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—~  HISHE)

Change your words.
Change your world.

[

https://www.youtube.com/watch?feature=player detailpage&v=Hzgzim5m70U

HFY ool A SR GRAT (P N ifE CPCTC)ELAE ' B S HEMTae A e skt | -
ESENEE P —S R W > = BT — BRI LR E R &SRR (e
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https://www.youtube.com/watch?feature=player_detailpage&v=Hzgzim5m7oU
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(—) "Big Issue” (%2R}
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Micro-enterpreneur
Street-enterpreneur
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(=) "Job to Be Done.” _10 A 30 H In Innosight

Instructor :  Willy Shih (Harvard Business School)

, GV 2t ¥ 1@ A=J8 SR D © |

(2) Value Chain Choices: Cmpeti in Modular Industries (consider taking a large,
complex system and cut it into pieces, then connect the subsystems with
well-connected interfaces). If the system can be divided into multiple parts so that
multiple people can work on it.

(3) In spite that value to user depends on entire system, if we start with a big, complex,
integrated system, but break it down into modular component, we could pick a key part
of the system and use it as a platform, and then we can view the other pieces as
complements via working with easier .Therefore, define the propose position and prove
the values of a enterprise through the industry value-chain  (supply-chain) analysis.

(4) When focusing on manufacturing (as most Taiwan businesses do), we will face
capacity surplus issue (as business cycles or circumstances go). Our challenge is how
to identify opportunity to fill the manufacturing capacity to sustain the business,
particularly, when the business lost major customers. One example is Giant (bicycle
producers) decided to promote its own brand name by having its one bike stores. As a
result, Giant becomes a global leader in upper scale bicycle producers.

(5) Broad spectrum investments in basic science because learning and research are
foundations of development as well as application.

(6) Group diversified thinking is powerful to get a better scope of solution. Therefore be
skillful to seduce the group thinking as possible as you can

2. LS E:

(7) Given the potential trend of substantial manufacturing jobs may shift back to USA
from various countries, we need to look into the “tradability” of the products to seek if
there are any opportunity for Taiwan to take advantage of the opportunity. Tradability
includes factors such as transportation costs, currency exchange rates and overheads in
various countries, etc.

(8) ”Learning how to learn”is more important than “’learning what”,while “learning for
what”even more critical than both.

9) T RORWNESE - INTSERYR SRR RS I -

(10) 20 A& TERRAGHY SR IDR SEan » A7 HEEE T SEAVEREING (R - thEHE B 2ok

SEHVEMRE » 53 EREURRIRAVEE) - W HAVERHE ~ IIEEE R - £
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3. RARHLIEMZ fa

1)

)

©)

(4)

The capacity issue continues to be a challenge. Building up name brand and enhance
R&D capability with patented products are keys. Focus on how to assess and realize
the position in the value chain, then identify the next step, thus provide value
proposition to sustain the business.
T FE b R ECE R - NEESERIM, R - SUR AR - ARG
IR RSB FELE - B EFRTATIREN "B SIREEN | SISk
ZHIHVER B B2 - IR R o (SRA RSB R R Y A
% ERERIDT BT HEAAVRN  EZ TEIRRMES RV EIEFR K - &
U] 24 BHY R 73T S ke & = Y Job-to -be-done - (i ME(E 2B FE R
% FFY - Because “If you only do what is worked in the past, you will wake up one day
and find that you’ve been passed by !” ~~ Clayton Christensen
AR=KEEEIREIEFEF S human being---” 5 /3% > IERYA » ARYRERRE ~ 1REF/K
& Bfesr T EEE Al 17 flFrE— RS R (R R RE-)
OEEAED) - R T - A8 B Al R E R ERY - SEUEE |
"EEER ) SHTEIRATRIRRER R A S - B A E IR (BUN)EIE OFE
KR) ? EFREAE G AR EIRENER ? R et LR AR &
HURIISRERAZ T - 5830 855 — ] A] Be s f 28 SCE - anyway - HEUKIR (B
TIHIRE) ~ siA(e+e) ~ N7 18T o BEA A RERURIEERESHY -

(=) Business Model Innovation (BMI)_10 H 31 H In Innosight

1.
(1)

Instructors : INNOSIGHT COMPANY PROFILE TEAM
Kevin, CEO; Tim, Principle, MD; Jonathan, Bridget, Casey, et.al.
EEE oS
Four steps
stepl : Spot Opportunities and explore works to be done(CVP)
Case Exercise: Customer Interviews, Customer Profiles
step2 : brainstorm to find, define and design about relative items.
2-1.Design Solutions (Customer Value Proposition)
Case Exercise: Idea Generation
2-2.Design Solutions (Business Model Blueprinting)
Case Exercise: Blueprint Business Models
step3 : Test & Learn
3-1.Introduction to Emergent Strategy
Case Exercise: Plan to Learn
3-2.Introduction to Pitching an Innovation Idea

6
2012 SEEpEEARTHEE SRS FoR A S AR SRAT A0



()
(3)

(4)

()

(6)

(7)

(8)

Case Exercise: Developing and Presenting the Pitch
step4 : Scaling within an Organization
4-1.1dentify the Risk and management Risk.
Case Exercise: priority assumptions according to impacts and confidence
4-2.A reverse income statement includes costs, revenues and profits.
Case Exercise:

Successful Innovators follow a disciplined process
The Business Model Innovation Process

a4

SCALING
VUWITHIN 4N
DRGANEZATHIN

Identify high pricrity Develop detailed Test and refine Scale the business
opportunities for business plans for solutions to improve and capture value
innowvation and highest pricrity the odds of success
creating new ideas opportunities
THE KEY TO EMI @ Research @0 Blueprint @ Pilot

SR e A VUK REE © Wealth ~ Will & skill ~ Access ~ Time
What’s Jobs to be done? (about Customer Profile)

® Forms

®  Functions
® Social

® Emotion

Innovation: create culture of tolerance, allowing people to make mistakes the first time.
Leader needs to admit that he/she does not know new ideas, and believe that new ideas
are worth investigating. The team may find a way to work out the new ideas, after
looking into options.

