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3 levels of alignment (adaptation of IS)
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Alignment with business
[Venkatraman, 1993] « Oticon* ‘.
STRATEGY B company il
BUSINESS STRATEGY I/T STRATEGY

|

< BUSINESS TECHNOLOGY

:

E < —-———=P

w DISTINCTIVE BUSINESS BUSINESS T

COMPETENCIES GOVERNANCE SCOPE GOVERNANCE
STRATEGIC FIT IAUTOMATION Business I LINKAGE
model

.| ADMINISTRATIVE

:

o - = ==

e <4 >

|_

= | Croosss oo sns

ORGANIZATIONAL INFRASTRUCTURE
AND PROCESSES

BUSINESS

IS INFRASTRUCTURE AND PROCESSES

FUNCTIONAL INTEGRATION TECHNOLOGY

© 2003 Pigneur, HEC Lausanne

FUNDP December 2003 5



Université de Lausanne o W S N

PART 1 - Business Model

WHAT?
WHO?
Customer
P "
roposition et Channel
innovation Relationship | _
Infrastructure Customer
operation relationship
Capability
- Configuration Financial
Revenue
Partnership Aspects
Cost
Profit
HOW MUCH?
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A business model ontology

Infrastructure Customer
operation - : : relationship
Partnership Actor Relationship
Agreement Mechanism
Product
Innovation
Capability Configuration Proposition Channel Customer
Resource Activity Offering Link Criterion
Cost Profit Revenue
Account Financial Pricing
aspects
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Business model with XML

Computer-aided design
Business model handbook
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| |
fustratio”

THE MONTREUX JAZZ FESTIVAL BUSINESS MODEL (A BIRD'S EYE VIEW)

PARTNERSHIPs INFRASTRUCTURE ACTORs CUSTOMER
MANAGEMENT RELATIONSHIP
Artists, M edia, Sponsors,

M ontreux, Volunteers,

F& B, Merchants, M ontreux

Sounds, Sunset M usic,
Swiss Tourism, IJFO,
SMPA

RELATIONSHIPs

Artists, sponsors, shops,
F& B, volunteers, media,
infrastructure, general
festival partners, "Friends
of the Festival", musical
partners, M ontreux
municipality

PRODUCT
INNOVATILON

CAPABILITY ies VALUE CONFIGURATION VALUE PROPOSITIONSs CHANNELSs CUSTOMERs
Atractive MJF venue Contract musicians, contract MIJF Concerts M ontreuxjazz.com Festival visitors
Contract stars sponsors, ticketing, MIJF off MIJF event Shops

Attract people advertising / concerts, F& B, Frequentation /| TicketCorner bricks& clicks Sponsors
Mobilize volunteers commerce, merchandising, MIJF Sponsorship lee MIJF program Record, TV, artists
Atmosphere & Experience selling recordings / manage Festival recordings Media Franchisees
M JF infrastructure, MJF Brand & Franchise Sponsors

MontreuxSounds.com
Swiss tourism TEOS

production, manage JAZZ,
manage volunteers, record
concerts

COST STRUCTURE | PROFIT/LOSS I REVENUE MODEL

Infrastructure {20% } Ticket sales {41% }
Artists {29% } Sponsoring {20% }
F&B {10% } F&B {28% }

Merchandising {2% } Merchandising {5% }

Production {16% } FINANCIAL ASPECTS Recordings {4% }

Fixed costs {15% } Diverse {2% }

M arketing {4% }
Divers {4% }
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| |
Value proposition, capabilities and customers llustratio

Capability Value Proposition Target Customer

Attractive MJF venue MIJF concerts Festival visitors

MIF off

Mobilize Volunteer Staff Shops

MIJF frequentation

Atmosphere & Experience Sponsors

MIJF sponsorship

Contract stars Record, TV, artists

MJF recordings

MJF Brand & Franchise Franchisees

LLAAN

Attract people
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tl O n 35m

Detailed value proposition ijlustra

VALUE PROPOSITION Name: MJF sponsorship

Description: The international reputation and the size of the MJF makes it an ideal partner for
sponsorships. With its great concerts, large crowd and international media presence it gives affiliated
sponsors a large visibility.

