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What is a business model?

A business model organises the creation of value at a given moment, in
a given context, for certain stakeholders, given the means available.
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Profit
Superior value that is offered to
customers compared to competitors
Key Activities

AN, Customer
development,

technology from a Value Relationships

systemic point of Proposition Relation between
customer and
Key view

company
stakeholders People
Suppliers,
co-fizznciers. Value
distributors, Creation

reverse logistics

and partners for

positive impact Key Resources

and capabilities Channels
Materials, human. Touchpoints with
financial. network. customers incl.

' how to retrieve
infrastructure,
brand image, data, | COSt structure eyane products

knowledge etc for stakeholders in streams
the entire system for stakeholders

in the entire
system

Planet
Positive impact Positive impact Value Customer
for common for the . Segments
interest of environment DellVEl’Y Targetgroups
society who make use
of the offering

Figure 1 Adapted sustainable business model canvas (Bocken, 2015 developed from
Osterwalder and Pigneur, 2010 and building on Richardson, 2008)




* Because there is greater need for the How
guestion. How to

Why WOoOu ‘ d * Organising multiple value creation?

* Combine sustainability, circularity and

we need inclusiveness?

* Apply these types of models also to non-profit
d nOther organisations?
BMT? » Take the long-term into account?

* |Include the external context?
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Organising for.

Sustainability

A template for developing
new business models

Organising for Sustainability

A template for developing new business models

We have a narrowing window of just over a decade (by 2030) to implement
radical reductions (45-50%) in global greenhouse gas emissions to stay
below 1.5°C. The urgency to scale up action and transition to a different,
sustainable, and more circular society has never been greater.

For companies and organisations to become future fit requires a change

in thinking about how they fundamentally do business. Society will
demand business models that have a positive impacrt on peopla, and the
environment.

Transitioning To 2 new economy will require a differentvision of how

To organise value creation: shifting from a primary focus on capturing
monetary value to also delivering environmental and social impact er
muitiple values. The Business Model Template (BMT) sketched in this
workbook offers entrepreneurs, intrapreneurs, and sTudents a structured
approach to navigate this complexity and develop sustainable business
models.

The Business Model Template (BMT) approach outlined consists of three
phases (Definition, Design & Results) which are elaborated in ten business
model building blocks enabling the iterative development of novel
sustainable business propositions. Moreover, the Business Model Template
{BMT) can be used 1o make existing business models more sustainable.
Organising for Sustainability is the result of years of research. The Business
Model Template (BMT) has been tested extensively with practitioners

and students alike and countless examples and additional resources are
included to make Organising for Sustainability your go-to-handbook for
developing sustainable business models.

The digital version of Organising for Sustainability is frealy available
Thanks To sponsors OCF 2.0 Foundation (Doetinchem, NL), The Hague
Univarsity of Applied Sciences, Rotterdam University of Applied Sciences,
Saxion University of Applied Sciences and TMO Fashion Business School.
See www.newbusinessmodels.info
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VO KOTHMAN
NAOMI MONTENEGRO NAVARRO
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www.newbusinessmodels.info

The Dutch version can be downloaded for free from this website: https://intelligentfood.nl/waarom-meedoen/
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Business model template development

phase

_________ 1T V=== ===-= "=—T®==®=m==m===1

1 | I I

Definition Motive and | | L L |
[ Dream I Proposition :

phase context L T |
_________ P I B I

______ T | D |

Typeof | Parties I It core ' External !

business 11 i1 Strategy 11 A I

do| N involved i (1 activities test I

...jq?_FL._ L o T T |
_______________ I I_______________|

Results , 1! l
Assessing Impacts 1| Value(s) created !

1| |

1 | |

You can start anywhere!
source: Jonker & Faber, 2020
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Definition
stage »

Design
stage »

Result
stage »

The motive iy someﬂ\im’
that impacts you so
serevely that you want

to contribute to ity
sustainable solution.

