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Innovation Driven Business

TIONS
SwouLD WrT THE
ONERLAP of ™€
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—

COSTOMER,

Innovation hot spot

Desirability \ / Viability
value Product

proposition, Business
Key Features Model

Feasibility

Architecture
Technologies

THE THREE INNOVATION DRIVERS

Elements of Innovation inside the Business Model Canvas



Problem I Your Solution 3 Unique Value Proposition Unfair 8 Customer
Advantage Segments
What is the crucial problem What is your solution to This message should explain what you do, how
faced by your consumers? consumers’ problems? you are different, and why you are worth
Capture their central Present the defining investing in. What is your promise to How do you stand out from Who can you heip? identify
frustration elements of your service consumers? Zero in on the heart of your competitors? What puts you 3o 4 user personas you
service and highlight what stands out about ahead of the pack? envision tuming to you for
product you provide. solutions. Try our User
Persona Creator tool

Define one clear, direct
competitor. Consider the
other ways customers can Key Metrics ch
address their problems How does your product fit into the bigger annels Define the specific
What products or services picture; where does it fall in the grand scheme characteristics of your
exist as alternatives to what of things? early adopters
you're offering? How will you track How will you interact with

consumer engagement, consumers, inform them of

excitement, and usage of your developments and

your product? services?
Cost Structure a Revenue Streams 5
What will it cost to launch and maintain your business? Consider each stage of your start-up What monetary sources will fuel your company? How will you generate income? Present a
from creating a website and acquiring users, to hiring employees and producing goods, to pricing model for your product or service, and then highlight other sources of revenue—ad
marketing products and getting them to consumers. sales, subscription fees, or asset sales.

Purpose: Inguszasa/sdmangluiBanansznu (impact) Ndainsiitinsadena/dainday
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£31 ABINTTEIN)
1.2 gnandmune wazdlasuuselov aundidym wasauiisndemnisidilufnce
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2. Unique Value Proposition ssyamuangsiasazduaualiiunguandi (s
uidgymnvifiugndn 1wu one for one)

3. Solution 1s1inauaisuidymiagisls TuiBedud/ usnisuazisnis Tifiugnén
ngusviang

4. Channel 1519ga519n15505 wazidnis wazdedud/ vsnslitugnAudaznguagnels

5. Financial Sustainability (Revenue Stream) qiﬁaﬁﬁiﬁﬂlﬁ (Revenue Model) a1
9l §379ifidu (Funding Model) snanlvuniali (asdnavieynnaaiiuayunianiaiu
vizalal) Impact wansznunedenusisediadouiidesnsififadonls fa35nesls

6. Cost Structure (Inssa¥afuny) gsholifidunundng azlstne Ussunauiilug

7. Key metrics f¥inlafiuandingsnativszauarudnialuudazdaanan /nszuauns

8. Unfair Advantage aglsfiazinliigshail Uszauaanudnsa



Uszlevivas Business Model Canvas
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Violue Propositions

Key Activities -
Customer Segments

Key Partners

Key Resources

Cost Structure T T Revenue Streams

Who will How do Whatdo Howdo Who do
help you? youdoit? youdo? you you help?
KEYPARTNERS °° KEYACTIVITIES ** VALUE s INteract? o PSR,
PROPOSITION CUSTOMER SEGMENT
RELATIONSHIPS

What How do

do you : Sexs - | youreach

need? them?

4 - 4 I ® DISTRIBUTION  ®®

KEY RESOURCES J CHANNELS
What will it cost? How much will you
COST STRUCTURE make?

REVENUE STREAM




— Business Model
KEY HE [i Value RELATIONSHIP S Y\ Ccustomers
wi= PARTHER _J.;f-:,?}: TIES — Proposition i L
How do we acquire
Who do we need What must we do: customers?
to pariner with? -Better than comp. What? . Who?
What do they —Extremely well -Pain Killers What i Cost To -Jobs to get done
: V5. outsource - Gains given acquire a customer -Pains relieved
bring {o the or donor? -Gains sought
table? T g
- Access? 4'-:.-" RESOURCES r +SHIANNEL §
-Efficiency? = )
-Capabiliies? What unique
Credibility? resources do we How do we reach
need/have? our clients?
-IP
- Information
-ACcess
-Skills
DST CENTRES l?h.EN\JE STREAMS
“‘-{fost Structure? Sustainable? ‘.~ Revenue Sources? Economics?
- Fixed - On-going full costs covered? - One, Multiple? -Break-even Volume
- Variable - Adequate cash flow (cigar box) - Sustainable? -Cash Required?

