Case studies and Task for group discussions
Task: Discuss in your group: 
1.What makes the CEO Ice Castle entrepreneurial?
 2. Is the CEO of Ice Castle creative and innovative? If yes, How
                                             Case 1:  Ice Castles

The Entrepreneur: How an Off-Season Hobby Grew into a Slick Business 

California native Brent Christensen, founder of Ice Castles, didn’t have any experience living in cold climates when he moved to Alpine, Utah, in 2000. His seasonal summer business -- a mobile lawnmower repair company -- left him plenty of time to goof off during the winter. He noticed that a neighbour was building just-because-he-could giant mound of ice in his yard by directing running water onto a pole.
“For some reason I thought it was really cool,” Christensen says. Soon after, he started experimenting, blanketing everything from a wooden tripod to bicycles under ice. “I’d like to say the kids were in on it, but it was mostly just me. It was fun to see the ice take over everything.” The following winter, Christensen went even bigger, crafting a slide that banked off the neighbor’s fence and ended on an ice rink. “I got all this lumber and constructed a framework that was about 20 feet high. It was a massive, crazy thing.”
“Aha” Moment
The experiments continued, but the spring thaw left Christensen’s yard a mess of rotted wood. In 2008 he discovered he could build a structure using pieces of ice instead of wood. “I started breaking off icicles that would be forming and then fusing them back on … using slush. That’s when all the magic started happening,” he says.
Determining that the ice could support the weight of people and, best of all, could be sculpted into complex formations with bridges and tunnels, Christensen took to building ice fortresses.
“My imagination started going crazy,” he says. When locals began showing up to take a look, he realized he might have a business.
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Starting Block
Christensen approached Utah resorts hoping to sell one on the idea of an on-site ice attraction. The only taker: a manager at a small resort in Midway who was “really out there with things he would do to promote the hotel.” The half-acre ice castle was such a hit that the following winter, Christensen was offered the Midway town square as a canvas. “It was the first real legitimate attraction we had,” he says. “About 20,000 people came through.”
Wiped out from both the physical and mental challenges of building and maintaining the castle, Christensen decided he needed a business partner. He brought in his neighbor Ryan Davis -- who had experience getting permits from cities and running companies -- as CEO and co-owner. This left Christensen free to focus on the castles as head of creative and production.
In winter 2013, Ice Castles got a gift: Disney released Frozen and, just like that, ice was hot. “That was our breakout year,” Christensen says. Highways leading to the season’s three castles backed up. Two years later, Ice Castles launched a timed ticket system. This year there are four Ice Castles: in Midway; Minneapolis; Lincoln, N.H.; and, for the first time, across the border in Alberta, Canada. Also this year, a high-end department store on Madison Avenue in New York City has hired Ice Castles to build ice structures as part of its elaborate holiday windows.
Freeze Frame
Ice Castles still uses the same (now patented) “growing” system that Christensen developed in his backyard. “If you used a frame of rebar and wood, it would be nowhere as close to the same strength, because you would have a void inside the wood,” he says. “When the water hits the ice, it melts and freezes. It’s basically a welding process.”
The castles, Christensen says, are less like buildings and more like “foreign landscapes.” The finished designs, which have both open areas and covered rooms, feature elements inspired by architecture (tunnels, caves, waterfalls and archways) and nature -- especially the hoodoos and slot canyons found in Utah’s Zion National Park. “We kind of plagiarized from Mother Nature a bit,” he says. (Though that’s ramped up with LED lights synchronized to music.)
The Daily Harvest
Each site has an ice farm to grow the 10,000 icicles required daily. Weather permitting, staffers start building in November, and the structures open to the public between Christmas and New Year. About 20 employees are needed during construction, and a “couple hundred” staffers keep things running companywide until the season melts away. It costs approximately $700,000 to $900,000-plus to build each castle. Admission is $10 to $15 per person, with up to 12,000 people wandering through each attraction on a busy weekend.