Here you make a
choice between one
of the three baic
types of sustainable
business models:
(1) platform, (2)
community-based
and (3) crcular.

Here it i§ about
identifying actors
(such as citizens,
companies, the
government) that
need to cooperate
to realize the
proposition.

Here you name, explain
and determine the impact
that you and your business
model will have using a set

o{. indicators.

The dream shows
what the impact i o}
your business model if
everything works out
the way you intended.

The strateqy is the
plan you follow to
realise your dream
and it denotes
the choices you
make to realize the
proposition of an
organization.

The proposition is a
promise o} the value
that an organization
delivers and of what
can be expected from
a product or service.

A core activity
iy that which an
organization mainly
deals with, what
it i§ good at, and
what provides its
licence to operate.

and inclusion.

With the external
test, you check the
use-case, the added

value, and the
feasibility of your
business model in
ity environment.

The ambition of every
sustainable business model
i§ to simultaneously create
multiple values, expressed
in a mix of (for example)

money, time, energy



The definition of waste

1 Refuse

2 Redesign

More circular

3 Replace

4 Rethink
5 Reduce

6 Reuse

7 Repair

8 Refurbish

9 Remanufacture ‘

10 Repurpose ’

11 Recycle *

12 Recover ’

Refuse materials that are harmful to the environment
Redesign products so that they last and can be repaired
Replace technical materials with restorative renewable materials

Intensify product use by (e.g. sharing products)

Increase efficiency of product manufacturing by using fewer resources and
materials

Reuse of discarded product, that is still in good shape, by another customer
Repair defective product and maintain its functionality
Restore an old product and bring it up to date
Use parts of a discarded product in a new product with the same function
Use parts, or the discarded product in a product with a different function
Process materials of the product at material level (same or lower)

Incineration of material with energy recovery

More linear



I
Motive and I
context :

*\Whatis your problem, opportunity, or challenge? Source: https://wasteboards.com

°Why is this a problem and for whom?
- And what is the CONT@XT in which this occurs?

- Quick scan of facts (avoid mixing opinions and facts)

- Macro analysis DESTEP, SWOT, Confrontation matrix

- Life Cycle Assessment, Social Life Cycle Assessment and Life Cycle Cost analysis
- Trend analysis or scenario developments



https://wasteboards.com/
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Define I Motiveand | | Dream !
phase : context : : l
| 1 L __1
* A glance at nature
@ the blue e€snomy Education v Innovation v Acteurs v  Contact v  SfEEnglish v W

Reconciling ecology and economy
in the service of the common good

%

What if we did not produce any more waste?
What if production systems regenerated our ecosystems?
What if we replaced unemployment with an abundance of jobs and innovations that make sense?

What if our economy generated more income and happiness for all?


https://www.theblueeconomy.org/en/project-library/

1 |
Define Motive and 1 |
phase context : :

* What is the goal you dream of?

 What is your BHAG, your Big Hairy Audacious Goal?
* HOW are you going to make the difference?

GEEN » GOEDE KWALITEITS- GENDER- SCHOON WATER
ARMOEDE GEZONDHEID ONDERWIJS GELIJKHEID ENSANITAIR
ENWELZIN

Tl

1

ONGELIJKHEID JUURZAME STEDE} H 1 4 LEVENIN 1 LEVENOP 16 VREDE,

VERMINDEREN HETWATER

HETLAND VEILIGHEID EN
STERKE PUBLIEKE

DIENSTEN |

Y,

EERLIJK WERK
ENECONOMISCHE
GROEI

INDUSTRIE,
INNOVATIE EN
INFRASTRUCTUUR

17 PARTNERSCHAP OM

DOELSTELLINGEN @

TE BEREIKEN
DUURZAME

ONTWIKKELINGS
DOELSTELLINGEN



Assingnment

 What is the dream of your company?
* 10-15 min
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|
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Define : Motive and I
: context :
N |

phase

I
l
I
l
L

¢ Wh at are you going to do to solve the problem,

seize the opportunity, or take up the challenge, and for
whom?

