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* Explore OR Exploit Portfolio Map

* Value Proposition Canvas
What are we doing ? * Business Model Canvas

* Business Environment Map
 Testing Business Ideas

What you are &
What is your purpose?

| o * The Culture Map
How will we do it right ? * Team Alignment Map




* Explore OR Exploit Portfolio Map

* Value Proposition Canvas
* Business Model Canvas

* Business Environment Map
e  Testing Business Ideas

@ sStrategyzer

The Value Proposition Canvas

* The Culture Map
* Team Alignment Map
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The Value proposition Canvas
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* Explore OR Exploit Portfolio Map

The Business Model Canvas * Value Proposition Canvas
* Business Model Canvas

* Business Environment Map
* Testing Business Ideas

@ Strategyzer

* The Culture Map
* Team Alignment Map




The Business Model Canvas
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* Explore OR Exploit Portfolio Map

* Value Proposition Canvas

* Business Model Canvas

* Business Environment Map
* Testing Business Ideas

* The Culture Map
* Team Alignment Map



* Explore OR Exploit Portfolio Map

Map Out Your Hypotheses

* Value Proposition Canvas
* Business Model Canvas

* Business Environment Map
 Testing Business Ideas

macaal ° Corporate Identity Triangle

* The Culture Map
* Team Alignment Map
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Business Model Canvas

“"A LANGUAGE FOR SHARED UNDERSTANDING"”
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The Business Model Canvas
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The Business Model Canvas
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Designed by:

The Business Model Canvas
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Business Model Portfolio eeecereun EXPLOIT
"EVOLUTION" -
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efficiency

Low

launch ining i i
expected Return sustaining innovation

Low disruption Risk

High
(sustainable)

... EXPLORE
- ()

High disruption Risk

Validation

)\
N N>
Low @ Discovery
Ideation

expected Return

Source The Invincible Company: How to Constantly Reinvent Your Organization

Low disruption Risk with Inspiration From the World's Best Business Models/Alexander Osterwalder

High disruption Risk
(sustainable)



CREATE
SHARED UNDERSTANDING
1. UNIQUE BLUEPRINT
2. KEY DRIVERS
3. KEY LEADING INDICATORS




Relationship between Business Model Design & Value Proposition Design

describes
how you

create value

for your
customer

describes
how you

? ?
create value
?
? ?

for your
business




SAMPLE : AIRBNB BUSINESS MODEL CANVAS

The Business Model Canvas

KEY PARTNERS & | KEY ACTIVITIES VALUE PROPOSITIONS #¥ | Customer Relationships

acommo

“Business Model _dations
Canvas”
describes how you
create value

for your business

KEY PARTNERS

Value Proposition to Travelers

The Value proposition Canvas

describes how you
create value

for your
customer

Value Proposition to Host




The Business Model Canvas

KEYPARTNERS & | KEY ACTIVITEES & | vALUE PROPOSITIONS ) | Customer Relationships @ | Customer Segments i The Value proposition Canvas
Affordabl Airbnb is a community-based,
acommo- two-sided online platform
. r
dations avelers .. Our
KEYRESOURCES il Channels - help(s) Travelers
List their 117 e . =2 I
space/ Hosts = " ho want to
Profit 'S o Book affordable acommodations
KEY PARTNERS ® Revenue Streams 6 ;
an .

The Value propositic n Canvas

®strategyzer

t/_@' © . 2 Mropg 0 5 0 B

Airbnb is a community-based,
9 two-sided online platform

ik Ej = Our Airbnb is a ca based. two-sided online platfa .
lp(S)_ Hosts - - - - :

* 2 e N/ M — avele D 2 one side enables o < o 5 pace
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— ir space/ Profit
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The Value Proposition Canvas The Value Proposition Canvas

Value Proposition & Customer:

Airbnb is a community-based, two-
sided online platform that
facilitates the process of booking
private living spaces for travelers.
On the one side it enables owners to
list their space and earn rental

money.

who want to

With over 1,500,000 listings in

’ 34,000 cities and 190 countries, its

b g wide coverage enables travelers to

rent private homes all over the
world. Personal profiles as well as a
rating and reviewing system

provide information about the host
and what is on offer. Vice versa,

hosts can choose on their own who

to rent out their space to.

and.