Warm Thoughts
“To have people come in and thank you for building it -- I can’t even think of what would be better. And you get paid for it,” Christensen says. Since he and his family bounce around the castle locations during the winter, they’ve decided to stay in a single spot during the summers -- far from the ice, on Hawaii. What does Christensen do then? 
Case 2: Uber as a start-up: The ins and out of slim launches
On a snowy Paris evening in 2008, Travis Kalanick and Garrett Camp had trouble hailing a cab. So they came up with a simple idea—tap a button, get a ride.
What started as an app to request premium black cars in a few metropolitan areas is now changing the logistical fabric of cities around the world. Whether it’s a ride, a sandwich, or a package, we use technology to give people what they want, when they want it.
Ever since emerging from Silicon Valley in 2011, startups around the world have looked to model themselves on Uber‘s success. Aside from being an on-demand transportation service, Uber could be considered the epitome of what a lean startup is.
Ventureburn had a chance to speak to Alon Lits, Regional General Manager of Uber in Sub-Saharan Africa. We picked his brain on the business model, launches, and what it is that exactly makes Uber, well, “uber”.
In 2013, the company was valued at US$3.5-billion and grew into the US$40-billion powerhouse it is today. It has achieved this phenomenal growth by only employing around 3 500 people in 367 cities around the world. Uber certainly appears to have the perfect model for scaling across the globe.
While appearing as a juggernaut in the business world, according to Lits, Uber treats each city and branch as its own startup. “Travis [Kalanick] (our CEO) describes each Uber city as it’s own startup, we have autonomy to build our cities and leverage off central expertise and resources,” says Lits.
When establishing a new location, Uber will only employ three staff members: a marketing manager, driver operations manager, and finally a general manager. The marketing manager focusses on Uber’s brand, driving signups, customer support, and the product. The driver operations manager has to slowly grow the supply of drivers and study analytics in order to make sure Uber can meet that demand in that city. And finally, the General Manager helps drive the business and strategy.
“You can achieve huge efficiencies with this structure and this team can support a city which completes thousands of trips on a weekly basis,” adds Lits.
Traditionally, Uber doesn’t hire any staff member besides those needed to run the core operation. This means all of its fleet owners and single drivers aren’t employees, but rather freelancers. The move has caused great debate amongst transport officials and the industry.
When it comes to growth, Uber HQ knows it cannot expand with a ‘cookie cutter’ approach for each location. It is mportant to have local teams and local content valid for each region. By partnering with companies on the ground, Uber is able to expand organically.
“We are always looking to partner with business and brands to grow awareness and further enable us to provide safe and reliable rides. It’s also about creating win-win partnerships with brands and we continue to look to partner with like-minded companies in order to do this.”
“We are also able to leverage off the global Uber network and expertise in the rest of the world to help provide best practice locally and scale the city efficiently,” says Lits.
Though, there are some things that do require processes and decisions in order to remain consistent.
Lits says there is a minimal amount of red tape that needs dealing with when it comes to changes. Things aren’t dictated from above to the satellite branches, but when they are, implementations are done on a local level. “This approach allows Uber to scale and grow in each city as they value local expertise and give local validity to run the business.”
Then, there’s the marketing, and while this approach doesn’t work for most companies, Uber largely relies on word of mouth in order to gain customers. You won’t see a billboard on the N1 advertising its services. It’s a tactic that has worked in their favour over the years.
The company is continuously looking for ways to stand out from the crowd by testing out new services, and offerings for its customers.
Uber continues to dominate its markets and shows phenomenal growth in each city it enters. Startups may be able to learn a thing or two from the way Uber does business.
Case 3: MeUndies Thinks Fun Is What’s Missing from Underwear Shopping
MeUndies is a direct-to-consumer business that bills itself as the online destination for the perfect pair of underwear — a life-changing experience, the website boasts — and, while it started with a focus on men’s briefs, it has recently been pouring more resources into building out its women’s line. The prices are ambitious, the marketing has been compared to American Apparel, and the team hopes to become a household name in underwear within the next two decades.
