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Let’s talk about revenue

Tepper School of Business ¢ William Larimer Mellon, Founder



T Carnegie Mellon

What is Revenue? — Really...

Revenue Is how your
customer rewards you
for the value that you

create.
« Reflective of the value
provided

 (Ideally) Quantifiable

Tepper School of Business ¢ William Larimer Mellon, Fou

nder
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How do you estimate revenue?

Tepper School of Business ¢ William Larimer Mellon, Founder
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1. Customer value divided
by the “goodness
factor”.

2. Verify that you CAN
extract your revenue.

3. DO NOT get hung up
on the details!
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What do we know, just from this?

1.

2.

We understand our customer

(in detail)

We understand why (& how) they
benefit from what we are doing

We understand whether there iIs
enough left for us to make this worth
while

We understand what we don’t
understand!
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45 Seconds In



https://www.youtube.com/watch?v=4PLvdmifDSk

“...your scientists were so
preoccupied with whether they
could that they did not stop to
think about whether they
should...”
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How do you use the Business Model Canvas

The BMC is the cornerstone of your internal business plan

The BMC need to be as specific as possible!
 The more quantification the better

(Initially) focus on customer segments and value proposition
Develop it in the order that | presented it
Prioritize risk or unknowns

The BMC is an evolving tool, not a one time task
The BMC should be visible to the entire team
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Wanna try? PP

Tepper School of Business ¢ William Larimer Mellon, Founder
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