®Strategyzt_ar

®Strategyzer

Business Model Canvas (BMC)




The Business Model Canvas
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Pre P/M Fit Post P/M Fit
(GCE CINTHLGEGLRLEYN DR (sze:Haviwsandadaaaia
. Scalable, Repeatable,
G it AL Predictable Growth

Pivot (Product,

GrOWth Experiments Messanging, Target Optimization, Expansion
Customer)

Hustle / Non-Scalable Growth SCRUM / Growth
Process .
Work Machine
Data Qualitative + Quantitative +
Quantitative Qualitative

Channel

Fast Learning Fast Learning

Product
Market Fit

Problem Searching for

Solution Product-
FIT Market Fit

Searching for
Problem-
Solution Fit

FAIL FAST

Pour on the
Resources for
Growth

N

**Your
TORQUE**

Business
Market Fit
|

Time to Market & Size

Grow through
acquisition &
international

Team (200%)

Tactics
Torques

Time
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Customer Segments
Value Proposition
Channels

Customer Relationships
Revenue Streams

Key Activities

Key Resources

Key Partners

Cost Structure




KEY PARTNERS &

Oral Surgeons provide the
needed skills the

perform the advanced
oral care

Dental anesthesiologists
as required to perform
surgeries

KEY AcTIVITES &

* Performing oral surgeries
and advanced oral
care/procedures
Billing and submitting
claims to Medicaid
Staffing for performance
of surgeries

Traveling Oral Surgery

KEY RESOURCES

V ALUE PROPOSITIONS §§

Medicaid benefits from the
reduction of ongoing costs
of oral hygiene by
providing preventative care

Customer
Re i bemsiénsth, very

impersonal relationship
with Medicaid

4

Channels

Customer Segments g

Medicaid

Indigent Population
Parents of Children w/
Dental Needs on Medicaid
Children w/ Dental Needs

Cost Structure

* on and compliance ongoing costs

* Personnel required for operation and procedures

* Dental supplies necessary for surgery and advance care procedures

Medicaid

facilities

Revenue Streams

s

We will make money by directly submitting claims and billing to
These will be fees for oral surgeon, the anesthesiologist, and the rquired

The dental clinics and the indigent population are not actual payers but
are fees beneficiaries of the model




Traveling Oral Surgery

i
KEY PARTNERS & KEY AQYLIVITIES (A VALUE PROPOSITIONS um | Customer ¥ | Customer Segments ﬂ
© Performifiygal surgeries » Medicaid benefits from the | Rela twmsidpsh, very . Medicaid
and advance®™ggal . . - . .
reduction of ongoing costs impe al relationship
care/procedures of oral hygiene by i edicaid . di lati
* Billing and submitting roviding preventative care ndigent POpu— ation
claims to Medicaid P gp * Parents of Children w_/ _
 Staffing for performance De_ntal Needs on Medicaid
of surgeries e Children w/ Dental Needs
KEY RESOURCES ] Channels MR

Oral Surgeons provide the
needed skills the

perform the advanced
oral care

Dental anesthesiologists
as required to perform
surgeries

Wiguavlvasva uuuﬁuq‘ CANVAS

Cost Structure

TUavsiga:1ldagauuuliwsa:

1IS1G9vMs “tRUduNwiHed”

* We will make money by directly submi

claims and billing to

: Medicaid
‘ ed for operation and procedures + These will be fees for oral surgeon, the anesthe gist, and the rquired
. ies necessary for surgery and advance care procedures facilities

* The dental clinics and the indigent population are not
are fees beneficiaries of the model




The Business Model Canvas
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Designed by:

Date: Version:
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Key Partners
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8

Value Propositions
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USnNS

Emphasizes fruits,
vegetables, whole
and fat-frg
and milk @&0ucts.
Includes a variety of

protein foods such as
seafood, lean meats an
poultry, eggs, legumeg

(beans and pes
soy products,
seeds. Is low i
fats, trans fats,

cholesterol, salt (sodium),
and added su

grains,

. and
rated

Customer Relationships '

ADIUEUNUS
nuana

Customer Segments

nauanm

Segment1

Channels

EjE)OFHOlU'mO

Cost Structure

lasoasiodunu

¢

Revenue Streams

selakan

Revenue Pattern 1




Designed for: Designed by: Date: Version:

The Business Model Canvas

Kfy Partrfrs co iey Activities _ ° Value Propositions E’i Customer Relationships ' Customer Segments ’
NUSUQS noNssuUKan | arumauny/ | A0 WaUWUs | nauana
usSns nuana
Value 1 Segment1

) ~
Char nels ' .

