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Thailand 4.0

Light Industry Low wages Creativity Innovation Smart Thailand

A A
%

Health, Wellness
& Bio-Med

Thailand

Thailand

Smart Devices, Robotics
& Mechatronics

Thailand Thailand

Digital, loT,
Artificial Intelligence
& Embedded Technology

Agriculture Heavy Industry Advanced Machine Creative, Culture &

High Value Services
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1) amsamuuattuInivuan (Pathfinding)

vintihununalide Ltammutm“lmﬂmmﬂ“LflJ‘lumommnu mammtﬂmmﬂmnmumaamm
NNNsi&IusIu dagsatataiau Numaa?ﬂumummaﬂsuaummmLsaﬂsu‘imjumwuﬂmu

azlasuluaunmniiudaayls...
2) AsAsI9SEULANNSYINIUNSIUsEaNEn (Aligning)
& NUAUAALLALILATIEUIN amuﬁssum'smmummmuauﬂnamnsm WHuwuulnu ey &9

L39EN mﬂmsmmumumwmawwu ARTULNENN a‘mauua EﬁL‘]JTMlI'] EI‘I/IGNVL')

§919U978NANANTVINUNTANUFY FIINAINN T2inseuIun151Ae (Coaching Process) tila
UsERNENINFITUNITRNINARANE FINIUIANTTU WU FLIN KU INLLUINMIINAN

4) arsiluauuuung 1i5a n1siilu Smart 16

1L INAUYINIIUAZIIEUTNNALNINN KU WAt ulssriuTRsnLEY sutuy lewn
WeaumG (Attitude) aaudnsrensy (Characteristics) wasnssu (Behavior) nsiiniduuaaannge
Masadulun1sausatildna AadNuIzgnRIa TUAITWRIUIAULAY UYWAY
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“Wisagidaauiilunaruia runaae WanuaNIsaauslizanaaaIuILNIsIUNAgLaaY tNaTuauivIusIuNIsaat lan a6 LAY

1) eav2nTaluanunivaasaunazAsnsiIiuaaia1IaNuanaIvaadinacau (Personal Values Trust)
2) sravlvinvazilvaraiinla (Deep listening)

3) savilnduauilluuazrinaaule (Coaching)

4) slavdnneraavn1saIuIanistaaus (Facilitation)

5) eiavilinenlstantsaging (Storytelling)

“Waauuaanu uilvlaaaaanuaniiidvlaag siululiaudanazimiduday uaiuazi
wavaunaattludnadu Gau N1z ULtARANISHLAAANUIINIE55A LU aeinds16a15)

AVIUIINANNTAINVINEATISIAEUS AdTnEURFEIRsItiNndAauasineiy”
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ANLHOULTHLN
MUNINNOEHUaI15Ld5e L8& (Robert House)

uuu2iin (Directive Leadership) : rilihuuudfitvdasiiirnuudaasidlaa Aa gurazuanudade v letdeduiymvinluy
969N MuANAITUH TR uatlndde aualidifieung sstdaunasianisvingeiu Ina1919n17 vinvuuasdssauau

wuudiusguy (Supportive Leadership) : sfiinnuusiiusuu da finifiuadnuazswadinssuiiusduias ussennianisvineu
Azl anudswala uashimnuaulasaausasmsuavanuiiuaguassgundn dalanmalunsusaninnuaaiunaz e
PFnuuziintunisufidou stvuudazlaluouissinnuiddnasnainais IANUUA LN FILRLEDINTTHI NI TINITU &N
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fasalsranuaulusiusieg Meuaains yudszana wwdasiia Sanadnsainisudmsianis sHundensaiuauuliidnnswaun
WneeagsvagdnINNy

uuutiusgugnsna (Achievement-Oriented Leadership) : WUALULLIUANGNEHA Aa wmtmmuuaquﬁwa Aa KU1
mmmmwwaommﬂumﬂm TaaazsItinvu a9 uAvitnAe wmmuﬂsuﬂsaaﬁmsmmuiummam Luuwamumaomw
mmmuua”"mmmuu‘lmwa’im?jﬂ siavd G ulagenINInsgIU winasgItsage

uuuddiusu (Participative Leadership) : sidinuuudsd@iusiu @a N‘IJ']‘VILL&'N‘I/Y\WJ'UJQG]LLa”"}.IaLRIuaLL‘IJ”Gﬂ\‘J‘] AINFUUN
WathuRasanlunsdfidousaznsdadula sﬂutufumnLmuumuswmmwauﬂuamumsmmNummmﬂsua\‘m“lmﬂmms
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LBRIUDYR
("The"” Information Source)

fa9Aulay2n
(Top Down/Hierarchical)

