
Integrating Business Perspectives Notes 
 
(Week 1) 
 
Innovate through a design process of data generation, problem definition, experimentation and 
prototyping. Always considering stakeholder theory in the background. 
 
KEY CONCEPTS THIS SEMESTER: 
1. BUSINESS MODELS & THE CANVAS 
2. VALUE CO–CREATION (with customers?) THROUGH DESIGN 
3. THE BUSINESS MODEL IS NOT AN ISLAND 
 
Differing product streams: 

– Business model 
– Distribution Channel 
– Target Market 
– Revenue Stream 
– Product type/range/features 
– Marketing strategy 

 
Core marketing concept of CCDVTP: Creating, Communicating and Delivering Value to a Target 
market at a Profit 
 
[Product management, brand management, customer management and financial management] 
 
 

 
(Week 2) 
 
Competitive advantage: the factors that set apart an organisation from its competitors. It 
occurs when a business is able to or has potential to achieve sustainable, above average 
profitability (relative to its industry) in the medium to long term. NB: It is often difficult to be 
middle of the market, specialisation often allows companies to better target and provide a 
value proposition to their market. 

– Quality of product (and product delivery) 
– Customer service (and post purchase experience) 
– Product delivery time 
– Price 
– Accessibility (location) 

 
Strategising: 

1. Strategise to obtain: trying to gain a position in a market 
2. Strategise to protect and preserve: e.g. subsidising cost to undercut competitors 
3. Strategise to repel competitors: e.g. using legal power (taxis lobbying taxes on uber) 

 
Customer segments 
Value Propositions 
Channels 
Customer relationship 

Revenue stream 
Key resources 
Key activities 
Key partners 



Cost Structure 
 
Desirable: Does it solve the intended problem? 
Feasible: Can you build it? 
Viable: Can you build a sustainable business with this product? 
 

 
(Week 3) 
 
Jobs–to–be–done theory says that target market should no longer be defined by demographic 
factors, but rather the circumstances surrounding why they purchase a product (i.e. what job 
they are looking for the product to fulfil). You don’t buy a product in itself, you hire a product to 
achieve an outcome. 
 
A job is the “progress that a person is trying to make in a particular circumstance”. 
 

1. Uncover the job and the processes needed to finish or streamline that job (ikea: 
assembling furniture quickly, make manuals simple and obvious) 

2. Identify the hinderances to that job and how it can be avoided (kids running around and 
getting lost while parents shop, so have a closed–off childcare area) 

3. Think about the experience that customers desire (maybe they don’t want a super easy 
furniture set up, but a more challenging one to give a sense of satisfaction and bonding) 

 
 

Redesigned MRI machine to make it less 
scary for kids and creating a story around it 
(e.g. if you lie still then you can raid the 
pirate’s treasure for a prize at the end) can 
help achieve the end goal. It also makes it 
more fun for further experiences with the 
product.  
 


