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No business plan survives the
first customer contact.

D It’s the business model, stupid.

3 Take time to think through
alternative possibilities

Your business model idea is
just a set of hypotheses.

5 Don’t build your company,
until you’ve verified your
Business Model
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The Business Model Canvas
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you need to adapt the
business model until

you can prove it works
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business model framework

/! s N\ Y / N
l INFRASTRUCTURE PARTNER E OFFER CUSTOMER CUSTOMER .
| NETWORK | | RELATIONSHIPS |~ i
| CORE - | | VALUE - | /| CUSTOMER |
CAPABILITIES (| PROPOSITION SEGMENTS ||
ACTIVITY ; | DISTRIBUTION |/
CONFIGURATION | ! CHANNELS
\ Jn
| COST FINANCE REVENUE
STRUCTURE STREAMS

a business model describes the value an organization offers to various
customers and portrays the capabilities and partners required for
creating, marketing, and delivering this value and relationship capital
with the goal of generating profitable and sustainable revenue streams

/ Antonio Fontanini WWW. eoi.es —@ =By nNC_ sA
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the big picture

Partner Network

« food & beverages
« ticketing services
* promoters

* ad placement

* telecom operator
* TV operator

| Customer Relationship []

* personalized web profile
* newsletter

 team blog (RSS)

* VIP events with team

Core Capability

Activity Configuration

Value Proposition

Distribution Channel

Target Customer

* play attractive & win
games

* brand management

* video images

» channel management

* team management

* event management

* venue management

* ticketing

* VIP relationship
management

* video crew

* attractive soccer

* 360° event (match,
dining, shopping)

» exclusive VIP lounges

* merchandising

* renting out stadium

* stadium

* POS networks

* club website (+online TV)
* club cable TV channel

* mobile phone TV channel

» fans (families, etc.)

« fan groups

* companies

* event/concert organizers
* advertisers

Cost Structure

* marketing
* video

STER PROGRAMS— o E o

* team & maintenance
* infrastructure management

Revenue Model

* Ticket fees & season tickets

online TV subscription revenues

* revenue sharing cable & mobile phone TV
* renting out stadium for events

+ advertising revenues

* merchandising revenues

WWW. €01.€es
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€0l The Innovation Radar

OFFERINGS

(WHAT)
Brand Platform
Networking Solutions
PRESENCE CUSTOMERS
(W HERE) (WHO)
Su Customer
Chpa'?s? Experience
Organization CValtue
PROCESSES aprure
(How)

. . s [ % L - e
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The 12 dimensions of business innovations

Dimension Definition Examples
Offerings Develop innovative new products or = Gillette Mach2Turbo razor
senvices. = Apple iPod music player and iTunes music service
Platform Lse common components or building = General Motors Onstar telematics platform
blocks to create derivative offerings. += Dismey animated movies
Solutions Create integrated and customized offerings += LUPS logistics services Supply Chain Solutions
that solve end-to-end customer problems. + DuPont Building Innovations for construction
Customers Discowver unmet customer needs or = Enterprisze Rent-A-Car focus on replacement

identify underserved customer segments.

car renters
Green Mountain Energy focus on “green power”

Customer Experience

Redesign customer interactions across
all touch points and all moments of
contact.

= Washington Mutual Occasio retail banking concept

Cabela’s “store as entertainment experiencea”
concept

Value Capture

Redefine how company gets paid or
create innovative new revenuse streams.

Google paid search
Blockbuster revenue-sharing with movie
distributors

Processes

Redesign core operating processes to
improve efficiency and effectivensass.

Toyota Production Systemn for operations
General Electric Design Tfor 5ix Sigma (DF55)

Organization

Change form, function or activity scope
of the firm.

Cisco partner-centric networked virtual organization
Procter & Gamble front-back hybrid organization
for customer focus

Supply Chain

Think differently about sourcing and
fulfillment.

Moen ProjectMet for collaborative design with
suppliers

General Motors Celta use of integrated supply
and cnline sales

Presence

Create new distribution channels or
innovative points of presence, including
the places where offerings can be
bought or used by customers.

Starbucks music CD sales in coffee stores
Disbold RemoteTeller System for banking

Networking

Create nebwork-centric intelligent and
integrated offerings.

