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Session Structure

1. Introduction to entrepreneurship and
creative ideas

Mapping entrepreneurial ideas
Introduction to Business Model Canvas




Entrepreneurship

 Entrepreneurship is the process that drives:
»>The establishment of a new business and/or
>The renewal of an existing business

- Types of innovation-driven entrepreneurial action
(OECD, 2005):
v'"New products/services
v'"New production/ distribution/ marketing processes
v'New markets
v'"New models of organization and operation
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THE PROCESS OF ENTREPRENEURSHIP

1.

-

Idea Identification
What is the creative idea;

\

Dt

ldea Evaluation
Is this idea feasible;

&

Idea Planning and
Implementation

\How can this idea be implemented?)




:IIIII .
& Creative Ideas and New
(oms (s Venture Creation

* Creativity involves the generation of novel, fresh ideas by
individuals or groups

* |tis a necessary first step of the innovation process.
* Innovation refers to the process by which creative ideas are

converted into novel, useful and viable commercial
products, processes, and business models for new or
existing businesses.
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From Creativity to Innovative Start-ups

DeepMap - «building maps for autonomous vehicles»
$32 ek. a6 Andreessen Horowitz and Accel

SoundHound Why Soundbound?  Products  Soktors  Customers  Resouces dbowt O (@) legin Tl

What's @ good gt for a ben-year- i
old who foves bosketball? ¢

Introducing SoundHound e HiG Bb00T 8 Basketball of basketball

shoes? You could alse consider getting
Chat Al ticket Ipcoming basketball game or
a sul to a sports magazine. Does
dute voice that h
; i 1 &

W' the et b e bz
e Kaicks?

Discover Our Voice Al Solutions for Your Industry

SoundHound: voice Al platform, which allows companies (e.g. a restaurant) to

create customized conversational assistants (e.g. for automated phone ordering)
$351 k. and Siddopa VCs (Bracket Capital, Translink, Tencent, Samsung, Nvidia kArt.)
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Serve Robotics - «zero-emission robots that serve

people in public spaces, starting with food delivery».
$13 ek. oo enevduTIKa kKedpalata (Uber kat 7 Ventures)
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Namaste India.
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Decarbonizing
future of
Deliveries.

Join us in our:

scooter, ride it, park it, and pay, all in one place.
$51 ek. amo IANFund
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VERTICALIZATOR

Rise Jon, /&Maﬂx/

iRise iRise Mechanics produces robotic mobility devices
that help people with disabilities navigate daily tasks.
$47.6 k. and Deutsche Bank

Zypp - a scooter-sharing startup, which allows people to unlock a



Idea Formulation/
Mapping

= After capturing a creative entrepreneurial idea, a very
important next step is the clear and effective mapping of idea

= |dea mapping is a critical step in the entrepreneurial process:
v'It makes the idea clear
v It helps in organizing the idea
v Explains the business model of the new venture
v'Lays the foundations for the business plan that will follow

= “Ildea mapping” interrelates with "ldea Evaluation, in a back-
forth fashion

v The use of ‘lean’ tools gives flexibility in the constant research,
evaluation, and refinement of the idea




Idea Mapping Tools
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Mind Maps

Business Model Canvas
What do you offer to Osterwalder & Pigneur, 2010

the customer?

Value Business Model Innovation Example
Proposition Nespresso ESPRESSO.

How is the value

proposition created? 1 Coffee capsules and machines
to produce high-end quality espresso

How is revenue

EI A created?

Revenue
Model

Measure
| What? |

Who is your target s
customer (segment)? Proposition

Coffee machine is sold at
production costs, main revenues:

Magic Triangle - BMN Capsules

Gassmann et al., 2014 Why?

Direct selling approach

| How? |

High-end households, Office
markets




Idea Mapping: Business Model Canvas

= BMC is a tool that can be used in mapping, evaluating,

developing and refining the idea before it reaches the
(business) planning stage.
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Build Measure

= ‘Lean’ tool - allows the continuous refinement and \ J
development of the idea through testing-learning-revising

Osterwalder & Pigneur (2010)



Why Business Model Canvas?

* It maps the business model — i.e. the way the business will create,
deliver, and capture value

* |t allows you to describe, design, challenge, invent, and pivot your
business model

* It allows effective understanding of the basic building blocks (nine in
number) of the entrepreneurial effort and the way these building
blocks interrelate



Business Model Canvas
Key Partners é) Key Activities o Value Propositions = Customer Relationships ' Customer Segments .

Create value Deliver value

Create value Create value
Create Value Key Resources Channels

Create value Deliver value

Cost Structure @ Revenue Streams

Capture value Capture value




Business Model Canvas
Key Partners é) Key Activities o Value Propositions 'E' Customer Relationships ' Customer Segments ’

Create value Deliver value

Create value Create value
Create value Key Resources Channels

Create value Deliver value

Cost Structure Revenue Streams

Capture value Capture value




Value Creation
Building Blocks

VALUE
CREATION

Building Something That Others Want




Building Block 1
Customer Segments

" Defines the different groups of people or organizations
an enterprise aims to reach and serve

= Start-ups and smaller businesses usually target niche

markets — e.g. StudentlLife targets university students for their used
book business

" Platforms need to consider their two (or more) sides — Ub
e.g. ‘Uber drivers’ (providers/sellers) and ‘Uber riders’ (buyers) er




Building Block 2:
Value Propositions

Products or Services that will offered to the customers

Explains the reason(s) why the customers should buy and why to turn to
our company (as opposed to competition)
= What benefits our product/service offers? What customer problem/needs it solves?

The basic argument/ message attempting to persuade a customer to buy,
e.g.

