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Course outline

* Oulu Business School, Martti Ahtisaari Institute, is organizing a 2 ECTS doctoral course
on Market analysis, Business Models, Strategies and Go-to-Market plans as a part of the
MinExTarget EIT Raw Materials project. The course is open to both project’'s own and
external students and project participants.

* This is a subject and industry-specific course focusing on the Mining Exploration. It aims
to acquaint students with market analysis, business models, and go-to-market planning at
strategic level. By the end of the course the students will have gained skills and
knowledge on the above-mentioned topics applied to mining exploration context.

* Upon completion of the course, the students will

* be familiar with different tools and methods for conducting market research
* be familiar with the key areas of business model thinking and application

* understand the trends and directions of mining exploration business

* be able to apply the contents in their own work in practice

EIT RawMaterials is supported by the EIT,
abody of the European Union
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Session 1 Lecture
Market Analysis

(Timo Koivumaki)
(2 case studies)

Session 2 Workshop
Market analysis excercise

Session 4 Lecture
Business models and
strategies
(Petri Ahokangas)
(Case MinExtarget Oy)

Session 5 Workshop
Business model excercise

(Timo Koivumaki / Petri
Ahokangas / Nina van
Vulpen)

Session 3 Wrap-up
Team presentations and
discussion
(Timo Koivumaki)

(Petri Ahokangas / Timo
Koivumaki / Nina van
Vulpen)

Session 6 Wrap-up
Team presentations and
discussion
(Petri Ahokangas)

Session 7 Lecture
Go-to-market planning
(Petri Ahokangas)

Session 8 Workshop
Go-to-market excercise
(Petri Ahokangas / Timo

Koivumaki / Nina van

Vulpen)

Session 6 Wrap-up
Team presentations and
discussion
(Petri Ahokangas / Timo
Koivumaki / Nina van

Vulpen)
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Teachers

* University of Oulu, Oulu Business School, Martti Ahtisaari Institute
* Prof. Petri Ahokangas,
* Adj. Prof Timo Koivumaki

*Doctoral student Nina van Vulpen

*Visiting lecturers:
*Ferenc Molnar
*Ville Anttila

<A\ MinExTarget 5.5.2022 5
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H . @ FewiEsernae
Strategic management concept and analysis

- What is meant by strategic management

*To see and understand the organization as a whole within its context with all of its parts

.Tﬁ structure the external environmental context so that to exploit possibilities and to counter
threats

*To learn the strengths and weaknesses of the organisation

*To find the problems hindering the functioning and development of the organisation

*To combine things in a new way

*To assess the functioning of the organisation critically but with confidence on its possibilities
*To determine paths of development to the future

CA} MinExTarget 7
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Practical

*Strategy process

— New strategy

> Data collection
— Traditional strategy

—> Analysis
—> Analysis

—> Insight
—> Formulation

—> Options
—> Communication

—> Criteria
—> Implementation.

—> Selection.

EIT RawMaterials is supported by the EIT,
abody of the European Union
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STRATEGY: Business decision making in reality

Cause(s)
Knowledge of probability

CA) MinExTarget

Effects:
Knowledge of outcome
or conseqguences

Realm of Realm of Question:
uncertainty

How can you evaluate
your decision making?

Realm of
ignorance
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Traditional tools
(Porter)
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EIT RawMaterials is supported by the EIT,

- abody of the European Union

Meals Classes

Premises  ¢onnections
Friendly

Speed

service

RAISE
Which factors should be
raised well above the
industry standard?

Time table



strategy

How-to rules > How to
make business to utilize the
business opportunity?

Priority rules > What are
your priorities in decision
making?

Timing rules > How to time
and pace your business
actions?

Exit rules > On what basis
to decide about exiting the

CA/ MinExTarget

business?
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Opportunity-based “simple rules” approach to

ials is supported by the EIT,
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Customer benefits Internal constellation Boundaries

Business idea / concept G G G

*First generation: Business idea

(Hamel)

(Norman)

EIT RawMaterials is supported by the EIT,
abody of the European Union
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Business model generation 1

7) Key Partners 6) Key Resources 2) Value Proposition 3) Customer 1) Customer

& Offering Relationships Segments

A = value delivery
B = value creation B

C = revenue model 5) Key Activities 4 Channels

s s

9) Cost Structure 8) Revenue Streams

EIT RawMaterials suppo eawm e EIT,
abody o th Eur p

Q MinExarget (Osterwalder & Pigneur) B




Business model generation 2

*The Lean Canvas by Maurya

Problem

Top 3 problems

Solution

Top 3 features

Key Metrics

Activities that
drive customer retention

CA> MinExTarget

Cost Structure

Unique Value
Proposition
Unique Value

Proposition

Unfair Advantage

What's the unfair
a on

Channel

How you reach your
potential customers

Costs to build and sustain the business

Customer

Segment

Who is your
potential customer

Revenue Streams

Profits

Revenue model, life time value of a customer

@ RawlViaterials
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Business model generation 3

