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Introduction
My personal experience with personal data

Recorded personal data:

Training Time data
Heart Rate data
Training Distance data
Training Speed data
Position data
Elevation data
Temperature data
Fitness Status data

Images: www.dcrainmaker.com
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m Data sharing

STRAVA  oasusoarp TRANING ~ EXPLORE  CHALLENGES  SHOP Upgrade to Premium Ruediger ¥ Upload Activity
www.strava.com
Activity Feed Notifications My Segments My Routes MW
Hausrunde
Ridden by Ruediger Zarmnekow at 8:18am on Thursday, 05/23/2013
VS : Leaderboard // Qverall
My Results
2 & People I'm Following T
28.3km 214m 01 1026 271 st / 305 3.57 All-Time ¥ Men and Women ¥
0 By Age Group
Rank Name Date Speed HR Power VAM Time
24 and under
Col de Willy (A) Go to segment page »
251034
YT LR, Hendrik V. Aug 18, 2013 36.3km/h 161bpm 428w - 1:42
| . 35 to 44
|
@ Kleine 45 to 54
Badewiese
7 Pechseel 55 t0 64
u 2 Lorenz Wi May 29, 2012 33.8km/h 188bpm 477w - 1:49
= 65 and over
£
Barsse: ) 3 Painin Theass Jul 23, 2013 33.0km/h - 489w - 1:52
Ss ax;'zzn o By Weight Class
g
_{5 54 kg and under 4 Frederik Wilde May 24, 2012 32.4km'h - 441w - 1:54
5
g 55 to 64 kg
85t0 74 kg 4 Ronald Ottotrainierteinmalprowoche Jun 4, 2013 32.4km/h - - - 1:54
e A 75to 84 kg X 3 o
6 artin P. ep 1, 2011 31.6km/h - 441w - 1:67
}LCIHENGAYOW Grofe 851095 kg
9Chy Badewiese
aldsteiq 95 kg and
< g and over 7 Henrik M. Jul 23, 2013 31.3km/h - 445w - 1:58
&
ey
:‘& 8 Christian Willenbrock Jul 2, 2013 31.1km'h 189bpm 400w - 1:59
8 Ma Re Jul 23, 2013 31.1kmvh 186bpm 459w - 1:59
Clojolele
W UOHIE Kartendaten @ 2013,850Basis-DE/BKG (£2009), Google - Nutzunasbed 10 Lars Vandam Jul 23, 2013 30.6km/n 184bpm 487w - 20

N . BRMl achgebiet Informations- und
ll'll"l Kommunikationsmanagement © 2013 Prof. Dr. Rudiger Zarnekow




