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The original iPod, announced on October 23, 2001.




Was Apple the first to bring portable MP3 players
to the market ?

NO!

Diamond Multimedia introduced Rio PMP300 in 1998




Best Data introduced the Cabo 64 in 2000




Not that unique............
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Rio PMP300



So. what distinguished the Ipod-




In addition to storage capacity, battery life and a
poor Ul, Apple was keenly aware of the headache
users experienced when trying to sync songs from
their computer to a personal MP3 player.




* In 2003, Apple Inc. introduced the iPod
(version 4.0) with the iTunes Store

* |njust 3 years, the iPod/iTunes combination
became a nearly $10 billion product

 They accounted for almost 50% of Apple’s
revenue
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make huge difference on the marketplace .............




Business is a puzzle — Look for new pieces or rearrange the existing pieces to Win............







Business model

The logic of the company—how it creates, delivers
and captures value for stakeholders

It is “the story that explains how an enterprise
works” — Joan Magretta,

Set of planned business elements designed to result in
a profit in a marketplace

Different companies have different business models.
Some are simple and others are complex




Business model

A good business model answers the following questions:

= Who is the customer?
= What does the customer value?
= How can we deliver value to customers efficiently?

= How do we make money in this business?




Business model Canvas

= The Business Model Canvas is a chart that maps the

key elements that a business needs to get right to
be successful.

" The Business Model Canvas has become the Key
preferred tool for modern startups to use when FPartners
rapidly testing a business idea.
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Business model Canvas
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Business model Canvas

stomer Segments

Different target audiences to whom the product will appeal



You've got to start with the
customer experience and work
backwards to the technology. You
can't start with the technology and
try to figure out where you're going
to sell it.

AZ QUOTES




Murber of apps

Number of apps available in leading app
stores as of March 2017

2.8 mil
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Market need!

Market need!

Top 20 Reasons Startups Fail
B d o = l¥ysis © 01 D Post-Mort

Market need!

n A
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Ran Out of Cash

Not the Right Team

Get Outcompeted
Pricing/Cost Issues

Poor Product

Need/Lack Business Model
Poor Marketing

Ignore Customers

Product Mis-Timed

Lose Focus

Disharmony on Team/Investors
Pivot gone bad

Lack Passion

Bad Locaton

No Financing/Investor Interest
Legal Challenges

Don't Use Network/Advisors
Burn Out

Failure to Pivot
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Who is my customer?
(Actual/Potential)

Where are they located?
How do they buy?

Why do they buy?




There is only one valid definition of a business
purpose: to create a customer.

(Peter Drucker)




Customer segmentation for online business

* This involves identifying and summarizing different target
segments for an online business

* The aim is to understand the online media consumption,
buyer behavior and type of content and experiences
buyers are looking for

1)

* Itinvolves grouping customers based on similarities they
share with respect to any dimensions you deem relevant to
your business

* Create persona for key audiences




Customer segments

Examples of dimensions one may consider may

include:

v" Web savvy vs. Non-web savvy

v' Demographic attributes

v’ Stages in Lifecycle

v' Psychographic segmentation etc.

NB: Segment (or group) your customers in a way
that will have the biggest impact on your business

Some segmentation criteria

B2B /business to business/:

Area of activity: industry sector,
public or private, size, location
etc.

Operation: technology, how
they use your products.

Buying patterns: how they place
orders, their size and frequency.

Behavior: their loyalty and
attitude to risk.

B2C /business to consumer/:

Location: town, region, country.
Demographics: age, gender,
income, occupation, education,
social class.
Attitude and lifestyle
Buying behavior:  product
usage, brand loyalty,
purchasing frequency, benefits
they seeR for in your product or
service etc.

Promotion frequency: how
often they have been offered
by you and how they respond.

M



Customer seaments: create persona

Persona Profile for: “BUSY MOM”

Age Range:

Key Responsibilities:

Major Concerns:

Key Stressors/Pain Points:

Key Purchase Drivers:

Place(s) Most Likely to Find
Information

Preferred Content Medium:

Days/Times Most Likely to Consume
Content:

Role in Purchase Process for Family:




Business model Canvas

Value Propositions 77

(Value
Propositions)
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This is the at the heart of what the business offers to its
audiences and arguably the most important



Value proposition

A business or marketing statement that
summarizes why a consumer should buy a
product or use a service

It is the point of intersection between your
offering and your customer’s desires

The ideal value proposition is concise and
appeals to the customer's strongest
decision-making drivers.
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Example of value proposition

WHAT DO WE DO DIFFERENTLY?

