Innovation business

Business models and Ideas

ideas
students sustainability
1 cannabis drink - relax students . print paper from discarded coffee beans
2. phone app for CMU students . free water - bottle advertising
information needs . environmental packing ‘peanuts’ (plant-based)
3. power bank provider . Ginseng soaking water drink (energy)
4, cleaning service (elderly / students) . wireless electric cars charging station service
5. CMU bus service app \
solve issue
her :
Ot e 1. Cat brush that helps reduce allergies
1. exporter of Thai goods 2. seller products to help good sleep
2. umbrella venting machine 3. seller quality pillow (digital - alarm)

3. app for home services (cleaning, housework, decorating etc.)

4. power bank provider
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Empathy maps

WHAT DO THEY HOW DO THEY FEEL?
INK? personal development is important

N

WHAT DO THEY DO?

Does well in group

N

INSIGHTS

AT ARE THEIR FEARS, FRUSTRATIONS & ANXIETIES?
WHAT ARE THEIR WANTS, NEEDS, HOPES, & DREAMS)

WHAT DO THEY SAY?
already doing well but @ H &Y

would always like to
develop more, but not sure
how

Has a good social life and
many friends that help
with academic life

Very active in class

Staxeholder Need Insight

; Necs ey o develop more Becktue but doesn’t know how
outgoing student

WHAT DO THEY HOW DO THEY FEEL?

INK? Considers group work as a challenge

W

WHAT DO THEY DO?

lacks academic s

INSIGHTS

T ARE THEIR FEARS, FRUSTRATIONS & ANXIETIES?
WHAT ARE THEIR WANTS, NEEDS, HOPES, & DREAMS

?
he doesn’t know how to do@ YHAT RO THEYSAYE

research and assignments,
and has nowhere to find out

information on academic
matters

Talks with family
members.

discuss academic pressures
with peers.

Shares his interests

Uses a smartphone and laptop
for various tasks.
Doesn’t use social media as

much as others

Staxeholder Need Insight

Nesds iy io understanding of lacks academic support

shy student academic matters




Personas

SUKI BANK

University Student University Student
Age: 21 :

Education: High-quality Age: 21

Education: Standard
B: d: Middle-Cl
EXTROVERT Scioinc: piccle Cls Background: Thai

RISK-TAKER Hobbies: Enjoys painting, hiking, and volunteerin, "
PROACTIVE Iov=p < . e FAMILY-ORIENTED  Hobbies: Swimming, reading, eating and sleeping
QUIET
SUPPORTIVE
ATTITUDE & VALUES GOALS
Values having many friends, Short-term goals include excelling ATTITUDE & VALUES GOALS
places_high Impo.rtance o being  academically; Ion.g-term S corner in Values family and being close to Leave university with a pass
conservation. family Long-term to be happy
CHALLENGES PAIN POINTS
Balancing social life with studies Difficulty with complicated CHALLENGES PAIN POINTS
and managing time effectively. assignments. Being away from family Find it difficult to do group work
and socialize
e T DATA DECISION MAKING EMOTION
PERSONAL COMMUNICATION DIGITAL PERSONAL LOMMURNCATION DIGITAL
LEARNING TIME ALLOCATION SOCIAL LEARNING TIME ALLOCATION SOCIAL

H
I

ow TIME SOCIAL MEDIA HIGH TIME SOCIAL MEDIA HIGH
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BRANDS DEVICES & PLATFORMS BRANDS DEVICES & PLATFORMS
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SWOT

SWOT analysis of Samsung

@ STRENGTHS SWOT ANALYSIS WEAKNESSES

Powerful Brand Image Overdependence On Smartphone Market e

High Marketing Costs e

Financial Position

°

e Innovation
[ Fallible Supply Chain e
°

Diversity In Product & Services

Exploiting Emerging Markets High Competition e

Expanding Product Lines Market Trends e

e Creating Blue Oceans Prototype Releases e

@ OPPORTUNITIES Q. SWOTWIZARD.COM THREATS
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STRENGTHS WEAKNESSES
TECHNICAL SUPERIORITY HIGH PRICE
WELL-FINANCED LOSINGKEY STAFF
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CHEAP OVERSEAS IMPORTS
STANDARD FIT INAUTOMOTIVE

Business model canvas

Key Partners 8 Key Activities 6 1 Value Propositio 2 Customer \ Customer 1
u v Relationships Segments
What key Which customer\J PS \ud| Seg N
processes do our problems are we
valuecE:t)g;ﬂions. solving ? o How do we get W';to are ousr(
. ; : keep & grow customers
Which relationships & . segments ?
key partners channels required? Which customer customers ? p
do we need? needsare we i
& / satisfying ?
7 Who else are we
= - — solvingproblems for
What other Key Resources 7 What are the s_pecmc Channels 3 | o satisfying needs ?
businesses and products /services ? 7
services will we What key | Which paths do we
draw on to support resources do our What are the reach our What value
key activities & key value propositions, e b hatch customers ? proposition is
resources ? elctliIStzl;\n'er " customer needs ? / each segment
relationships 2 matched ?
_/ channels required? ~| Which pai;hs do we
What make communicate with 7/
__/ customers choose our customers ?

ﬁ
Cost Structure Revenue Streams

What are the most important What are the most
costs related to key importantrevenues ?
activities & key resources?



mission statements

Empower every person and every organization on the planet to achieve
more

& Microsoft

To organize the world’s information and make it universally accessible and

Google

Have fun, make money

Apple’s more than 100,000 employees are dedicated to making the best
products on earth, and to leaving the world better than we found it

A

For English vocabulary, meanings, example use, worksheets and audio clips
visit https://www.alps.academy/
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