Assumption => Knowledge => Service

Always talk to big pool of customers to get comprehensive ideas and feedback, before
launching any new services or products.

For B-to-B-to-B business model, need to understand who are the customers, what are
they looking for, work with customers to accomplish their goals (Supply Chain
thinking).

Talk to the right person and ask the right questions. Always ask why, why, why, and
more why, so that you may get into the depth of the opportunity.

Prototype is so important for startup Company.

.
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(9)

What are peoples/customers thinking? Be aware that every person, every customer is
different, so that my approach to provide solutions to them should be differently
accordingly.

(10) IBM, for example, their business model evolved from main-frame machine (hardware),

2.

1)
)
©)

(4)

()

to software (system), to service (solution). To a point, IBM gave up PC business which
was low margin then. During the evolution, IBM created different business group, to
establish different corporate culture, to build up new team and to meet the customer
new demand. IBM’s secret of success is to put the right people in the right position to
do the right thing, such as building new team with new business model. The existing
team who runs the existing model (hardware) won’t be the best fit to run the new
business model (system). Reason: the existing business (hardware) may be too big to
run the new small business (system) effectively.

LT E

People (not products or industries) is the center of my value proposition

Marshmallow Challenge 77§ & 5fF M 22 B A PRER - BHRAEZS

B \ HZA0EER T IVEFREEAY 00 &JF (CVP)—encourage and enhance the team in
order to —#f 3 HHY H Hh SRlE — HIC A1 (good at and lack of)— K&/ MK
safly Tway—EaHEE - fE A RKZHYER S e 2 H—CAN DO and make
it>BIEF T~ -

EHZEES | PR S+ERINER+AENER - WRSATAEER - KIE
FESEETE N2 e

e (GE ~ Samsung ~ ) » ks 2= (Middle enterprise or Mid-range sector) >
72 $25CEE(UP STAR company) |

3. RARHLUEMZ fm

(1)
()

(3)

R AREZRL > FERFUHS AR RS 2 o W KEA T E -

FERIIENA CVP Y (H{E" B EEZafeslen s k" #® FEHEHY

BRIGRER > BRIRA -

RISHICE R Y SRR SEE A EIE - e MEER(R BT T

L WEERL) o pEN - TTHAE R > BEHIPRAVERE - FE

o SIEAMAERSE—EMEEY  H ke TR ke

® ifirkey partners : CPCs+IHRBEEE(Ih) G - BN H TR L LTS (B LR
SEJE o

®  Resources : SMI(Innosigh) ~ money(Fund) - place ~ workers

®  Process : B2 (ERE) ~ 1RAHEE(CLIEDY) © SolE T (EEARLAEAVARTE

W) ~ ‘IO S s~ TR -
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() glgrdesEssh _ 11 H1H Igerrya line

1. AEE
Berry line J&55—%24E Boston 5[ AfEF&=0/KCHMAYIESE - Al¥E A Pok Eric Yang, &
& /N1 Post-Doc of Harvard University, Biology #4 Ph.D HFij{F Boston #E#5 VU5
HGHIE o GBS /CHIMREIE - MR EAEAY ORIETRG L -

2. PHFEIEZ(KSFS) :

(1) BEEEE(E BT ESR) - RHMEEMA ALY ERELEE -

(2) FrEvEER - CORFf IR (EHAMEE - B2 - mollls BIEpEer—2 4Bl
Ay Ik

(3) EIETREE MR E A o WA/ NEEREEF PN TR -

(4) BRAGER - && - B - 5 - REHRE - B TAVHESEERE - DURE MY
FrEg - AEEAAHE ~ B LEIRRIT R - B985 - R A E SR E AV
PEAEFE  (HEER+ B R AR - ST -

(5) RARFFEREAVPEEL - FENBE G5 | ALV ERRE - IR —A -

3. WAL

(1) TR THIEEEEAE R ) BB - B — RS - kY BACK ~ FEERY
ffilg - NEMELGZT T EIRA SRR EIRES -

(2) "EBLRESONERR ) VB THEA~FEE R AR R E L - BIERGlT - B
=~ IR AR ~ M - ERHSEE S - -

(3) EXREMEZFTE » A —EIHEELIEH - IEisA B EE S eRs -

(4) HVEFBEREER N L o RIREE IR HIHRE
[+ B ] Coffee shop wall decorated with local artist’s painting

[ = ® ] Taiwan ROC National Flag is important and is on the painting

9
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(&) flfrdEss; 11 AL1H AURORA

1. AR -
Aurora 37 it By FL A MBS RN 1F Ry (B2 L B R A S R S B 85
B AR =CERER - A SR B X O - BERUERET 100% -

2. PR (BESERMT is the KSF) @ EEAnE A IEE] FDA S5

(1) FrEnE R il zent - AP FEERHINGE - BK T S AR 50 1Y

speciality, Sensitivity RIS AR X-ray BGEEY © SA0A B AREAVIESELR
FAEYIR & - DRSS 5 2 PR -
(2) AMALAVIEESUE - (e FESFRITEA R AT S+ 2L 55 VU E o Bl -
() HEHEIVIN—RERER - REJEGS > WEEHLEIEE - &R -
(4) GHFE NI S1TE - BB RoHEED - BUEHY Work to be done ; (&% 2
[m) > ZEHEFIIK - BEEHE - TSGR -

(5) EfnAEF AL » 5LAER Push to Pull HySRES - H&EMmS -

(6) HHIHHKEAERS © [Efsidm - WIREFBENEEED - FEtb sl et
U KSR R YR -

3. AV

(1) Human concern (about the pain of female) : For “Love is the first and the greatest
commandment.” (Matthew 22:34-)

(2) HEETERAVRERE A L ENZR AT E R - BT - RERER | T2

fabsEEUNMEATT AL - ER T AR E R E RS | -

(3) cpcte REWVEFRIRAES/ K > tBH 3 /D Team building HYZRIZAIETE - But Build for

what ? DZHE TS CVP ~ HAE ~ fRfE05FF -

(4) WREBEEEHALT - TASHEATIE) - £/D ] DIFRE

Facilitation better than management. Innovation more desireable than Improvement.

