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What is Business Model of a Company/Venture

Business Model - describes the rationale of how an
organization (company, venture

e Creqtes,

» delivers, and

e captures value
INn economic, social, cultural or other contexis.

Business Model - a method and strategy that @
ouUSINess or organization uses to operate; this includes
the purpose, systems, and people that work together
to add value to customers.
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Michael Lewis: Business Model is How a company plans to
make money.

Peter Drucker: talks about the business concept in tferms of
flexible assumptions about what a company will and will not
do: what they get paid for; markets, customers, and
competitors; values and behaviors; tfechnology; and a
company’s strengths and weaknesses.
A good business model answers the following questions:

e ‘Who Is the customerze

 And what does the customer valuee’

« How do we make money in this businesse

 What is the underlying economic logic that explains how we

can deliver value to customers at an appropriate coste”
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Alex Osterwalder -

offers a simplitied format for thinking about Business
Model, called the business model canvas. This business
Map Is a one-page template that includes space for
designing, discussing, and reinventing business models.

We will concentrate on this approach to develop a
model of our future business based on the business
opportunity chosen in the process of decision making
based on the defined criteria.
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Why Business Model Is Important?

o |t plays a vital role In the success of any company, as
it explains how that business will create value for
customers and earn revenue.

» For entrepreneurs, a business model aids in acquiring
iInvestors and establishing partnerships.

» Delivers a simplified but comprehensive overview of
NOW business functions.

o |t describes the most important parts of business
based on the value creation and acts as a basis for
defining, analysing, improving and innovating.

©Janusz.Marszalec, 2020. 6
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Alexander Osterwalder

You're holding a handbook for visionaries, game changers,

. and challangers striving to defy outmoded business models
developed creation of o s
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The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners

Wiho are our Key Partners?
‘Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Wihich Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIFS

Optimization and econamy
fuction of Fisk and uncertainty

Acquisition of particular resources and act

Key Activities

What Key Activities do cur Value Propositions require?
Our Distribution Channels?

Customer Relationshipe?

Revenue streams?

V4

carEnaomiEs
reduction
Soiving
PiattarmyMotwork

Key Resources

what Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

P

TYpes oF nEsouRCES
Physical
InteBectua! (Brand pATERts, coByTIGNES, ata)
Human

Financial

Value Propositions

What value do we deliver to the customer?
Which one of our custemer's problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segme:
Which custormer needs are we satisfying?

CHARNCTERISTICS:

“Getting the Job Dane
esign
Brand/Status

Cost Reduction
Risk Reduction
Accessibilty
Comenance/usabaTy

Customer Relationships '

what type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

ExampLes
Persanal assistance
Dedicated Personal Assistance.
Seit-Service

Aatomated Services
Commurities

Co-creation

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

L)

Haw 2o we raise awareness about OUT COMPAny's Products and services?
2, evanation
Howr cio wne: help Customers evakiate cur crRANEation's Value Propasition?
3. Purchase
OV £ W BHOW CUSTOMOTS [0 PUCRASD SPOCINE DIOTIACES NG Services”
¥

5. Arter saios
Hawr 20 ¥o PrOViCE POSE-DUTCHASE CUSEOME SUDpOrt?

Customer Segments

2n

For whom are we creating value?
Wiho are our most important customers?

Mass Markat
#iche Market
Sagmented
Diversified
Mutti-sidodt Platform

Cost Structure

What are the most important costs inberent in our busi
Which Key Resources are most expensive?
Wihich Key Activities are most expensive?

5 YOUR BUSINE:

mong

ness model?

cast structure. low grice .

SAMPLE CHARACTERISTICS
Fired Costs (salaries, rents, utifties)
Variabie costs

Economies of scale

Economies of scope

iy

‘Valle Driven (facused on vnhse Creation, premium vallse proposition

3

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

Trees
Asset sale

Usage foe
Subseription Fees
Langiog/Renting/Loasing
Licensing

Brokerage foes
Advertising

Revenue Streams

For what value are our customers really willing to pay?

How much does each Revenue Stream contribute 1o overall revenues?

BYMAMIC BRICING
Negatiation bargaining)
Vield Management
Feak-ime-parket

CIGICICNON

This work s licensed under the Creative Commans Attribution-S

The makers

-Share Alike 3.0 Unported License. To view a copy of this license, vi

DESIGNED BY: Business Model Foundry AG

of Business Model Generation and Strategyzer

t
DHtp:/fEreativecommens. orgilicenses/by-5a/3.0f o send a letier to Creative Commens, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

@ Strategyzer

strategyzer.com
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key activities value customer
proposition relationships

key

\
customer
partners segments

.;::’ \ : 4
'\/,
/) N
{ B
cost revenue
structure key streams
resources channels

-2

To better understand Concept of Business Model Canvas, please watch the video:
Business Model Canvas Explained https://www.youtube.com/watchev=QoAOzMTLPS5s
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Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform
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Value Propositions

What value do we deliver to the customer?
Which one of our customer's problems are we helping to solve?
What bundles of products and services are we offering to each Customer Segment?

Which customer needs are we satistying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

©Janusz.Marszalec, 2020.
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Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES:
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?

5. After sales

How do we provide post-purchase customer support?
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Customer Relationshin

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established?

How are they integrated with the rest of our business model?
How costly are they?

EXAMPLES

Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

4.

©Janusz.Marszalec, 2020.



(*; CENTRUM
EDISONA

5

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?

How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?