(D)

CUT UNNECESSARY INTERMEDIARIES

FRANK WALTON SALES GLASSES OF THE SAME QUALITY AS
GLASSES OFFERED BY THE EXPENSIVE BRANDS,|BUT OUR |
PRICES ARE MORE REASONABLE.|WE ABLE TO OFFER
LOWER PRICE BY GETTING REED OF THE UNNECESSARY
INTERMEDIARIES. WE DESIGN AND PRODUCE THE
"™ GLASSES IN OUR OWN FACTORIES. THE ONLY
[ INTERMEDIARY BETWEEN IS US.

HVA GJOR VI ANNERLEDES?

O

KUTTER UN@DVENDIGE MELLOMLEDD

FRANK WALTON SELGER BRILLER MED SAMME KWALITET SOM DE
DYRE MERKEVAREBRILLENE[MEN TIL EN RIMELIGERE PRIS| DETTE FAR
A TIL VED A KUTTE UN@DVENDIGE MELLOMLEDD. V1 DESIGNER
VARE EGNE BRILLER OG FAR DE PRODUSERT | VARE FABRIKKER.
|ENESTE MELLOMLEDD MELLOM FABRIKK OG KUNDE ER OSS |

FRANK WALTON

FRANK WALTON ¢
FABRIKK IMPORT@R GROSSIST BUTIKK DEG @ . @
FABRIKK IMPORTGR GROSSIST BUTIKK DEG
% $

% % T

% $ —

TRADISJOMNELL SALGSMODELL

TRADISJOMNELL SALGSM
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Value proposition-Example

HVA GJOR VI ANNERLEDES? WHAT DO WE DO DIFFERENTLY?

2)

WE USE THE BEST MATERIALS AVAILABLE

.| WE USE THE BEST MATERIALS AVAILABLE FOR MAKING
. OUR GLASSES. THE ACETATE USED IN OUR GLASSES IS
' ACQUIRED FROM MAZZUCCHELLI, THE ITALIAN PLASTIC

BRUKER DE BESTE MATERIALENE TILGJENGELIG

]

/I BRUKER DE BESTE MATERIALENE TILGJENGELIG TIL A LAGE | * AL

BRILLENE VARE. ACETATEN I BRUKER KJGPER VI INN FRA DEN |10 PRODUCER THAT HAS BEEN PRODUCING ACETATE SINCE
TALIENSKE  PLASTIKKFABRIKKEN ~MAZZUCCHELLI SOM  HAR | it = 1849. THE HINGES OF THE GLASSES ARE ACQUIRED FROM
PRODUSERT ACETAT SIDEN 1849. HENGSLENE TIL BRILLENE KJ@PES | 0 NORTHEN ITALY AND ARE MADE IN A WAY THAT THEY CAN
INN FRA NORD | ITALIA - OG ER PA FLERE AV BRILLENE LAGET SLIK wL IR

. BE BENT WITHOUT WEAKENING THE GLASSES.

A

AT DE KAN B@YES UTOVER UTEN AT DET GIR SLITASJE PA BRILLENE

L
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Value proposition-Example

HVA GJOR VI ANNERLEDES?

3

UV- OG RIPEBESKYTTELSE FAR DU INKLUDERT HOS OSS - ALLTID! ;3:,\

WHAT DO WE DO DIFFERENTLY?

3

| L UV AND SCRATCH PROTECTIONS ALWAYS ON US

ikl ,f WE WOULDN'T LIKE SEEING ANYONE GOING AROUND

VI @NSKER IKKE AT NOEN SKAL GA RUNDT MED FRANK WALTON if‘k‘*’ WITH DAMAGED FRANK WALTON GLASSES. THUS, UV AND

BRILLER MED DARLIGE GLASS. DERFOR ER ALLTID UV-BESKYTTELSE | #¢d SCRATCH PROTECTION IS INCLUDED IN PRICE. AND IF YOU
OG RIPEBESKYTTELSE INKLUDERT | PRISEN. OG OM DU @NSKER A | © = 8 WISH TO CUSTOMIZE YOUR GLASSES YOU CAN DO SO IN
TILPASSE BRILLENE ER DET SELVF@LGELIG GRATIS | VARE BUTIKKER! 8 OUR STORES FREE OF CHARGE.
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Value proposition canvas

Product Customer

= A “value proposition canvas” is a chart that maps the key
elements that constitute your product and why people buy it.

f. What does it /
feel like to use g
B e n e [ tS your Pr‘odud'? / Wa n t S

| T—

It is a simple way to understand your customers needs, and
design products and services they want.

