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,Entrepreneurship is complex and chaotic where there is no notion of

linearity

Uncertainty

V

U BF

- Complexity
A R

Ambiguity

(Neck & Green, 2011)

Corporate level
Agility
Information

Restructuring

Experimentation

Personal level

Personal initiative

Opportunity
recognition

Sustainable thinking

Creativity

Sources: Bennett & Lemoine (2014); Ustav (2020)




CREATIVITY

& idea
development

“SPACED OUT” IDEAS

BLUE SKY IDEAS




Example: RORANALYSGRUPPEN

v: RoranalysGruppen

’ﬁ 77'

HOME REPIPER QUALITY LICENSING NEWS

LINING THE
SOIL STACK

Repiper 3. Lining branch pipes

3. Lining branch pipes

Connections between branch lines and soil stacks are especially exposed areas
and are therefore that part of the drainage system which is often affected by
cracks and leakages. A bespoke flexible casing that has been impregnated with
curing plastic is installed at the transfer point between the stack and branch
lines. With the new branch pipe in place, this area becomes properiy reinforced
and future problems are prevented.

Next step: 4. Lining of branch lines..

3 o W e

—
ABOUT US CONTACT US

-

Pt P
o~ Sf;"? .
-
LINING LINING LINING THE
BRANCH PIPES BRANCH LINES MAIN DRAIN

You must have the Adobe Flash Player installed to view this player.



Example: Laerdal

[ B ¥ _'3’» - S =
Now Available on SimStore!
" Nursing Obstetric Scenarios for SimMom™ >
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Example:
Baltic Intertex




Business
Model o B
Generation =</ .

By: Alexander Osterwalder
(2005)



BUSINESS MODEL DEFINITION

Describes connections,
how organisation
creates, delivers and

achieves value

(A.Osterwalder)




WORKING WITH THE CANVAS

easyJet ‘s business model
I

JFFER CUSTOMER CUSTOMER
RELATIONSHIPS SEGMENTS

« Do as many as possible PARTHER
(NB! Thinking patterns,
filters, selectivity)

DISTRIBUTION.

——

At first stage no critics,
no analysis

¢ WO rk I N tea m COS™ a2 ICTURE REVENUE STREAMS
Chargmg f°" |

- Make it a habit - .- :

TAL
TECH




MY EXAMPLE - USE VISUAL HELP

Partners Key activities Value Proposition Relationship Customers
6 LGP eackek )
BACKPACK
Anti-Theft -
DESIGN Functional and stylish <
MANUFACTURING Customer Reviews
Comfortable to carry anywhere e o
:Al\tll::ASRKEﬂ NG Fashionable anti-theft backpack el
LEATHER z Provides protection to help prevent pickpockets Tecln
MANUFACTURING Kev resources It features a back access to the main compartment Channels .
Convertible in three ways: Backpack, Hand Bag, or Shoulder Bag CHV
LEATHER Removable and adjustable shoulder strap that can be extended up to Od\/S Sey E
MASHINERY 334 D working women
DESIGNERS The main compartment can hold various stuff like iPad| A4 books, cell
INVESTMENT 50K phone, wallet, umbrella, cosmetics, and more frequent travellers
______ It goes well with any outfit A 1.
Suitable for work, dating, shopping, school, outdoor trave!, and more
”"E“)‘(“Q“ewn“g”e““s” B“"Q”\Le“[lug Minimum Qty Discount
MANUFACTURING . 9
W EQUIPMENT S— 2 5% Off
- facilities PRODUCT DEVELOPMENT 3+ 10% Off
~ el SALES & MARKETING WEBSALES i e
- employees + %
ADMINISTRATION i I
W/‘m VISA @ Gonzs PayPal




Facility/Operations Manager Fred

o N Company information )
B . * Industry: Distribution, Manufacturing, 3PL
- -
. 1
1. Differentiate between =
\. oY J

/Gaalsand Challenges \

* Success means: a raise and promotion
* Values most: Job security, family,

customers and consumers
recognition for success, church

Customer pays for product, N
user needs it 4 N e e

Personal Background » Biggest objections: Appearance, liability,
* Age:45-55

2 Divide bigger Seg ments i nto « Married with 1 kid in College, 1 in HS k suitability, not state of the art, look dumb/
" * Education: Undergraduate
- J
S m a I I e r \\ ’/Shopping and Industry News Preferences \\
/ Role: Facility or Operations Manager
It iS nOt pOSSib/e tO design position * Job measured: space and operations + Useinternet for buying research: Much
/