ADVANCING BREAST IMAGING

price type difference market ownership  [suggestions
: . TEE |know e | I TROZEHERAY
o 1 } N FE
Beryline |BE(E0/0 | feih (oo | [TEHE | FTDAEGE yogurt4s:
mege |45 [know ot epoxy lamination A
AURORA |HfEs (o7 |20 BIREAE | DLE e water
BX{% %Dn how Eﬁ b
orne 57 {5
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() Alre¥E2sh _11H 2 H

1. E-ink AE]f§4 © The Evolution of Paper
K BER T A FTTARE AT BIRA SRR - PRGBS B - AIH
BA TFT £l - BB 0GR AT R R EL - Ee9EeH - ARG - 2
Fiig TR EwmE - BEEMEAEREN - ENREEET AT - ITH
B e B ORI PY oL Sipix (BESERT & cup 1FE capsule) - ZEEE T4k 3% e
BT
Based on the core technology for black and white imaging, the advanced is in progress
to add a color filter at the front of the device to display color.

Light State Subcapsule Addressing Dark State

sy % pt
(high-resolution capability) Top Electrode

(transparent)

Negatively charged
black particles

Clear Fluid

Positively charged
white particles

+ . + . + — = = 5 Bottom Electrode

2. PEEfHEZU(KSFs)
(1) EmbtE Bl EE TR 2
® VP : fd{CEAERRE
® =i - Snu look ~ Paper like ~ wide view ~ Green ~ save e-power
(2) FEs -~ RIgTEETE-DEZ
® 5= : E ink On Every Smart Service
® SRI% : MRBEA SR B EN » F1E TR MR (5 - Ex.BLrEE
BrE R fin B 4 > {2 not glass only (a secret like)
® (T (Kb EAVEEETT M THEDF - Ex.2005 ~ 2009 ~ 2012 ; FffiréE: ~ BHE(E
¢~ but EanZ B ~ HE D PEESHEIA L —XEIML -

() L% BHIR M ¢ AR ORI S - DIER T G - FPE A
o -

(4) Media IDEAS’s research about Long-term  Global e-Reader Growth addressed 3%
overlap among 8% 3C power-users, while more potential application around.ZA[ » <
RFFER RS AERY - BUIANE -

3. FHYLEE

(1) TSGR ERTHE RS SR E - HIERA SR =R+ B - BRI BT 5
FIFE(T - IR 7 BIEDR, » 2/ DEREFRVEE -

() =Ab—BFYL » &KL - BEE LY TAYRGEE | SLEEr(EE - & - BhE
B2 F5) ~ BUBSRIE (T ~ oK~ BiloglRy) ~ SrtaEE
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©)

(4)

H Al 578 126 e-book pool ZEAEEEMT » HEENZERANES » ST RHERURHY
HANEKIENIZ - B RV NEH = E T B B 7-3% 5 - Tab PCs~ ~ > "what”
FEIF ~ "How” R~ "Why BN | HERSEEARARYZEMH > BUT BURFHHERED
FIsgsetbicse B ot -

FEn T B M5 Ry S0 - E-ink B ipad . R &2 —I5EEHY AT -

4. RARALIEMHZMRFEZ R

1)

)
©)

(4)

Content is the king. Container is the queen.z5 T-E & AL A EIEM T hmmsy | 5
Hre B2 Thmm | but MHAMEEE — KHEEGTEAYZEZ) |

SERARHME T - TG RIFAIREST -

RIS TRV LEE - FralEmdasim s E LB Ra Tl - TEAZEH TS
B DA i Es - AR - SHEEUNE TS -

WIS > ARAAE(E TR engineer and operators & fE{# ~ 22 (A &5 K)HY device
R A DUEURE B SRt A BE PRI T — SR PR B A AT B HER: 5 A
AR A E AR E N SUE S ) - A ARG ?

2] APPLE A _11 H 3 H)
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(75) Creating a Successful New Business Model 11 H 5 H in UCLA

Instructor :  Scott Hindell (UCLA Extension)
1. ERGEH
(1) We can learn many tools which are limited. But the open minded is unlimited that be
able to insight every possibility into opportunities.
(2) Convergence of Value
the value curve bases on varies factories such as price, speed,# of locations, quality,
taste,# of items variety...Bigger? Cheaper? Faster?
(3) Blue ocean theory

Red Ocean Strategy =~ Blue Ocean Strategy

(4) tipping point “TED”
(5) There is no perfect Pepsi but perfect Pepsis.

Business launches 86% 14%
Revenue 62% 38%
Profits 39% 61%

Ref: http://www.youtube.com/watch?v=-ufOUQQfMNM
(6) People don’t know what they want. Don't ask what they want.
not knowing —Roger Martine > do something deeper and deeper - learn from it
(7) Team is the key.
70% routine worker : 45% low skilled RW, 25% high skilled RW
30% creative worker: 18% Hi skilled CW, 12% space CW
(8) Ask yourself and your team the right questions.
i. Why should I do business with you?
ii. What’re they? How they do? Why they do so? Can’t be better?
iii. 1f your company/ product/ Service disappear, does your customer miss you?
(9) customer grouping beyond the existed customers.