. | (TN “‘
Experience { \5’/3 Fears |

Features \ Needs
- >

Company: What do people w

It helps show the magic fit between what you make and why
people buy it.

Product: Substitutes .

|deal customer:




Value proposition canvas

Product
. _Wh_c'rl' does it
eel li 0 use
Benefits ot
-

Experience

Features

Customer

Company:

Product:

Ideal customer:

What do people
. currently do
Substitutes -




Value proposition canvas - create the fit




Those want cost-efficient cab at - be )
their doorstep - Fear of being stuc

Those who like to travel in style somewhere with no
and want to be treated as VIP way to get home

Customer - Fear of missing
important

appointments
- Fear of being
exposed to

vulnerable
\ situations

Moving from point A to point B safely



Benefits

Fast, efficient,
comfortable
way to get
where you're
going.

Features

One tap and a car
comes directly to you
Your driver knows
exactly where to go
Payment is completely
cashless

no phone calls to
disinterested
dispatchers

no painful
conversations trying to
explain to a stressed-
out cabbie about where
you need to be

no fumbling for change
or worrying you've got
enough bills in your
wallet.

/

Customer

|
\




Business model Canvas

(Channels)

The methods by which the organization’s products will be
delivered and the audiences reached.



Key question for this block is “how do you reach your customers?”
That is:

e \What are the most effective methods to reach your customers?

e What are the channels you use to communicate, sell and service your
customers?

e How do you manage the customer journey from awareness raising to
completing a sale?



App for

passengers
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Business model Canvas

~ . » v
Customer Relationship$” )
Sl

(Customer

The type of relationships that will be formed, e.g. self-service,
automated services, communities or more personal assistance



CUSTOMER RELATIONSHIP

Key question for this block is “how do you interact with your customers?”
That is:

e How will communicate with your customers (face-to-face or remotely)?

e How will you manage customer acquisition, convincing your customers to
select your products or services over that of others available?

e (Can you retain customers and how will you do this?

e (Can you offer added value and upsell to your customers?



customer
relalionships

Self service




Customer touchpoints

Web Computer
Smart ‘!\.\; ¢ Physical
e Customer touchpoints are all the different aspects that Phone \% Q Store
form consumers” experience of a product from when they ‘
first become aware of it, until they dispose it. \ & /
Customer p— a
e Every touchpoint plays a role in reinforcing the brand’s Service & o ¥
positioning and overall perception. »
n' s S
* Important touchpoints that are majorly mishandled can Sales
send customers fleeing and result in damaging, unfavorable . CUSTOMER Representative
word of mouth Service \
Center | f
? \ & Field
\{ | L ] Service
> l‘h Dlrect Technician
" Mail




Maintain consistence in your customer touchpoints........

“Simplicity is the Ultimate Sophistication”

Exam ple: Apple Apple- Late 1970s/1980s

A Clean, Easy to Navigate Website

/ Packaging

Demo Units in Store

7
Convinient Store Locations
Attitudes of employees in stores
/ In-Store Classes
- -

Questionnaires on satisfaction

Etc.

® Hggskolen i Molde
Vitenskapelig hogskole i logistikk



Customer journey.......

* A customer journey refers to all the steps your customer(s)
go through in engaging with your business, whether its a
product, an online experience, retail experience, or a
service, or any combination.

 The more touchpoints you have, the more complicated —
but necessary — such a journey becomes.

PRINT/TV




Customer journey Analysis......Example

Website Customer Journey Analysis For SaaS

Search

How are prospects
finding you? Where
are they originating
outside of your site

Locate a solution

Google

Twitter
LinkedIn

Evaluate

What are the
details of your

solution? How do
they compare with

other solutions?

