT, mistakes 1 QXA fix T, cost control H
@, 3R customer service ! g f&=1 Teh ST reliable SHMT A g | COVID-
19 3 Ig o1 3R WY X & &6 discipline &% routine g §—3g survival =T
3MYR g | ST W 39 # lockdown T, 99 Zomato 3TR Swiggy 7 fa® “delivery
FHET AT A Tl WM, =i+ discipline o ¥ safety rules @m] fohg,
packaging standards Sget, delivery partners % feiT hygiene protocols SHTU,

3TR & order W transparency & | Ig value-driven mentality &Y Sigf company
3 short-term profit ®Ig#X customer safety 3 trust sl priority & |
Pandemic # customer @l TSR H Tod a<t value gt &t STt business 3¢ safe,
predictable 37 clear experience % 9 | g ¥oh | SHfeT o shufrai 7 U9 9 ugat
value %1 T, I long-term ¥ 1T stable 37X reliable s+ | T8 lesson X ATIR
3TR entrepreneur % foi 9gg Al ¢: 5o business value-first decisions @t
%, 3R discipline & g &1 1] & &, o T foredt oft crisis it IR FR wwaT @
3R long-term ¥ sustainable S ST ¢ |
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4. TSoTg AT, SN GHITT TR THETSH /1 QHI

Decision making =T Tderd ¢ feret oft business situation & Tgt Fer W
et e o1 | 3T WTST H—entrepreneur 3l Ig T giHT ATRY foh SRIT St
€, 1 AT 8, 3R el &heT ¢ | 89 skill ST improve s T basic T g “data
TR YT A" —AT feeling % TR W =g, dfcsh customer behavior 3TR
numbers % 3R W | Intermediate level WX decision @1 & T T simple
T g Option Comparison Method—fSrad 2-3 e foraeht 39 wae-
JH9TE compare fory STd €1 Advanced level W s® businesses “scenario
planning” s §—3T & 5T decision & i versions SHIA §: 3R T 31T
3Tt RIT GRT, 3R S SIET g3 at ol g, TR TR ST g1t aRIT g |
Flipkart =T “Cash on Delivery (COD)” {[& AT SHbI Tad 33T Indian
example g | 39 AT AN online payment ¥ S & | Flipkart ¥ customer
behavior & data g@ax decide T o “Uget product &I, 9§ H payment @ |”
YEeTd | I8 decision risky 3R operationally Tf¥shet o, @fehT logic strong
T—customer trust ST | g clear, data-driven decision making T perfect
practical example g | S99 g g ¢ 5 TEt decision dg! s=aT § Sigf data,
customer need 3R timing = align & |

g 91T W 9! et o & g

Step 1: 9T (Problem) %l WTh-9T® ford

o THW TP
o IE THE foheh! wuTfera @ T @—customer, team 3T system?
o g fShaT urgent €7 (low / medium / high)

Step 2: 3ERTS JAHHR (Data) FHGT I
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HI1 $9 problem 9 G\L@ numbers IUAT g7
4T customer feedback HISIG &2

o o et W T gam 25

e I FIE existing pattern f&& @1 87

Step 3: 2-3 faed (Options) ST

e Option A — TSI 3{R THAH
e Option B — ®FET 3R JHAM
e Option C — WIS 3R THAH

(ST HUlai gH¥T 2—3 faeheq Wadl §)

Step 4: Scenario Planning &%

e 3TR I decision HH 31T I T outcome THIT?
e 3R average IgT I oFdT GITT?
o 3R WIS 3T Al e feretT grm?

Step 5: Resource Check &%

o 1 ST YW TTTIHIR

o THI YA g?

e =T budget fit BT g2

e HIT Ig current workload disturb &m?

Step 6: Final Decision Rule

e H-HT option X practical, FH risky, 3R customer % T value-
creating 2?

o T H 39 decision @t 373ft implement R TehdT 2

e T Ig long-term stability STaT g
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Risk handling &7 et 2 uncertain situations s\ TSR UHT HeH IS
ST JhdT @bl o 37} opportunity T TTET & | Risk &t improve &= T basic
Tt ¢ risk 1 B fg@@l | dfe IM— financial risk, customer risk,
operational riskl Intermediate level W entrepreneur risk-reward ratio <%l
@—3TR reward risk ¥ €1 € a risk &1 et A1 S1aT ¢ | Advanced level R a2
companies “pilot testing” T SUANT Fcit §—fhdt oI idea T T market &
launch &= ¥ Ugal B group H test HIAT | STHT Foid g7 Indian example 8
OYO =T “hotel room standardization” model @i &1 | India st budget
hotel market Sigd unorganized &i—gX hotel i quality 37T | 98 model ST
operationally E [t risky 1 Fqifer gTRI hotels s ThEAT standard W ST
Hf¥ehet s o7 | wfeht OYO = Uget itk %o gl # pilot test foRaT—ahH rooms,
7 hotels 3R limited cities| ST& pilot Thel TET, A9 T T W H scale fowam mam |
I fearan g fob oIS risk &1 off BT steps | test Feh manageable IATIT ST Fehdl
2 | Risk handling sebenarnya risk s AT g1 gidi—risk st “control #” &=

garg

ferdt +ft SNfEw = Wt ik @ control A & o
Step 1: Risk Breakdown (Sfaw =Y 3 fgai & site)

e Financial Risk (39 &1 SiIfe#)
e Customer Risk (UTgeh @I T SEH)
e Operational Risk (39 % AT slow gI- &I SIRAH)

Step 2: Risk Size T &%

® 3R g risk el g1 al Jehdr feherT?
e Low/Medium / High # classify &<
e High risk = T test foru 21 7 51

Step 3: Reward (@1%) Compare &<
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9 risk ¥ YT wrIe ferd=m?
HTIET risk H 3x-5x ST 2?2

e 3TR g = acceptable risk

e 3R FEl = avoid AT modify

Step 4: Risk &I B Test # a5t (Pilot Testing)

e UgH 5% audience W test &
o Y 10% audience ™

o Y T market ¥ scale &t
(98 method Flipkart, Swiggy, OYO, Zerodha—3d follow A 2)