Reasoning: {Use}: An MJF sponsorship contract gives a partner the possibility to potentially address
240'000 people and build be co-branded with the MJF.

{Risk}: As the MJF is an established institution with an established brand and a solid
customer base the risk of entering a troubled partnership 1s very low.

Value level: {Me-too}: The MJF is a mass advertising "media" among others. Thought it is one of the
top established festivals the value level of a sponsorship with the MJF is comparable to
other festivals.

Price level: {Market}: The price level of a sponsorship at the MJF is situated at market levels.
Composed of OFFERINGsS: (the detailed OFFERINGS are captured in annex XXX)
e Affiliation
e Advertising space
e Sponsors' events
o Free tickets
Value for TARGET CUSTOMER: TARGET CUSTOMER 3: Sponsors
Based on CAPABILITYies: CAPABILITY 2: Attract and feature great stars and concerts
CAPABILITY 4: Attract people
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Distribution channels

| |
n

Channel strategy at the M ontreux Jazz Festival (essentially for Festival visitors)

CHANNEL

WWWwW.montreux
jazz.com

www.ticket
corner.ch

WWWwW.montreux
sounds.com

Swiss Tourism :
Top Events of
Switzerland

{Awareness}

Online program, new s
feed and real videos
of past concerts

{Evaluation}

{Purchase}

{A fter sales}

Advertising for up -
coming events

Free distribution of
the M JF program,
also as supplement

Emissions, and
supplements on the
M JF

W orldwide prom otion

] ]
1 1
) 1
—F———_——_—————— — — — — — — — — — +—_————— —— — — — — — — — — ——————— —— — — — — — — =
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! virtual tour [ and online shop ! inform ation
B e ———// (] e ————— e —————
1 1
1 1
1 1 . .
: L Ticket office
i
" _ _ _ _ _ _ — - vV S| -
1 Swiss-wide ticket
. agency shops
= — ____ e ——————————— 46% of
\ H tickets
]
: Online ticketing
/7/)// :
1
—_—— —_— _— e e o — ————— __:. _________________________________
A rtist and event |
! descriptions !
1 )
) )
[ ]
o
]
1
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1
1
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1
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1 M JF concert 1
H database, taste real |
. videos .
. N H
] ]
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1 1
] )
] )
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] 1
' 4
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Distribution channels

illustration

I5m
Mo, TREV: TAzZ

CHANNEL Name: www.ticketcorner.ch
tickets of various Swiss events from concerts to sports events. They also sell MJF concert tickets.
Corner database.

them delivered directly to his home.

commonplace.
Price level: {Free}: Customers have to pay a fee for handling an delivery of an order.
Composed of LINKSs:

e  MIJF concert listing.

e  Online ticketing.
Delivers VALUE PROPOSITION: VALUE PROPOSITION 1: MJF concert (tickets).
Delivers to TARGET CUSTOMER: TARGET CUSTOMER 1: Festival visitors.

Description: www.ticketcorner.ch belongs to Ticket Corner and is a partner CHANNEL that sells
Reasoning: {Use}: The concerts of the MJF can conveniently be found on the website in the Ticket
{Effort}: The customer can comfortably order the tickets over the Internet and get

Value level:  {Me-too}: Online ordering of tickets for a specific event have become quite

VALUE CHANNEL
PROPOSITION
Online ticketing
MIJF Concert MIJF Concert (48% of tickets)
~— ~ _ v
— —
OFFERINGS of the VALUE PROPOSITION LINKs of the CHANNEL
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Activités & ressources

flow

Evaluation

NETWORK PROMOTION

Contract musicians

flow

by MJF

Contract sponsors

by MJF

Ticketing

flow

by MIJF, Ticket Corner

Advertising the MJF

Swiss tourism, Montreux

Problem finding

Define concert date
and stage to be filled

Evaluate concert
and ticket sales

flow

by MFJ, sponsors, media,

Focus: Programming decomposed into its sub-activities (forming a value shop)

_ Problem
", solving

list music styles and
possible artists

Execution’