+ Preferred communication: Email, phone

efficiency, employee productivity * Getsupdated industry news: Specific
- + Skills required: People management, industry publication
and communicate a product to everyone analyss, industry knowledge + Industry publictions: Trace magazines
* Reports to: CEO or GeneralManager * Industry associations: Industry trade groups

3. Try to Sketch a businessmodel \ * Manages: Operations staff / \ + Social networking sites: LinkedIn? -/

for each customer segment Geographic — region, size, density, climate
Demographic — age gender, income, occupation, education,
rt ethnicity, religion, etc
TAL . i"f Psychographic — activities, interests, opinions, attitudes, values
TECH - Behavioural — benefits sought, usage rate, brand loyalty, user
- status, readiness to buy, occasions




Value

. 2 4 |
Key RO Key "Q .. o Customer Customer A
Partners c_f"’ Activities &30 Proposition ' "_ Relationships / Segments 1T

Key (% Channels )
Resources (CF ~{iv/)
L \‘\/
Cost Ja) Revenue >
Structure £ [ Streams ~
~F

All canvas sections are in tight connection to each other — if you change

something in one section, see what changes it might cause in others!

For more:



http://www.google.ee/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=jEMi71kIATn3nM&tbnid=89CXmOrd8q99OM:&ved=0CAUQjRw&url=http://thegec.org/bmc/canvas/&ei=ghk7UqzsPNOGswbg0IGADw&bvm=bv.52288139,d.Yms&psig=AFQjCNE8miO2zZNaWi5cyMeak0YEtu3wVA&ust=1379691189191074
http://www.businessmodelgeneration.com/

LEAN CANVAS

RUNNING

: mmﬂ"““
?

A customer (problem) - centric
approach

Write your canvas with a

“getting things done” attitude.

Based on your current stage and

what you know right now,

what are the next set of hypotheses

you need to test to move your product forward?


http://www.google.ee/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi__N7C3t3KAhVIiywKHeW2BSsQjRwIBw&url=http://www.eventbrite.com.au/e/ash-maurya-sydney-how-to-succeed-in-business-using-lean-startup-tickets-13256357121&psig=AFQjCNFYh1FkVaF87jtCe88uIjPdqYM0nw&ust=1454662567197498

LEAN CANVAS

Problem Solution

Top 3 features

3

Top 3 problems

1 Key Metrics

Key activities you
measure

6

Unique Value
Proposition

Single, clear,
compelling
message that
states why you
are different and
worth buying

2

Unfair
Advantage

Can’t be easily
copied or bought

7

Channels

Path to
customers

4

Customer
Segments

Target customers

Cost Structure

Customer Acquisition Costs
Distribution Costs

Hosting

People, etc.

Revenue Streams

Revenue Model
Life Time Value
Revenue

5 Gross Margin




The boxes on the Canvases are intentionally small
because it forces you to be concise!

You may find it easier to free-form your answers first and
then fill out the canvas.

The important thing is sharing it with at least one other

person when you are done to be sure the idea can be
understood right and quick.



immediate understanding of the idea hard to catch
readability and overall logic is poor
Overgeneralisation (mass market ...)

abstract values (cheap, fast, best)

using full sentences and streching the boxes — long
reading is not the aim

Not fitting on one page



Typical in IT Business
Models



IT Business Model
areas

Box Products Applications Software as a Service Platform Content

Customers:

B2C - to consumer: eclectic, nonpredictable market, endusers’ behaviour
change quickly

B2B - to SME’s: stable, crowded market, opportunity rich (digitalisation of
SME-s)

B2B - to Corporation: taylor made solutions, loyal customers, most difficult to
reach

Value - revenue streams ?



Box products

ADOBE PHOTOSHOP CS6

- Standard products

- Standard price

- One time purchase

- Mass market orientation




App focus

- Nish market

- Convinience products

- Hygiene factor — support
for main service

- Free or small fees



Software as a Service

IJ Office 365 ~

m Qutiook uOneNo‘e E Exchange H;llr‘.‘ybmmme O r k d 0
@ Word n: Access H:. Share Point gjr w0 Dwrmard ” \’\’ %
B oce B Publisher ‘8“59}3:9

&" PowerPoint n;{ InfoPath D Lync

> CRM

« Owner gives access for (periodical) fee

« Main use in business management, HRM, logistics,
finance, etc.