Introduction
My personal experience with personal data

Pichelsdorf % ~ Georg Ko/be -Hain|

Scharfe K o5 (
Lanke! o S0 sugensee f 7

4
Pichelswerder| )

B Route planner via Global Heatmap Ll

ot Ik Hatene
lighter @ darker 398,405 rides, 1,677,557,391 data points @ More Info Q ShowNearby Segments  @a W
D vortage vark. g R—— ;
o Parkng 1 L@ i e 5
~ (@] 2 3 = Noft Branch | cent N\ b
s £ 3 3 z Chitago Aiver E X fipark
j Dumning %, 3 Z ek 3
3 3 3 i | ;
1Boundary Hiowathe | s oo Windmuhlenbefg
[ sour:Lj‘ Park Shﬂbbona ‘ Chopin Park =
- Waelmont Ave £-weemontave 2 - Weeimont Ave
= = g ©) "
& z : 2 Kesciustko R -
T 3 W Diversey Ave ——%- 3 Pak 2
£l iversey Ave ——3 3 AT
A W6ning 3| Montclare 3 3 GroBe:
e "~ Grang 4y, U= 5 3 3 Badewiese f
S Fiver Grove (i 1| Craoin 3 z 4 }
% £ wrullerton Ave &
3 W Fullerton Ave = W Grand Ave- S 5
= i Par Hanson > L
2\ oakpare o s b e Gruncuitises
Z. Country Club Werang, )
i ﬂumellnm he |z )] = T i
-l G Sayre Park Amundsen g WAmitage Ave-— 2 WAmtage 3
§ a1, seome H : /
Z 2 Huppert Woods > 2
S 5 b & W Nérth ]
: Whorth Ave &) i (60w North Ave 2w Norih Ave Simons Park ) J
ihve s A !
b (aD) 3 z s aypuboldt aski Paik g + "
2 ? i IE > £ Kedvale s Gutspark
3 T s :3 2 Park—Humboiat g e N
3 A onisignst——& Division st £ Wonsionst : mbo i = H eukladow
5 5 Ukcania
1 3 S H - Krumme =
Fitc Frank Lioyd WiGht - Cricago Ave 2 wonicagohve—§ 2y WoticagoAve - Lanke
et pume Home and Studio thi = ApraliES s % RS = st irowry Cake]
gz g : i= ¢ z FIER (S 3 t 3 Michigan /5
z () A A i = 7 z 3 ] \ i 2 wandhve———— 15 ™)
bk St T ke S ustinTown oL & Levinlpark——3 & SIS S s z Chicago ehlendorf 3 4
o 2o Pleasant ) Soutn aivd———Hall Park £ 3 3 2 3 Harbor &
$ GAR Woodsh S Pleasant Y parki T 20T Wiskes—— 5 % \ S
s 2 Home ak Parl 2 Wake St & Jrion Park. b
fik4 L = West el !
H N 18 vespingamaia—— weshington St parc 1ateld b e Fischialpar s hitzaliee
taywood Thomas Forest Park ~Madison St {~Madison st o 3 cwem Jest Side o]
Columbus § 2 1 N
* iz 4. 2 isent Monroe. o
z z k e *py.
Mw@mo e E’“‘M 3 o upy‘h“:—@"‘/ Wb Whanison St Harbor
z o | 3 z :
e g Eos 3 g ! \
£ £ g 3 P Al ! =
byt | =S e ; ; oo \ o
2 3 g & taton b
z z =W Douglas8lvdl ~ Douglas.
<X z 5 Dol g |8 Schonawer
< 2 North. g Rehwiese und ey, 2 park
s & R B ALy Fronkin-— st tort 3 P g, s
Meadows 2 213 = - (3 Dvorak Park | & *
& z 2 Nocty 5 @ @ Hartison '3 Schweizerhofpark 5
Hines i e Warren Park e z z prTac 4 £ erhofp £
3 W cermak d 5 T § > . ! £3
e sond st Ber - % Se=E : U z
e g 3 25 arshall % ower | <
Riverside B, El 2 Sagare Weatsict e I Kieine W . 4
Golf Clut 3 > g - Wannsee He - | |
Golf Clup st~ z Wasmai— 3 i s i eirtich-Laefir-Park
> Fiverside. S5 3 3 p 22N — A &
54"3 ) z : H ] f \ ©
3 South. 3 215 Solesee | i
1 £ % hstst e Lawndale w31t st— Richard J Stevenson ExpY’ Bridgepol e 8 1 o e A 5 3 f
08 T | piotrowski s [ 122 | oo Harbor / Vi -
g 2 ¥ L3 CH b | i 2 N einmachnow
3 H 3 = Hekiniey Armour | * vu\ 115
H 3 3 * W 3sith 514 Park esth gt Square Pafk—FE351h &t Douglas, 4 o Furke-Allee
£ 3 : S o =)
z z H ~&7 Biighton McKinley * Monurnent P
- 3 1 e Park & Park o Donovan
B ) S 0 S 2, Park Bronzpuille
£ Z woeshng o
Stickney 391 St W ershing RS & H 3 X osllan h
w % < 2 o
{ 2 ¢ 3 erighton & s g g WWW
N5.i §iea il £ racesnape.com
Comak— 3 eyt £ £ 2 wids B Fads 3
Wood: H 2 3 3 s | 1 g
Lyons 1029 s < * & - i 2 Gr E Lake
il Jicher 3 2 7 | §Fr“‘f*f'ﬂ H Michigan
2 Heighty @ A g
oYy warh s & withei— & £ wamst Newary warnst-—roreffn| 5 earnst
8 A BN | g S0 B