SN AMIARD

¢
a
Key Resources e

Revenue Streams
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Cost Structure




The Business Model Canvas

Designed for:

Designed by:

Kfy Partrfrs co iey Activities _ ° Value Propositions ﬁ;‘ Customer Relationships ' Customer Segments ’
NUSUQS noNssuUKan | arumauny/ | A0 WaUWUs | nauana
usSnis nuana
lUaUNWNadQ
DS28 Uasaney Melon Lovers
Key Resources ;-: HI:I'1W1§I.I
NEWENNSKAN Social Commerce
E-Commerce
Cost Structure 6 Revenue Streams é
L Product Sales
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The Business Model Canvas

Designed for: Designed by: Date: Version:

Key Partners &

WUSUJCS

[ae]
Key Activities ° Value Propositions 'i Customer Relationships ' Customer Segments ’

NONSsUKkan | arudrdum/ | A0 WaUWUS | nguanm
nuana

I'i'l!HlﬂOﬂD’l USFID'IUIU'IID
lﬂﬂ)ﬂUﬂS uoumsmm Cacao

Cacao Lovers

eyResowces  zgf [T © Social Commerce )

Tour Agent

NSWEINSKAaN L vt iote iy
e

Cost Structure

lasoasiodunu

Service Fee
Revenue Streams Workshop Tickets
++ Add-on

L)




Google Business Model

Key Partners Key Activities

R&D - Build New

Value Propositions

Web Search, Gmail,

Relationships

Automation (where

Customer Segments

Products, Improve possible) Internet Users
4+
Existing products Google
Dedicated Sales for
Manage Massive IT Targeted Ads using large accounts Advertisers,
Distribution Infrastructure Adwords (CPC) Ad Agencies
Partners
Extend Ad campaigns Google Network
using Adsense Members
Key Resources Channels
Display Advertising
Mgmt Services Global Sales and
IPs, Brand e
Hosted web-based Erlar e
Google Apps pits
Cost Structure Revenue Streams
Traffic Acquisition R&D Costs (mainly Ad Revenues — Ad Revenues —
Cosis personnel) Google websites Google nfw websites
Data cqnter S&M. G&A Enterprise Product Free
operations Sales

whiaii Biieinaeemadalaarnaratian o




Facebook — World's leading Social Networking Site (SNS)

Key Partners Key Activities Value Propositions Relationships Customer Segments
Platform Same-side
Development Connect with your Metwork Effects
friends,
Data Canler E
Discover & Leam,
Operations Mgmt Express yourself - Internet Users
Content Partners
Shiows,
'Lq-whl Music, Key Resources Channels
MNews Arlicles) Facebook Wabsite.
Platform Personalized and Maobile Apps
Social Experiences, Developers
Infrastructure Payments
Developer Toals
and APls
Cost Structure Revenue Streams
Data center Marketing and Research and Paymenl
costs Sales Development Free - Revenues
General and
Administrative

www. businessmodelgeneration.com
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The Business Model Canvas dooff 1
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Cost Structure




BMIle Business model canvas

Key partners Key activities

Value propositions Customer relationships

X

— , Tailored
Regulators \ /
V7| Live like a local
investors :
Income via yuropportment
people brand @ @ Q
f\/\ N\ @ website app
‘ ) Income via events
Host community
Cost structure Revenue streams
)
A LA LA E:: %
 \ \/ ;
AATAYAY ) ( ) Booking fees
marketing  maintenance people lawyers

Hosts

©

Experience providers

Business Models Inc © www.businessmodelgeneration.com
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Aauanm
CS

Key Partners co Key Activities ° Value Propositions

NUSUCS NoNssuUKkan | arudrdus/
USN1S

CIamuﬁTQrbm,l)ﬂﬂ%u%umt‘ﬁﬂﬂM&SHTWDHEHE#LNDAﬂE”
uuonauanmmu

“9IURGVIasY” MIKbausAU _
. Wavsirva:idealdu PERSONAS tuii
e uuvLlus o: mlmuﬂaownaa

