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the world used to be divided into ...






...and taking




L& P've found that investors

typically have two pockets,
one for donations and one for

maximizing profits 39

Matt Scott, co-founder COSMOS Ignite
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L€ Business must
be for profit but
profit must also
be for purpose 5y

Mads Kjaer
co-founder MYC4
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we need new tools to come-up with
business models beyond profit



my mission today is
to help you...




... systematically
look at business
models




... .and learn how to
develop business
models




what do business models
have to do with social &
environmental impact?




it's key if you want to
come up with innovative
ways to “do good” AND
“do well”
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does...



... have a business model?



@) GRAMEEN"

Banking for the poor

... have a business model?



€) Oxfam

... have a business model?
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... have a business model?



... have a business model?



... have a business model?



group



discuss with your neighbor
what a business model is and
write down your definition



which elements did you
mention when you defined a
business model?
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there is a lack of definition s



1
few companies understand their

existing business model well enough
7)



SO we came up with a way to master
business models through...



CANVAS




Def Business Model

a business model describes
the rationale of how an
organization creates, delivers,
and captures value



BUILDING




the 9 building blocks of a business model
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CUSTOMER SEGMENTS
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VALUE PROPOSITIONS
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the Canvas is a
handy tool




break-out
session



map out the renowned business
model of...
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a rough sketch of Grameen Bank...
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L€ pattern in architecture is the

idea of capturing architectural

design ideas as archetypical
and reusable descriptions 3%

Christopher Alexandert, Architect
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how does a donor-
funded business model
look like?
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LL The dependence of nonprofits

on begging — oops, | mean

fundraising — limits the sector’s

self-respect, independence,
vision, and impact 33

Michael Shuman, author of “Going Local”
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RESULTS




Rashmi, 24
Bangladeshi
village phone lady
2-3 $ daily income




there are about 250°000
women retailing telephone
services in 60°000 villages
giving access to about 100
million people



the 250°000 telephones are
producing revenues at an
annual rate of well over $100
million for GrameenPhone



each entrepreneur makes
about $2 in profits per day
or about $700 per year



design from the customer perspective
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1

If you freeze to an idea too quickly,

you fall in love with it. If you refine it
too quickly, you become attached to
it and it becomes very hard to keep

exploring, to keep looking for better. yy

Jim Glymph, Gehry Partners
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business model prototyping

napkin sketch Canvas



business model prototyping

napkin sketch Canvas business case



business model prototyping

napkin sketch Canvas business case field test



Key Is: finding

the appropriate
business model




SO you nheed to
generate
first!
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sketch out
3 business
models..




...In which [,
the cow, play
the main act!




let’s look at some examples...



cows-for-advertising




rent-a-cow-for-the-weekend







you got 2 minutes!




you got 2 minutes!
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five phases of business model design
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mobilize understand design

set the stage immersion inquiry



five phases of business model design
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five phases of business model design
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plementation
roadmap

SWOT and
uncertainty
analysis
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About The Book

Synopsis

We talk about business models every day. New disruptive business models are
changing the competitive landscape They are a part of our generation. But rarely
do we approach them systematically. Business Model Generation gives you a
range of powerful, simple, applicable and tested tools to understand, design,
differentiate and challenge your business models

The book has four main sections that help you design outstanding and innovative
It covers describing business models visually, popular business

business models.
innovative business models, and questioning your

model patterns, designing

www.businessmodelgeneration.com
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www.alexosterwalder.com (upcoming)

www.businessmodelalchemist.com (upcoming new blog)
Twitter: business_design




