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CoxeprkaHue

> YTO JKe IeKUT B OCHOBE NoHATHA? KakoB
coAeprKaTenbHbIN (yHaaMEHT (core stones)?

> Kak MOXHO Jydilie CUCTEMAaTU3UPOBATh U
BU3YAJIU3UPOBATH MOAXOAbI K U3y4eHUIO0 b.M.?

> B3auMHO€ pa3BUTHE U OOOTAIICHUE CTPATETNYECKOTO
VIIPABJIICHUA, MAPKETUHTA, NOHATHSA bM

> HoBbI€ BBI30OBBI — HOBBIE OCHOBAHUA U TPACKTOPUU
PA3BUTUA KOHILIEIIIIUU
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Y0 ke Je:KUT B OCHOBe noHATHA? KakoB
cogep:xKareJbHbId PyHgaMmeHT (core stones)?

> CaMocTosiTe/IbHAS eUHULIA AHAJIHN3A
> Crpoc - Ipexaoxenue — Pacupeneaenune — Oomen —Ilorpedienue

> CeTb OpraHmM3anmii, Co31aKMUX HEHHOCTh, 00eCceYnBaIOIIUX
OBeleHUE U TOCTYITHOCTH ee JJISl MOTPeOuTe s, CeTh
nmorpeduTesied, NPUOOPETAIOIIMX M MOATBEPKAAOIINX TAHHYIO
HEHHOCTh

> CeTb, B3aUMOJACHCTBUA MAPTHEPOB CETH, HHTEPEChl YYACTHUKOB
ceTu (moKa3zare/id, KOTOPbIMU OHM PpPYKoBoACTBYKTCHa -KPI),
pe3yJbTaThl patoTbl  3TOr0 CJOKHOIO MexaHH3Ma (Kak
oueHuBarb? Ilo cTemeHH  YIOBJETBOPEHHOCTH  KaXKIAO0IO
MPEeICTABUTENSA-YYACTHUKA CETU?)
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Y0 ke Je:KUT B OCHOBe noHATHA? KakoB
cogep:xKareJbHbId PyHgaMmeHT (core stones)?

> ToBapHBLIA MOTOK

> UHPOpMANIMOHHBIA MOTOK

> JleHeKHBIN MOTOK

> I1oTOK BJIaCTHBIX MOJTHOMOYMH (BJIACTHAA aCUMMeETPHUS,
JOMUHHUPYIOLEe MOJIOKEHHEe 3BeHA), OTBETCTBEHHOCTh CTOPOH,
KOHTPOJIbHbIE CAHKI[UH
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Y0 ke Je:KUT B OCHOBe noHATHA? KakoB
cogep:xKareJbHbId PyHgaMmeHT (core stones)?

> HT0 Takoe XOpo1I0, M YTO TAKOE IJI0XO0 B
koHTeKcTe BM? KakoBbl pe3yjabTarbi?
(Pe3yabTarhl Kam/I0r0 OTACJAbHOI0 3B€HA UJIH
He4TO 0011ee?)

> Kakue MmeTrpuku? Yem Mepurhb pe3yabrarbl?
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Kak MOKHO J1y4liie CMCTeMATU3MPOBATH U
BU3YAJIM3UPOBATH MOAXO0AbI K M3y4yeHurw b.M.?

> Iloaxoabl — aBTOPHI - ONpeaeIeHUs — Pa3JIu4us — CX0ACTBA

> JBOJIOLMA MMOAX0A0B — PACIIMPEHUE OnpeaeJeHui
nepuoau3anus

> Ilo3uumoHupoBaHue NOAX0A0B (Mapping) B cucreMe ABYyX
KOOPAMHAT ...

