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Understanding Business Model

Business Model
Revenue Model

Business Strategy

Business Strategy and
Information System Alignment



Types of E-Commerce

* Three major types of e-commerce

— Business-to-Consumer (B2C)
* Example: BarnesandNoble.com

— Business-to-Business (B2B)
* Example: ChemConnect

— Consumer-to-Consumer (C2C)
* Example: eBay

 E-commerce can be categorized by platform

— Mobile Commerce (m-commerce)

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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E-commerce
Business Models

E-tailer

Transaction broker
Market creator
Content provider
Community provider
Portal

Service provider

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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E-commerce
Revenue Models

. Advertising

. Sales

. Subscription

. Free/Freemium

. Transaction Fee
. Affiliate

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition 3 Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.
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Definition of Business Model

A business model
describes the rationale of
how an organization
creates, delivers, and captures
value.

14



Definition of Business Strategy

A business strategy
IS
a long term plan of action
designed to achieve a particular goal
or set of goals or objectives.



Business

* “the activity of providing goods and services
involving financial, commercial and industrial
aspects.” (WordNet 2.0)

Source : (Ostenwa Ider, Pigneur an d Tucci, 2005)
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Model

* “asimplified description and representation of
a complex entity or process.” (WordNet 2.0)

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model

* A business model is a conceptual tool

containing a set of objects, concepts and their

relationships with the objective to express the
business logic of a specific firm.

 Therefore we must consider which concepts
and relationships allow a simplified
description and representation of what value

is provided to customers, how this is done and
with which financial consequences.

Source : (Ostenwa Ider, Pigneur an d Tucci, 2005) 18



Occurrences of the Term "Business Model"

in Scholarly Reviewed Journals

Year In Title In Abstract In Keywords in Full Text
2003 30 159 10 667
2002 22 109 2 617
2001 11 100 [ 609
2000 16 67 1 491
1999 3 42 1 262
1998 1 19 0 128
1997 1 14 0 66
1996 0 14 0 a7
1995 0 4 0 36
1994 0 2 0 18
1993 0 3] 0 18
1992 0 2 0 15
1991 0 1 0 10
1990 0 4 0 [

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model Concept Hierarchy

Amazon

eBay

@ Business Model DEFINITION
Concept what is a business model?
-f’g‘ META-MODEL
@ what elements helong into a business model?
™
@ Business Model Business Model % TAXONOMY OF TYPES
=
Type Type 8 which business models resemble each other?
SUB-(META)-MODELS
what are the common characteristics?
(3] Business Model | [Business Model Business Model
of Dell of Amazon eBay " INSTANCES (WIEW OF COMPANY)
2
LT,
m E MODELLED INSTANCE
T
Dell

REAL WOLRD COMPANY

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Evolution of the Business Model Concept

authors outcome  activity

define & classify
business models

definitions &
taxonomies

Rappa [2001]
Timmers [1998]

list business describe business™, | model husiness
model model elements model elements
components /
"shopping list" components as
of components building blocks & ontologies
Linder & Cantrell [2000] Afuah & Tucci [2001;  Gordijn [2002]
Magretta [2002] 2003] Osterwalder & Pigneur
Amit & Zott [2001] Hamel [2000] [2002]

Weidll & \itale [2001]

apply business
model concept

reference models applications &

Source: (Ostenwalder, Pigneur and Tucci, 2005)

conceptual tools
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Business Model vs.
Business Process Model

e Business Model

— a view of the firm's logic for creating and
commercializing value

* Business process model

— how a business case is implemented in processes

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model vs.
Strategy

e Business Models

— a system that shows how the pieces of a business
fit together.

— an abstraction of a firm's strategy

* Strategy

— includes competition

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Implementing Business Models

Implement

Design : Finance
Business Model : * Business Model
Management defines and : Management works out a
designs a business : financial structure for the
concept that responds to ; business model (e.g. internal
market circumsiances : funding, veniure capital, stock

Source: (Ostenwalder, Pigneur and Tucci, 2005)

™ Business Model

The business model is
implemented info
business structure,
business processes and

24



The Business Model's Place in the Firm

Competitive
Forces
Leqgal Customer
Environment Demand
Business
Strategy
Social Eusmt;lss Technological
Environment Mod \ Change
' Business
Organisation —

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Nine Business Model Building Blocks

Pillar

Product

Business Model
Building Block

Value Proposition

Description

Gives an overall view of a company's bundle of products
and semnvices.

Customer Interface

Describes the segments of customers a company wants o

Target Customer offer value to.

o Describes the various means of the company to get in
Distribution Channel touch with its customers.
Relationship Explains the kind of links a company establishes between

itself and its different customer segments.

