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WHY DO I WANT TO START MY OWN BUSINESS

What important things will appear in your life or what important things will you be able to do when you have your own business?
















THE DEBATE

„Business exists to make money” – what are your thoughts after the debate on the subject? What arguments you find compelling?

BUSINESS MODEL CANVAS

The business model is a description of the company's business strategy and includes everything that is crucial for the company's functioning on the market. It describes 4 main areas of business activity: clients, the offer, infrastructure enabling business operations and the company's finances. The business model is the essence of how the company operates and what repetitive activities it undertakes to reach customers and provide them with value.
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As part of defining his business model, an entrepreneur must consider identifying nine key elements:
1. Customer Segments – This section describes who value is created for and who are our most important customers. An organisation makes a conscious decision of which customer segment is most important to the business. Also, customer segments are more than demographics, they consist of common behaviours, needs and attributes.
2. Value Proposition – describes how your products and services create value for the customer segments. What is it that attracts customers, or what fundamental problems or needs are resolved? Value proposition is the bundle of products and services and is often why customers may choose one business over another.
3. Channels – Channels describe the various means that you reach customer segments and communicate with them before, during and after the purchase. 
4. Customer Relationships – This section details your acquisition, retention and growth strategies for each channel. Importantly, there should be a relationship to support each customer segment. Examples of relationships include: automated, personal, direct or indirect.
5. Revenue Streams – Revenue Streams describes how each segment will pay for the value that is delivered. They are either, one-off transactions or recurring such as monthly subscriptions. Revenue can have different pricing mechanisms, such as negotiation, auction or real-time.
6. Key Partners – What network of partners and suppliers can be leveraged to make the business model work? Partners are often strategic to provide a necessary capability that the business does not possess or to help scale the business. And, they may often take the form of partnerships between competitors or non-competitors, joint ventures or buyer-supplier relationships.
7. Key Resources – What essential resources do you need to make the business model work either internally or acquired? Resources are physical, financial, intellectual or human and are what is essential to support the delivery of  the value proposition, relationships and reach customer segments.
8. Key Activities – What are the essential activities that drive success for your business model? These are the things that you will need to be good at. Activities will be different for different product types and may include problem-solving, production, customer relations.
9. Cost Structure – The cost structure is an outline of all the costs that will be incurred when executing the business. Costs are either fixed or variable. Costs will be different for a value driven or cost driven business and costs are important to understand to determine what drives your business.

The important thing is that a separate business model should be prepared for each customer segment and value proposition.



CASE STUDY: OLD LINEN MILL

Watch a movie about the Old Linen Mill and think about:

1. Where does the income of Old Linen Mill come from?
2. What are the non-financial goals pursued by Old Linen Mill?
3. Who is the stakeholder of this project?
4. Who is the customer, directly or indirectly?









CASE STUDY

The case you work on:

· Open Therapi (Spain), 
· Adopta Un Abuelo (Spain), 
· Convert Art (Greece), 
· Sicilian Sheep Farmers' Network (Italy), 
· Olive Mill Santa Chiesa (Italy)


What is the target group?




What is the value proposition?




What products or services does the business offer?




What the other parts of business model contain?







WORK THAT BRINGS HAPPINESS

The work that brings happiness meets 3 conditions: 
· Is based on your talents. Not necessarily the artistic talents, but about things that come easily to you. You can have a talent for networking, for smoothing out conflicts, for organizing, or for numbers.
· Gives you joy
· Is your calling. Not only doctors or teachers have calling, an accountant or clerk who see their job as part of something bigger - can also have a calling. By working with your calling, you change a tiny piece of the world for the better - making lives of others better, easier, more comfortable.


1. List your talents - in all areas of life that come to mind. You can call someone close to you and ask them about your talents. This can be helpful because we often underestimate what comes easily to us, and thus we don't develop our own talents, believing that everyone else also has this ability and that it's nothing extraordinary. Which obviously isn’t so.


