13
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http://www.youtube.com/watch?v=-uf9UQQfMNM

game theory to help to predict the unknown

unknown Market

Known
Market

Soon-to-be customers

Non-customers

Refusing people

(10) fF& 2 #& : clustering customers and break down to final group to design

i. Hold on the Primary
ii. Satisfy the secondary

iii. Get but not necessary take care the Edge via values conflicted

(11) METIS: broader and deeper

i. Raw Materials: General vs. Specific ; mental decision behavior

ii. Chew On It

iii. Drop it

iv. Eureka !l AHA
(12) Design ,then Planning

Design

Planning

Problem: Setting

Problem-Solving

Conceptual-Blank sheet

Physical And Detailed

Question Assumptions methods

Procedural

Develops Understanding

Develops Products

Paradigm Setting

Paradigm Accepting

Complements planning

Patterns and template activity

Commander-Driven Dialog

Staff-Centered Process

(13) To practice: similar form / similar function / similar objective

same form different form different form

value same function different function
same objective

high
difficult (to be replaced)
relatively easy
easy

low

14
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(14) Case study : KSF of 7-11~HTC 50 LAN - Ding Tai Feng -
SUBWAY - -
We adessed 19 factors and
customers would choice 5in 19,2 in 5, and then 1 in 2.
i. 50 & : location convenience
ii. 7-11 : 24hrs open ~ convenience
2. LR
(1) EzOp&HETR > FERMETEK - WHEARER” - DIEREHHIEE -
(2) —CkEERENEZEEANERE L BEJIFTRE K AEE - ZHEA(E T !
(3) PDCAEFH{EER - ADDIE 55%at ~ ~ » ERZIaIF RS » R £ 8 2
(4) KISt - TR - DIBUSIEAMA B - HEWEEE | RS EEE
FISRIEE R A B ARG - SRt RN R |
3. ARAHLUE R 2 i
(1) ALTERNATIVES WORKSHEET _about CPC

Similar Form

Similar Function

Similar Objective

=kl w
Castrol

FEftE R TSR A
A{bIRHIE
R IEI

RER B 3%
GREEOR
(ERIPNES

(2) ALTERNATIVES WORKSHEET _about CPCTC

Similar Form

Similar Function

Similar Objective

CPC
UYL NI

FEATHIAR -
B ERAE K
ST

ANTT&ETFFSER]
JRBEERE RS
S SRR A DAS4E

(3) Think Broader and Done deeper :

15
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() Creating a Successful New Business Model 11 H 6 H in UCLA

Instructor :  Scott Hindell (UCLA Extension)

1. ERGEH

(1) Where’s the Blue Ocean? customers like value, not business model
i. I-Phone/i-Pad : design & “ease-to-use” platform
ii. Kindle : reading preferred

(2) ideal brand is a result, associated to make the brand
Only needs to do certain things well, no need to do everything! >VP(EAZE{H E5E)
(3) Pprice only?
I. Price, as some value, that don’t go deeper is to be no more meaningful for sure.
“Meaning” is how they go to find the excitement.
ii. Beyond location and price, what are the other impacts on Consumer behavior ?
® Customized
® Social sense of honor (show off, Fashion)
® The feeling about the CIS Image
® Emotion of stories
(4) case study (4% 121105 =J3#): similar form / similar function / similar objective
i. fiZEE: to make it specific > FHHRFRE TR EVRRL
ii. HTC: not everyone is the fans of i-Phone
iii. The secret of IBM
iv. Starbucks’ engine its offer to 60% of satisfaction to pull your heart into one
cup of line
® same design
® speed shop (new machine)
(5) Demographic( A [C147E51£2): we can study living style besides to use demographic.
i. Archetype // market segments

16
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ii. Demographic as age, income, education degree....
iii. Life style as urban chic, laptops, lattes, foodies, vegans (raditional , social, green,
health....)

(6) Customer Segment (CS):

i. primary customers - design for (1~3)
- find / define / target
ii. secondary customers - keep for (2~7)
- understand
iii. edge cases - follow

(7) Empathy Map (%1% &]):

1L IEEF, BEE P EIERFRK

ii. seeing, saying, doing, hearing,
feeling

- play who that fit it

—> value point

—> see things that other people don’t see it

—> wrap up pieces to find out your picture

—> outside in I/O inside out

—> focusing on your users, ensure customers get what they want

-> higher price means it worth

(8) Business Model Canvas Worksheet

(9) Strategy Canvas Worksheet- Southwest airline case
Friendly Service to Cover reduce other weakness points, like meals, lounges, seating
choice and hub connectivity.

2. LEIE

(1) How to choice your customer segment? We have to find the primary VP & create a
model to test (outside in) Besides, we need to seek for a balance between CS (customer
segment) & VP (value proposition)

(2) Sometimes we address what we want customers to know rather than what they actually
perceived. Furthermore, the description is far away once becoming our perception.

() WIZEINEARA - B R - e 00 Ry SEEN TEMMRS - H
HIFE R TR - BEEEEECHY )L - TR A AReEEFrmsER - &3
PN K ZARE B2C » 28R4 A—F% B2B (94678 » Fitspofs | (S E)

(4) TIARITR ) B EAEAYIETE o EOHVER A R S E A A AR A TR
ERBVERITT Ry A E 1L A R e GRS H R AR % - R B &R
HEAT RS AIORNIERR - AL TS FEAIT T SRS S AR EAVER] -

3. ARAH]DUEM Z it

(1) FERFENEMEFOHE AT R s BTG ENE Y -
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(2) BIAVEFERERIZEEAE) - W5 DS ELE( Mind set) ~ Z AR 1T
& (Mind MAP) ~ I 25 2 58 5 i F Bl 2021y L2 7 AR E S RO T8 -

(3) "VP , A1 " Customer segment ; 232Kk [a][a]HYERE - As to out-side in, how to create
a new business model to transfer an intranet e-learning site into aindustrial college that
offers not only on-line but also blended learning service to the relative partner
company? It must be a Big Challenge.

(4) Empathy map can provide a way to think.
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AN
1

3235 11 H 6 H in Start Engine

NEIRE ST

Start Engine is a BMI prototype, to start from the very beginning of a idea of business
and run in the form of a micro company model; it will fund US$200,000 to the selected
candidate as the start for a period of 3 months by taking 10% share of the company. &
FEC DS 1 R (5 - DIEESAISEEL S © 55— M LCD device - %
G R Ry SR — HIBITRRER -

2. PSR (RRSERNT is the KSF)

1)
)
©)
(4)
()

3.

