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OFFERING

Product Performance: The Product System: Creating of
development of distinguishing complementary products and
features and functionality. services.
=  Completely new products, or = Bundle separate products or services
significantly improved or together to create more value.
unique features and =  Could you or a partner create
functionality, qualities to additional related products or
existing ones. services?
" |t's the most visible and easiest OSCAR MAYER:

Modular lunch
packs for kids at
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BUSINESS CONFIGURATION

Profit Model: How you make
money.

®= |nnovative profit models will
often challenge an industry’s
conventions on offering,
pricing or revenue generation =

= And they have significant
potential since in
manufacturing industries the
dominant profit model might
go unquestioned for decades

GILLETTE:
Sells premium razors
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Network: How you connect with others to
create value.

Network innovations enable companies to
capitalise on their own strengths whilst harnessing
the advantage that might be derived from the
capabilities and assets of others.

This might include sharing the risk associated with
the development of new capability

TARGET

TARGET: Collaboration. with
leading designers for lines of
affordable designed goods and

fachinnc
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BUSINESS CONFIGURATION Structure

Structure: The organisation and
alignment of talent, resource and CON I YR BR AT 0N
assets.

Process: Developing and implementing unique

n i i i
Structure innovations can create superior methods.

unique value or efficiencies.
=  Process innovations involve a significant level of

= They canimprove productivity change from ‘business as usual’ that can drive
and collaboration, help attract greater capability, adaptability or efficiency.
talent to the company, and drive

= The development of unique processes can prove
difficult for competitors to access and can yield
» E.g.: Whole Foods Market, advantage for extended periods of time

SouthWest Airlines, Fabindia. @ @ o B
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Engagement
Service: supporting and

amplifying the value of your i 2 B BB S |

offerings.

Channel: The way in which your offerings is

= Enhancing performance, utility brought to customers

and loyalty through improved

design or service provision, fixing =  Channel innovations are focused on finding new or
multiple ways to bring products and services to
users, creating an extraordinary experience with
minimal friction

customer pain points and helping
to ensure seamless customer

journeys.
= This can elevate the average into
the exceptional, and create a C”-:?PRESSO: ‘
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EXPERIENCE

Brand: The representation of
your offerings and business.

®= |nnovations in the way that
consumers might recognise,
recall or associate your brand,

the distinct identity and ‘promise’

of your offering.

= Often incorporating multiple
customer touchpoints, these can
confer value, meaning and intent

to the offering.

VIRGIN: |
Brands products and
services with a dose
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Service Brand Custome
Engagement

X PERIVTENCE

Customer Engagement: Fostering compelling
interactions.

The development of more meaningful customer
connections derived from deep understanding of
customer aspirations, needs and desires.

Helping people to “find ways to make parts of
their lives more memorable, fulfilling, delightful -

even magical”
SpreadsShirt:
Clients of
SpreadShirt ‘

develop desigfi
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INVESTMENTS IN INNOVATION (melbu s

Profit Structum Process Procuct Praduct Channed Customenr
Model Performancs | System Engagemant

CONFIGURATION OFFERING EXPERIENCE
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TAETICS OVERVIEW

INNOVATION TACTICS
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Diversification

Add and expand into new or
different channels.

amazon

wehsevices:

Porsche Consulting

Sierpin, Fant. Suconen,

Pop-up Presence

Create a attractive, notable but
temporary enviroment to demon-
strate and sell your offerings ta-
king advantage of a

trend or seasonal

product. > A8

Context Specific

Offer timely access to goods and
services that are appropiate for a
specific location, occasion or
situation.

F
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Flagship Store

Create a store to showcase
exemplary brand and products.

Indirect Distribution

Use partners as resellers that
deliver the offering to the final
client.

Experience Center

Create a space that encourages
your clients to experience and
test your offerings — but purchase
them through a

different (and often

lower-cost) channel.

Go Direct

Connect directly to the customer
skipping traditional retail
channels.

Cross-selling

Suggest and sell additional /
complementary product or
service to an existing customer
that enhance their experience.

B0 [
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Multi-Level Marketing

Sell bulk or packaged goods to an
affiliated but independetn sales
force that turns around and sells
for you.

Non-Traditional Channels

Use novel channels to reach your

customers.
N

On-Demand

React promptly and flexible, and
deliver goods and services
whenever or wherever they are
demanded.

o



Premium

Establish a higher
price than compe-
titors because of
your superior offer
(better features,
experience, service,
brand, design,
etc.).