Step 5: Risk Control Plan SHTQ

e Worst-case H loss & H gIIT?
e =T backup plan g?
e T team ! instructions 9% fw g &7

Step 6: Risk Monitoring

W 24-48 912 H results check
friction & I I decision sIgeTt
e customer complaints monitor I

data o TG99 ¥ next step @l

Problem solving & Taes g fR€t *ft business problem @i fh IR &
T TEH, Sifoeh a8 THST {56 g FRl 81 Wl § 31X 3¥ehT Tel, long-term solution
T ¢ | 39 skill ST improve A T G T adiehT @ 5 Whys Technique—

fordt oft problem W Ufer IR “@i?” YT S9F problem Ft S8 fHerdt g1
Intermediate level W entrepreneur 93 process &1 “workflow map” SIHTdT T
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Tt &3 & end Tk & step i foRaAT 3R & {36 friction el € | Advanced
level W big startups “customer journey analysis” #%d §—customer product
! ohel, hdl, gl 3T 1 use AT g; gl confusion 3TTAT g hal wait ST g}
el trust Y BIAT ¢ | ST G 31T practical Indian example § Zerodhal
Indian stock market H users high brokerage 3R complex interfaces %l asTg
¥ trading ¥ €% ¥ | Zerodha = problem @i ST€ @isii—problem &% “charges”
&l &, afceh accessibility 3R simplicity it FHt ot | 329 root cause fix foraT—
charges WeTU, app simple SIS, steps 3TN fhU, 3R trading beginner-
friendly TS | Tgt real problem solving e Ste éé\?.!"r, friction BTN, =
EEIC

THET ol STS ¥ TH A & folg

Step 1: Problem %! foraax clear &

THET exactly &1 82
g o YE go?
S0y ford WX 3R US @I 22

Step 2: 5 Whys Technique” ¢

W AR “HI?” I:

138 I gat?

2 TGhT HROT 1 HISG TP
3 Ig condition I SII?
4 -9 step fail gamr?

5 3THelt SIS T B

(It HUfFT & a8 root-cause analysis 7 standard T §)
Step 3: Tt Process &T Flow Map S
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Customer journey map <
-9} stage W friction &?
gl delay BT 82

e Thgl AT & @7

e hgf customer confuse gial g?

Step 4: Immediate Fix vs Permanent Fix a3 &

o 3TTST T fix hiAT ST 7
o TS I fix A I long-term TLIHT T §?
e TR I actions parallel o ST Tehd &2

Step 5: Solution = B AN W Test HA

o dgAT™ Ugel small group H test g
o feedback @ refine &
o T T business # AT &

Step 6: Measure & Improve

o I SICATd oh SIS improvement <& @1 e
e customer complaints ¥i?
e speed AT cost improve ‘g’é?

e 3T gl — process Y Il

5. fae, fAvM, dost iR Sut Gepfa &t i

Vision fer€t ot business &7 “future picture” gidT § — IT=t 3T aTA 3-5
TTell | 3T9ehT business T fwamT =fEY, 34 foFe TR ek U= AR €, 3R
customer % fh8 aXg T long-term value 2T =T & | Mission SHehT “31TST ATeTl
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version” gidT § — 37 31+t R o R & St TWY-TS 31Uk vision Tk Tgo A
HEE AT | I8 &I statements % &S startups AT corporates & ol A&l — Bic
STRET & fory oft Sa9 € 6 Bia € | SETeXuT o foly, Teh fShTrIT gehtT ot vision
8 Uohal ¢ fp “gu o1uq &7 ® e faqaia 3R fast-delivery aTelm grocery
provider S 1”7 3R 3T mission TN “GX UTgeh T order 10-15 e # daR
CICIN

Vision 3R Mission clear g1 T Ush 3R 92T %RUT g fundingl STa &I
investor IT bank 3T9e business @l evaluate sdl %, Tl g 99 Uga Igl gl
¢ o “3119 & business 1 3T AT Grell | gl o ST TTad o2 3R “3rH} 3qent
2frer mission =T g?” Tg! format 37T Shark Tank India & gA< 3@d € — Sia
&I founder stage W SITAT §, A sharks T UgalT TaTeT BIAT @ “31T9 T shu-t shi
3-5 91T 91 gl @d ¢2” 3R founder ! vision clear 9Igt gidT, d@l investor
confused @ SIIAT ¢ ifer unclear vision T Adas ¢ unclear growth planl
g9feiT vision-mission # clarity g1 f% management & ferq T, afew
investor confidence & T oft critical § | Ush ©I =R & forg off 9% clarity
funding, partnership 3R business credibility T T% 78R STercit ¢ |

Values 3 principles § fS @ business @eidl 8 — @ honesty,
transparency, speed, customer comfort, quality consistency 3¢ | & values
& foram & fore = 8il; 3 AT & 10 H W] AT 3Tk ¢ | S culture
ST § — T team Y HTH M, customer i 4 treat foraT SToam, Fwem
3 W HEt reaction & W | Culture foRaet ALt s=dT; I8 AW Y e,
decisions 31X team behavior ¥ ST € | Bic AUR WY 379 business & 3T
T values 9 & Tehd § — S “customer 3 9T 7T billing & 811, ” “& UTgeh
H A W service HeM,” “store FHII ATH IGM,” “product i quality T

compromise &l gii 1
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Investor (3R Shark Tank India H sharks) values 3R culture @1 impact
EGESLE ST ¢ | STe s founder 3191 values clear SIATAT g — 3STEI0T: “GHNT
business speed 31R transparency W ST g”— af sharks & 7% signal fierar @
foF business operationally stable g 3R 31 et scalable culture s HehdT
¢ | AifersT ST& founder values X unclear gidT g, df sharks 3TeRR shgd g: “3Taeh!
identity gt clear &l g 1”

