
Heading
Speaker name
Job title

Dr Zeineb Djebali

Doctoral Entrepreneurial 
Training (LIV.INNO) Day 2



Agenda

ÁRecap

ÁValue in Business Venture Creation 

ÁBusiness Modelling ïBusiness Model Canvas

ÁEntrepreneurial planning 



Presentation 3



Recap 
So far we have talked about 
entrepreneurs identifying meansand a 
desired outcome to create a business 
opportunityé

Is this the same as a business model?

Not quite, 

Need to capture value as well as create valueé 



What is value?

Á Accounting : monetary worth of an asset, business entity, goods 
sold, services rendered, or liability or obligation acquired.

Á Economics : worth of all benefits & rights arising from ownership. 
Two types of economic value are (1) utility of a good or service, and 
(2) power of a good or service to command other goods, services, 
or money, in voluntary exchange.

Á Marketing: extent to which a good or service is perceived by 
customers to meet their needs or wants, measured by their 
willingness to pay for it. Commonly dependent on customersƞ 
perceptions of the worth of the product/service than on its intrinsic 
value.



Value in new business venture creation  
Framework to create / capture value- the business model 

ÁLegitimises business opportunity - for many, it is an act which defines 
Entrepreneurship; 

Á Involves planning - organisations are purposeful 
Á Involves organising - creating routines and structures 
ÁRequires resources 

But involves uncertaintyƦ 

Creating information asymmetry and affecting decision -making 

Why?



Uncertainty and information asymetry



Strategies for managing uncertainty  



Strategies for managing uncertainty  



90% of startups donôt survive the first 3 years 
because they havenôt made their business work 
financially i.e the valley of death 

Al-Shaikh & Siddiqui, 2021 



Something else is 
neededé

We use this tool to create 
products and services customers 
want

We want to be the 30%!



Value map



Value map

Simply a list of what you offer.  Think of it as all the items your 
customers can see in your shop window ƛmetaphorically 
speaking

ÁAn enumeration of all the products and services your value proposition builds on. 

ÁThis bundle of products and services helps your customers complete either  functional, 
social, or emotional jobs or helps them satisfy basic needs. 

ÁDefine the most important components of your offering ƛhow do you relieve the pain of 
your customers and create gains for them? 



The basis of this approach

is the customer jobs !

A conceptual shift is required, one 
that puts you in the customer shoes  
customer shoes!

ñJobs describe the things your customers  are trying 
to get done in their work or in their life.ò 

(Osterwalder et al., 2014, p.12)



So we start mapping the customer job

All customers are trying to 
get jobs done!

Customers are not experts 
of the solution. Customers 
are experts of the jobs to be 
done.

Majority of customers 
donõt careabout the 
solutioné



Customer jobs 

Customer jobs: Jobs describe the things your customers  are 
trying to get done in their work or in their life. 

ÁEmotional : feeling secure/good or feeling of security

ÁFunctional : perform or complete a specific task/solve a 
specific problem e.g. mow lawn, eat healthy 

ÁSocial: look good, gain power or status ƛhow want to be 
perceived by others e.g look trendy/professional  

Pain Relivers ÁDescribe how exactly your products and services alleviate 
customer pains 

Gain Creators ÁDescribe how your products and services create 
customer gains 



We aim for FIT

When both sides of the model are 
balanced: 

Three kinds of fit:

(1) On paper(problem-solution fit )

(2) In the market ( product -market fit )

(3) In the bank fit ( Business model fit)



Problem -solution fit

Start with a great problem!

ÁHow do you find the problem? 

ÁWhat problem has never, in your opinion, been properly resolved?  

ÁHow is your great problem being solved at the moment? What are the 
details of the current best solutions? Or no solution?   



Product -market FIT

Once identified a problem worth solving, develop a product or a service that 
solves this problem!

Áoccurs when you have evidence that your value proposition is actually 
creating value for your customers by alleviating their pains and creating 
gains they desire.

ÁProduct/service begins to gain traction in the market and you have gone 
through an iterative process of validating your various assumptions 
underlying your VP. 



Business model FIT

Áoccurs when you have evidence that your VP is embedded in a profitable and 
scalable business model. 

ÁYou have done the laborious back and forth between designing a value 
proposition that creates value for your customers and a business model that 
creates value for your organization. 

ÁYou have found the right business model that delivers optimal profitability.



Top best practice 

1. Keep it simple (proritise the jobs, pains and gains)

2. Rank the jobs (hit the ones that hurt the customer most)

3. Overcomplicating (for complicating sake)

4. This is an iterative process!



Value map enables us to
create products & services that 
people want 

next stepé  



Business Model Canvas 



BMC 



How to use it? 









Elements of the BM

Customer segment 

Separate customer segments if: 

1) require a different offer 2) reached through different channels; 3 
different type of customer relationships; 4) willing to pay for different 
aspects of the offer

Examples
Mass: focus on an undifferentiated group of customers assumed to have 
broadly similar needs; cost -based and economy of scales business 
models; 
Niche: focus on specialised customer segment where the value 
proposition and customer relationships are all tailored to specific 
requirements of niche; 
Diversified: serve unrelated customer segments on different markets 

that are distinct in terms of customer needs and offerings made.  Could 
also include companies that act as Ɲbrokersƞ between different parties. 



Elements of the BM

Value Proposition 

Á Creates value for customer segment(s) by catering to their 
needs;

Á Why does a customer buy a product or a service?  

