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Agenda

1. Design approach
— Business task (and IT service)
— Business process (and IT workflow)
— Business model (and IT architecture)

2. Business model
— Business model analysis
* Product and value proposition
« Customer relationship and distribution channel
* Operations management and value chain
— IT architecture design
— Business/IT alignment evaluation

3. Innovation

CH | BUSINESS MODEL | INNOVATION
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Hypotheses

1. Requirement engineering is not independent from design

— but part of the “design loop”: requirement analysis, IT solution design, prototype &
evaluation

2. Goal-based requirement engineering is not appropriate for expressing
business needs

— but business model-based requirement engineering seems to be adequate

3. Innovation does not come from (goal-based) requirement engineering
— but from business model and design
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The dominant paradigm: business/IT alignment ...

Business scope
Distinctive competencies
IT governance Technology scope
System competencies
IT governance
BUSINESS | IT

BUSINESS IT
strategy strategy strategy
ORGANIZATION s infrastructure
infrastructure infrastructure
Architecture
Processes
Administrative structure Skills
Business processes
Skills

[Henderson and Venkatraman, 1993]

DESIGN APPROACH

TECHNIQUES:
tests

betas

trials
analytics
simulations
diagnostics

TECHNIQUES:

observations

exploration

interviews

surveys

statistics

hypothesises
Requirement root cause analysis

’ Analysis Ty problem framing
Validati

ion
TECHNIQUES:
brainstorming
N ideation
experiments

scenarios
models
prototypes

DESIGN APPROACH | BUSINESS MODEL | INNOVATION

Design approach > the designer’s core competencies

1. The ability to understand the context or circumstances of a design problem
and frame them in an insightful way

2. The ability to work at a level of abstraction appropriate to the situation at hand
3. The ability to model and visualize solutions even with imperfect information

4. An approach to problem solving that involves the simultaneous creation and
evaluation of multiple alternatives

5. The ability to add or maintain value as pieces are integrated into a whole

6. The ability to establish purposeful relationships among elements of a solution
and between the solution and its context

7. The ability to use form to embody ideas and to communicate their value

[Conley, 2004]
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Design approach > services, process & business model

« a business logic
« business structures & rules
« business support systems

ANY COMPANY IS COMPOSED OF:

VALUE proposition
VALUE CHAIN
Customer (relationship) BUSINESS
MODEL
THE

ALIGNED
COMPANY

ENTERPRISE
MODEL

Organization GOAL Information OBJECT
PROCESS SERVICE
Team (coordination)

User (interface)
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Design approach > a cross-cutting discipline

Service Process Business Model
Analysis user goal and task goal and process business model
Design application/service workflow IT architecture
Evaluation/Validation utility/usability efficiency profitability/fit

Requirement

’ Analysis Ty

0

Validation

ALIGNED
COMPANY
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Design approach > BUSINESS TASK AND IT SERVICE

IS MODEL

Viewpoint
SOFTWARE ENGINEERING

Information OBJECT
@ SERVICE
User (interface)
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Design approach > service > design loop

Transaction
Decision (& cognition)
Interaction GOAL
TASK analysis
Requirement
’ Analysis Ty
6
Validation
TECHNIQUES:
USABILITY Scenario-based design
Pattern-based
PROTOTYPE

Conceptual modeling
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Design approach > service > ontology

Viewpoint
HCI ENGINEERING

WHAT?

GOAL
HOwW? ‘
TASK
|

Financial aspects

Information
Interaction

Design approach > service > requirement analysis

» Goal-based requirement engineering
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[Rolland, 2003] [Yu, 1994] [Patemo, 2002]
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Design approach > service > IT solution design

« Action design

— Focus on functionality
« Information design

— Information provided to the users by the systems
< Interaction design

— Details of user action and feedback

hand sketch ...

Scenario use case

DENTM Mo e,

|

http://guir.berkeley.edulprojects/denim
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TicKeT:

Design approach > service > prototype

« Lo-fi prototype

Hi-fi prototype
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Design approach > service > usability evaluation

« Usability testing with user model-based > service quality

Customer.

