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TNO 7
GOAL OF THE SESSION AND AGENDA

Introduction to business modelling and scaling, as well as its importance in every step from product
Innovation to impact at scale

Explanation of different workshop formats we offer between June and September

Selecting a workshop which best suits your needs, interviews conducted so far have served as first
input

*+ Explanation of business model

*» Importance of business modelling and scaling
s Workshops offered per phase

+* Selecting the workshop that fits your needs
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WHAT IS A BUSINESS MODEL?

» A business model:

» Spells out the core logic of value creation for the customer (segment)
and how actors in return are able to capture

» Detalls the internal and external resources that are needed to support
this logic

» Serves as the concrete plan-of-action to achieve strategic goals



WHAT IS THE DIFFERENCE BETWEEN THE BUSINESS

MODEL AND BUSINESS CASE?

The Business Model Canvas

Key Partners

@

Key Activities

Key Resources

-

Value Propositions 8% | customer Reiationships 4

Customer Segments

Channels s

n

Cost Structure

@ | reverue streams
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WHY DO BUSINESS MODELLING AND SCALING?
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MAKING IMPACT REQUIRES SCALING OF YOUR
INNOVATIONS

» Your projects focus on technical, social or organizational innovations
» To create impact, you need to market and scale your innovation
» Thus your business model needs to be fit for scaling

Y
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EVERY ORGANIZATION HAS A BUSINESS MODEL,
YOUR INNOVATION SHOULD HAVE ONE TOO!

» Every organization has a business model
» A business model spells out how to market your innovation
» What is the business model surrounding YOUR innovation?
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IN SUSTAINABILITY INNOVATIONS, BUSINESS
MODELS BECOME MORE IMPORTANT

» Small revenues per unit of sale

» Substituting business as usual

» Often not solving a direct ‘pain’ or need of a customer, but a long term collective
problem

» Your business model needs to compensate
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YOU CANNOT CREATE LASTING IMPACT ALONE,
YOU NEED YOUR ECOSYSTEM!

» Adapt business model to your local context
» Understand how innovation affects other actors
» Develop partnerships to make your innovation a success
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BUSINESS MODELLING AND SCALING IN EVERY
PHASE

Market entry/

Commercializati
on

* What scaling strategy
will you use to make
impact?

» Can your value
network support your

» What does your
future value chain
look like?

» Does your product fit
in existing supply

* Who needs your
product?

* What problem is your
product solving?

« Can your customers

pay for your product? chains? scaling ambition?
« How difficult is it to * Who are you * Will ‘business as
use your product? competing with or usual’ hinder your
what are you scaling effort?
substituting? « Who do you need to
» With whom do you partner with to scale
need to partner to further? How will
guarantee success? value be distributed
among you?

\_ J \_ J




WORKSHOPS PER PHASE

Market entry/

* Value proposition
and business model
workshop
- How to develop a

value proposition
and business model
that solves the
needs of my
customers

* Collaborative
business modelling
for the value
network

- Analyse your

Commercializati

future value
network, discover
what key actors are
needed to make
your innovation a
success and how to
form meaningful
partnerships
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*The role of the value
network in scaling
- Discover various

scaling strategies and
the role of your value
network in successful
scaling, can your
network support your
scaling ambition?

*Value Case

Methodology

- multi-value multi-actor
decision problem




VALUE PROPOSITION AND BUSINESS MODEL

WORKSHOP

> What you do
» What you learn

Our
r Products and Services

help(s) -
who want to

-
»\(C Jobs to be done

) wverb (e.g. reducing, avoiding) @ and a customer pain

and _
verb (e.g. increasng, enabling) @ and a customer gain
.

(unlike

| competing value proposition

What activities are currently
and to be conducted as aresult
of the solution?

What stakeholders are involved
to support this?

What information or action is
needed (delta as-is / to-be)?

Value Proposition

Gain creators

Products
& services

Customer Profile

S

Pain relievers

S8
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COLLABORATIVE BUSINESS MODELLING FOR
THE VALUE NETWORK

Strat d t hi \
» What you do o bjectives

Government Res--rch| Business model and services Donors
KR KR H KR
) Wh a.t you |earn i i Impact to be achlevgd u - A
:;1 Ecosystem boundaries ::4
4 I v
Monitoring and continuous y :
reassessment Ecosystem mapplng
Evaluate and update Strategy L';vem' Partner typ($g|:2)d functions
. . e
Develop impact indicators IN Partnership mechanisms
Identify new partners and IF .
developments Network overview
'
I Valus ". Walue Supply chain
Supplier Producer Off-taker sumer
KR KR KR
LY Valu KA Walue KA Walue
IN TN *+—*"in - y
IF * IF f
Ecosystem action plan and
Legenda strategy development Ecosystem assessment tal. (2018)
Relstionship strength: To involve new partners, Strengths, weaknesses
"'w"' > 4 Develop / improve mechanisms Missing links in the ecosystem
2k Inbemwesn St for effective linkages
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THE ROLE OF THE VALUE NETWORK IN SCALING

Eco-system

) Wh at yo u do Government Research institute NGOs Donors

KR KR KR KR
KA KA KA Value KA
+—>

> What you learn ¥ B ! k

Value network

Value i Value

Va‘ue - Va‘ue
Legenda Inspired by Brehmer etal. (2018)
Relationship strength: EEY ’Ec? u(ces(lt(ﬁl)J
. ¢ ) ¢ > ey activities
« > Interest (IN)
Weak In-between  Strong Influence (19

Chdaeu Ui AISISSU0S e 21l (LU 10).
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VALUE CASE METHODOLOGY

» What you do = D
» What you learn ’ COMPLEX DECISION CONSENSUS ‘

DESIGN x&
@ WORKSHOPS
V ]&}ERVIEWS ,Q
' : ? SELECTION OF TOOLS
QUANTIFICATION o VALUATION

-

M= ¢
o +
@ P X o
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WHICH WORKSHOP SUITS YOUR NEEDS?



' .THANK YOU FOR YOUR ATTENTION
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