Customer Segments .

nauana

)

Revenue Streams o

lasoasiodunu s1elakan

Cost Structure




BMle Business model canvas

Key partners Key activities Value propositions Customer relationships J Customer segments

@ Tailored
Live like a local %
X Community
$
Key resources Channels
investors

Jolauoni

QQ Income via your appartment

1s?1 “628” 1s?1 "628” Is1 “Y28” 4
“gJadou” “ufiH$saa” °  1wus:lgvu SRS

:Is Usyro:ls y ,_ :Is
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U /AN VAYA f Booking fees

marketing  maintenance people lawyers

Income via events Experience providers

Business Models Inc © www.businessmodelgenerationcom




Key Partners ! 'f.'; Key Actlvities ,'I- Value Propositions |"'*; Customer Helatimuhi(f :E l;usmmm Segments i

Partner 1 Activity 1 - Proposition 1 *—'—HﬁW egment 1 L
Partner 2 Activity 2 Proposition 2 = i ’ *Segment 2
Partner 3 Activity 3 Proposition 3 i i Segment 3

Key Resources ' Channels
r i
o]

Resource 1 r Channel 1
Resource 2 Channel 2
Resource 3 Channel 3

Lost Structure i | Revenue Streams

Stream 1
Stream 2
Stream 3

wrwrw busines smod elge renationcom TEmEEes @O O®



Key Partners

Partner 1
Fartner 2
Fartner 3

_F__'_'.;
'-\-\_! !--

Key Actlvities
Activity 1
Activity 2
Activity 3

A
e

Key Resources

Resource 1
Resource 2
Resource 3

Value Propositions [T

Proposition 1
Proposition 2
Proposition 3

P - a
Customer Relationshif™
S,

Relationship 1
Relationship 2
Relationship 3

Channels

Channel 1
Channel 2
Channel 3

&

Customer Segments ';;

$Segment 1
Segment 2
Segment 3

Cost Structure

vy S nes=s S el g resradonuc om

Rewvoeque Streams

Stream 2

e Stream 1.

» Stream 3 =

o @R O®



“AatuM (Value)”
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VALUE PROPOSITION
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VALUE PYRAMID

~Quamu:
(Status Value)

s:QuAWSan
(Emotional Value)

s:aumsisvu
(Functional Value)




Reduces Rewards  Nostalgia Design/ Badge
anxiety me aesthetics value
I O nhn .
Wellness Therapeutic Fun/ Attractiveness  Provides
value entertainment access
FUNCTIONAL
00
o mE W B @
3@ ch
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk

f & B e 2 ® @

Reduces Avoids Reduces Quality Variety Senso Informs
effort hassles cost appea

SOURCE 2015 BAIN & COMPANY INC
FROM "THE ELEMENTS OF VALUE." SEPTEMBER 2016 c HBR.ORG



The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.

SOCIAL IMPACT ,y;
-.,‘_.-

VA N

Self-
transcendence

) S

Provides Self-
hope actualization

LN
(= "
Motivation Heirloom Affiliation/

belonging

LIFE CHANGING



30 Elements of Value for Consumers®

* Self-
Transcendence

* Provides Hope

* Self-Actualization

* Motivation

* Heirloom

+ Affiliation and Belonging

* Reduces Anxiety * Wellness

* Rewards me * Therapeutic Value
* Nostalgia * Fun/Entertainment
» Design/Aesthetics + Attractiveness
* Badge Value * Provides Access
* Saves Time * Connects * Sensory Appeal
« Simplifies * Reduces Effort * Informs
* Makes Money * Avoids Hassles * Integrates
* Reduces Risk * Reduces Cost * Variety
* Organizes * Quality

*Rotman Management



40 B2B Elements of Value*

*Vision
*Hope
*Social Responsibility
Career
*Marketability
*Network Expansion
*Reputational Assurance

Personal
*Design & Aesthetics *Fun & Perks

*Growth & Development ¢Relaxed Anxiety

Productivity Relationship

*Time Savings *Responsiveness
*Decreased Hassles *Expertise
*Reduced Effort *Commitment
eInformation *Stability
-Transpa rency *Culture Fit

Operational Access Strategic

_ _ *Availability
*Connection eIntegration WVariety Risk Reduction *Reach
*Organization <Simplification *Configurability = eFlexibility *Component Quality
Economic Performance
*Improved Top Line  *Cost Reduction *Product Quality Scalability eInnovation