Put artist in
program

Choose artist

SERVICE PROVISIONING

Selling recordings

by Montreux Sounds

Concerts

by MJF, artists

Food & Beverages

by MJF, caterers, Heineken

Commerce

by shops

Merchandising
by MIJF

flow

Legend

Recording concerts

by MJF

Production

by MJF

by MJF, Municipality

Manage JAZZ

by MJF

Manage volunteers

by MJF

I
I
I
I
I
I
I
I
I
I
I
I
I
1
1
|
Manage infrastructure ]
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

Activity

By ACTOR

© 2003 Pigneur, HEC Lausanne

FUNDP December 2003

14




Université de Lausanne e e A S

| |
Business model and business/IT alignment

STRATEGIC TURNAROUND

FACTORY SUPPORT

Balanced ScoreCard STRATEGY

IT application portfolio

Product
innovation

Application infrastructure

Customer
relationship

Infrastructure
operation

Communication

Data management

Financial
Aspects

ORGANIZATION TECHNOLOGY

IT management

| Eemoroey |

Security

Architecture & standards

Infusion Alliance Utility
PROSPECTOR]| | ANALYZER DEFENDER IT research & development

IS role IT education

IS sourcing IT infrastructure
IS structure

Alignment profile
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IT infrastructure (e-payment)

jlustration

=

T

BDE transaction Telekurs
—p{ | Multipay
clearing
Bank
¢
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]!
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8
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Application
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IT infrastructure

[Weill, 2002]

TECHNOLOGY

Application infrastructure
Communication
Data management
IT management
Security
Architecture & standards

IT research & development

K

IT education
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Application portfolio

[Ward, , 2002]

TECHNOLOGY
L@ @
5 STRATEGIC HIGH POTENTIAL
Z Applications Applications
(,:) that are critical that may be important o
S to sustaining future A8 In achieving the future <\
OQ\ @?
a o o
(Al
<
=
51 (3® @
g
E Applications Applications
O that are essential ?\«* that are valuable «©
= for success N\\QO ‘ for success 0?,(;»\
2 KEY OPERATIONAL SUPPORT McFarlan
B

High STRATEGIC IMPACT OF IT low
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IT infrastructure & application portfolio alignment

Application infrastructure
Data management

IT education

IT infrastructure

Value proposition

Target customers

Distribution channels

Customer relationship

Capabilities

Activities

Partnerships

Revenues

Costs

STRATEGIC TURNAROUND
FACTORY SUPPORT
q!
IT application portfolio - <
S 9)
& <
Slo/S
/o /& /#

HIGH PO
STR ATE
SUP Pon

Value proposition
Target customers
Distribution channels
Customer relationship
Capabilities

Activities
Partnerships
Revenues

Costs
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IT infrastructure alignment

Application infrastructure
Data management

IT management
IIIF concertsa i
Architecture & standards IvIF off

IT research & development LIIF frﬁqu.ﬂntﬁill:ln EEi o EEi Yy EEi Yy e e i
LIF sporsorshp o

TVITF recordings 7 3 T7 7 7
ITF brand & franchise Kl 7 7 7

IT infrastructure

Targ i)
Featreal visitors 7 27 7

Shops K K EEl

SRONS0E Y

Eecord, TV, artists o y y
Franchisees K

Distrintion Channels

P IO Nt N]ATT Ot 7
I evert y 77 7 7 7 7
Ticket Corner E'R| PR R ER| 7 ]
winar ticketcormer ch ER| EEi y ER KR ER 2
IVITF prograrm o ~ Y
Ilecha i y i
e rottrenesonnds oot 7 Y Rz ] ? 77 R ]
LITF sporsors y i

Swiss Tourism
Relationshipe

Sponsorshy & VIP a7 o7 o7 29 o7 29 o7
Festral wisitor o7 o 77 7 27 7 27 7
A1l (retentionth i

& ttractnve WTF verme
B Hrart & festnre atarve [ ~ I - [ I I [ [ |
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Alignment profiles

[Hirschheim, 2001]

