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Oliver Gassmann, Karolin Frankenberger, Michaela Csik : The Business M odel Navigator: 55 M odels That
Will Revolutionise Your Business before purchasing it in order to gage whether or not it would be worth my time,
and all praised The Business Model Navigator: 55 Models That Will Revolutionise Y our Business:

5 of 5 people found the following review helpful. A good primer for an aspiring entrepreneur.By Abdul Great coverage
of business models. For anyone who is an aspiring entrepreneur, thisisagreat primer. 1'd have to liked to see pricing
models associated with the examples associated with each business model. That said, thisis agreat first start for


http://f3db.com/pub/links.php?id=B00PFZ9I8A

anyone wanting to understand innovation in its entirety because there has been plenty of business success from just
innovations in business models, not just technology or product innovations. Two reasons for 4 starsinstead of 5. The
picturesin the Kindle version are not readable. Y ou will also find needing to look back and ahead as you are covering
all 55 models. It might be easier to do so with a paper version. Lastly, start with the second part of the book, the
patterns themselves. The density of information in the first part of the book is a bit too low. Skim the first part after
finishing the second one.1 of 1 people found the following review helpful. Y our new technological solution and your
amazing new product were the drivers of your successBy lan MannMany business thinkers have noted that today a
prerequisite for successisto prepare yourself for the end of your success. Rita McGrath in her seminal book, which |
reviewed in the column, argues for the idea of a ldquo;temporary competitive advantagerdquo; instead of a sustainable
one. A business will only be successful if it reviewsits fundamentals regularly. Are we still doing the right thing? The
answer isusually, temporarily.All thisis unarguable. The critical question iswhat do you change to, and, how do you
discover that change?The Idquo;Business Model Navigatorrdquo; offers a compelling answer to this question. Its
author, Prof. Dr. Gassmann is among the most cited professors in business management. He has taught at Berkley,
Stanford, and currently teaches at St. Gallen in Switzerland.In the past, innovation was the primary driver of business
growth and competitiveness. Y our new technological solution and your amazing new product were the drivers of your
success. Business today makes achievement from these sources less likely. The aternative, the authors argue, isto
innovate your business model as an alternative to your technology or products. In fact, ldquo;14 of the 25 most
innovative companies in the world are business model innovators,rdquo; not technology or product innovators.Why
choose business model innovation rather than product or technology innovation? Firstly, products and technologies are
getting harder to innovate because of the great progressin these areas. Secondly, not all businesses lend themselvesto
this type of innovation. Business model innovation, in contrast is applicable to all industries.A startling fact isthe
outcome of Gassmannrsguo;s research. ldquo;We have analysed the most revolutionary business model innovations
over the past 50 years to determine which predictable and systematic patterns were at their core. We discovered that
over 90 per cent of al business model innovations simply recombine existing ideas and concepts from other
industries.rdquo; That fact hold enormous potential for devising awinning business for your company.Y our
companyrsgquo;s current business model is described by four key dimensions. Who are the customers with whom you
do business and wish to do business? What is the value you offer customers? How do you develop this value for the
customer? How do you make profit from this process?Y ou will have a significant innovation if you can change any
two of these.Of the 55 business models, consider these two: ldquo;Direct Salesrdquo; and |dquo;Razor and
Blade.rdquo;Selling directly allows for a more intimate and personal sales experience with the customer. It helps the
company better understand the customerrsquo;s needs and allows for a more dedicated relationship. The company can
keep more accurate sales information, and owns the customer. None of thisis possible when the business outsources
the selling to a middleman who might well be representing their competitors as worst, or have a distracting inventory
of other goods, at best. Thereis usualy asaving by going direct to the customer that could be passed on to the
customer. Tupperware is well-known for selling their kitchen and household products direct to the customer. Brownie
Wise, a Tupperware sales representative, is credited with the twist Tupperware gave to this ancient business model.
She organized parties where friends sold Tupperware directly.Hilti, a company selling anchoring systemsin the
construction industry, also uses aform of direct selling to other businesses. Three-quarters of the companyrsquo;s
22,000 employees sell to customers (not end-users) on daily basis.Both Tupperware and Hilti use the same business
model in different ways, and for different purposes.The |dquo;Razor and Bladerdquo; business model offers abasic
product (the razor,) to customersinexpensively or even free. It then sells disposables (blades,) that are necessary to use
the product at avery high margin. To ensure that the customer only uses the companyrsquo;s disposables, barriers to
exit are set up in the form of patents, for examples. Y our razor can only fit your a particular shaped blade, and no one
€l se can manufacture them without permission.Apple sell music inexpensively though iTunes for use on their
expensive iPod, where the real money is made.Once you have accurately described your current business model you
arein aposition to play with any of the 55 business models described in the book. Discovering a new business model
for your company entails combining, modifying or substituting any or some of the existing modelsto your
industry.Nespresso combines both the |dguo;Razor and Bladerdquo; as well as |dquo;Direct Selling.rdquo; Their
espresso machines sell for areasonable price for their quality level, but the coffee capsules you needed for the machine
cost five-times as much as regular ground coffee (Razor and Blade.) They have also chosen to open Nespresso stores
dedicated to providing a high quality shopping experience for the machines as well as the coffee capsules (Direct
Selling.) There is more to the Nespresso model, but this does serve as sufficient example of the power of
Gassmannrsquo;s business model method.This very valuable book provides a solid alternative to the more widely used
innovation models. Gassmann believes that [dgquo;business models can be constructed through creative imitation and
recombinationhellip; (While they) cannot guarantee a flawless outcome, they certainly increase the likelihood of
success.rdquo;A large part of this book focuses on implementing the model making it a superb example of research
rigor applied.Readability Light ---+- Seriouslnsights High +---- LowPractical High --+-- Low* lan Mann of Gateways
consults internationally on leadership and strategy and is the author of Strategy that Works.4 of 4 people found the