« 80-90% SME market



Platform

- A set of interrelated IT

components that support the TAXIEY PLATFORM
company’s strategy reress eficena. et more cutemers

- Technology infrastructure iﬂ

- Highly concentrated market | =

- Subcontractors market —



Home  AboutA Luxury Travel Blog  Contact A Luxury Travel Blog  Subscribe for updates ~ Want to be featus

ontent

A LUXURY TRAVEL BLOG

FOR THOSE WHO ENJOY THE FINER THINGS IN LIF

ad meil teemseid pakkuda. Meie teenuseid kasutades noustue sellega, et kasutame kapsiseid.

SUUR 2016 ja 2017 AASTA HOROSKOOP
About A Luxury Travel Blog € Raamatujagu (234 k) personaalset horoskoopi ainult Sulle!

Liity uudiskidaga | Uuendused VARA-WEBs | VARA-WEB avaleheks | RSS

\\

Home > About A Luxury Travel Blog

A Luxury Travel Blog is like no other travel blog

Téna on nimepiev:
4y 7 0C | limateade Eila, Eill, Heili, Haili, Hall

It focuses on the finer aspects of travel and serves as a gateway for
the discerning traveller, providing information on the most luxurious
hotels and resorts, the finest restaurants and news from within the
luxury travel industry, to name just a few.

IRooLius

TARGA MUUTUSE PARTNTR

The blog is brought to you by Dr. Paul Johnson (pictured right on an

expedition with Land Rover, travelling from Kathmandu, Nepal to New
Delhi, India) ~ a member of the Professional Travel Bloggers UVnri lahemalt thu.celkoelitus
Association — and a team of more than 400 writers and guest

bloggers.

Paul has worked in the travel industry for more than 25 years and has travelled extensively, from his home in
Kendal, Cumbria (UK) to places all over the world. He is also a Director of The Dedicated Partnership Ltd., an
online tourism marketing company with a client base that includes some of the finest hotels in the world

On account of this, A Luxury Travel Blog has grown to be one the most popular travel blogs in the world — if not
the most popular — serving more than 150,000 unique visitors per month, and with more than 630,000 followers
on Twitter and over 280,000 on Facebook (figures updated August 2016).

Content is a value for the customer
Webs, blogs,

Referrals

Main income source advertisers

TAL S
TECH

HOWTO
Find Your Croft
Start Your Store




IT Service market

250

200

150

100

50

—

Billion dollars

2010 2011 2012 2013 2014 2015 2016

= Cloud Management and
Security services

® Cloud infrastructure
services(laas)

® Cloud application
infrastructure
services(PaaS)

= Cloud application
services(SaaS)

® Cloud business process
services




BUSINESS MODEL INNOVATION

BUSINESS MODEL
TRANSFORMATION

Support the Value
through a new
Operating Model

START-UP Business model

u pdates Re-orchestrate the

Business Model to

apture Margins

Creating new
business models

BUSINESS MODEL
EXPANSION

New business models

TAL around old

BUSINESS MODEL
ACQUISITION

Finding additional
business models,
acquisition and
integration



New technology is not enough

The symbiosis of different categories of innovation is
more difficult to copy

Developing distinctive competencies - develop strengths
where you can add the most value

Ecosystem - crises remain — adaptation

Bottom up (B.Feld)

Triple Helix?



FOR BUSINESS MODEL INNOVATION - THERE IS ALWAYS ROOM

Toé6kuulutus Sotsiaalmeedia eri

Varbamisteenused

Meie varbajad aitavad Sind!

CV.ee téokuulutus 1 kuu CV.ee tookuulutus 1 kuu
Personaalne kliendihaldur Kogu standardpaketi sisu
Kandidaatide haldusslsteem Reklaam sotsiaalmeedias

=

Osta teenus Osta teenus

CV.ee andmebaasi otsing
Iga kuu lisandub tle 12 000 CV.