"[Underwear shopping] is not a great experience," Lalezarian says. "It was obvious to us that there’s such a better way to do it. The way we describe it in house is ‘un-boring comfort.’ The core of our company is to have fun, it’s what we really like to promote, and underwear is our vehicle for doing that."
The company employs 40 people in a brand new office-slash-warehouse in Culver City, California, two doors down from a circus training school. When I visit, the team is still getting used to working out of an office that has windows and a parking lot, let alone a gym and beer tap-equipped kitchen. The front half of the office is filled with long desks and empty chairs ready to be filled with new hires, and the back half acts as a small distribution center where boxes and boxes of underwear are stacked up from floor to ceiling, waiting to be shipped.
The prices are ambitious, the marketing has been compared to American Apparel, and the team hopes to become a household name.
MeUndies sells its underwear a couple different ways: in individual pairs for $16 to $18, in packs of various sizes for $42 to $4,000 (yes, $4,000), or as a subscription service. About 20% of MeUndies customers are subscribers, Lalezarian tells me, and this is where the customer engagement really comes into play. Users who sign up for the subscription service get MeUndies’ design of the month delivered to their door on the first of each month for $14 per pair. Each package comes with a corresponding knickknack; for example, a pebble-printed credit card holder for November’s Pebble theme, a zombie-fied deck of playing cards for October’s Rocking Dead theme, and a keychain with a bottle opener attached for July’s Summer Lovin’ theme. The trinkets combined with loud, playful underwear designs make each purchase a shareable experience, which isn’t always easy to come by when you’re selling underwear.
"The fact that we have guys who are showing their other guy friends what color of underwear they are wearing is a totally new thought," Lalezarian says. "No guy would ever want to show anybody else his underwear. But now that there’s this personality to it, that it’s not so boring and black and white, it creates that feeling of ‘I want to show my friend this and tell them about this,’ which is how word of mouth has been so big for us."
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Image: MeUndies
Women’s underwear, on the other hand, is slightly newer territory for the brand. While MeUndies has sold to both men and women since its inception, it only carried one women’s style, the Cheeky Brief, up until this year. In May, the brand launched the "All of Me" collection, MeUndies’ first big expansion into women’s products. The collection includes three different fits: a bikini, a boyshort, and a thong, and each type was tested out on a sample group of 300 to 400 of the brand’s most devoted female shoppers before going into mass production.
Plus, when you’re buying a houndstooth-printed thong, you’re buying into the whole brand experience, which Lalezarian and his team have worked hard to perfect at MeUndies. Each underwear purchase comes with a complimentary MeUndies snapback ("to better help you show off that MeUndies pride," an enclosed note explains). In years past, condoms were included with each purchase. When you order, the confirmation email comes from a mysterious person named "Jen," who also sends out periodic email blasts and Snapchats. The company built a billboard campaign around her; driving around Los Angeles, you’re bound to come across a grapey purple billboard that simply says "Who is Jen?" alongside the MeUndies logo. When I ask Fass to explain further, he passes, saying that it would spoil the fun.
While MeUndies underwear doesn’t come cheap — $18 for that houndstooth-printed thong is way more commitment than the typical seven for $27 deal that can be found at Victoria’s Secret — Lalezarian doesn’t seem too worried about the competition. "We’re making a product that doesn’t compare to Victoria’s Secret," he tells me. "The quality is much different, the design is different. Ours lasts a lot longer. With Victoria’s Secret, you’re probably buying more frequently than you would here. Women more than men tend to think of underwear as a disposable product. You wear it for six months then you throw it out and buy it again. That’s part of the way Victoria’s Secret has trained women to buy underwear, it gets you in the store frequently. It’s a bit different for men, they invest in the long run. In terms of quality our underwear is lasting a lot longer, you’re not replacing it as often and it’s a lot more unique."
"Women more than men tend to think of underwear as a disposable product."