Values—culture & Jg clarity {4 &€ startups & forq Agi, sifewn fordt ot
B AR & foIT business @t long-term stability &7 foundation gt ¢ | 5=
businesses %l values ASed Bl €, 4 customer trust STedl ST @ 37 team oY
Teh SIS GIel o 9T hH hidl ¢ | Tel ROT ¢ fob &¥ investor vision-mission 3
a1 values—culture =t oft evaluate YT g, e 51 & business %l long-term
direction, customer experience 37 expansion capacity T e TAT ¢ |
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CONCLUSION

Business @ =id g8%T mindset ¥ Y€ gl §—3g T 9N WY T ¢ foh
Uk Thel AGH a8 gl gidl Sit {4t product ST g, Sfeeh ag giam g S fohdt
Il GHET ol THSH 39 T 3TN ITANTT THTH 0T ¢ | S aoig 9 |IYR
3TR ST ¥ o1 S&d §: business &7 314 value T &, 7 foh et profit AT |
Employee mindset 3TR Entrepreneur mindset % Weh @ I8 THT 31T ¢
employee 379+ hTH Tk GITHT T 8, STeIfeh entrepreneur X system T GHSTHT
a2 decisions 4T g | Ig! ®RUT § foh Zomato 3 Swiggy S startups 7 food
delivery @l restaurant @ ¥HT g, Sfesh customer convenience 3! THET
gt It industry st Sget f&a1 | Long-term thinking, discipline 3R value-
driven mentality g YR € S W business &feT THT—F COVID-19—H
o} fRR Tgar §; SreiA 3§ ¥5a customer safety 3T trust sl WTIfBeRar <, a@!
SHaf-=t T 9l | 39t g Flipkart &1 COD v, OYO @1 standardization
model 3TR Zerodha T brokerage problem solve ST I Ifeld &hid & foh Tgt
decision I BT € STel customer, data 3R timing Ush 91¥ align gl | 3T H, Tg
WIT STt @ foh forell it business T vision—mission, values 3R culture 3&eht
feen da td §—aet R ¢ foF € investor 3R Shark Tank India # & shark
oY Ugel I Y ¢ o 3119 et ot | 3119 314+t company @t gl o@d & | $9fely
PART 1 &T aafass 9R I8 @ 6 foRdt oft entrepreneur & o strongest
foundation Sl g STal long-term clarity, disciplined execution 3R customer-

first €= fAee business i et fGeT # M T@d ¢ |
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2 — AW Ggu™ (Opportunity Identification)

INTRODUCTION - 99T § fod quemeti ol Uge+ <l arfaes
e3AId

AW UZA 1 Haerdl forwt ft business idea @1 randomly | &= gl
&, Sfesh oIk | fdt g8 3 problems, gaps 31K friction points s Ug=T=-T §
¢ customer TS ST ¢ AfehT 3ok foIT IS M, OF 3R WRINHS FHTE
JUATS gl gidl | 3R fordt entrepreneur ! YL H opportunity [&&TS =6
T, O el practical a<ie ¢ for a8 IR # Tk notebook 3R pen AR 233
AT A3 ATl bl observe si—3a o1 TS I8 €, ford H | extra time 7 @1
&, Fal confusion &, fohT FTHI TR T TREIH B Tl ST €, 31K -t service
U W 3R consistent TGl § | TgT BIE AfehT IR-TR repeat g STt TR
€t opportunity ST g | I8 aleRT OYO & founder Ritesh Agarwal = 37T
AT—Igi low-budget hotels T Tepeh? ST foh UTgehl ohl |TH HHRT, TTH T,
working AC 3R predictable experience Si€t basic TSt ft Tl et | a8 ®i
9gd ST idea =& T, Sfesh Tk simple observation 1 fore= 3+ few@m for WA
H REl A SRl Tk & real problem §—3g @ OYO i€t opportunity 39 g |

g4 @%g Urban Company = ¥HI foh €)X W plumber 3T electrician ST
unreliable 3R time-consuming &, Zepto J grocery delivery H TR g4 1A
delays % pattern %l ¥ note {331, 31X Dunzo A city & small items & & ST
&I daily inconvenience @1 business opportunity H el f<aT | Si€T lesson Ig
¢ T opportunity 3= 7 f@erdt; a8 customer behaviour & TEE I
observe @A, 3! complaints sl g, repeated patterns %l -l i,
competitor %l AT ol TgaT=, 37X 1-star reviews & f&U frustrations i
gae 9 fAerdt 8 | Powerful techniques Si8-customer journey breakdown,
behaviour gap study (ST =T Fgd & 3 T #J §), extreme users sl
analysis (heavy users + non-users), future trend spotting, personal pain
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identification—¥ entrepreneur &I market &I real demand ¥HgH ® HAg
3 ¢ | Shark Tank India & +ff sharks T Uget T€! T &: “37A I problem
gl observe @I? Opportunity d UgaTI?” Fiifeh investor SFA g foh 3R
opportunity real g, d product 91§ # improve @ Fhdl g; wfehd 3R
opportunity & weak 8, d¥ business %t long-term grow =gl s FehdT | gGfeIU
opportunity Tge= oh! Tl Tl skill @&—observe &, note &, pattern ehel,
customer friction TASNI—3TR Tt problem 3M9ehT 4T business idea 9 STTcll

2|

6. THET-THTY TR foema 9=

Problem-Solving Business Thinking & 319cii Hdes 9§ ¢ fh
entrepreneur fordt off TUET HI el Tdg W @A q<d haell 7 T, dfch 3d
observe F{ch IHhI SIS T Ugd | Teh AU startup ol LA H o THETST I
HTAAT hIT TSl g—a T g2 AU H common gt g, S customer @bl service
THeT Tl 31 T, pricing confusing &, product quality ® consistency Tl &,
delivery time T3 7Tgl €, return process unclear &, onboarding ¥ friction g, a1
customer support weak g | U8 ¥ basic level =T UgeTl step & foh THET I ATh
foraert define foram SITT 3R FWTU {3 customer 79 step TR ¥k T, confuse
8 T § a1 RN & @7 ¢ | Intermediate techniques ® 5-Whys method,
repeated complaints =T pattern study T, 3R T workflow sl map ¥k I