Otis Remote Elevator Monitoring service
Department of Defense Metwork Centric Warfare

Brand

Leverage a brand into new domains.

/ Antonio Fontanini

Virgin Group “branded venture capital™
Yahoo! as a lifestyle brand

. LU AN N/
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228 Innovation profiles of 4 leading L. A. Banks

OFFERINGS

(WHAT)

Brand = Platform

6

5

Networking Solutions

PRESENCE 1 CUSTOMERS
(W HERE) A (WHO)
‘ — Bank 1
= Bank 2
Bank 3 Customer
Scuhpa;?'l_.y w— Bank 4 Experience
Organization Value
Capture
PROCESSES
(How)
MASTER PROGRAMS / Antonio Fontanini LU AT
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BLUE
OCEAN
STRATEGY

> market boundaries are

not given

> they are reconstructed
by the actions & beliefs
of industry players

W. Chan Kim . Renée Mauborgne

AR 3

MASTER PROGRAMS / Antonio Fontanini
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Innovacion en Valor

Aumentar el valor disminuyendo los Costes

l COSTOS
:\ INNOVACION EN VALOR

IVALOR PARA EL CLIENTE




RED OCEAN

BLUE OCEAN

compete in existing markets
beat the competition
explore existing demand
make the value/cost trad-oft

align with differentiation OR
low cost

create uncontested markets
make competition irrelevant
create & capture new demand
break value/cost trad-off

align with differentiation
AND low cost
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augmented product concept

Pabantal Praduct

The bigsic product refers to the core benefit
that is being offered. A hotel room provides

overnight shelter (2 room with & bed and
bethroom); an automaobile provides
transpartation (four wheels and a motor].

The gxpected progduct consists of the set of
ettributes thet consumers expect when they

sgree io purchase the product. For holel
gues:s, this includes clean sheets and frash
towels. For car buyers, this includes air

conditioning and & car stereo.

The augmented product exceads the

customers’ expectations by offering benefits
and atiributes that are designed to create
delight.

The potentisl product encompasses all the
sugmentetions and transformations that the

product might ulimately underga in the
future.

el
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Blue Ocean/Reverse Positioning Strategy

“Le Cirque du Soleil”

“Yellow Tail” by Casella Wines

7 \\

“SouthWestern Airlines”, “"Easy Jet”

“"Ikea”



Blue Ocean Principles

1. Crear Nuevos espacios de consumo: redefinir

las fronteras del mercado objeto
Analizar las industrias cercanas/alternativas (Net Jets)
Ampliar la oferta a otros segmentos (Curves)
Sustituir al grupo a los que nos dirigimos (Novo Nordisk)
Incorporar clientes de productos alternativos (Nabi)

Ampliar los drivers (funcionales o emocionales) de compra
(Swatch, The Body Shop)

Explorar la dimension del tiempo (I-tunes)

2. Centrarse en la idea global, no en los numeros

3. Ir mas alla de la demanda existente (Pret, Jcdecaux)
4. Asegurar la viabilidad comercial del océano a.
EJECUCION: Superar los obstaculos en la organizacion e
incorporar la ejecucion en la estratégia.



eliminate raise

reduce create
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Matriz de las 4 acciones

REDUCIR

. Qué variables se deben
reducir muy por

debajo de la industria
actual?

ELIMINAR

. Qué variables que la
industria da por
supuestas se deben
eliminar?

|

Una nueva curva
de valor

|

CREAR

. Qué variables se deben
crear porqué la industria
nunca los ha tenido?

INCREMENTAR

. Qué variables se deben
incrementar muy por
encima de la industria
actual?




Yellow Talil

El negocio del vino en EEUU

Industria de 20B$

Tercer mercado mundial (F, I, USA, E)

Vinos de California: 75% de cuota de mercado controlado
por 8 grandes Vinedos

El restante 25%: 1,600 Vinedos (E, I, F, A, A, Ch)
Competencia muy intensa

Mercado saturado

Presion grande sobre el sector minorista: lucha para los
espacios, dificilmente distinguibles para el publico
Casella Wines: Vinedo Australiano

1. Como producir un vino agradable, no tradicional, facil de
beber, facil de elegir para todo el mundo, asociado a la
imagen de Aussie



