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Our agenda for todayé 

Today the focus will be on understanding the Market and Business Models...  

09:00-10:30 Workshop: Business Planning 

10:30-10:45 Coffee Break 

10:45-12:00 Workshop: Business Modeling 

12:00-13:00 Lunch 

13:00-15:30 Group Assignment 

15:30-15:45 Coffee Break 

15:45-17:00 Presentations 
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Workshop 
Business Planning 



4 

What is a Business Plan? 

Business Planning 

ñThe Business Plan is a written document, describing all internal and external factors, 

which are important to bring your idea to market.ò   

                 

 

 

 

 

             

 

 

Analysis 

Planning 

Strategy 

Integration in one 

Document 

Business Plan 

Business Planning 
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Business Plan 

Elements of the Business Plan 

Executive Summary 

Company 

Product / Service 

Market and Competition 

Business Model 

Marketing Activities 

Team and Key Partners 

SWOT Analysis 

Financialy Analysis 
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Can address 

different customer 

needs 

Specific 

product for 

a target 

group 

ú 

Business model 
Technology 

Å A technology has a huge value potential Ą it can be translated into different 

   products/services for different target groups. 

Å A product/service is a specific value proposition for specific target groups 

Å The customer value which is generated through a product/service is substantial 

for its success 

Product 

Based on one technology, different products can be realisedé 
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Watch out when defining the customer value! There can be multiple 

stakeholders involved, e.g. the user of the product is not the client. 

 

User 

Customer 

ϵ 

Can you think of examples for 

such indirect business models? 

Search Engines, Advertisement, 

Job Platforms, Real Estate 

Agents,é 

Think about the value chain and 

the possibility of multiple 

stakeholders! 

Product 

Based on one technology, different products can be realisedé 

Product 
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Customer Value vs. Unique Selling Proposition 

The customer value and the USP are crucial for the success of a product. 

Different types of value:  

Å Performance Value (superior functionality) 

Å Price Value (low costs) 

Å Relational Value (such as personalized treatment) 

Ą Unique Selling Proposition (USP) 

 

USP = describing the outstanding feature of performance, by which an offer  

differentiates itself significantly from competition. 

Short and significant Ą e.g. 40% faster, 20% more efficient 

 

Customer Value Proposition (CVP) = is the actual value/benefit perceived by a 

customer 
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CVP vs. USP - Example 

How would you translate the USP into a customer value?. 

Example:  

Light weight construction tent 

 

Å Large capacity (membrane technology) 

Å Few elements 

ÅUp to 50% lighter than conventional 

tents 

Å Weather-proof 

Å Possibility to  

heat the tent 

Å Allows creative  

shapes 

CVP 

 

 

Å Installation: 40% faster 

Å Fewer persons necessary for 

installation 

Å Easy to transport 

Ą Cost reduction per use (30%) 

 

Å Full functional range 

Å Attractive, eye-catching design 
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  Evaluation of market attractiveness Ą market definition, market potential, market  

  volume, market growth 

  Valuation of competitors Ą Porterôs 5 Forces 

 

   

   

Market Analysis 

How is it done? 

Analysis of strength, weaknesses, opportunities and threats/risks 

based on market estimation and competitor analysis Ą SWOT Analysis 

Development of a successful strategy to commercialize the product 

3.  Deduction of market entry strategy 

2. Analysis ï basis for market entry 

1. Market estimation 
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Market Definition 

Market definition approach? 

Market definition is crucial for further analysis: 

Å Differentiation from other markets? 

Å What numbers are important for market analysis? 

Å Who are my potential customers? 

ÅWho are my competitors? 

ÅWhat environmental influences have to be considered? 

 

Target Audience = Group of customers within the market I want to address Ą 

market is often heterogenous Ą focus on a homogenous group. 
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Market Analysis 

Estimate the most important numberséé 

Market Potential 

C1 

C2 

Market Volume 

You 

Market Share 

Market Saturation 

Trends 

Market Development 
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Calculation of market numberséé 

Market Analysis 

Market potential = total market capacity 

Calculation = no. of users * volume per purchase * (no. of purchases/year) * cycle 

duration 

 

Market volume = total or actual market demand within the market potential 

(total or actual production) 

Calculation = Production + Imports ï Exports 

 

Market growth = shift in market volume compared to the prior period 

Calculation = additional market volume * 100% / market volume (prior period)   

 

Predicted Market share = potential sales in the market volume 

Calculation = sales volume * 100% / market volume                   
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Market Types 

Different market types entail different foci of analysiséé 

Existing market New market 

Market size can be assessed, 

customer needs are known 

Market size unknown, customer needs 

unknown 

Best/Worst practices available Best/Worst practices not available 

High competition Ą price competition, 

low margins 

Low competition Ą product 

competition 

High market saturation Low market saturation 

High entry barriers Low entry barriers 

ü Closer look at competitor analysis 

ü Learn from analogies 

ü Niche/Differentiation/Efficiency? 

