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Business Model

“A business model describes the rationale of
how an organization creates, delivers and
captures value” — starting from an idea
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Business Model — other definition =

“A business model articulates the logic and
provides data and other evidence that
demonstrates how a business creates and
delivers value to customers” (David J. Teece)
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Business Modelling

Business Model:

e market

/ Technical \ * value proposition Economic
Inputs: | * value chain Outputs:
| c.g., | * cost and profit c.g., '|
| feasibihty, = . value network — value, 4
performance/ e competitive price,
| strateg)y profit
Mcasured in technical domain Mcasured in economic domain
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Business Model evolution

B
BATTLEFRONT

Free use + pay for:
Access to levels
Credits
Lives
Weapons / Features

Rent and trade / Buy and use

Pay per play
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What is the single necessary and sufficient
condition for a business?
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Product Vision

Investors
Technology Management
Company
Customer values
need Strong team
Business
Competitive Money e

advantage
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Product Vision

Investors

Technology Management

- o A paying customerconpany

values
need Strong team

Business

Competitive Plan
Money
advantage
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TOP10

Score: 98
12% of Tot.

Fail to execute
Sales & Marketing

First Hits
www.100FirstHits.com
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THE TOP 20 REASONS STARTUPS FAIL

Based on an Analysis of 101 Startup Post-Mortems

NO MARKET NEED

RAN OUT OF CASH

NOT THE RIGHT TEAM

GET OUTCOMPETED

PRICING/COST ISSUES

POOR PRODUCT

NEED/LACK BUSINESS MODEL
POOR MARKETING

IGNORE CUSTOMERS

PRODUCT MIS-TIMED

LOSE FOCUS

DISHARMONY ON TEAM/INVESTORS
PIVOT GONE BAD

LACK PASSION

BAD LOCATION

NO FINANCING/INVESTOR INTEREST
LEGAL CHALLENGES

DON'T USE NETWORK/ADVISORS
BURN OUT

FAILURE TO PIVOT

ZI
pr’

; I
*

IS
*

13%

B oolll
o* *® ' ® w w0
* F

-
o

42%

29%

N
w
o*

=N =
* o™
o*

=
”»

&: CBINSIGHTS

© UNITN I&E Basics team,



Xerox business case



Xerox company

1950s — copies made by mimeograph or dry
thermal processes — very poor quality, hard to
archive

Equipment was inexpensive, money was made
on supplies

90% of machines made < 100 copies per month
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The invention and Xerox solution

Invention of xerography — much higher quality, longer lasting
(Chester Carlson files patent in 1937)

Haloid Corp buys patent and sells first Xerox machine in 1950

Problem: Xerox machines six times more expensive than
competitive technology, cost per copy about the same

Kodak, GE, IBM and Arthur D. Little Consultants all concluded
there was no market for Xerox machines
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New Business Model identified

* |dentify high volume users

* Lease machines instead of selling them,
including 2000 copies in the monthly fee;
customers pay extra for all further copies

* Improved quality and convenience led to
average user making 2000 copies per day!

* More copies made = more money Xerox makes



Dominant logic of Xerox

* Giving the chance to . —
customers to make more_ =y :
copies is the trick gl

* New product innovations

must lead to higher volume
- Duplexing

- Collating

- Stapling

- Copies per minute
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Find an unmet need and build your
business around it
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Business Model Innovation

Other examples?

Why Business Modelling is important?
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B2B User Customer

Service B2B2C
Type of business model...
Provider B2C
C2B
C2C

Product



Interaction model
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BM tools



Business Model Canvas

Key Value Customer
Activities Proposition Relationships

Key / e y {g
Partners /§§ /;/’7 AN
'__,’ <

Costs / Key \.Revenue
Resources Channels

drawings by JAM
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The Business Model Canvas

Designed for.

Designed by:

Key Partners

Key Activities

PN

Value Propositions

Customer Relationships
«\*>

Customer Segments
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7, e iy /
Key Resources 49 Channels (i)
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Cost Structure /=71 | Revenue Streams 2\
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www.busi delgeneration.com
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The Value Proposition Canvas

Value Proposition

dalight

Mk your customer's job ot i aasier?

Create positive social consequences that your
customer desires’

00 something customers are looking for?>

Fulfil somathing customers are dreaming about?

Produce positive outcomes matching your
wccess and fasure criteria?

[ e

Products & Services

00 they.
Croate sawvings that make your customer happy?

Produce outcomes your customer expects or
that go beyond thair expectations?

Customer Segment

What would make your customer's job or kfe casier?

What positive so¢ial consequences does your
customer desire?

What are customers looking for?
hat do customers droam about?

