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Consumer Target

Low Involvement

Easygoing

= Glazs with fiends

= | et care chogeng
awne

= Mod wine prafemers

= Price is a sirong
infiuencer

Brand Heartland

Demographic

UK example
excerpt from frade
presantation

Enjoyers
= Everyday emjoyment

» To redaefuraend

= Sick with Emated
It of known brends

= Choose D-gios

= Mot interested in
wne language

= |nfluenced by major
brand advertising
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LINTHEM AR

BC1C2
MIF 35-48

=1

= [meqe mporant
= Wne prafemers
= \anglal knowladge
= [nteresiad m some
wine languags
= Enjoy frying
[vEW WINES

= Yizit winaresinead
wine arficks
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ROSEMOUNT

CATATE

ABC1
7030 F: M 30-40

= Wvant b0 Secover wina

= fnpwledge of
wine ragiong
= Frequently buy =310
= Join wine cluls
= Don't elick o knon
brands
= [deal wine is gomplex
& indarasting

ot

AB
70130 M:F 35-50

= Sopnisticabed drinker
= Cligceming wine tasta
= Don't decide in-ziore
= Hawa g cellar
= Less influenced by

specials/promobians
= detvaly pursue
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» $20plus ™ $10-19

Hong Kong
Norway
Ireland
Brazil

South Korea
us

Russia
Australia
Canada

China
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The Elements of a
Successful Business Model

Every successful company already operates according to an
effective business model. By systematically identifying all of its
constituent parts, executives can understand how the model
fulfills a potent value proposition in a profitable way using certain
key resources and key processes. With that understanding, they
can then judge how well the same model could be used to fulfill
a radically different CVP — and what they'd need to do to con-
struct a new one, if need be, to capitalize on that opportunity.

Customer Value Proposition (CVP)

= Target customer = Offering, which satisfies the

8 Joh o o diria 5 Shive problem of fulfills the need.
e t:an:me:i i?'}-ﬁa?an, This is defined not only by what
important need forthe ta rgei is sold but also by iow it's sold.
customer Wi

T ~

PROFIT FORMULA

= Revenue model How much
mongy can be made. price x
volume, Volume can be thought of
in terms of market size, purchase
frequency, ancillary sales, stc.

Cost structure How costs are
allocated: includes cost of key
assets, direct costs, indirect costs,
econamies of scale,

Margin model How rmuch each
transaction should net toachieve
desired profit levels.

i KEY RESOURCES # Resource velocity How quickly
needed to deliver the resources need to be used to sup-
customer value proposition port target volume. Includes lead
profitably. Might include: times, throughput, inventory turns,
= People asset utilization, and so on.

» Technology, products - =

» Equipment
# Information
= Channels

= Partnerships,
alliances

u Brand #
A A

KEY PROCESSES, as well as
rules, metrics, and norms, that
make the profitable delivery of the
custormoer value proposition repeat
able and scalable. Might include:

= Processes: design, product
development, sourcing, manu-
facturing, marketing, hiring and
training, IT

= Rules and metrics: margin re-
quirements for investment, cradit
terms, lead times, supplier terms

= Norms: opporiunity size needed
for investment, approachto
customers and channels
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