¢ H OW do you propose to create value for Whom?

* Develop a one ||ner that captures the

proposition best

Dream

Party 1 Party 2

Value 1 Proposition 1 Proposition 3

Value 2 Proposition 2 Proposition 4

|
| Proposition
|

Source: Commonland, https://www.Commonland.com

1

l
l
l
l
d

™ 8

-

1

LIFE
ON LAND



https://www.commonland.com/en
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https://commonland.com/4-returns-products/
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Define Motive and | | Lo l
[ Dream I Proposition :
phase context D I :
_________ d L__________I L e -1

Positions of value creation

Tra nsformlng Recycling Circularising Restoring Regenerating

W¢

AYA « k v,

source: Jonker & Faber, 2020



L
Define Motive and 1 |
phase context : :

Product leadership
(circularity)

Five
St ra tegieS Operational excellence Custome.r intimacy
(sustainability and eco Value (Inclusiveness)
for value efficiency) creation
. star
creation

> S

Experience Community building
(inclusiveness individual level) (inclusiveness group level)

source: Jonker & Faber, 2020


https://www.bullfeet.com/en/custom-sport-shoes/personalize
https://www.bullfeet.com/en/custom-sport-shoes/personalize

Define Motive and
phase context

- Create a matrix listing all the parties that are involved, and the values
that are created for each party

- ldentify propositions that have a strong appeal to be inspired

- Try several one-liners and realise that they will change over time

Party 1 Party 2
Value 1 Proposition 1 Proposition 3
Value 2 Proposition 2 Proposition 4

Positions of vaIue creation

Transforming Recycling Clrcularlsmg Restorlng Regeneratmg

o O @




Assingnment

* What is the proposition of your company? L - _-_
* 10-15 min
Party 1 Party 2
Value 1 Proposition 1 Proposition 3
Value 2 Proposition 2 Proposition 4

Positions of value creatlon

Transforming Recycling Clrcularlsmg Restormg Regeneratmg
AYA Q g

What is your one liner?




Define

phase

________ e T e T T B e e s B e B
|| o
Motiveand | | b "
[ Dream I Proposition
context Do I
_________ d L__________I L o e e e e e - -

“Make a real choice too, choose green, honest and human. Do more with your
money. With us you manage all your money matters in a sustainable way. The
choice is yours. Follow your heart. Use your head.”

(Triodos Bank)

“By financing sustainable development with your money. By setting our own
sustainability goals. And by promoting sustainability in the financial world. With
money you can exert much influence to make the world more beautiful. For
ourselves and for future generations. That's how money makes you happy. ”
(ASN Bank)

“We don't hire people to bake brownies, we bake brownies to hire people.”
(Greystone Bakery)



hoosing core
ctivities

| |

Type of |, : I
. Parties Core

business Il . 11 Strategy 11 .

do| 1 involved i (1 activities |

mode |

Sustainability :
Business models o
_

1 Refuse

Eco-efficiency _ 2 Redesign
3 Replace

Design
IEN:

Q O

Servitisation 4 Rethink
/ >< 5 Reduce
Use optimisation
\ Community 6 Reuse
Life cycle extension 7 Repair
8 Refurbish
Cascading — 9 Remanufacture
Community
building 11 Recycle
12 Recover

source: Jonker & Faber, 2020



Typeof | | ,
wusiness 1 The logic of value creation
l

model

Organisation

Network

Community

source: Jonker & Faber, 2020



" Typeof ! |
business Platform business models
|

model

Design
ENE

Function
performance
. Cocreation
Collective —)
Commons
——)

Material value
retention

Platform

Platform

* Logic of value creation
* Brokering of available idle capacity

* Value creation by facilitating the transaction between those with capacity and
those in need of it

* Digitalisation and crypto technology enable the development of this model
* Transactions could be bilateral, or multilateral