2. List all the activities that you enjoy doing, which you do with joy, with flow, in the zone.












3. What activities are important to you, you feel that they somehow affect people and the environment, that they make more sense (even if you cannot define exactly what sense it is).













4. Do you notice anything that connects these three areas? What kind of job, business or occupation has the potential to make you happy?



TALENTS

Talent, according to Gallup Institute, is a naturally recurring pattern of thinking, feeling and reacting that can be used productively. Talent differs from strengths.
A talent speaks of the potential to do or achieve something with ease, while a strength is about the abilities you have, that is, the experience created as a result of the constant use of the talent.

	EXECUTING DOMAIN

	Discipline
	enjoys routine and structure, creates  the order

	Restorative
	adept at dealing with problems, good at figuring out what is wrong and resolving it

	Responsibility
	takes psychological ownership of what they say they will do, committed to stable values such as honesty and loyalty

	Arranger
	can organize, but they also has a flexibility that complements this ability, likes to determine how all of the pieces and resources can be arranged for maximum productivity

	Focus
	can take a direction, follow through and make the corrections necessary to stay on track, prioritizes, then acts

	Achiever
	works hard and possess a great deal of stamina, takes immense satisfaction in being busy and productive

	Belief
	has certain core values that are unchanging, out of these values emerges a defined purpose for their lives

	Deliberative
	deliberate in making decisions or choices, anticipates obstacles

	Consistency
	keenly aware of the need to treat people the same, craves stable routines and clear rules and procedures that everyone can follow

	INFLUENCING DOMAIN

	Woo
	loves the challenge of meeting new people and winning them over, derives satisfaction from breaking the ice and making a connection with someone

	Command
	has presence, can take control of a situation and make decisions

	Maximizer
	focuses on strengths as a way to stimulate personal and group excellence, seeks to transform something strong into something superb

	Communication
	finds it easy to put their thoughts into words, good conversationalist and presenter

	Significance
	wants to make a big impact, independent, prioritizes projects based on how much influence they will have on their organization or people around

	Self-Assurance
	feels confident in their ability to take risks and manage their own lives, has an inner compass that gives them certainty in their decisions

	Activator
	can make things happen by turning thoughts into action, wants to do things now rather than simply talk about them

	Competition
	measures their progress against the performance of others, strives to win first place and revel in contests

	RELATIONSHIP BUILDING DOMAIN

	Adaptability
	prefers to go with the flow, tends to be "now" people who take things as they come and discover the future one day at a time

	Empathy

	can sense other people's feelings by imagining themselves in others' lives or situations.

	Individualization
	intrigued with the unique qualities of each person, has a gift for figuring out how different people can work together productively

	Connectedness
	has faith in the links among all things, believes there are few coincidences and that almost every event has meaning

	[bookmark: _GoBack]Includer
	accepts others, shows awareness of those who feel left out and make an effort to include them

	Relator
	enjoys close relationships with others, finds deep satisfaction in working hard with friends to achieve a goal

	Developer
	recognizes and cultivates the potential in others, spots the signs of each small improvement and derive satisfaction from evidence of progress

	Positivity
	has contagious enthusiasm, is upbeat and can get others excited about what they are going to do

	Harmony
	looks for consensus, doesn't enjoy conflict; rather, seeks areas of agreement

	STRATEGIC THINKING DOMAIN

	Strategic
	creates alternative ways to proceed, faced with any given scenario, can quickly spot the relevant patterns and issues

	Learner
	has a great desire to learn and want to continuously improve, the process of learning, rather than the outcome, excites them

	Futuristic
	inspired by the future and what could be, energizes others with their visions of the future.

	Input
	has a need to collect and archive, may accumulate information, ideas, artefacts or even relationships

	Ideation
	fascinated by ideas, able to find connections between seemingly disparate phenomena

	Analytical
	searches for reasons and causes, has the ability to think about all of the factors that might affect a situation.

	Intellection
	characterized by their intellectual activity, introspective and appreciates intellectual discussions.

	Context
	enjoys thinking about the past, understands the present by researching its history



Joy


Talent


Calling
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