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What’s the difference between entrepreneur and intrapreneur?

The main difference between these two figures is underlined by the position they occupy inside
the organization

Entrepreneur > The leader of the operation, and the one who takes risks, owns and handles
the company

Intrapreneur > An employee. They advertise the innovation for the organization they work for
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BASIS FOR
COMPARISON

Meaning

Approach

Resources

Capital
Enterprise
Dependency

Risk

Works for

ENTREPRENEUR

Entrepreneur refers to
a person who set up

his own business with
a new idea or concept.

Intuitive

Uses own resources.

Raised by him.
Newly established
Independent

Borne by the
entrepreneur himself.

Creating a leading

position in the market.

INTRAPRENEUR

Intrapreneur refers to an
employee of the organization who
is in charge of undertaking
innovations in product, service,
process etc.

Restorative

Use resources provided by the
company.

Financed by the company.
An existing one
Dependent

Taken by the company.

Change and renew the existing
organizational system and culture.
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What does Entrepreneurship mean?

Entrepreneurship refers to the process used to identify and start a new commercial business.
This happens with the awareness of the risks and the benefits that this process brings.

That is a dynamic process of creation of richness; a process of creation of a new value.
This needs an investment of time and work and the capability to sustain high risk aspects eg.

financial and social environments. The goal is to gain income and personal satisfaction.

Entrepreneurship is a innovative function that produces work opportunities.
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What does Innovation mean?

Innovation, or Innovation Management, is used today to talk about the administration of digital
innovation and it’s an important tool for any businesses. Especially in this last decade, the
process of innovation has become more and more interactive and quick; open to a increasingly
more digital environment, even thanks to the arrival of new external actors such as start-ups
and universities.

Innovative start ups = are joint-stock companies that have the purpose of producing youth
work and helping new businesses that aim at innovation by simplifying access to financial tools.
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To start a new business
Is it risky?

Failure Rate
100%

:g; Starting a new business is risky, however there
0% are tools that allow you to understand if it works.
60%

20% You need to create and follow a business plan,
:g; even before starting the start up.

20% Eg Business model canvas.

10%

% Business model = how to organize your start up.

@ H FARM @ SMALL LOW RANGE HIGH RANGE
coMm BINATOR (STARTUPS) BUSINESSES
(STARTUPS)
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The Time Horizon is collapsing

20" Century Corporate Lifecycle

The average life expectancy of companies from birth to
death has decreased from 61 to 20 years.

Growth Decline

20th Century
Corporate Lifecycle

Companies are also more likely to “die” at any time. Today
almost a tenth of all public companies fail every year, a four-
fold increase since 1965.

Startup ~ 60 Years

v

Time

21°t Century Corporate Lifecycle

ik The five-year exit risk for companies is now 32%, compared
S to the 5% risk they would have faced 50 years ago.

Peal

Growth QO Decline

21st Century
Corporate Lifecycle

The market requires constant innovation and companies
Startu . . . .
— > " often cannot keep up with this continuous evolution.

Time

~20 Years
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Entrepreneurship and Innovation

Disruptive Innovation

Kodak: Disrupted by the Digital Nokia: Disrupted by the touch-
Photography screen and apps enabled mobiles
(Q\ airbnb  NETFLIX
Disrupting the Hotel Industry Disrupting the DVD Rental Industry
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Incremental Innovation

Incremental innovation is a series
of small improvements or upgrades
made to the company's existing
products, services, processes or
methods.

iPod / iPod Classic

. _'_n-.—l—a\@/

iPod Mini iPod Nano

evolution of the iPod (

= O ' - 5
iPod Shuffle
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The Entrepreneur

The Entrepreneur represents the heart of the modern economy.
He/She organizes the production process of a product (labor and capital).
The Entrepreneur is the one who takes the business risks.

Key features of Entrepreneurs:
- they are innovators
- they run risks
- they face and find solutions to problems
- They are creative - this is a fundamental characteristic for an entrepreneur, without it He/She
cannot follow innovation or create it.
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Creative Entrepreneurship

It is the ability to use creativity to identify an opportunity, to build a Value Proposition
or a Business Model.

OPPORTUNITY: an opportunity exists when the outputs offered by the competitors are badly
served, are over-served or are not served at all. Output means therefore what the customer
actually buys: the output of the products and services purchased.