Gy |
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Design approach > service and process alignment

T | v [ | s P | Dovten e | ham oot | Do | oo | o
|
[F== |
T
-
-
e ke
i =]
=]
=
-
R

Conmii e it

s
= G

‘ Ebenmas S |

Université de Lausanne

Design approach > BUSINESS PROCESS (AND IT WORKFLOW)

ENTERPRISE MODEL

Viewpoint
BUSINESS PROCESS (RE-) ENGINEERING

Organization GOAL
PROCESS | (2)
Team (coordination)
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Design approach > process > design loop

Organization
Coordination
Integration

BUSINESS PROCESS
analysis

Requirement

’ Analysis T

¢

Validation

TECHNIQUES:

EFFICIENCY

Use case and scenario
Best practice (pattern-based)
Conceptual model

simulation
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Design approach > process > ontology

Viewpoint
ENTERPRISE MODELING
BPR
WHAT?
ORGANIZATIONAL GOAL

HOw? ‘

|

Financial aspects

BUSINESS MODEL AND IT ARCHITECTURE

BUSINESS MODEL

Viewpoint
-BUSINESS DEVELOPMENT

VALUE proposition
VALUE CHAIN @
Customer (relationship)

DESIGN APPROACH | BUSINESS MODEL | INNO!
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Business model > definition

» A model of the business of a company, aggregating ...

— the value a company offers to one or several segments of customers, and
the architecture of the firm and its network of partners
for creating, marketing and delivering this value and relationship capital,
— in order to generate profitable and sustainable revenue streams

1. Business model analysis
— Product and value proposition
— Customer relationship and distribution channel
— Operations management and value chain

2. IT architecture design

3. Business/IT alignment evaluation
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Business model > design loop

Strategy
Innovation
IS Planning BUSINESS MODEL
analysis
Requirement
’ Analysis T
6
Validation
TECHNIQUES:
ALIGNMENT/FIT Reference model
Cost/benefit Building blocks

Conceptual model

22
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Business model > ontology > 9 questions

Who are our customers?
How do we reach them?

2
What do we offer to our customers? How do we get and keep them?

WHAT?

VALUE proposition

How? ‘ WHO?

|

HOW MUCH?

How do we operate and deliver?
How do we collaborate?
What are our key competencies? What are our revenues? Our pricing?

What are our costs?
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Value proposition
@

What do we offer to our customers?

WHAT?

VALUE PROPOSITION

24
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Value proposition Value proposition > example
)
@
DEFINITION
A VALUE PROPOSITION is an overall view of a firm’s bundle of offerings, products and
services, Value Proposition
that together represent a benefit or a value for its customers ...
refers to [Kambill et al., 1996] ...
SCHEMA refined by
i requires targets
Core capabiliies » Customer segment
(Integrated) B2B solutions B2B offers
« Reasoning (use, risk, effort)
« Life cycle (creation, appropriation, use, renewal, transfer)
« Value level (me-too, innovation/imitation, innovation)
« Price level (free, economy, market, high-end)
« Category (barter, sale, market, buy
What do we offer?
25 26
Uriverst de Lausanne Universit de Lausanne
Customer segment Customer segment
3 )
@ [©)
5
Who are our customers? DEFINITION
Categorizations of the population into social class or psychologically defined groups
SCHEMA
Value proposition
WHO? refined by
CUSTOMER SEGMENT -
Value proposition [«
segment
« Description
 Reasoning (segment, community, ...)
« CRITERION
« Category
Who are our customers?
27 28
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Customer segment > example Distribution channel
D
&
How do we reach them?
Value Proposition Target Customer
Value proposition
Event tickets (& access) Individual event visitors
Distribution channel reach -— Events & Organizers Customer segment
DISTRIBUTION CHANNEL
POS affiiation (Easy Outlet) POS Partners
29 30
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Distribution channel
®

DEFINITION

a set of links or a network via which a firm “goes to market” and delivers its value

proposition
precedes
SCHEMA
Distribution
link
isa refined by

Value proposition < » Customer segment

delivers Bution serves
channel

« Description

« Reasoning

+ Customer buying cycle (awareness, evaluation, purchase, after sale)

by |« Category (network, internet, call center, ...)

