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CAquaSPICE A business model must be simple-understandable and efficient.

What is a Business Model?
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A business model describes
the rationale of how an
organization creates, delivers,
and captures value




What is a business model?

" Although value is central, it is important to point out that the business model is
conceptual, rather than a financial, model of a firm (Teece, 2010). As such, it is thought to
describe how and why a firm provides a product or service on a competitive market by
credibly presenting what it is that motivates the actors that are involved in the value
creation, as well as the factors that enable the firm to capture value (Teece, 2010).

Long-term

competitiveness

|
| | |
Value offering Reso.ur.c.es = Value capture
activities
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TRANSITION OR EXTINCTION?
¥ AquasPICE

) CREATE VALUE
Business
model
Social Environmental

Business - -
as usual - -

!

» Business transformation= business transition

6




: How do we build a business plan?
@Aqua

& Customer g Value & Channels & Customer
Segments Propositions Value propositions Relationships
An organization serves It seeks to solve customer  are delivered to customers  Customer relationships
one or several Customer problems and satisfy through communication, are established and
Segments. customer needs with distribution, and sales maintained with each
value propositions. Channels. Customer Segment.



: How do we build a business plan?
@Aqua

%

& Revenue B Key i Key B Key & Cost
Streams Resources Activities Partnerships Structure
Revenue streams result Key resources are the ... by performing a num- Some activities are The business model
from value propositions assets required to offer ber of Key Activities. outsourced and some elements result in the
successfully offered to and deliver the previously resources are acquired cost structure.
customers. described elements ... outside the enterprise.
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” CUSTOMER SEGMENTS
@AquaSPICE

" “The Customer Segments Building Block defines the different groups of people or
organizations an enterprise aims to reach and serve

Attract (Distribution Relationships

Chann6|5) e Trusted brand

e Advertising e Good quality products
e Sales e Fidelity
e Regular customers

Profitability/Pricing Pricing/Customer

e Range of products behaviour

e Price of the products e Higher-priced products
e Customers’ share e Good quality products

e Customers’ income/ purchasing
power
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customer segments

Mass Market Segmented

on one large group
of customers with
broadly similar needs
and problems

Customers with similar
but varying needs and
problems
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Diversified Multi-side platform

Some organizations
serve two or more
interdepen-
dent Customer
Segments

Two unrelated Customer
Segments
with very different
needs and problems.

Niche market

Customers with
very specific needs



@ Value proposition
AquaSPICE
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PRODUCTS
SERVICES

CUSTOMER
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customer segments

Newness

Serve entirely new
needs (technology)
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Performance

Improving a service or a
product

Customization

Customising products &
services to the needs of
specific customers

A product that might
stand out because of its
superior design

Brand/status

Customers with
specific
preferences to
brands due to their
status




@AquaSPICE

customer segments

Cost reduction

Offering similar value at Helping customers
a lower price reduce their costs
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Risk reduction

Risk reduction for a
product or service that
has been purchased
(guaranteed products)

Accessibility

Making products and
services available to
customers lacked access

Convenience/usab
ility

Making things
easier or more
convenient to use




Communication & distribution channels

™

Raise awareness Allow customers to Post ; .
-pur
about products & Evaluate a company buy products & ost-purchase Ctus omer
services services S Rfrels
-

Communication Distribution Sales
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7 CUSTOMER RELATIONSHIPS
@AquaSPICE

Customer
Segments

Dedicated
Personal : Automated
. customer Self-service .
assistance : services
assistance

Co-creation
(reviews,
comments)

Communities
(online)

15
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Z/@\, Revenue streams
W AquaSPICE

How can companies generate cash?

= The Revenue Streams Building Block represents the cash a company generates from each
Customer

Segment (costs must be subtracted from revenues to create earnings);

= For what value is each Customer Segment truly willing to pay?

= Pricing mechanisms:

Yield
Auctioning management(affect
Fixed prices Bargaining prices (binding Market dependent Volume dependent consumer behaviour

processes) to generate more

Customers pay for:

Contribution to the
T f t H th
ypes of products ow do they pay e e—
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Revenue streams

How cash can be generated?

Subscription fees

e Ownership rights e Fee for a e Fees for having
e Products particular use access to
e Charge for use products/services
numbers

e Use of a product/service e Use of intellectual e Gain revenue from e Brand
for a specific duration property under a fee acting as an e Product/service
under a specific fee e Allows users to generate intermediate between

revenue from two different actors/

manufacturing or parties

commercialisation of a
service/product (music
licensing)

17
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Pricing mechanisms:
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Pricing Mechanisms

Fixed Menu Pricing

Predefined prices are based on static variables

List price

Product feature

cfva!den[

Customer segment

dependent

Volume dependent

Fixed prices for individual products, services,
or other Value Propositions

Price depends on the number or quality of

Value Proposition features

Price depends on the type and characteristic

of a Customer Segment

Price as a function of the quantity purchased

Dynamic Pricing

Prices change based on market conditions

Negotiation

(bargaining)