FEHPAEEATBIAVIRIAF]  BEIE RN - CREKH A2 5E4H USS1BIl HyF)
BISEE IR © =52 ~ SR EIREE(50% LA FH RERE/EE - 50%H LIFLLER)
BEERE © 2B EEE) - MmIIEELL ~ KRBEE( D)

WEH CTO(RHYE) > 2= #E AFI#E (blue ocean)

WhEA AT business idea = customer segment & value proposition
FESHYRIZEE AT > SRR H CHYA FAIRE ~ ERIE - BERifE
RAZE VB - IEB R - Fla =(rBEPRERA4HER studintstay A F] - & H
FibAEARERIE - BREBIIRE SR - ARG  BERERDL -

HHILE

(1) REEEEEEFRAARR S CRENZ R - ey R - I B AEHER

Atk AMER—TERHEGR T - JRERER ARV EREE - f2tt
HZHIRISEZER] - WIfF B At SEf i 3 2 IR Ay B SRR AU e ER 5T -

() ETEBEERENEAEE  ABRA  RUERIZE LSRRG AR -
() ARARALUE A ERFENEBISEAT RS T -
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(J1) Creating a Successful New Business Model 11 H 7 H in UCLA

Instructor :  Scott Hindell (UCLA Extension)
1. ERbEH
(1) Customer always have alternatives, why they want to make business with you?
I. Customer segment - WHO
li. Customer Value Proposition -WHAT
iii. Ask deeper-Why Why why........... why should | do business with you?
(2) Looking for difference and value points : seeing what happens
I. validity - see things that others don’t see - wrap up pieces to find your
pictures
ii. Design challenge to deliver the value - Key partner, key active, key resource
iii. Bto B to C, value chain concept. Create value for all segments.
(3) archetypes/market segments
i. Define your value curve and act : Eliminate ~ Reduce ~ Upgrade - Create
ii. Build up the blue ocean strategy that is difficult to imitate : PHRIfIZE vs. BLEMZE
(4) Beyond location and price, what are the other impacts on Consumer behavior ?
(5) case study : Apple ~ Samsung * Motorola ~ HTC ~ ~ DUKEZ S B E A ]
1982 = H {2 H kAL 7o & R = RV AR N - Bl KRS 5 BXIE ( Cirgue Du Soleil ) -
MU R =AY SR EIMRIREU R R E S FRE R S e ~ FETE ~ BE0E - K EFRL -
HEH R E R LAENY ~ /N~ FRRCEEET S B R T K5 R E A FRER &
REBAE RIS BN (Ringling Bros. And Barnum & Bailey) 55i < - fGa0E] » WAt
AR > M —H R TR [FTT8 R - SRS - RIE TOMBR TESREL
BRI ~ IR B IHE /NI TIRD ) TR ARV R - AR
PLTERA ) BME » SRR AR REhER - N RS EEE T AlG ) HEF2EZE
RAERENEE -EEE e Tk - MPoKSEREES S - B LS —
FESE SR RGBS a5 HE FTZREAVIEDE ~ FEREAVARER ~ AR EEEI0 LR &K
BEIBWETH - BUERVE _EOVHRSE - ST EBUR DU e TR EEUR -
KI5 B R R (FH ARV - R BIERD A NRERINEDS - D EER
SUTEERE - FAER VIS TRIVGEHE - DBV S - B BB -
(6)

Head to Head Blue Ocean Companies
Industry Rivals Alternative
Strategic group Positioning Across Strategic group
Buyer group Better serving Redefine
Scope and Product maximizing value Complimentary
Function vs. Emotion price performance Balance
Time Adapt to trends Stapling trends
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(7) Business Model Canvas

2. DETE
(1) redefine market boundary : Tripping framework, embracing opportunities.

(2) consider the execution obstacles and risks.(Can the risk be management?)
(3) always practice CS vs VP
-> day by day to get concepts

—> break into small pieces and find the connection between CS & VP
-> more specifications
—> cluster tighter
- know WHY!
-> idea throw out for innovation
3. ARKA[LUER £ IR

(1) Apply the lever principle in marketing and as well as in financial

A CVP -~ vision ~ mission ~ -~

. A
A %
Turnover -~ Profits ~ ROI ~ ROC ~ - . -
.
A price ~ quality ~ speed -~ locations ~ A e
A

service ~ brand ~ -~

(2) CPCTC always gains high score from satisfaction questionnaires of most classes.
There are performed tests, homework, presentations, and well done action plans after
training .But actually we hardly strive to seek for the vision and the core competencies
of CPC which is the most important via kinds of business units the primary customers.
We spent few time to insight the changes of related industry and often ignore the
dynamic needs of learning that is unknown blue ocean in training field. AHA! That is
just what we have to explore.
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(—O) 1>F2:E5 Southern California Edison Company ~R&H 11 H 8 H
1. ERAEGH ¢

Southern California Edison Company &g fj[1) & 38 4 &5

(1) Green house in the future
1. HEAES  FeEEETIIAE SRR - G5 HEAERN SR AR
Ftsdm B E M am -
il &SEEmHY 2 PO E R AR R AY RIS 298 -
iii. BESQUSEIS LB (F e ~ Rl ~ 2k~ MIEHETE -
iv. (HEb9T) BEREIR @ AEJ7 ~ KE5EE ~

m— e SR SRR\
R e
Edﬁmﬂlwmlm ]

Owrge & sty your swmngs o i gt s

2012 SEEpEEARTHEE SRS FoR A S AR SRAT A0


https://www.google.com.tw/search?q=%E5%8D%97%E5%8A%A0%E5%B7%9E%E6%84%9B%E8%BF%AA%E7%94%9F%E9%9B%BB%E5%8A%9B%E5%85%AC%E5%8F%B8&hl=zh-TW&biw=1366&bih=650&tbs=clir:1,clirtl:en,clirt:en+Southern+California+Edison+Company&prmd=imvns&sa=X&ei=VsecUMmGAuKBywGe0IGYDQ&ved=0CIABEP8BMAo

(2) FERIESC
1. EEFERKEE IR IFE -
i, EEEINBUFETE ~ mRUHEL ~ W57 (8B -
i, EHIEE K HLE © =N 50 Ei
() SFFEENIATREEG S Bk H A

SCE's Renewable Energy Portfolio

Solar 5%

illi Biomass 3%
667 Million kWh .
i delivered 366 M?"On kWh
SASPSS delivered
580 Million kWh __ )
delivered . .