BUSINESS MODEL CANVAS
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alue Proposition- Gain Creators: Describes how your
product/services create benefits the customer expects, desires, or
ould be surpnsed by.

alue Proposition-
Products/Services
: Which products/services
do you offer that help your
customer get either a
unctional, social, or
emotional job done, or help
hem satisfy wants or
needs. In addition, what
ancillary products/services
help your customer
perform their role as buyer
decision maker), co-
creator (customization or
confribution),

reseller, or sharer). .
alue Proposition- Pain Relievers: Describes how you products/services

hat you customer may experience throughout getting the job done.

5 or would be
surprized by. This includes
nctional utility, social gains,
[positive emofions, cost
savings, etc.

ustomer Jobs: Describes
what a specific customer
segment is frying to get
This could be tasks
ying to complete,
problems they're trying to
wanis or needs
ey’re trying to satisfy.

(Customer Pains: negative
emofions, undes

situations, and risks the
customer (could) experience

alleviate or reduce negative emotions, undesired costs and situations, or risks Zhefore, during, or after getling

the job done.

JaA25A1190998711 BUSINESS MODEL

» Focus on the business model - TilWfalUfiununmgsia egriidluAndasasmalulad

YDIRUAINIDNITUINISVAINITVIE

» Don'’t fall in love with your first models - agfisnnviguiniu
GhGHY

UL SNV U

> lterate rapidly and test your models early — (fgugne drag19sam3udminlenna

nagaululanases neuasluse

What To
Observe |

Whatdo What is the What is the What are the
people do? character and nature of inter-  objects and
What are the function of the actions be- devices people
specific activ- space? tween people, have in their
ities they go objects, and environments?
through? across distanc-

es?

‘0 DT@HSG

Who is there?
What is their
role and
behavior?



Market Potential

Key questions

TAM Total add.res.sable magket
How big is the pie?
S AM Served available market

How big is my slice?

TM Target market
How much can I eat?

Market Size: TAM, SAM,SOM

* Total Available Market

TAM ® > Focus on: Total market / size
® > Example: Total LED Market

* Serviceable Available Market

> Focus on:
S AM ®  yYour own technology/ services
® > Example: The total Living colours LED

market (Segment of total LED market)

* Serviceable Obtainable Market
> Focus on: Which realistic market share
can be obtained by myself, considering
@ competition, countries, trends, expected
o demand/forecast, my sales/distribution
channels and other market influences?
> Example: My realistic goal to sell Living
Color Products into the LED market

Explanation by Carsten Schade, Dipl./ B.A., Marketing Manager Europe, Middle East & Africa
Questions? Just contact me on: carstenschade @hotmail.com



Open Sources Analysis
1. Industry analysis
. Industry media

. Market leaders press releases and reports

. Existing and potential customers

2
3
4. Industry experts’ interviews, articles and posts
5
6. Channel partners

7

. Competitors

The difference between Top-down and Bottom-up approach

Bottoms-Up Approach Top-Down Approach

a & v o v y
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Time

Cumulative Cash Flow in $

Date of Cash Breakeven

Maximum Financing Needs I
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Proof of
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Proof of Positive Aan1swuuls
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ASZUIUNITINVINABLUUNINISEY (Financial Model Process)
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UNDERSTAND THE BUSINESS MODEL

Als / 2nemu

Profits | —

Revenues

Funu e e

Driver 1

Costs

Driver 2

Driver 3

SAMPLES OF REVENUE STREAM

Transaction

Commission

ugnen Driver 1
Driver 2  Driver 2
Driver 3

=
o

MNUASIITD

s1AZasuA

Hulfou rdnall anuminau

+ Paid by the buyer

« Paid by the buyer only one time

Income of the subscription fees (o become
" amember. Paid by the buyer and/or vendor

_ Income of the ad banners posted on the
shopfront. Paid by the vendor

Income of online sales paid by the buyer

Income, percentage of a transaction made

by the settlement (affiliate FII{)CJI‘d_
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FINANCIAL STATEMENTS >>> unuilgsna
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funsvwgnuiey yitie

HaAENE

JUNTELEANUEAR (STATEMENT OF CASH FLOWS)
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1. Quasyuluduning 4 (Equity) 1. 783