Asses if this

solution is the best
optionffit for needs

Case studies

FAQ page
Pricing page
Blog posts

Business

Experiment

How can prospects
engage with
solution before
spending money?

Customer goals

Decide if this
solution is worth
paying for

: Touchpoints
Trial registration

Account creation
Product tour

Source: ConversionXL.com

Purchase

What are the steps to
payment? Do
customers start with a

free trial period?

Get access to all
features and benefits
according to chosen

plan

| Cart page

Checkout

Retain

How do customers
get ongoing

Get ongoing support

and customer
service when

_needed

v'Help pages

Customer support
contact

Cite specific URLs once
you’re ready to make
recommendations for

testing.

@gskoleniMolde

Vitenskapelig hogskole i logistikk
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Customer journey Analysis......Example

Website Customer Journey Analysis For SaaS

Search

How are prospects

finding you? Where

are they originating
outside of your site

Locate a solution

Google

Twitter
LinkedIn

Business
Evaluate Experiment Purchase
What are the
details of your How can prospects What are the steps to
solution? How do Jengage with payment? Do
they compare with fsolution before customers start with a

‘other solutions? spending money? free trial period?

Customer goals
Get access to all

Retain

How do customers
get ongoing

Get ongoing support

testing.

Asses if this Decide if this features and benefits and customer
solution is the best §solution is worth according to chosen service when
~optionffit for needs Jpaying for plan ‘needed
, Touchpoints :
Case studies Trial registration Cart page Help pages
Customer support
FAQ page Account creation Checkout contact
Pricing page Product tour
B|og posts Cite specific URLs once

you’re ready to make
recommendations for

Source: ConversionXL.com

w @gskoleniMolde
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Customer journey Analysis......Example

Website Customer Journey Analysis For SaaS
Business

Search Evaluate Experiment Purchase Retain

What are the
How are prospects details of your How can prospects JWhat are the steps to
finding you? Where solution? How do Jengage with payment? Do How do customers
are they originating they compare with [ solution before customers start with a get ongoing
outside of your site other solutions? spending money? |free trial period? ‘support?
Customer goals |
Get access to all Get ongoing support
Asses if this Decide if this features and benefits and customer
solution is the best j solution is worth according to chosen service when
Locate a solution  optionffit for needs | paying for plan ‘needed
7 Touchpoints :
Google Case studies Trial registration Cart page Help pages
Customer support
Twitter FAQ page Account creation Checkout contact
LinkedIn Pricing page Product tour
B|og posts Cite specific URLs once

you’re ready to make
recommendations for
testing.

Source: ConversionXL.com @ .@gskoleni Molde

Vitenskapelig hogskole i logistikk



Customer journey Analysis......Example

Website Customer Journey Analysis For SaaS

Search

How are prospects
finding you? Where
are they originating
outside of your site

Locate a solution

Google

Twitter
LinkedIn

Evaluate

What are the
details of your
solution? How do
they compare with

.other solutions?

Asses if this
solution is the best

~optionffit for needs

| Case studies

FAQ page
Pricing page
Blog posts

Business

Experiment Purchase etain

How can prospects | What are the steps to
engage with payment? Do ow do customers
solution before customers start with a jget ongoing

‘spending money? | free trial period? support?

Customer goals

Get access to all et ongoing support
Decide if this features and benefits fand customer
solution is worth according to chosen [Jservice when

paying for plan eeded

Touchpoints

HTriaI registration Cart page elp pages

ustomer support
Account creation Checkout ontact

Product tour

you’re ready tofinake
recommendatighs for
testing.

Source: ConversionXL.com @ .@gskoleni Molde
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Customer journey Analysis......Example

Website Customer Journey Analysis For SaaS

Business
Search Evaluate Experiment Purchase
What are the
How are prospects details of your How can prospects What are the steps to
finding you? Where solution? How do engage with payment? Do How do customers
are they originating they compare with solution before customers start with aj get ongoing

outside of your site other solutions?  spending money? free trial period?
Customer goals

Get access to all Get ongoing support

Asses if this Decide if this features and benefits § and customer

solution is the best solution is worth according to chosen |J service when
Locate a solution  optionffit for needs paying for plan needed

7 : Touchpoints 5
Google Case studies Trial registration Cart page Help pages
Customer support

Twitter FAQ page Account creation Checkout
LinkedIn Pricing page Product tour

B|og posts Cite specific

you're ready t@l make
recommendatins for
testing.