= StudentlLife — “At the end of the semester you have the option to return your textbooks
and get 50% to 65% of the selling price”.

= Uber: “One tap and a car comes directly to you” Uber
Value Propositions may be innovative and represent new or disruptive
offers (e.g. smart watch)




Building Block 3:
Key Activities

" The most important things a company must do to make its
business model work (e.qg. production, knowledge management, training,
IT platform management, product design etc)

= Depends on the type of business and importance of an activity for
the business

* Choice between keeping an activity inside the business or
outsourcing it, e.g.

= Nike keeps the product design, development, and marketing and &
outsources the production

" eBay manages the platform, the marketing and outsources manufacturing, eb y
warehousing, delivery, and payments.



Building Block 4:
Key Resources

= The most important assets required to make a business model work

— Physical. e.g. premises, machinery, equipment, sales points/ shops.
— Intellectual. e.g. brands, clientele, patents, partnerships, reputation etc

* Difficult to be developed but help secure sustainable core competences

— Human. Crucial in knowledge-intensive industries.
— Financial. Capital to start-up or expand existing business



Building Block 5:
Key Partners

N
L

" The network of suppliers and partners that make the business
model work

= e.g. suppliers of raw materials, subcontractors of particular activities (e.q.,
production, warehousing, payments, product deliveries)

= Companies create alliances to optimize their business models,
reduce risk, or acquire resources.

= e.g. Outsourcing the production to collaborators that have better economies; Outsource non-core

activities to focus on core ones to sustain competitive advantages; Access to new/additional
resources (e.q. clientele, distribution network)

= Smaller businesses can benefit from partnerships i

DROPSHIPPER




Value Delivery
Building Blocks

T
' VALUE m




Building Block 6:
Channels

* ‘Channels’ describes how a company communicates with and reaches its
Customer Segments to deliver its Value Proposition

 ‘Channels’ have five distinct (hierarchical) phases:

— Awareness. How do we raise awareness about our company’s products and
services? (e.g. media, website, face-to-face)

How to get -

— Evaluation. How do we help customers evaluate our organization’s Value OT] [T
Proposition? (e.g. Free vouchers/coupons, discounts, free trial period) sl

— Purchase. How do we allow customers to purchase specific products and services?
(e.g. supermarket shelf, Internet)

— Delivery. How do we deliver our products (e.g. post, retail stores)
— After sales. How do we provide post-purchase customer support?

(e.g. warranty, phone centre, free service)



Building Block 7:
Customer Relationships

—
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* The types of relationships a company establishes with its Customer Segments
e Several types of Customer Relationships may co-exist:

— Personal assistance. Personal support/service to the client — e.g. Clothes shopping
assistance, call centres, emails etc

— Dedicated personal assistance. A customer representative dedicated to an individual
client (account management — e.g. banks, advertising firms).

amazon.com Recommended for You

endations for you based on items you purchased or

— Self-service. E.g. fast food o ——
=

— Automated services. e.g. Sales via internet. Automated services can O
simulate a personal relationship (e.g. Amazon’s book recommendations) — s, wiiit., g

— Communities. User communities (e.g. Online community of
GlaxoSmithKline to understand obesity problems).

— Co-creation. Cooperation with clients to co-create products —
e.g. Lego's “Idea” platform




Value Capturing
Building Blocks




Building Block 8:
Revenue Streams

 The cash a company generates from customers
* Transaction revenues (one-time) and recurring revenues (on-going)

* Sources of revenues Netix sbscrpton plans
— Physical product sale. e.g. books, cars etc
— Usage fee. e.g. Telephone charges, hotel room charges
— Subscription fees. e.g. Gyms, Magazines, TV streaming

— Renting/Leasing, e.g. Car rental

— Licensing, e.g. a software .|
PRICING
— Brokerage fees. e.g. real estate agents /
.. . PAY-AS-YOU-GO 1]
— AdvertISIng (Affl/late programS) $1 TO UNLOCK + $0.35 PER MINUTE o

PURCHASE NOW TO GET RIDING é ﬂ
Scooters need to be docked in a Bike Chattancoga e ,
station dock at the end of every trip



Building Block 9: =i V.
Cost Structure =~

* All costs incurred to operate a business model

* Defined after determining Key Resources, Key Activities, and Key
Partnerships

* Types of Costs:

— Fixed Costs (e.g. Premises, machines, equipment, rents).
— Variable costs (e.g. Utilities, production wages, raw materials).

— Other initial costs (e.g. Costs for registering and patenting products).
— Advertising costs
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BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS

KEY RESOURCES -- CHANNELS
i e

when you

COST STRUCTURE REVENUE STREAMS
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@ Spotify - Business Model Canvas

Maintenance of the app
and website

Keys Partners Oo Key Activities / Value Propositions ﬁ Customer Relationship ' Customer Segments &"
Software development Customer service
Unlimited access o
Investors music via streaming
Creative content E-mail Marketing
acquisition & Social media
Reach millions of people
Records Labels z around the world with Content Creators
Key Resources oy your content Channels a
Software platform Website
Marketing Partners Advertisers
Creative content and Mobile app
content creators

Cost Structure ‘) Revenue Streams é

Royalties and licensing

Employee Salaries fass

Marketing

Advertising revenue on a
Freemium business
model

Premium Subscriptions
(monthly fees)

@ THE BUSINESS
MODEL ANALYST

businessmodelanalyst.com




Homework...

* Fill-in the Business Model Canvas drawing on your own entrepreneurial
Idea or existing venture

Key Partners & Key Activities ° Value Propositions 'E' Customer Relationships ' Customer Segments ’
Key Resources .‘; Channels 'D
-

Cost Structure 6 Revenue Streams o




Any Questions?
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