Examples
Price/cost: focus on price minimisation (but has implications for 
other parts of the business model);   
Performance: focus on superior functionality; design and/or 
aesthetic/status appeal; can be incremental improvements;  
Customisation: tailoring products or services to specific needs 
of individual customers or customer segments; mass 
customisation such as Dell Computers.  



Channels 

ÁWhen was the last time you bought something online? 
ÁWhat did you go to that website instead of another?
ÁWhy did you buy online instead of a physical store? 
ÁWhy do you buy something in a physical store? 

Hybrid channels : combination of direct and indirect channels to customers, 
usually one will be dominant. 



Customer relationships

What type of relationships does each customer segment 
expect? 
Personal: focus on person -to-person interaction with 
customer, ranging from Ɲas they comeƞ encounters (physical 
stores) to individual tailored appointments (private banking); 
variation with technology may include call centres, websites 
or email; 
Self -service: no direct relationship with customer beyond 
the transaction; many companies now using web -based 
profiles to provide access to a specified range of services 
(e.g.: internet banking) and to identity related products that 
may be of interest;  
Co-creation: direct involvement of customers in reviewing 
or even designing products or enabling the dissemination of 
customer -created products e.g Lego.   



Revenue 



Key resources

Physical: manufacturing facilities, building, vehicles, 
distribution networksƦ
Human: every business has people but especially 
important in knowledge -intensive and creative 
businesses;  
Intellectual: includes patents but also tangibles such as 
brand and proprietary knowledge;  
Financial: cash typically used to fund the business but 
also can be used as a resource to fund vendors e.g. 
finance arms of car manufacturers.    



Key activities 

What are the most important activities which a company does? 

Can be categorised as follows : 
Production: related to designing, making and delivering a 
product;  
Problem -solving: related to finding new solutions to individual 
customer problem e.g consultancies, hospitals;   
Platform/network: maintaining and managing the platform e.g
eBay, YouTube. Must maintain platform to keep user 
engagement     



Key partnerships 

Á Network of suppliers and partners that make the business model work; 

Á This can relate to key resources we acquire key partnerships or key activities which key 
partners may perform  

Motivations

Optimisation: range from economies of scale (vertical integration) to outsourcing with a focus on 
cost reduction whilst maintaining or improving quality ƛtrade off between key resources and key 
partnerships

Risk -sharing: covers strategic alliances for R&D or collaboration on high -risk projects; also 
extends to knowledge -sharing with supply chains (does not rule out competition in other areas)    

Control: Range from M&A activity to gain direct control of capabilities to strong 
partnership/licensing relationships with explicit IP restrictions.     



Cost structure 

Á Describes most important costs incurred to operate a business model 

Á Can relate to key resources and key activities 

Cost structures 

Cost -driven: focus on minimising costs wherever possible and emphasis on value -at price; 
use of outsourcing and stripping costs to the level that customers will tolerate for a given 
price (e.g. budget airlines

Value -driven: focus is on markets where the activity allows, and the customer will pay a 
premium for a superior level of service and or product quality 

Most companies are somewhere in betweenƦ

.     



Tipsé
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ÅWhy do we create them?

ÅWhat are their key components? 

ÅAny pitfalls? 



Why do we create 
them?   

Businesses are about making money

SO

Business plans are about planning to make a business that makes money

THEY ARE NOT ABOUT:

ÅCool products 

ÅBrilliant marketing materials

ÅSaving the planet

x



Why do I need a 
business plan? 

A management tool:

ÁWhat you intend to do

ÁHow you intend to do it

ÁWhen you intend to do it

ÁWhat resources you will need

Start ups demand comfort with chaos and uncertainly ïdeveloping 
a business plan is part of dealing with it.



Why do I need a 
business plan? 

10 reasons:

Á Develop clarity

Á Gain understanding

Á Organisation

Á Practice makes perfect

Á Confirm numbers

Á Iron out wrinkles

Á Get everyone on the same page

Á Hold yourself accountable

Á Know your message

Á Establish benchmarks  

To counterbalance your emotions: take objective look at what you 
are doing, why, what you know, and what to figure out 



éand more  

To engage and inspire those whose support you need:  :

ÁRaise finance 

ÁGet staff commit to company success

ÁGet early customers to trust you and count on you

A ócontractô with investors, time, 
money & resources  



Whatôs in the 
business plan? 

A business plan should close the gap between where 
a business is now to where you want to beƦ 

Remember for a new start up with limited or no track 
record, the GAP is wideƦthe Business plan has to 
make clear:

ÁThe BUSINESS MODEL ƛhow the business will 
deliver value to stakeholders 

AND

ÁThe EXECUTION = how people, processes, and 
resources will be assembled a each stage on the 
way to establish a business model



Business plan 
content 
ÁExecutive Summary

ÁThe Market

ÁProduct or service

ÁManagement Team

ÁBusiness operations 

ÁMarketing plan

ÁFinancial projections

ÁFunding assumptions 

There are endless business plan checklists & templates to be found BUT just following a CHECKLIST of contents is 
NOT enough! 



Business plan 
content 

A business plan is about CREDIBILITY 

However, it has to be  LOGICAL but POWERFUL STORY ƛIT must RESONATE with 
audience soƦ 

Like your product or solutionƦtest it ƛget others outside your team to read it to: 

ÁConfirm clarity

ÁEnsure he emphasis on viability, competitive edge and potential for a good 
financial return

ÁBe a Ɲdevils advocateƞ and challenge your assumptions   



Donõt 

forget

The business plan is a òliving 
documentó 

It will continue to evolve as 
you progress.