* Examples:
* Excess materialsexchange (http://excessmaterialsexchange.com)
* QOogstkaart (https://www.oogstkaart.nl)
* Peerby, Marketplace (marktplaats), ebay, BlablaCar, Floow2, AirBNB

—)
Circular —)

Organisation

Network

Community

Cycle


http://excessmaterialsexchange.com/
https://www.oogstkaart.nl/

Platforminnovationkit.com/kit/

PLATFORM EVOLUTION CANVAS
* https://platforminnovationkit.com/user-guide-platform-evolution-canvas-2/

PLATFORM TEAM CANVAS
* https://platforminnovationkit.com/user-guide-platform-team-3/

PLATFORM BUSINESS MODEL CANVAS
e https://platforminnovationkit.com/user-guide-platform-business-model-canvas/

HOW DO YOU WANT TO MONETIZE YOUR PLATFORM?
e https://platforminnovationkit.com/user-guide-platform-monetization-canvas/

MINIMAL VIABLE PLATFORM CANVAS
* https://platforminnovationkit.com/user-guide-minimal-viable-platform/

PLATFORM OPPORTUNITY CANVAS
e https://platforminnovationkit.com/user-guide-opportunity-canvas/
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Material value
—

- retention Gk
* Logic of value creation

* A growing number of people is willing to invest in their own neighborhood, if
this results in tangible benefits.

* This is also referred to as “the commons” defined as a set of shared
resource(s) material and non-material, maintained or co-created by a
community and governed by the same community’s norms and rules
(Restakis, 2017).

* Based on principles of:

* Joint investment (time, money, energy, waste, mobility)
* Sharing of results (e.g. power, food, money)
* Multiple value creation

* Examples include power, food, mobility
* Windpower Nijmegen




I [ ] [ ]
B yreof 1 Circular business models
business I
ENE :
MEEE
______ I ype ocus
- -
—a—
Commons
. o ircular . aterial value -
* Logic of value creation

* Value creation by closing material loops in order to reduce resource usage, waste
and maximise product lifetimes.

* Most material loops require the involvement of more stakeholders

* Because of quality loss of the materials itself, the challenge is to replace virgin
materials with renewable materials. Other circular activities involve repair and
maintenance in order to extend the life-time of products.

* Closing the loop fully, is a challenge.

* Examples:
* Rotterzwam (https://www.bluecity.nl/organisatie/rotterzwam/)
* Peelpioneers.nl (https://peelpioneers.nl)
* Gunter Pauli (https://www.theblueeconomy.org/en/)

Organisation

Network

Community

Cycle


https://www.bluecity.nl/organisatie/rotterzwam/
https://peelpioneers.nl/
https://www.theblueeconomy.org/en/

Typeof Parties

I

Design . I
business 11 |
I

I

phase

involved
model !

. with Whom will you collaborate, who do you need, who might
influence your plans, what role will stakeholders have in your plan?

* Network analysis of all parties that are relevant for your business model.
Approaches are a mesh network model, cluster tree model

* Forcefield analysis by indicating how these stakeholders could influence
your model or influence each other.

» Stakeholder value analysis focuses on the current and future value of the
transactions in your model

* See https://businessmodellab.nl/en/tools to help you execute these
exercises



https://businessmodellab.nl/en/tools

Typeof Parties

I
I
business 1l . I
(1 involved |

model |

Ecological values
Proposition 1 Currency




Proposition 1

Ecological values
Currency

Hybrid transactions

r
. pd
+?=x
° -
~ |
Mobility Waste Regenerate  knowledge

nature

Currencies



Assingnment

 Who are the parties? Create a value proposition per party. 10-15 min

Ecological values
Proposition 1 Currency




|

Type of | : I
business 1l Parties Il Strategy |
|

|

Typology of
strategic choices

involved i
model ! :