Yield management

Real-time-market

Auctions

Price negotiated between two or more partners
depending on negotiation power and/or negotiation skills

Price depends on inventory and time of purchase
(normally used for perishable resources such as hotel

rooms or airline seats)

Price is established dynamically based on supply

and demand

Price determined by outcome of competitive bidding



“@ Key resources
AquaSPICE

= Key resources: important assets required to make a business model work

e manufacturing e brands, proprietary e knowledge-
facilities, buildings, e knowledge, intensive and
vehicles, machines, patents and creative industries

e systems, point-of- copyrights, e Scientists, experts,
sales systems, and partnerships, experienced
distribution e and customer personnel, highly

e networks databases educated
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¢ financial resources

e and/or financial
guarantees, such
as cash, lines of

e credit, or a stock
option pool for
hiring key
employees
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@AquaSPICE Key activities

" Key activities: actions that company needs to do to successfully develop its business model

New solutions to continuous
Production customers’ problems (knowledge

management and continuous

training processes)
Platform/network

Designing/ Producing/

Delivering a product or service

A designed platform as key activity of

business operation

20
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@AquaSPICE

Key partnerships

" Companies create alliances to optimize their business models, reduce risk, or acquire

resources.

21

Coo . )
e Alliances e Strategic
between non- partnerships
competitors between
competitors
o ' J
Str.ateglc Competition
alliances
Joint Buyer-
s Ventures supplier ™

e Development
of new
businesses

N

e Relationships
to assure

supply




@AquaSPICE

What is the purpose of key partnerships?
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C Alliances between e Partnerships to perform \
competitors can reduce company’s own activities
risk

: Acquisition
. Reduction of quis )
: of particular
risk &
! resources &
uncertainty -
activities
: Optimisation
Partnerships P :
of scale & economic
. of scale B
e Public-private Relationship between
partnerships or industrial supplier & buyer for
symbiosis partnerships resource pooling
for developing new
investments in a common
area of interest
N\ /)




@Aquaf Cost structure

Value driven Cost-driven

* High-degree of e Low price value
personalised proposition
services * Automation

* Focus on value e Qutsourcing

creation with cost
considerations

23



@AquaSPICE Cost structure

Variable costs

Costs/volume number of products/ customers Music festivals

Economies of scale

Cost advantages that companies enjoy due to their

expansion / lower purchasing rate of raw material etc Clothing companies buying cotton

Economies of scope

|4l

Cost advantages that companies enjoy due to their Same departments or distribution channels support
multiple scopes and activities diverse products
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Business model canvas

BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS

Who are your key partners? What are the activities you per- What is the value you deliver What relationship does each Who are your customers?
form every day to deliver your to your customer? What is the customer segment expect you
value proposition? customer need that your to establish and maintain?

value proposition addresses?

KEY RESOURCES CHANNELS

What are the resources you How do your customer seg-
need to deliver your value ments want to be reached?

proposition?

COST STRUCTURE REVENUE STREAMS

What are the important costs you How do customers reward you for the
make to deliver the value proposition? value you provide to them?

(%) strategyzer

strategyzer.com
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@ External factors
AquaSPICE

REGULATORY TRENDS - - SOCIETAL AND CULTURAL TRENDS

TECHNOLOGY TRENDS @& & SOCIOECONOMIC TRENDS

SUPPLIERS AND OTHER VALUE MARKET SEGMENTS

CHAIN ACTORS ® h o
> ' NEEDS AND DEMANDS
v STAKEHOLDERS 0. KP KA VP R s .
3
=
i 1
N COMPETITORS INDUSTRY kR H | ~——® MARKET ISSUES
> (INCUMBENTS) FORCES |
- 4
w G RS e
3 NEW ENTRANTS [ | SWITCHING COSTS
T (INSURGENTS) a - .

.
REVEMUE ATTRACTIVEMNESS

]

SUBSTITUTE PRODUCTS
AND SERVICES

MACRO-
ECONOMIC
g FORCES 4,

® ®
GLOBAL MARKET CONDITIONS ECONOMIC INFRASTRUCTURE

. .
CAPITAL MARKETS COMMODITIES AND OTHER RESOURCES
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“@ Swot analysis
AquaSPICE

Strengths Weaknesses

SWOT ANALYSIS

Opportunities Threats




@Aqua Different parts of a business model

" Value offering, which describes customer value, customer relations, and market-
segmenting (e.g., Teece, 2010)

" Resources and activities, which describes how production of the value offering is done
through the management of production factors and activities (Amit and Zott, 2001; Zott
and Amit, 2010)

" Value capture, which describes the fiscal flows and economical aspects of relations to
main stakeholders, such as employees, suppliers, owners, and customers (Morris et al.,
2005). It also describes other types of intangible values that different stakeholders
capture through engaging in the value offer (Haque, 2011).

" [ong-term competitiveness, which describes the economic durability (Magretta, 2002)
and ecological sustainability (Stubbs and Cocklin, 2008) of the business model.
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