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Byznys modely a inovace
(nahravana prednaska)

Strategicky pohled na inovace

slido.com
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(nevyuzivejte chat)
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Perspektivy inovaci
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Byznys modely:
Pripadoveé studie

Rizeni v podniku:
Stage-Gate

Metody inovacniho
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Semestralni projekt
(a seminare)
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Na co se dnes muzete tesit

Temata:
« Byznys modely a inovace
* Noveé trhy, start-upy
« Strategie modréeho oceanu (Blue ocean strategy)
« Exploration-exploitation dilemma
* Disruptivni inovace

Pripadove studie:
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Seminar:

m =

QD Y e
O =

=

o



Byznys modely a inovace
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S- kr|vky

— Kazda technologie
(vlastnost, byznys model)
ma vykonnostni strop

— Zvysena zranitelnost na
vrcholu S-krivky

— Nova S-krivka
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S-Curves

Mature Business ] ]
Decline Business

Growth Business Transform

Business

Early Business

Time
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DalSi priklady trhd, kde se projevila S-kfivka?
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Vyvoj trhu (odvetvi)

Disrupce
Ne Ano

‘S Komercni banka Kodak
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Problém: Moc nového
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Byznys modely

— Byznys model = ,systém... aktivit, ktery urCuje zpusob jakym
podnik dela byznys”® (Goffin a Mitchell, 2017: 69), resp. jak utvari
hodnotu pro sebe | zakaznika

— Strategie = cesta, jakou dosahnout stanovenych cilu

— Cil = pozadovany (budouci) stav Ci vysledek
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Byznys modely

— Business Model Canvas — zjednodusené zachyceni celeho byznys

modelu v deviti oblastech

— Segmenty zakaznikd, hodnotova nabidka (value proposition), marketingoveé kanaly, vztahy
se zakaznikem, zdroje pfijmu, kliCové zdroje, kliCové aktivity, klicovi partnefi, struktura
nakladu

— Lean Business Model Canvas — alternativa pro podnikatele
— 19. 11. od 8:00 JIC workshop (Ales Filipensky)
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Key Partners 69

‘Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTHERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

Problem Solving
Platform/Network

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES
Physical
intellectual (brand patents, copyrights, data)

juman
Financial

i

Value Propositions

What value do we deliver to the customer?
‘Which one of our custormer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

‘Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Custamization
“Getting the Job Done"

Design
Brand)/Status
Price

Cost Reduction
Risk Reduction

Accessibility
Convenience/Usability

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance
Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

‘Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness
How do we raise awareness about our company’s Products and services?
2. Evaluation
How do we help customers evaluate our arganization’s Value Propasition?
3. Purchase
How do we allow customers to purchase specific products and services?
. Delivery
How do we deliver a Value Proposition to customers?
. After sales
How do we provide post-purchase customer support?

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Mutlti-sided Platform

2

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum
Value Driven (focused on value creation, premium vaiue proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

TypEs
Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

FIXED PRICING
List Price

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

DYNAMIC PRICING
Negotiation (bargaining)

Product feature dependent Yield Management

Customer segment

dependent

Real-time-Market

Volume dependent
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Kano model

— Vlastnosti produktu

Satisfied
— Zakladni potfeby (Basic needs) — . .
hygienické faktory Delighters o
— Vykonnostni potfeby (Performance
needs) — Cim vic, tim lépe
— Radosti (Delighters) — neoCekavane, ale
potéél’ Not imp|§mented Fully imEIemented
Basic needs
Vyviji se v Case (od radosti k
zakladni potrebé — viz ovladac k |
teIeViZi) Dissatisfied
Wikimedia
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https://commons.wikimedia.org/wiki/File:Kano_Model.png

Nove trhy a start-upy
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Strategie modrého oceanu (BOS)
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Soutézte v ramci stavajicich trhi  Vytvorte trh, o ktery nesoutézi

konkurence
Porazte konkurenci Ucinte konkurenci nerelevantni
VyuZzijte existujici poptavku Vytvorte a uspokojte novou
poptavku
Volte kompromisy mezi hodnotou Vyhnéte se kompromisiim mezi
a cenou hodnotou a cenou
Sladte cely systém aktivit Sladte cely systém aktivit
podniku v souladu se podniku v souladu s hledani

strategickou volbou diferenciace  diferenciace a nizké ceny
nebo nizké ceny
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BOS: Obraz strategie

Obraz strategie aerolinek 0
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Cena letenky Dopliikové Délka letd Lety nahlavni  Pohodli Nakladnost
sluzby letisté storno a
zmeény

e K|asické aerolinky ~ =====Nizkondkladové aerolinky = e====Soukromé lety

— Konkurencni faktory > nekolik malo strategickych skupin
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BOS: Syst.
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ramec Ctyr aktivnich opatreni

VYRADTE
(které faktory
vyfadit, protoZe
nepfinasi zak.
opravdovou
hodnotu?)