AT WA ¢ % friction exact gl 31 I@T ¢ | 1T AU startups T TEA
problem “product” Fg! g¥dit, sfesh process clarity, communication gaps 3R

execution issues 81d g | Advanced problem-solving level T entrepreneur
deeper analysis T 28— behaviour gap (UTgeh T ohg gl € vs I § 1
=TT ), competitor weaknesses i<-91 &, SIH-H1 process unscalable g, -
Tl step customer trust Ca| REZSIES tléiﬂ Lol %, ?ﬁ?-“\:ﬂ feature &7 use =I%°T h{ 1%,
3R &IF-41 internal mistake SR-8R repeat 81 TW! g | Y startups T TR Tt
problems et —customer ® speed TTET AfHT system slow &, customer
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%! transparency dNgU @fehT price breakup unclear §, customer i
convenience dEY WAk process complicated §, AT customer T support
HEY Ak response time T&! &l @ | ST entrepreneur 1 THETS i Bie-
Bie fged@i # dig? root cause level T FHSHET I AT @, a9 solutions
practical, scalable 3R long-term s & | 9& skill {5 +ft business & forg To&
HeYul g—arIifeh TEt entrepreneur el BT § ST g GHET sl improvement
T TR TATAT S, TR TR MM H TTH @A ¢ |

7. Niche selection, target audience & customer avatar

T8l SIS 74T entrepreneur 3791 business Y& 3l g, A oA STE HEH
BT § et niche TT—aT W market § & g8 Blel, specific fegan STef
customer fREt aTEAfIR WU § ST T@T ¢ 3R ST&( existing solutions et
ST ol g X Tl 9HeT Ut ¥R | Niche THSHT 31T a&l gidl @ ST9 37 market
! WifT & observe —alTT foh =w St fReprd & €, 19-9T1 product gl
match gl S&aT, ®F-H service & IR-SX delay aT confusion <1 giaT &, 31K
-G T & g A Fed €, “ag et 3Tt et & €17 9 brands ®
market =T target Fd &, AfehT Ueb startup SHT Jg! ST g S Ueh BIE! A
dgd specific problem @I perfect ai% A solve T § | Niche Tgam=+ & fog
depth ® ST UgdT 8—competitor st HASIET note T, I-star reviews T,
Google trends <@, customer i repeated complaints T pattern THSHT,
3R Ig He9T & fh fF segment H 31 options 8 & dmEsSE “Indian
behaviour, Indian climate 3T Indian lifestyle” fit &t AT | T AT T ST
& f% niche trend Y@ & 1 STIT; I8 real demand, real frustration 37R real
opportunity eI IAT ST ¢ | 3R entrepreneur $9 step § el &< al 8—
SI¥ 9gd broad niche J=T, trend % W& 9N, A1 for1 foRedt data validation &
product SHHT—T business ¥ &Id & direction @ T g | $9felU niche &
BT =feq fSreht problem clear g, {5/t customer frustrated g, 3R o
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category # 3T consistent value T Tah | I &l foundation g ST 3R & g
business decision Y 3T, sharp 3R profitable SFT ¢ |

Niche 9 & foiq &1 <wd? (BEGINNER LEVEL)
1. I-H GHET IR-IR repeat gt g?

2. Customer & STTE @& ST frustrated AT €2

3. @I9-9t category # options d €, @fehT W&l solution &l §?

4. @ g =iet & forg aerd € “Fe 3T fHerar & &1

5. Price, quality, speed, trust aT transparency — S8 ehi<I-9l s STeT

o

Niche validate %9 ®<? (INTERMEDIATE LEVEL)

o (e}

1. Competitor gaps W@isi (frH =IST &I 361 ignore & fAT?)

2. Amazon, Flipkart, Nykaa a1 Google T negative reviews Ug |
3. 1-star reviews ® forel problems niche =T 9% feaTdt & |

4. Gt Hifear complaints 3@: @ 6T problem W IR-9R e 1@ @7
Advanced Techniques (ADVANCED LEVEL)

1. Micro-niche approach: Te sigd BI<T category STl specific g
S — “Teenage acne skincare” 3T “Thin hair styling products|”
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2. Behaviour gap find Y (ST AT hgd g vs Sil e | ohid ¢) |

3. Seasonal niches—festivals, weddings, exams St& patterns study & |

4. Emerging trend niches—aRT 3Tt demand %W g @ 31 el 90 o
high g1 arett g7

T ATl TRl e ANey:
1. Trend & Y& W niche T 9+ |

2. “¥aeh feld product” ST i It foreshal 1 &1 |
3. forT data & Rk S1gET TR et 7 R |