Infusion: Alliance:
Alignment Alignment
Alignment through Business through
Profile Leadership Partnering
Anabyzer

Buganess Strategy

Prospector

W5 Strategy

= |5Fcle Cpportunistic Comnprehensive

* |5 Sourcing Insourcing © Selective Sourt nE
= |5 Structure Dt::.t:r'lr.'rsl.i.:.r:'d —_':P: J.I_"E'E

ORGANIZATION

Urtility:
Alignment
through Low
Cost Delivery

-Clutsc-_-_Jr_flng

Lefendder

Cficient

Certrahzed
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Alignment profiles

Busihess Strategy

[5 Strategy

I5 Role

[5 Bour EiiI'l =)

IS Structure

Alionment through

Business Leadership
Prospector

Opportunistic

Alionment through
Partnering

Cotnprehensive

Alignment through
Low Cost Delivery

Defender

Efficient

[hzourcing

Selectre Snuru:ing{::'

Cutsourcing

Decentralized

Shared {j

Centralized
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Balanced scorecard (BSC)

[Kaplan, 1992]

How to improve our services
and our quality?

Goals Measures
& initiatives
Internal
perspective
Goals Measures

& initiatives

In which process do we
have to prove excellence?

Innovation
perspective

Financial
perspective

STRATEGY

How do the customers
perceive us?

Goals Measures

& initiatives

Customer
perspective

Goals Measures

& initiatives

How do shareholder

perceive us? i

BalancedScoracard
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Balanced scorecard (BSC)

Ilanagement

Value
Configuration

Capabilities

Partnerships

Cost Stracture

Revete

Iadel

EM element Indicator current target alartr
MIF concerts percentage of seat
capactty sold
: quality of franchised
Franchisees o]
Media media coverage (g2 Nr.

of TV hroadcasts)

Sponsor satisfaction

sponsor gquestionnaire

F&E

hours out of beer

Attract and feature stars

nt. of top 20 Jazz
trilsicians

F&E

nr. of different exotic

food stand
Attists cost of contracts
Merchandising percentage of total

FEvEINIES
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PART 2 - Environment Model

NEW

APPLICATION

S

Disruptive
ISSUES technology
Innovation
perspective
supply demand
INDUSTRY INFLUENCE MARKET
perspective perspective
Financial
perspective
ACCOUNTS
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Assessing a technology environment ...

-\

133 H

Analysis & visualization

TOOL

REPRESENTATION = A o MODEL
innovation
LAN DS CAP E Infrastructure Customer
. Industry Market
m-Business
Financial
aspects

Observation & capture

STUDY
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... and its evolution

FOUR-QUARTER MODEL

o
= 4. ORGANIZATION
N (Decline)
2
<C
> 3. BUSINESS assessment
(§) (Maturity)
Z
3
3 2. TECHNOLOGY e
(Growth)
1. SCIENCE
(Gestation)

" TODAY TIME
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Multi-technology life cycle

FOUR-QUARTER MODEL

A
0
8 4. ORGANIZATION
N (Decline)
-
<
3 3. BUSINESS
§ m (Maturity)
S P2
O
LIl 2. TECHNOLOGY PeEEEETE
WLAN. (Growth)
1. SCIENCE

— (Gestation)

; >

' TODAY TIME
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Disruptive technology

A disruptive technology is a technology or innovation

that results in worse product performance, at least in
the near term...

[It] brings to the market a very different value
proposition than had been available previously...

Products that are based on disruptive technologies are
typically cheaper, simpler, smaller, and, frequently,
more convenient to use.

