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The iPod!

The original iPod, announced on October 23, 2001.



Diamond Multimedia introduced Rio PMP300 in 1998

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

NO!



Best Data introduced the Cabo 64 in 2000



The first iPod Rio PMP300 

Not that unique…………



So, what distinguished the Ipod?



In addition to storage capacity, battery life and a 

poor UI, 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 

• In just 3 years, the iPod/iTunes combination  
became a nearly $10 billion product

• They accounted  for almost 50% of Apple’s 
revenue



iPod + iTunes = MAGIC!



bringing together pieces of the business puzzle can 

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? 



 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 
preferred tool for modern startups to use when 
rapidly testing a business idea.

Business model Canvas



Business model Canvas



Business model Canvas

Different target audiences to whom the product will appeal 





Source: Statista 2018 

Number of apps available in leading app 

stores as of March 2017

2.8 mil

2.2 mil



Source: CB Insights 

Market need! Market need! Market need!



Who is my customer? 
(Actual/Potential)

Where are they located?

How do they buy?

Why do they buy?





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

• It involves 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:
 Web savvy vs. Non-web savvy
 Demographic attributes
 Stages in Lifecycle
 Psychographic segmentation etc.

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



Customer segments: create persona



Business model Canvas

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.



Example of value proposition

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. 

1

http://frankwalton.no 

CUT UNNECESSARY INTERMEDIARIES

http://frankwalton.no/


Value proposition-Example

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 
PRODUCER THAT HAS BEEN PRODUCING ACETATE SINCE 
1849. THE HINGES OF THE GLASSES ARE ACQUIRED FROM 
NORTHEN ITALY AND ARE MADE IN A WAY THAT THEY CAN 
BE BENT WITHOUT WEAKENING THE GLASSES.

2



Value proposition-Example

UV AND SCRATCH PROTECTIONS ALWAYS ON US

WE WOULDN’T LIKE SEEING ANYONE GOING AROUND 
WITH DAMAGED FRANK WALTON GLASSES. THUS, UV AND 
SCRATCH PROTECTION IS INCLUDED IN PRICE. AND IF YOU 
WISH TO CUSTOMIZE YOUR GLASSES YOU CAN DO SO IN 
OUR STORES FREE OF CHARGE. 

3



Value proposition canvas

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

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

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



Value proposition canvas



Value proposition canvas – create the fit



1

- Those want cost-efficient cab at 
their doorstep

- Those who like to travel in style 
and want to be treated as VIP 

- Fear of being stuck 
somewhere with no 
way to get home

- Fear of missing 
important 
appointments

- Fear of being

exposed to 

vulnerable 

situations

Moving from point A to point B safely



1

- Those want cost-efficient cab at 
their doorstep

- Those who like to travel in style 
and want to be treated as VIP 

- Fear of being stuck 
somewhere with no 
way to get home

- Fear of missing 
important 
appointments

- Fear of being

exposed to 

vulnerable 

situations

- 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. 

Moving from point A to point B safely

- Fast, efficient, 

comfortable 

way to get 

where you’re 

going.

- One tap and a car 

comes directly to you

- Your driver knows 

exactly where to go

- Payment is completely 

cashless

Features

Benefits

Experience



Business model Canvas

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:

 What are the most effective methods to reach your customers?

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

customers?

 How do you manage the customer journey from awareness raising to

completing a sale?





Business model Canvas

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



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

That is:

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

 How will you manage customer acquisition, convincing your customers to

select your products or services over that of others available?

 Can you retain customers and how will you do this?

 Can you offer added value and upsell to your customers?

CUSTOMER RELATIONSHIP





Customer touchpoints

• Customer touchpoints are all the different aspects that 
form consumers´ experience of a product from when they 
first become aware of it, until they dispose it.

• Every touchpoint plays a role in reinforcing the brand’s 
positioning and overall perception.