4. 9gd 9iST market Tohg- o =i | clarity @9 |

A A5 T: “3M9 Goeh! impress FA hl HIRRT FRAT Al g Ht 3eRT loyal
customer g} SR |7

Ueh 9 niche 9 81 ST % STE WA SIST shed BIdT @ target audience
UEETT—ATH1 o T [Seh U9 31T9eh! 1 g problem ToH SATQT, €o¥ urgent
3TR g irritating 9 § WSS © | Startup founders & To 31 it gt gt
¢ 6 3 assume FR q ¢ o6 “GART product T T §,” Stafer er@feraq g8 @ f&
product ¥t Wt Gareh ferq T graT | Audience §HRIT AT observation, data,
communication patterns 3R buying behaviour & W= 3T g | Audience
U & o7 STkl ST oTd WX 4T 31 BidT ¢ {96 ahiv T SR-aIR 34t problem
% IR A Jd €, i< T Gl STeat interest AT €, s o fSrat Siedt product
% IR H ST @ St STeet 39 try AT 91gd g, 37K Shi=-§T group 39 problem
¥ emotionally S[ET g3T @ | Audience @t depth THSHT SI& §—3Tehl earning
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capacity, 3! preferences, 3-eht daily lifestyle, online spending pattern,
3R 3T folT 9o important =St ST 8—speed, convenience, price, trust 3T
quality? Audience &l Teld ¥HST @< T URUMH Ig BT ¢ {9 business T
marketing %t ag TeTd direction H el ST @; U oft W< grar @ 3R result oft
&l 31maT | SEfTT audience €T § S 3MUEhT niche problem ¥ genuinely W=
gl, 39 solution & TG A, 3R repeat buying I YYTEAT &l gt | ST
entrepreneur audience i deep level T THST AT g, I I Ig T fE@= o
& fop 1991 message A &, hi9-Tt value highlight ®%t §, 3R customer
& convert @I | I8l & business communication powerful ST & garg |

Audience 9g9 % Basic Steps:

1. °hI9 &N §o Y U interest fa@md €7

2. &I9 @I IR-9R gt problem repeat &d g?
3. @9 @ urgently solution §@ 3@ &2

4. = @ 31t off 3¢ same products ¥ dissatisfaction g?

Audience Deep Understanding (INTERMEDIATE LEVEL):
1. 3! buying power &t §?

2. 3T lifestyle @ g7
3. @I9-9 triggers 37 WX TH &d & (speed, price, trust)?

4. Online ST &4 ¢ AT offline?
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5. Impulsive buyer & a1 e T buyer?

Advanced Audience Testing (ADVANCED LEVEL):

1. 2-3 audience groups % test ads a7 sample content @Y |
2. W HIF-9T group To STedl response T ¢ |
3. form group CARSE ] urgent pain %?

4. T group TSTRT IST &: “&hd launch & T@T g2

9 process # 99§ common mistakes:

1. “¥« audience g G=HT |
2. f@% social media likes <@ audience AT T |
3. Buying power @l ignore T |

4. Wrong age-group I &1 |

S W@ “Audience 3R V9 ¥ g1, audience & behaviour & decide gt
% l”

Customer Avatar 9§ complete picture g Sit 31U ideal customer &t
e, fem=mt, =%, 3wiie, frustration 3R buying psychology &l STigeht sl ¢ |
Avatar f4% age, gender 9T city gl §ld1—dg customer &1 life-journey g, 39
pain points g, 3T hidden fears g, 3TR decision @ T adiehT g | 3WR avatar
clear =g g, @l marketing %t sharp =g} gicit; @ifehT 3WR avatar crystal clear g,
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dt product design, packaging, content, pricing 3R entire branding Tehed
Tl feem & automatically STt @ | Avatar S9TH 3 foTT 31Teh! a8 THEHT STEI §
o 3TUeRT customer ST foh ToE TR &, fohd aoig @ a8 fRdt product
trust -TE} YT, SIF-HY = 3q genuinely TN et €, HIH-T features I attract
# g, 3R HH-Tt BIA-Ht =S 3T instantly T X it € | Advanced avatar §
319 customer %! emotions, aspirations 3TR buying triggers s 9t et sa
e—Si9 gg comfort TMEdT ¢ AT confidence, premium look =TgdT e an budget
option, convenience Tl @ AT long-lasting qualityl Avatar SHTd 999 Teh
mistake entrepreneurs 3TRER FXd §—dgd broad avatar SHT AT &T social
media audience @I g 379 actual customer HTH AT | STsifeh 3T avatar gt
2idT @ Sl real market behaviour b, real observations ¥ 3R real feedback &
ST STV | 516 entrepreneur avatar o detail & HST ol ¢, df 39 fSieehat A
e emar @ & product &1 g1 =M@Y, communication fFT tone & BT
=, 3R customer T trust o T SFTET ST | FET clarity startup i unique
I § 3R long-term growth & predictable ST 2 |

Avatar Basic Structure (BEGINNER LEVEL):

1. Name (symbolic)
2. Age

3. Job / Lifestyle

4. Budget

5. Biggest frustration

6. Daily routine
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7. Buying preference (online/offline)

Avatar S9Td 99 @ (INTERMEDIATE LEVEL):

1. g fra ST A stare?

2. 9 ford aTa WX wRIET T €2

3. g g factor o forw Smer OaT 2 me
4. 39 decision @9 H HY hgl oNIdT €2

5. &g hI<-|T content consume hidl g7

Advanced Avatar Analysis (ADVANCED LEVEL):

1. Emotional triggers (3T 3@ motivate T §?)

2. Aspirations (ST 9% W Fegdl §: “Tl g AMEU”?)

3. Hidden fears (a1 =1 39 Aehdil 2?)

4. Buying psychology (38 impulse buyer g 3T logical buyer?)

5. Journey mapping — awareness — consideration — decision — after-
purchase feeling

Avatar SFTq SR Tfaar 1
1. igd broad avatar 7 IHTY (SI¥ 18-40 age group)|

2. f&% demographic data @ depend 7 3§ |
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3. f&% online audience ® avatar #id AH—offline behaviour ¥t study
|

4. Avatar SR-9R 7 sigei—consistency S& ¢ |

o W “Customer Avatar fSia=T clear g, 3IT9T marketing 3T sharp 3R
profitable gRT 1”