Infrastructure
Management

Value Configuration

Describes the arrangement of activities and resources.

Core Competency

Outlines the competencies necessary to execute the
company's business model.

Pariner Network

Portrays the network of cooperative agreements with other
companies necessary to efficiently offer and commercialize
value.

Financial Aspects

Cost Structure

Sums up the monetary consequences of the means
employed in the business model.

Revenue Model

Describes the way a company makes money through a
variety of revenue flows.

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Domains Addressed in Business Models

Business model
ontology

Value
Proposition

Target Customer

Distribution
Channel

Customer
Relationship

Value
Configuration

Capability

Partnership

Cost Structure

Revenue Model

= . Weill and Vitale Petrovic, Kitll et = Afuah and Tucci Tapscott, Ticoll Linder and
==L ErAL 2001 al LI Ll 2003 et al. 2000 Cantrell 2000
Value
value propasition ;';gff:qsi'gm‘ Value Model Value offering Customer Value value proposition
c:bjecfiue
Customer
Segments Market Segment | Scope
Customer
Channels relations model channel model
Customer commerce
relations model relationship
connected
: i e3-value an commerce
Architecture Production Mode - activities, value b-webs
configuration configuration process maodel
Core
competencies, Resource Model capabilities
C5F
. sustainability
Architecture g&?‘ﬁ[ﬁfg Actors (team-up b-webs
strateqy)
Value exchange cost structure
Source of pricing, revenue pricing model,
Revenue Maodel e Revenue Model valug exchange e S e

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Domains Addressed in Business Models
(cont.)

Business model
ontology

Value
Proposition

Target Customer

Distribution
Channel

Customer
Relationship

Value
Configuration

Capability

Partnership

Cost Structure

Revenue Model

Chesbrough and . .
- Amit and Zott Applegate and Maitland and
Hamel 2000 Mahadevan 2000 QR{][][:- bloom Magretta 2002 2001 Collura 2001 Van de Kar 2002
Product/market What doesthe | Transaction Product and Value
Value stream Value proposition o : proposition,
scope customer value? component Services offered coe e
Who is the Market
Market scope Market segment customer? opportunity Market segment
How can we
;ll”ﬁlme?r‘:f% & deliver value at Marketing/sales
ins[i)pht ’ an appropriate model
g cost?
Relationship Brand and
dynamics reputation
- Structure of the Architectural )
Core processes Logistical stream value chain configuration Operating model
e &rﬁﬁgzamn and
competencies, i
) management
strategic assets moded)
;:%?;5' Position in the Transaction T ﬁsgﬁggiﬁf
coalitions value chain component creating value
What is the
Cost structure underlying
economic vale?
How do we make
pricing structure | Revenue stream money in this Benefitstofirm | peenue Model
s and stakeholders

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Planning, Changing and
Implementing Business Models

Business plan, change, New
Model implement Business
|
|

I
tp Yuture

The management analyzes the current The
business model's adequacy to environmental
pressures and designs a new business model

p Time

new  business model
becomes a goal to achieve and
guides planning, change and
implementation

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Strategy and
Information Systems Alighment

Managers are aware of
the use of Information
Systems to realize goals,
exploit opportunities and
obtain competitive
advantage

Information
Systems

Business —{pBUSINESS
Model

Source: (Ostenwalder, Pigneur and Tucci, 2005)

Information Systems
support the company's
business model and are
targeted on areas that
are critical to successful
business performance

30



Business and IT/IS Alighment

VALUE proposition
CUSTOMER interface
INFRASTRUCTURE
management

Administrative
structure

Business processes
Skills

\ MODEL

BUSINESS, IT
\ BUSINESS

IT

STRATEGY

Strategic
fit

ORGANIZATION
INFRASTRUCTURE

1S

INFRASTRUCTURE

Function
integration

Technology scope
System
competencies

IT governance

strateqy
infrastructure

Architecture
Processes
Skills

Adapted from [Henderson and YVenkatraman 19949]

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Infrastructure Alignment

9 INFRASTRUCTURE
SERVICES

9 BUSINESS MODEL
BUILDING BLOCKS

Data Management
Architecture and

IT Research and
Development

Training and
Education in IT

Value Proposition
Target Customer
Distribution Channel
Relationship

Value Configuration
Capability

Partnersh

Cost Model
Revenue Model
Adapted from Weill and Vitale [2002]

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Application Portfolio Management

Strategic Key Operational Support High Potential

Value Proposition

Target Customer

Distribution Channel

Relationship

Value Configuration

Capability

Parinersh

Cost Model

Revenue Model

Adapted from Ward [1988]