*Meets Specifications *Acceptable Price *Regulatory Compliance *Ethical Standards
*Rotman Management



Revenue Streams
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Service/ Subscrip-
Usage Fee tion Fee

AUSANS ANGUIBN

Lending/

Renting Licensing
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Fitness first
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Subscription Magic

Provider

periodically

Order

\ 4

Company S . Customer

Provider

V

periodically Payment

Provider

Freemium

Hook & Bait

Free Product

Customer type 1
Free / Cheap Basic Product

Refil / Complementary Product

Company

Customer type 2
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The Business Model Canvas

Key Partners & | Key Activities (/]

WUSDAS NoNssUKan

‘
Key Resources P )
) 2w

NSWEINSKAaN

Value Propositions
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MSIHAWEIgIHADAIUUAAA (Personal Assistance)

msZHnmuuleaaaauunna HsamsZHusms Jdauwusuuu 1-1 cdogvlbu Call Center, Live
Chat, awa, ua: golnAadn UE)UU']S\) Kéodua

MSIHAWYIYIHADUUUNTGIOEIUCH (Dedicated Personal Assistance)

MMSTRADIUYEDYULIHADHSDMSIRUSMISLUUREIEIUD NRRUSMIsSInAuanmMduagiud AIWAUWUS
AUgaNAIUDNS:QU Mpg1vlsu 1odawy, laauds:Au, ua: NUsnul Agency HSD Specialist civa

MsSuUsSMIsauLdv (Self-Service)

MSUSMSAULDY ﬁamss‘nmn:)*nuﬁquus'Ioamsuaua‘ioaﬁuaan:)*nua:oafmﬂaehor‘io‘ﬁtfjudaanﬁ'n tH
anAaIIsauSMsauvla apgu ywiwaisousy, @ ATM, ua: LtASpuNYLoU Self-Service
Supermarket

mMsusmsadgs:vuaaluua (Automated Services)

ASUSNIsAdgSs:-uud Ul namswlnntutaalmUw:)atﬁaﬂmz-nmsnusmsmumolcumun
AdogvlsuU c1 Kiosk wnauuumsaouu St UUUE)U‘\EJHU Streaming Pro, ua: UDWALABUMSIOUYDVSUIAS

AWAUWUSIUULASDYU1Y (Communities)
ADIJAUWUSUUULASDUIE HSDNUITUaNuautuNISIRUSMISLUUBUBU WosU, Nau

AWAUWUSIUUEIgAUaSIY (Co-Creation)
ADIWAUWUSLUUEIgNUASIV RUSUNaUuaAua:aolasutiidaourlivaiuisadasiousms aumiHnuanmMannduHio
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HOW : Key Activities
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HOW : Key Partners
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Money : Cost Structure
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Key Partners ! 'f.'; Key Actlvities ,'I- Value Propositions |"'*; Customer Helatimuhi(f :E l;usmmm Segments i

Partner 1 Activity 1 - Proposition 1 *—'—HﬁW egment 1 L
Partner 2 Activity 2 Proposition 2 = i ’ *Segment 2
Partner 3 Activity 3 Proposition 3 i i Segment 3

Key Resources ' Channels
r i
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Resource 1 r Channel 1
Resource 2 Channel 2
Resource 3 Channel 3

Lost Structure i | Revenue Streams

Stream 1
Stream 2
Stream 3
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Desirability Risks (IludAuasnlq)

Definition “Customer,_aren’t interest in your product/service + You can’t get & keep them”

anmludanannmunKsausAs 1Is1savnanAiDILla

Feasibility Risks (1s1niulQ)

Definition “You can’t build your product/service + You can’t manage your engine”

IsTliawsausSHisvanmIsiiy NSWeIns
ua:lawsnasivnannaunKsausnIstunia

Definition “You dont know how_to earn money + You can't earn enough”

isiluSs:uunisasiomisina HSD USKIsYaNMIsua vIanu



Definition “Customer aren’t interest in your product/service + You can't get & keep them”
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Definition “Customer aren’t interest in your product/service + You can't get & keep them”
ANATUBDNAANTUNHSDUSAIS 1S1SAVaNADIUIG
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Definition “Customer aren’t interest in your product/service + You can't get & keep them”