CV.ee

TECH

B
-

Eelvalik
Sihtotsing CV.ee andmebaasist

Taisvalik

Uuri lahemalt
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BLUE OCEAN STRATEGY

Brut gy Qeff"mm]c'
Price-Driven . D\)(\Oo(\es_‘.:,ﬁg;,— i ododl
nteste
Success = Beating OtNeC omoe//'//j, warket y Unc:evor\d Demang W
rreedom
Constraints ried \\'\ﬂOV ation Leaps Gome Changing
A Known Market M \Olue,wﬂkﬁ, Shaping
Saturated ‘

3,

ng new ground
Co, s

greck

Someness Bef\c“«\

DiSfUp,/-p Creating new value

&
&4
St ure

focus

M

Lack of Choice 3
%
&)

Innovation
stratedy COnvos

7
)Obves non-experts Ve
= fition Irrelevant
— -




BLUE OCEAN STRATEGY &
BUSINESS MODEL

WHICH FACTORS CAN YOU WHICH FACTORS SHOULD
ELIMINATE THAT YOUR INDUS- BE RAISED WELL ABOVE THE
TRY HAS LONG COMPETED ON? INDUSTRY'S STANDARD?

WHICH FACTORS SHOULD BE WHICH FACTORS SHOULD BE
REDUCED WELL BELOW THE CREATED THAT THE INDUSTRY
INDUSTRY'S STANDARD? HAS NEVER OFFERED?

—VALUE INNOVATION — — FOUR ACTIONS FRAMEW ORK—

NINTENDO'S Wii

KP KA VP (R S

Buyer Value

|
GAME
DEVELOPERS
- \ GAME DEVELOPERS

RETAIL
DISTRIBUTION

TECH (e (RS e—

‘CONSOLE SUBSIDIES ROYALTIES FROM GAME DEVELOPERS

REDUCE

B
-
|

Source: "Business Model Generation” bq“angsr .'



Main resons start-up developments fail

42% Poor product — market fit.
No paying customers

299% Cash runs out. No finance

23% Team. Lack of cooperation
and self-drive

18 Mistakes That Kill Startups

1. Single Founder 2. Bad Location 3. Marginal Niche 4. Derivative Idea 5. Obstinacy
6. Hiring Bad 7. Choosing the 8. Slowness in 9. Launching Too 10. Having No
Programmers Wrong Platform Launching Early Specific User in Mind
11. Raising Too Little 12. Spending Too 13. Raising Too Much 14. Poor Investor 15. Sacrificing Users
Money Much Money Management to (Supposed) Profit

16. Not Wanting to 17. Fights Between 18. A Half-Hearted
Get Your Hands Dirty Founders Effort



Case for study:

HOW AIRBNB STARTED ...

Or How 3 Guys Went From Renting Air Mattresses To A 10 Billion Dollar Company

Joe
- (brian) o (Nalhan)
' ' (@] .j_ i |I_’o e o & ;.‘) - [!]
_—hy |
=]y Y- T4t fe==f At
tWo guys in they think they make 2men,1woman e m e Aot launched
el F,rancisco ta?rrr%rgt?eusls?es aaséﬂgli/wﬁt;?g;?s) showed up’ ‘hﬁycogl%gbe gngSUSaaer ?t Sgsvt'-gm
l ) ing $80 eac S | _ w0 bookings
gﬁn t pay JP airbedandbreakfast.com paying 21 ea a big idea to build the site I
nan, s
2009 2008 not the onlyo%ia
you are working on
¢ (&) (friend)
= .
\ </ U
went realized  weremaking$200  got $20,000 in id “Obama 0" ce
door-to-door in NYC Vhe%ogogf 'lg'(t:es aweek formonths,  first funding ?oifgzeotggcﬂenﬁgi?ng
X 2 tookghotos “Y" not growing from Paul Graham's  first moné
one Y Combinator Y 2014
week $30,000

. X o
later 0102011
o © ® @ o0

. g
1 ‘ " !(0 ll w w

made $400 a week  were rejected arilhodssnlod raised $600.000 raised $7.2 million,

(a fam <_n._,

started to JrOW by a famous VC dummerrentsan  Seéed round then $112 million

w York (Fred Wilson from Sequoia rom Man
entire house |nvesto¥s

$10 BILLION

TECH and Ashton Kutcher VALUATION

XM Funders and Founders based on reports in Telegraph, WSy, and The Atlantic
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THANK YOU!

ANY Q-S?

30.03.2021

sirje.ustav@taltech.ee



