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(Tech Driven Business Model)
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M2:NsIAaUTaNMOLASUZADABIAY
(Slower economic growth)

mswasuudavdunalulad 3
(Disruptive technology) w

COMPUTER TECH
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(Slower economic growth)
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(Environment change)

Emerging
Risks
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Internal
(attributes of the

organization)
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Strengths Weaknesses

Opportunities Threats
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Business Model Connecting Internal Inputs to Economic Outputs

ECONOMIC OUTPUTS

“a

BUSINESS MODEL

INPUTS

e Resources

« Capabilities
 [Innovation

More information at 1000ventures.com: “Business Models”
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What is the Business Model Canvas (BMC)?

. _ wu = =
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VONE

0 UstlgsuunounumwuuudIanvnivssio
&
¢ UWUNIWLUUSIaDvNIvSsaD (The N Business Model Canvas
Business Model Canvas - BMC) LWS1:NN
Ao ' woyuldsumsosuigagvsau Tasld
LJUUDVYDINMW
LUDWDIStUIlUKUDQCIVA DVANS
auisatduwuniwi twadsuucivAou
ANdvuaU ua:usudsvnagns 3nnv
golglunisdadulna>vrnintunisav
LWUNIWLLUUDIaDvNI0SSADWAJUN usuntri
lay Alexander Osterwalder ua:
A1d30as191s8 Yves Pigneur tuU
A.A. 2010
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1. AMNaAty (Key partners)

nonssukan (Key activities)

nSwensndiAcy (Key resources)
JolauondAtum (Value propositions)

A WduWusnuanm (Customer relationships)
sovnNv (Channels)

nauanm (Customer segments)

IAsvasivomitsole (Cost structure)

2
3
4.
5.
6.
7.
8.
9.

ns:udasiela (Revenue streams)
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Business Model Canvas

HOW
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KEY PARTNERS

wusidaskan / gm Adtas ? %

GRudoundodmrialufo:ul
o2g1wWwuuUs:=dansniwiu
ns: u:>umsmssno ¥2UNSDNY

KEY ACTIVITIES Q

fionssukan Aoo:ls ? "J

fonssuAdovrh 1Walklulaassio
godduaguazawnsalucola

VALUE ¢
PROPOSITIONS @

20v18 RalauRtbuntumuoY
ssfoAoo:ls ?

JuAluwazusnisuovLsIUILAUD

CUSTOMER
RELATIONSHIPS

38tumssSnunghuanm
Wuuuulku ? ogvols ?

sduuutunisSnuiAdDIVAUWUS
S:k3101s1NUaNAY 38n1sdodls

| INNOVATION

CUSTOMER SEGMENTS
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REVENUE STREAMS
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COST STRUCTURE
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What are the Value Proposition of a Business ?

ssfivawsathtausAtumciva dod

Quality and Value Reasonable Pricing Convenience and aSpeed
(AcuMWUAzATUAN) (s1AAKUIED) (d:adnua:zsdaisd)

O O

Human Resource Capability = Giving Customer Solution
(A WaIIsSaunaIns) (undoymitnanAla)
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A1 1000ventures.com
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Business)

Amazon.com
[Coach|

Unique Customer Value and Competitive Advantage

1. Shopping convenience

2. Ease of purchase

3. Speed

4. Decision-enabling information
5. Awide selection

6. Discounted pricing

7. Reliability of order fulfillment

amazoncom

No single aspect of
Amazon.com's business
model is sufficient to
create a sustainable
competitive advantage.

