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Advanced Business Models for Entrepreneurs and Intrapreneurs
MBA6298A
Winter Session 
April 16th to April 21st, 2012
	Professor
	Bruce M. Firestone

	Office
	DMS5132

	Telephone
	613.422.6757

	E-Mail
	bmfirestone@exploriem.org 

	Office Hours
	1 hr > ea class

	Class Location
	DMS4140

	Class Hours
	 M-S: 9 am to Noon


	Course Deliverables
	Due Date
	Weight on Final Grade

	A. Build a Business Model in teams of 2 to 4 

	Saturday
	(50%)

	B. Produce and record your 2-Minute Elevator Pitch on YouTube (public or private) 

	Saturday
	(20%)

	C. Present your Business Model
	Saturday
	(30%)


Course Description

MBA 6298A SEMINAR: ADVANCED BUSINESS MODELS FOR ENTREPRENEURS AND INTREPRENEURS (1.5 cr.)  INTENSIVE
Business Models have come a long way in the last few years from a one page pictogram (or flowchart) of the 'engine of the organization' to a many faceted model that fully describes the 'engine room' of the enterprise and its entire ecosystem. Business Models are not only important to for-profit businesses but also to Not-For-Profits, NGOs and charities. Supporters of those organizations want to see that their funds are being used wisely and efficiently. In this course, we examine case studies of successful enterprises to understand their ‘DNA’. We then incorporate these elements into student entrepreneur business models prepared in teams during the course.
This course will be of interest not only to students who want to be entrepreneurs but also to those who want to be intrapreneurs. These are people who want to have and use the skill set of an entrepreneur (build great biz models/do everything in parallel/use smart marketing/self-capitalize/find launch clients/cope with uncertainty) but prefer to work within established, often large-scale, enterprises often because they don’t like the risk profile of being an entrepreneur. Intrapreneurial product managers who know how to deploy the entrepreneur’s skill set are more likely to have their projects and products green lighted and more likely to be promoted.
Course Learning Objectives

Your Complete Business Model should include:
1. A one page Business Model Flow Chart. Please read: The Complete Business Model (http://www.eqjournalblog.com/?p=692) and there are nine things that the Internet can do for business models in the 21st Century that were never possible before: http://www.eqjournalblog.com/?p=1609 and http://www.eqjournalblog.com/?p=684. The more of these elements that you can incorporate in a new or existing model, the more you are likely to prosper.

Start by using our online Business Model Generator, BMG (http://www.dramatispersonae.org/bmg/) to get a sense of what your final model might look like. Then improve it and let it evolve to describe using a pictogram the entire ecosystem that your new enterprise will live within. Your Business Model will show your ECQ Test Score, your 'Pixie Dust', source of Bootstrap Capital and Guerrilla Marketing/Social Marketing ideas, your Guerrilla Marketing Test Score and your Business Model Test Score. The BMG will lead you through this process. Try to select the right idea for your next startup (read Ten Things Startups Forget to Do: http://www.eqjournal.org/?p=335). Create a business model for the 21st Century that will produce great results so that the harder you work, the more money you make and so you can compete effectively with hard charging entrepreneurs from China, India and other Tigers by having a business model that can not be easily duplicated or dislodged and gives you a lasting, sustainable competitive advantage and concession or franchise. Understand not only your clients and suppliers but the whole network or ecosystem: clients of your clients and suppliers to your suppliers. Becoming part of your business ecosystem is one of the keys to longterm sustainability for your enterprise. Add some differentiated value, innovation and 'pixie dust' to your business model. Self-capitalize (bootstrap) your new enterprise so that you end up owning it and not a VC firm or other investors or partners (please see Bootstrap Capital, the Last Word: http://www.eqjournal.org/?p=1162). And use some smart marketing (guerrilla marketing and social marketing) so you can acquire customers and clients cost effectively (please read Guerrilla Marketing Basics: http://www.eqjournal.org/?p=643).

2. You will also need to develop a one page spreadsheet showing how value is created for one individual client or customer. Here are some examples of how to demonstrate your Value Proposition: Value Proposition of a Residential Realtor, the spreadsheet, Value Proposition for a HR Professional, the spreadsheet. You are demonstrating in a clear and concise way how your new enterprise/product/service/division creates either lower costs or higher revenues (or hopefully some combination of both) for one customer.

