FOR SOCIETY

Verdienmodellen in een Duurzame Economie
Dynamic Business Modeling

Ofwel: transitie van het huidige verdienmodel naar een duurzamere variant

Jean Louis Steevensz, PhD — lector business innovatie
Chris Maliepaard, MSc — docent onderzoeker & PhD kandidaat lectoraat industrial Engineering & Entrepreneurship

17 december 2024



FOR SOCIETY

Aantal Studenten: ca. 43000
Aantal Medewerkers: ca. 5000

24 Opleidingsinstituten in
Eindhoven, Tilourg en Venlo

40 Lectoraten (praktijkgerichte
onderzoeksgroepen),
verbonden aan de opleidingen

Reden lidmaatschap: Mogelijkheid
om studenten en docent-
onderzoekers een bijdrage te laten
leveren aan smart maintenance en
assetmanagementvraagstukken
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SAMEN - SmArt Maintenance Enabled busiNess
oan de siag met nieuwe businessmodellen door toepassing
van smart maintenance

Fieldlab SAMEN i een initiatief van:

WORLD CLASS

MAINTENANCE

Fieldlab SAMEN wordt mede mogeiik gemaakt door.
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Areas of Focus

Business
Model

Innovation



https://www.youtube.com/watch?v=Wnb2j1if0tE
https://www.youtube.com/watch?v=Wnb2j1if0tE

A ONDERZOEK DIGITAL SERVITIZATION BINNEN HET MKB
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THE BUSINESS MODEL AS UNIT OF ANALYSIS
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« What value you create for a specific (set of) customer(s)
- How you deliver value through your operating model

« Why your business successfully captures value
through revenue streams and pricing models




A PUBLICATIE DUURZAAMHEID, SERVITIZATION EN DIGITALISATIE
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BETROUWBAAR | ACTUEEL | VERDIEPEND - seplARGANG 41
WHHMRAL
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- MANAGEMENT
- REVIEHW 211

Naar een nieuwe generatie
organisatie. Inclusief, duurzaam en
aantrekkelijk voor en met alle generaties

Omgaan met Gen Z op de werkplek
Inzichten vanuit de financiéle functie

Woorden die werken aan een
circulaire cultuur. Bruggen slaan tussen
generaties en kiemen leggen voor
verandering

Relaties binnen het familie-
bedrijf goed houden: op tijd beginnen en
de tijd nemen voor een goed gesprek

VERANDERING

Dynamic Business
Modeling neemt
obstakels voor
verduurzaming

89

Ondernemers moeten bijdragen aan de verduurzaming van onze
‘economie, maar weten vaak niet waar te beginnen. Hun grote vrees:
investeringen die weliswaar bijdragen aan verduurzaming maar
waarvan op voorhand onduid s binnen welke termijn deze
investeringen rendement opleveren. Hoe weet je nu of je er goed aan
«doet? Een door Fontys ontwikkeld simulatiemodel gebaseerd van de
principes van Dynamic Business Modeling (DBM) geeft ondernemers
inzicht. ‘Misschien kan ik niet meteen alles uitvoeren, maar ik weet nu
wel wat mijn volgende stap kan zijn."

endaagse indus erlengen en
ichtheid van midd
Met het aanl
Kunnen maakbedri
ersterkt wordt dooreen  de productstatu
trategie stelt deze bedrijven in
aat om naast het product Klanten ook

201/ JULI - SEPTEMBER 2024

Onderzoekers dragen bij aan verduurzaming verdienmodel mkb



https://www.fontys.nl/nieuws/onderzoekers-dragen-bij-aan-verduurzaming-verdienmodel-mkb-0/

Al MAGIC TRIANGLE
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What do you offer to
the customer?

Value
Proposition

How is revenue How is the value
created? proposition created?

Revenue
Model

Who is your target
customer (segment)?

https://www.youtube.com/watch?v=B4ZSGOQWO0OUMI&feature=youtu.be



https://www.youtube.com/watch?v=B4ZSGQW0UMI&feature=youtu.be

BUSINESS MODEL CANVAS - DUURZAAMHEID
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SYNERGETISCHE TRANSITIES IN DE MAAKINDUSTRIE
(BRON: MYERHOLTZ ET AL., 2020)
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The sustainability imperative

©;

The shift away The digitization
from products and |- + of assets

toward solutions and operations
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KEY PARTNERS

‘Which key resources are
we acquiring from our

KEY ACTIVITIES
What key s do our
value propositions require?
Our distributicn channels?
Customer relaticnships?
Revenue streams?

KEY RESOURCES
What key rEsaUn
value propositiol

Our distribution channels?
Customer relaticnships?
Revenue streams?

VALUE PROPOSITIONS
What value do we deliver to the
customer?

which one of our customers’
lems are we helping to

ying?
What is the minimum viable
product?