OMEZTE
(které faktory lze
omezit na vyrazné
nizsi Uroven, nez
je béZné?)

NOVA

HODNOTOVA
KRIVKA

POSILTE

(které faktory

soucasna
nedoceriuje?)

ﬂ@\\

VYTVORTE
(ktere faktory
rytvorit, aby

zvysily hodnotu

pro zakaznika?)
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m =
PN —
o=

o



ﬂ{ﬁ\\

ﬂ@“

ﬂ@\\

BOS: Hodnotova inovace

Skore
Vysoké >>

<< Nizké

Cena letenky

Klasické aerolinky
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Doplrikové
sluzby

Obraz strategie aerolinek 2

Délka letd
letisté

Nizkonakladové aerolinky

Lety na hlavni Pohodli

Soukromé lety e Alternativa: Okruzni cesty

VYRADTE
(které faktory
vyfadit, protoze

nepfinasi zak.
opravdovou
hodnotu?)

Nakladnost Pocet letl v
storno a zmeény bali¢ku

/‘7@‘\

OMEZTE
(které faktory lze
omezit na vyrazné
nizsi uroven, nez
je bézné?)

VYTVORTE
NOVA (ktere faktory
HODNOTOVA :
KRIVKA

pro zakaznika?)

POSILTE
(které faktory
. toZe je
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BOS: Systemovy ramec sesti cest

1. Rozhlédnuti se pres alternativni odvétvi (co vede k volbé alternativy?)

2. Rozhlédnuti se pres strategické skupiny v ramci odvétvi (pro€C mezi nimi
prechazi?)

3. Rozhlédnuti pres fetézec zakazniku (duraz na urcitou roli?)

4. Rozhlédnuti pres nabidky doplhkovych vyrobku a sluzeb (vytvari jesté néco
konecCnou hodnotu?)

5. Rozhlédnuti pres funkéni ¢i emocCni vyzvy adresované zakaznikum (na co
se soustredi odvétvi?)

6. Rozhlédnuti napriCc Casem (novy trend?)

I
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Start-upy

Ctvrtek 26. 11. v 8:00 — Milan Simek ze spole&nosti Sewio
(v ramci SYRP, bude otevreno i vam)

_— SEWIO
N
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Uspéch inovace
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FEASIBLE
(Technology)

POSSIBLE

INNOVATION

VIABLE DESIRABLE
(Business) (Human)

VALUABLE
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Key Partners é Key Activities Value Propositions Customer Relationships ' Customer Segments

FEASIBILITY DESIRABIL

Key Resources lﬂ Channels ...q

2

Cost Structure ‘ Revenue Streams

VIABILITY
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Beyond Meat W,

BEYOND MEAT

Beyond Meat, Inc. (BYND)
MasdaqGs - MasdagGs Real Time Price. Currency in USD ,
149.29 +2.94(+2.01%) 149.84 +0.55 (0.37%) — Vyzvy-

At close: 400PM E5T Aftes howirs: 5:Z1F EST Plus500 76.4% of retail CFD accounts lose money UZké m I’Sto Ve Vyro bé (t‘feti

Summary  Company Outlook o Chart  Conversations  Statistics  Historical Data  Profile  Financials  Analysis  Options H Stany)

— Supply chain (maso vs

Previous Close 146.35 Market Cap 9.322B 1D 5D 1M 6M YTD 1Y 5Y Max i ™ Full screen
r v
Beta (5Y 280.00 h rasek)
Open 150.10 Monthly) N/A /
Bid 149.00 x 800 PE Ratio (TTM) N/A - M arketl ng - Ce ny
Ask 149.50 x 1200 EPS (TTM) -0.08 .m
Day's Range 148.21-153.06 Earnings Date MNov 08, 2020
A4 L}
[rzby 2019: $300M
52 Week Range  48.18-197.50 Dividend & Yield N/A (NJA) — .
Volume 1,632,048 Ex-Dividend Date N/A
May 2, 19 Feb 3, 20
Trade prices are not sourced from all markets
Avg. Volume 4,310,238 1y Target Est 129.21
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Dalsi pripadova studie: ,,start-up*

Volba je na vas!

slido.com
# 56789
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Exploration-exploitation dilemma
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Vyvoj trhu (odvetvi)