Actor |«

How do we reach our customers? Feel and serve them?
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TicKeT:

Distribution Channels

Value Proposition Distribution Channel Target Customer

Ticketcorner POS network

e |

Event tickets (& access) Affiliate POS network

N

Call Center
Ticketcorner Website /
B2B salesforce

Individual event visitors

Distribution channel reach Events & Organizers

(Integrated) B2B solutions

Venues

POS affiliation (Easy Outlet) POS Partners

31 32
TcKer 3
Value proposition > strategy canvas Value proposition > Strategy canvas > B2C customer (offline)
« A way to visualize the strategic profile Tickstcomer POS network
« Based on the factors that affect competition among industry players Sl e
. . . . . . . . Event tickets (& ) ATMs Individual event visitors
- Showing the strategic profile of current and potential competitors, identifying R ——
: ; p ) ioketcomer Website
which factors they invest in strategically
Call Center
o Strategy Canvas Offline Ticketing
Premium Wines 5
A A A A . t: { /
A A [yellow tail] 3 4 ) —Ticketcomer
3 s —CTs Eventim
2 2 Venues, Clubs, etc.
—_— f’ l/ Ticket Online
Budget Wines / 14« ’
0
\\isﬁi&%«ﬁ‘;é’& T ‘ﬂi\f @P‘ia‘?&,@‘iﬁ
N & & P g & &
FFe T e &&J Ry
er)«v & «pﬂ‘a
= E S
Easy drnking s Value Attributes
[Kim & Mauborgne, 2005]
33 34
Unvrsiodo Lausamme
ke 3 TcKer 3
Value proposition > Strategy canvas > B2C customer (online) Value proposition > Strategy canvas > B2B customer
Event fickets (& acoess) Ticketcomer Website  —  Individual event visitors I TS Evsoisls Onganizrs
mgrted 28 sotens <[ Venues
B2B sales force
POS Partners
Strategy Canvas Online Ticketing
s 5 Strategy Canvas Ticketing Solutions
> 4 4 \
K 34 — 7 \ 5
3 24 /,
3 4
R _ 4
> 0 ,,i L — % 3 == Ticketcorner
N ] O —
2T S S S F 5 - ——CTS Eventim
&S TS STE P & & S 24 . "
A N P SR & E & & = Ticket Online
& & S & A O ¥ 8 & S
ol o &5 0 P > 19 \\/
& K i
a‘?qp Q@@ ° Qw\&“@ o\‘@v 0 +— T T T T T
Value Attributes attribute attribute attribute attribute attribute attribute
1 2 3 4 5 6
‘ com im.de / getgo.de Value Attributes
Venues, Clubs, etc. Ticketonline.ch /.de
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Customer relationship
©)

Université de Lausanne

How do we get and keep them?

Value proposition

CUSTOMER RELATIONSHIP

Customer segment

Distribution channel

@

@

Customer relationship

DEFINITION

customer equity: acquisition, retention, add-on selling
trust and personalization mechanisms, ...

SCHEMA

Value proposition

refined by

Distribution link Relationship
concerns mechanism

Customer segment

« Description

« Reasoning (acquisition, retention, add-on selling, ...)
« Category (trust, personalization, brand...)
How do we get and keep our customers?
37 38
Core capabilities (resources)
®

O

Core capabilities (and resources)
G}

DEFINITION

Resource (assets): available & useful in responding to market opportunities or threats
Capability (know-how): aptitude to exploit and coordinate resources to create, produce,
and/or offer products and services to a market
Hows SCHEMA isa refined by
Customer segment
S required by
Distribution channel Resource Value proposition
CAPABILITY Customer relationship
Description
Reasoning
by Category (generative, transformative,
What are our key competencies?
What are our key competencies?
39 40
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Value configuration Value configuration
DEFINITION
Set of interdependent activities that add value for the customers to the company products
or services
activity
Value proposition
How? Category {principal, support ...}
isa refined by
VALUE CONFIGURATION Customer segment
needs (in) implements
Distribution channel RaSoUes Value > Value proposition
configuration
capability Customer relationship creates (out)
Description
Reasoning
How do we operate and deliver? by

Category {Value chain, Value shop, Value network

\
-

How do we operate and deliver?

