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SAAS PAAS IAAS

Software as a service Platform as a service Infrastructure as a service



differentiated

experiences memorable, personal offerings

customized, on-demand offerings

42,250 (4390 5|

competitive
position

standardized, manufactured offerings

/

commodities

undifferentiated

market pricing premium

Pine & Gilmore, “Welcome to the Experience Economy”, Harvard Business Review, 1998
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The Business Model Canvas
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How to create products and
services customers want. i
Get started with... t ®:
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Value proposition Customer profile
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Customer
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Get started with...
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Customer :
Product Experience
(needs and wants)
Convenience
h
Place (of buying) Everywhere
Promotion Communicate Evangelism
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The sum of how customers perceive interactions with your

company’s products, services, and / or people ...




e
»

Sl Dl )5 (6591 99

i (399 03 4y Hol8 e pled yog ()] 9 &9




Fit-for-Purpose gz jl> 3420
(F4P)




s 4 49449990902 S

CUSTOMER
PERSPECTIVE

Transiven 10

lmprovemem Drivers

i -,
iit
e What °
szT : [Cosnx)
o) o
nov MAL !
u*‘::\w H
9
~
a: i cogment has
g, B2 Perypesty Its own ftness

critona
-



Product or
Service

Know your
Customer

Metrics




Product or
Service

Service Delivery Implementation
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What could potentially be some of the signals that changing or adding to the type of

work performed may not be favorable to the organization?

What were some of the proposed strategies to avoid the risk of changing or adding to

the type of work performed?

What are some other potential mitigation strategies that could be used to avoid or

mitigate this risk?
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What are some of the managerial challenges that accompany rapid company growth?

Describe a scenario where a contractor has and has not truly delegated authority to

their management teams.
Why i1s 1t an advantage for an organization to be managed by more than one person?

Why 1s 1t important for the contractor to delegate authority in such a way that

employees are allowed to make mistakes?

What are some of the risks that are associated with an organization that lacks a formal

succession plan?
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