Disrupce
Ne Ano

‘S Komercni banka Kodak
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Beyond Meat
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Problém: Moc nového
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>> Klesajici nejistota a riziko (ale klinicka smrt?) >>

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

> Exploit

Low uncertainty

Explore

High uncertainty

SEARCH

Strategyzer



Exploration-exploitation dilemma

Explorace (zkoumani, hledani) _ Exploatace (zuzitkovani, rust)

Nové produkty
Revoluce
Vysoka

Novinky (> disrupce, modry
ocean)

Malé mnozstvi, velké vynosy
Je prirozené vysoké

Zadanost, Zivotaschopnost,
providitelnost

Realné opce, spin-offy, venture
kapital
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Zameéreni
Styl
Nejistota
Obecny cil

Kvantita a vynosy
Riziko selhani
Rizika

Nastroje

Stavajici produkty

Evoluce

Nizka

ZlepsSovani (> konkurencni
vyhoda a jeji udrzeni)
Mnoho zmén, drobné vynosy
Musi byt nizké

Disrupce, ztrata konkurencni
vyhody

Standardizace, analyzy a
evaluace
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SMART
= KB SOLUTIONS

UPVEST  roger =

Lemonero
CESKA CROWDFUNDINGOVA CESKY FINTECH SE
PLATFORMA, KTERA ZAMERENIM NA ON-LINE gEIS:XSﬁT&g'{T::h ?TERY
POMAHA DEVELOPERUM AUKCE FAKTUR (FAKTORING) PLATFORMU PRO CHYTRE
ZABEZPECIT FINANCNI A PROVOZNi FINANCOVAN:I.

FINANCOVANI E-SHOPU.
ZDROJE NA PROJEKTY.

Roger diky unikatni investi¢ni platformé Pomoci dat a umélé inteligenci dokaze

Investice do nemovitosti formou licencované od CNB spojuje investory se zajistit rychlé a flexibilni provozni
participace na dluhovém financovani spole¢nostmi, které trapi dlouhé financovani malym a stfednim e-shoptim.
konkrétnich developerskych projektd, splatnosti faktur.
které prosly dikladnou analyzou a vicE PREJIT NA LEMONERO.CZ
schvalenim investi¢ni komisi. VicE PREJIT NA ROGER.CZ

VICE PREJIT NA UPVEST.CZ
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Disruptivni inovace
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THE BIGGEST THREAT TO IN&MBE{ITS | /{

i S

IS THE UPSTARTS



Disruptivni inovace

— Disruptivni inovace maji ¢asto nizkou vykonnost (viz ,performance
needs” z Kano modelu), ale...
— ... maji jiné vyhody.

> Ziskani dostateCného mnozstvi zakazniku k dalsimu vyvoji
(nekladou duraz na vykon ve stavajicich dimenzich)

x Udrzujici inovace — nova S-krivka, ale business-as-usual
(stavajici hraci si situace pohlidaji) — napr. lode

I
—_—
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Disruptivni inovace

Higher 4

PRODUCT
PERFORMANCE

Lower

ﬂ@\\

ﬂﬁ“

38 sli.do: # 56789

m =
PN —
o=

o



AN 7R SN

L3\ / / § r \

77 { aien \ 0 77 hen \ r7{ aten \ T r7{ ain \ T

Disruptivni inovace

Napadaji vas nejake disruptované trhy z nedavne doby?

slido.com
# 56789

—
[
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Disruptivni inovace:
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S-Curves

Growth Business Transform

Business

Early Business

Mature Business
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aps

r7{ o \ T

S-krivky

Decline Business

Time
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Disruptivni inovace: reakce

1. Drzet se sveho trhu (predpoklad: disrupce ho plné nenahradi) —
knihkupectvi a CteCky e-knih vs klasicka fotografie (viz dalsi
pripadovka)

2. Vyuzit disruptujici technologie (obvykle zalozeni nove divize):
Disney+

3. Disruptovat disrupci (najit novy segment trhu ~ BOS):
mechanicke hodinky > luxus/styl

I
—_—
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Disruptivni inovace

42 sli.do: # 56789

m =
N =
o=
—_—

o



() () () ()

s7{ aien N\ 77 n AT 77 aten \ T r7{ i \ L

Vyvoj trhu (odvetvi)

Disrupce
Ne Ano

‘S Komercni banka Kodak

3 -

?1 Problém: Vyvazeni | Problém: Malo nového
'3 starého a noveho
o)
>
©
O T

Beyond Meat

O

B h

pd

Problém: Moc nového
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Dekuji za pozornost

Prosim o zpétnou vazbu: ....
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