ANATUBDWANNTUNKSDUSANS 1S1SAvganADIuTa
CR-Tiawsauaavthiiufivdsniskdonagns tvomsiduiduanAinuia

CR-TiauisauaavthiRufivisniskdanagns tvamssnuigiuanAILaula

CR-lTiawsauaavifiiufivdsniskéonagns tvomsugiggiuanmia

CH-govnvumsuintauaduua:usmsiuiHu:AUaNAN

CH-dovnivmsultauaaumuazusmsaviudaou




Definition “You can't build your product/service + You can’t manage your engine”
LIS lUaIwIsausKIsvaNIsny NSwens lla-.IUEﬂU'ISﬂEIS'l\)NaC‘IﬂEUTIHSE)USleSUUU'ﬂO

KR-u1a3smistnfivusaviounu (Finance)
KR-vnanistondvinatulad (Technology)

KR-unanistdnav UnUov KSo MISUSHIsYaOMsSNsSwaIgumouuadoun
(Intellectual properties)

KR-u1aUs:=anSniwlumsuSHisdan1sniavAu (Manpower)

KR-un1aus:ansSNMwiumsusSK1svan1sn1swaa (Production)

KR-u1aus:ansSmMwiumsLlinusSKIsdan1sIanau gunsad (Materials)

KR-u1Q35N1SUSHIsYanIsuusua (Branding)




Definition “You can’t build your product/service + You can't manage your engine”
LIS lUaIwIsausKIsvaNIsny NSwens lla-IUH'IU'ISﬂEIS'l\)NaClﬂﬂJﬂHSE)USfT]SUUU'ﬂO

KA-Tiauisas:uivnssukannusBna:Mikdaould
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Definition “You don't know how to earn money + You can't earn enough”

I e
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ANSIQJUAIWUDY Business Model adea LTVua: CAC

[ 1 yamaaoaydvBIaudvganA (Customer Lifetime Value)
[ 1 AunutumsK1gnA (Customer Acquisition Cost)




Good Business Model '

LTV CAC

(Lifetime (Cost to
Value of Acquire
Customer) Customer)

CAC

(Cost to
Acquire
Customer)

Poor Business Model

LTV
(Lifetime
Value of

Customer)




LTV = Customer Lifetime Value
knehy ausinanmozaduazldusmsludoodsavaomsiduanm

CAC = Customer Acquisition Cost
KUBHY filwasvasmsuksadundavsarelunumsaala
walizladanmudvauunluansvaoauiod



What's Your Customer Acquisition Ratio? (LTV/CACQC)

Example of key performance indicators are:

1. LTV/CAC greater than 3X
2. CAC Payback under 12 months

Upsell

CAC
Payback




ldeal LTV:CAC Ratio

For growing startup business, should aim for a ratio of 3:1 or higher, as the higher ratio
means a higher sales and marketing ROIl. However, if the ratio is too high, it could mean that
the business isunder-spending and is restraining growth.

e

LTV >3x

LTV/CAC
Sliver of |
Hope |,

>1x & <3x
LTV/CAC
Wedge of
Malaise

Will lose more money the more product is sold

Good ratio (industry benchmark)

<1x LTV/CAC ; Indicates a good business model

Triangle of
Unprofitable Death

CAC

Likely under-investing in marketing

If the LTV:CAC Ratio is not at least 3X then revisit the model to :
Raise the price
Reduce costs



Customer
Lifetime
value

. (LTV)

CAC LTV

The business will never become profitable
LTV > CAC The business might eventually become profitable
LTV/CAC > 3 Rough rule of thumb for VC-fundable startups



Viral effects

Inbound Marketing
Free or Freemium

Open Source
-T—rEE :'_II'IH'S _ * High Churn Rates
OuCnléss Conversian * Low customer
Inside Sales i i
satisfaction
Channels

Strategic partnerships

Cost to Acquire a
Customer CAC)

Monetization
(LTV)

Field 5ales * Recurring Revenue
Outbound Marketing * Scalable Pricing
* Cross Sell/Upsell
* Product line expansion
* Lead Gen for 3™ parties




A well balanced business model

What can drive the balance

Monetization

(L)

Viral effects

Inbound Marketing

Free or Freemium

Open Source

Free Trials ) * High Churn Rates

Touchless conversion * Lo customer

Inside Sales i i
satisfaction

Channels .