The opportunity is a "job that needs to be done".
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Job To Be Done

Job category Category definition

- Functional Jobs Define the tasks people seek to

accomplish
Jobs to Be
Done
feel in a given circumstance

- Emotional Jobs

perceived by others.

social ‘ Clarify how people want to be
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3 types of customers’ output that companies should always
consider

Jobs that their customers are trying to do

Results that customers are trying to reach (that is, the metrics used by customers to define the
correct execution of a job)

Constraints that could prevent customers from adopting or using a new product or service
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QOutcomes

Companies must acquire information

about all the desired results for the

jobs to which they direct their

products and services, since you BOSCH
never know which ones could be

under-served.

These metrics must be defined by

customers.
Unit of Measure
1
i | )
Any proposed product idea can then inimize the amount of kicks that occurs when starting the
be evaluated based on these S‘W—'—jaw \ . )
measures. Direction Desired outcome
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Constraints

In addition to doing more jobs or performing a specific job better, clients also need help to
overcome the constraints that prevent them from doing a job (completely or in certain

circumstances).

3 types of constraints: Vodafone Simple + \Lo;gg
Zero costi di attivazione. Zerovincoli.  Spes?®
1. physical
INTERNET IN 4G PER LE TUE APP SOCIAL e CHAT MINUTI e SMS
2. regulatory 10-20 Giga ‘ Giga illimitati 1000

con hotspot incluso

3. environmental
in nature

9.99¢....
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Value Proposition

The sum of the benefits that the organization promises to offer its
customers through its offer (whether products, services, or both) for

which customers are willing to pay.
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5 key questions that must always be answered

What is the purpose and uses of the product? What are its main features? = it defines the
company's market boundaries and clarify in which markets the company is currently competing

Who is this product for? Where are they? = it defines the different market segments served by
the company In which market are the customers located?

What is the need of our product? What problem is it trying to solve? Is it a significant customer
problem? To what extent does the product solve the problem? > it clarifies the problem that
the product or services is trying to solve, or the need that is designed to satisfy.

How is the product delivered to the customer? How do customers discover the product? What
distribution channels do you use? = it will help define how the value proposal will be delivered

What is the price position of the product? - it will help define the price of a value proposition
which in turn easily triggers intuitive decisions by customers
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There is a VValue Proposition if and only if:

C< P <YV

Total cost of the Customer net Customer perceived
product/service price (after value
(production, discount)

distribution, etc...)
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Business Model

The Business Model describes the logic with which an organization

creates, distributes and creates value. It is the operating system of a

company and through orqganizational and strategic solutions it gains

competitive advantage. The Business Model is therefore a logical
structure that allows working smoothly and productively.
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” Business Model Canvas
Key Value Customer
Activities Proposition Relationships

>

&

7

/

Costs / Key \_Revenue
Resources Channels
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It seeks to solve customer problems and satisfy
customer needs with Value Propositions

2 ‘F VP: Value Propositions

Key Resources are the assets required to offer and
deliver the previously described elements ...

@‘ KR: Key Resources

... by performing a number of

KA: Key Activities .
Key Activities

Some activities are outsourced and some
resources are acquired in outsourcing

1 11

é} KP: Key Partnerships
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Entrepreneurship and Innovation

CH: Channels

CR: Customer Relationships

CS: Customer Segments

CS: Cost Structure

RS: Revenue Streams

1311 1

Value propositions are delivered
to customers through communications, distribution, and sales
Channels

Customer Relationships are established and maintained with
each Customer Segment

An organization serves one or several Customer Segments

The business model elements results in the Cost Structure

Revenue Streams result from value propositions successfully
offered to customers
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Key ‘,;) “ Key 3‘ Pr"] ue i < Customer ( ’/, Customer h
; S A ctivitios I\ oposition Rl Y TR 2 S Tits
Partners Activities A ¢ Relationships Segments |I
Key %y Channels 7
Resources ‘{}‘ \Q&/}
Cost 3] Revenue A\
Structure = 4 Streams | (et
i \>
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Progettato per:

Il Business Model Canvas

Zara

Progettato da:

Partnef chi:fve ;\sg /\ttivit;}lchiavc A‘E\i_ . Valore offerto u Rekf?}.ioni %'()n i clienr.i Q
—— = Capi di
5 Lean tendenza ?mﬁ
Oetoning cerca L__ i centro
e tendenze i
D — N\
i Gontrollo |\ Frezzt N e
Risoffe chiav catena del Canali <7
f | valore L___ )
> ey Shop :
Collezioni on-line
Proprieta’ frequenti L_—
catena del Negozi
valore in centro