Small Hydro 4%
557 Million kWh ——__
delivered

Wind 21% J
2.58 Billion kWh _~
delivered

Geothermal 62%
7.71 Billion kWh _/
delivered

B+Z @i &4 E N3 (SCE)2010 F /4 feRELLL B 4%

R&H

(1) EREREERENEEY  HREE - #F  BEREE - fEPSE ST
PERLRUE - BRI - R S RERHIA B T

() st E
1. BARAAFE TIEEFIRY R T - &L Enjoy the JOB. " ~{REH

ii. HHEAMENEL
i, % HHEMIA TR - R se SR AEER G T BEknE -

2. BEFEILE

(1) EigEETiE © AEAE F s RHIR BT RERR T > e FER RS

(2) ZHEAEIR - BRREZRHBRA RS ~ AlEE ERERSCR AL -

() " AL 50% T R EBELEHE - FER] MY 50% )R ARAFTELEYRTRE o 5 BAUA
sz dEmE o AEKRHSAE ~ (b ArERT RS R AR - B SRR -
[EAEEEIN M > [BER R A R Gt ?

3. AL ERIET

(1) BR R&H U RHAME G > By T |

(2) SEIEEMIIEL > B3 CPC Z BAEIRA I EA ISR I -

() " EmRER sy P iR B E R LR A A B, BRI
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https://www.google.com.tw/search?q=%E5%8D%97%E5%8A%A0%E5%B7%9E%E6%84%9B%E8%BF%AA%E7%94%9F%E9%9B%BB%E5%8A%9B%E5%85%AC%E5%8F%B8&hl=zh-TW&biw=1366&bih=650&tbs=clir:1,clirtl:en,clirt:en+Southern+California+Edison+Company&prmd=imvns&sa=X&ei=VsecUMmGAuKBywGe0IGYDQ&ved=0CIABEP8BMAo

= EHRE

(—) Al¥rEEER

1. BAREH
(1) Al SRR EEAE > Es A EARRRT - Flralyr - Eamald - IREAE]

o AR (EER) AT - B AT IE R AT S B A SEAZCAT N (FATEES)

FABCERIHT (R L AEIED) © 21 Lo s (BidER) - BHsMEAlH (Less is

more. )~ M AE ECAE Al (GREE EAR) ; BIlHT AT LAES ME (form) ~ ThgE (function) -~

15 EkH (emotion)  ~ fhErff(social) ~ JifE(process) -~ Z&ri(system) ~ ~ ZER[E A

FEUIA s Ho7AERE - Bi5 - 87 - I7fg - 40 - (FEM)ENE - (L - (8 M)

Ghe s aRh - & BAEEESEEIKEE - BEECTERRIES) - SR

HE - FEARERITL -

(2) Al¥r > EAEEhERA—EE AL - BEZE(E)LE - (FE)EE L -
(3) TAIE, EHE T AN, BT REGETRIIEEER) S TAIZE | 2 -
2. R REFEAEAET(BMI) -

RS AT AR Rdilg > DIFDE B BT - EAEIREER - THi5ZER - 18
FUBLR ~ ~ i TR > EEOETT RUASRISHAE] - SRR E I E 20y s ElEEs -

AL DA HGR L > RER A4S SENVERERIE R ~ IEATE ~ ML
FHEAEZE - BRIV E M M IR - BFEE - SUEFES - I EFEK -
TR AT R AL RS -

EEBREAEEE - Z2{A/E(Renee Mauborgne )j» 2005 F-HiAR" EE RIS (2006,
E ) o et T EFAIEMIER FIESOREEE SRS | T iRaR(EE AL ERE
B NSEL | Wi(E SR EATEEG - miEan [BM R TapEsld | B EERCE SRR E
R EAER P SRR R P LUBSS - BRAIE  WEE G ENGR - BREUE
BTl "B ECAlHT , (open innovation) FURES: > 5 HESMEIESTE > R
HABI— B R E -

EIERIS [AER. &R (Innosight 46 2 —) S ATE (IGEREETam) 385% (7
FEHEAFAR) —30h > B T EEAEATE RS EER FEERNAEEED
Zf o ) WHEH TEEFEE TR TACEAS ) TREEEIR ) A0 T RESRIRAR | DU
ZAWTE) - 805 ANAZER TR " EEEETR ) G2EH > B EEEE - £
FEFTIR AL E MBS - SRR R M S ((EAS)AESRVEME - T RIRRAE ) A1 T R
BIR  AUFTHIRIREER o o2 s B EBAE - B e e E AR
TRER > B0 A~ R - HIEk ~ BRI~ SRS - EERGESE - FTEAKRIE R
THVEA bR T HECRIA JT(RRANGERS) @ LIS 2 41 BB BRI S8 2R S 750y
P A EINTRE R RE B R > B FEAREARIERE - 52 BEEETRA
FPEA o BINERS T RS EE A A SE(E - BASEE R RIRH S U RE R R T 40 o] B3R
FHMEETE -
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B RIS R AR

| BAEEEEE (CWP)
= BEEEE w HREWHE (o°fering) « EBLIE
= FHIE - LBREESENS REEIWMEWK - FRIEAE
=EE  SIATEREENES SUREL  (REEEER -