8. forstaw wige w4+ (Product / Service / Hybrid / SAAS =1fg)

fopdt off business &1 model %ad Teh revenue structure gl gidl, Sfceh
Ig Ik tB future =T blueprint gare| Product, Service, Hybrid 3R SaaS—
29 W) models & 3iex St TS Bt §, I+t Tedrs 4 founders &3t =g
gaerd | Product model &1 example & 9 # gHgi—Mamaearth, Boat, 3R
Sugar Cosmetics S Indian D2C brands 3 product-based businesses @t
scale foram, @i aIga &W @T A € fF product business @ 3Tel |l
product quality &l Sife distribution psychology & | Founder fora=t Sie<t @
AT o Tk “product is 20%, distribution is 80%,” 3a-t STeal ag W&l model T
@7 | Product model =7 future challenge 3% g f market saturation s,
manufacturing cost volatile g7, 3TR brand loyalty Rt ST | 31 a1et T8>
H gad ST risk g @R foh Al-driven personalization & fsMT &1g «ft D2C brand
relevant Fgi &M | Aadel@—product model future ¥ &% gt entrepreneur Sid
I S mass manufacturing S@l, Sfes micro-personalized product

experiences < Hh T |

Service model ! T €I Ig startup ecosystem I Fo accessible @feh
a9 deceptive model g | Urban Company, MyGate Sl startups service-
execution based category ¥ 31T, Ak hidden truth 9% g f service business
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ar&d | founder & “time debt” H &&T a1 g—client S5/a= sl €, complexity
S+t & multiply gt & | Service model T future challenge g & 3 Al tools
3R automation %S manual services &I replace %X If—graphic design,
content writing, editing, consulting W& segments ¥ competition BRI
“humans vs automation!” 3T ol 9Tell § shad agl service brands survive
T ST personalized trust, emotional depth, or hyper-local execution &d
gl—arifer scalable service Igt & fSI& technology automate &l X Gehdil |

Hybrid model—S/& Cure.fit, Lenskart, 37Tk Wakefit S/ brands =
master fFaT—India & 9 powerful growth engine AT SITaT € | Sgd HH ART
ST=d € fo6 hybrid model &t 319l @Tehd “trust + scalability” T combination
g1 Service trust STl g, product scale &Rdl g—al fHeleh customer
retention @ 3x 9T &d g | Atk hybrid model =T future challenge I% ¢ f&
operations Sgg complex gld STET—supply chain, human resource, training,

quality maintenance, tech integration—all at the same time manage 3T
TS | 37 &Tet 993 | hybrid brands &1 T8 ST WaRT A BT ok 3R 3T Teh
pillar (product 3T service) weak g31T, a1 I business model collapse g Fehal

2|

SaaS model <! &1 &< @ Zoho 3™ Freshworks S Indian startups 3
prove a1 § f& software subscription India ¥ global empire TeT R Fehdl
2 | AfoR=T Saa$S &1 AT ST 3T THS ¢, 3a+T ¢ el | SaaS &7 hidden truth
Ig ¢ T business growth users ¥ =g}, dfceh retention ¥ 31T g | St founder
retention math (day-3, day-7, week-4 usage curve) -Tel GHSIdT, 98 &I real
Saa$ scale TTgl X ek | 3R future challenge 31R 3ft SeT g—AI automation
tools competition I 10x ST &I | 37T JTel HA H SaaS syl i % product
i, Sifeeh entire ecosystem build T 9 ATfeh user platform BIE 7 §eh |
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Marketplace integrations, workflow automation, Al copilots—3dg 9 future
survival keys = |

Business model selection T WX rare truth I8 § f& founder &t
personality 3@ model % T match g TgU—3g & =sT § ST MBA books
H el foret STt | 3R founder risk-averse €, 39 large inventory d-Ta ft; 3R
founder introvert g, service model ¥ burnout @Nm; TR founder &
technology # depth 7€l g, SaaS model 3¥ 3fex ¥ g M; 3R founder
systems ST @l 3T&d al, hybrid model 3§ operational chaos H %HT & |
Future H businesses Sl =Igl, dfceh business model-personality-market fit
a1 founders A | Modelf@'ﬁ?ammﬁﬁlo‘rmﬁ, W%WW%%
31 3ot it ohd SN, fore avg <l stress Sl ford a¥g it freedom TTaA,
3R company fera=it scale & UTT |

Top Indian startups Teh ST QeI Y Yoh §—Ik business model Tk TR
Tt 9= foran Sy, <t average product 3t empire S ek ®; 3R model Tetd &
dl great product ¥t struggle AT M| AT & entrepreneur % folq
advanced reality a8 2 f% business model selection I I Hgqot
strategic decision §—aifeh future H competition product W =g, ik
“model intelligence” U ST ST |

9. uferafirar farwetwor (Red Ocean vs Blue Ocean)

19 IS entrepreneur business Y& HAT § I 3Y g THSHT 988 TE @
for market 3 d%8 & ald e—Red Ocean 31X Blue Oceanl Red Ocean &g STTE 8
STef brands Ush &R &l g4 & ol same products, same pricing 3R same
marketing ST 3 g R @ € | Grocery, low-cost fashion, skincare
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basics 3R electronics S9 categories # gg battlefield 5T =retar e—discount
war, margin pressure, copycat products 3 zero loyalty customers 3 @1 |
Igf growth rarely product & 31Tt 8; 379l game distribution, cost structure
3TR execution speed T gIAT ¢ | TE! reason & {6 D-Mart = retail market & cost
moat ST S BT hl, 3R Meesho = 319 speed moat (ultra-fast seller
onboarding) ¥ competitors @I UI® BIST| W 3T&et mastery Blue Ocean

strategy H g |

Blue Ocean ® competition ! &1 el IR TGl bl SITcl—3 irrelevant
ST ST ST € | I8 A gidT § S brand UET value combination create sdT @
fSraerT @IS direct competitor =@ BTl Lenskart 9 eyewear &l medical
necessity Tgl, fcsh fashion + convenience category ® siGet f&@T | Zerodha =
brokerage & high-fee ¥ faT@ zero-brokerage + simplified platform #
See T | afer gfar o e wiferaereft Blue Ocean examples & @ T @ Apple
Ecosystem! Apple = smartphone industry @I “phone” category =gi =T
3gi+ smartphone @I redefine faT—“us® personal digital life system!”
iPhone 3Tehell product gl e I8 iMessage, FaceTime, AirDrop, AirPods,
Apple Watch, Apple TV+, iCloud, MacBook—all connected—aT Ueh
ecosystem % |