3. A second spreadsheet is required that provides you with a Financial Model of your enterprise. Having done quite a bit of work in the field of urban economics, it has always amazed me that most cities, for example, don't have a financial model that can tell them what the fiscal implications are of one more resident or, for that matter, one more firm locating in their town. Most cities have budget processes that are a mess. I produced a financial model for a backorder domain name service that you can use online: http://public.sheet.zoho.com/public/profbruce/backorderdomaincorpfinancialmodel. From this model, the firm can see what impact each additional client has on the top line of the firm. The firm is also able to test the sensitivity of its top line to changes in the success rate of backorder capture, changes in its COGS (Cost of Goods Sold) and other variables.

Your value proposition for your clients and their impact on your business (which is measured in your financial model) are mirror images of each other. We complete the business ecosystem when your suppliers provide you with their value proposition and you also insist that they have a financial model of how your business impacts them. Why should you care if your supplier's have a workable financial model? Well, the long term viability of your firm depends in part of a stable supply chain and it won't be stable if your suppliers are failing on a frequent basis.

4. Make sure you also understand what a Cash Conversion Cycle is and how to calculate it for your enterprise. Please read Cash Conversion Cycle, CCC: How the CCC Affects Your Internal Rate of Return, The Power of Leverage to Work for You and Against You, and Effectively Manage your Enterprise by Measuring your Cash Position. Here is a spreadsheet example for calculating the CCC:http://www.dramatispersonae.org/BusinessModels/CashConversionCycleMeasurement.xls.

5. You will produce and record a 2-munite video of your Elevator Pitch and load it to YouTube ( public or private) for viewing in class. See:http://dramatispersonae.org/HowToMakeAGreatElevatorPitch.doc and http://dramatispersonae.org/ElevatorPitchWorkshop.doc. Here is a sample elevator pitch given by student entrepreneur, Daniel Beauchamp: http://blog.avitu.com/2010/07/30/elevator-pitch-time/. Sean Wise has a humorous but useful take on what makes a good elevator pitch: http://www.youtube.com/watch?v=Tq0tan49rmc&feature=related. 

6. If you can build leverage into your business model (http://www.eqjournal.org/?p=2469), a means to multiply the force exerted by your own efforts, time and brains, you will have a greater opportunity to succeed. Leverage in your business model comes primarily from eight principal sources:

i. great HR,
ii. using OPM,
iii. forced savings,
iv. innovation,
v. capital equipment,
vi. location,
vii. branding &
viii. inflation.

Test your biz model: ask yourself do you have great HR, are you using OPM, benefiting from forced savings, innovating, do you have a great location or brand, is your capital equipment top notch/best-of-breed & do you benefit from inflation? If so, you are probably maximizing your leverage.

Leverage using OPM is increased when the project's or business' rate of return is higher than money you borrowed. Or when you use bootstrap capital, say, trade credit, where a supplier gives you credit at low interest or no interest to buy from them or a customer gives you a deposit on an order on which you pay no interest, you are then leveraging your own efforts and capital with theirs.

You also get leverage when other people are paying off your debts. This happens when, for example, you own rental property. Every time a tenant pays their monthly rent and you pay off some of the principal using their rent, you experience a form of forced savings and a wealth effect.

I have spoken to the need to have some type of innovation in your business model; as we saw above, Steve Jobs proved that you can think your way to wealth a lot faster than you can work your way there. That's big-time leverage…from ideas.

It would also appear self-evident that having top notch capital equipment provides greater leverage for your employees and means higher productivity.
You also get leverage from your location and your brand. In real estate terms, if you occupy a particular location, it obviously means that no one else can, so make it a good one. 

Some people think that having a great brand is nice, actually it's essential. A strong brand creates trust and trust creates the opportunity to sell. Think about it? Ever bought anything from someone you didn't like and didn't trust? If you did, it was only once.

But a brand does other things for you. For example, Apple's incredible brand, its reputation for building insanely great products, allowed Steve Jobs to cajole out of AT&T a share of their monthly subscriber revenues for the launch of the iPhone, something that no other telecom had ever granted to a cell phone manufacturer before.