*Business model wheel

What?
-offering
-value proposition
-customers
-differentiators
How?
-basis of advantage
-key operations
-selling & marketing
-mode of delivery
Where?
-internally
-externally
Why?
-basis of pricing
-way of charging
-cost drivers

-cost elements

CA> MinExTarget
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B u i I d i ng b Baseline Option 1
block

1. offering

2. value proposition

3. customers

4. Differentiators

5. basis of advantage

6. key operations

7. selling & marketing

8. mode of delivery

9. basis of pricing

10. way of charging

11. cost drivers

12. cost elements




E\tf‘,'/l Business model roadmapping

Timeline / Sequence

Current BM Development action Updated BM Development action m

Customer

Offering

Value proposition
Differentiatiation
Selling and marketin
Mode of delivery
Key activities

Basis of advantage/uniqueness
Basis of pricing

Way of charging
Cost elements

Cost drivers

Customer

Offering

Value proposition
Differentiatiation
Selling and marketin
Mode of delivery
Key activities
Advantage/Uniqueness
Basis of pricing

Way of charging
Cost elements

Cost drivers

Customer

Offering

Value proposition

Differentiatiation

Selling and marketin

Mode of delivery

Key activities

Advantage/Uniqueness

Basis of pricing

Way of charging

Cost elements

Cost drivers

University of Oulu
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Minextarget value chain

@HII—'—N—'I-:]"\I-I':
Exploration value chain
Upstream players Service providers Downstream players
L Wil N
[ MinExTarget Oy Mining
2| companies -
Technology Geological Processing/
_ CRSOy |\— >sin
providers surveys J( \ Lbenefication
+| Exploration
[ . ] [ Palsatech _
Universities companies
OV F N »
Exploration value chain

- - .‘_',’ o iy EIT RawMaterials is supported by the EIT,
abody of the European Union
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Minextarget offering

Product and service concept

Selling total service or component combinations:
In the field = In the lab > Consultation

Sampling in the field = Sample treatment in the lab > Mineral
characterization » Raw data > Comparison with database >

Interpretation

r \
Platform for fingerprinting analytical data with the ability to integrate
to other external platforms

p

o
. . . ™y
Sampling process > Heavy mineral separation > Electron beam

heavy mineral search > Laser ablation ICPMS trace elements and
---------- L isotopes

— EIT RawMaterials is supported by the EIT,
A abody of the European Union
_—
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Minextarget business model

CA} MinExTarget

- End users and custemers: a ?
. _ Customers Public A
Business model winigg comparies S Key value-
- adding
outline T e activities
automated heawy
mineral characterization,
Optimization of the
anzhytical process,
Interpratation of the rketing,
Differentiation by speed, selling and
efficiency, HI:II:I aocuracy of live
How we want to be dlaﬁ‘r:!nz?:m and it e L 2, Envery
FERTing.- accuracy, better targeting, Greenfield

seen by the customers

richer detzil, better cost

efficiency with reduced risk exploration

Revenue model:
Basis of pricing
Werwsf charging

(B mnecrarger \

sy b oy Bl




Upward &
Jones 2016

CA/ MinExTarget

Flourishing Business Canvas .o

BICHPH Y50
STOCES

RESOURCES

EDOSYSTEM ACTRITIES
SERVICES

Denigend fiar Brrpaed by Baie

ECOSYSTEM
ALTORS

WALLIE ELATIONSHIFS STAKEHOLDERS
OO-CREATIONS

WALLIE
CO=DEATRUCTIONS

BENERTS
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Greiner’'s Growth Model

Large

Business Size

Small

/

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 1
Creativity Direction Delegation Coordination Collaboration Alliances

Crisis of
Growth

Crisis of
Red Tape

Crisis of
Control

Crisis of
Autonomy

Crisis of
Leadership

N
7

Young Time Mature

awlViaterials

Cannacting mattars

1ls Is supported by the EIT,
sropean Union



Firm growth

Product life cygle

Brand
dewelopment

Bramd
remforcerment

Brand
repositoning

@ RawlViaterials
Connacting masars

Brand
mdification

A\ MinExTarget

Establish Expand Frepars for
Dojectives market target re-eniny
sosition rmarket
Product Aszure high denti Adjust size Flodify
strategy aqueality weakhesses packags features
Advertising Build brand “rfvide Crifferentiats fr Educats on
chjectives AWarensss iffomniation comp-etition changes
Bauild I'IFSD dify Maintamn Rz-establish and
Distribution distribution f destribution distribution deliver new
nebaork relztionships wersion
/ \
Meet Uz prics (R m
Prica compettion deals price
Phase in
Life Cycle Introduction Growth Maturity Decline
5.5.2022
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Market entry

speed sensitivity risks resources  control information

Inward
internationalisation
Raw materials > IPRs

Exports
Indirect / Direct / Own

> Licensing / Franchising
FDI (subsidiaries)
Acquisitions / Greenfield
Joint ventures
Cooperation