Installed Base

Develop a "core"
offer for small mar-
gins, or even loosing
money, in order to
create de-mand and
loyalty; then make
profit on additional

products and
services. E
Collect revenue not
directly from the
sale of a good, but
from structu-red
payment plans and

after-sale
interest.

Financing

Cost Leadership

Keep variable costs
low and
compensate
through high-
volume sales.
-

i
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Switchboard

Connect buyers and
sellers; the more
actors on each side,
the more valuable
the switchboard.

-~

Ad-Supported

Offer a service or
information for free
to a crowd and at
the same time sel-
ling this crowd as

!_melbu Ersamuae

Scaled
Transactions
Achieve high
volume and large
scale sales to
maximize margins,
when unit costs
are relatively
fixed.

Morgan

Auction

Enable the
potential buyers
to set the price of
a good or service.

Licensing

Permit the use of
your offering in an
specific way for a
certain amount of
money.

oy -
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Micro-
transactions

Sell items for one
dollar or cents in
order to provoke
impulse purchases
at high volume.

-
[

(e
User-defined

Ask customers to
establish the price
they want to pay.

W
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Metered Use

Customers pay only
for what they use.

Forced Scarity

Offer a limited
quantity or es-

tablish a limited

time to access
an offer, in or-

der to increase
demand and/or

prices.

Freemium

e

Provide free ba-
sic services and

at the same time
offer premium
services (advan-

ced or special
features) with a

cost.

-~
~

Bundled
Pricing

Sell in one trans-

action two or

more items that

could be sold

PPO®G

Subscription

Predict cash flows by
receiving customers'

one-time or
recurring fee in
advance in order to
have access to your
offer during certain
time.

Flexible Pricing
Vary the price for a
good or service
according to its
demand.

C

Epcrpyiusmally

Disaggregated
Pricing

Give customers the
opportunity to buy
just and only

what they e
L ot

Membership

Charge a payment to
provide different
benefits that non-
members do not

have.

Float

Receive up-front
payment for an offer
that is not build yet;
earn interest on that
money before

delivering the
good/service.

Risk Sharing

Do not claim standard
fees/costs if certain
measures/ goals are
not reached; yet gain
huge profit when they
are accomplished.
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More Entreprenaurial Life
at Bangladeshi Universities

Key Partners

Network

Key

Key Activities

Resources

Value
Propositions

Service

Customer
Relationships

Customer
Segments

Channels

Cost Structure

Co-tuncad by thw
Erasmus s Programme
af the European Unian

16
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Technology

Business
Model
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BUSINESS MODEL CANVAS: AZURI/INDIGO (melbll\:“’;f;:mm,

Key Partners Key Activities Value Customer Customer

. Propositions Relationships Segments
Key Resources Channels

Cost Structure--- Revenue Streams -

Based on: www. voutube com/watch?v=Pw4fHdvmYvo
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BUSINESS MODEL CANVAS: AZURI/INDIGO
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More Entreprenaurial Life
at Bangladeshi Universities

Key Partners Key Activities Value Customer Customer
Propositions Relationships Segments
Distribution /
Cambridge Installation
University
Help People Light
Development / Their Home Rural African
solar Aid Manufacturing Cheaply Using Consumer
(NGO) Solar Power Who Have No
Access To
Key Resources Channels Electricity
License To Use Renting Local
Patents Service \endors
Manufacturing Technology
Partner Solar Energy Solar Aid
Installations (NGO)
Cost Structure Installaion = .,y = Manufacturing | Revenue Streams Renting Fee
Cost Costs
Based on: www.youtube.com/watch?v=Pw4fHdvmYvo
Pmelbu : o §
b

19



/ 4

BUSINESS MODEL CANVAS: AZURI/INDIGO
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More Entreprenaurial Life
at Bangladeshi Universities

Costs
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peposit (51

Key Partners Key Activities Value Customer Customer
Propositions Relationships Segments
Distribution /
Cambridge Installatj .
University ation Help People Light
Their Home
ly Usin
. Deve\opme“t/ C:;z? ;owerg Rural African
Solar Aid Manufacturing Consumer
(NGO) Who Have No
Access To
Key Resources indigo Channels Electricity
License To Use > Local
Patents ey i pe yendors
Manufacturing Technology g ’l:@
Partner Solar Energy Solar Aid
Installations B O — (NGO)
Cost Structure Instglla;cion calary  Manufacturing
0S

1x Indigo Kit
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YOUR TASK
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What could be the Innovation in your Business Model ?
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Profit Network | Structure Process
Model 1 2 3 4
CONFIGURATION
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