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Docente FULVIO GIAN MARIA MIRAGLIA
Modulo
Da idea imprenditoriale a modello di business competitivo:
applicazione del Business Model Canvas

Che cos'é un business model?

Un Business Model descrive il modo in cui
un'organizzazione crea, diffonde e raccoglie valore

( en: Business Model => it: Modello Economico )
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1 clienti sono il cuore del Business
Model
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I gruppi di clienti rappresentano
segmenti distinti se:
+« Hanno bisogni differenti
+ Sono raggiunti attraverso canali
differenti
» Richiedono tipi di relazione
differenti
« Creano margini differenti
« Sono interessati ad aspetti
differenti dell'offerta
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Esempi
» mercato di massa
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Prezzo fisso
- Prezzo a listino
- Prezzo per opzione / caratteristica
- Prezzo per segmento cliente
« Prezzo per volumi

Prezzo dinamico
» Prezzo negoziato
- Prezzo stagionale
= Prezzo di mercato dinamico
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e ————————R

I'TA®

TALIAN TRADE AGENCY
ic

Risorse chiave

Quali sono le risorse necessarie
per il nostro valore offerto?

| mostrn canali di distribuzionea?
Le relaz

| ricawi?

TIPOLAOCIE Dy

Fisiche

Fente Menteraly |

i Le risorse necessarie per

Fimanziarie

Esempi:
- Risorse fisiche
« Risorse intellettuali
- Risorse umane
- Risorse finanziarie

ST,

&

%, ‘ol
AN
“rors

z

I'TA®

TALIAN TRADE AGENCY
ic

PANOR
aPANOR,),

2

generare il valore offerto al cliente e
per sostenere il modello economico.
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- Acquisizione di risorse speciali
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Struttura dei costi
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BPusiness Model Canvas
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Il Business Model Canvas
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BLUE OCEAN STRATEGY

La strategia Oceano Blu (Blue Ocean Strategy), & un libro pubblicato nel 2005 e scritto da W. Chan Kim e
Renée Mauborgne, professori all'INSEAD e co-direttori dell'lstituto INSEAD Strategia Oceano Blu.

RED OCEANS represent all the industries in existence today — the known market space. In the red
oceans, industry boundaries are defined and accepted, and the competitive rules of the game are

known. Here companies try to outperform their rivals to grab a greater share of product or service
demand. As the market space gets crowded, prospects for profits and growth are reduced.

The competition turns the ocean bloody; hence, the term "red oceans".

BLUE OCEANS, in contrast, denote all the industries not in existence today — the unknown market space,
untainted by competition. In blue oceans, demand is created rather than fought over. There is plenty

opportunity for growth that is both profitable and rapid. In blue oceans, competition is irrelevant
because the rules of the game are waiting to be set.

Blue ocean is an analogy to describe the wider, deeper potential of market space that is not yet
explored.
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INNOVAZIONE DI VALORE
Creando spazi di business completamente nuovi che ancora non esistono ed evitando cosi totalmente la

concorrenza, sviluppando un insieme di azioni e decisioni manageriali orientate alla creazione e all’'offerta
di nuovi prodotti/servizi

Spostando il focus dal “battere” la concorrenza, all’'obiettivo di neutralizzarla offrendo ai clienti/acquirenti
un aumento significativo del valore, ponendo la stessa enfasi sia sul valore che sull'innovazione

Concentrandosi sui non-clienti e andare oltre la domanda esistente , per massimizzare la dimensione
dell’Oceano Blu

Evitando di cadere nella trappola della competizione, mantenendo sempre al centro il cliente e non la
concorrenza

Ponendosi costantemente la domanda fondamentale “come creare una curva del valore innovativa?”
utilizzando lo schema “eliminate — reduce - raise - create”
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ERRC grid: ELIMINATE — REDUCE — RAISE - CREATE
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How Nespresso innovated its
business model?

- Originally, Nespresso system patent filed in 1976.

- It focused on restaurants and offices as market segments
in 1982,

- Main revenue source was coffee machines made by joint
venture.

- New CEO changed the strategy, new business model was
introduced.

- Average 35% growth and $1.9 billion sales yearly achieved
in 2008

How Nespresso innovated its
business model?

- Now, Nespresso is multi-
billion dollar product line

- With original business model,
Nespresso nearly went
bankrupt in 1980s.

- It was the same product, the
same technology.
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Nespresso original business model

ey Parmriors ey AT slics Wae Progessiliens = Sog
Coffee machine
maker
Coffes bhaan Otficas
(2] =
Hry Emsoerces Channals
Rectaurants
Joint Wenture Joing venture
wwith coffes
machine
Pod patents manufacturar
Toerl Soriariers Pl e et S TS

Revenue from
machincs

Nespresso original business model
| Koay Parmnces. Wiy e ulfins Walue Propasiions C T c 0
":i':':: Rodimeadustian Maspresss Cluk Households
Marketing
Coffes Baan i
ER e Hirg Resounos Channos
Pod factory MHespresso. oo,
high end shops
Pod patents
Pachines sald
Retall sheps everywhers
Coerd Shructure Rurden ey Borenms
Cofforbomms  prodieven e it gy
IV

15



03/11/2016

Business model pattern:

e uno schema che descrive
una categoria, un tipo di
Business Model
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The hits now compete with an
infinite number of niche
markets, of any size. And
consumers are increasingly
favoring the one with the
most choice. The era of one-
size-fits-all is ending. and in
its place is something new, a
market of multitudes.

(Anderson 2006)

Il Business Model Canvas "= Long tail frogettate da
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MULTISIDE PLATFORM
¢ Bring togheter 2 or more distinct but interdependent groups of customers
¢ Creates value by facilitating interactions between the different groups

¢ The exsistence of one group without the other makes no profit
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Il Business Model Canvas WNil{i-Sided platforms ~™"
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Pubblicita
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Il Business Model Canvas
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Freemium

Il Business Model Canvas """ Freemium Prosatn
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Freemium

Il Business Model Canvas "™ Bait & Hook Frometiae &
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Hook & Bait

Free / Cheap Basic Product

Business Model Toolbox

Grazie

— We find THIS
mode| wotks BETTER

fem.miraglia@gmail.con

f.miraglia@innova-eu.ne
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