[But, they generally] under-perform established
products
in mainstream markets.

performance

\ New replaces old

Market for old technology

technology

Market for new
WV technology time
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Hype curve for transportation technologies

Container-
Lewel RFID

iometrics
| S0-Fi Hot Spots
Fleet Vehicle =~ % ® WMieh Services
Tracking = %
Transportation
tdanagement @ Cargo ® Bluetooth Metwoking

Fortals o
ltem-Lewel RFID i-Fi 802,11k
®Wi-Fi 202119 |

Bar Code Marehouse

Management Systems . AhiL
oe -

|
® Revenue Management '

1
and Dynamic Pricing '

TranSp-:-rtati-:'-n Routing
_ RFIC Warehouse and Scheduling
Intrusio .

o &% M-Fia0z2.11a
Frevention ik **

| IF Security Wirual Frivate Metwodes
fdicro Fuel Cells by

JA

visibility

o Smart Dust | ILu:u:.sl’cin:nn Senzors

Callabarative Flanning

Technology ?:i?l:tuei; Trough of Slope of Plateau of
Trigger e Disillusionment Enlightenment Productivity
maturity 4

Plateau will be reached:

n = 2 years E 2to 5 years

G = Obsolete before Plateau
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No prediction ...

« “This 'telephone’ has too many shortcomings to be seriously considered as
a means of communication. The device is inherently of no value to us.”

[West Union internal memo, 1876]

« ‘I have travelled the length and breadth of this country and walked with the
best people, and | can assure you that data processing is a fad that won't
last out the year.”

[The editor of management books at Prentice-Hall, 1957]

« “There is no reason anyone would want a computer in their home.”
[Ken Olsen, President and founder of Digital Equipment Corp., 1977]

... but scenarios

FUNDP December 2003 31
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| |
Assessing a technology environment

I
I
1
I
I
I
1
I
I
I
t
I
|

i ISSUE i

Environment

Multi-perspective

USE MODEL

Ontology

ACTOR

|
1
I
I
I
1
|
I
I
1
I
1
I
1
|

Structural analysis Analysis & visualization

R Actor-issue analysis
o Y TOOL
=
@
C 1 1
< Five forces analysis Disruption analysis
Policy network analysis Adoption analysis

< for assessing environment (present)
and designing scenarios  (future)
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Actor/competitor analysis

[Porter, 2001]

threats

Substitute
products
(services)

L+

Bargaining power

Rivalries among the

Suppliers | [ competitors
oy
e\"\\‘,\\le New
OO((\\) o5 entrants
{0t”

threats

Competitive analysis

Bargaining power

<:| Customers

(channels)

Barriers to entries
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Multi-perspective model: Actor, Issue and Usage

Factor & debetable question

ISSUE

Product
innovation

INFLUENCE

that influence the future

ACTOR
. Infrastruct
ompetitors G

Supply & position
of stakeholders

Financial
aspects

USAGE

S
e ) custome”

Demand & adoption
by the users
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Actor/Issue focus

GOALS

* ranks the stakeholders’ positions on many strategic issues,

« assess the convergences and divergences, and

» anticipates coalitions and conflicts.

Actor/issue analysis

ISSUE

”/IOr@
%Dro?'?e/
R Position
Salience
Influence Clout
i :
' ACTOR

ROLES
* Prospective: prepare scenarios
* Negotiation

© 2003 Pigneur, HEC Lausanne
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Actor/issue input

POSITION
— What is the stakeholder’s preferred outcome on this issue?

SALIENCE

— How important is this issue to the stakeholder as compared with all other
issues?

CLOUT

— As compared with other players, how much power does the stakeholder have to
influence the decision on this issue?

INFLUENCE
— Which power has an actor to influence the behavior of another actor?

© 2003 Pigneur, HEC Lausanne FUNDP December 2003 36
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Influence model

* Actors influence other actors in order to
use their clout on issues or their influence on other actors

« Direct influence: actors use their influence
— to control part of the influenced actor's clout

* Indirect influence: the influence is used both
— to control the influenced actor's clout and
— to gain control of part of its influence

 Analysis
— Influence & dependence
— Mobilisation “

— Convergence & divergence ... /l\ ‘%

n 12 I3 I 12 I3
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Analysis and visualization system

main actor Proximity map |—|E| Active Influences |—|E|]
MNO BB importance active inf relax oz [of]
‘ . s passive inf circle [ display
A
GSM
actors
+ 8
2 MHOD B FF]
* ISP H_FFH

A Venue  — i
i Community BFF]
™ Informatic M_FH
k Telecom B FF]
H Requlator T _—FF|
active group Gof8