LUULLAIUY
(Competing)

fiadamuanans |
(Revered for credentials)

fagsvnodien
(Communicating One-Way)

WamaTuladuaziasasiia
(Leading with technology and tools)

IRAANTTU
(Measuring Activity)

WinenI55:N 20 & 21

JUTH CENTURY
SCARCITY

Top Down/
Hierarchical

Revered for
credentials

,’

Communicating
One-Way

_ _ _ Leading with _ _ -

technology and tools

- - @ Measuring Activity

ABUNDANCE

JISTCENTURY

g919Ltihviunasu
| (Shared Purpose)
I
I
- Shared Purpose — - - -

SEANZ PR ERI R
(Collaborating)

[ — — —

@& 919N AU
0 |

3‘3

_Community Builder— _ _ (Community Builder)

Trusted for @ | 85 9Anugala
Authenticity and Agility ~ * (Trusted for Authenticity and Agility)

® ® - a
@k fa&15 2 TiANY

(Two-Way Conversations)

S IV\LO;Way _______
Conversations

UsauIAstATaviatuvIuLazasnix

:L__rl) _Intergrating tools in _ _ ! ,
|—|_:| | Business & Part of Work (Integrating tools in Business & Part of Work)

Measuring Impact/ m N___

IANANTENL

Co-creation (Measuring Impact/Co-creation)
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WORLD

ECONOMIC
FORUM

MR NSER
ANTAAAIUIU

ANUINNIINENATAT

Augeu ICT

AUINMIIAIUNTTLIU

AINUINIIIIUSTITN
ULAgWaLlay

16 VindzdusucinIssHin 21

16 Skills for 21st Century

Competencies
How students approach
complex challenges

Foundational Literacies

How students apply core skills
to everyday tasks

A° :
1. Literacy

5123 2. Numeracy
6

7. Critical thinking/
problem-solving

@g 8. Creativity

3. Scientific

. literacy @ 9. Communication

Q 4. ICT literac

10. Collaboration

Lifelong Learning

ANTARALTIINI N

waznsuAtladn nNIdasng

ANUAARTNIFITA

Character Qualities

How students approach
their changing environment

“ L 4
e -

11. Curiosity

12. Initiative

13. Persistence/
grit

14. Adaptability

15. Leadership

16. Social and cultural
awareness

AN99U4A

ANNALNATAELNALIAY

ANUAASIEN

=D
)
D
=
ee

AU IUITaUTUR
“RREURITTAR T

ANTTUTNMITIANURY
VUUBTTU



#1 Bestselling Author of
The 7 Habits of Highly Effective People

Stephen

7 audidagnusa

' Stepthen R Covey

Hﬂ: Be Proactive: siagiflufadusunauy

H2: Begin With the End in Mind: Busiutaadihninadaiay

[{3: put First Thing First: ﬁwﬁaﬁaﬁﬁ’mﬂdwﬁau




#1 Bestselling Author
The 7 Habits of Highly Effective Peopie

Steph%n R.

7 aulidagnusa

H7: vihginguaazdszauairnudidaludie

[H7: Sharpen the Saw:
Hnautaslvinsauatiagua

H4=-6: vinssintauaazaiuzlarau
899N T laszuIvyaaain lilgnns
9 19ANUFUNUSTNE UL

[HS: Seek First to

HA: Think Win-Win: Understand, Then to Be Hd@: §ynergy:
SO UL _ Understood: wiinwavlsyau
voERe winTapaunauluicau o RFORN
12Tt

Hi=3: vindginsuazduzlanuia
funsflinauias Tisidle
g319Aultdadia 1371916

[H7: Sharpen the Saw:
Hnautagliinsauatiagua

seRu-WanwdeAuuardu (Interdependence)