Cell phone manufacturers went from selling a 'shrink wrapped' gadget for a one-time payment in a brutally competitive market that was racing to the bottom to an industry with multiple sources of revenues, some of which are recurring: the holy grail of techdom.

Imagine how much harder Steve Jobs and Apple would have to work and how much lower their productivity as measured in revenue per employee would be without recurring revenues from iPhone app sales and revenues, advertising revenues on their mobile platform, downloads of paid content from iTunes and a share of their carriers' subscriber fees.

From a simple question, asked by Steve Jobs, and a tweaking of his business model flowed great benefits. The harder they work, the more money they make and, in Apple's case, this relationship has become geometric.

(Jobs has created radical change in industry after industry: personal computing (the Mac), animation (Pixar), music (iPod), cell phones (iPhone) and now book/newspaper/magazine publishing (iPad) plus perhaps television and film (Apple TV). It is truly a remarkable record of achievement.)

Lastly, if you are in an industry that is experiencing price inflation, you are benefiting from asset value increases without putting in any effort of your own, i.e., more 'free' positive leverage for you. That is why it is almost always better to enter into buoyant sectors where 'all boats are rising'.

7. Lastly, you will need to write a Summary of your Business Model that is 2-pages or less that summarizes: 

a. Your value proposition including its 'pixie dust' (http://www.eqjournalblog.com/?p=9) or differentiated value and how you can create a sustainable competitive advantage. Make sure that you are abundantly clear about the costs and benefits that you are creating for each customer. 
b. How you can acquire customers and clients, including pre-launch clients, in a cost effective manner through guerrilla marketing, social marketing or direct marketing. Explain how you might use negative cost selling to achieve this: http://www.eqjournalblog.com/?p=425.
c. How you integrated the Internet into your business model. (See: http://www.eqjournalblog.com/?p=1609).
d. How you can bootstrap your business and self-capitalize it (http://www.eqjournalblog.com/?p=1162). 
e. How you will build cashflow and create a cash conversion cycle that is workable (http://www.eqjournal.org/?p=2257).
f. Why you and your team are the right people to execute this model.

Methods Used to Evaluate Student Performance
Two Minute Elevator Pitch Marking Grid:

Student Name: ___________________________________________

Idea: ____________________________________________________________________

PLEASE IDENTIFY TO WHOM YOU ARE PITCHING. YOUR AUDIENCE IS EITHER: A) PROSPECTIVE INVESTORS IN YOUR BUSINESS; B) PROSPECTIVE CUSTOMERS OR CLIENTS YOU ARE TRYING TO CONVINCE TO BUY YOUR NEW PRODUCT OR SERVICE; C) A COMPANY YOU ARE TRING TO CONVINCE TO HIRE YOU FOR A JOB, D) A PROSPECTIVE EMPLOYEE (OR SUPPLIER) YOU ARE TRYING TO RECRUIT TO (FOR) YOUR COMPANY; E) YOUR BOARD OF DIRECTORS; F) OTHER (PLEASE IDENTIFY).

Personal Pitch—

	Strength of presentation: conveys confidence, enthusiasm and professionalism


	        /5

	Demonstrates strong skills and background necessary to launch and operate a venture


	        /5

	Stimulates interest and/or ability to maintain interest
	        /5

	Explains opportunity succinctly and understandably
	        /5

	Total
	/20


Notes:

__________________________________________________________________________________________________________________________________________________________________________

Idea Pitch— 

	Value proposition – problem being solved/differentiated value/negative cost for customer/innovation or ‘pixie dust’/competitive advantage
	         /5

	Size of opportunity
	         /5

	Cost of customer acquisition/use of guerrilla or social marketing
	         /5

	Cash conversion cycle—ability to generate cash 
	         /5

	Ability to execute
	         /5

	Scalability/network effects/reversing out the work to customers or suppliers/custom outputs from standard inputs
	         /5

	Total
	/30


Notes:

__________________________________________________________________________________________________________________________________________________________________________

Grand Total








      ____/50

Business Model Marking Grid
Student Name: _______________________________                                           

Student Name: _______________________________                                           

Student Name: _______________________________                                          

Student Name: _______________________________ 

Idea: ________________________________________________                           

Category:                                                                                                                                      