[ - &5
passive group {8

[a ~[#
issues

dissatisfaction

& Hobility F
“¢ Device El @
= VYideYLAH F »
@ FreeHetw F

ok
& LooseReq EJ Mﬂ#
@
Intat® PAO/Wireleas
20118 LAN Accosa Point
4 » R
issues groups @

all V|+|.=

“ e e ke emedo
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o jon —
WLAN (wifi) issues llustratio :&Eu

. Mobility | &5 WideArea a5 Device |5 FreeNet L Regulation
O | Stationary notebook Few hotspots Commercial only | Tight
neighborhood LAN Licensing
1
2 | Nomadic PDA Many hotspots coexistence Status quo
roaming
3
4 | Mobile Phone Ubiquitous Free networks Loose
WLAN & GSM WLAN & GSM mainly
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WLAN (wifi) actors i||ustrati0” e

» Mobile network operators (MNOs)
» Internet service providers (ISPs)
 Venues

— Airports, hotels, cafes...
 Communities

— and free networks (Myotis)
» Informatics-related companies

— Hardware, software, network equipment, ...
* Telephony-related companies

— Device manufacturer, equipment, ...
* Regulator

ACTORS & nos <€) 1sps @ Venues
dsm n;:

iﬂommunities m Infermatics h Telecom - Regulator
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Position, salience & clout

Mability

Device

Wide Area

Free MNet

Regulation

MWD

2

3

0

ISP

Vernties

Commitinities

Informatics

Telecam

Regulatar

N LY U IS RN P

b | e [ = | = e 2

ey N O oy ] ) Y RN
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Table 2: Position matrix

Mobility

Device

Wide Area

Free Net

Regulation

MWD

1

4

4

3

ISP

Vernties

Commitinities

Informatics

Telecam

Regulatar

P [N Y Y Y

i J RO V] Pl e ] ) e

Y P Y [ I

Ll | = D e [ |

o | ot [ ot | i [ et | o

Table 3: Salicnce matrix

Mobility

Device

Wide Area

Free Net

Regulation

MNO

4

3

2

0

ISP

Venues

Clommunitios

Informatics

Telecom

Fegulatar

P | R [t | € [ et |

e ROV [NV ) e ] ] SV

ot | Band | Rl | et | bt | Rid

b | SO e [ b

[l =] =] Lo} Lo ] fon)

Table 4: Clout matrix]

* |Interviews of actors
— UniSG & Unil

« Case studies (WISP)

- CHUV

— Zurich Airport
— Swisscom Mobile
— Sunrise TDC

— Monzoon
— Netair
— Myotis

 DELPHI approach
— Matrices by experts
— Consensus in meeting
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H . -On .
Influence analysis Jlustrat ;%@ﬂ

» Influence and relationship between actors
— Dominancy , control, power, auto-control ...

auto-determination influence by the others
< > < >
relative power
v
MNOs
powerful
Venues under
control
The operator can use its Regulator is a
influence on the regulator conciliator ...
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. . . . ion
Issue analysis and dissatisfaction i el

» Expected outcome of issues and dissatisfaction of actors
— Importance of issue

— (in-)stability
issues
Dissatisfied actors
want to increase issues
| & Mobilit @] | = videVLAN B| | o FreeNetw @] | A LooseReq @)
% ® ® Midway
9 & = outcome
o . )
5 satisfaction % o
£
+* L 3
expected |® e

Same for regulation
Slight divergence between guiat

informatics & telecoms
Informati MNOs & ISPs against

communities for free network
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Actor analysis and power repartition jlustratl /%ﬂ

» Relative importance of issues
» Power repartition and salience of actors over issues

salience of actors

relative clout o actors (darker)
] Power repartition |—||:|
relative
importance
of issues

Telecom firms
not salient
MNQOs allies?

free networks
HOT TOPIC

many salient actors

MNOs & ISPs control
NAPSTER 40% of the clout

Communities control 35%

of the clout
auto-organization
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Alliance analysis & proximity map

iIIustration R

@L&Lé Y ;

 Relative distance between actors
— Based on an “alliance coefficient”

Regulator and venues;
potential allies for others

Proximity map

o

MNOs & ISPs against
communities for free access

active inf relax |U-1 |J|
passive inf circle F] display
MOBILITY
FREE ACCESS

2 scenarios?

