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FOIN1TAIINATAINLAZISEUIIY (Need for Convenience & Simplicity)
foan1sanulasndsuazaududiusa (Need for Safety & Security)

ABIN13SNWIAMAIYBIAUNINE (Need to Preserve the Asset)




Tensions (AAFALATEAVBIGNAT)

lidnduladenseliwedumiignla
ANAUNY vs. A48 (Comfort vs. Simplicity):
"Jusgnnldnnubuauismileuusuegiiu us lisennldnnugenlunisiiansiimideudunis

asavnulv

dase vs. Ua311@ (Freedom vs. Limitation):

£

n2. aa P X ® v 1 [ o o ¥ A 1 v
dueynfidasenagluuaudtenluunla ua ﬂa‘ugﬂmﬂﬂmaamwmmﬂmamuuaﬂwau

UszanSa1n vs. N1IWANI (Power vs. Portability):
W Y s @ o = o 8 ¥ W 1Y A = ~ P
JuApINsuLesTIEUNTINGInanaz i linauaune wi NAssdvuiaanuagiuinanasnanlula

ynilagliiUdaanun”

Customer Insight (Y8yalBaanvadgnA")

“dmsuiinuenithasazanauis sosudfe Wesusuadoudt ilianudasaiouazain

s wimanndudesdiladensening mavufeuiiornuuasade fu malanszan

iosuanudiAssiuAssuniy wanndaeamlugduiianuse walie' soliduaunsldiud
uazdhns Tnglhifstessesvionueiennly mszidoimainioudifinuan Aevila

dfynvinbrivszaunsaluaudteauysaluuuegnauiase”

9/19/2025




9/19/2025

The Business Model Canvas

Key Partners é’ Key Activities Value Propositions Customer Relationships @ | Customer segments ’

Key Resources Channels

Cost Structure Revenue Streams

@ Strategyzer

strategyzer.com

The Business Model Canvas

Cost Structure Revenue Streams

Gain

Products
&Services Customer
Jobs

12



The Value Proposition Canvas

The Value Proposition Canvas E — l

Value Proposition

Gain Creators

Products
& Services

Customer Segment

Customer
Job(s)

D_
ks B

Pain Relievers

®

Value proposition canvas.

V —
V —
O w—

@ strategyzer

strategyzer.com

9/19/2025

BUSINESS
MODELS

INC.

Air Conditioning

- msuautusatdutdaviig a=asn

- aanWMvIaTtuUNISKIRWNLSY

- msuautusn{idavingdncal

- W¥ldRkanKa1gWuALsU Tusa Tu
1Gun Tukavuiatdn

GAIN CREATORS

- uautusaldanngq

- Widav3unafo=dav
Jsudsvsn

- sndanmwirdauLdu

PAIN RELIEVERS

- s=uuudSIa=Fniaaswnwivulatn

- Os=uu Battery Tucd

- @w1sn Charge TWUu TWsnKSa
Solar Cell

- Ganwawsafmanudutdiviusna
KSatuldun KSatuKeavuulaladn

PAINS .
- uauTusnaiM@sau

- 9=uautusniddovsa
KUIKU1D

- 3un1gKINdavUSUUsVS
uazaniwnst@viusaniilda
Tdikdoulau

- 9=rTRsnagtuaniwriau

Usuwasurintdean

and1agnuautusn
10a1tJ Camping

agInldoImALdun
Tusn

JOB-TO-BE-DONE

anmjagnjuielu
mis@iadvszuuuasiag
davuUsudsvsn

26

woy pardopy

wonasausiapoy

N1 SI9pOW Ssoung AQq W

13



9/19/2025

ofuaudtauuunan” (Portable Camping Air Conditioner)

[

wAnfaTiineulamdaudesnsndnlnenss SnaautRddnydad;
Core Features:
flwiiuuu Non-Invasive: liidaaang lidesdauuassa 100% dasessarslusaldias
srULTERNALULATUNAS: Avfidrdiyiianl Keslivieandounasriothilsfiesnuuuindmiusasudlasianiy
Window Adapter Kit: wieuunulnuvionaaindnfegudmiulatenszaniiniulfiteaenvioanseuseniy
euenlfegraned Jesiuunauazauslule
T s (Low Power Consumption): senwuuliiulndos (u 300-500W) wtelianunsariausauiu
LURLAIATEIULIANAW (Portable Power Station) lénaantiafu (8-10 Haluy)
sunneinsauazthviinun: fletaeau dyin wonde lifunuiifuresihess
Tnuauaundy (Sleep Mode): vinudsuiliufiavuazaosg Ufugamgiivieliliunifuluneufin

"

Weftuiasy: 8198ives USB dwsuvisaiiede vseln LED vunadnlusi

A o

) « a o ¢ | % V& °o  w qx A o 1% '
ANANYUVDINGRNNEUN: 13J'1‘ULLE)’SU’]U‘V1@L‘V|E]5 g uatdu Gadget ﬁ’miUﬁ’wLLﬂuUUW@ UANY SLSU\Y]U\T]EJ

g




Implementation

Testing

Design Thinking

msAABgeaniuy (3¢ )

Prototype

wowmaker.com

Design Thinking

- A v Y & L4
nszuuMsuidyviuglgidugudnany

(User-centered) laa iU LN 9 @510

a a

mannlatyniegisastsassauasiiuse@ndain

9/19/2025




9/19/2025

Human-centered approach
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Ideate (N154519AUAR)
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Thank You for your attention.
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