Personal Business for Life (PB4L) 
___________                                                               

OR                                                                                                                               

Larger-Scale Opportunity 

___________
	Personal Strengths and Presentation
	 

	Strength of presentation: conveys confidence, enthusiasm and professionalism
	                     /5

	Demonstrates strong skills and background necessary to launch and operate this venture
	                     /5

	Ability to execute
	                     /5

	Sub-total
	                   /15

	Idea Pitch/Business Model
	 

	Value proposition for individual client
	                     /5

	Scalability/Network effects/Reversing out the work to customers and suppliers/Custom outputs from standard inputs/Mass customization/Intricating the Internet—match making capabilities
	                     /5

	Differentiated value/Pixie dust/Control over factor of production/Becomes part of business ecosystem/2-D or 3-D Biz model/Flowchart
	                     /5

	Cost of customer acquisition/Use of guerrilla marketing & social marketing
	                     /5

	Use of Bootstrap Capital/Pre-sales/Launch clients/Feasibility
	                     /5

	Cash conversion cycle
	                     /5

	Financial Model/Goal setting
	                     /5

	Sub-total
	                  /35

	Total
	                  /50


 Notes: _________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Textbook/Course Package

Entrepreneurs Handbook, Dr. Bruce M. Firestone, Lulu.com, Ottawa, Canada 2010. (http://www.lulu.com/product/paperback/the-entrepreneurs-handbook/14709468) 

Do you want to learn how to create significant value for yourself and your family in an enterprise that you own and control—value that can provide you the freedom and security to realize your lifetime goals? Then read this Handbook to learn how to 'Bootstrap Yourself to Success in the 21st Century'. This Handbook is directed towards the great majority of businesses and startups that are not VC-funded. Instead, they are bootstrapped by their Founders through the many clever ways that entrepreneurs have learned over the years to extract value from revenue streams and other opportunities around them. This Handbook will prove useful not only for self-capitalized, for-profit businesses but also for intrapreneurs and product managers working within established organizations as well as for not-for-profits, NGOs and charities who, these days, need to be efficient, effective and innovative too.

Course Pre-preparation
1. Please get a free Twitter account and follow: @ProfBruce. We will be using the hashtag #mba6298. Please read 'Twitter Nation': http://www.eqjournal.org/?p=2080. 

2. Take the ECQ Test (http://dramatispersonae.org/ECQTest/ECQ(ns)TestAuto.htm). Send your score to bruce.firestone@century21.ca 

3. Give some thought to the Business Model you wish to build during this course. Please read: The Complete Business Model (http://www.eqjournalblog.com/?p=692) and there are nine things that the Internet can do for business models in the 21st Century that were never possible before: http://www.eqjournalblog.com/?p=1609 and http://www.eqjournalblog.com/?p=684. The more of these elements that you can incorporate in a new or existing model, the more you are likely to prosper.

4. Practice using our online Business Model Generator: BMG (http://www.dramatispersonae.org/bmg/) 
5. Get ready to make a 2-minute YouTube elevator pitch video (public or private) by reading 'How to Make a Great Elevator Pitch': Word Doc (http://dramatispersonae.org/HowToMakeAGreatElevatorPitch.doc) 
6. Get FREE online access* to the Entrepreneurs Handbook by registering (http://enhandbook.com/) or buy a hardcopy at Lulu.com (http://www.lulu.com/product/paperback/the-entrepreneurs-handbook/14709468). All proceeds to Exploriem.org, a registered Canadian Not-For-Profit Corporation.

Course Schedule

Six Lecture Plan:

1.
Business Modeling in the 21st Century: Integrating the Internet into the DNA of your Enterprise. Building a business model (LooseButton.com, Quantum Entity, Freek Tweets, EventBots, iPhone, Transitus and more). (Bruce Firestone) 

2.
 Case Studies of Self-Capitalized Enterprises: Creating Powerful, Innovative Value Propositions and Sustainable Competitive Advantage through Differentiation. (Bruce Firestone)

3.
Self-Capitalization for the Modern Enterprise: Sources of Bootstrap Financing/Turn Selling into Buying: Effective Customer Acquisition using Negative Cost Selling, Guerrilla Marketing, Social Marketing and Earned Media. (Bruce Firestone) Sponsors and Strategic Investors/Partners (Ted Wagstaff)

4.
 Shopify.com: Our Story. (Harley Finkelstein) Startups and Business Law Basics*. (Harley Finkelstein)

5.
Corporate Organization and Structure for Entrepreneurs: Creditor Proofing Yourself. (Bruce Firestone)

6.
Student Presentations.
Bibliography:
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Blink, Malcolm Gladwell, Little, Brown and Company, 2005.