Source: (Ostenwalder, Pigneur and Tucci, 2005)



Business Models and Goals for
Requirements Engineering

9 BUSINESS MODEL BLOCKS Goal 1 Goal 2 Goal 3 Goal 4
Value Proposition

Target Customer

Distribution Channel

Relationship

Value Configuration

Capability

Parinersh

Cost Model

Revenue Model

Source: (Ostenwalder, Pigneur and Tucci, 2005)



Business Model and
Balanced Scorecard

9 BUSINESS MODEL BLOCKS Indicator curment score target score alarm level
Value Proposition

Target Customer

Distribution Channel

Relationship

Value Configuration

Capability

Partnersh

Cost Model

Revenue Model

Adapted from Kaplan and Morton [1992]

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Activities Relationships |

Key Value Customer
Partners Preposition Segments &
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Resources !
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- Infrastructure
- Management

Customer
Interface

S
\
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1
1

A — v
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Source: http://nonlinearthinking.typepad.com/nonlinear thinking/2008/07/the-business-model-canvas.html
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Business Model Canvas Explained

http://www.youtube.com/watch?v=QoA0zMTLP5s
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The 9 Building Blocks of
Business Model

Customer Relationships

Cost Structure R nue Stre

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 40



1. Customer Segments

Defines the different groups of people or organizations
an enterprise aims to reach and serve

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 41



2. Value Propositions

Describes the bundle of products and services that create
value for a specific Customer Segment

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 42



3. Channels

Describes how a company communicates with and reaches
Its Customer Segments to deliver a Value Proposition

&

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 43



4. Customer Relationships

Describes the types of relationships a company establishes
with specific Customer Segments

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 44



5. Revenue Streams

Represents the cash a company generates from each
Customer Segment (costs must be subtracted from
revenues to create earnings)

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 45



6. Key Resources

Describes the most important assets required to make a
business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 46



7. Key Activities

Describes the most important things a company must do to
make its business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 47



8. Key Partnerships

Describes the network of suppliers and partners that make
the business model work

gk

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 48



9. Cost Structure

Describes all costs incurred to operate a business model

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 49



The 9 Building Blocks of
Business Model

1. Customer Segments
— An organization serves one or several Customer Segments.
2. Value Propositions

— It seeks to solve customer problems and satisfy customer
needs with value propositions.

3. Channels

— Value propositions are delivered to customers through
communication, distribution, and sales Channels.

4. Customer Relationships

— Customer relationships are established and maintained
with each Customer Segment.

50



The 9 Building Blocks of
Business Model

5. Revenue Streams

— Revenue streams result from value propositions successfully
offered to customers.

6. Key Resources

— Key resources are the assets required to offer and deliver the
previously described elements...

7. Key Activities
— ...by performing a number of Key Activities.
8. Key Partnerships

— Some activities are outsourced and some resources are
acquired outside the enterprise.

9. Cost Structure
— The business model elements result in the cost structure.

51



Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition 3 Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.
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Business Model Generation

5 0
R C 0
Kp KA b, VP ™ Q¢ b
(llJ§:rir\ ‘\O\!em(“
:': i
= o s St f(‘h,qq
Crgf :
(()f")por_”p\S | COSrS i mQSS
| coamless smarlket
x L NUSIC
| e ! APD le .experience
oo L S (et @
=1 = p—"' = . SkonS
.COﬂF()(\l Qi \ede A > [
(l (eemen| harcluware PP e ‘
9 3‘ — | Sfor‘e% CIpPle (oM
e ity
$ - oftware R 2, [ lunes
C B 4 o $ b store
ISHY )l_) ________ !l r'“"’(@f g - g s
| bz Manu - e 'Fj,gmc |C|rg - some
(ackurning I hardluare ~MusIC
i IeVANyes revenued

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010

53



Business Model Generation

KP

LEFT CANVAS
efficiency

KR

VP

CR

CH

CS

RIGHT CANVAS
value

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 54
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Facebook — World’s leading Social Networking Site (SNS)

Key Partners

Key Activities

Platform
Development

Data Center
Operations Mgmt

Value Propositions

Connect with your
friends,
Discover & Learn,
Express yourself

Relationships

Same-side
MNetwork Effects

Customer Segments

Internet Users

Content Partners
(TV Shows,
Movies, Music, Key Resources Channels
) Facebook Website,
Platform Personalized and Mabile Apps
Social Experiences, Developers
Technology Social Distribution,
Infrastructure Payments
Developer Tools
and APls
Cost Structure Revenue Streams
Data center Marketing and Research and Payment
costs Sales Development St Revenues
General and