• Important touchpoints that are majorly mishandled can 
send customers fleeing and result in damaging, unfavorable 
word of mouth



A Clean, Easy to Navigate Website

Packaging

Demo Units in Store

Attitudes of employees in stores

Maintain consistence in your customer touchpoints……..

Example: Apple

Convinient Store Locations

In-Store Classes

Questionnaires on satisfaction

Etc.

“Simplicity is the Ultimate Sophistication”
Apple- Late 1970s/1980s



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. 



Customer journey Analysis……Example

Source: ConversionXL.com



Customer journey Analysis……Example

Source: ConversionXL.com



Customer journey Analysis……Example

Source: ConversionXL.com



Customer journey Analysis……Example

Source: ConversionXL.com



Customer journey Analysis……Example

Source: ConversionXL.com



Online Path to purchase

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

• It is 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 
and communications based on their relative merits for the 
customer and the company

• It is important to develop “channel chains” in order to 
understand consumers multichannel behavior 

• A channel chain is useful for assessing the current and future 
performance of customer journeys.



Multichannel marketing strategy

Assess different customer journeys……………………….



Business model Canvas

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



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

That is:

 Who are your key partners, suppliers or collaborators?

 What key activities do they perform?

 What key resources do they provide/deliver?

 How will you manage these relationships?



Business model Canvas

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



Cause and effect in business value creation

Owners
Performance
expectations

Customers
• Who 

• Why?

Activities
•Which

•How

Resources
E.g., 
Capital, information,
Entrepreneurship etc

Key question for this block is “what tasks are key to the

success of your business?”

That is:

 What are the key actions and activities that will enable you to

deliver your value proposition?

 What processes will ensure your business runs efficiently?

 How will you manage research and development, production,

marketing, sales, customer service, finance and

administration?



Business model Canvas

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



Owners
Performance
expectations

Customers
• Who 

• Why?

Activities
•Which

•How

Resources
E.g., 
Capital, information,
Entrepreneurship etc

Key question for this block is “what resources do you need

to create and deliver your value proposition?”

That is:

 What physical resources will you need now and in the

future?

 Which digital assets do you need?

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

 What financial resources will you need? This might include

lines of credit, working capital, and access to finance?

Cause and effect in business value creation



Business model Canvas



Business model Canvas

Different cost elements. Check these against your 
activities and resources

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

launch and maintain your business?”

That is:

 What costs will you incur at each stage of the

business; for example creating marketing collateral,

acquiring users/customers, building a team, managing

partnerships, fulfilling distribution?

 Which key activities represent the biggest cost to your

business?

 Are these costs fixed or variable?

 What economies of scale can you hope to achieve?



Business model Canvas



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 



Advertising revenue model

1. CPM= Cost per thousand Impressions 
(“M” = “mille” - thousand)

The cost to the advertiser (or revenue received by the 
publisher) when an ad is served 1000 times. This is the 
traditional method by which site owners charge a fee for 
advertising.



Advertising revenue model

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

The cost to the advertiser (or revenue received by the 
publisher) of each click of a link to a third party site. E.g. 
text ads by Google



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 

a fixed fee for a period

• An advertiser can also choose to sponsor 
specific and distinct section on a Web site

• 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

• 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



Major types of e-commerce revenue models:

Transactional revenue

• A company receives fee for facilitating a transaction

• Usually the fee is a percentage of the transaction 
value

• Example: eBay, Paypal



Major types of e-commerce revenue models:

Subscription access to content or services

• This is 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 …….



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

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


Major types of e-commerce revenue models:

Customer database

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



Business model tests

1. The narrative test

2. The numbers test





Priceline extended model
(Groceries, Gasoline, Used goods)

Beggining of 2000

- Unable to deal with major brands
- Inconvinient to pick
- 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

Quick translation
Quarter billion (NOK) lost 
in online grocery business



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



SHARK TANK



SHARK TANK

Further reading!

https://www.applicoinc.com/blog/what-is-a-platform-business-
model/

1. 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