Segmenti di clientela rE A

Ragazze

jr—

Ponne

il

7

S}rruvttura dei costi v )/\!
~ " Niente Rimanenze
== | pubblicita’ Lean basse

Flussi di ricavi

Prezzi

contenuti
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BUSINESS MODEL CANVAS NETFLIX
Key Partners

* Alliances with Smart TV
companies

* alliance with gaming
industry

* TV network companies

* Google and Amazon

_ \A)
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Key *’_.{) > | Key kX I‘i‘r’hw oy L Customer ) Customer ,"l
Partners <> | Activities 43 oposttion X ‘F Relationships ‘{_ Segments LL
* Record companies ¢ Maintenance of PC Subscribers/free users ¢ Website, WordPress, * Advertisers
¢ Right holders software program / * Access to a library of Facebook, Twitter ¢ Subscribers
* Independent web / mobile app millions of songs for * Spotify’s streaming * Free users
musicians * Management of cost effective fee / platforms
music library free (with ads) » 31 party APls
* Content acquisition * Instant access to
* Contract music through
negotiations streaming service
* Marketing
Advertisers
[ ] ) c * Effective advertising
‘ ‘ S otl ’ ge':‘lour‘ s i‘y platform i.e. S /77’
\ / CO0RTCes ‘\"& marketers can utilise . PC soft \*'k/
\\_/ + Contracts with key the emotive power sortware
- program
partners of music . Web app
« Brand * Ability to reach R
o » * Mobile app
* Content active “free user
+ Employees base of around 40
million
Cost /37 Revenue e
Stmcmr}e . '\! Streams o | ,(;
* Music royalties * Subscription fees
* Salaries * Advertising revenue
* Operation costs related to service delivery
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VAR NS Business Model Canvas _— — -
Partner Chiave p Attivita Chiave ©) ::vc:sie % Relulzlco:;l . @) fl?golni”n:: o o
alore con en en
Canali

Struttura dei Costi @ Flussi di Ricavi @
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STRATEGIC VALUE CUSTOMER CUSTOMER
PARTNERS PROPOSITION RELATIONSHIP SEGMENT
e —— o [ e
s - < ., ’I

DISTRIBUTION
CHANNELS

g | & NESPRESSO
=

REVENUIES
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@ airbnb

Key
Partners

- Hosts (People who rent their
space)

- Guests (People who book
spaces)

- Photographers (Freelance)

- Investors

- Payment Processors

Key
Activities

- Product Development &
Management

- Building Host network and
Managing hosts

- Building travelers network
and managing guests

Key
Resources

- Local Hosts
- Skilled Employees
- Technology

Cost Structure

- Technological Set up & running costs
- Salaries to permanent employees
- Payments to freelance photographers

Value
Propositions

Hosts

- Hosts can earn money by
renting their space.

- Airbnb offers insurance to
house owners.

- Free photo shoots for prop-
erty listings through photog-
raphers.

Guests

- Guests can book a
homestay instead of hotel.
- Prices are often less as
compared to hotels.
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Customer
Relationships

- Customer Service

- Social Media

- Promostional Offers
- Home Insurance

Channels

- Website
- Mobile App for Android
- Mobile App for i0S

Customer
Segments

Hosts

- People who own a house and
want to earn extra money.

- People who want to meet
new people.

Guests

- People who love to travel,

- People who want to stay
comfortably at a cheap price.

Revenue Streams

- Commission from Hosts upon every booking
- Commission from Guests upon every booking
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Amazon’s Business Model Canvas

key key value I customer [ e | customer
'“ partners [3’ activities @ proposition v relationship @. segment
Logistics Merchandising Self service
Partner -
: . Convenience
Production and Automated Individual
AMiatos Design Sewice Leverage
Price f
Authors and = key - distribution - Group Leverage
Publishers ash| (coources . W channels ,
Instant fulfillment " Global |
e with eReader Wz"“"
Network of warehouses Affiliates
sellers ¢
Vast selection Application
Human : Web interfaces
application & Amazoncom
development
cost : revenue :
’@ structure Low Cost structure é) streams E books :’Id (:::'n:s;:: ;n
.80 hifiment ECOnomes of SaleofAssets  Acquisionsand  Prime monthly
AR, =ese investment  subscriptions fees.

Avv. / Lawyer GABRIELE VARRASI, PhD
gv@gabrielevarrasi.com




Avv. / Lawyer GABRIELE VARRASI, PhD
gv@gabrielevarrasi.com



+

GA3RIZL=
VARRASI

THANK YOU FOR YOUR ATTENTION
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