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Triple layered business model canvas

Social Stakeholder Buiness model Canvas

Economic Business model Canvas

Environmental Life Cycle Buiness model Canvas

Partners

N

Who are our
partners?

Motivations:

Optimization and economy
Reduction of risk and uncertainty
Acquisition of particular resources
and activities

Costs

. e e
Activities £°
What activities do our
value propositions require?

Categories:
Production

Problem Solving
Platform/Network

Resources .

What resources do our
value propositions require?

Types:

Physical

Intellectval (brand patents,
copyrights, data)

Human

Financial

What are the most impor-

tant costs inherent in our

() business mo
Examples:

Variable costs
Economies of scale

del?

Fixed Costs (salaries, rents, utilities)

Value
Proposition
w¥m
HN

What value do we
deliver to customers?

Characteristics:

Newness Price
Performance  Cost Reduction
Customization Risk Reduction
Design Accessibility
Brand/Status Convenience
“Getting the Job Pone”

Revenues

]

Customer O

Relationship

Customer
Segments
[ ]

How do we establish °
relationships with our o
customers ?
Examples:
Self-Service Autowmated Services
Personal assistance Commwunities
Pedicated Personal Assistance Co-creation FO]’ Whom are we
creating value?
Channels =3 | e
. Mass Market
Through which channels giche w:a;ket
egmente

do our customers want Diversified
to be reached 7 Multi-sided Platform

Types:

Face-to-Face  Sales force

Value Chain Web sales

Alliance Physical stores

Aggregation Wholesaler

For what value are the

customers willing fo pay?

Types

Asset sale

Usage fee
Subscription Fees

Licensing
Brokerage fees
Advertising

Supplies \w |Productiontsd | Functional End-of-Life B | Use Phase

and
Out-sourcing

What wmaterials and
work is supplied or

What processes does our
production require?

Categories:

Industrial Processes
Services

(IT, Operations, SaleséMrkt)
Electricity

out-sourced ?

Types:
Energy
Materials
Chewicals
Processes

Materials &

What material resources

do we require?
Types:
Metals Agro-based
Plastics Wood-based
Chewicals Textiles
Electronics Fuels

Infrastructure Glass

Value

What function can be
measured as the valve
we deliver?

Characteristics:

Quantify function or service
(not simply product-centered)
Include a timeframe

Insure comparability amongst
alternatives

How does our value
proposition finish?

Types:

Landfill Dissassembly
Recycling Re-purpose
Composting Take-back

Distribution sms

How is our value propo-
sition reaching custom-
ers?

Types:

Transport mode Pistance
Product Weight Packaging
Product Volume

How is our value
proposition used?

Types:

Consumables
Maintenance and Repair
Longevity

Energy requirements

Environmental
&_

Impacts

environment?

Examples:
Carbon footprint

(or Global warwming potential)

Human health

Ecosystem Quality
Non-renewable Ressources
Water consumption

How are we impacting the

S

Environmental Benefits

How do we contribute to
environmental benefits?

Examples

Energy savings
Material reductions
Material safety
Encouraging better
consumption behaviours

|_ocal
Communities

Governance :ns Social

How is the organization

governed ?
P Examples:
Q’ﬁ‘\‘ Pewocratic/Flat
Avthoritarian/Hierarchy
Cooperative
How are local
communities supported? o
Examples: Em @, | oyeesS My
Guidelines for [abour practices
Stewardship
Volunteering How are our employees
Development programs treated?
Sponsorships Types:
Personal development programs
Health & Safety programs
Union
Social advantages

Social Impacts

What are the social

impacts?

Examples:

Health issues

Cultural issues
Consumption behaviours
Psychological effects

Value

O

What greater purpose
or social value do we
deliver?

Characteristics:

Quantify function or service
(not simply product-centered)
Include a timeframe

Insure comparability amongst
alternatives

T+

Societal

Culture m

What societal culture are

we contributing to ?
Examples:

Diversity Individval
Sufficiency Inequity
Responsibility Short termism

Scale of
Qutreach

How far can our
relationships reach?

s

Examples:

Geographic range
Timeframe

Pshychological attachment
Ethical or cultural barriers

chial Benefits

End-User zn\

Who is engaging in our
value proposition?

Types:

Fawilies
Communities
Youth

Seniors
PDisadvantaged
Peveloping world

What are the social
benefits?

Types

Basic Health Autonomy
Happiness Freedom
Respect Personal growth
Well-being
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