On the marketing front, MeUndies takes an irreverent approach that, more often than not, toes a rather bro-friendly line. When Dallas Cowboys running back Joesph Randle made headlines for shoplifting underwear from a Dillard’s in Texas, MeUndies swooped in to set Randle up with a constant stream of MeUndies briefs and donated the equivalency of his fine to a Dallas-area charity. Similarly, when Seattle Seahawks running back Marshawn Lynch got fined for grabbing his crotch in celebration after making a touchdown, MeUndies set him up with his own supply of underwear and offered to match his fine with a charitable donation to Lynch’s foundation every time he grabbed his crotch in last year's Super Bowl.
"Those types of stories are a lot more engaging than advertisements," Lalezarian says. "Not many brands are willing to do what we did in that case. The kinds of guys who watch ESPN and watch football can admire us for taking that bold step."
Not that MeUndies’ advertisements are a snooze in comparison. When Facebook banned an overly sexual MeUndies ad in 2014, the brand responded by circulating another Facebook ad mocking the company for banning the ad and asking viewers to click through to a "Too Hot For Facebook" section of the site to see the uncensored ads. Click-through rates quadrupled on that ad, according to Digiday.
The brand got press for advertising on a porn site in 2013, in the form of a banner ad showcasing a woman with her face turned away, wearing nothing but socks and "SHE LIKES LONG _OCKS" written in block letters over the image. (The American Apparel comparisons really come into focus here.) MeUndies ads regularly appear on comedian Bill Burr’s podcast; in one episode, he opens with discussing the virtues of "slapping the shit" out of a woman and then, 20 minutes later, sings a MeUndies jingle and shills the briefs. When rapper Lil Dicky gets to the part of his live show where he gives a woman in the audience a lap dance, he does it in MeUndies briefs.
Lalezarian says that any controversy that the brand attracts for its stunts is worth it, although he acknowledges that the team learned that negative reactions tend to have more reach. In any case, it doesn’t seem to be slowing the brand’s growth. On social, MeUndies regularly engages with over 200,000 Facebook followers, although Fass says the brand’s most active platform is Instagram, which has grown from 30,000 followers to 110,000 followers in just under a year. Fass credits the growth to a combination of using Instagram personalities (including LA’s own cookie genius) to promote the underwear and encouraging customers to share their own photos of MeUndies on the platform.
"I think people want to see interesting photos of people in their underwear."
"One thing we really love to do is [show] people in underwear doing things," Fass explains. "I know it sounds really simple, but when someone is out doing something that they’d normally be doing in full clothes, but they’re doing it in underwear, it makes a great photo, so we’re kind of lucky in that sense. I think people want to see interesting photos of people in their underwear." Next year, Fass is aiming to hit half a million followers on Instagram.
MeUndies may still be small but it's attracting a variety of talent away from impressive brands: the company just hired its first creative director from Beats by Dre, where he held the same position, and MeUndies’ head of product development spent time at Target and Abercrombie & Fitch before crossing over into start-up life. "I think we’ve built an incredible team," Lalezarian says. "There’s a special magic to the culture we have here that is really hard to replicate, and it takes time."
Lalezarian has his sights set on a couple hundred million in revenue, which he says is in view as long as the team keeps honing MeUndies’ obsessive, weirdly passionate culture of underwear. "You know how Clark Kent has a Superman outfit on under his shirt and no one knows? It’s kind of the same thing with the underwear you’re wearing that day," Lalezarian tells me. "It gives you a sense of confidence. It sounds crazy, but there is something special about this category that’s been forgotten."

Case 4:   Midlands' leading entrepreneurs.
https://www.birminghampost.co.uk/business/business-news/ey-names-midlands-leading-entrepreneurs-7282839
Birmingham city council support for business, available grants, other information
https://www.birmingham.gov.uk/info/20139/support_for_business

Case 5: Top UK entrepreneurs
https://addicted2success.com/news/the-top-10-uk-entrepreneurs-britains-richest-and-wealthiest-entrepreneurs/
Finance and businesses support for all UK city council, available grants, other information
https://www.gov.uk/business-finance-support
Case 6: Why Apple is winning: Innovation, Opportunity and Execution
pple is building one of the most stunning financial runs in the history of corporate America, as Tuesday’s blowout showing affirmed. The company says it’s sold over 365 million digital devices over the last five years — 50 million last quarter alone — and is currently averaging nearly $4 billion in monthly profit. It has amassed $110 billion in cash. Most insanely, this could just be the beginning: Apple is exceedingly well-positioned to take advantage of several major trends in the new digital economy.
