Plan

1) Identify a use case (question/opinion)
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/dentity a promising data
Sclence use case



How to figure out where to apply Al?

e Consider the jobs of the company’'s employees and contractors, and break
down the jobs into tasks.

e Examine each commonly done task to see if it's amenable to either assistance
(augmentation) or automation using Al tools

e Assess the value of doing so.

Source: DeeplearningAIl (2023 Prof. Dr. Jan Kirenz


https://info.deeplearning.ai/text-to-music-generation-military-drone-swarm-machine-translation-blocks-asylum-seekers-1?ecid=ACsprvsOJkkdDF6_xRM-w6ASR5pM0hqTpXzGwhFQaON4TQZG-uHX_BYFcc2_tUT3Xs9sMUkUs7wA&utm_campaign=The%20Batch&utm_medium=email&_hsmi=275114889&_hsenc=p2ANqtz-93ghXPdLMFJHmzDYnYqWJD1r8d1YSsItcwdddkp6Icf3dXM6elR5f9RB_oYTFT8T1i7yZJ1r8_O9n-mYs683NYujesNA&utm_content=275115674&utm_source=hs_email

Business Model

Canvas Gain insights about the essential

A business model describes the rationale of how an building blocks of your business
organization creates, delivers and captures value. model to discover new grovvth

opportunities

Excellent resources:
https://www.strategyzer.com/expertise/business-models

Examples of Business Models



https://www.strategyzer.com/expertise/business-models
https://www.strategyzer.com/business-model-examples



http://www.youtube.com/watch?v=QoAOzMTLP5s

How do we create, deliver and capture value?

Internal process perspective Customer perspective

Feasibility
Can we
dellver it?

Financial perspective
Viability

What is it worth?

Desirability

Do customers
want it?

Source: Osterwalder & Pigneur (2010)



Customer Segments

Key cg Key o Value =% Customer

Partners Activities Proposition o Relationships
Key . *g‘ Channels Y
Resources

Cost @ Revenue

Structure Streams

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



Value Proposition

Key Cg Key O

Partners Activities

Customer
Relationships

Key e Channels IR

Resources

Revenue
Streams

Cost
Structure

¢

Source: Osterwalder & Pigneur (2010)
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Channels

Key Cg Key O

Partners Activities

Customer
Relationships

Key
Resources

Revenue
Streams

Cost
Structure

¢

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



Customer Relationships

Key L] Key
Partners 5 Activities O
Key A ““i“
Resources
Cost @ Revenue
Structure Streams

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



Revenue Streams

Key Cg Key (v)

Partners Activities

Key
Resources

Cost
Structure

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



Cost Structure

Key Key

Partners Activities
Key
Resources

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



Key Resources

Key Key
Partners Activities

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz




Key Activities

Key v
Partners

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz




Key Partners

-

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz




Business Model Canvas




Source: Strategyzer (2019) Prof. Dr. Jan Kirenz




Conversion
& churn
management

User
Music acquisition

labels

I

Free &
premium
user base

Platform

Royalties
0 for premium

Royalties for HaeIS
free users

SpOt|fy (detailed explanation); More Examples: Business Model Canvas

Advertisers

Ad revenues

4)

Source: Strategyzer (2019) Prof. Dr. Jan Kirenz


https://www.strategyzer.com/business-model-examples/spotify-business-model
https://www.strategyzer.com/business-model-examples

23
LAffordable1 Mass market

fast fQShioU ~> fashionistas

Integrated
supply chain

Communication
systems &
customer data

o J, \
Reduced Less

inventory & discounts
unsold stock

Zara: Optimize activities for speed (eaied explanztion)

Source: Strategyzer (2019)
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https://www.strategyzer.com/business-model-examples/zara-business-model

KP & KA Q@ VP

Marketing
& sales
Third-party Platform
apps and development
software
solqgon KE cloud ,ﬁ'
roviders
P infrastructure
CRM platform
CS . Cloud
Marketing infrastructure
Asales Software
development

Salesforce.com Business Model

Salesforce

Source: Strategyzer (2019)

CRM as
a service

2

\ N
& e -

Personal Enterprises
assistance of all sizes

Subscription

fees
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Thelol Business Model BUullder v oo

Dominik Bilgeri

Researcher Bosch loT Lab
ETH Zurich
dbilgeri@ethz.ch

Veronika Brandt

Senior Expert Business Development
Bosch Software Innovations GmbH
veronika.brandt@bosch-si.com

Marco Lang
- Vice President Business Development
= Bosch Software Innovations GmbH
I marco.lang@bosch-si.com

Jan Tesch

Business Development
Bosch Software Innovations GmbH
jan.tesch@bosch-si.com

Markus Weinberger

Director Bosch loT Lab
Bosch Software Innovations GmbH
markus.weinberger@bosch-si.com

Bosch IoT Lab Whitepaper 2015

Business Model Canvas -
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Figure 12: Osterwalder canvas for the node “full service provider” from the e-bike example (adapted from Osterwalder &
Pigneur, 2010)
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Fxample €

JOHN DEERE

At 52 factories around the world, John Deere
uses the Gas Metal Arc Welding (GMAW) process
to weld mild- to high-strength steel to create
machines and products.

