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Key Activities Value Proposition

Customer Relationships

Create value through neftworks

Alliances -

Create value through superior processes

- Crowdsourcing -

Create value through products

JAdded Functionality -

Collaboration -

Create value through service

Added Value - Concierge -

Complementary
Partnering
e assets by

sharing them with

Flexible B
Manufacturing
Use a production sys-
tem that can rapidly
react fo changes and
still operate efficiently.

,

Create value for these customers
Intellectual
Property
Use a proprietary
process fo commer-
cialize ideas in ways
that other can’t copy.

re risks and revenue
Jjointly improve

Conservation B
Parfner with others Le

for mutual benefit

Customisation
Oursource repetitive or

challenging work to a
large group of semi-
organized individuals

,

Guarantee
Add new capabilities

Design your product so
fo an existin offering

that end users can
reduce their use of
energy or materials.

Enable altering to suif
individual requirements
or specifications.

Consolidation Coopetition

o,
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Lean Production Localization
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Logistic Systems Ease of Use
Acquire mulfiple

Engaging Environmental

companies in the same
market or complemen

tary marke

Merger/Acquisition

Combin
entit
access

or more

5 of

or out-lic

v extend, and
build on expertise.

ents to

Ad-Supported

D—

Supply Chain
Integration

Auction

Reduce waste and
costs in your
manufacturing process

Adapt an offering,
process or experience

to target a specific

culture or region

Manage the flow of
resources between the
point of origin and the

Make your product

simple, intuitive, and

Functionality

ide an unexpected

Sensitivity
Creafe offerings that do

comfortable fo use

from the ordinary.

le:

no harm - or relatively

ss harm - o the
environment.

and other operafions
On-demand

[T

point of use.
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[ -
Production

Produce iteams after
an order has been re-
ceived fo reduce
inventory costs.

Predicitve Analysis

Model past data and
predict future success

by designing and
pricing accordingly.

Process Automation

Apply tools/systems to
manage routine activi-
ties in order fo free up

E‘ Feature
Aggregation
Combine a number of
existing features from
disparate sources info

L1

Focus

Design a product O
or service for a
particular audience

nferactions to reduce

Performance

Simplification

mit superfluous
feaftures and

complexity.

[T

[T

employees’ fime
[ -

a single offering
[J

Process Efficiency

Creafe more while
using less in terms of
materials, energy
consumption or time.

Process
Standardization
Use common proce-
dures fo reduce com-
plexity, costs, and
errors.

Strategic Design

Employ purpose that
manifests itself con-
sistently across brand,
offering & experience

LT

Safety

Increase the cusfomer’s
level of confidence and|

Impart a ni
style,
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Styling Su,

Dev
fashic age

of exc

perior Product

elop an offering
ional design,

Service

Personalized

nterme

Supplementary
Service
cillar

L

Total Experience
Management
>rovide thoughtf
erience

security.

to create a product
that customers

quality and/or
experience

L__|_

User-Generated

Put your users tfo work
in creating and curating|
the content that
powers your offerings

Key Resources

Asset
Standardization
Reduce operating
costs and increase
modularity by standard-|
izing your assefs

Decentralized
Management
Devolve decision-
making governance
closer to the people
or business

Knowledge
Management
Share relevant info
internally to reduce
redundancy and im-
prove performance

Bundled Pricing

Cost Leadership

Competency
Center
Cluster resources, prac-
tises and expertise into
centers fo increase effi-
ciency & effectiveness.

Incentive Systems

Offer rewards to
provide motivation
for a particular course
of action

Organizational
Design
Make form follow
function and align the
sfructure with core
qualities & processes

Disaggregated

Corporate
University
Provide job-specific
or company-specific
fraining for managers

IT Integration

Integrate technology
resources and
applications

Oursourcing

Assign to a vendor
responsibility for
developing or main-
taining a system

Create value through product systems

o Complements

Sell additional related

or peripheral products
or services fo a

customer.

-

Extensions or
Plug-ins
Allow addi E
ternal or third
re: st

- Integrated Offering

Combine ofherwise

discrete components

into a complete
experience

L1

L1

Modular Systems

Provide a sef of
ndividual components
that gain utility when
combined

Product Bundling

Put fogether several

products for sale

as one combined
offering

Product/Service
Platforms
Develop systems that
connect with other pro-
ducts or services to cre-
ate a holistic offering

L1

Create value through

L1

the brand

Brand Extension

Offer a new product
or service under the
umbrella of an existing

Brand Leverage

Allow others to use your
brand to lend them your
credibility and extend

L1

Cerfification
Create a brand thaf

desirable ch
in third-party offerings.

brand
L

Co-branding

Combine brands fo mu-
tually reinforce key aftri-
butes or enhance the
credibility of an offering

your company’s reach
Component

L
Branding

Brand a discrefe piece
of the offering to make
the whole appear more
valuable.

L1

Private Label

Provide g
others p.

s made by
ged under
your company’s brand

User Support
Systems
MY

Channels

[ [

Create value through the way of delivery

Context-Specific

Cross-Selling

- Diversification

[

Experience Center

[

Go Direct

[

Indirect
Distribution
tt

Transparency

Lef customers see

info your

and participate with
your offerings

operatfions

Values Alignment

Make your brand stand
for something and ex
press that consistently

Profit Model

Multi-Level
Marketing

[

Non-Traditional
Channels
]

On-Demand

Pop-up Presence

Create value through the way of making money

Flexible Offering

Financing

Float

By befter understanding them through

Provide content for free

to one party while sel-

-ling listener or viewers
to another party.

Allow a market - and its
users - to sef the price
for goods and services

Sellin a single transac-
tion two or more items
fthat could be sold

at low prices
as standalone offerings

Keep variable costs low]|
and sell high volumes

Pricing

Allow customers to buy|
exactly - and only -
what they want.

after-sale interest.

Capture revenue not
from the direct sale
of a product but from

Vary prices for
an offering
based on demand

Receive payment prior
to building the offering;
earn inferest on that
money prior to delivery.

Forced Scarcity

Limit the availability, by
quantity, fime frame or
access, to drive up
demand and prices

Freemium Installed Base
Offer basic services for
free while charging a
premium for advanced
or special features.

Offer a ‘core’ product
for slim or no margins;
then realize profit
on additional offerings.

Licensing

Grant permission to
use your offering in a
different way for a
specified payment.

Membership

Charge for access
to offerings that
non-members
don't have.

Metered Use

Allow cusfomers fo
pay only for what
they use.

Microfransactions

Sell many items for as
little as a dollar fo
drive impulse
purchases

Premium

Risk Sharing Scaled
Transactions
Maximize margins by
pursuing high-volume
fransactions when unif
costfs are mostly fixed

Subscription Switchboard User-Defined
Price at a higher margin|
than competitors,
usually for a superior

offering..

Waive sfandard fees
or costs if certain goals
are not achieved, buf
charge extra if they are.

Create predictable cash|
flows by charging
cusfomers upfront to
have access over time

Connect multiple sel-
lers with buyers. The
more join, the more
valuable it becomes

Invite custfomers to
setf the price they
wanf to pay.
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