> CBoaHasi TadauIA MOAX0A0B, OIpeaeJeHUud, ABTOPOB,
coaepsKaTeJIbHBIX 100aBJIEHUH K MOHATHIO

> OcHoBanust  coxpansorcsa? Ecau  coxpaHslTCs, 3HAYMT
KpUTEpUH BbIIeJICHUS MO/JX0/10B, MOKHO CUMTATH
MPABOMEPHBIMH
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B3auMHoe pa3zBuTHEe U 000raiieHe CTpaTeruuyeckoro
YIIPABJICHHUA, MAPKETUHT A, MOHATHA bM

Further pointing the marketing discipline in the direction of focusing on value, the

American Marketing Association in 2007 redefined marketing

“as the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients,

partners, and society at large.”

Marketing is an organizational function and a set of processes for creating,
communicating, and delivering value to customers and for managing customer
relationship in ways that benefit the organization and its stakeholders. ( AMA
2008)
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From marketing and traditional marketing departments
do - to the process of going to market

O Interestingly, the things managers do not need to know knock
out about 95%, of what most conventional training and
education courses in marketing do. However, all we are doing
is putting the easy (and silly) stuff on hold, to focus on the
difficult things that really matter:

O Customers
O Market strategy
O Effective implementation 1n the process of going to market

Process of going to market?



Creativity

Innovation
Reinvention

Processes that define value

e.g. market knowledge and learning, CRM, research,
intelligence

Processes that create value

e.g. new product development, innovation, Customer
. brand development, strategic relationships value

Processes that deliver value

e.g. channels, supply chain, customer service

/\

Resources

Capabilities

Strategic relationships
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Deﬁning Business Model (David Teece Business Models,
Business Strategy and Innovation //Long Range Planning 43 (2010) 172-194)

A business model describes the design or architecture of the
value creation, delivery and capture mechanisms employed. The
essence of a business - model 1s that it crystallizes customer
needs and ability to pay, defines the manner by which the
business enterprise responds to and delivers value to customers,
entices customers to pay for value, and converts those payments
to profit through the proper design and operation of the various
elements of the value chain. Put differently, a business-model
reflects management’s hypothesis about what customers want,
how they want it and what they will pay, and how an enterprise
can organize to best meet customer needs, and get paid well for
doing so.



DJIEMEHTHI JTU3ailHa OU3HeC-MOIeJIn

Select technologies
and features to be
embedded in the

product/service

Determine benefit to
Design mechanisms the customer from
to capture walue consuming/using the
product/service

Identify market
segments to be
targeted

Design mechamnisms
to capture value

Confirm available
revenue streams

H_/

Create Value for Customers,
Entice Payments, and
Convert Payments to Profits




Steps to Achieve Sustainable Business Model

Segment the market

Create a value proposition for each segment

Design and implement mechanisms to capture value
from each segment

Figure out and implement 'isolating mechanisms' to
hinder or block imitation by competitors,
and disintermediation by customers and suppliers

A Competitively Sustainable Business Model
requires a Strategic Analysis Filter




Some Ideas about Business Models and Innovation

technological innovation does not guarantee business success — new
product development efforts should be coupled with a business

model defining their ‘go to market’ and ‘capturing value’ strategies.

designing good business models is an ‘art’ .... the chances are greater if
entrepreneurs and managers have a deep understanding of user needs

and are good listeners and fast learners.
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HoBbIe BbI30BbI — HOBbI€ OCHOBAHHUS U TPACKTOPHUM
PAa3BUTHA KOHUEIIIUH

» Kak BKJIKYUTH NOTPEOUTEA B LIEMOYKY CO3AAHUA HEHHOCTH ?

> Kak commacoBarb CTPYKTYpPY M 00beMbl MNpenjaraeMom u

nmoTpedsieMbIX TOBAPOB/yCayr?

> Kak opranmsoBarb co-creation value? Kak ynpasiasaTh
KJIMEHTCKUM  IOTOKOM  —  HMCTOYHHKOM  (PMHAHCOBOIO
OslaromoJiyyusi BcCeX B3aMMOAEHCTBYWIIUX 3BeHbeB BM Tak,

4YTOOBbI MPeEKAe BCEro ObLJ J0BOJIEH NOTPEOUTEb?
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