following review helpful. A game changer! By CustomerWhen we first saw the youtube clip
(https://www.youtube.com/watch?v=B4ZSGQWOUMI) we really liked the simpleness of the Business Model
Navigator and we started to look more into the the methodology. The book gives so much more depth and we now use
the model to help our clients to optimize their business model. In the same way as "From good to great" the
methodology relies on empirical studies, which makesit relevant and reliable. It's a game changer.

A strong business model is the bedrock to business success. But all too often we fail to adapt, clinging to outdated
models that are no longer delivering the results we need.nbsp; The brains behind The Business Model Navigator have
discovered that just 55 business models are responsible for 90% of the world's most successful businesses. These 55
models ndash; from the Add-On model used by Ryanair to the Subscription model used by Spotify ndash; provide the
blueprints you need to revolutionise your business and drive powerful change.nbsp;Aswell as providing a practical
framework for adapting and innovating your business model, this book also includes each of the 55 models in a quick-
read format that covers: What it is Who invented it and who uses it now When and how to apply itldquo;An excellent
toolkit for developing your business model.rdquo;Dr Heinz Derenbach, CEO, Bosch Software Innovations

From the Back CoverA strong business model is the bedrock to business success. But all too often we fail to adapt,
clinging to outdated business models that are no longer delivering the results we need. nbsp; The brains behind The
Business Model Navigator have discovered that just 55 business models are responsible for 90% of our most
successful businesses. These 55 models ndash; from the Add-On model used by Ryanair to the Subscription model
used by Spotify ndash; provide the blueprints you need to revolutionise your business and drive powerful change.
nbsp; Aswell as providing a practical framework for adapting and innovating your business model ,nbsp;each of the 55
models are in anbsp;quick-read format, covering: What it is Who invented it and who uses it now When and how to
apply it 'An excellent toolkit for developing your business model.' Dr Heinz Derenbach, CEO, Bosch Software
InnovationsAbout the Authornbsp; Prof. Dr. Oliver Gassmann is professor of Technology Management at the
University of St. Gallen, Switzerland, and Managing Director of the organisation. He is ranked one of the 5 top-most
cited professors by the German Academic Association for Business Research and is one of the most influential
economists in Germany, as well as one of IAMOTrsquo;s top 45 researchers worldwide.nbsp; Dr. Karolin
Frankenberger is an assistant professor at the Institute of Technology Management, University of St.Gallen,
Switzerland. Before joining the institute, she was a consultant at McKinsey Company for several years, helping
various clients in topics such as business model innovation and strategic change. Michaela Csik works as an
Innovation Manager at Hocim Technology Ltd, Switzerland. Previously, she was a Senior Consultant at the BMI-lab
aswell as a Research Associate at the Institute of Technology Management and at the Center for Design Research at
Stanford University. nbsp;