[{9: Seek First to Understand,

H6: Synergy:
Then to Be Understood: wﬁ?w é,\\” ﬂsvgizu
intasjaunaulneg e
RiplElby

HA4: Think Win-Win:
AALLLL 2AUL-2AUY

seu-Wenwnautasls (Independence)

[I3: Put First Thing First:
VinRyN&AeynIinnau

PRIVATE VICTORY

duzlanuiay [H2: Begin With the

. _ Endin Mind:
BUGAUTaadiNBuNaAALAU

[H1: Be Proactive:
gavtilufaiusunau

seeu-tilun1szunidu (Dependence)

[A2: Begin With the

L Enddin Mind:
BUEUTaadtihnuaxarau

[HI3: Put First Thing First:
VingengrAeunInnau

[H1: Be Proactive:
davtilupdaBusunau
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VRIO MODEL

Valuable Rare Hard to Imitate Organized to Exploit

AR OLA Yl NANLALIURLULIEINA N3 TAa s T

Valuable + Rare = Temporary
Competitive Advantage

Valuable + Rare Valuable + Rare
+ Difficult to + Difficult to
Imitate = Imitate +

Sustainable Organized to
Competitive Exploit = Core
Advantage Competence

daaial + unann + aanaauy daaial + 1iann + aantaau
daaial + Binann = anudiuIsalun1suaau HUUENA = AU W TunS nuuann + Tafudsziaadu =

L AU g1 i SAUSSOULUANADIAIANIS
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WHY LOCAL ECONOMY?
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W.E.-3.A,, L. EL-N.A.
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2 A%/l
3 A59/1l
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a¥e/&Ua1vi 24 A%9/1l

Usunan
40 1710/

50 n.n./uiay
30 n.n./uday
100 n.n./30067
50 na/ls=150&a"
250 n.n./uiav

50 Aa.n.

40nssuan/iu 20 u
10 6w 100 n.n.

1 au/ls

20n.0./1hiau

12 6"

3067/5au 90 aaln.n.

50061 /uiav
8017m/A%9

200 s'u/61ia/6u

10n.n./weiau 30 A.n.

25a1/4 n.n.
15,0001/ hau
1,000u /iy

1,000 n/hiay

A
200*40=8,000
50*100=5,000
200*30=6,000
300*25=7,500
150*10=1,500

250*50=12,500
50*200=10,000

3,000

40*30*20=24,000
100*100=10,000
800*20=16,000
6,000 un/1l
200*20=48,000
1,000*10=12,000
150*90=13,500
300*40=12,000
20*80*24=38,400
200*40=8,000
300*30=9,000
1,000*4=4,000
15,000*3=45,000
1,000*10=10,000
1,000*12=12,000
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2,000

150

12,000

3,000

600
4,000
1,000
1,000
1,000
3,200

650

1,000
1,000
30,600

N.N.

2,000

150
1,500

3,000

600
4,000
1,000
1,000
1,000
3,200

650

1,000
1,000
20,100

1.0.
4,000
2,500
2,000
3,750

150
1,500

2,000

4,000
1,000
1,000
1,000
3,200

650

1,000
1,000
28,750

134,81,
4,000
2,500

3,750
150

2,000

4,000
1,000
1,000
1,000
3,200

650

1,000
1,000
25,250

Ufriusr1alasail

N.A.

150

4,100

3,000
2,000

600
4,000
1,000
1,000
1,000
3,200

650

15,000
1,000
1,000

37,700

3.8l

150

4,200

4,000

600
4,000
1,000
1,000
1,000
3,200

650

4,000
15,000
1,000
1,000
40,800

.A.

150

4,200

3,000

600
4,000
1,000
1,000
1,000
3,200

650
3,000

15,000
1,000
1,000

38,800

alﬂl

150

5,000

600
4,000
1,000
1,000
1,000
3,200

650
3,000

1,000
1,000
21,600

f.El.

150

5,000

600
4,000
1,000
1,000
1,000
3,200

700
3,000

1,000
1,000
21,650

0.A.