Positions of value Traditional
creation strategies

Sustainability
strategies

Transformation Product leadership Eco-efficiency
: Operational Servitisation
Recycling
excellence
Use optimisation
Circularity Customer Intimacy
Life cycle extension
Restauration Experience Cascading
: Community Community

Regeneration Sl building

source: Jonker & Faber, 2020



Typeof Parties

|
|
business 11 I Strategy 1

do| N involved |
mo |

Design Eco efficiency

phase

2025 Goals Scorecard
* Reducing of material and energy during 3M Goal Goal Progress

the ent|re |IfeSpan Of d prOd UCt, Wh'le Reduce Global Manufacturing Waste Hﬁﬁ ‘
increasing output with less input < 10% R

Metric Tons per MM USD Net Sales

gi';et;:l zero landfill status ﬁﬁ ﬂ

at more than 30% of manufacturing sites 2015 2016 200 2025
Percentage of Total Manufacturing Sites

* Often used to reduce negative impacts
(e.g. waste, pollution, waste)

* The strategy lowers the ecological
footprint, while doing the same things.

2015 2018 2017 2025
Million Cubic Maters per bb USD Met Sales

Improve Global Energy Efficiency ﬁ
> 30% ‘
o 2018 2018 2017

2028
MMEBI per MM USD Net Sales

Reduce Global Water Use H ‘
< 10%

Increase Global Renewable Energy 23
050 7.60

> 25% i

Percentage of Total Electricity Purchage

* Doing the same, but better!

®® O & &




Design k;rype of ': Parties
l
JENE rl:]scl)r(;eesls (1 involved

Product as a service

* Also referred to as Product as a Service (PAAS
models)

* Marketing of a function, instead of selling the
product itself

* This strategy can lead to dematerialization, in
other words lower the need of new products

Servitisation
strategy

Forms of servitisation

1. Product oriented strategy

e Selling a product with a maintenance package
(all types of accessories that fit a specific
(reasonable cheap) product (e.g. printers)
2. User oriented service strategy

* Using idle capacity

* Supplier remains the owner, while the
customer uses the product for the duration of
the contract (lease contracts of cars, etc.)

3. Performance oriented service strategy

» Supplier sells a particular performance, for
which the customer pays (e.g. lumen of
Philips


https://www.coolblue.nl/wasmachines/abonnementen?cmt=c_a,cid_20509146178,aid_165629640452,tid_kwd-316360463205,gn_g,d_c&utm_source=google&utm_medium=cpc&utm_content=search&gad_source=1&gclid=CjwKCAjw0aS3BhA3EiwAKaD2ZU8ooPeRQNxkbR_SaPCwtJuUNXnQk7uQzNmO925guWKoG0QjxgRmgRoCavoQAvD_BwE
https://www.coolblue.nl/wasmachines/abonnementen?cmt=c_a,cid_20509146178,aid_165629640452,tid_kwd-316360463205,gn_g,d_c&utm_source=google&utm_medium=cpc&utm_content=search&gad_source=1&gclid=CjwKCAjw0aS3BhA3EiwAKaD2ZU8ooPeRQNxkbR_SaPCwtJuUNXnQk7uQzNmO925guWKoG0QjxgRmgRoCavoQAvD_BwE

|
Type of | , (| :
business 1l Parties Il Strategy |
|
|

Servitisation
strategy

involved |
model ! :

Product Service System
Value
based on based on
product - service
Pure product Category A Category B Category C Pure service

Product Use- Result-

oriented oriented oriented

Hybrid with Revenue based on Revenue based on
revenue based on
: access to the product
maintenance +
product performance

insurance
Source: Datta & Roy, 2010, p. 144



: ] 1 | « .
POl it pores M Usage optimisation
model 1 MoNed i T strategy

I L I

* Making idle capacity available. For example,
on average a car is only used 10% of the time.

» Strategy makes often used of a platform to
increase usage optimization

* Examples are the MRI machine that is shared
among hospitals, Felyx and BlaBlaCar.

