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Business Model

A plan for the successful operation of a
business, identifying sources of
revenue, the intended customer base,
products, and details of financing.

Value proposition
and
Sustainable competitive advantage




The Business Model Canvas

a strategic management and lean
startup template for developing
new or documenting

existing business models.

It is a visual chart with elements
describing a firm's or product's
value proposition, infrastructure,
customers, and finances.
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Geo-demographic lifestyle analysis?
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Determinants of Lifestyle

Lifestyle Dimensions

Activities Interesis Opintons Bemographics
Work Family Themselves Age

Hobhies . Home - Social issues . Education

Social events . Job - Politics . Income

Vacation . Community | Business . Cocupation
Entertainment - Recreation - Economics - Family size

Club membership . Fashion - Education . Dwelling
Community . Food - Products . Geography
“Ehupplng Media - FutLra City size

Sports Achievemenis Cultura Stage in life cycle




Socialisers

* Characterised by recreational in
terms of ‘small talk” with others,
but the users’ participation level
is high. They score high on
‘writing messages’, ‘posting
photos’ ‘contacting others’, and
‘looking for a new friend’




Activists

* Engaged in almost all kinds of
participation activities within the
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being a member and publishing | S2omes = EEE so&!ﬂ!ﬁgba,g

and sharing relevant content and Egﬁmg fefd g:" g’?ﬂJﬁar*‘ :

ASivistso! s
Braai -"ber?*m% gﬁg i
5:.5 “'hgm 3 i :
ot (e ST SR,

'D



Technophobe

a person who fears, dislikes, or
avoids new technology.




Tech-Savvy

well informed about or proficient
in the use of modern technology,
especially computers.

The Rise Of
Surfers

Silver




Target Profiles

Example User Profile #2

Psychographics

*Humani

User Profile Template

*Demographics * Psychographics
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Relational
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Digital Considerations

‘ HEHIE THE FATEER

Objectives
Communal and social engagement

versus -
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Instrumental (information sharing)




Digital Considerations
The nature of the ‘scapes’
Rich, vivid sensory platforms
versus

Text heavy information bases
platforms




Digital Considerations

Extent of Overt
Commerciality

Facebook

versus
Online brand communities

versus
e-commerce sites




Digital Considerations
Extent of C2C Engagement

Low C2C Engagement
Versus

High C2C Engagement

DORITOS™ Mix Cheese Exploshon Flavored Tortilka
Snatks



Bringing it Together (Brandtzaeg, 2011)

High participation
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Channels

* Bricks?
 Pak n Sav

* Brick and Clicks?
* Apple (brick & mortar & glass)

* Clicks?
 Social Media platforms

* Internet based Retailer?
* Amazon
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Disintermediation Illustration
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Building Blocks of Value Propositions

* Cost and Efficiency
* Value and Quality
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THE CUSTOMER JOURNEY

AWARENESS RESEARCH DECISION PRE-PURCHASE PURCHASE POST-PURCHASE




Key Activities

* Customer Support

e Supply chain management
* Content creation

* Games development

* CRM

* Production

e

24/7

Customer Support

L

We pride ourselves on the
excellent service that we
provide to all our custon
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Key Resources

* Skills and competencies

* Experience

* Intellectual Property

* Technical and digital assets
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Key Partners

» Suppliers
* Distributors
e Retailers
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Revenue Models

Clicks, clicks
& bricks and bricks
And mortar retailers

Trade Me
449 '

Rlghty Ape
rik




Online Revenue Models

 Subscription to access content

* Pay per view (access to i
particular documents) s



Online Revenue Models

* Revenue from CPM advertising
e Banner ads

e Skyscrapers
* Rich media etc.

e CPC (cost per click)

it depends on the wehsite publisher on
how much they will charge the adveriisers
for the set of impression, i teir websits is
often clicked by the visitor, it has a possibility
that they might char ge them on a bigger cost
per impres

‘;‘, %*




THE SUNDAY TIMES

INTERNATIONAL
Online Revenue Models TRACK
* Sponsorship of Site Sections HSBC <»

(content sponsorship) amazonassociates

Make Money Advertising Amazon

Eam up to 15™ in reterrals by advertising Amazon products
Advertise products People follow the Eam up to 15%
o ey oy on your web page links to Amazon whien they buy
 Cost per acquisition (affiliate A —— R
revenue) - Ead S5
== . iii | & s %
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Online Revenue Models

* Subscriber data access for e-mail - =
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Cost Structure

e Cost driven or value driven

* Fixed Costs
e Salary
* Hosting and software costs

e Variable Costs
 Content creation
* Advertising fees




The Business Model Canvas
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Traditional Advertising Revenues

in-app Virtual Goods sales
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Facebook Game Creation | Free To Play Customer Support and
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:ﬂﬁﬂ Mindless Bymew's facebook £ Sk}
&x Entertai t nga s lace Page
Customer Support nmen Advertisers
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Mills etc..) Game Designers / Facebook
Artists / Developers /
::EI:TH N Zynga Live {Coming
SO0
Best Buy Sales & Marketing 1
Gamestop teams
InComm Existing Games for
Cross Promaotion
Comid Sprcinne Heverne Shreaned

&

Revenue from Advertiser sponsored offers (Lead
Generation)
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And Finally.......

Any .

Questions? (