STehT IRy I8 g T Apple &1 &g brand product W &l gdT FHiifh
product copy & Tk &, ecosystem &l | I8 Ecosystem Lock-in Moat gt
%7 99 98T unfair advantage @ | s R user Apple ecosystem H 31T ST, 3T
behaviour, expectations 3R habits ¥g-5-@g Apple-centered g STd §—
competitor irrelevantl
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Ul T WRA § Blue Ocean T ToY &S] 3I318YT Jio % | Jio 3 telecom <R
“calls + SMS” &l HIT; 36i4 54 redefine fohaT—“Internet is the new oxygen.”
32+ simultaneously @9 rare moves S&HTeT fohU: strategic overkill (6 A&
%l free data), value layering (JioTV, JioCinema, JioSaavn free), 3R full
ecosystem lock-in (JioFiber, JioCloud, JioGames)! T&! logic Apple ST 21—
competitor SIM ST TgT 9, Jio U& digital universe T QT AT

Competition analysis =t advanced reality Ig gcit § foh 8 G%et brand
fordt =1 foRElt WeRR T moat TAT g—psychological moat (Zerodha), habit
moat (Jio unlimited culture), ecosystem moat (Apple 3 Jio), cost moat
(D-Mart), speed moat (Meesho), cultural moat (Infosys)l Competitor 3TIh

product & copy T FehdT g, AAfeh-T moat &I Tgl—sTely moat gt 3Tt unfair
advantage g |

foRglt oft business =T o hidden truth 9% § f& strategy competitor ¥
ST 7Tg1, sfeeh U el ST @ ST competitor =Tgert 9t copy 7 %X Tk | Blue

Ocean 9t mindset & 9T g1 g—blind spots @isteR | Industry {5 Taemet
“normal” AT ignore & g, TE! 3T & ¥l S opportunity zones gid

&—slow service, unpredictable quality, boring experience, lack of trust, It
confusing pricingl OYO & blind spot ¥ ST 3R category redefine FT < |

Future ® competition 3TR @&R gMT—AI automation, global brands
3R instant comparison culture Red Oceans ! 3R WaRATeh T &1 | AT
Blue Ocean SFTET Wforsy <kt 9o a1t skill gRTt | 918 founder ST ST customer

behaviour—frustrations, hidden needs 3TR unspoken expectations—3ahl

depth # §HI | TEI strategy TRl business &I Wi ¥ @@ monopoly &
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W & STt g, ST growth predictable gkt § 37X competition practically non-
existentl

10. YRR THIA STereaehdr fargeryor (Skill, BT, 99, <)

¥ IS entrepreneur 3191 business Y& HRaT @, Al I 7RI I TIEeh
AT § Toh TheTdT ST SR U4 4T product g, AfhT 3Tl strength T sTd |
&t 2t 8 fob ag 31u= y&amd resources—Skill, Money, Time 3% People—
! foRa intelligently manage 3T ¢ | Skill %1 31¢f f% technical knowledge
TRl ®; 3@elt skill o § S founder @ market ¥ a9 ¥ReH 2, customer
behaviour @HEA & 3R problem-solving & clarity T | 98 reason g & boAt &
founders electronics expert -l ¥, @feh 3Rl “consumer-understanding
skill” T unfair advantage 59 75 | g&U 3R, Byju’s &1 ¥d &1 downfall ag
o7 foh 387 skill 3TR product refinement 3 ST high-pressure sales culture
3R aggressive expansion @ WTeIfHehdr §—fSE@ customer satisfaction FRT
3R cash-burn s@T | TEt et Shark Tank W @ER highlight gidt 8: Namita
Thapar & entrepreneur &l sidrdt & fob “skill 3R clarity & foFT scale T
business @l g EH AT

Money resource T 7TAd SUART startup 1 SIS U o 37Tl gl Startup
founders fancy office, branding, paid ads 3R unnecessary tools T UHT IeT
34 ¢TIk customer validation zero BiaT ¢ | 61 mistake = Byju’s sl multi-
billion debt H “ehell—dISt acquisitions, massive ad-spend (World Cup,
Team India, SRK) 3R uncontrolled hiring 37% downfall T HROT & |
Sharks—%@Tde Aman Gupta 3R Anupam Mittal —aR-9R Fgd g f “money
burn strategy, clarity % fSAT STUhRt g H s WIg A @ 17 Die i F of
T TTeTell feaelt @—gohT Bl YeX ST I €, TR customer experience zero gidT
€ I Successful founders moneyﬁ fuel 1 T use Fd g—not lifestyle HI G |

32|Page



Time %! Td management ft startup & 3iEX § 3iR @1 WA 2|
Founders packaging, logo, branding 3fR non-essential tasks & time waste
X g, 3T 3Tl HH—customer F ITd HAT—ignore F d ¢ | Shark Vineeta
Singh & UtUdie # wgdt ¢ fF “founder &1 70% THA FHad customer
understanding 3R product refinement & 7T =1{gT,” ik TEt business i
&l fawm a1 8 1 Byju’s leadership = #ft g oIt Tetet shl—time product W =g,
%ael sales targets 3 expansion W @Il §HT Teid time allocation 3
company % operational chaos 3R customer dissatisfaction T Tg=T |

People resource ® Y3 ARl startup % foig T WawATe gt ¢ |
Wrong hiring, early hiring 3R Sie<t SI€l team ST startup @1 financially
FASIR < 3T @ | Housing.com 3R Hike Messenger &I classic example
&—TeTd €19, Terd culture, 3R a1 hiring 3 3=¢ fTR1 f&@m | Shark Peyush Bansal
ST a9 ST lesson 3 §: “Ugal right people @i, R team TSN 17
Zerodha, Nykaa 3R Grow lean teams % dTJ TA—3iR Ig Il cost
advantage, clarity 3TR execution speed T secret T | Byju’s = thousands of
sales executives hire frT, @fF teaching-quality 3R student-experience W
team weak YgI—9RUTH: trust collapsel Small business owners ¥t %g R et
AT okl STigehY 39T business slow X 2d S@‘—family friction, lack of skill 3R
inconsistent execution ¥ URT system HHASIX gl SITAT § |