* The ecological value is debatable, the intense
usage of products increases wear and tear.

* Social value is obtained by making these
products available for those with a smaller
wallet.



| . .
Type o 1 paries 0 1 Life time
HsIness :. involved :I oY I "
model ! ; ' extension strategy

e Essence is to extend the lifetime of
the value of a product and its
components.

» At the core is product design for
life cycle extension and repair.

* |s seen as the central strategy of
coming to a circular economy.

Source: www.fairphone.com



http://www.fairphone.com/

Type of " !
1 -
Parties I Strategy

business volved
mode| 11 'MVOIVEd Primeur met fietspad van plastic afval
I I I Zwolle heeft een — T T

I S e s s . - s s s s . s e s s . wereldprimeur met een
fietspad gemaakt van

gerecycled plastic. Het
fietspad dat vorige
week in gebruik werd
genomen is onderdeel
van een project ‘Plastic
Road’, dat zou moeten
leiden tot meer duur-
zame wegen die in het
hele land kunnen

* Developing a loop with several

Cascading strategy

JANNEKE VAN DER HEIDE

parties, with the intention to retain miels

waterschappen mee kampen,
z0als grote hoeveelheden

the materials at the highest

de plasticafvalproblematiek.

possible level. Pastic

PlasticRoad

: ° Het fietspad bestaat ult gerecy-
. celde plastic elementen, die
L door het gebruik van een nicuw
soort polymeer dezelfde
kwalitelten bezitten als een
gewone weg. Het concept is in
. . 2015 gelanceerd door het
* Sludge into biogas T
KwS. Samenwerking met de
firma’s Wavin en het Franse
Total zorgden voor de
verdere ontwikkeling
van het plastic
product.

‘;¢ Bestand tegen
“%, temperatuur van
-40°C tot

e Substitution:
* Plastic waste used in bicycle paths

Montage - Fundering
De losse wegdelen worden gemaakt in de De fundering voor de .
fabriek en op locatie simpel in elkaar wegvlakken bedstaat uit De opening van het fietspad in Zwolle.
geklikt. Indien nodig kunnen ze 0ok 2and, (0)
eenvoudig worden verwijderd en
gerecycied. LGS Binrariane Sensoren meten de  Voordelen PlasticRoad
" temperatuur,
Wegdek De holle ruimte in de constructie kan verkeersbelasting en De verwachte levensduur is twee

gebruikt worden als waterberging en als
ruimte voor de doorvoer van
kabels en leidingen.

tot drie keer langer dan die van

De dekiaag is voorzien
conventionele wegverharding.

van een coating van fijn
grind dat maakt dat de
weg stugger is en
goed beschermt

tegen uv-straling.

de uitzetting van
het wegdek.

De aanlegtijd wordt met circa
70 % verkort.

De PlasticRoad is vier keer
lichter in gewicht dan beton
Plasti of asfalt.

astic 1
Het 30 meter > ? Wy - -

. 1% > De weg Is 100% recyclebaar en
lange fietspad in ! wordt zoveel mogelljk vervaar-
Zwolle blml o \ ! 1 y <= é digd van gerecycled plastic.
evenveel gerecyc! ‘
plastic als 218.000
plastic bekertjes of (! ; Het fietspad in Zwolle krifgt in november cen
500.000 plastic vervolg met de aanleg van een tweede fletspad
flesdoppen 2 In Giethoorn,
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Type of Parties

|
|
business 11 Il Strategy 1

do| N involved |
mo |

Cascading strategy IntelligentFood



|

Type of | : I
business 1l Parties I Strategy 1
|

|

Community
building strategy

involved i
model I :

* Jointly organizing the creation of
value for and within the
community

e Often based on provision of
services such as food, energy etc.

* The idea is that every community
has all sorts of idle competences

In the Netherlands (Reijn, 2018):

* In 2024 there are 700+ energy cooperatives.

* This is expected to double (approx. 5% of the national total).