In these factories, hundreds of robotic arms
consume millions of weld wire pounds annually.

One common welding challenge felt across the
industry is porosity, in which cavities in the weld
metal are caused by trapped gas bubbles as the
weld cools. The cavities weaken the weld
strength.

Source: John Deere (2021)

Traditionally, GMAW defect detection has been a
manual process requiring highly skilled
technicians.

Prof. Dr. Jan Kirenz



Business Model Canvas

Automated
metal welding

Human experts
for defect
detection

e

Operating
costs

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



ACCURACY & DETECT
EFFICIENCY DEFECTS

Focused Welding Solutions

Visualizing welding in-process

Source: MeltTools Prof. Dr. Jan Kirenz


http://www.youtube.com/watch?v=ouur4hBj9JQ

porosity — 99.777%

Porosity weld recognition model

Source: OpenVino (2021) Prof. Dr. Jan Kirenz
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Harvard

Business
= Review Measuring the Strategic Readiness of Intangible As...

Measuring the Strategic
R I i f I t i I I Sustained Shareholder Value
L
Productivity Strategy Revenue Growth Strateqy
b ————n
Ass ets Financial Improve cost Increase asset Enhance Expand revenue
Perspective structure utilization customer value opportunities

by Robert S. Kaplan and David P. Norton Customer Valus Propositon

Customer Price Quality. Availability ~ Selection Functionality  Service Partnership Brand
Perspective

Jmage

T
ProductService Attributes

L 4 f in m @ Internal ‘B Customer Regulatory and Social !

Process. Produce and deliver Enhanca customervalue  Create new products | Improve communities

<hing Comporation, Al bt reservcd

Tweet Post Share Save Buy Copies Print Perspective products and services and services and the environment
L |
R
P T 4 5 reanization Creating =
e @) A e | s c%::g;zz‘e:m])
. seratedy map and Readiness g
How valuable is a company culture that enables employees to E
T 1 E
understand and believe in their organization’s mission, vision, and core e pEnEcHal || enencral [Rovaiater o) z
, . X . Perspective «Training « Databases + Leadership -
values? What'’s the payoff from investing in a knowledge management “Knowledge «Networks ;elaien

system or in a new customer database? Is it more important to improve
the skills of all employees or focus on those in just a few key positions?

https://hbr.org/2004/02/measuring-the-strategic-readiness-of-intangible-assets Prof. Dr. Jan Kirenz



https://hbr.org/2004/02/measuring-the-strategic-readiness-of-intangible-assets
https://hbr.org/2004/02/measuring-the-strategic-readiness-of-intangible-assets

-rom BMC to Strategy Map

Financial perspective

Customer perspective

Internal process

Financial perspective - - -

Learning and Growth

Internal process Customer perspective

Organization

Human Capital Information Capital "
Skills IT systems %aﬁ“al
Training Data L Lé urﬁ_
Knowledge Models cadersnip
Teamwork

Source: Osterwalder & Pigneur (2010) Prof. Dr. Jan Kirenz



Profitable Growth

Productivity Revenue Growth

Financial
Perspective

-~

Customer
Perspective

Internal
Process
Perspective

T

Learning Organization

and Growth Humanlcapltal Information Capital Capital
. Skills IT systems
Perspective Training Data Culture
Leadership
Knowledge Models
Teamwork

Strategy Map

Source: Adapted from Kaplan, R. S. & Norton, D. P. (2004). Measuring the Strategic Readiness of Intangible Assets. Harvard Business Review, February Prof. Dr. Jan Kirenz



Example

Financial
Perspective

-~

Customer
Perspective

Internal
Process
Perspective

T

Learning
and Growth
Perspective

Inter

Source: Adapted from Kaplan, R. S. & Norton, D. P.

Profitable Growth

Productivity Revenue Growth

___________________________ e

Human Capital Information Capital Organization

Skills IT systems %aﬁ'tal
Training Data L Lé urﬁ_
Knowledge Models cadersnip

Teamwork

nal Process: Operational excellence in key activities

(2004) . Measuring the Strategic Readiness of Intangible Assets. Harvard Business Review, February
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Profitble Growth

Froductity Rerenue Srowts

-xample o b= e

Measurement Target Al Initiative 1
| Operating | 20% increase | ""::M M‘Qm lm
DRI T ncome | | -
Financial 1 1 ) I
Perspective | Same store 1 12%Iincrease |
1 growth 1 1
1 1 1