Thanks to a combination of anticipation and luck, Apple — which nearly went bankrupt before the last tech boom — is poised for even greater heights if it can continue to out-think, out-innovate and out-execute its competitors. Here are three major forces buoying Apple’s growth and pushing the company forward.
Innovation: One of Apple co-founder Steve Jobs’ key lessons was to skate to where the puck will be, a figure of speech borrowed from hockey that boils down to anticipating the key action, and avoiding the late hit. Instead of relying on what the customer says they want — on a market research survey, for example — Jobs insisted on defining needs that consumers didn’t know they had. Millions of Americans might have been satisfied with — or at least sanguine about — their Sony Walkman mobile analog tape decks, but that was before the iPod and iTunes, which dramatically changed the music business and the way we interact with our music players.
Motorola Razr flip-phones were all the rage until the iPhone demonstrated the potential of the smartphone beyond businesses to everyday users, who gained easy access to email and mobile browsing. For the first time, consumers felt like their computer was mobile. Now, the iPad has introduced an entirely new PC product line to the popular market — one that’s reshaping centuries-old traditions of paper-based reading. One need only observe New York City’s subway lines on a morning commute to understand how quickly the change from print to digital is happening.
Opportunity: Three ongoing trends have created the environment for Apple to continue its ascent: Smartphones, tablets, and Asia. In March, for the first time, smartphones outnumbered basic mobile phones. Fifty percent of Americans now own a smartphone, and this secular shift has fueled an entirely new, re-enforcing industry — the “app economy.” Meanwhile, tablet sales, which were slow to catch on over the last decade, are soaring. Apple sold 11.8 million iPads, a 151% increase over last year. Now, millions of consumers are lining up to buy tablets, and with little lower-priced competition — other than the nice but comparatively limited Amazon Kindle — Apple has smartly positioned itself at the high end of this market.
On the other side of the world, Asian and new developing markets are just beginning to boom — and the potential is truly staggering: hundreds of millions of possible new consumers. Apple’s Chinese sales have tripled over the last year — and that’s without the new iPad, which Apple has held back because it simply can’t produce enough of them. Some 55% of the company’s sales came from foreign countries. If Apple can keep up its innovative product pipeline, it’s easy to be very bullish about sales growth internationally.
Execution: Yes, Apple CEO Cook, who took over the company after Steve Jobs died last year, inherited a good thing. But as COO over the last decade Cook played a key role in honing Apple’s razor-sharp production and supply-chain success. A low-key but extremely focused and driven operational thinker with an Alabama drawl, Cook was the obvious choice to replace the visionary Jobs. Over the course of nearly three decades, Jobs defined what success meant on Apple’s terms — and the strategy to achieve it. Cook’s responsibility has been to execute Jobs’ vision, and he’s been so successful that the company finds itself in an unusual and enviable position for a global corporate giant: Apple literally cannot produce enough of its products to meet consumer demand.
Perhaps more importantly, Cook has displayed a pragmatic levelheadedness that has served Apple well following the brilliant and mercurial Jobs. Cook has moved aggressively to deal with questions about Apple’s supply-chain working conditions, particularly at Chinese industrial giant Foxconn. He’s loosened Jobs-era limits on matching corporate philanthropy. And he’s initiated a new plan to issue a dividend and buy back stock from Apple shareholders. Cook knows that he’s at the tiller of a juggernaut, and his thoughtful and poised manner has won him fans from the Apple commentariat — and the stock market. Apple shares topped $600 after-hours Tuesday and most Wall Street analysts are pointing to levels of $700 and higher over the next two years.
