%

ENGINEERS4EUROPE

Business Model Canvas
A Reflection

2.1.

Alexandra Xavier and Pedro Peixoto




$0€0

Instructions
* Before class: Book: Dieffenbacher, S. F., Huttinger, C., Zaninelli, S. M., Lines, D., & Rein, A.
) (2024). How to Create Innovation: The Ultimate Guide to Proven Strategies and Business
* Watch Module Video Models to Drive Innovation and Digital Transformation. John Wiley & Sons.
* Reed recomended and .
suggested documents Business Model Canvas: strategyzer
e Download the Tools UNITE CORE Business Model Canvas: How to Create Innovation
* Proceed with this guide, ~ UNITE EXTENDED Business Model Canvas: Howto Create
completing all tasks Innovation

specified for completion
before class on each page.

e Set up a working group
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Instructions — Download Tools

Designed for: Designed bny: Date: ersion:

The Business Model Canvas
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Instructions — Download Tools

THE UNITE BUSINESS MODEL CANVAS H ‘ ‘

OPERATING MODEL EXPERIENCE MODEL

Value Chain 17 Value Proposition Brand
® th [
Key Resources Product System % Customer Relationships 0
& & -Engagement @

Key Partners @ Channels g

Service Model

REVENUE MODEL

THE UNITE INNOVATION & TRANSFORMATION MODELS
digitalieadership.com/UNITE

Yol the Creative > Digital Leadership
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Instructions — Download Tools

Version

THE UNITE EXTENDED BUSINESS MODEL CANVAS

Business Intentions & Objectives Massive Transformative Purpose @

UNFAIR ADVANTAGE OPERATING MODEL EXPERIENCE MODEL CUSTOMERS

Points of Differentiation % Value Chain @ Value Proposition ﬁ Brand E Customer Segments
Key Resources & Product System EEI Customer Relationships @

& -Engagement

ENTREPRENEURSHIP 4 ENGINEERS

Jobs-to-be-Done

Key Partners Y Channels A

Service Model

W

Costs for value creation & Income from customers (=1
TEAM
People & Structure Jf& Values & Culture @

THE UNITE INNOVATION & TRANSFORMATION MODELS

@0o

S Digital Leadership
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BEFORE CLASS - Fill-in your Business Model Canvas

Create your Traditional BMC _ _
Discuss among your working group

Using traditional Alexander Osterwalder Business Write all comments and potential improvements
Model Canvas, fill-in your Project BMC arising from your working group brainstorm over
your Project BMC
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BEFORE CLASS - Fill-in your Business Model Canvas

Designed for: Designed by: On:

The Business Model Canvas

Key Partners @ Key Activities & Value Propositions E ﬁﬁ/ﬁ Customer Relationshin Customer Segments E%

Propositions require

Key Resources 4

Cost Structure /S Revenue Streams N
S
. = . - -
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IN CLASS — Fill-in your UNITE CORE Business Model Canvas

Prototype your UNITE CORE BMC _ .
Discuss among your working group

Supported on UNITE CORE Business Model Canvas, Compare both Business Model Canvas
use existing guidelines from the presentation and . Traditional by Alex Osterwalder
the sources to fill-in your Project UNITE CORE BMC . UNITE CORE

Write all comments and potential improvements
arising from your working group brainstorm over
your Project BMIC comparison
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Value Chain

> What are our values chains and key processes?

What are our key value creating activities?

Do we have several key value chains?

Which activities in the value chain are we responsible for
and which are our partners responsible for?

Can we leverage the customer? Do we want them to carry
out certain steps in the value chain by themselves?

Key Resources

What are the key resources we need to create

our value proposition?

Which assets and capabilities do we need?

Which of these capabilities are non-core?

Which capabilities are core to our business?

Which capabilities truly support our differentiation?
What should we insource vs. outsource?

Key Partners

Who are our key partners?

Who are our key suppliers?

Which key resources are we acquiring from partners?
Which key activities outside of our value chain

do partners perform?

COST MODEL

What are the most important costs inherent in our business model?

FACULDADE DE ENGENHARIA
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Which key resources (assets & capabilities) and which key activities in our value chain are most expensive?
Which of our costs are fixed vs. variable? Can we turn fixed into variable costs?
How much money do we require to get going? Can we minimize that? What are the trade-offs?

Value Proposition

What is our value proposition (high-level)?

What value do we deliver to the customer?

Does this Value Proposition solve their Jobs-to-be-Done?
Which products & services are we offering to each
Customer Segment?

Beyond this, what value do we propose to our stakeholders
& key partners?

Product System

Which complementary products & services can you create?
How are your complementary products & services connected
or bundled to create a robust and scalable system?

How can you increase interoperability, modularity

and integration between your offerings?