Startups 2TR B ARG Y G9& common Tt 98 8 o & product &
business A &id §—STslfeh business resources, mindset 3R execution ¥ ST
¢ | 9o Waiateh mistake § foAT validation % product launch @a1—dead
stock, refunds, loss 3R frustration el direct URUMA § 1 O TTerd
competitor @l copy FT—copycat startup FHHT 3T g -eheral | Blue Ocean
blind spot strategy & &g rare way g fS/@® founder competition % irrelevant
ST HehelT ¢ | KT Tetelt branding 9 99T SMI—STEfe customer trust build
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& Tl g | =reft et &R I W FAT—overload founder St slow SHT AT |
gee Terdt STeet scale FRAT—Byju’s ST W9 ST national example §; ST&
de foundation strong =gl T, Ii9 massive scale & a1 3R resource
collapse B 7T | Sharks BHRT Fgd g: “dgat product s-TaN, fFR business, AT
company — 3¢eT IRl dl T TR S 1

Initial resources T hidden truth g & &% startup resource Ft &t &
el FRaT—resource ¥ TAd ITANT § AT ¢ | Skill 9T s=T<il ¢, 377 time Fel
decisions &1 g, 3= &N mistakes Aehd ¢, 3K efficient money startup Ca|
long-term AT § | I§ R AT Tk ecosystem SHTA §—foieshel 34T ORE SI9
Apple ecosystem devices %l 7TgT, 37 combination s SfRTRITEA ST ¢ | ST
founder 9 ecosystem logic 3! 399 business resources W @] T &, al
YT startup Teh THT fed o SITaT g fS/9 competitor copy gt Y Wehdll | TET
resource-intelligence startup Ca) monopoly direction H & STl e— 3R Ig! o
clarity & {5/ Shark Tank % 9t sharks SR-SR highlight & §: “resource
clarity % fSMT growth death-trap & I”
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CONCLUSION

Opportunity @l Gga-T fREt +ft business journey &1 ¥oH Hgaqul
foundation @, Hifes gl oM & W decisions—product, market,
positioning, pricing, branding, funding 3TR scaling—ahT I&T I9 il ¢ | S
W chapter T 3THet OR LT 2 foh TaER aMex ¥ =1E} 31, 3= entrepreneur 379
AfEl, feamT ok ¥\ ¥ @A ¢ Opportunity Tsh e %—problems Ea
“problem” @ g g, “possibility” &l g <@ &l &ell| 5 founder
customer % &g (pain points), market @I blind spots AR industry @

unspoken needs = THSHT Y STdT g, At 3Tt innovation UeT gl ¢ |

59 chapter # 379+ ST 36 T “Niche” & T4 €, target audience &9
define It € 3R Teh clear customer avatar decision-making ! ferdeT 3=
ST 2aT g | Opportunity building T 319l strength Ig! g f& & successful
startup = 31 =tell § chance <@ fSIg STehl ART 3THET o TT—foehel 34T TG
S OYO + hotel consistency & gap @1 3T, Lenskart ¥ eyewear %l medical
necessity ¥ lifestyle # sigatr, 3Tk Sugar Cosmetics = young Indian women &t
unmet need ! HSTHT AT category space SAT | Opportunity designing T
3T9elt magic a9 BT § ST& founder TaTA TS HRaaT g: “eliT fohd it & &
827, “ehi<I-9l Tl 99 normal HFER ignore &R 1§ 87”7, “ehgl W experience TS
8?7, “ahIF-Tt basic need 319t oft 37 82”—3€T questions new business gf=T
T E |

PART 2 ¥ 319 Ig off Tia I ¢ foF competition &t W S hl ST
399 HEAT AMfgU—aRiifeh competition SIATdT § 76 demand g, 3R blind spots
9aTd @ fo improvement =T HiekT € | TS/ founder T f&HTT problems %1 Uehg=
# d97 ¢ 3R customer behaviour & Tg+ # ¥e ¢, gt founder Blue Ocean
IHTET § | Opportunity & oft perfect €l gidi—perfect founder 39 perfect
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ST ¢ | 3R Iet mindset Teh WHETY idea sl multi-crore business & sl 2T

2|

319 519 319 S concepts ! THST Toh g—Problem-Solving Thinking,
Niche Selection, Target Audience, Customer Avatar 3 Blue Ocean
Mentality—al 379 entrepreneurship #l ¥ Wgaqut skill TRT IF &:
“Market a1 THSTH bl el |7 3R &l journey (PART 3) research, validation
3R strategic planning & 3R ASEd SHTTHT, Afeh 319elt foundation 319 &+
Teht &—Ueh Tt foundation ST 3dek! foRgdt off industry ® opportunity 3@ &
wiferT et € | g skill § a8 unfair advantage g STt et oft founder ® crowd &
3TENT WET hid! g 3R 39 future business T unstoppable SHT ¢ |
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Tl ST Hdl... 3 secrets a1 3Tt chapters
U gl
39 sample version & 3y {1k 2 chapters 92 € |
AfSh 3TEell game ¥ 3T Y& BT §—STef 3T Hew:
e I T Tl 90% entrepreneurs i e W@ &

e ¥ research ¥eh oA Toic A I business ST SIIAT §
e branding, pricing psychology 3R marketing & T&
frameworks 5% MBA colleges it =gl f&aTa

e scaling, hiring, operations 3TR Indian market & real
case studies

3R 31T 379+ business ki 377 level EIT?IGI'HTEI'I%?[%,
it gt fordTel 31T9eh folq Weh game-changer Hifsid g1 |
-~ 37Tt chapters UeH & forg a1+t Ot forara @i |

https://instadeals.store
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