Investors have good, fundamental reasons to be bullish about Apple — Wall Street naysayers (such as they are) notwithstanding. The company has helped define the hottest tech category — the smartphone; it’s opened the door to widespread adoption of the tablet market — with the iPad. And it’s done this, all while buoyed — and perfectly set up — for the most important economic and financial secular change of the new millennium: the emergence of the nascent, middle-class Asian consumer, fueled by rising economic growth and standards of living.
Case 7: The development of Facebook's strategy including business and revenue model
You use Facebook, but have you ever wondered about its business model and how it has evolved? In my E-business and E-commerce Management book we have reviewed the development of Facebook for over six years now. I think it's still a great case study for both students and professionals to learn from, since it shows many of the success factors needed for a new start-up, including the risks of alienating users when their privacy needs are not listened to.
It’s incredible that Facebook now has more than a billion monthly active users worldwide, yet has fewer than 5,000 employees.
In this case study which we aim to keep up-to-date between the new editions of my books, I have structured the review of Facebook strategy using some of the customer-related aspects of the Business Model Canvas.
Facebook's value proposition
In 2013, the Facebook mission is simply to 'make the world more open and connected'.
Previously, it described itself as:
'a social utility that helps people communicate more efficiently with their friends, family and coworkers. The company develops technologies that facilitate the sharing of information through the social graph, the digital mapping of people’s real-world social connections. Anyone can sign up for Facebook and interact with the people they know in a trusted environment'.
You almost certainly know the story behind how the Facebook value proposition developed from watching the 2010 film The Social Network? It describes how Facebook was founded while Mark Zuckerberg was a student at Harvard University - initially for limited Harvard student membership. The initial viral effect of the software was indicated since more than half of the undergraduate population at Harvard registered on the service within the first month!
Zuckerberg used open-source software PHP and the MySQL database to create the original 'TheFacebook.com' site and these technologies are still in use today. 
The film also describes the long-running dispute on the ownership of Facebook since another Harvard-originated social networking site ‘HarvardConnection’, which later changed its name to ConnectU, alleged in September 2004 that Zuckerberg had used their source code to develop Facebook when they originally contracted him to help in building their site.
When Facebook first launched in February 2004, there were just three things that users could do on the site which are still core to the functionality of the site.
· 1. Users could create a profile with their picture and information.
· 2. View other people’s profiles.
· 3. Add people as friends.
Core Consumer Benefits
The latest Facebook SEC update explains these core consumer benefits defined by the company:
· Connect and Share with your friends. Staying connected is the core feature as we would expect, but note the more emotional underpinnings of the other elements of the value proposition.
· Discover and Learn. Facebook references public figures and organisations that interest them – available through Facebook company pages.
· Express yourself. A fundamental need and Facebook does this through it’s key features which it describes as the Timeline, News Feed, Photos and Videos and messaging through Email, Chat and Text.
· Stay connected everywhere. Referencing the importance of mobile use and use on other sites to Facebook’s users and business model. People can access Facebook through the website, mobile sites, smartphone apps, and featured phone products.
Value proposition for marketers and businesses
Facebook works hard to monetise its audience particularly since it held its initial public offering (IPO) on May 18, 2012. This was the biggest IPO for an Internet company, with a peak market capitalization of over $104 billion. Facebook describes its offer to businesses as...
'Marketers can engage with more than one billion monthly active users on Facebook or subsets of our users based on information people have chosen to share with us such as their age, location, gender, or interests. We offer marketers a unique combination of reach, relevance, social context, and engagement to enhance the value of their ads'.
Commercial companies or Not-For-Profit organizations can also create their own Facebook Pages for their company (currently free). Facebook users can then express their support by adding themselves as a fan, writing on the company Wall, uploading photos, and joining other fans in discussion groups. When users become fans, they can optionally agree to be kept up to date about developments which then appear in their news feeds.