MNOs & telecom for
mobile use

ISPs, info & communities
for stationary use
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Application/issue analysis

[Raffi, 2002]

\ performance

Market for new

New replaces old
technology

Disruption analysis

Sony and Microsoft: the battle of convergence

Foothold market entry (video game systems market)

Forces disabling disruption

e . ! Weight JWeighted
Factors .—3 I-I 1 #2 +3 Factors Ratlng 0 l03J , score | Comments
A suitable focthold market doss not :' : ! & itable focthold market esists ! : L ! Udeo Jame systers e a comput
axist, o it exists and ic poerly suited ard iswell suited ta provide the ; 1 2 X 2 ! platform euitable far maving upwar
1 provide the insurgent an entrée : : | irGurgEnt an entrée into the main : 2 t , irtoithe home computanmerit
into the main market. P} } market, i i § ‘ { marl
Insurgerit has i existin e Insurgern has establshed astrong | 4 X Su:m is astrang playarin the
presence in the foothald market. : : pre‘sencelmhe footheldmarket™ | 3 ! 2 : & ! videa qame systems markst.
Raw column tatals (Maof 1 per column) " 0 :D 0 { | fuerge L2000 : 40 :
Welgh:ed stage score : :
frlorrnahzed torangeof ~3to+3) i 20 i
i |

H (= avg weightad score /avg weight]

Main market entry (converging computainment market)

1T T T T T T
tec h n o I ogy . Powerful blocking patents exist. e : : 1 1 Na blocking patents exist. v 3 0 2 0 6 i Hoimportant blocking patents exist
tl m e Incurrbent isvary compatitive in [ : : :  Ircumbert is not atal compatitive ' ' 1 Microsaft is compedtitive in some
e of mare conwerging markets. o 1y ¢ inonecrmormcomengingmakats. ¢ 1 ¢ 3 ¢ 3 comwenging markets, but praducts
i N ] ' ' ' y can I:\e?'lardiouie.
Wirskoas Qx| T T T m
: Insurgerit ha e brard presence ) I :_: Ircurgent has astrang brand presence | 703 , 5oy has a strong brand pressncs
in cne ormare comverging markets. i | | inonec m:{a-:u'margingmakas. i i 1 W iNSame convergirg markets,
Stage Farces disabling disruption -3 -2 -1 ] 1 +2 +2 Forces enabling disruption i nswpentwilbne esyareess . Some suppliers,channels or
: T T TRx a4 mm 4
Foothold rmarket entry unatiractive foathald 20 " atiractiva
markets) 5 - facthald market(s) Source Harvard Business Review
Main market entry high barriers ta arry 15 L law barriars to entry
Customer attraction oo value added 13 . hlhmakl'- high vakie added
5 + [ompuk] -

Customner switching high costs of switching

law costs of switching

Incum bent retaliation loow barriers ta realistion

1D

. fwikh mgl
* WSt
s sctiore]

high bamiars to retaliation

Incumbentdieplacement | low revenue displacament

high revenue displacernent
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Part 3 - Alignment with the future

[Courtney, 1997]

Levels of uncertainty:

Clear-enough future
forecast

Traditional toolkit

Alternate futures
Discrete options

Game theory
Decision analysis

AT 5

/ I B R

Range of futures

No natural option

Scenario
planning

/*\

True ambiguity
No basis for forecast

analogies
Pattern recognition
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Scenarios

» “Scenarios are a way of developing alternative futures based on different
combinations of assumptions, facts and trends, [...] Building scenarios will
force asking relevant questions and identify a range of possible choices or

events”

Backcasting

Looking from the Bottom up
Delphi Analysis or Questionnaire
Focus Groups
Technological Forecasting
Personal Interviews
Models or Simulations
Scenarios