2. AinlEsne
3. finlsgnd
4. NTEUARUAAGNS

2. pintEanadnlueaunentnsafue 2. Jufjtlu (Debt)

3. Iupvauide

@

U'szmumﬁmém USLIHUNAADUUNY

wnasiuva iUy
HIGH
‘ Venture
Business capital Level of

Public  angel external equity

3F loans investment investment

funding
Bootstrapping
Stage of venture development LOW
——

Pre-formation -

Startup ——————
Early growth -

High growth
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Ruanty 14,400,000 15,120,000 15,876,000 16.669.800
Auandgy 11,040,000 11,371,200 11,712,336 12,063,706.08
Wunngnt 3,360,000 3,748,800 4,163,664 4,606,093.92

Lﬁuamﬂuaﬂné’wﬁ 9,000,000

fasAean 16% WU RS INaRaULYIUAGDINIg
yarilaqiugms 10,893,909 2,896,552 2,785,969 2,667,483 2,543,905

Net Present Value 1,893,909

Ruaasu 14,400,000 16,669,800
WHARIE 11,040,000 11,371,200 11,712,336 12,063,706.08
Wunagys 3,360,000 3,748,800 4,163,664 4,606,093.92

15,120,000 15,876,000

LﬁumiquTuﬁuw%'wé 9,000,000

fnsfnan 30% Winfil 8RSTNAnaLLNUAADINIS
yarlaqiugns 8,310,721 2,584,615 2,218,225 1,895,159 1,612,722

Net Present Value -689,279
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Idea Business Model Value Proposition

® y57ud1gnAnalas (Persona)
v a & Y v o A v
® [ rladeiignAdewinniadaenis (Customer Job)

= [hladyn/anudadesla/feiesnuaniaeiignanil (Customer Pain)

' '
I v v oa

= [rladeignAnananis deiasyinlvignAn Happy 21nY (Customer Gain)

Y

" unumsiiudaya (auiisazdunwaiidulas aglumillvg azanumanudieglsdne azin

a [ ¢

aglstne (Yoyanfiendl wazn1sdunteal n1sdanm)
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o U19ATlHachiifiaeg1dn Pain & Gain Nuasevasnulanaayls

® M35 empathize laildmsidrluanuiatanusia mmauiitsnaens wiran1sidrlunaneTi

fldvasntalaEn wsnzazuugad1Agyuasn1s Empathize Jadunis “We”

o Husessmiviaeinie Welaglinereuaiuunsn delvtersualvasdly idalulu
1399317909 14 UAINNNANAARLDATINTINES
Engage #aaA1anaaiinsenal Key 10in15a1umanasasanfinsanas fogdaeiu 3 Ussiau
(Fo931iluanagndls (Story) aauidnagnels (Feeling) wsnzazls (Why))
Who is “Extreme user” ?
= Y] Y ' ya oo v o < o
Extreme user #39 Jldgava Aa nguglinanaiidnuauzalnudasniszauszinulemin
wand1seanty il ngunaainnedadn.. lasha Extreme user

Point-of-view (POV) = user + needs + insights t4u..

v

' a Ay a o v a v oy % yeg o
= gqagugantiulnaainivinau Tidumendudiudieanuidnuasnde (Grab)

U

= graninausanila Tisuuszmuemnsieses lngluidnderianfiunie (Food Panda)

B 9giqgdnva9sagud Wuasunlasussnnsalaniudonis taglideenslasesanldane (Nissan

subscription model)
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CREATIVE NEW VALUE CI;EATION

n1sldAuAnas19aTIAN aWUINTaUTeAwga A Inal 9 Wi SN nAnd el wse
nszuaunsluide Wudu fifinadr wazivssleviddodu iseghauazdenn JadlalinaAuasd

Uszloviwdlazanunsavenananale Waninvd vsavielatures

1. INTRODUCTION

2. PROBLEM

3. PRODUCT / SERVICE
4. HOW DOES IT WORK
5. COMPETITION
6.
1.
8.
9.

OPENING SCENE

STORY

REVENUE MODEL

MARKET VALUATION
TRACTION / VALIDATION
TEAM / UNFAIR ADVANTAGE
ALIENESE 10. SUMMARY
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3. Uszlevunlasu
3.1 @nnsadeszideyauasuiunulfngsialdediegndas

3.2 91013 Pitching 14 ldussaidvane a31e1eld dgndn lasunisamu
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