To encourage companies to advertise, Facebook uses an algorithm known as EdgeRank which determines the percentage of company status updates appear in a user’s newsfeed. 
Marketers need to work hard to maintain relevance of their posts using the techniques described by Marie Page in her explanation of EdgeRank.
Facebook's revenue model
Facebook has an ad-based revenue model. Some of the features of Facebook Ads  include:
· Targeting by age, gender, location, interests, and more.
· Alternative payment models: cost per click (CPC) or impression-based (CPM).
· ‘Trusted Referrals’ or ‘Social Ads’ – ads can also be shown to users whose friends have recently engaged with a company’s Facebook page or engaged with the company website.
Promises from Facebook at launch
At the time of the launch of ads, the Facebook blog made these comments, which indicates the delicate balance between advertising revenue and user experience. They said, first of all, What’s not changing?:
· Facebook will always stay clutter-free and clean.
· Facebook will never sell any of your information.
· You will always have control over your information and your Facebook experience.
· You will not see any more ads than you did before this'.
And what is changing?:
· ‘You now have a way to connect with products, businesses, bands, celebrities and more on Facebook.
· Ads should be getting more relevant and more meaningful to you'.
Facebook’s Strategy -  framework of key elements of SEC filing 

· 1. Expand global community. Facebook names specific 'relatively less-penetrated, large markets' such as Brazil, India, Mexico and Japan.
· 2. Develop social products to provide the most compelling user experience.

As with many SEC filings of successful Internet businesses there is a clear commitment to user experience.
Facebook’s approach?  based on Insight: 'To provide the most compelling user experience, we continue to develop products and technologies focused on optimizing our social distribution channels to deliver the most useful content to each user by analyzing and organizing vast amounts of information in real time'.
Smart Insights (2012) quotes Andrew (Boz) Bosworth who is the Director of Engineering at Facebook as saying, 'Every day, we run hundreds of tests on Facebook, most of which are rolled out to a random sample of people to test their impact. For example, you may have seen a small test for saving news feed stories last week. Other products might require network effects to be properly tested, so in those cases we launch to everyone in a specific market, like a whole country'.
· 3. Mobile Products. Facebook is seeking to make these more engaging and more easily available. By the end of 2012 Facebook ad more than 680 million average monthly users of mobile services. The acquisition of photo sharing app Instagram in August 2012 was part of this strategy.
· 4. Facebook Platform. Facebook notes the importance of developing an open system through apps and websites built by Developers using the Facebook Platform, including API (Application Programming Interfaces) and Social Plugins (for example, Like and Share buttons) to help integration with other services such as websites.The Facebook Platform was introduced in 2007 and by January 2008, over 18,000 applications had been built on Facebook Platform with 140 new applications added per day.

More than 95% of Facebook members have used at least one application built on Facebook Platform. Facebook Platform for mobile applications was launched in October 2007, although many Facebook users already interacted with their friends through mobile phones.
· 5. Improve ad products. With the IPO, this is a vital aim for Facebook but it has to be balanced against the other elements of the strategy, particularly 2.

Facebook states: 'Our advertising strategy centres on the belief that ad products that are social, relevant, and well-integrated with other content on Facebook can enhance the user experience while providing an attractive return'.
· 6. Build a scalable infrastructure. Facebook believes it’s investment in software and hardware infrastructure has enabled them to provide a 'unique, personalised experience' to each of their users around the world.

Facebook explains its technology investments as focusing on analytics and development in areas including content optimization and delivery, graph query, media storage and serving, large-scale data management, and software performance.
6. Facebook’s competitors
Curious to think of a company as large as Facebook having competitors, it has new global rivals and local rivals!. Facebook mentions Google+, which Google has integrated with some of its products, including search and Android, as well as other, largely regional, social networks that have strong positions in particular countries, such as Mixi in Japan and vKontakte and Odnoklassniki in Russia.
It also describes companies that offer microblogging (Twitter), Developers of platforms such as Apple iOS and Google Android and Games Developers as key competitors.