Search Conference
Science Fiction

Surveys

Modified Trend Analysis
Concept Mapping

Cross Impact Analysis
Futuring Wheel
Separating Foresight from Data Collection

<

Extrapolative and normative scenarios (Ench Janlsch)

extrapolative scenario -

uzes data referring to the past and present
gxplores whal is pessible and probable {will happen)

normative scenano -

projected from future o present and then badk 1o the fulure
desrable state (should happen)

Probable and desirable scenarios (Franch school)

probable scenario -

anzwers what will happen in the fulure, knowing the activily of the actors

desirable scenania -

indicates the horizon to which efforis must be direcied in order o change
things significantly

First- and second-generation scenaries (Shell - Stanford Research Insfibube school)

fir stgeneraticn scenario

- gxploratory, foous on understanding the reality
- o nof provide further help in dedision-making

second-generalion scenaric

- analysis of reality
- educafional tocls, changing assumpltions of decizsion makers

Trend, eptimistic, pessimistic,

and contrasting scenarios (H. Kahn and Humnan and Social Futures Studies)

fendential-inerbal or frend
goenaric

- prolongaticn on the present situation
- mo change, things slowly going worse

uioplan soeEnano

- the best of possible worlds
- mosidesirable siluation

catasirophic scenaro

- thiee worst of possinle worlds
- worsens the rend scenana

normative scenano

- desirable and achievable situation, objectives for the fulure
- imgroves the frend scenaric

confrasting scenario

- different siluations based on variations of certain of the key variables
- coposite of the trend scenario, exirems situations
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Scenario definition

[Caldwell, 2002]

 ldentify general, broad, driving forces,
— which are applicable to essentially all scenarios
|dentify a variety of PLAUSIBLE trends within each driving force topic

— trends that vary depending on your assumptions so you get positive and
negative perspectives

« Combine the trends so you get a series of scenarios

— for example, mostly positive trends from all driving force topics would give a
positive scenario

« The number of scenarios should be around 3-5 (positive, negative, neutral)
e Scenarios are good because one can play "what if" games

« The major use is UNDERSTANDING the situation
rather than trying to predict the future

 Difficulty to identify the "right" scenario to include
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“Scenarios for m-commerce 2006”7 ™ebiGm

‘Tnformation Society.

Scenario approach

Search for key variables, driving forces, and assumptions
Select scenarios logics and axes
Develop scenarios

Assumptions

H1:

Mobile network operators control the value chain as well as the customer base

H2:

Seamless roaming between services, devices and networks

H3:

Investment by public sector will provide the catalyst for mobile services’ diffusion

H4:

Disputes over copyrights (IPR) in the mobile context are rare.

H5:

Open standards are the norm. No single party controls the standards.

H6:

Effective regulation and operations models exist regarding privacy issues

H7:

X| X| X| X| X| X| X|N

Technological pluralism exists. UMTS will not be the only platform

Public Initiatives
strong

Weak

The World Changed: Institutional kration:
Tedocom is Consansus for
backing oiff conitrolied growih

The Invisible Hand: Buslness As Usual:
Dereguiaitod, Slow growth in search
Libarelisfic markels of Business Modals

Low

High
Operator Power
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Strategic modeling

-pusines®

[Constance, 2001]

Market Saturation and
Network Benefits Causal Loops

Willingness to
pay

Market
Saturation

G
/‘\ :

Market PenetraJEion Adoption

+

Network

Benefits
Total expected

(= 4
Value per user due benefit to a new

to network effects + adopter

+

Simulation

Slowed Adoption and

Installed Base Causal Loops

7 N

Adoption Total Revenue Total
Investment

+

Slowed Installed Base
Adoption Revenue

Total expected

benefit to a new Switching Costs Total Value createc
adopter by investments

+

" SIMULATE
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Synthesis

3 levels of maturity, adaptability, utility and ... complexity

for Information systems

« |S aligned with the business
— Align strategy, business and IT
— with Business model
» |S aligned with the environment
— Assess the markets forces
— with Environment model
— and analysis: adoption, application portfolio,

competitive forces, actor/issue, disruption, ...

» |S aligned with the future
— Tame the future uncertainty
— with Scenarios
— and simulation
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