150

600
4,000
1,000
1,000
1,000
3,200

700

1,000
1,000
13,650

300

2,000

600
4,000
1,000
1,000
1,000
3,200

700

1,000
1,000
15,800

slﬂl

300

12,000

2,000

600
4,000
1,000
1,000
1,000
3,200

700

1,000
1,000
27,800

U
8,000
5,000
6,000
7,500
1,500
3,000

600

12,500

10,000

24,000

10,000

16,000
6,000

48,000

12,000

12,000

12,000

38,400
8,000
9,000
4,000

45,000

12,000

12,000

322,500
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I = szaznandwsadaunuule 1 =1 asuuu 31 =2 asuuu 51 = 3 asuuu 101 = 4 aguuu 20 1 = 5 azuuu
O = msuanTddseiaydd 1: Waa 2: dhunaie 3: unn 4: analudszine 5: annlulan
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| 08.30 - 10.30 u. &dunizaunisnisvin workshop 1 uagiitgua /"
- 10.30 - 12.00 wu. nsudseansldudnusuanuagiAsesAawaiagiagsronnuidulanigidsegia (workshop 2)
e 12.00 - 13.00 u. WAsulsgvruanmwisnandiu | "\
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WHY DESIGN THINKING?

Design
Clearly articulate (i,? ;C;tr?gp;
the problem you prototypes) to test
want to solve all or part of your Engage in
solution a continuous
short-cycle
Innovation process to
continually improve
your design

| Prototype
/ .
X

/ Brainstorm
// potential
\

Develop a deep
understanding of
\, and develop your

the challenge :
X solution
\
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BUSINESS MODEL CANVAS

Key Partners
WUBHATUAN

Cost Structure
TA5989 190 UNU

Key Activities
AANIINUAN

Key Resources
NINEINTKAN

Value Propositions
ANSLEUanLAN

Customer Relationships
ANMUFUNWUSALANAN

Channels
229N

Revenue Streams
Aszuasale’

Customer Segments
AANANAT




The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

V4

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

- -~
e R l
What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES

Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness
Performance
Customization
“Getting the Job Done™”
Design

Brand/Status

Price

Cost Reduction

RISk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES

Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

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?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?

2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?

3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2

Cost Structure

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

Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

TYPES

Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

FIXED PRICING DYNAMIC PRICING

List Price Negotiation (bargaining)
Product feature dependent Yield Management
Customer segment Real-time-Market
dependent

Volume dependent




The Business

Key Partners

Who are our Key Partners?
Who are our key suppliers?
Which Kev Resources are we acquairina from partners?

Model Canvas

C.? Key Activities /

What Key Activities do our Value Propositions require?

Customer Relationships?

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

Designed by:

0 Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Our Distribution Channels? I

The Business Model Canvas

Designed for: Designed by:

Date: Version:

Customer Segments p [ 3

For whom are we creating value?
Who are our most important customers?

Date: Version:

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

4 Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES FIXED PRICING DYNAMIC PRICING
Asset sale List Price Negotiation (bargaining)
Usage fee Product feature dependent Yield Management
Subscription Fees Customer segment Real-time-Market
Lending/Renting/Leasing dependent

Licensing Volume dependent

Brokerage fees
Advertising




The Business Model Canvas

Key Partners 69

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities a

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customnization
“Getting the Job Done™”

Designed by:

Customer Relationships Q@

What tyI pe o%tionship does each of our
Customer Seg nts expect us to establish
and maintain with therme

Which ones have we establishe

How are they integrated with the rest of gur
business model? K

How costly are they? \

EXAMPLES
Personal assistance \

Dedicated Personal Assistance

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2

Self-Service
Design Automated Services
Brand/Status Communities
Price Co-creation \

Cost Reduction

Risk Reduction
Accessibility

Convenience/Usability

Value Propositions

Key Resources ‘iﬂ

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

What value do we deliver to the customer?

Which one of our customer’s problems are we
helping to solve?

Intellectual (brand patents, copyrights, data)
Human

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done”

Design
Cost Structure Brand/Status

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

Which Key Resources are most expensive?
Which Key Activities are most expensive? Cost Re ductio n

Risk Reduction
Accessibility
Convenience/Usability

AN

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope



The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

C’

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Key Resoul

What Key Resources do our '
Our Distribution Channels? C
Revenue Streams?

TYPES OF RESOURCES

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customnization

“Getting the Job Done™”
Design

Brand/Status

Price

Cost Reduction

it For whom are we creating value?