Blown to Bits, Philip Evans and Thomas S. Wurster, Harvard Business School Press, Boston, 2000.

Blue Ocean Strategy, W. Chan Kim and Renée Mauborgne, Harvard Business School Press, 2005. 

Business Model Generation, Alexander Osterwalder and Yves Pigneur, John Wiley and Sons, NJ, 2010. 
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Co-opetition', Brandenburger and Nalebuff, Harvard Business School and Yale School of Management. (See also Co-opetition Interactive).

Crossing the Chasm: Marketing and Selling High-Tech Products to Mainstream Customers, Geoffrey A. Moore, Harper, 1999.

Delivering Happiness: A Path to Profits, Passion, and Purpose, Tony Hsieh, Hachette Books, June 2010. 

Entrepreneurs Handbook: You can Think your Way to Wealth a lot Faster than You can Work your Way There, Bruce M. Firestone, 2010: http://www.lulu.com/product/paperback/the-entrepreneurs-handbook/14848132. 

Groundswell, Charlene Li and Josh Bernoff, Forester Research, Inc., 2008. 

Guerrilla Publicity, Jay Conrad Levinson, Rick Frishman and Jill Lublin, Adams Media, 2002.

Inside the Tornado: Marketing Strategies from Silicon Valley's Cutting Edge, Geoffrey A. Moore, HarperCollins, 1999.

International Journal of Entrepreneurship Education (IJEE), Senate Hall Academic Publishing. 

Mastering the Dynamics of Innovation, James M. Utterback, Harvard Business School Press, 1994. 

Outliers: The Story of Sucess, Malcolm Gladwell, Little, Brown and Company, 2008.

Predictably Irrational: The Hidden Forces That Shape our Decisions, Dan Ariely, Harper-Collins, 2008.

Purple Cow, Transform Your Business by Being Remarkable, Seth Godin, Penguin Group, New York, 2002. 

ReWork, Jason Fried and David Heinemeier Hansson, Crown Publishing Group, New York, 2010.

'Solution Selling', Michael T. Bosworth. 

Seizing the White Space: Business Model Innovation for Growth and Renewal, Mark W. Johnson, Harvard Business School, 2010. 

Snow Crash, Neal Stephenson, Bantam Books, New York, 1992.

Struck by Lightning-The Curious World of Probabilities, Jeffrey S. Rosenthal, Harper, Toronto, ON, 2005. 

Success Made Simple: An Inside Look at Why Amish Businesses Thrive, Erik Wesner, Wiley, John & Sons, Incorporated, 2010.

Swim with the Sharks Without Being Eaten Alive, Harvey MacKay, Ballantine Books, N.Y., 1988.

The 10 Immutable Laws of Power selling, the Key to Winning Sales, Wowing Customers, and Driving Your Profits Through the Roof, James A. DeSena, McGraw-Hill, 2004. 

The Black Swan, The Impact of the Highly Improbable, Nassim Nicholas Taleb, Random House, New York, 2007.

The E Myth Revisited: Why Most Small Businesses Don't Work and What to Do About It, Michael E. Gerber, HarperCollins, NY, 1995. 

The Facebook Effect: The Inside Story of the Company That is Connecting the World, David Kirkpatrick, Simon and Schuster, NY, 2010. 

The Four Hour Workweek, Timothy Ferris, Random House Inc., 2007.

The Ingenuity Gap: How can we solve the Problems of the Future, Thomas Homer-Dixon, Alfred A. Knopf, New York, 2000. 

The Lazy Investor by Derek Foster. 2007.

The Origin and Evolution of New Businesses, Amar V. Bhide, Oxford University Press, 1999.

The Power of Nice, How to Negotitate so Everyone Wins--Especially You!, Ronald M. Shapiro and Mark A. Jankowski with James Dale, Revised Edition, John Wiley & Sons, Inc., NY 2001.