42
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Value configuration > value ¢l

INBOUNT LOGISTICS op

hain

ERATIONS

OUTBOUND LOGISTICS

MARKETING SERVICES
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Value configuration > category

Value chain

[T

Support
sciviios

oo ey
ey ey ey

prirary
aciivies

Value shop

Problemsolving

Problemtinding
Colectpationt istory

“Ganerate wreatmont plans.
“Evalusto vosmont plane

Martan patrt deta

Execution

Choice
“Choics oftreatmert plan

+ | controt Evatuation

| Maniorpatiert progress

Maimainpatentdata [T

[Stabell, 1998]

<~

Value network

Firm Intrastructuro
T —
Tecoly et
o e e | s cn ek

rogwement &+ — ]

Network promotion&contract management

e Service provisioning

o coomacs | o | intrastructure operation
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Value configuration (and resources)

Network promotion and
contract management
« Mainstream marketing
« POS acquisition &
development
- Event, Venue
acquisition

activities

Service provisioning

« Selling tickets
« Printing tickets
« Delivering tickets

ICKET!

Infrastructure operation

« POS network maintenance
« Platform (TicketSoft)
operation, development &
maintenance

« Website maintenance

« Operating call center

« Installing solutions

« Newsletter
+ Recommendation
system

resources

« Printing infrastructure
« Delivery logistics

« Own POS network

« Partner POS network
+ Web platform

« TicketSoft

« Call center

consists of activities (& resources)
associated with inviting potential
customers to join the network,
selection of customers that are
allowed to join and the initialization,
management, and termination of
contracts governing service
provisioning and charging.

consists of activities (& resources)
associated with establishing,
maintaining, and terminating links
between customers and billing for
value received. The links can be
synchronous as in telephone service,
or asynchronous as in electronic mail
service or banking.

consists of activities (& resources)
associated with maintaining and running
a physical and information infrastructure.
The activities keep the network in an
alert status, ready to service customer
requests.
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Partnership agreement

Distribution channel

Value configuration
concerns

Core capability

with
[he

How do we collaborate?