Human
Financial

¢

Customer Segments

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

/

/7

/7
7

Version:

/

Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope



The Business Model Canvas

Key Partners Cg Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS CATERGORIES

Optimization and economy Production
Reduction of risk and uncertainty Problem Solving
Platform/Network

Acquisition of particular resources and activities

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?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customnization
“Getting the Job Done™”
Design

Brand/Status

Price
et Dadiirtinn

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

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?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2

venue Streams

at value are our customers really willing to pay?
|at do they currently pay?
re they currently paying?
ould they prefer to pay?

wuch does each Revenue Stream contribute to overall revenues?

e

ee

otion Fees
/Renting/Leasing
g

ge fees

iing

FIXED PRICING
List Price

Product feature dependent
Customer segment

dependent

DYNAMIC PRICING
Negotiation (bargaining)
Yield Management
Real-time-Market

Volume dependent




The Business Model Canvas

Key Partners 69

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Customer Relationships

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

What type of relationship does each of our
Customer Segments expect us to establish

and maintain with them?

Which ones have we established?
How are they integrated with the rest of our

business model?
How costly are they?

EXAMPLES

Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customnization
“Getting the Job Done™”
Design

Brand/Status

Price
et Dadiirtinn

¢

Designed by:

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our

business model? /
How costly are they?

EXAMPLES /
Personal assistance

Dedicated Personal Assistance

Self-Service /
Automated Services

Communities

Co-creation /

~

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?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2

venue Streams

at value are our customers really willing to pay?
|at do they currently pay?
re they currently paying?
ould they prefer to pay?

wuch does each Revenue Stream contribute to overall revenues?

FIXED PRICING DYNAMIC PRICING

e List Price Negotiation (bargaining)
ee Product feature dependent Yield Management

otion Fees Customer segment Real-time-Market
/Renting/Leasing dependent

g Volume dependent

ge fees

iing




Designed for:

The Business Model Canvas

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?

How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?

DYNAMIC PRICING
Negotiation (bargaining)
Yield Management
Real-time-Market

FIXED PRICING

List Price

Product feature dependent
Customer segment
dependent

Volume dependent

TYPES

Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance
Dedicated Personal Assistance

Self-Service
Automated Services
Communities
Co-creation

N\
N
AN

Channels > NS

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?
How are we integrating them with customer routines? \

CHANNEL PHASES

1. Awareness
How do we raise awareness about our company’s products and services? \
2. Evaluation
How do we help customers evaluate our organization’s Value Proposition?
3. Purchase
How do we allow customers to purchase specific products and services?
4. Delivery
How do we deliver a Value Proposition to customers?
5. After sales
How do we provide post-purchase customer support?

\

Date: Version:

Customer Segments

For whom are we creating value?
Who are our most important customers?

2

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES FIXED PRICING DYNAMIC PRICING
Asset sale List Price Negotiation (bargaining)
Usage fee Product feature dependent Yield Management

Customer segment Real-time-Market
dependent

Volume dependent

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising




The Business Model Canvas

Key Partners 69
Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?

Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

Designed for:

¢

Value Propositions

§

What value do we aelivewe customer?

Which one of our customer’s problMare we

helping to solve?

What bundles of products and services are we —

offering to each Customer Segment? —

Which customer needs are we satisfying?

CHARACTERISTICS
Newness
Performance
Customnization
“Getting the Job Done™”
Design

Brand/Status

Price

Cost Reduction

RISk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

Hov™segtly are they?
\

EXAMPLES
Personal assistance \
Dedicated Personal Assistance \

Self-Service

Automated Services \

Communities
Co-creation \

Key Activities

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2

What Key Activities do our Value Propositions require?

Our Distribution Channels?
Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

AN



The Business Model Canvas

Key Partners C’

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES

Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

Designed for:

¢

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customnization

“Getting the Job Done™”
Design

Brand/Status

Price

Cost Reduction

RISk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

_——_—

e Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?

Revenue Streams?

TYPES OF RESOURCES

Physical

Intellectual (brand patents, copyrights, data)

Human
Financial

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

AN

Date: Version:

Customer Segments

2

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform




Designed for:

The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key AZtivities — — — (¥

What Key Activities do our Value Propositions require? Wha lue do we deliver to the customer?
Our Distribution Channels? Which one of wstomer's problems are we
Customer Relationships? helping to solve:

Revenue streams? What bundles of producwd services are we
offering to each Customer Segmept?