Source: ConversionXL.com @ .@gskoleni Molde

Vitenskapelig hogskole i logistikk




Online Path to purchase

* The different sites, channels, devices and information
sources that consumers use to inform their purchase
decision for a product.

* |tis also known as conversion pathways on a site.

Nowadays the path to purchase has become much more
complex due to increased touch points.




Multichannel marketing strategy

* This defines how different channels should integrate and

support each other in terms of their proposition development mu“mnﬂﬂﬂﬂl marnﬂ"ﬂﬂ

and communications based on their relative merits for the
customer and the company

* Itisimportant to develop “channel chains” in order to
understand consumers multichannel behavior

* A channel chainis useful for assessing the current and future
performance of customer journeys.




Multichannel marketing strategy

Assess different customer journeys

Awareness
of agent

Search and
select agents

Negotiation

Viewings
feedback

Offline journey

Mixed-mode journey

Online journey

Hogdiproperty Word-of-mouth Search engine Search engine
paper
I AN / !
Estate agents @ Portal:
Go to agents @ site Rightmove
I l [
At home At home Book online
! ! !
Monthly letter Phone/e-mail E-mail/text

@

Hagskolen i Molde

Vitenskapelig hogskole i logistikk



Business model Canvas

Key Partners

(Key
Partners)

Partnerships give opportunity of expanding reach by taking advantage of
existing organizations and online influencers that have built an audience



) i ‘\
B &N
| ‘

* Looking For a Right £y
Business Partner

Key question for this block is “what partnership are critical to your business?”
That is:

e Who are your key partners, suppliers or collaborators?
e \What key activities do they perform?

e What key resources do they provide/deliver?

e How will you manage these relationships?



Business model Canvas

Key Activities

(Key
Activities)

The main activities that need to be performed in order to
deliver the value proposition



Cause and effect in business value creation

Key question for this block is “what tasks are key to the owners
success of your business?” Performance
That is: expectations
e What are the key actions and activities that will enable you to Customers

deliver your value proposition? « Who
e What processes will ensure your business runs efficiently? . Why?

Activities

*\Which

e How will you manage research and development, production,
marketing, sales, customer service, finance and
administration?

eHow

Resources

E.g.,
Capital, information,
Entrepreneurship etc



Business model Canvas

Resources)

Different types of inputs needed to complete the activities to
create and deliver value proposition



Cause and effect in business value creation

Owners
Key question for this block is “what resources do you need performance
to create and deliver your value proposition?”
That is:
Customers 4=\
e What physical resources will you need now and in the * Who
future? * Why? L
Activities

e Which digital assets do you need?

e What human resources do you need now and in the future?

e What financial resources will you need? This might include
lines of credit, working capital, and access to finance?

*Which

*How

Resources

E.g.,
Capital, information,
Entrepreneurship etc

q




Business model Canvas

(Cost Structure)




Business model Canvas

Key question for this block is “what will it cost to

launch and maintain your business?”
That is: Cost Structure over 5 Years

e What costs will you incur at each stage of the

business; for example creating marketing collateral, -mmm

acquiring users/customers, building a team, managing S 1.5 e2.3 /a0 IS IEGEE
artnerships, fulfilling distribution? Royalties, technical
P hich k P . J he bi know-how fees, etc 704 9.1 28.2 39.7 40
o W ich key activities represent the biggest cost to your Ko 183 15 41 82 47 68
business? Insurance premium
. : id 92 84 209 162 -12.3 -9.6
e Are these costs fixed or variable? G
e \What economies of scale can you hope to achieve? professional jobs 21 02 28 14 -193 -137
Non-executive
directors' fees 139.6 8.7
Advertising expenses 40.3 156 4.7 227 1.8 7.2
Depreciation 17.8 20 -1.2 78 103 10.2

Different cost elements. Check these against your
activities and resources




Business model Canvas

P
{

(Revenue Streams) >




Revenue stream

This is the method by which a business derives income. E.g. ad
revenue subscription fee, sales of physical or virtual goods or
affiliate based commission arrangements.



How will you earn money from your business?