————ﬁ————i —————————————————— T -------- P e -

1
1
1
1
1
1
1
1
:
1 1 1 1
! Customer ! 60%; 2 units ! Customer !
loyalty: ever \ , loyalty \
Product Shopping e ) ! ! !
gustomgr quality ~* experience | active, # units 1 | |
erspective | Return rate: | Reduce by | Quality |
quality, other  50%eachyear | management |
e i H e B O e i
i Merchandise ! 70%byyear3 | Optimize !
' Internal upn ! T !
I from A ! ! integrated !
I Process factories . | supply chain |
| Perspective i | | N
| Items in stock ! 85% ! !
- 23 T S e R EEEE T TR Ammm - mmmmmmmm -
Learni | | % of strategic | YearT (50%) | Strategic Al |
ale\:rglr:gvth ! Fasiany N ! skills available | Year2(75%) | skilsplan !
; ! relationship Buying/ 1 . 1 Year 3 (90%) i |
Perspective ! skills Planning ! Strategic ! ! !
I Systems | sytems vs. | | i
| | plan | | |

Internal Process: Operational excellence in key activities

Source: Adapted from Quelle: Kaplan, R. S. & Norton, D. P. (2001). The Strategy Focused Organisation. Harvard Business School Publishing Corporation. Prof. Dr. Jan Kirenz



How 10 select
between
mMultiple

nitiatives?



Prioritization of initiatives

1. Customer segments initiative

2. Value proposition initiative

3. Channels initiative

4. Customer relationship initiative -
Internal process g

5. Key activities initiative
6.  Keyresources initiative
/. Key partners initiative

Source: McKinsey & Company (2018)

Productivity

High

Impact

Low

Feasibility —— High
Data accessibility and quality; need for change ...
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Customer Segments &
Value Proposition:
Value Proposition

Canvas




Business Model Canvas




The Value Proposition Canvas
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Value Proposition Canvas

Gain
Creators

] [

Products
and Services

Pain
- LY
Relievers Ceeccas

m

Quelle: Strategyzer Prof. Dr. Jan Kirenz


https://www.strategyzer.com/canvas/value-proposition-canvas

@ iSSUU  Q Find creators and content Read v  Features v  UseCases v  Leam v  Pricing Login a

Download book chapter as PDFE

How to create products and
services customers want.
Get started with...

Value
Proposltlon-»
De5|gn ‘1&,

strategyzer.com/vpd

Designed by
Trish Papadakos

WILEY

o§  SHARE + save QO uke (758

Value Proposition Design

Published on San 8 2014

https://issuu.com/business.model.innovation/docs/vpd sneakpeek Prof. Dr. Jan Kirenz



https://drive.google.com/file/d/1SD4deyMxYj7VRbeEcPmiKZY6oJbzSe0R/view?usp=sharing
https://issuu.com/business.model.innovation/docs/vpd_sneakpeek
https://issuu.com/business.model.innovation/docs/vpd_sneakpeek

Jser Persona

A user persona is a detailed description of
someone who represents your target
audience (person who will use your product)




Jser Persona

A user persona is a detailed description of
someone who represents your target audience.

This persona is fictional but based on deep
research of your existing or desired audience.

You might also hear it called a buyer persona,
audience persona, or marketing persona.

Make My Persona Overview

Preferred Method of
Communication

John

Job Title .
Job Responsibilities
Sales Rep

Age
25 10 34 years

Highest Level of Education

Some college, no degree

ve ‘ Download/Export

Tools They Need to Do Their
Job
« Email

« CRM Software
« Employee Scheduling Software

Social Networks
(£ ) @
00

Their Job Is Measured By

Leads

Industry
Finance : They Gain Information By

o Online search
Organization Size

11-50 employees

Goals or Objectives

Biggest Challenges

+ Resources
« Employee Morale

Prof. Dr. Jan Kirenz



User Persona To0|

https:

What Is a Buyer Persona?

Learn what a buyer persona is and how to
conduct research, surveys, and interviews to

build your own.

Learn More

www . hubspot.com/make-my-persona

HubSPBt

Copyright © 2023 HubSpot, Inc.

Make My Persona Tool

Create a buyer persona that your entire
company can use to market, sell, and serve
better.

Build My Persona

Prof. Dr.
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https://www.hubspot.com/make-my-persona
https://www.hubspot.com/make-my-persona

Backup



Some examples

Source: Osterwalder & Pigneur (2010)

How to optimize our value
proposition?

Value o
Proposition .

Products & Services

e Concept testing and
usability testing
(A/B-testing)

e Offer optimization
(conjoint analysis)

Brand

e Branding and
attitudes research
(Text mining, social
network analysis)

How to build innovative
and strong customer
relationships?

Customer
Relationships

e Customer satisfaction
and Loyalty
(modeling)

Channels ...n

Customer Experience &

Behavior

e Customer experience
& behavior (Customer
Decision Journey;
modeling, association
rule mining)

How to unlock new
market potential?

Customer eeoe

Segments
Customer insights
e Customer

segmentation
(clustering)

Competitive research

e Market and
competitor analysis
(market analysis, web
scraping, modeling)

How to better capture value and boost margins?

Prof. Dr. Jan Kirenz