refined by

Partnership
agreement

« Description
« Reasoning

« Category {chain, market, network ...}

44
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Partnership agreement
D
@
Value proposition
HOW?
Value chain Customer segment
PARTNERSHIP Distribution channel
capability Customer relationship
How do we collaborate?
46
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Partnership agreement > category
MARKET, as Bank NETWORK.
T
!
e " g+ SeE
[ Facitiation >
Institutional Infrastructures i i
Coordination cost
high Tow
3 CHAIN
8
s -
@ B Pog
& ol maufechrer devbuir  role buyer
v
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Value configuration with partners > e3value model Revenue stream
®
ket 5 llmms
o
access Event -
systern s Crganizers H
............. Value proposition
5 ¥ i Tickets
> Value chain Customer segment
S i
""T' e \ Partnership Distribution channel
Ticketcomer B POS aduvs\‘
= capability REVENUE Customer relationship
5 HOW MUCH?
Indivicuals © What are our revenues? Our pricing?
[Gordijn, 2002]
49 50
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Revenue stream > categories Revenue Model
REVENUE ——T T N
(,f PRE-PAID ):‘ Value Proposition Target Customer
one time L card 7: -
= Event tickets ( Revenue cut on tickets sold Individual event visitors
o Distribution channel reach Advertising online & print Events & Org;
Income of the subscription fees to become a member
EEE=—wption Paid by the buyer and/or the vendor i i
POS affliation (Easy Ou Fee B2B platform usage POS Partners
= Income of the ad banners posted on the shopfront
Paid by the vendor
led) B2B solutions Fee general contractor service
Income of online sales paid by the buyer
Income, percentage of a transaction made by the settlement
(affiliate program)
51 52
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Profit and cost account Profit and cost account
Revenues
Cost of goods sold
Gross margin
Value proposition
Value chain Customer segment Operating expenses PROFIT = (P —V,).Q - F
“\F=Ve)—Tc
Partnership Distribution channel research and deV_eIOpmem
o " o | . sales and marketing
capability evenue ustomer relationship L. . it ori
general and administration P the unit price of a product
COST V¢ the variable cost of a unit
HOW MUCH? T Q  the number of products sold
Operating income (loss)
Fc fixed costs
What are our costs? Net income (loss)
53 54
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3
bl
Cost Structure Business model ontology > model
Cost po: Percentage of total HOW? WHO?
’ [ i | [ - o
Point of sales network development |_Partnership | ‘ Actor ‘ |_Relationship |
and maintenance
TicketSoft platform development and WHAT?
maintenance
Ticketcomer marketing Capability ’—{ Configuration }—4 Proposition ’—{ Channel }—4 Customer
Point of sales & event acquisition and
maintenance Resource Activity Link
Website
R&D
55 56
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Ticketcorner Business Model Ticketcorner Business Model > bird eyes view
Postfinance Personalized website
POS partners Personal info e-update Personalized website
Kudelski (SkiData) Personalized info update
Kudelski (SkiData) Event booklet Ticketnews Postfinance (Webmember-Newsmail)
POS partners Event booklet Ticketnews
(CH only)
Increase reach (Value network) Ticketcomer POS network
Event tickets (& access) Individual event visitors
Increase visibiity Acquire events & venues Afiiate POS network
Distribution channel reach Events & Organizers
Develop event coverage Acquireldevelop POS ATMs , N Event tickets Ticketcorer POS network Individual event visitors
(Integrated) B2B solutions Venues I ncrease ’“;H . (sports/culture) Call Center (CH, D, AT, I)
Provide payment security Improve visibility Ticketcorner Website D"C'elase Visibility value "‘e &"' Distribution channel reach Affiliate POS network Events & Organizers
POS affliation (Easy Outlet) POS Partners e‘;e lop ':;"f“‘ge "‘f”“e e;:f" SI "Sg"s’” (for events) Ticketcorner Website (Sports, Concerts, etc.)
Offer seamless ticketing Maintain & dev. platform B2B salesforce (:9 ‘; even! “‘e"“ef) c‘q""e evel ‘:’H (Integrated) B2B solutions Venues
6‘;(;‘ ° ”Eyl’"e"‘si‘::‘" y o v_wg:;e ‘”f‘ ”"’ & (e.g. TicketSoft, Access) B2B salesforce (Hallenstadion, Arenas, etc.)
Call Genter T seamless ficketing laintain & develop platform POS affiliation Call Genter POS partners
(e.g. chains, small stores) (e.g. chains & stores)
BOSEWOK Revenue cut tickets 05 network maint
network maintenance
platform (TicketSoft) 528 platform usage Develop & maintain platform (TicketSoft) Re"*’:;;:“ﬂz’ﬂfms‘:;:‘ ok
- Marketing e
Marketing General contractor service FEBeCTCENT B o e
POS & event acquisition Advert T ‘evelop & maintain website (website banner, text in webmember-newsmail, offiine Ticketnews Event Booklet)
vertising online & prin
website
57 58
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Business model > design loop > IT architecture design © Business model > design loop > IT architecture > application portfolio
Strategy @ @
Innovation
IS Planning | sTRATEGIC | | HIGH POTENTIAL
2| . Y ‘ 1
Requirement & | Applications Applications
’ Analysis Ty 2 | that are critical that may be important
(S P . . \‘\\@
= | to sustaining future N In achieving the future o
‘ IT ARCHITECTURE E & o
H
Application portfolio g
1@ @
Validation g
g Applications Applications
al | that are essential < that are valuable -
=
TECHNIQUES: = | for success \“,\g\) for success = N
ALIGNMENT d
reference model =
o~ T | KEY OPERATIONAL SUPPORT
) Building blocks
Cost/benefit McFarlan
Conceptual model
High STRATEGIC IMPACT OF IT low
[Ward, 2002)
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Business model > design loop > IT architecture > application portfolio