How can you build a true ecosystems that captivates & delights
customers while defending against competitors?

Service Model

» Which differentiating, core and supporting services could you deliver?

» How does your service model help you differentiate in the market,
and can it create barriers to entry For other players/increase
switching costs for your customers?

» Can your service model help you increase loyalty and Customer
Lifetime Value (CLV)?

Thiswork is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
Designed by: Digital Leadership AG - digitalleadership.com. Building on the work of Alexander Osterwalder / Strategyzer.com.
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How do we earn money? What are our revenue streams?

For what value are our customers really willing to pay?

How much are our customers currently paying to satisfying this JTBD?
What are the main substitutes for our product?

How much does each revenue stream contribute to overall revenue?
What other benefits are we getting?

IN CLASS — Fill-in your UNITE CORE Business Model Canvas

THE UNITE BUSINESS MODEL CANVAS

OPERATING MODEL EXPERIENCE MODEL

Brand Ll

What is your core brand promise that attracts buyers and conveys

a distinct identity? What do you ultimately stand for?

How are you perceived today vs. how you want to be perceived

inthe future?

To what degree does your brand help you in the marketplace,

and how can you improve your brand equity?

How can you impl your brand exp e across all touchpoints?

Customer Relationships
& -Engagement

What type of relationships could you have with your customers?

How can you ensure that every interaction with your customer

makes them want to come back?

Based on your understanding of the JTBD of your customers, how can
you develop ingful connections b them and your company?
How can you ensure that your customers want to tell their friends
about your offering?

Channels

Through which channels do our customer segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?
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IN CLASS — Fill-in your UNITE EXTENDED Business Model
Canvas

Prototype your UNITE EXTENDED BMC _ .
Discuss among your working group

Supported on UNITE EXTENDED Business Model Compare both Business Model Canvas

Canvas, use existing guidelines from the . UNITE CORE

presentation and the sources to fill-in your Project . UNITE EXTENDED

UNITE EXTENDED BMC Write all comments and potential improvements

arising from your working group brainstorm over
your Project BMIC comparison
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IN CLASS — Fill-in your UNITE EXTENDED Business Model @OE

Canvas

THE UNITE EXTENDED BUSINESS MODEL CANVAS

Business Intentio

» What is your ultimate Business Intention? Have you set a Massive TransFormative Purpose/an ambition that provides
What do you ultimately want to achieve? a clear long-term direction?
» What i your motivation? Does this ambition inspire and drive your team, stakeholders and
(describing what you want to leave behind you?) customers towards action, increase commitment and motivate everyone
» What is your Vision (describing where you want to go)? to do their best?
+ What are your key objectives
(describing the concrete goals you want to achieve)?

| ts Differentiation 5 V e Chain .. Value oposition 3 C r Customer Segments
Are we operating in a blue ocean?

» For whom are we creating value?
How are we leveraging existing strengths which segments & representative personas?
(assets & capabilities, both internal to the firm » Who are our most important customers?
as well as customer-facing) to support our » Who is the final user of our products & services?
differentiation? who are the early adopters?
Is this source of differentiation long lasting,

difficult to buy or copy, and does it create a
significant barrier to entry? \ » t sl
What can we do to improve our differentiation g ' Engagemé

& unfair advantage?

)ONE

What key functional jobs do our customers have?
What other key psychological needs do our
(ey Partners oy anne customers have?
2 what additional, more detailed or
Mode complementary jobs do our customers have?

osts for value creation ncome from custom The UNITE eXtended Business Model
Canvas contextualizes an organization’s
core Business Model. It outlines the
= underlying drivers; the customers and their
S s needs; the team and their structures,
Whols on our team? + Wihat velues dowe pursue? values and culture as well as how to
What competencies do we need on the team? Which do we have already? + How do we interact with each other and with customers?

How do we bridge gaps in our team?

increase an organization’s unfair
advantage.

@ : @ Thiswork is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.

Designed by: Digital Leadership AG - digitalleadership.com. Based on the original Business Model Canvas of Alexander Osterwalder / Strategyzer.com, > Digital Leadership
the LEAN Canvas and the thinking of Patrick Stahler.
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IN CLASS — Present your findings and conclusions
on Business Model Canvas

Present to class your 3 BMC’s Present your findings and conclusions

Present Alex Osterwalder BMC

Present findings and improvements due to UNITE
CORE BMC

Present UNITE CORE BMC
Present findings and improvements due to UNITE

CORE BMC

Present UNITE EXTENDED BMC
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Self Assessment

Indicator/Topic Self Assessment
UNITE CORE BMC
UNITE EXTENDED BMC
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author(s) only and do not necessarily reflect those of the
European Union or EACEA. Neither the European Union nor
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