It is the synergistic
combination of all of
these information
services and logistical
processes that creates
value for customers and
comprise Amazon.com's
competitive advantage.
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Business Model Canvas Google (2023)

Key partners

Website owners: Brands,
Businesses, Influencers,
Media/News , Blogs,
Creators and many more

Ad display partners:
Digital property owners
choosing to display ads,
e.g. websites (AdSense)
Apps (AdMob)

Ad distribution partners:
browser providers, mobile
carriers, original equipment
manufacturers, software
developers

Cost structure (FY22)

Cost of revenue includes:

- Traffic acquisition cost $49b | 17%
S77b| 28%

- Other CoR

Key activities

Key value creating activities
involved in Search:

- Data capture (crawling)

- Data organisation
(indexing)

- Search & match
- Presentation

Key resources / assets

- Technology

- Algorithms

- Content/information
- Data

- Google brand

- Cost of revenue
- R&D

- Marketing

- GRA

Value proposition

3-sided platform:
(1) Search Users
(2) Website Owners
(3) Advertisers*

*subset of website owners but
necessasaserrmet,

VP Search Users:

- Find/access information &
solutions to problems

- Low search costs/efforts

VP Website Owners:
- Access to audience
- Well-matched traffic

VP Advertisers:
- Targetable ad spaces

Better advertising ROI

Revenues (FY22)

Total revenues:
| 9% Operating profit margin: 26%

$126b | 45%
$40b
$27b
$16b

| 14%

| 6%

Channels

Search User channels:
Web browsers, default
search engine, Chrome /
Android 0S

Website owner channels:
Google Analytics, AdSense

Advertiser channels:
Google Ads, ad display
properties

Cust. relationships

All r/s are self-serving

Search users: Empower-
ment, Reliability, Privacy

Website owners:
Opportunity

Advertisers: Empowerment:
Opportunity

$283b

Google advertising
Google other services
Google Cloud

Other bets S1b

DigitalBizModels.com DBM

Customer segments

Search users:

- Segmenting for ad
targetability for advertising

- Behaviour, Technology:
- Geo-demographic

Website owners:

- By vertical

- Keyword clusters
- Type of page

- Traffic size/sources

Advertisers:

- Geography, industry,
company size

- Feature use: ad formats,
campaign types, etc

+ website owner segments

$224b | 79%
$29b |10%
S26b | 9%

| <1%
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UWWUSSND (Business Plan)

Executive
Summary
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Company
Background
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UWWUSSND (Business Plan)

9

Market
LGEWAE

« SWOT analysis

e Yunanana

«  nNaudkuy

MsAmamsounmstaula
UovduM/usSNISuUDL
ssnotuaala (Market
Growth)

S

Marketing
and Sales
Strategy

e  MsYanvuus:uitu
*  38MsKignm
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Organization
and
Management
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UWWUSSND (Business Plan)
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Financial
Projection
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Market Landscape GONE

Market Landscape

Internal Landscape External Landscape

U.uaavngms?os:uunzsmluumumﬂ?ua}ﬂns_ 1azo: UodsRaguantkliosunonsAdUALYDVDVANS LiciD:dowaco
dowanudsivoauyv (Strengths) KSo thatdu

: Weak e e s:uuaalauovEVANsiunisip:asivlonia (Opportunity)
Raoau (Weakness) tnuavansla K3 o:llugudssa (Threats) tBnuovVANSIA

The Company Marketing mix Micro Landscape Macro Landscape

Uwans:=nucioNMsatduvIuUD v
usun
e UJszsnsAdas

LAISUZND

Technology
LsvvIU
dunswgnu

waanoun (Product) Jwans:nunuMsaala nso
s1A (Price) dniwudaasuNinadanussno
goonvnmisdavkung (Place) Supply Chain
nisdviasunsaala (Promotion) AUNAIVNMVYNISaAQ

ulgulgusuen
ladaand
JuAMALVAAL

nistJovua:NNKuIY
inAtulad
JoAULa:dUUSSSU
NSWEINSSSSUBIa

unna (People) (Market Intermediaries)
ns:udums (Process) anm
ALYLIU
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Market Size Analysis uJucnv:)athumwmamlon:noua un?amamumuu
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1Fov KépaanWgrylaitrnussanld
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TAM,SAM ua: SOM ‘
WudosdaovAUs:NnoudIAty TAM: Total Addressable Market