CATERGORIES Which customer needs are we satisThing?

Production
CHARACTERISTICS \

Problem Solving
Platform/Network

Newness

Performance \
Customnization

“Getting the Job Done™”
Design \

Brand/Status
Price
Cost Reduction

T Sy
Value Propositions 0

Key Partners

Ke
Y Who are our Key Partners?

What Key | .
P Who are our key suppliers?
rvese or o Which Key Resources are we acquairing from partners?

Intellectual (

Human Which Key Activities do partners perform?

Financial

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

N
N

Date: Version:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

2




The Business Model Canvas

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Designed for:

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

[ —

Designed by:

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

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?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Date: Version:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

2

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES
Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

FIXED PRICING

DYNAMIC PRICING
Negotiation (bargaining)

Product feature dependent Yield Management
Customer segment Real-time-Market

Volume dependent




BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS

KEY RESOURCES arioslevls | | (HANNELS

COST STRUCTURE REVENUE STREAMS

@@ @ @®@ | 05GNDEY BUSINESS MODEL FOUNDRY AG
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KEY PARTNERS
Visionaries S"g:r'{n?;i"
Other car
companies IT companies
(e.g. Toyota) I
COST STRUCTURE
Innovation
R&D and
exploration

BUSINESS MODEL CANVAS

—

BMW

KEY ACTIVITIES
Sales, Innovation
marketing, for a better
and driving
production experience
Accelerating Develop
the pulse of future of
thetime(i —  mobility
isions
KEY RESOURCES
Effident
Dynamics BMW Brand
(fuel down,
gasure up)
i Agil : Talented
Manufac- beope
turing System
. Sales &
Production Marketing

@ @ @ @ @ DESIGNED BY BUSINESS MODEL FOUNDRY AG

VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS
Ultimate y
oiving 1234567, | MW o piang P
. X,M Series N (car for life) Performance-
EXpEnEIKE your service driven, quality-
anrjected Active Ciiiise Co-Pillt Cg_l’ilot. minded people
Dnve.. reach Control with D[we[ A ,.nver ,
,desfmation Stop&Go | Assistance Assistance
e e A Urbanites and
relaxes ol CHANNELS conscious
Remote S : N people, sports,
services (find 13,18 (hybnd) Online renta! Bealore life)
booking
car, lock, N o
comfort) Konnedted 34 party
Drive, parking mobility
and charging service
included providers
REVENUE STREAMS
People | Service & .
training Car sales R s Leasing fees Rental fees

(%) strategyzer

strategyrer.com



y
Starbucks Business Model ?g

g

Key Partnerships Key Activities Value Propositions Customer Relationships Customer Segments
8~ - Long term |
Marketing Unique coffee Coffee
Coffee growers co-created with affectionados
customer '

R&D

Loyal

Mobile
professionals

Channels ﬁ s
Retail
stores ‘

STARBUCKS Students
COFFEE

Supply Chain Third place

e e ai
Specialized office
coffee
machine

makers

People

Brand

A place to
hangout with
friends, do
homework

Packaging
and bottling
plants
Cost Structure
Coffee and Marketing & Rent
milk R&D o
¥ —




Business Model Canvas “Green in The City”
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08.30 - 10.30 4. 1wtmagasnx (Business Model Canvas)

TuLaagsnuasnau (workshop 5)
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WORKSHOP 5 : Tuinassia (Business Model Canvas)

Tiusasnauasvasivavnaniaaladuiaagsia (Business Model Canvas) (fluiadaviia



BUSINESS MODEL CANVAS

Key Partners
WUBHATUAN

Cost Structure
TA5989 190 UNU

Key Activities
AANIINUAN

Key Resources
NINEINTKAN

Value Propositions
ANSLEUanLAN

Customer Relationships
ANMUFUNWUSALANAN

Channels
229N

Revenue Streams
Aszuasale’

Customer Segments
AANANAT
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08.30 - 10.30 4. 1wmaasna (Business Model Canvas)
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WORKSHOP 6 : ttiusella2fuaiu
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