usiness Viodel
Innovation...
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Value Propositions Eﬁ” 3 ;‘ Customer Relationshin

Channels %

Customer Segments éé

Cost Structure

"x/.////

Revenue Streams

www.businessmodelgeneration.com

SN CICIOICKO)




9 9 BUSINESS Model iInnovation 1S

about being

DIFFERENT!“



Traditional Value Chain vs. Modern Value Chain

Traditional Assets / Inputs / Product /
value chain Core Raw Service Customers

Competencies Materials Offering

Goal: Maximize market share from existing competencies ... and profits
will surely follow (won't they?)

Inputs / Assets /
Customer
Modern Raw Core

value chain Materials Competencies

Priorities

Goal: Business designs with greater customer relevance ... which is where
the profits are



Click to LOOK INSIDE!

The
Entrepreneur’s
U1de to
Customer

Customer Development

- B = oS

L

Customer
Creation

Customer
Validation

Customer
Discovery

Company
Building

Product-
Market Fit

Problem-
Solution Fit

Scale
Organization

Business
Model

Proposed

Scale Execution
MVP

Scale Operations

Sales & Marketing ' .
Roadmap

Proposed
Funnel(s)

Steve Blank's Customer Development by Brant Cooper; custdev.com



Customer Discovery,

State Your Business Model

Key Partners ’

Who are our Key Partners?
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS:

AR N A7 VAN Z4 0 | [ERR]

T

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE.

Value Dri

SAMPLE CHARACTERISTICS:

A VAN ¥

¥ Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATEGORIES

e/
AR TN -,

Key Resources \

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES

O o AT

g

S

EUROPEAN

’ Customer Relationships

What type of relationship does each of our

Value Propositions | 1

What value do we deliver to the customer?

Which one of our customer’s problems are we helping to solve? Customer
What bundles of products and services are we offering to each Segments expect us to establish and maintain
Customer Segment? with them? 3

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

Which customer needs are we satisfying?

CHARACTERISTICS

o Dor EXAMPLES

pj |P'-.u BSR4 5 L1 I\

Channels -

—_— N

reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES:

‘.h\‘HH—\‘vnlll'..

‘\

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES: FIXED PRICING DYNAMIC PRICING

Through which Channels do our Customer Segments want to be

INNOVATION ACADEMY

Customer Segments’\

For whom are we creating value?
Who are our most important customers?




Phase Two:
"Get Out of the Building" to Test the /\

Problem: "Do Customers Care?" /06'5 P,
\[/’

Get your team "out of the building" to test the problem ana
to answer three key questions:

*Do we really understand the customer's problem?

*Do enough people really care enough about the problem
for this to become a huge business?

*And will they care enough to tell their friends?



Phase Three:
"Get out of the Building" and Test the
Product/Service Solution




SONY made in 1955 a successful
product out of the transistor and
developed a successful business model
out of it for the next 50 years.




Value proposition? Value proposition?

( iPod o
Artists >

Songs >‘
Conlacts >
Seltings >}




What are value propositons
for the products?

Now



Business model innovation

|. Value Innovation

VVe offer a better value proposition for an existing or new
problem

2.  Architectural innovation
VVe reconfigure the value chain so that a better value
proposition emerges

3. Revenue model innovation
VVe change the revenue mix and thereby creating a better
value proposition

4.  Cultural Innovation
Change the culture to create more value, e.g. Zappos with the
best customer service



You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
“and design tomorrow’s enterprises. It's a book for the . ..

P
h
H\vklﬂé

WRITTEN BY

Alexander Osterwalder & Yves Pigneur

CO-CREATED BY

An amazing crowd of 470 practitioners from 45 countries

DESIGNED BY
Alan Smith, The Movement

1\







HOW? WHAT? WHO?

S? €?







CUSTOMER

CAPABILITIES RELATIONSHIPS

CUSTOMER
SEGMENTS

PARTNER
NETWORK

y

KEY RESOURCES

DISTRIBUTION
CHANNELS

\f

v

COST STRUCTURE

REVENUE
FLOWS
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The Business Model Canvas """
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Key Partners : f g Key Activities & Value Propositions Customer Relatlonshpo Customer Segments é%
Key Resources Channels - e
Cost Structure oy Revenue Streams @
=
www.businessmodelgeneration.com e T T Ty (€ ® ®



Business Model
Innovation




If you are in a market for
giants...



..and you play with their rules
you will get nowhere...

e o ﬂ*’}&,,- L



,,...but if you can create your own rules
of engagement than you can compete
even in a market for giants."




“Well, | know we are In a
commodity market where the
price Is key, but | believe we can
sell the good for |0x as much
as before.”









SO.
SPRES

=

\“\




Nespresso changed the
for coffee






The business model system

PARTNERSHIP
NETWORK

OFFER - VALUE
PROPOSITION

CUSTOMER
RELATIONSHIPS

DISTRIBUTION

HANNELS

TARGETED
CUSTOMER
SEGMENTS

REVENUE MODEL




RESULTS



for the last
[/ consecutive years



fastest-growing business in
the



Nespresso has a
IN ESpresso
machine sales
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Thank you for your attention;)