= AR BAWETSHE - 23
REEFONT  EZUF-EEF
B~ FBIRER -

= FEREN 5-SXZEESH
) FEEIFZEEEBOTM

R v
'S N
FRAT
" BABE ERS0HE: BEXH
B BETATHNE MRS
% WREESSERSE

KR -
- «RADE BFSEEESR.
BRESEEEEAONE TEENSENE - DEDES
RTECESHEES . M B ZEGEEE  RET
EEIOR PSS FES -
s A \ /
» 54 ES
L4 ]
n E
AR
el WRAE . UREE  DEmE
- NER  TEEEENDRR
L y  —EXTEEEEEE 1

REEE > 78 BB
& BERR

= REFFGRE  FEORES
X EEEF ZEBEE B/
EEEUET

m ¥R EESAEOHRE » TER
MRE ERETIUEBOSE

\

ZhRIHE - Johnson et al. (2008) e AlET IWEZ - 15| 1 B (2012)
G EFAIE - A 20RO BIR - FILE R AR (BMI)

(1) BREISER > RASIIMS | TR AR - SRR 15 - Emal
7 ~ TEFIAIET - SUELTEREAAIRT  HE2 2 T SR A Y

() PISCHBITIE - AVRSITTRIRN | BAHMSHIE - S8 - g - TESES
ARG (WEZSUERE) « REEEDS BRI ES -

(3) BUHREET AT | fR4E 2008 &Rt » UL  EEE
% s R SERRAG - KA ERE SIS T e R R | -
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(=) PSRRI AT A

Clayton Christensen & Innosight BZEE

RESNEESRETE ~ BRH -~ 2 | T e 5
SRS R R A mwn | mere B RIBAR

—zt NI I_:Ei ) aN d 2 el Y me . “
EXREEESMEEERANN | e i oo 2o L
Lt —fe
TR ]
=g
(JLEg)
B & -
A S| &
01_Customer Profile % =i i 02_Solution Resume #7172
BIOGRAPHI | FUNCTI | SOCIAL | EMOTION| | WHO IS THE CUSTOMER & WHAT KEY CONSTRAINTS ARE
CAL DATA ONAL JOBS AL JOB WHAT IS THE JOB TO BE DONE? | BEING ADDRESSED?
JOB WHAT WILL THE CUSTOMER GET FROM YOUR OFFERING?
MOST IMPORTANT AND UNSATISFISFIED JOB PRODUCT/ AWARENESS ACCESS PAYMENT
QUOTE ABOUT JOB SERVICE
BARRIERS EXISTING SOLUTIONS | | WHY WILL CUSTOMERS LOVE IT? (
Ao e AN Y SHI[2= 4 = 2258170 i S N, N
EEI LS e i e I HE g PREE B B AR
AL cs
pichicc) CH
RAER F2H kp
BEHEESE) KA
AEFEE VP
EEZR% CR
BREEME cs
BAER TR KR
BB RS
(L e S i

ft terma

—y G043 S0
Maney tam

— S8 Sow

SOHO Motor
Margin: 15%
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FEEERR

iPad Strategy Canvas

D
>
@
e |
o
c
c
Y
5

Portabiicy  Browing Emad Photor Video

Competing Factors

Phone (smartphone)

W P

A 8ok Reader
Nedbook

FELrr o2

(SWOD) &t 3+

ek
FEREH HAYRYIIEE—H T
Australian Journal of Business
and Management Research

353

Competitive strategy BV alue proposition
= Nokia

=& Samsung

#— Tianyu
V0| 1N 0 3 | J une- 2 O 11 Value network alue chain
Cost and profit
NI AN
R E E \
THE VALUE CHAIN
In which the flow of revenue is
appropriated by particular supply chain resources
through “value in exchange”
End Raw
CONSUMErs 4 materials
providing without
100% THE EXCHANGE RELATIONSHIP which
of the - commodities
revenue to between resources supplied and how and supply
create the much value they are capable of and chains
value chain apprapriating could not be
that sustains created
the supply ¥
chain
THE SUPPLY CHAIN
In which particular resources are
combined in order to create and deliver specific
products and services to end customers, who derive
“value in use” from consumption
1

Source: Adapted from Andrew Cox, Business Success, (Earlsgate Press, 1997a), p. 207.

B LB

What doer she

THINK AND
FEEL?

What doas she

HEAR?

What does she

What does she

SAY AND -
DO?

Attituda in public *P¥!
sppasrance behsvior
towsrd others

PAIN

and Fears
Frustrations
obitaches
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- SEEHEH