N . BRMl achgebiet Informations- und
ll'l Kommunikationsmanagement © 2013 Prof. Dr. Rudiger Zarnekow




Agenda

Business model fundamentals

Personal Data Ecosystem

-

Business model redesign with Personal Data

H

New Business models with Personal Data

Conclusion

L

N . BRMl achgebiet Informations- und
ll'll"l Kommunikationsmanagement © 2013 Prof. Dr. Rudiger Zarnekow




There is no common definition or understanding of the
term “Business Model”

“A business model is an architecture for the product, service and information flow,
including a description of various business actors and their roles and a
description of the potential benefits for the various business actors and a

description of the sources of revenues.”
(Timmers 1998)

“In the most basic sense, a business model is the method of doing
business by which a company can sustain itself -- that is, generate
revenue. The business model spells-out how a company makes

money by specifying where it is positioned in the value chain.”
(Rappa 2010)

“Business model is nothing else than a representation of how

an organization makes or intends to make money”
(Osterwalder 2005)

N .« Bl Fachgebiet Informations- und l'ﬁ
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According to Osterwalder a business model needs to
address 4 central questions

Infrastructure dimension
How is the service provided and
which partners are required?

Customer dimension
Who is the customer and
how is the customer addressed?

What ? Who ?

Service dimension
What is the service and the
value proposition to the customer?

Financial dimension

cost structures?

What are revenue streams and L l

€7

(Osterwalder et al. 2005)
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The traditional business view on personal data is shifting

towards a new perspective

TRADITIONAL APPROACH

Data actively collected with user awareness

Definition of personal data is predetermined
and binary

Data collected for specified use

User is the data subject

Individual provides legal consent but is not
truly engaged

Policy framework focuses on minimizing risks
to the individual

NEW PERSPECTIVE

Most data from machine to machine transactions and
passive collection — difficult to notify individuals

Definition of personal data is contextual and dependent
on social norms

Economic value and innovation come from combining
data sets and subsequent uses

User can be the data subject, the data controller,
and/or data processor

Individuals engage and understand how data is used
and how value is created

Policy focuses on balancing protection with innovation
and economic growth

World Economic Forum & BCG 2013

N . B achgebiet Informations- und

ll'll'l Kommunikationsmanagement

© 2013 Prof. Dr. Rudiger Zarnekow

.



In a complex value chain from data creation to data
consumption numerous business opportunities evolve

Regulatory environment

Communicatjg

Personal data creation

Personal data -
Devices

Mobile phones/
smart phones

Desktop PCs,
laptops

Volunteered

Declared interests

Preferences

Apps, OS for PC |

Apps, OS for
mobile phones

Communication
networks

Observed Apps for medice

Electronic notepads, :
devices

Browser history readers

Location Apps for consum

devices/
appliances

Smart appliances

Sensors Network

management
software

[NEE

Credit score Smart grids

Future consumption

Analysis,
productisation

Storage,
aggregation

~onsumption

Market research
data exchanges

Web retailers
Internet tracking
companies
P Ad exchanges

Internet search
engines _

: : Medical records
Electronic mgdlcal exchanges
records providers
Identity providers

Mobile operators,
Internet service
providers

End users

Government
agencies and
p! blic organisations

Small
enterprises

Business intelligence
systems

Credit bureaus
Medium

Financial institutions enterprises

Utility companies

Public
administration

[ PRS-

Large
enterprises

gl< Bain&Company 2011
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Generic classification of business models along the
personal data value chain

Storage, . Access_ to I_arge amounts of personal datg within a specific domain
Aggregaﬂon gg’?as glrlgsgfa?[i\grl]t ?o?i[r?arlr;sriz,o ;Tgégc?trirs]:![?:n and consumption
Analysis, * Infer new information from aggrggated or large individual data_sets
productisation tIZ())((&)\I/S(,anpment of product or service ecosystems around analysis

Personal data consumption
enables

1. Innovation within existing 2. New business models
business models (Business Model Creation)
(Business Model Redesign)
Personal data consumption is a Key business model value propositions are
complementary business activity to generated through
existing key activities personal data consumption

