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Week 7/8: New Business Models

Week 9: Integrating social into business models
Week 10: Turning ideas into minimum viable product
Week 11/ 12: Sustainability and Social Innovation
Week 13: Network and capacity building

Week 14: Supporting social Innovation

Week 15/ 16: Good practices in Social Innovation
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Learning Objectives

« The learn about the various various business model tools
« To look at the components of business model tools

- To be able to integrate these concepts into practice



The Business Models tools

« Opportunity Analysis Canvas (OAC)
« Business Model Canvas (BMC)

« Lean Canvas Model



Opportunity Analysis Canvas

- Argues that anyone can be a successful startup entrepreneur

« Corporate innovator

« Created by Dr. James V. Green N ._
« Nine step experience eneeprencusia ndusty

Green, J. V. (2015). The opportunity analysis canvas. Venture Artisans.



Components of OAC

» Thinking Entrepreneurially
» Entrepreneurial Mindset
» Entrepreneurial Motivation Entrepreneurial

Motivation

- Entrepreneurial Behavior

Entrepreneurial
Behavior

Green, J. V. (2015). The opportunity analysis canvas. Venture Artisans.



Components of OAC

» Seeing Entrepreneurially
. Industry condition Condition
 |ndustry status
- Macroeconomic change

« Competition

Green, J. V. (2015). The opportunity analysis canvas. Venture Artisans.



Components of OAC

» Acting entrepreneurially

« Value innovation

Opportunity

« Opportunity identification Identification

Green, J. V. (2015). The opportunity analysis canvas. Venture Artisans.



Business Model Canvas

« Nine ‘building blocks’
» Proposed by Alexander Osterwalder in 2005
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https://www.garyfox.co/wp-content/uploads/2019/06/Business-Model-Canvas-Small.png

Components of Business Model Canvas

 |nfrastructure
» Key activities
« Key resources

« Parther network

Osterwalder, A., Pigneur, Y., Oliveira, M. A. Y., & Ferreira, J. J. P. (2011). Business Model Generation: A handbook
for visionaries, game changers and challengers. African journal of business management, 5(7), 22-30
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Components of Business Model Canvas

VALUE PROPOSITIONS
‘/-‘r.nl_)f.rf,- Activr ‘?"' do our Value Propositions requirg?

» Offering
 Value proposition
- Quantitative - price and efficiency

. Qualitative - overall customer experience and outcome

Osterwalder, A., Pigneur, Y., Oliveira, M. A. Y., & Ferreira, J. J. P. (2011). Business Model Generation: A handbook
for visionaries, game changers and challengers. African journal of business management, 5(7), 22-30



Components of Business Model Canvas

« Customers

« Customer segments

« Channels

» Customer relationships

Osterwalder, A., Pigneur, Y., Oliveira, M. A. Y., & Ferreira, J. J. P. (2011). Business Model Generation: A handbook
for visionaries, game changers and challengers. African journal of business management, 5(7), 22-30
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Vhat type of relationship does each of our Customer
Segmenis axpect us to astablish and maintain with them?
Vihich ones have we establishad?
Haw are they imegrated with the rest of the business model?
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CHANNELS &

Through which channeis do our Customear Segments
want 1o be reached?

How are we reaching themn now?

How are owr Channeis Integrated™

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?
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For whom are we creatng value?
Who are our most valued customers?
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Components of B

« FInances
« Cost structure

« Revenue streams

usiness Model Canvas

Osterwalder, A., Pigneur, Y., Oliveira, M. A. Y., & Ferreira, J. J. P. (2011). Business Model Generation: A handbook
for visionaries, game changers and challengers. African journal of business management, 5(7), 22-30
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Which Key Resources arne the most expansiva?
Which Key Activities are the most axpensivae?
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REVENUE STREAMS isi

For what value are our cusiomars really wiling to pay?
For what do thay currently pay?

How are thay currently paying?

How would they prefer to pay?
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Lean Canvas Model

« Based on Business model canvas
- Adapted by Ash Maurya

« Popular among lean start ups
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Components of Lean Canvas Model

Problems

Customer segments
Unique value proposition
Solution

Channels

Revenue streams

Cost structure

Key metrics

Unfair advantage

m Unique value proposition Unfair advantage Customer segments

- Which classes are you
creating values for?
- Who is your most

What are the top three What is the minimum What is the product’s What is that you have
problems your key feature set (MVP) that tagline or primary that is extremely hard to

customers are demonstrates the UVP reason you are different copy? :
experiencing? up above? and worth buying? important customer?

Distribution channels

What is your North Star? - Through which channels that your
customers want to be reached?

- Which channels work best? How
much do they cost? How can they
be integrated into your and your
customers’ routines?

Cost structure Revenue streams

- What are the most cost in your business? For what value are your customers willing to pay?

- Which key resources/ activities are most expensive? What and how do they recently pay? How would they prefer to pay?
How much does every revenue stream contribute to the overall revenues?

Lean Startup Canvas by Ash Maurya is a variation of the strategyzer.com Business Model Canvas Fourwee kM BA

Link, P. (2016). How to become a lean entrepreneur by applying lean start-up and Lean Canvas?. In Innovation and Entrepreneurship in Education. Emerald Group Publishing Limited.


https://fourweekmba.com/wp-content/uploads/2019/11/lean-startup-canvas.png

Takeaways from this session

« There is no such thing as a perfect tool
« Recommended to use more than one tool

« Helps make quick decision

19



Our learning for next session

 |Integrating “SOCIAL” into Business models
- What does it mean

« How can we do it

20



Thank You!