* Oldest, Deltawind (1989) has 2000 members and is based on
the Island of Goerree Overflakkee.



Typeof Parties ! I Core

|

|

business 1l . 11 Strategy 1l .
(1 involved i oY |1 activities

|

model . . -

1 Refuse Refuse materials that are harmful to the environment

2 Redesign Redesign products so that they last and can be repaired —_—

More circular

3 Replace Replace technical materials with restorative renewable materials

4 Rethink Intensify product use by (e.g. sharing products)
5 Reduce Increase efficiency of product manufacturing by using fewer resources and materials
6 Reuse Reuse of discarded product, that is still in good shape, by another customer

7 Repair Repair defective product and maintain its functionality

8 Refurbish Restore an old product and bring it up to date
9 Remanufacture Use parts of a discarded product in a new product with the same function

10 Repurpose Use parts, or the discarded product in a product with a different function

11 Recycle Process materials of the product at material level (same or lower)

12 Recover Incineration of material with energy recovery More linear




Examples

<

100% recycled
>

75% less CO,

o
Price & Quality

competitive to oil

Recycle

Recover



https://www.mtrl.bike/

! | :
besign Typeof 1 oo g 1 core 1+ Choosing core
h business 11 . 11 Strategy 11 L I . el
phase (1 involved (1 activities | gctivities
l

model

Sustainability :
Business models o
_

1 Refuse

Eco-efficiency _ 2 Redesign
3 Replace

Servitisation 4 Rethink
/ >< 5 Reduce
Use optimisation
\ Community 6 Reuse
Life cycle extension 7 Repair
8 Refurbish
Cascading — 9 Remanufacture
Community
building 11 Recycle
12 Recover

source: Jonker & Faber, 2020
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Typeof ) Parties ! Il Core '! External 'Reallty
business Il 11 Strategy 11 N |
odel 1 involved i |1 activities ||  test lCheCk
l

« Market feasibility. Who needs your product or service? Does it already exist?

¢ Is it financially feasible? How much should be invested and what returns are
expected?

+ Technological feasibility. What technology is needed? How advanced are these
technologies. Is it feasible?

« Legislative feasibility. Is it allowed? What legal frameworks need to be taken
into account?

« Ethical. What are the ethical aspects of this idea? Who is disadvantaged? What
are the negative social and environmental impacts.

+ Timeframe. How much time does it take to execute it. Is this time available?

+ Relevance. Is it still relevant by the time the idea enters the market?



Design bTypeof ': Parties ': Strate :: Core :: External
phase ;S(I)Zeesls :. involved :| &Y (1 activities test

« Does it already exist?
«|s it allowed?

+ To which type of economy does
it contribute?

+ Side effects?

« Feedback from everybody



Assingnment

* Design a external test. 10-15 min

+ Market feasibility. Who needs your product or service? Does it already exist?



Results What is the impact of
phase the business model?

Time
In terms of output of In terms of outcome in In terms of impact or
product/service or the terms of intermediate sustainable effects on the
direct result environmental effects long term




Results

phase

1. Brainstorming and prioritizing the types of impact
2. Assessing impacts:
* Environmental impacts
* Life cycle assessment analysis https://ecochain.com/knowledge/life-cycle-assessment-
lca-guide/
* Social impacts
* Social life cycle assessment https://ec.europa.eu/jrc/en/publication/social-life-cycle-
assessment-state-art-and-challenges-supporting-product-policies
* 1SO 26000 https://www.iso.org/iso-26000-social-responsibility.html
* Financial impacts — Life cycle costing https://ec.europa.eu/environment/gpp/lcc.htm
* Global Development Goals https://www.un.org/sustainabledevelopment/sustainable-
development-goals/
3. Reporting impacts:
* Global reporting initiative (www.globalreporting.org)
* Reporting 3.0 https://reporting3.org
* Integrated reporting https://integratedreporting.org
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Food Waste Challenge Bewijs:

Meer resultaat door minder verspilling in de horeca het kan anders

)Zoveel leverde de Food Waste Challenge

de deelnemers op in 6 weken:

21% minder voedselverspilling, dit is

o een besparing van 75.240 kg voedsel,
582 miljoen ofwel € 757.775,-
61 miljoen kilo voedsel
121.000 ton CO> en 150.480 kg CO2.

