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= Affairsmannaskap
Ingenjorsprofessionalism del 5 = Uppgifter HT2

TDDD91 = Thomas Abrahamsson, iFiske
(https://www.ifiske.se/)
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Ledarskap

Strategler Kalla: "Ledarskap & Affarsmannaskap” av Tom Nilsson
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Criteria for Hi-Potential Designation
and Executive Positions

Achieve and Sustain
Extraordinary
Outcomes (business,
strategic, financial
acumen)

Use the Greatness Engage the
in You Greatness in Others

Leadership \_/'

is using the greatness in you to achieve and sustain extraordinary outcomes
by engaging the greatness in others.

- Susan Colantuono

O
GOOGLEMODELLEN

Foretagsledning for kontinuerlig
innovation i en snabbféranderlig varld

ANNIKA STEIBER

Kalla: http://www.vinnova.se/upload/EPiStorePDF/vr_14_03.pdf

"Affarerna finansierar verksamheten,
men affarerna ar inte karnan.

Karnan ar affarsidén att organisera
all virldens information...ochi ett

vidare perspektiv handlar det om att
vara en innovationsmotor.”
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Go

Sk pa Google

Googles vision:

"att forandra varlden

avgransas av affarsid
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gle

Jag har tur

”

én:

"att gora all information lattillganglig for

alla manniskor”

Il cover reature

Alberto Savoia and Patrick Copeland, Google

To fully realize its innovation potential,
Google encourages all of its employees to
think and act like entrepreneurs.

arge organizations have enormous innovation
potential at their disposal. However, the innovation
actually realized in successful products and services
s usually only a small fraction of that potential.
‘The amount and type of innovation a company achieves
are directly related to the way it approaches, fosters,
Jecis aod fuod asion effars T i

pany Know.
how and intellectual property in many areas—most
notably in crawling, storing, indexing, organizing, and
searching data on a massive scale and with an extremely
fast response time.

Physical. Google has a network of datacenters as well as
a variety of custom, open source, and commercial hard
ware and software to harness this computing power and
make it easily and seamlessly accessible to both customer-
facing products and internal tools.

Market. Hundreds of millions of people use Google's
products each day. These products generate revenue as

125 gooduill cha £l oo s
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To foster innovation, Google has
a “launch early and iterate”
philosophy.

Google employees working on 20
percent projects often join forces
and create the internal
equivalent of a small start-up.

Half-life Counter-strike Team Fortress Portal2 Left4 Dead Dota2 Thelab Artifact

VALVE ' T-SHAPED MODEL: EMPLOYEE

HANDBOOK FOR
NEW EMPLOYEES

A fearless adventure
in knowing what to do
when no one’s there
telling you what to do

FIRST EDITION
2012

01. Broad-range generalist 02. Deep expertise in one area

Short-term vs. long-term goals

Because we all are responsible for prioritizing our own
work, and because we are conscientious and anxious to

be valuable, as individuals we tend to gravitate
toward projects that have a high,

Ingangslon 2020 for civilingenjor

measurable, and predictable return for Sverlges Ingenjorer

the com Pany. sowhen there’s a clear opportunity
on the table to succeed at a nearterm business goal
with a clear return, we all want to take it. And, when
we're faced with a problem or a threat, and it's one
with a clear cost, it’s hard not to address it immediately.

minst 35 500 kr kr/manad +

restids- & Overtidsersattning.
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Intékter per ar
Forsaljning av varor 500 000

Manadslén 35500 kr Forsalining av tjanster 500 000

Lon = Manadslon x 11 390 500

Summa intékter per ar
[Semesterlén = Manadslon x 11 x 12% 46 860 Kostnader per ar

[Arbetsgivaravgift = (Lon + semesterlon) x 31,42% 137419 [PRECRLEE- GEh R OSITEEET ey
Administration/hyreskostnader 15 000
Kostnader far personal* (I6n) 660 000
[Sarskild I6neskatt 4775 Marknadsforing och forsaljning 50 000
Ovriga kostnader (hyra, mobil, revisor, etc.): 5000 kr/man 60 000 Ovriga kostnader 50000
Avskrivningar (vdardeminskning) 10 000

Forsdkringskostnad = (Lon + semesterldn) x 5% 21868

otala kostnader 661 422

55118 Summa kostnader

(Genomsnittlig manadskostnad
Resultat (intdkter - kostnader)

Manadsl6n 35500 kr 50000 kr 66 000 kr

Lon = Médnadslén x 11 390500 [550000  [726 000

[Semesterlon = Méanadslon x 11 x 12% 46 860 |66 000 87 120

Arbetsgivaravgift = (L6n + semesterlon) x 31,42% 137419 (193 547 255 482

Forsakringskostnad = (Lon + semesterln) x 5% 21 868 30 800 40 656

[Sarskild I6neskatt 4775 4775 4775

Ovriga kostnader (hyra, mobil, revisor,etc.): 5000 kr/man 60 000 60 000 160 000

otala kostnader 661422 (905 122 1174033

(Genomsnittlig manadskostnad 55118 75 427 97 836

som konsult

Pris per timme 600 kr 800 kr 1000 kr

[Total mojlig inkomst (2000h) (jobbar 5 dagar/vecka men ej réda dagar) 1200000 1600 000)

25 dagars semester -120000/  -160 000|

130 dagar for extra semester, vab, konferens, sjukdom, mellan uppdrag etc 144000  -192 000)
[Totalt intjénat per ar 936 000 1248 000|

Vinstkrav (12%) -1123200  -149 760|

[Konsultchef 1 pa 25 -47 000 -47 000|

[séljare 1 pa 25 konsulter -38 000 -38 000|

JAdministrator 1 pa 25 konsulter -22 000 -22 000|

Utbildning -25 000 -25 000|

[Konferens/konsultméten -30 000 -30 000|

Hyra, pr, vd, inventarier, Gvrigt -60 000 -60 000|
Kvar till IGnegrundande belopp 601680 876 240

ISociala avgifter -131813]  -191962

[Tianstepension (10%) -41 952 -61 096 o
emesterilige CELCINEET L Vad tanker du pa nar du hor ordet innovation?