Alliance / Project /

uoported by the EIT,
n Union

Management agreement

Internet operations
A\ MinExTarget 5.5.2022 30




Steps of going international

Export , Foreign sales , Licensing/ , Foreign

operations units contract manuf production units
To test market Increasing sales Testing Utilizing location
acceptance with power if demand manufacturing advantages if
minimal risks promising conditions conditions good
Low Amount of commitment, risk, control and profit potential High
Low Experiential learning, market and internationalization knowledge High
[ ittt

A\ MinExTarget 5.5.2022 31



...Practical...

* Customer journey canvas

9@“ Customer
Journey
Front
® __:) desk
V.
Back office

ki
o“‘i‘ﬁ"ﬁ"'j Network
{ A MinExTarget 32




Opportunity Test Bench

2) Is it possible for us to reach the market?

No,
except:

@«
3.

Yes, if:

No, except:

-

&Sh wouy }l Ang pjnom SIawo}snd

4) Is it preferable for us to do it?

yeyy ajqisneyd 3 s| (¢

@ RawMaterials
Connecting matars

Possibility
2

N
¢ Fill in what you plan to offer
¢ Fill in to whom you plan to sell
¢ Fill in how you plan to monetize your idea
J
~N
® Assess how possible it is for you to reach the market?
¢ Look for factors enabling and limiting your market
possibilties
J

Plausibility
3

Preferability
4

¢ Assess how plausible it is that customers would buy from
you

¢ Look for factors enabling and limiting your plausibility
among target customers

¢ Assess how preferable it is for you to realize the opportunity

¢ Look for factors increasing or decreasing the preferability of
the opportunity

*Go or No go —decision for the business opportunity
¢ Continue working with your business opportunity

EIT RawMaterials is supported by the EIT,
abody of the European Union
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How to make it lean?

Customer Need(s) > What is to be < Customer Identlfy
offered to customers Benefit(s) Value

Continuous
Improvement

Map
the Value

CUSTOMER
NEEDS

What you do defines your business context and
your position in that context! Establish Create
Pull Flow

<A\ MinExTarget 5.5.2022 34
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Design thinking & lean & agile?

Problem solving phase Execution & solution phase

Ideate

Sprint planning

'é’
[=4]
<
Try experiments
Pivot / Persevere?
E Sprint Shipable
o . %, : :
(= Empathize % & Review increment
= %,
8 ()

Customer PROBLEM Customer SOLUTION Iy the &,

DESIGN THINKING LEAN STARTUP AGILE

<A\ MinExTarget 5.5.2022 35



Practical strategic view

Where will we be active?
-product categories
-market segments
-geographic areas
-core technologies
-value-creation
stages

What will be

our speed and
sequence of moves?
-speed of expansion
-sequence of initiatives

How will we obtain odr returns?
-what are the key elements of

How will we get there?
-internal development
and

organisation

-structure and processes
-cooperation / joint

-acquistions

How will we win?

-pricing

-productization
-customisation/ tailoring
-quality [ [

CA> MinExTarget
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Strategy document
in ten pages

* Title page (1)

* Background (2)
* Industry trends > < Our challenges and opportunities
* Mission, Vision, Values & Key targets

* Arenas and Logic (3)
* Choices regarding customers, geographies, technologies, value chain, partners
* Simple rules
* Business model

* Differentiation (2)
* Sales
* Marketing

* Vehicles and stages (4)
* Go-to-market plan
* Key development activities
* Risk management plan

o Fi
F | g ures _ EIT RawMaterials is supported by the EIT,

abody of the European Union
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EIT RM Go-to-market strategy

1. Executive Summary
2. Value Proposition - -
2.1. Customer needs and demand '
2.2. Reasons to buy and key selling points
2.3. Risks related to go-to-market plan

2.4. Competition and competitive advantage
2.5. IP status

3. Market assessment

3.1. Business opportunity

3.2. Business model and value chain analysis
3.3 Business potential

4. The implementation plan

4.1. Development

4.2. Investment needs and financial plan

5. Conclusions

supported by the EIT,
ean Unio
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Go-to-market-plan simplified

EIT RawMaterials is supported by the EIT,
abody of the European Union
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Go-to-market plan simplified

y

y

Step?2...

Step3...

@ RawlViaterials
Connecting mattars

EIT RawMaterials is supported by the EIT,
abody of the European Union

5.5.2022 41