Administrative

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Twitter Business Model

Key Partners

Search Vendors

Device Vendors

Media
companies

Mobile Operators

Key Activities

Platform
Development

Key Resources

Twitter.com
Platform

Value Propositions

Stay connected

News/Events

Targeted
Marketing

Relationships

Channels

Website,
Desktop Apps,
Mobile Apps,
SMS

Customer Segments

Users

Enterprises

Employees

Cost Structure

Servers

Licensing Data
Streams

Promoted Trends

Revenue Streams

Promoted
Accounts

Analytics

Promoted
Tweets

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Google Business Model

Key Partners

Distribution
Partners

Key Activities

R&D — Build New
Products, Improve
Existing products

Manage Massive IT
Infrastructure

Key Resources

Datacenters

IPs, Brand

Value Propositions

Web Search, Gmail,
Google+

Targeted Ads using
Adwords (CPC)

Extend Ad campaigns
using Adsense

Display Advertising
Mgmt Services

Hosted web-based

Google Apps

Relationships

Automation (where
possible)

Dedicated Sales for
large accounts

Channels

Global Sales and
Support Teams

Mulli-product Sales
force

Customer Segments

Internet Users

Advertisers,
Ad Agencies

Google Network
Members

Enterprises

Cost Structure

Traffic Acquisition
Costs

Data center
operations

R&D Costs (mainly

personnel)

S&M, G&A

Revenue Streams

Ad Revenues -
Google websites

Enterprise Product
Sales

Ad Revenues —
Google n/w websites

Free

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Linkedin — World’s Largest Professional Network

Key Partners

Equinix
(for data center
facilities)

Content Providers

Key Activities

Platform
Development

Value Propositions Relationships

Same-side
Network Effects

Manage Professional

Key Resources

LinkedIn Platform

Identity and Build Cross-side
Professional Network Network Effects
Identify and Reach
the Right Talent
Channels

LinkedIn Website,
Mobile Apps

Access to LinkedIn
Database Content via
APls and Widgets

Field Sales

Customer Segments

Internet Users

Recruiters

Developers

Web Hosting
costs

General and
Administrative

Cost Structure

Marketing and

Sales

Development

Free Offerings
and Premium

Subscriptions

Product
Hiring Solutions

Revenue Streams

www.businessmodelgeneration.com
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Business Model of Banking companies

Key Partners Key Activities Value Propositions Relationships Customer Segments
Branch Operations Personal
Assistance
Call center .
Investments operations Automathn where Retail and
partners Deposit Products possible Corporate
: (Lower Interest Customers
IT Operations Rates) e
Technology
vendors Key Resources Channels
Regulatory Physical and IT
Agencies Infrastructure Bank Branches,
ATMs,
Call centers,
Loan Assets Internet,
Mobile Devices
Cost Structure Revenue Streams
Interest
Expenses Channel Costs Interest Income Fee Income

www.businessmodelgeneration.com
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VISA - Leader in Global Payments Industry

Key Partners Key Activities Value Propositions Relationships Customer Segments
Payments Network
Management
Payment Product Financial
Transaction Platforms for card Institutions
Processing programs and (Issuers)
cashless
Technology Value-gdded payments I F";_?r'flﬁ'
Alliances Services ASHILHONS
(Acquirers)
et | Key Resources Channels
Sl Payment Products Sponsorships
Platform (FIFA World cup,
Olympics)
Improved Sales, Merchants
VISA Brand Customer O
Convenience Tradeshows,
Conferences
Cost Structure Revenue Streams
Personnel Network, EDP, & Brand Services Data Processing International
Communications Promotion Revenues Revenues Revenues
Litigations
Provision

www.businessmodelgeneration.com
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61


http://bmimatters.com/tag/business-model-canvas-examples/
http://bmimatters.com/tag/business-model-canvas-examples/
http://bmimatters.com/tag/business-model-canvas-examples/
http://bmimatters.com/tag/business-model-canvas-examples/
http://bmimatters.com/tag/business-model-canvas-examples/
http://bmimatters.com/tag/business-model-canvas-examples/
http://bmimatters.com/tag/business-model-canvas-examples/

pesioned e D@NIO TiE

The Business Model Canvas """ Techno Cake %]
Key Partners :§€:’| Key Activirioe i}é Value Propositions  (*-) | Customer Relationships ) Customer Segments ﬁ-
’ -— P ‘ l\.’ AT P PL > D Spagioary
S Event s o iy | et e :
. : t e : T
- Manaaemen’ = =Facebook, ——
Marketing | = STwitter Geeks
MC Mis$ Managemen ~ Techno cake Flickr |T customers
talks and deo-WWW Engineers
bosl i entations i
presentatmns pres
Local Videos about
S f |ks and —
presenter Key Resources o ta : Channels 77
e if- presentation® Ny ies
, —_— anl
=\/olunteers : K \T Comp
= - FacebooK, Mobile
rs - : Twitter ors
o . Advertising £ Flickr %?r:\?;
Presentation Video ~ Videos c insurence CO---
Hall WWW JAPTL, RI :
Cost Structure J Revenue Streams \ 'ﬂ"’f
T S advertising fee D
B e = Videos
s Logos.

wyww.businessmodelgeneration.com

el

e (@@ O0® @

http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/ 62



http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/

How Airbnb Works?