It has taken the decision not to create a competing mobile platforms, instead in 2013 launching 'Facebook Home on Android' to increase usage of Facebook on these devices.
Risk factors
Today Facebook states that 'Trust is a cornerstone of our business' and they now dedicate significant resources to the goal of building user trust through developing and implementing programs designed to protect user privacy, promote a safe environment, and assure the security of user data.
Facebook has to some extent learned this lesson from early mistakes, with incidents including:
· Initial concerns about privacy of member data – 14 December 2005.
Two MIT students downloaded over 70,000 Facebook profiles from four schools (MIT, NYU, the University of Oklahoma, and Harvard) using an automated script, as part of a research project on Facebook privacy.
· New feed functionality launched – September 2006.
New information feeds were launched in mid-2006 which show the challenges of balancing the benefit of new functionality against disrupting existing user habits.Writing in the Facebook blog in September 2006, Mark Zuckerberg said, ' We’ve been getting a lot of feedback about Mini-Feed and News Feed. We think they are great products, but we know that many of you are not immediate fans, and have found them overwhelming and cluttered. Other people are concerned that non-friends can see too much about them. We are listening to all your suggestions about how to improve the product; it’s brand new and still evolving'.
 
Later, in an open letter on the blog dated 8 September 2006, Zuckerberg said, ' We really messed this one up. When we launched News Feed and Mini-Feed, we were trying to provide you with a stream of information about your social world. Instead, we did a bad job of explaining what the new features were and an even worse job of giving you control of them. I’d like to try to correct those errors now'.
Privacy Concerns sparked by Beacon Technology (November 2007)
Facebook received a lot of negative publicity on it's new advertising format related to the ‘Beacon’ tracking system.
How did Mark Zuckerberg respond in his blog?(5 December 2007)
'About a month ago, we released a new feature called Beacon to try to help people share information with their friends about things they do on the web. We’ve made a lot of mistakes building this feature, but we’ve made even more with how we’ve handled them. We simply did a bad job with this release, and I apologize for it. While I am disappointed with our mistakes, we appreciate all the feedback we have received from our users. I’d like to discuss what we have learned and how we have improved Beacon'.
'We were excited about Beacon because we believe a lot of information people want to share isn’t on Facebook, and if we found the right balance, Beacon would give people an easy and controlled way to share more of that information with their friends'.
What did they admit to missing? - the right balance. It was supposed to be lightweight - touch it to work. The problem was following an opt-out system instead of opt-in - as someone would forget to decline to share something; Beacon still went ahead and shared it with their friends. It took them too long after people started contacting them to change the product so that users had to explicitly approve what they wanted to share.
Instead of acting quickly, Facebook took too long to decide on the right solution!.
Privacy setting concerns – Autumn to 2009 to Spring 2010
In December 2009, Facebook implemented new privacy settings. This mean't some information, including ‘lists of friends’, was ‘publicly available’, when it was previously possible to restricted.
Photos and some personal information were also public unless users were sufficiently knowledgeable and active to limit access. Privacy campaigners including the Electronic Frontier Foundation and American Civil Liberties Union criticized the changes. In May 201, further changes were made to give users greater control and simplify the settings.
Facebook lists some of it's other key risk factors as:
· users increasingly engage with other products or activities; failure to introduce new and improved products.
· introduce new products or services not liked; users feel that their Facebook experience is diminished as a result of the decisions made with respect to the frequency, prominence, and size of ads that are displayed.
· unable to continue to develop engaging products for mobile devices, that work with a variety of mobile operating systems and networks, and that achieve a high level of market acceptance.
· unable to manage and prioritise information to ensure users are presented with content that is interesting, useful, and relevant to them.
· users adopt new technologies where Facebook may not be featured or otherwise available.

 
On a snowy Paris evening in 2008, Travis idea—tap a button, get a ride.
What started as an app to request premium black cars in a few metropolitan areas is now changing the logistical fabric of cities around the world. Whether it’s a ride, a sandwich, or a package, we use technology to give people what they want, when they want it.
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