Major types of e-commerce revenue models:

Sales revenue model

This is probably the most widely understood revenue
model

Under this model a customer purchases a product
from a company for an agreed price
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Advertising revenue model

1. CPM= Cost per thousand Impressions
(“M” = “mille” - thousand) CPM
The cost to the advertiser (or revenue received by the Cost Pef 1000 ,mpreSSIOIIS

publisher) when an ad is served 1000 times. This is the
traditional method by which site owners charge a fee for
advertising.

IPvs. IMAP "

Master Your Design Seitls

. . N [fthisad's CPMis $15
and gets 3000 page views
that's $45 in your pocket




Advertising revenue model

2. CPC = cost-per-click (pay-per-click)

The cost to the advertiser (or revenue received by the PAY PER [I_KK $
&q' - :_

publisher) of each click of a link to a third party site. E.g. CENERATING INCREASED TRAFFIC TO YOURWEBSITE
text ads by Google

@ Hegskolen i Molde
Vitenskapelig hegskole i logistikk



Major types of e-commerce revenue models:

Advertising revenue model

3. Sponsorship of site sections or content types |
* A company pays to advertise on a site, typically UPrIntIng Bj ol

“* Program 10 .
a fixed fee for a period g 0Borel0:

Application Form

Fiest Nama

* An advertiser can also choose to sponsor Get Your B|og Sponsored!
specific and distinct section on a Web site Wi FREE s, ener oy s 0 ke oy gy

* The sponsored content will often match the
subject matter, as well as the targeted
audience

* Sponsorship model is common among
publishers such as bloggers




Major types of e-commerce revenue models:

Affiliate revenue model o

* This is commission-based. Such arrangement is - .

known as cost-per-acquisition (CPA —_
.

* For example a site such as Smartinsights.com can '\—'
]
receive say 5% of cover price as fee from Amazon SQF l I /
e

@ Hagskolen i Molde
Vitenskapelig hegskole i logistikk



Major types of e-commerce revenue models:

Transactional revenue
* A company receives fee for facilitating a transaction

e Usually the fee is a percentage of the transaction
value

* Example: eBay, Paypal

@ Hegskolen i Molde
Vi kapelig hegskole i | kb



Major types of e-commerce revenue models:

Subscription access to content or services

* Thisis a revenue model where customers pay subscription
price to have access to the product

* Rather than selling products individually, a subscription sells

periodic (monthly or yearly or seasonal) use or access to a
product

* Examples: Netflix, TV2.no ...........




Major types of e-commerce revenue models:

Freemium

* Freemium is a pricing strategy by which a product or
service (typically a digital offering or application such
as software, media, games or web services) is
provided free of charge, but money (premium) is
charged for proprietary features, functionality, or
virtual goods

 Examples: Skype, Dropbox, Linkedin, Evernote .......

FREE  + PREMIUM

e




Major types of e-commerce revenue models:

Pay-per-view access to documents

* Here payments occurs for single access to a document,
video or music clip which can be downloaded

 Example: Harvard Business Review
www.hbr.org/store/articles

HBR's TOp Articles TOP THIS MONTH CLASSICS MUST READ SERIES FORYOU

Management Time: Who's Got the Monkey?

LEADERSHIP & MANAGING PEOPLE HER ARTICLE hy William Oncken Jr., Donald L. Wass, Stephen R. Covey
Many managers feel overwhelmed. They have too many problerms--too many monkeys--on ther backs. All too often,
they say, they find therselves running out of time while their subordinates arerunni.

7
ESAVE [0 sHARE  NOVEMBER 01, 1395

What Is Strategy? (HBR Bestseller)

STRATEGY & EXECUTION HERARTICLE hy Michae| E. Porter

Today's dynarnic markets and technologies have called into question the sustainability of competitive advantage.

Undler pressure to improve productivity, quality, and speed, managers have errbraced ..