JArsion 419 525 610891 [Fryr— sisaosaranoes_b ,
Manadslon 34 960 50 908

Linkopings universitet 4



NEED

Vilket behov har dina kunder eller anvéindare?
Vilket problem I6ser din idé?

APPROACH

Vad dr sjélva idén?
Hur léser idén problemet?

BENEFIT

Vilka férdelar har din idé framfér dina konkurrenter?
Vilket mervdrde fér dina kunder eller anvindare?

COMPETITION

Vilka l6sningar kan kunden anvdnda istdllet?
Vilka ér dina konkurrenter?
Vilka ér dina samarbetspartner?

Vem har behovet?

BEHOV: MONSTERIGENKANNING

Linkopings universitet

Need

Spdkbarridrer i sjukvarden. Tolk tar
ldng tid. Tolk blir en osdkerhet for
patienten.

Approach

Digitalt éversdttningsverktyg anpassat
for sjukvdrden och likare-patient
kontakt.

Benifit

Korrekta och certifierade
oversdttningar. Endast Idkare och
patient i rummet.

Competition
Tolk. Sléktingar. Handgester.

2020-11-11

| i

WORLDISH

Vem ar kunden?

Privatperson Foretag Myndighet

Betalare Mamma Chef

skattebetalare

Inkdpare ~ Syster  [Tavdelning  Tjénsteman

Anvindare Bror  Administratsr Medborgare
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Marknadenssegmentering

~

=Y

“If I'd asked my customers what they
wanted, they’d have said a faster horse.”

Henrv Fard

You can't just ask
customers what
they want and
then try to gWe 7 Uttalade behov - Utrycks i tal
that to them. By 0\ o g
the time you get ' [ Synliga behov - Utrycks i handling

it built, they'll -~
want Someth|ng R i g - Latenta behov - Vad vi undermedvetet vet

(omedvetna) eller drommer om
new.

Hur utrycker vi vara behov?

Steve Jobs

Vad ger storst varde? Lar kdnna fienden
APPROACH: EN VARDEFULL LOSNING KONKURRENS/ALTERNATIV: SYNA
MOTSTANDARLAGET

Linkopings universitet 6



NEED - Behov

Beskriver kundens och marknadens viktiga behov som idén ska I6sa.

Vem ar kunden? Vad &r problemet?

APPROACH - tillvagagangssatt

Forklarar idéns unika tillvdgagangssatt for att tillfredsstélla detta viktiga behov.

BENEFITS - Fordelar

Beskriver den kvantifierade nyttan i relation till kundens kostnad.
Varde = Nytta/Kostnad.

COMPETITION — konkurrens

Vilka &@r konkurrenterna eller andra alternativ som kan tillfredsstalla behovet?

Att kunna spela golf utan att
behéva 6va fér mycket, z

Vem ar kunden?

Folk som "egentligen inte spelade golf”

. . .. " \a
1. Business-folk som ville gora affarer G’in.v:t’q”
1=
2. Nyborjare som ville imponera
y J p @ BIG BERTHA .\
3. Kvinnor som spelade socialt 2 /__J
2 USA PATENTS
4,511,145

& PENDING 6

Hur nar man
dessa
kundgrupper?

Férelssning Uppgift Skrivuppgift
r——— skrvuppgiften om
som gors tillsammans affirsmannaskap
med HR studener. tamnas i | Lisam

infor dialogseminariet

Infor seminariet behover
du gora uppgiften och

Sedan limna in
en skewuppgift som i cite
Schemalage intdesbilert
anstallningsinteru dialogseminariet
Schemalage 2 tim med HR studenter, s&
Instruktioner.
Schemlagt 4

Obligatorisk Obligatorisk Obligatorisk

Obligatorisk! Obligatorisk! Obligatorisk! Obligatorisk!

23/11 - Intervju 26/11: kI 17:00

20/11 K. 08:00 Aterkoppling

Séka jobb

Forberedelse 19/11 kl. 08.00

Platsannons ute Civilingenjors-
studenter blir
intervjuade av

rekryteringsfirmorna

HR-studenter mailar
aterke Il

Varje sokande
civilingenjorsstudent|
lamnar in sitt CV och

sitt personliga brev
till rekryteringsfirma
enligt instruktioner

studenter. Minst tva
Ad-sidor dar de

uppdatera
CVochatt

HR studenterna p&
rekryteringsfirmor

enli
©Bverenskommelsen
behandlar personligt
brev, CV och hur
sokandestudenten

om tid och plats.
Sokande ger
feedback direkt till
HR studenterna
direkt efter intervjun
genom att svara pa

skapa ett
personligt
brev

skickar
platsannons till alla
sokande
civilingenjors-

intervjusituationen.

rekryteringsfirman.
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Marknadssegmentering

* Need:
Att sla rakt qMawg,
oRIvER
 Approach: 11w -
En klubba som slar rakare an vanliga @ R n)
drivers men kortare & /——J
. o us,
Benifit: A4?5K‘l’ls'r:“rg

Kostar nastan dubbelt sa mycket
Sldende utseende

& PENDING ’.\

* Competition:
Andra klubbor eller nagot annat
Lanserad 1991
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