ü Broader competitor analysis 

ü Very thorough look at customer 

needs 
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Team up in groups of 5 and try to answer the following questionsé 

Market Analysis - Quiz 

The Austrian company ñIntersportExlò will add mountaineering departments at each of 

their 22 stores.  You are working at IntersportExl and your job is to develop a market 

report. The following numbers are still missing: 

Å Market capacity 

  50% of all Austrians older than 15years (=80% of population) need new climbing 

boots every 5 years. Calculate the market capacity for climbing boots? 

Å Market saturation 

  75% of all Austrians are able to buy an outdoor jacket for 80 euros. The actual    

 volume of sales for outdoor jackets is 120mio euros. Calculate the market      

 saturation? 

Å Market Growth and Market Share 

  Market volume for mountaineering articles is 750mio. (2011). IntersportExl had a 

  share of 35% in 2011. In 2012 the market volume increased to 787,5mio euros.  

  The increase goes 70% back to IntersportExl. Calculate the market growth (in   

  %) and the market share of IntersportExl in 2012. 
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Competitor Analysis 

All products/services, that fulfill the same need as yourséé 

ÅWho are your (potential) competitors? 

Å How strong is their market power? 

Å How does your product/service differentiate compared to their products/services 

(USP)? 

ÅHow will the competitor react in regard to your market entry? 

 

    Very often, the term ñcompetitionò is defined too narrowly!  

    There is always competition!                  

product 

customer 

same different 

same Direct Competition Indirect Competition 

different Product Competition Implicit Competition 
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Competitor Analysis - Example 

Name competitors for the Porsche Cayenne (SUV)! 
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Product 

Competition 

Direct 

Competition 

Indirect 

Competition 

Implicit 

Competition 

Competitor Analysis - Example 

Competitor Analysis for the Porsche Cayenneé 
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Industry Analysis 

Porterôs 5 Forces 

Customer Power 
Rivalry between existing 

competitors 

New providers entering 

the market 

Substitutes 

 

Supplier Power 
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Industry Analysis 

PESTEL Analysis 

Political  

Factors 

Economic 

Factors 

Social  

Factors 
Technological 

Factors 

Environmental  

Factors 

Legal 

Factors 

e.g. subsidies 

e.g. taxes, inflation, 

exchange rate 

e.g. demography, 

social trends 
e.g. new 

technologies 

e.g. climate 

change 

e.g. legal 

acts 

PESTEL 
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Industry Analysis 

What to do if I know my competitors?éé 

Porter: Strategic groups 

Efficiency (cost leadership) 

Differentiation 

Focus (niche) 

Analogies/Antilogies 

Whatôs working well? 

What were failures? 
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SWOT Analysis 

Strength, Weaknesses, Opportunities, Threatséé 

USP, people, IP, location, 

brand, experience, distribution 

channels, price, certifications, 

R&D,... 

financials (limited budget), lack 

of reputation, no experience 

e.g. in marketing,é 

 

new markets, industry trends, 

partnerships, global 

influences, technology 

development,é 

political effects, environmental 

effects, more competitors (e.g. 

price wars), changing 

technologyé 

E
x
te

rn
a
l 

F
a
c
to

rs
 

Helpful 

In
te

rn
a
l 

F
a
c
to

rs
 

Harmful 

Strengths Weaknesses 

Opportunities Threats 
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SWOT Analysis 

Develop strategies to maximize your strengths and opportunities and minimize your weaknesses 

and threatséé 

 

Strengths/Opportunities: which strength addresses which opportunity? How can 

you use your strength to realize chances? 

 

Strengths/Threats: which threats can be averted by using which strength? How can 

you use your strength to prevent threats? 

 

Weaknesses/Opportunities: can weaknesses be transferred into opportunities? 

How can you transfer weaknesses into strength? 

 

Weaknesses/Threats: What are our weaknesses and how can we protect us? 
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Workshop 
Business Modelling  
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Definition... 

What is a Business Modelé? 

                               

ñA business model defines how the enterprise creates and delivers value to the 

customers, and then converts payments received to profits.ò  (Teece, 2010) 

 

ñBusiness models [é] are, at heart, stories ï stories that explain how enterprises 

workò (Magretta, 2002). 

 

 

 

 

Every company has a business model, but only a few are aware of this fact! 
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Linking competences with needs.. 

What is a business model all abouté? 

ÅObservation: many inventors or companies fail to capture value from new 

technologies 

Å Companies need business model to commercialize innovative ideas and 

technologies 

Å Business model is seen as ñmediating constructò between technology and 

economic value 

ÅĄ Every new product development should be coupled with the development 

of a new business model 

                             Chesborough and Rosenbloom 2002; Teece 2010  

 

 

 

Competences 
Customer 

Needs 
Business Model 