7
SAVE [l sHaRe  NOVEMBER 01,1838

Building Your Company's Vision (HBR Bestseller)

LEADERSHIP & MAMAGING PEOPLE HER ARTICLE hy James C. Collins, Jerry |, Portas.
Corrpanies that enjoy enduring success have a core purpose and core values that rermain fived while their strategies

and practices endlessly adapt to a changing world. The rare ability to balance c..

mSAVE I—jSHARE FEPTEMBER 01, 1386

295

ADD TO CART

8%

ADD T0 CART

895

ADD TO CART

Hegskolen i Molde

Vitenskapelig hegskole i logistikk


http://www.hbr.org/store/articles

Major types of e-commerce revenue models:

Sale of customers’ data

The data a site owner has about its customers are
also potentially valuable

The data can be sold to third parties-- plenty of
companies do and profit from it

NOTE: If you decide to sell customer data to third
parties, clearly say so in your privacy policy

SalesHound
Fie  Tools  Help

¢ &5

 Contacts  ChangeDB  Product  Source .ﬁt.al;ﬁs

Drag a calurnn header here to group by that column

RN

Sghup  Reports  Backup

LogDate [v!| Company v/ ContactName !/ Post Colv] Phone [v] Interest 7] Status [+ Nest Contact[v!| Source (]| County [v|Last  [v] Region Iv| County ]/
| |19/08/2006  Gethyn Powel Skip Hi Mari Powel | +441874 610022 | SkipTrak Dead  |18/10/2006 Skip 18/10/2006  Wales UK
| |20/03/200 | Frank Bames Mark Baes +441254 702748 | SkipTrak Anange Der| 23/11/2008 \Web Site 16/11/2008 Noth West LIS
| |20/03/2006  Edinburgh Plurbing 50 (46124736 453 IPipe Navigator New | ) Faushot [ 061072006 N/A ) Austiaia
|| 20/09/2008 AIIcIear Sklp Services vHayley Pryer DTS 1PP +44 1305821211 SklpT rak ‘ (Ordered ‘1211 072006 'Web Site »Dmsel :13/1 (/2006 | South West lUK
| |20/03/2006 | City maintenance (Lon Joe Dccomore | SW192TJ | +44 20 8543 5888 | Plpe Navigator Ordered  |18/10/2008 Scanpiobe _13/10/2008 London 1K
| |21/03/2008 | 1st Reynolds Skip Hir Helen Fahey RG30 NP |+44 1189 571655 SkipTrak Dead Skip 10/10/2006 Soulh East UK
| |22/03/2006 | NPS Consuitants Ltd | Simon Corke NR7OHR | +44 1603 706134 iIASC New 18/10/2006 jWeb Site 03/11/2006 East UK
| |22/09/2008 E ES14hFoor | PaulCaswel |SG1T1HG | +44 1438 743003 TASC New 23/1 072006 Web Site 1211072006 | South East UK
| |25/03/2008 Plumbusler Py Ltd Aaron 21 +61433142199 ‘Pipe Navigator |New |Fanshot 05/10/2005 NIA ;Auslralia
| |25/08/2006 |EMR Ltd ino Ne 10/258RQ06 West Midands UK
| |25/03/2006 | Reston Waste Clge Idg/ Q m g Ne ﬂ a ﬁ Sﬁﬁ London UK
| |25/03/2006 | Keny Envito Serwces fil Co enny 872671518 | Pipe Navigator |In Discussio 01 ain | rader 03/ 6 Ireland Ireland
| |26/08/2006 EasyLawn iHR1 30G |+441432 850850 Genelal Bespoke N ew 706711 1/2006 1Web Ste | _14/1 172006 jWe;t Midlands flUK =
| |26/03/2006 | MCP Jagb]r Singh BI1ITA  +44121 7775657 Sk|pT|ak New 12311012006 \Web Site 10/10/2005 West Midlands (UK
| |27/09/2006 M Mllton Keynes Skips L |Chris Pickering | MK19 6AG | +44 7831 553542 SklpT tak New |23110/2008 Skip 18/10/2008 [South East UK
|| 27/09/2008 Thomas Crompton De Tara Righy BD14 6PY +44 1274726777 SklpT rak New ‘1711 142006 'Web Site | :18/1 1/2006 North West lUK
| |27/03/2008 B|§0Ive John Southwood | |+27 118677971 Pipe Navigator New 01/11/2008 Wweb Site |Albettan |20/10/2008 ‘ N/, Sauth Aliica
| |23/03/2006 | Becker Drain Cleaning Brendan Becker +61 407 711603 Pipe Navigator In Discussio 1 3/10/2008 Referal 10/10/2008 N/ |Austialia
I 23/09/2008 VEhoea-H loc drain Ser»!_ance Qisson _843 BBW 0800 Dj 33512 i iPipe Navigator New ‘01 H11/2006 jWeb Site _20/1 OIZUDE ;Wegl Midlands i UK
| |23/03/2006 | Ackioyd plumbing & D Paul Ackroyd | |+44 7793971 2% |Pipe Navigator Dead \Web Site | 13/10/2008 |Yorks & Humberside UK
| |23/03/2006 | Suton & East Surey v Charles Kynoch | SM1 2EW | +44 20 8722 7226 ;Pipe Navigator |In Discussio| 23/10/2008 |Fanshot 021072006 ‘ South East ‘VUK
| 0211072006 JRS Environmental Se Jeff Skinner |+44 7702 886410 Pipe Navigator In Discussio| 06/11/2006 Drain Trader |03/11/2006 | East LS
| |02/10/2006  Drains First Joanne Gil | +44 1132261555 |Pipe Navigator New 06/11/200 ‘[_)rain Trader |0B/10/2008 Yorks & Humberside UK
| |02/10/2006  Number 1 Jeter Michael | Pipe Navigator New |06/11/2008 | Drain Trader | (UK
| 102/10/2006 | Plunting and Jeting L Nathen Thampson |SG129HF 08000757540 PpeNavigalor | InDiscussio 03/10/2006  Dian Trader | |05/10/2008 | South East |k
| |02/10/2006 | PRB Services Phil Blake LET00F)  +44 7931 390 161 Pipe Navigator In Discussio| 12/10/2006 Drain Trader 02/10/2006 |E st Midlands LIS
| |02/10/2006 | Dial a Drain Stephen Poulton | TS185HF | +44 1642588610 | Pipe Navigator New 08/11/2006 Drain Trader 31/10/2006 Noth East UK v
< | )
[ Add ][ Edt " Seatch ] [ Delete ] [ EMal ][ Select Al |