OPERATIONAL SUPPORT

[Value
Erget Customers

Distribution channels
Customer relationshij

Revenues
Costs

Business model > design loop > IT architecture > application portfolio

STRATEGIC POTENTIAL
OPERATIONAL SUPPORT

Contracting musicians

Key Operational

High Potential
Database, Office

Contracting sponsors

Ticketing Website Reservation System Accounting
(NAGRA s ystem)
Promotion ‘Website Mailing Database, CMS
Office
Concerts (NAGRA System) Production
F&B (NAGRA System) Paycenter ing, Office
Commerce (NAGRA System) Paycenter Office
(NAGRA Syst em) Paycenter ing, Office Website
Selling recordings Concert Database ‘Accounting, Office Website
(Music
manage MJF i
Production Production
JAZZ currency & CASH Paycenter & Views ce Office
Volunteer m anagement (NAGRA system) Volunteer Database Volunteer Database,
Office

62
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Business model > design loop > IT architecture > Business model > design loop > IT architecture > infrastructure
WEB NUB (Easy Tics, TC.com, ...)
 Ticket _ Ski Transport Application infrastructure
inventory inventory inventory . =
Communication
Data management
IT management
AMADEUS reservation system Security
Architecture & standards
IT research & development
IT education
[Weil and Vitale, 2002]
63 64
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Business model > design loop > IT architecture > infrastructure Business model > design loop > IT architecture > infrastructure
Application infrastructure
Communication
Data management
IT management
; ettt
Securty
Architecture & standards S N
IT research & development
IT education
[Value
Erget customers.
Distribution ch?nnel?
’Evenues
Costs
Attractive VUF venue
[Weil and Vitale, 2002) AT st eyt
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Business model > design loop > IT architecture > balanced scorecard

How to improve our services
and our quality?

How do the customers

Goals Measures perceive us?
& nitatives
Innovation
perspective Goals Measures
& iniiatives
Process Customer
perspective perspective
Financial
Goals Measures perspective
& initatves
Goals Measures
In which process do we & initiatives

have to prove excellence?
How do shareholder
perceive us?

BalancedScorocard
[Norton and Kaplan, 1992]

Université de La

Business model > design loop > IT architecture > bplaivadit s qoettalid

[Value
[Target customers

Distribution channels
Customer relationshij

Revenues
Costs

67 68
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Business model > design loop > IT architecture > balanced scorecard Business model > design loop > alignment
Strategy
Innovation
IS Planning
Indicator current arge alarm R " t
equirement
ANOVATION J— percentage of seat q €
capacity sold Analysis Ty
S—— quality of franchised
estv:
W | i
CUSTOMERS Sponsor satisfaction sponsor questionnaire
F&B ‘hours out of beer
Attract and feature stars . of top 20 Jazz
musicians
INFRASTRUCTURE F&B o ”ffi‘ff‘a::; pHone ALIGNMENT
Artists cost of contracts .
Cost/benefit
FINANCE Merchandising percentage of total
revenes
69 70
Uniersie do Lausomne Uniersie do L
Business model > design loop > business/IT alignment Business model > design loop > business/IT alignment
BUSINESS MODEL IT ARCHITECTURE
APPLICATION PORTFOLIO VALUE proposition
PERFORMANCE INDICATORS VALUE CHAIN
Customer (relationship) BUSINESS
MODEL
BUSINESS T
BUSINESS IT
THE
‘ strategy ‘ ‘ strategy ‘ strategy ALIGNED
COMPANY
ORGANIZATION s infrastructure e —
infrastructure infrastructure MODEL
IT SERVICE Organization GOAL
BUSINESS PROCESS 9 PROCESS Information OBJECT
SERVICE
Team (coordination) User (interface)
[Henderson and Venkatraman, 1993]
7 72
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Business model > design loop > alignment with processes and services