1. SR AE T AR T IR R T BURSRES T i et - T SRR
e LSRR - TR RS G Tl SR R e Ho
(1) BOROKEMTT) © (EREEANTENZ —R - AEEIRGHEE
i LB TSRS £ i E 2N Sa bR ae e e - LR ISR B RS (i 50%)
i LVEBERREE I S 2 (A T ASEIRE | iFTHERE) - RE(EH 88 4
TTAEHY 1SO fEERED » S SERIE IR e B8 - e &ML A REAVER -
i fEER R EE T @ RS (ME) B ENEES - CRIRA T EEE -
i, BB RART " R E NG 0 AR BRI NE R 4R < T A R R
TE RS AREY " A > DL —E—~ 3 feraniist 2 R bEZE R G HLEK -
iv. RSP S EE A B e E RV AR AAR & - ZABEZ AR Y
INHAEEAS » EEHMERR - BrE g - SH et 2 ERE - ZAEA ZEARE; -
(2) [EFZERFRISE M) @ FEREOREEA - B3 KEA] elearning 2T R FEA
sk ST HV SRS M T H - KRB ROl i 2 B 91 dFREIFAE I Ay o e 225
BOE 94 TR RERE - (KZAZ | inside in (N{ENE) J AVETES » RN
TTEBRM ) AUASESR o i [ELU T R ERRRE - ZIRAES  EERERET X -
I SRR LB - PRER - WL~ 1788~ % - THE) -~ B298 - K& A
SHAEEE - EREANMENS - EEIRE - XS B EE -
i, ool e Bl EEH 2SN T E  CREHESIERAVEERE  52E
HEFPURR R B S EES A B B E S - ER B RIE SO TR R
REHYRIGH B LB 2 - 2 #ET RS M A AR S B S o B A -
ii. ZEREEMANEHENE - HEREMRET - FERFAREREERERT] -
iv. TEFERERAZERA - MEIERE - iRe ik FPE | - HE n X (GERCERHT) ~ B ]
ST(fOE B TR LAY SE RS » MIEEMENTE (LAY elearning - #ZEFIEE -
(3) 7% "outside in ;A - EHIHHF > L EEEEVESTT  TIREIES S S EEE
I RIS S elearning EF  ERIBMEAT > FORSMBHIS SIER (IR
BAZAT ~ B BRI EEA - sCTREEER) - BOMRIERIRIE AR -
il AEEEL RS RE T any time, any where | F TR AR EV Y - 0 R A EEEE
=AY Blended learning ;> 47152 no place to run the practice —Work to be done ;
A LLEEMUL (A0 e FABE - U/ NEEMEESRER) - AR EEMEE g —
AR EIIRT - CPCTC SR BEANIFHIERTE - fEREIRMERR T ZE -
i, BHAGE © BELE S WIIRIEZE - M7 GRS - e T BRI R S0 -
iv. NERHIEE - FHEEGCAAGES) - AR CHtHEEERE - -
v. Kig (35 BEMNEEREE T O RS - AlES ERssnyieg
vi. BlEEIR PRI ZEBECE - b " A bEE L A BRallEM ) & 3B
BHIESE e B A HEEEPURE AR K - (FREE R e — e -
(The last mile)
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Partners & Activities &i\. Proposition 14 ;z‘:lttogn‘:hips l R:m ﬂ_
1.32&%1& 1 Femeep et [1.ARREIER * R
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3. Customer grouping_beyond the existed customers.
Clustering customers and break down to final group to design
102 " BEAMESE 1% » JISRPT AR RERET - | " AR fERTT - BR T
" FHERR A ENERISRIVE - BAREs , 2 o B T RdIISREISR , BB -
R - TR R ) Z8R 0 DVENIBRSEGHERS - DL T BABCMERTET ) AV - FRERISS
TERBHE - P RYNRE = - AR RN & E A -

LUT &5 & miH S EIRY 4B (BCG #52X) » DA™ gt | sl Ry Xl DLT 4%
NRABLN 12/ 0 By Y i & H T AR AT REHYS M =70 By A~ B~ C~ D TUES »
oy AR TR [EHE P HYSRES HAR - UG H - &IBZ 7RV 00T ~ atfem ~ sEif% > BET
HHTHIRE SRR N B IR PP R - FEEEN K B — R fE ZE (Customer
Profile) » Wis¥f HAEE PTG F AR mEHIFR K - $2HERkiNk(Solution Resume) -
HAEERRE B TEE - CEEENEEETR > GE=ma=m - s T
(1) etk

I WIRTERE « AR AEES ? B 2 gsERRZE A 2
il FFEBEe @A BRI AR - R - HABSNENR - -
i, e BUORMEEK ~ BEERAENHE R - MABINEIREPS -
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Workshop Overview

9:00

10:00

11:00

12:00

1:00

2:00

3:00

4:00

5:00

6:00

Day1

October 30, 2012

Welcome & Introductions

Professor Willy Shih

Day 2
October 31+, 2012

Overview & Reflections

BMI Step 2: Design Solutions (Blueprinting)

Case Exercise: Blueprint Business Models

Overview of Business Model Innovation

The Marshmallow Challenge

LUNCH

BMI Step 3: Test & Learn (Introduction to Emergent Strategy)

BMI Step 1: Spot Opportunities

LUNCH

Case Exercise:
Customer Interviews

Case Exercise: Plan to Learn

Case Exercise: Customer Profiles

Reverse Income Statements Introduction and Case Exercise

BREAK

BMI Step 2: Design Solutions (Customer Value Proposition)

Case Exercise: Developing and Presenting the Pitch

BREAK and Voting

Case Exercise: Customer Value Proposition

BMI Step 4: Scaling within an Organization

Business Model Innovation -- Question & Answer

Reflection & Wrap Up

Reflection & Wrap Up

© Copyright 2012 Innosight LLC

35

2012 SEEpEEARTHEE SRS FoR A S AR SRAT A0




FEPE(UCLA)RAR : Lecture and Workshop

Session 1 (8:30 - 12:00 AM on Monday, November 5th)

First Part:

Topic: Overview

Goal: Setup all 4 sessions and establish innovative mindset

Second Part:

Topic: Competitive Analysis

Goal: Gain greater awareness of context and number of alternatives
customers have

Session 2 (1 - 4 PM on Monday, November 5th)

First Part:

Topic: Value - Understanding and Defining

Goal: Understanding how to break value down to finer points, and to play
with its variability

Second Part:

Topic: Customer Experience Cycle

Goal: Gain greater understanding of customer experience cycle from inside
out and outside in

Session 3 (8:30 - 12:00 AM on Tuesday, November 6th)

First Part:

Topic: Groups of Customers - Define and Prioritize

Goal: Gain greater understanding of how customers are different, and how
to use that to achieve higher levels of satisfaction

Second Part:

Topic: Validating Unique Value

Goal: To establish the difference between creativity and innovation by
measuring user satisfaction by usefulness

Session 4 (8:30 - 12:00 AM on Wednesday, November 7th)

Topic: Completing the Business Model and Strategy - Price, Cost, Revenue,
Channels and Resources/Partners/Activities

Goal: To illustrate the importance of value, namely Who and Why, and

how to build the rest of a business strategy around this
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