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WHAT IS BUSINESS?

Aalto University Design, create, lead.






OLD ENGLISH
bisignis

ENGLISH

busy business
-Ness

MIDDLE ENGLISH

¥ business

Old English bisignis ‘anxiety’ (see busy, -ness); the sense ‘state of being busy’ was used from Middle
/. b / English down to the 18th century, but is now differentiated as busyness . The use ‘appointed task’ dates
IZNBS from late Middle English, and from it all the other current senses have developed.

noun

noun: business; plural noun: the business; plural noun: businesses; noun: busyness; plural
noun: busynesses

commercial activity.

"firms who want to do business with Japan”

synonyymit: trade, trading, commerce, buying and selling, dealing, traffic, trafficking, marketing,
merchandising, bargaining; Lisaa

» trade considered in terms of its volume or profitability.
"how's business?"

e a commercial operation or company.
"a catering business”
synonyymit: firm, company, concern, enterprise, venture, organization, operation, undertaking,
industry, corporation, establishment, house, shop, office, bureau, agency, franchise,
practice, partnership, consortium, cooperative, conglomerate, group, combine,
syndicate; informal outfit, set-up
"she was running her own business”
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Value creation + value capture
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More modern perspective:

Value creation + vMe

Value sharing among
the contributors
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mm] UNPACKING THE NARRATIVES

A NEW VALUE LOGIC IS EMERGING

RESIDUAL DOMINANT EMERGENT
DISCOURSE ‘ ‘ DISCOURSE DISCOURSE
IDEA OF IMPACT AND VALUE IDEA OF IMPACT AND VALUE IDEA OF IMPACT AND VALUE IDEA OF IMPACT AND VALUE
INSTITUTIONAL INNOVATION PROFIT IN INFRASTRUCTURE PROFIT THROUGH SCALE PROFIT THROUGH IMPACT
Building the base technologies and innovations Building the infrastructure and foundation for a Optimization of a category / app Partnerships with new actors
with institutional national, corporate and military connected world. Generating traction Policy and government collaboration
funding. Focus on product / service Scaling with sustainability in mind
AOL, IBM, Apple, Cisco, Sprint, Sun, NOKIA... Focus on audience Penetration of tech into all aspects of life
Monetization with large user base drives new opportunities
A widened understanding of impact
FIRST DISCOVERY PROFIT FORMULA FIRST-MOVER PROFIT FORMULA WINNER TAKES ALL PROFIT FORMULA SHARED VALUE FORMULA

INSTITUTIONAL INNOVATION FIRST WAVE OF TECH SECOND WAVE OF TECH THIRD WAVE OF TECH

DIGITAL INFRASTRUCTURE INTERNET & MOBILE APPLICATIONS SOLVING REAL-LIFE PROBLEMS

11/9/20 — 19



SO, SHALL WE MAKE
A BUSINESS PLAN NOW?
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NO. BUT YOU MUST
SHOW HOW YOU PLAN COULD
REACH THE OBJECTIVES.
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IT IS ABOUT LANGUAGE WE USE.
AND IT IS ABOUT PRIORITIES.

WHAT IS THE ”BIG PICTURE".
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WE HAVE BEEN TALKING ABOUT
OPPORTUNITIES, UNCERTAINTY,
AMBIGUITY, LOVING THE PROBLEM.
ITERATIONS.
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TO BE COMPATIBLE WITH BUSINESS
NARRATIVE, YOU NEED:

CLARITY, PRIORITIES, MOMENTUM.
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GREAT TENSION.

GREAT POTENTIAL.
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TOWARDS CLARITY.
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TASK: THEORY OF CHANGE.
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by defining my
goals and the path
to reach them

THEORY OF CHANGE
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Whatisit &
why should
I do it?

Setting up a Theory of Change is like making a roadmap that
outlines the steps by which you plan to achieve your goal. It helps
you define whether your work is contributing towards achieving
the impact you envision, and if there is another way that you need
to consider as well.

The Theory of Change tool not only helps to clearly articulate and
connect your work to your bigger goal, it also allows you to spot
potential risks in your plan by sharing the underlying assump-
tions in each step. In large organisations, when there may be sev-
eral projects running simultaneously, the Theory of Change helps
to map these different projects first and then consider how they
link and relate to each other.

This tool can also aid in aligning team members to the larger end
goal, and help them understand their role in achieving it.
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) How TO USEIT

Start by noting down the main problem you want to solve, and
also your long term vision on the change you want to accomplish.
Then complete the other boxes, such as your key audience and
your entry point to reach that audience. Try to be as specific as
possible because it will help you to come up with more effective
actions that you can take.

Work outwards from your defining problem, and towards your
long-term impact. Write down the people that are most affected
by the issue that you've identified and who you hope to help with
your work — this could be a small community group or a large
organisation. Then think about where to start your work, you may
need to find a place, a person or a thing that will be your first port
of call. Try to think of some practical steps that you can take to

make changes — like creating partnerships, or making tweaks to
existing processes. Try to keep these as action-oriented as pos-
sible.

And finally, what would the immediate results or outcomes
be? These could be tangible results that you can show to other
people to clarify how your work is making a difference. List the
key outcomes that your activity would lead to: these are the pre-
conditions that you need to realise your vision.

As you fill each of the boxes in the worksheet, it is critical to
also reflect on the key assumptions that underpin these steps in
your work. This may help you to spot potential risks or connec-
tions between the different projects.

What is the Who is What is your What steps What is the What are What is the
problem you  your key entry point are needed measurable the wider long-term
are trying to audience? to reaching to bring effect of benefits of change you
solve? your key about your work? your work? see as your
audience? change? goal?
measurable wider
effect? benefits?

" START -
HERE

key key key key

measurable wider
effect? benefits?
key key stakeholders

assumptions assumptions assumptions assumptions assumptions assumptions
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MORE INFORMATION

Dr. Ville Eloranta, University Lecturer,
Aalto University, School of Business,
Dept. of Management Studies (IDBM)
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