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't’s all about the product, why waste
time on modeling out the business?

- Founded in 1992

| - Leader for years in digital language
learning

- Innovator in sales channels

- Premium pricing strategy
- Costs as much as $479

-  UNTIL...
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't’s all about the product, why waste
time on modeling out the business?

-  UNTIL...

- Duolingo introduced in 2011 by
Luis Van Ahn

dUOLingo - Leveraged mobile - cloud

architecture

- Freemium pricing

- First Pittsburgh based unicorn
- S1B valuation (Dec, 2019)
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't’s all about the product, why waste
time on modeling out the business?

- reCAPTCHA introduced in 2007 by

Luis Van Ahn
- Designed to address problem with
h GO gle “robots” (human verification)
reCAPTCHA - Technology rather pedestrian

- Sold to Google in 2009 for $28 M
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't’s all about the product, why waste
time on modeling out the business?

’ - Founded by Steve Jobs, Steve

LTy Wozniak & Ronald Wayne in 1976

- Personal computing

- Single platform (hardware —
software)
Lost the operating system battle

- Fired Jobs in 1985
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't’s all about the product, why waste
time on modeling out the business?

- Rehired Jobs in 1996 — company near insolvent
- Adopted mobile hub strategy

- Ipod introduced in 2001

- Iphone 2007

- Today Apple is worth $1.8T (depending on the
day) and was only recently dethroned as the
most valuable company in the world by Saudi
oil company — Saudi Aramco)
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't’s all about the product, why waste
time on modeling out the business?

Founded in 1926 in Sweden

Really transformed into the business
that it is today in the 1980’s

Innovative business model

Reasonably high quality product
Self assembly

So, does not need to be only about
technology
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”...don’t make business more
complicated than it needs to

pbe...”
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Let’s talk about revenue
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What is Revenue? — Really...

Revenue is how your
customer rewards you for
the value that you create.

 Reflective of the value
provided
 (ldeally) Quantifiable
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Value realized by castomen:  $100
(7 e
Gocduess Factor

Estimated nevenue: $100/10

OMWW ) S
(#%|castomer X # customens




“...your scientists were so
preoccupied with whether they
could that they did not stop to
think about whether they

should...”

» .

Jeffrey Goldblum
Jurassic Park




The Business Model Canval: 3310 [- ¥

Key Partners é Key Activities . = =7E s ome 5 t0 D
e O at do S S PDd
OW are S S o <
0 ould they prefer to pa
0 does each Revenue ea 0 bute to overall revenue
0 ed F P ) P B
Accet sale egotiation (barg

age fee 1. Customer value divided by R —
MMM S| 0scription fee the “goodness factor”. al time marke
T ‘.' by 2. Verify that you CAN

SelEre fae extract your revenue.

Adve : 3. DO NOT get hung up on

the details!

Qur Dt
e
T
Ay

)
O

Cost Structure

- ( \ \/ ) /-

COO® @ | smamensunes oo couarysc @ Strategyzer
o Carmy vat
2 ~ -/l o .

strategyzer.com




What do we know, just from this?

1. We understand our customer
(in detail)
2. We understand why (& how) they
benefit from what we are doing
3. We understand whether there is
enough left for us to make this worth
while
4. We understand what we don’t understand!
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Zevenne per castomer:  $10

Denect coot (coot to deliver value): $5

Denect Marngin: #7

$7 1 10,000,000 customers =
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“...your scientists were so preoccupied with whether they could that

they did not stop to think about whether they should...”




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
e The BMC should be visible to the entire team



Questions? -- Discussion?