User : ADYBLE Licence :

Version : 1,0.0.1




Business model tests

1. The narrative test

2. The numbers test




Name Your Own Price ® For Hotels
We guarantee you'll book a big deal or we'll give you $25.

city

|

check-in check-out

o

Immddlyyyy T i

NAME YOUR OWN PRICE

on Last Mmute Fllghts

70




“DON'T BEA NAMBY-PAMBY!
NAMING YOUR OWN PRIGE IS EASY!

Beggining of 2000
- Unable to deal with major brands
Priceline extended model - Inconvinient to pick
(Groceries, Gasoline, Used goods) - Shutdown! (October 2000)



Business model tests

1. The narrative test

a business model must constitute a
logical story that ties all key elements
together

Priceline Webhouse Club failed the
narrative test:




Business model tests
Kapital

Norway's leading business magazine

Kontakt oss | Abo. service | Minside | eMagasin

Om Kapital Redaksjonelt Abonnement Annonser

Foto: Kolonial.no og Marked.no

Se flere overskrifter fra siste utg

Kvart milliard i tap pa nettmat

Nye nettmatselskaper popper opp som paddehatter i Norge, men dauer ogsa som fluer. Til sammen

Forrige | Neste Quick translation

Siste magasin Quarter billion (NOK) lost

‘

tapte disse selskapene over en kvart milliard kroner i fjor. Rasmussengruppen og Stein Erik Hagen
konkurrerer nd “head to head” i et race der de begge har satset et tresifret antall millioner kroner pa

hver sin nettmat-akter.

in online grocery business

Pregware b bot rus biwt

BOLIGPRISER - DFFSHORE - SHIPPING




Business model tests

1. The numbers test

- The business model’s story must tie
assumptions about customers to
sound economics — the revenues
obtained must justify the costs
involved

- Norwegian online grocery companies
are struggling with the numbers test

- the revenues obtained by e-grocers
do not cover the marketing,
technology and delivery costs
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Further reading!

1. Platform Business Model: https://www.applicoinc.com/blog/what-is-a-platform-business-

model/

2. 4 Business Models for the Data Age: https://hbr.org/2015/05/4-business-models-for-the-
data-age



https://www.applicoinc.com/blog/what-is-a-platform-business-model/
https://hbr.org/2015/05/4-business-models-for-the-data-age