Insights into

Business Model
&

Revenue Model

http://nextjuggernaut.com/blog/airbnb-business-model-canvas-how-airbnb-works-revenue-insights/
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@b Airbnb Business Model Canvas

Key
Partners

- Hosts (People who rent their
space)

- Guests (People who book
spaces)

- Photographers (Freelance)

- Investors

- Payment Processors

Key
Activities

- Product Development &
Management

- Bullding Host network and
Managing hosts

- Building travelers network
and managing guests

Key
Resources

- Local Hosts
- Skilled Employees
- Technology

Value
Propositions

Hosts

- Hosts can earn money by
renting their space.

- Airbnb offers insurance to
house owners

- Free photo shoots for prop-
erty listings through photog-
raphers

Guests

- Guests can book a
homestay instead of hotel.
- Prices are often less as
compared 1o hotels.

Customer
Relationships

- Customer Service

- Social Media

- Promostional Offers
- Home Insurance

Cost Structure

- Technological Set up & running costs
- Salaries to permanent employees
- Payments to freelance photographers

http://nextju

Channels

- Website
- Mobile App for Android
- Mobile App for iOS

Customer
Segments

Hosts

- People who own a house and
want to earn extra money.

- People who want to meet
new people.

Guests

- People who love to travel.

- People who want to stay
comfortably at a cheap price

Revenue Streams

- Commission from Hosts upon every booking
- Commission from Guests upon every booking

ernaut.com/blog/airbnb-business-model-canvas-how-airbnb-works-revenue-insights/
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CEO CIO CFO

o N

CEO

Strategy and
Sales
(Leading)

y

CIO CFO-COO

Enterprise Finance and

Technology Operations
Integration (Lagging)

Source: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/
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CEO CIO CMO

U N

CEO

Strategy and
Sales
(Leading)

P

CIO CMO

Enterprise Marketing
Technology Communication

Integration

Adapted from: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/
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CEO CIO CMO

Vision
Strategy
Mission
Tactics Goals
Objectives
Operations
Tasks

Adapted from: http://www.argowiki.com/index.php?titte=The Relationship Between the CEO and CIO
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Impact of Social Media

Social Media Affects Business Functions Differently

Impact of Social Media High

Legal
Finance

‘R&D
*Supply Chain

o|T

«Sales

*Marketing

*Service

*Human Resources

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Social Media Management Framework

Culture

Process

Business
Value

Metrics

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Social Media Management Framework

Culture Culture

 Habits and behaviors

S * Ways of working

e Subcultures

Business
Value

Context

Metrics * Business environment
and objectives

* Regulatory environment

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Social Media Management Framework

Culture Process

* Leadership: Degree to which

leadership for social media
Process decisions is formalized and
accountability for business
outcomes is clear

Business

Value .
* Alignment: Degree of

Metrics alighment between various
agendas to ensure resources
and funds are appropriately

Context allocated

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Social Media Management Framework

Culture People

* Training and Development:
Adequacy and accessibility of
training and professional
development

Process

Business

Value * Leverage: Extent to which

best practices are identified,
Metrics shared and utilized

* Roles: Clarity and adequacy

of roles and responsibilities
Context

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Social Media Management Framework

Policies
* Clarity:
Degree to which policies clarify
boundaries for employees
* Empowerment:
Degree to which policies
empower employees to achieve
business outcomes, consistent
with the cultural, regulatory and
Metrics business realities
* Differentiation:
Degree to which policies support
Context differentiation of the organization
in the market

Culture

Process

Business
Value

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.



Social Media Management Framework

Culture

Process

Business
Value

Metrics

Context

Metrics

Resource Management:

Level of visibility into the efficient
utilization of social media assets
(people and technology) and level of
efficiency achieved

Performance Management:
Degree to which results are
measured and behavior rewarded for
success or failure in achieving
performance targets

Financial Management:

Level to which costs are tracked and
controlled, and the degree of
ownership by the business for social
media costs

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011. 75



Nothing
IS
so practical
as a
good theory

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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