Groot;:

) ews o
. 46.000

Waardevol: bedrijven (18,000

miljard omzet

Het grote doel voor 2030
@voedselverspilling S

Werkgelegenheid: 291 miljoen [l 30,5 miljoen |l 60.500 ton
Euro kosten kg minder COz minder

bespaard voedsel gebruikt uitstoot

&aﬁogg @@E@ Top 5 tips:

best werkende acties
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Results

phase

: » Sales of product, -> transfer of ownership
Reve n u e m Od e I S » Sales of product with take back guarantee
: » Sales of product with service, transfer of
:  ownership with rental component .
* Temporary transfer of ownership with take
Monetary revenue \  back guarantee |
models * Temporary transfer of ownership including
service (operational lease) |
» Sales of a total solution (product and

Transactions i service)

Valuation

* Sale of use, access or function
: i » Sale of performance
Hybrid revenue + sale of advice
models .« Use based on deposit, or rent
e Cascading incomes
.« Exchange based on hybrid values |
soucesJonker & Faber 2020 e
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phase

€+@© -+ |+ T+@+ )+ ?=-

Money

Time

Hybrid transactions

pd

AN

=

Energy Mobility Waste Regenerate  knowledge
nhature

Currencies
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Results
phase

L
Valuation

source: Jonker & Faber, 2020

Transactions

Bilateral
transactions

1
1
Multilateral I
transactions i

1

Revenue models

Monetary
revenue models

Hybrid revenue
models

Product value

Customer buys
ownershi

Producer retain
ownership

Service value

Transactional values

Sales

Value of ownership

Take back
Residual value
Hybrid
multiple
values

Deposit
Borrowing value

Rent
Rental value

Use
Functional value
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Nir- - \ SOCIAL TRADE ORGANISATION
SamSamBank PaTr, 9”

® Yo W
circulair ruilplatform 1\‘_ .
https://www.samsambank.nl/#/ https://www.investopedia.com/terms/|/local- https://www.socialtrade.org

exchange-trading-systems-lets.asp
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Filled-in Business Model Template

The motive i§ SOW\e{’hinq

ol Ao e
" impacts you o : :
Definition sere:el +E:+ oyu want wha{’:hg 'MPM{";S(O.{' hat an organisation
phase % 91’ ib ? to it your Budinels mode i delivers and on what
2 el e 1 L everg‘l’hmq works out b ted
sustainable solution. the wau vou intended. can be expecte {rom
I3 a product or service.
He{,i{.y:;_;“ ::: :{(r: :_(e Here it is about IT:J;T:??II?J?E A core activity is that With the external
Design hree bagic types of fienh{gmq ad’t?rs (rﬁ realise your dream and which an organisation +es+,. you check in your
Phase sustainable business citizens, companies, The

it denotes the choices s mai_“l'_j dealimj with, environment the use-

models: (1) platform, q{:’ve::\memi) ’ita’r V\Fed o wake o realise ::a{’f it ;s ‘2‘004{’01’? and casoe\,:hhe add‘fﬁ\( _:al:e

(2) community-based ihepg:?Pisiﬁ::a ise fhe proposition of an at provides ity license and the [easibility of
and (3) drcular. ' '

i to opem’(e. your business model.
onjamm'hom.

Result
phase

Here you name, reason
and determine the

impad’ that you and

your business model will
realise, using a et of
indicators.

The ambition o ever
sustainable business model
i§ to simultaneously create
multiple values, expressed
in a mix of for example

money, Time, energy

and inclusion.
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