UDLUWUSSAD Taglawn:lo YuUNQUDLAAIASOUVKUQ AFUAUDY
AtuasvnagnsmomMsaala 1S10:NUDE
uazMsvy ﬂ‘lHUOlU‘lHU‘IU

szonauoso nasl3onno:tdn .
Jaan onqumnuoama SAM: Serviceable Addressable

NSWeINSUDVALU _ Market L o
yunauovaaia niduanmnautdinuig
UDvLST

SOM: Serviceable Obtainable Market
How to Calculate TAM, SAM, and SOM i . —
1.Market size x market sector = TAM. uunayovaala nmo:ns;snauamsw

2. Target market x market sector = SAM. awsaniJuodouuuvia
3.Comparable market share x SAM = SOM

-

amqmamnssuurg{gus:ln%pu ‘
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Behavioral Demographic Geographic Firmographic Psychographic
Segmentation Segmentation Segmentation Segmentation Segmentation
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NSUUA nuaronistuB

Us:losuuov Market Segmentation

Tagayansududomsriimsaaia wwulomatumsugneaalad
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Firmographic Segmentation VON =

S

Identifying and Utilizing the Most Relevant Data Points
Firmographics vs

| Business | Industry

Industry Gender y 2 Company Size

Location Age

Geographic Location

Size Profession

Status or structure Income Company Age

Snov

Decision-Makers and Job Titles

anaaannssuurkous:inglng
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Location
*  JoanAvovANSTddUBIYDIMUNNGUSSADCNVE

+ wJ318sAio e-commerce d:lAUIADEIVSIALSD
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Size
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Us:Tgsdunnmsandussnouuu B2B
BVNISULULYUIODVANSAIVISOILASIEAOINUDDEY
coa 1wu s19la ua:piuduynaInNs
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Status or Structure
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Performance
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Segmentation Targeting Positioning
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KSolu aarauuulkun ATUGLUQ Joh UoQotiyow
SuAs1F LIS TUaSTG dumMuazusSMSIWoQCILKUL
; W3ssuiigunu

Psychographic
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- @o‘;’}i«\oﬂ‘“ Business Positioning
<o

eoé«‘e Southwest Airlines (SA)
s:g:Nv (Distance)

Typical

Normal .
Airlines

S

(Pricing)

Southwest
Airlines

Uodunouditsouov Southwest Airlines (SA)

The Marketing Niche Strategy

- Short haul, frequent schedule
- Lowest cost to offer lowest price
- Good service
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Market Positioning ¥ \/uQAE

High price |
A { PN

INFINITI,

Low quality » High quality
TOYOTA
AIBEIN NFILATIZUAEY AAMANLR 185 Tanas
Low price Y e D IS, =
www.corporatefinanceinstitute.com 1BIRUAIUAZLETNNS LNaaFLRUL T RILAY
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Competitor Competitor Competitor
1

\, / Product quality 1
Pricing 4
. Promotion 4 7 9 4
SOUSOUSIUBDAULY Sesliiing 6 9 7 10
: Reputation 4 4
sousoudDya
MVSSADUD VALV R / - /
Partnership 8 7 3
N1SJLASIKA y
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Passion
with Fun

Customer
Insight
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Value
not Price
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Learning to y
Improve
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: Fail Fast Keep Faith Positive but
MF-al[I ukre and Come with Team not over /u
SSIELES Back Spirit confidence A
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2
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Take the
Opportunity

> anaulaliiisa
> adisadi
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iCh

Take Good
Care of

Yourself

> mj'ugma
HUNIN

> ldwmanug

> LATWEUN

AULRSBLILENE

Keep Quality
and High
Ethics

> SNEANIATFIU
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> 1ialiia
ANNUNLITaTE

Believe in
Your People

> fmnaudasivlu
YARNING
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