The Travels of a T-Shirt in the Global Economy: An Economist Examines the Markets, Power, and Politics of World Trade by Pietra Rivoli, John Wiley and Sons, New Jersey, 2005.

The Tipping Point, Malcom Gladwell, Little Brown and Company, 2000.

Think Better, An Innovator's Guide to Productive Thinking, Tim Hurson, McGraw Hill, 2007.

Unleashing the Killer App: Digital Strategies for Market Dominance, Larry Downes, Chunka Mui, Nicholas Negroponte, Harvard Business School, 1998.

What They Don't Teach You at the Harvard Business School, Mark H. McCormack, Bantam Books, New York, 1984.

What They Don't Still Teach You at the Harvard Business School, Mark H. McCormack, Bantam Books, New York, 1989.

Why Things Bite Back- Technology and the Revenge of Unintended Consequences, Edward Tenner, Alfred A. Knopf, New York, 1996.

Beware of Academic Fraud

Academic fraud is an act committed by a student to distort the marking of assignments, tests, examinations and other forms of academic evaluation. Academic fraud is neither accepted nor tolerated by the University. Anyone found guilty of academic fraud is liable to severe academic sanctions.

Here are a few examples of academic fraud:

· engaging in any form of plagiarism or cheating; 

· presenting falsified research data; 

· handing in an assignment that was not authored, in whole or in part, by the               student; 

· submitting the same assignment in more than one course, without the written consent of the professors concerned

In recent years, the development of the Internet has made it much easier to identify academic plagiarism.  The tools available to your professors allow them to trace the exact origin of a text on the Web, using just a few words.

In cases where students are unsure whether they are at fault, it is their responsibility to consult the University’s Web site at the following address, where you will find resources, tips and tools for writing papers and assignments: 
http://web5.uottawa.ca/mcs-smc/academicintegrity/home.php
Persons who have committed or attempted to commit (or have been accomplices to) academic fraud will be penalized. Here are some examples of the academic sanctions, which can be imposed:

· a grade of “F” for the assignment or course in question;

· an additional program requirement of between three and thirty credits;

· suspension or expulsion from the School.

Please be advised that professors have been formally advised to report every suspected case of

academic fraud. In most cases of a first offence of academic fraud, the sanction applied to

students who have been found guilty is an “F” for the course with an additional three credits

added to their program requirements. Repeat offenders are normally expulsed from the School of Management.
Finally, the Telfer School of Management asks that students sign and submit with their deliverables the Personal Ethics Agreement form.  Two versions of this form exist: one for individual assignments, and one for group submissions. Assignments will not be accepted or marked if this form is not submitted and signed by all authors of the work. We hope that by making this personal commitment, all students will understand the importance the School places on maintaining the highest standards of academic integrity. The forms are accessible on doc-depot:   

En français: http://doc-depot.gestion.uottawa.ca/ (et suivez le lien ‘Intégrité Académique’) 

In English: http://doc-depot.management.uottawa.ca/ (then click on ‘Academic Integrity’)
Important Notice
On a number of occasions over past years students have requested that we videotape lectures in circumstances where they unavoidably have to be absent from class. While there are a number of issues associated with undertaking such an approach (availability of technology, cost, IP issues with the professors, and privacy issues for the students), we have reached the point where technologically we have the capability to fulfill such requests on an exceptional basis. 
Acceptable reasons to request the videotaping of a course:
A student may make a request that a course be videotaped on any of the following grounds: 
	1. Illness or other medical condition:

· Students should obtain a medical certificate from the University Health Service (located at 100 Marie-Curie, (564-3950);

2. Religious holidays;
3. Death in the immediate family;
4. Business trip or other unavoidable constraints related to work (part-time students) :

· Students should provide a letter from the employer, and a copy of their plane ticket;

5. Other compassionate grounds, with justifying documents.


The request should be made at least 48 hrs in advance (2 business days) to the professor.  The professor reserves the right to refuse such a request based on IP or other pedagogical considerations. 

If for any reason you object to a class in which you participate being videotaped, please inform  the professor as soon as possible.  For further information, please contact us by e-mail at mba@telfer.uottawa.ca (MBA) and mha@telfer.uottawa.ca (MHA)