PROCESSES

SERVICES

Goal-based
=

Tasks
Users

Value proposition
t

\Partnerships |
Revenues
Costs

Université de Lausanne

Business model innovation ©

» Innovating in one or several of the business model components and as
combining them in new and innovative ways

» Managers and executives had a whole new range of ways to design their
businesses, which resulted in innovative and competing business models
in the same industries.

» Before it used to be sufficient to say in what industry you where for
somebody to understand what your company was doing because all
players had the same business model.

» Today it is not sufficient anymore to choose a lucrative industry, but you
must design a competitive business model.

» In addition increased competition and rapid copying of successful business
models forces all the players to continuously innovate their business model
to gain and sustain a competitive edge.

Université de Lausanne

Business model innovation > typology

»  Supply-driven innovation

— New way of doing/supplying or new technology
+ Demand-driven

— New or changing customer needs

«  Similar business model
— Same value proposition
« Extended business model

'SkyDe J
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Business model innovation > examples

1. Value proposition d] Y

2. Target customer segment
3. Distribution channel DELL
4. Customer relationship Gi,‘ M o
5. Core capabilities “'

6. Value configuration CiscoSysTems

Add h SWIﬁcEF‘.d
- ing new things roadcast -
9 g 7. Partnership agreement Intel
» New business model WRinglane) 74 .
New rules of the game futicBaxcom 8. R 1
- ; . Revenue streams .
Google
9. Cost structure WAL*MART"
ALWAYS LOW PRICES. W
75 76
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Business model innovation > disruptive technology Business model innovation > environmental pressures
disruption

« Adisruptive technology is a technology or an X . enablement

innovation disruption efficiency TECHNOLOGICAL

market share CHANGE
. new products

*  "that (esults in worse product performance, at needs

least in the near-term... COMPETITIVE - new markets

FORCES

« [It] brings to the market a very different value - CUSTOMER

proposition than had been available A - _ DEMAND

previously... - THE S —

J ALIGNED

« Products that are based on disruptive o COMPANY

technologies are typically cheaper, simpler,
smaller, and, frequently, more convenient to

use. market
« [But, they generally] under-perform \ N I 1d
tablished products in mainstream markets." e replaces o
es technology

Market for new
technology time

[Christensen, 1997] [Danneels, 2004]

= = intellectual property

- - WTO
- - antitrust

SOCIAL
ENVIRONMENT

LEGAL
ENVIRONMENT
stakeholers

environmental values
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Business model innovation > environment assessment

REPRESENTATION

Fulure
issues
LANDSCAPE Thirastructure Gustomer
Indusiry Market
Financial
aspecs

Observation & capture

STUDY

Université de

Business model innovation > environment assessment > model

Viewpoint:
ENVIRONMENT INTELLIGENCE

WHAT?

PRODUCT INNOVATION
How? %‘_‘\ WHO?
ACTOR NETWORK \\ES’E/ MARKET (ADOPTION)

[Camponovo, 2004]

79 80
3
Business model innovation > environment assessment > model Business model innovation > evolution & change management
Degree of
Change
New Channels Paperless Ticketing y " =
Margins Ticketing Outsourcing
‘Software Innovation Market Consolidation
Exclusivity Black Markets
Technology Innovation Service Bundling
Privacy
ACTORS _
Business
Ticketing Operators Model
Distribution Channel Actors Individuals Innavation
Cloud
Ticketing Software Platfc F:
oketing Software Platorms .
Events POS for lickels Frequentation Corporate Groups Madsl
Venues Distibution Channel Advertising Space Distribution Channel Actors
Event Organizers Network Events » ey
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