(e.g. Insurance companies, Banks,
advertising agencies, ...)
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The Progressive insurance company tracks your driving
behavior in order to calculate your personal discount rate

m [nitial discount is calculated
during first 30 days

B In the next 6 months the discount
Is adjusted according to:
O Car usage time
O Driving Speed
O Breaking intensity

m Possible discounts of up to 40 %
for save driving

» Personal data category:
Observed

N .« Bl Fachgebiet Informations- und l'ﬁ
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Progressive’s Personal Data business model redesign

B Value Proposition
O Quicker rate adjustment based on individual

behavior

O Less cross-subsidization of poor drivers

m Customer segments

O New customers: Adaptive discount rates make it less risky to
accept customers with a higher statistical risk for accidents

m Key Partners

O Tracking device manufacturers

O Software providers for data analysis
m Cost structure

O Awareness about personal tracking device results in change of
driving behavior and results in less accidents

N .« Bl Fachgebiet Informations- und l'ﬁ
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BankToTheFuture.com provides a safe trading
environment for entrepreneurs and investors

BANKEFUTURES °

SOCIAL CAPITAL

Influence

| BuLDm? Score

Social

5 5 Score
/100

Overall Score .
Credit-

Score

ID-

Score

61/100
43/100

COMPLETED ON:

05.08.2012

53/100

Entrepreneurs and crowd
Investors are rated with a Social
Capital score

The Social Capital score builds
upon traditional credit scoring by
using data from social networks
like LinkedIn, Facebook, Twitter
and Google+

Personal data category:
Inferred
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BankToTheFuture.com Personal Data business model
change

m Value Proposition
O Increase trust between platform members
O Reduced risk of fraud and potential losses
O Reduced transaction costs and bureaucracy for e §

investors

m Key activities

O Offering a platform for crowd funding, crowd loans and crowd
investment

O Creating a Social Capital score for entrepreneurs and investors

m Key Partners
O Social networks, rating agencies, identity providers
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23andMe provides people with personal health and
genetic information based on DNA analyses

99% DNA analysis claims to provide
personal information on:

m Carrier status
g : B Genetic health risks
| B Drug response

» Personal data category:
Volunteered
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23andMe new business model with personal data

Value Proposition

O
O
O

O

Better insight into genetic predispositions
Active management of health risks

Detailed information on drug response for
doctors

Calculation of genetic probability of
personal attributes of potential parents

Key activities

O

O Statistical analyses with DNA and health databases

Personal DNA analyses

Revenue and cost structure
O DNA analyses are highly standardized and automated and can be

offered for a very competitive price

I BN & BRME achgebiet Informations- und
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Nike+ products enable the digital measurement and
online sport activities

Over 2 million users
Online services offered to
users:

NIKE+ FUELBAND O Set personal goals
Train smarter

Find a better Route
Share Success
Challenge Friends

Don't make a promise. Make a goal.  start one now

O 0O 0O O

O THE GAME

IS ON.
> Personal data: Volunteered

¢y 00:00:00
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Nike+ new business model with personal data

m Value Proposition = U= i a]= J

O Increased attractiveness of brand products
through gamification of sportive activities

O Improved personal performance measurement

m Customer relationship
O Improved information about product usage
m Channels

O Online community enables Nike to take advantage of network
effects

m Key Partners
O Tracking device manufacturers
O Software providers for data analysis
B Revenue and cost structure
O Additional revenues and costs from Nike+ products
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Personal Data can broadly effect generic business model
elements

BANKEFUTURES -
¢ |n

Existing business models New business models

O Additional value propositions O Novel value propositions

O Change of cost structures O New customer segments and

[0 Enhance customer sources of revenues
experience O Effective cost structures
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What will the future bring?

[IH 'H\ HM 11}

Py Muse
| Brain Sensing
— J Headband
CubeSensor Room Monitor HappiFork
Beddit Sleep Tracking
Kapture Audio

intemal s

plastic
spring

Memoto
Narrative Clip

LUMODback In Flow mood tracker
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Thank you for your attention !
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