Hove does yourcutomar mezsuro success and
fadr

Ut woud increasa the kahood of adoptng 3

O —

Customer Job(s)

O m—

Wiich savings would make your Gustomer happy?

wihat utcomes doss your customer expact and whit
o3 90 bayond Hfher expectalon

How do currant soluions detght your customer?

Vmat functional jobs are you helping your customer
et ceriom o Compits 3000 a3k %

Help your customers better sleep at night?

Limit or eradicate common mistakes customers

i ofbariers that o keoping your customer
from adoptin sohtions

Fix underperforming sclutions?

. Put an ond to difficultios and challengos your
omars oncounter

Wipo out negativo socal consoquoncos your
customers encounter o o

Elminate risks your customers fear?

Copyright Business Model Foundry AG

Ganeration and Strategyrer

Produced by: www.stattys.com

v
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Wmat social jobs are you holping your eustomer get
00 tn3 tryng to ok oo, 9w power o S, )
Vimat emotional jobs are you heiping your customer
O doneP 05 0xthatis, ool 9002 socur

winat basic necds are you helping your customer
satisty? & ication, sex

How are current solutions underperforming
for your customer?

What are the main difficultios and chalenges
your customar encountors?

What nogative social consequoncos 4ocs your
customer encountor or fear?

Wit risks does your customer fear?

What's keeping your customer awake at night?

What common mistakes doos your customer mako?

What barriers are keeping your customer from
ing sokutions?

Strategyzer

strategyzer.com
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Customer Exploration Map

= B B B B B A= B = B s B = B s B P B BA= PR P BT P FERAs P B B B B Tas B P B P B B s B = P P

Who is our customer / user / stakeholder ? What are his likes and dislikes ?
Be specific: for a person - age, arigin, job, interests Related to the general character of the person / stakehalder
for a company - size, industsy, purpose

Jobs to be done & challenges ' What we don't know

Functional / social / emotional / supporting needs in a specific situation “ \ sumptlons, black spots "
5 3 Ny / when is e chalienge / 2 =
e.g. | need fost transport / good reputation / security / help fo. Why / when is something a chalienge / a good experierice..

Quotes, that could be typical for this person

THIS WOULD BE GAME CHANGING!

Empathize with your customer / user / stakeholder
What would be the perfect solution, situation or experience?

Existing solutions

Any kind of solution that could help to fulfill the needs

by Business Model Toolbox - www.bmtoolbax.net
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Lean startup method

State your assumptions (data-driven, insight-
driven, or your-vision-driven)

Design/Build (prototypes or MVPs as tools for
collecting data)

Test (give the prototype to the customer, try to
simulate)

Measure (measure what happens using metrics)

Learn (deduct: analyse data; compare with
hypotheses; derive insights; state what you will
change and how)

REPEAT!
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Javelin board — Customer centric

Project Name:

i NNC 2 Javelin

leanstartupmachine

Validation
method better
than a BM

tool

Experiment Board

Start here. Brainstorm with stickies, pull it over to the right to start your experiment.

Who is your customer? Be as specific as possible. Time Limit: 5 Min

What is the problem? Phrase it from your customer’s perspective.

Define the solution only after you have validated a problem worth solving. e Limit: 5 Mi

List the assumptions that must hold true, for your hypothesis to be true.

Need help? Use these sentences to help construct your experiment.

To form a Customer/Problem Hypothesis:

| believe my customer has a
problem achieving this goal.

To form your Assumptions:

In order for hypothesis to be
true, assumption needs to
be true.

Determine how you will tes
The least expensive way to
test my assumption is...

Download Experiment Board and watch case studies at www.javelin.com

To form a Problem/Solution Hypothesis:

I believe this solution will result
in qu able outcome.

To identify your Riskiest Assumption:

The assumption with the least
amount of data, and core to the
viability of my hypothesis is...

Determine what success looks like:

I will run experiment with # of

customers and expect a strong

signal from # of customers.

Team Leader Name:

Experiments

Customer

Problem

Solution

_'k GET OUT OF THE BUILDING!

©2014 Javelin. You are free to use it and earn money with it as an entrepreneur, consultant, or executive, as long as you are not a software company (the latter need to license it from us)
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Waterfall approach
VS.
Lean startup / Agile
methodology



More BM examples
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Business Model Innovation

NESPRESSO

Connect + Develop:
Sourcing the creativity of the world

{11 Narayana

¥= Hrudayalaya
IIl  Hospitals
Caring with Compassion

NETELIX

] ULTRAHD

o

© UNITN I&E Basics team,



WHAT’S THE TOUGHEST
COMPETITOR OF ALL?



WHAT’S THE TOUGHEST
COMPETITOR OF ALL?

THE CUSTOMER'’S STATUS
QUO
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