Strategic partnerships

o5 ‘o
Acquire a

Customer
(CAC)

- L L] L] - - - - -

An out of balance business model

Cost to Acquire a Monetization
Customer CAC) (LTV)

Cost to * Field Sales Recurring Revenue
Acquire a + Qutbound Marketing Scalable Pricing
Customer Cross SellfUpsell

(CAC)

Product line expansion
Lead Gen for 3™ parties

Monetization
(LTV)




BUSINESS MODEL CANVAS
WORKSHOP






iPhones sold as
of November 2018.""

The Cost of iPhones (USD)'"

rer . - o
But of matenals refall cost

on iPhones in the
past 10 years.

Despite only
accounting
for 14.5% of
all sales..,

.atits peak

in 2015, Apple
captured 94%
of smartphone
profits in the
industry.

20

Source : https://www.strategyzer.com/business-model-examples/app le-business-model



KEY SUCCESS

Efficient
operations
New product
development

-

Manufacturing IP.iOS
partners platform

1 Delight and
Surprise the High
End of the Market

2. Control Cost

3. Maximize Margins
and Profits from
High End Market

st

Apple stores

Access s Share
toiPhone __ .. ;
user base App Store developers 4. Continuously
Reinvent and
9 (30% cut) ' End of the Market
Effective
operational +++ The App Store
costs

Source : https://www.strategyzer.com/business-model-examples/app le-business-model
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+ Lovemark Brand

Airbnb develops a very strong brand
for this particular type of travel expe-
rience. It deeply changes social norms
and habits. While it is commonplace
now, in 2008 it is unheard of to be will-
ing to sleep in a stranger’s home.

+ The Importance of Community and
the Sharing Economy

Airbnb fosters the connection of hosts
and travelers on a more personal

level than what they'd experience at a
hotel, in order to build a global Airbnb
community. This type of connectivity
gives rise to the sharing economy, also
known as collaborative consumption.

7

million global
listings

Airbnb indicates 7 million global
active listings on its platform

in early 2019, which was more
rooms than the top 5 hotel
rooms combined.”

2

million+

Average number of people staying

in an Airbnb per night in 2019.”

Zero

Number of properties
Airbnb owns.

B VIV
ﬂ

Share of Travelers Using Airbnb??

"""‘Wem\ - MM\W p————

Percentage of leisure and business travelers in the U.S. and Europe

2015 2016

2017

29%

2018

F Pl o

pli

20%

Airbnb’s 2018 percent-
age of U.S. consumer
spending for lodging.??



9 Community
Rent out
idle property < Hosts
Development
Interesting
places to stay Travelers

Platform

Platform
development
& maintenance

Transaction
cut

Source : https://www.strategyzer.com/business-model-examples/app le-business-model

KEY SUCCESS

1 Identify the Most
Costly Resource in
your Business Model
or Industry

2. Identify Asset Owners
That Could Provide
You with the Required
Resource

3. 3Develop an
Innovative Value
Proposition to Acquire
Resources from
Partners

4. Compete on a New
Cost Structure

+++ Double-Sided Platform



| 90520% %%

EXTRA CUSHION




o Viral

videos

E-commerce
store

Brand

Viral videos &
marketing costs

©

Affordable
men’s shaving
products

Direct
relationship

©

Online

o store
@

Viral videos
(YouTube)

Customized
subscriptions

Mass
men’s
market

Eliminate (or Go
Around) the
Middleman

Build an
Optimized
Direct Channel

Differentiate
Your Value
Proposition

. Replace the

Reach of the
“Historic”
Middleman with
Innovative
Marketing



XEROX 914 MODEL




Machine
servicing

|_H|STORIC/—\L CASE

machines

Design the
Value Proposition

Identify Recurring

Public Job-to-Be-Done
demonstrations

(2] A
Xerox 914

Create Asset to

Monetize
Continuously
Machine R&D Capital to _
and finance leased Leasing fee
manufacturing machines $95/month

Earn Recurring Revenue

Source https://www.strategyzer.com/business-model-examples/xerox-business-model
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Food Innovation Accelerator (FI-A)

PORRAMATE CHUMYIM
Porramate.ch@gmail.com