Lienzo Estratégico del Vino EEUU

Alto Vinos de prestigio

N/’A\,AA/A

Vinos economicos

——®
<

Bajo

Precio Comunicacion Mktg Calidad Prestigio Complejidad Gama
Vinicola Anejo  Vinedo del Vino de vinos



Matriz de Casella Wines

REDUCIR

Complejidad del vino
Gamas del vino
Prestigio y legado

ELIMINAR
Terminologia vinicola y
Medallas

Cualidades Aiejo
Marketing excesivo

vinedo

|

CREAR

Facil de beber

Facil de elegir
Diversion y aventura

INCREMENTAR

El Precio de los vinos
econdmicos
Participacion del
comercio minorista




Lienzo Estratégico del Yellow Tail

Alto Vinos de prestigio

N/’A\,AA/A

Vinos economicos

——®
<

L] L L

Bajo |:| |:| D

Precio Comunicacion Mktg Calidad Prestigio Complejidad Gama Facil beber Facil elegir Diversion
Vinicola Afiejo  Vifiedo del Vino de vinos y aventura



Matriz de Cirque du Soleil

REDUCIR

La diversion y el humor circense
El suspense y el peligro

ELIMINAR | CREAR

Las estrellas
Los numeros con

Un tema
Ambiente refinado

Cirque du

animales - . «— Multiples producciones
Las concesiones en Soleil Musica y danza
pasillos artisticas

Multiples pistas

|

INCREMENTAR

Un solo escenario
La magia




CIRQUE DU SOLEIL

El lienzo estratégico del Cirque du Soleil

Alto
Le Cirque du Soleil
- - - |
Circos tradicionales
Bajo . .
Precios Estrellas  Espectaculos  Descuentos  Espectaculoz en  Diversion Acrobaciasy  Actuaciones Cada Ambiente Producciones  Mdsica v
del circo de animales  de entradas miltiples espacioz v Humar riesgo escénico unicas espectaculo  escénico multiples danza
cusnta una refinado
historia
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LN/ TheBody Shop _
Offerings |-t Y e
Cosmetics Industry
Low SRS, W S S .......... ............ .........
| | i : i i i
Price I I | I
Packaging High-tech Glamorous Natural Representation
adx-'reﬂhi.sing sclence Image ingredients Of healthy
ving B
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Lienzo Estratégico de Southwestern Airlines

Alto

Lineas aéreas tradicionales

ﬂw/ A\.d/\/

Bajo

Precio Comidas Salas Clases Conexiones Asientos Servicio Velocidad Salidas Salidas
Espera Amable Frecuentes Punto a punto



Lienzo Estratégico de Southwestern Airline

Alto
r r [ ] ° . .
Lineas aereas tradicionales 0
[]
Bajo \.-i ...-.‘
Precio Comidas Salas Clases Conexiones Asientos Servicio Velocidad Salidas Salidas

Espera Amable Frecuentes Punto a punto



METODO DEL TUNEL DEL PRECIO

Paso 1: Identificar el precio del tunel Paso 2: Fijacion del precio estratégico
Tres alternativas de productos/servicios:

Diferente forma

Misma Diferente forma, y funcion,
forma misma funcién mismo objetivo
Gama alta de Alto grado de proteccion legal o de
precios activos. Dificil de imitar
Tunel del Gama meadia de Cierto grado de proteccion
Precio precios legal o de activos
Gama baja de Poca proteccién legal o de activos.
precios Facil de imitar




The Six Utility Levers

The Buyer Utility Map

The Six Stages of the Buyer Experience Cycle

1. 2. 3. 4. 5. 8.
Purchase Delivery Usa Supplements Maintenance Disposal

Customer
productivity

Simplicity

Convenlence

Risk

;
i

Environmental
friendliness
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from bloated head to the long tail
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Pioneer, Settler, Migrator Map

A corporate management team pursuing profitable growth can plot the company’ s current
and planned portfolios on a pioneer-migrator-settler (PMS) map. This strategy can help a
company determine which businesses experience the highest and lowest growth and cash
flow. These are classified accordingly with the highest growth potential being pioneers,
then to migrators, then to the lowest rung, settlers.

o
Pioneers
o
o
[ ]
o
® o
Migrators ® / o
/ °
o
@ @
¢ °
Settlers ® ® ® )
® ® ®
® o —G)@@
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