TYPES: FIXED PRICING DYNAMIC PRICING

Asset sale List Price Negotiation( bargaining)
Usage fee Product feature dependent Yield Management
Subscription Fees Customer segment dependent Real-time-Market
Lending/Renting/Leasing Volume dependent

Licensing

Brokerage fees

Advertising

— et =y —————
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Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?

Revenue Streams?

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

©Janusz.Marszalec, 2020.
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Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATEGORIES
Production
Problem Solving
Platform/Network

©Janusz.Marszalec, 2020.
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Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS:
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

©Janusz.Marszalec, 2020.
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Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE:
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS:

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

©Janusz.Marszalec, 2020.
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The Business Model Canvas

Designed for:

Designed by:

Date:

Version:

Key Partners 9 Key Activities
¢

Who are aur Key Partners? What Key Activities-do our Value Propositions require?
Who are aur key suppliers? ur Distribution Channels?

Which Key Resources are we acquairing from partners? Customer Refationships?

Which Key Activities do partners perform? Revenue streams?

womvAToNs Fom pARTNASIIZS caransanes

Oprpiraton and economy Production

Reduction o sk and unceriany. Protiem Sotvng

Acauisiion of partiuia resourcas and actistes PG Netwark

Key Resources 4‘

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

celectual (bvand patents, copright, data)

Ficancia

Value Propositions

What value do we deliver to the customer?
Which one of our customer's problems are we
helping to soive?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

esibity

Comenencerysatity

ﬁ% Customer Relationships @@

What type of relationship does each of our
Custamer Segments expect us to establish
and maintain with them?

which ones have we establishea?

How are they integrated with the rest of our
business model?

How costly are they?

Parsanal assstance
sev-sonvco
Communities

Channels MR

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which anes work best?

Which Gnes are most cost-efficient?

How are we integrating them with customer routines?

2 evauaton

3 purchase

+ potvary
How 9 o Seiver.a Vae Progasiion t custamers?
5 Atersaies
How 5 o ol BOS! PATCRISA GUstomes BRI

Customer Segments

For whomare we creating value?
Who are our most important customers?

Mass Marker

2

Cost Structure

What are the mostimpartant costs inherent in our business model?
Vihich Key RESOUTCeSs are most expensive?
Vinich Key Activities are most expensive?

Fixeg Costs raanes, rents uties)
vanasie costs
corcenes of scare

Revenue Streams

For what value are our customers really wilng to pay?
For what do they Gurréntly pay?
Hew are they currently paying?
How would they prefer 10 pay?

Lorgiogmenting tassing

Tvres e pmeme ovman srseino.

Assetsaie st price epatition barganng)

usage fee Proguct feature depengent Yoo Managemant
Gepen
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| The makers of Businass Model Generation and Stratagyzer
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The most important elements of the business model are:

The Value Proposition Canvas

« Customer segments, and E7]

* Value proposition.

In order to create value _o;u

proposition for a selected [N

customer segment Y

we will use another canvas,

Value Proposition Canvas. value r,w
Kikegerin
= @ q*; f_; >

[y
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The Value Proposition Canvas

Value Proposition Customer Segment

Gain Creators

[

QD

Products Customer

& Services L Jobi(s)

[ ]S a =
— QO ——

Pain Relievers

®
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customer jobs

what customers are
trying to get done
INn their work and In
their lives

©Janusz.Marszalec, 2020.
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customer pains

describe bad outcomes, risks,
and obstacles related to
customer jobs

©Janusz.Marszalec, 2020.
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customer gains

describe the more or less
expected benefits the
customers are seeking

©Janusz.Marszalec, 2020.
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products & services

___Alist of all the products and
‘services a value proposition is
built around
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pain relievers

describe how your products
and services Kill or alleviate
customer pains
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gain creators

describe how your
products and services
create customer gains
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It Is iImportant that your value proposition is designed to
respond to customer's needs and expectation.

To better understand Concept of Value Proposition Canvas, please watch the video:
Value Proposition Canvas Explained https://www.youtube.com/watch2v=ReM1ugmV{PO and/or

the presentation https:.//www.slideshare.net/ypigneur/value-proposition-design-47698911/72-
rching for Fit1ProblemSolution Fit2ProductMarket Fit3Business

©Janusz.Marszalec, 2020. 28
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Now the exercise:

Take your chose business opportunity (the one you selected from 5 business
ideas) and develop your business model using Business Model Canvas, and
paying special attention to development of your company value proposition,
that is how your company will respond to your customer segment needs and
expectations.

Watch the video: Business Model Canvas in 5 minutes:
hitps://www.youtube.com/watchgv= 4AMHQyf4VwO&t=5s

Use the templates provided on the following two pages (you can also
download them from the same folder as the presentation).

Keep the results for you final project.

©Janusz.Marszalec, 2020. 29
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The Business Model Canvas

Designed for:

Designed by:

Dale:

Version:

[+]
Key Partners é) Key Activities Value Propositions ii Customer Relationships ' Customer Segments ’
Key Resources Channels !B
Cost Structure @ Revenue Streams e
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The Value Proposition Canvas

Value Proposition Customer Segment

Gain Creators

|~

QO
Customer

Products
& Services Job(s)

v
E 3

o —
o —
O —

Pain Relievers

®
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And an m’reres’nng video on BBC

BE. ﬂ Sign in

The dangers of idolising successful people

06 APRIL 2020 | PSYCHOLOGY

Trying to learn from and copy the successful can be dangerous, and it comes down to something called

survivorship bias.

©Janusz.Marszalec, 2020.
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