BUSINESS MODEL CANVAS (STANDAARD)

CUSTOMER
RELATIONSHIPS
How do we get, ki
customers?
Which customer relati

e, and grow

How costly are they?

CHANNELS

igh which channels do our
omer segments want to be
d?
How da other campani
them now?
Which anes work best?
Which ones are most

How are we integrating them
with customer routines?

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our most
impaortant customers?
What are the customer
archetypes?

COST STRUCTURE REVENUE STREAMS

For what value are aur customers really willing to pay?
For what do they currently pay?

What is the revenue madel?

What are the pricing tactics?

What are the most important costs inherent to our business madel?

which key UFCES are Most expensive?
Which key activities are mast expensive?




BUSINESS MODEL TEMPLATE
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Measuring impact

Model available via


http://www.businessmodellab.nl/

WHAT IS A DYNAMIC BUSINESS MODEL?
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Dynamic business models - DBMs - are working, quantified
simulations

... for any business or functional ongoing plan, or
... for any challenge or initiative that arises.

We also call them "living business models" because they mimic the behaviour of the
real-world situation.

OTHER 'BUSINESS MODELS' The phrase "business model” is very widely

used. Executives talk about "how our business model works". Consultants tell
managers "You need to change your business model!" Investors demand "What's the
business model?" for a new venture. But in these cases "business model" generally

means little more than a verbal description of how a business works, maybe with a
few key numbers.




A DYNAMIC BUSINESS MODELING — EXAMPLES
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Options

Business Model Canvas

Operational

excellence
Which
Make-or-buy ) Segment(s)
Which
proposition(s)

Required
investments
Impact Impact
costs revenue
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Situation Project

* Transitions - SMEs have/will have to deal with transitions to their * Dynamisch business model -is it possible to model the

existing business model in these turbulent times. SME business model in such a way that the impact of
options and scenarios (the parameters) can be made
transparent for decision-making (the consequences for
important KPlIs)?

* Digital twin — This approach can be compared to a digital
reflection of the actual business.

Servitization - If we take the transition to services as a starting
point, practice shows that this is a complex and slow process.

Sustainability - The threshold for an entrepreneur for a transition to
sustainability is even higher, because there is an even higher
degree of dependence (due to chain cooperation, regulations,
among other things). Objective - The aim is to give an SME entrepreneur
confidence earlier in the start and implementation of a
major transition by providing insight into the
consequences: returns, investments and risks.




A (DYNAMIC) BUSINESS CASE NEW SERVICE
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6. Required 4. Required
competence relationship
investments (#, Q) measures

5. Make or buy 2. Market
decisions segment(s)

6. Required 4. Required

process / system channel
investments measures

3. Pricing
7. Cost impact strategy 3. Revenue
impact

Impact market
share

Resource )
impact Profit impact




A NEXT STEP: DBM QUANTIFICATION - SERVICE FINANCIALS

Fontys LTI a0

UNIVERSITY OF
APPLIED SCIENCES

P&L Account

Divide in ‘product’ and ‘service’ part

Netto Procure-  Operations R&D Sales General & Operating
sales ment costs costs costs Admin income

Assumptions
Based on 1 year P&L (Realization 2022).
No cashflow impact.
All costs are considered 100% variable.
All costs are ‘integral’ (i.e. labor, housing, travel, energy).

Service
Product

Netto Procure-  Operations R&D Sales General & Operating
sales ment costs costs costs Admin income

Assumptions
If not known, then estimations are OK.




A HOE VERHOUDEN ZICH DE DRIE PIJLERS TOT ELKAAR?
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Maak een groep The sustainability imperative
Neem 1 pijler als uitgangspunt
Bespreek in 10 — 15 minuten O

Hoe kan jouw pijler een drijfveer zijn voor de
ontwikkeling van de andere twee pijlers?

The shift away The digitization
from products and |- + of assets

toward solutions and operations

- Op welke manier draagt je pijler bij?

- Welke aspecten zijn daarbij cruciaal?

- Komt in je eigen bedrijf jouw pijler terug als drijfveer
voor de andere pijlers? Op welke wijze? Of waarom niet?

Plenaire bespreking



ey Activities
Processes,
development,
technology from a

Sustainable Business Model Canvas

Profit

Superior value that is offered to
customers compared to competitors

Value

Customer

Relationships
Relation between

systemic point of Proposition customer and
Key VSl company
stakeholders People Planet
Suppliers, Positive impact Positive impact Customer
co-financiers, Vall‘!e for common for thep Va_lue Segments
distributors, Creation interest of environment Delivery Targetgroups
reverse logistics society who make use
and partners for of the offering
positive impact. Key Resources Value ch l
loas annelts
and capabilities Capture Touchpoints with

customers incl.

Materials, human,
financial, network,

brand image. daa, | Coststructure [ Revenue products
knowledge etc. | for stakeholdersin streams
the entire system for stakeholders
in the entire
system

how to retrieve
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