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Value Map

The Value (Proposition) Map
describes the features of a
specific value proposition in
your business model in a
more structured and
detailed way. It breaks your
value proposition down into
products and services, pain
relievers, and gain creators.




— A list of all the Products and

& Services

MTEsa Services a value proposition
“ Is built around.
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Gain Creators describe how
your products and services
create customer gains.
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Pain Relievers

®

Pain Relievers describe
how your products and
services alleviate customer
pains.
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Pain Relievers

offering all key services as easy bundles in
form of “company as a service”,

superior customer experience for new
companies

operating company administrative functions
unparalleled data creation engine

Data driven smart investment opportunities
portfolio diversification opportunities.




Customer Profile

The Customer (Segment)
Profile describes a specific
customer segment in your
business model in a more
structured and detailed
way. It breaks the customer
down into its jobs, pains,
and gains.




Customer Jobs describe
what customers are trying

to get done in their work "o
and in their lives, as o=
expressed in their own

words.
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Customer Jobs

Open a bank account

Manage the accounting and admin work of
the company

Organize a work permit and visas for moving
employees

Organize house and services (e.g. bank
account, school, health care) for employees
and their families along with meaningful
freetime activities

Find local employees

Find a suitable office space and other needed
facilities

Get local contacts to needed services and
finance sources

Customer
Job(s)
7 o

o

) v

(®) strategyzer




Gains describe the
outcomes customers want
to achieve or the concrete
benefits they are seeking.
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Pains describe bad

outcomes, risks, and
obstacles related to
customer jobs.

(®) strategyzer



Paper work and costs to set up a legal entity
companies suffer from legacy regulations and
legacy mindsets that are based on the old
linear world models, rules and geographical
thinking limitations.

companies intentionally look to build a “born
global” appearance and globally neutral
profile

difficulties in establishing basic functions for
their entity and operations in a reputable
jurisdiction that has good economic
relationships with most countries

global bank transfers, enabling subscription
payments, accepting credit card payments,
accounting, legal and financing services that
really understand the general nature of
operating digital business
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Platform Business Model



CUSTOMER
NEEDS/DEMAND

End users / Consumers

Identify customer needs and changes in markets.

Key Expert Groups

Identify experts needs for services and data.

Companies / tech providers / service providers

Identify needs of solution providers businesses.

Development companies / Researchers / Institutes

Identify “middle men's” needs in utilizing information.

Public Sector Actors

Identify public sector needs in steering mechanisms and
services development.

Driver 1

Surrounding
ECOSYSTEM

KEY DRIVERS OF CHANGE

Driver 2

Driver 3

Driver 4

CORE ASSETS

Core Technologies and Key Enablers

Take into use needed technologies.
Existing and emerging.

Data Sets, Data Flows and Data Storages

Utilize all available data, by combining different data

sources. Own and others.

Real and Digital World Asset Combinations

Combine real world and digital work assets and skills to

new winning combinations.
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CUSTOMER
NEEDS/DEMAND

End users / Consumers

Analyze existing, new and changing needs of target
group in relation to current supply.

Key Expert Groups

Analyze experts expectations in context of solving issues
and recognize best holistic service combinations that would
best match with those expectations.

Companies / tech providers / service providers

Analyze relevant companies business offerings holistically
to recognize most compelling combinations that would
best enhance the industry as a whole.

Development companies / Researchers / Institutes

Identify relevant experts, researchers, solution providers,
institutions etc. key functions to create new winning
combinations.

Public Sector Actors

Evaluate relevant public sector actors holistic needs in both
regulatory and responsibility context as well as fixing Driver 1
market demand challenges.

Surrounding
ECOSYSTEM

KEY DRIVERS OF CHANGE

Driver 2

Driver 3

CORE ASSETS

Core Technologies and Key Enablers

Evaluate the potential and suitability of core technologies
and technical enablers as technologies for platform and as
enhancers of platform business. Most promising are
selected to be used, while preparing to make changes
based on learnings.

Data Sets, Data Flows and Data Storages

Take into use all of the most relevant data sets and sources
to build new winning combinations by crossing industry
verticals and geographies. Manage that quality, relevance
and volume of data reflects the needs of the platform.
Combine the data sources with new data that platform will
generate to create new winning combinations.

Real and Digital World Asset Combinations

Combine real world information, infrastructures and skills
supply with matching digital assets and sources. Combine
all platform parties data sources with platforms own data

X as platform assets/supply.
Driver 4
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As A Platform



Customers &
Users

Parties

Platform
Owner(s)

Parties

g
Define key parties in each corner.

Name and describe as detailed as

Value

men POSSIDLlE. Typical parties are
owner, customers/users, creators

and partners.

Creators &
Producers

Parties

Partners



Customers &
Users

Parties

Platform
Owner(s)

Value Proposition
y4
Define and describe value
e Propositions for each party. Does

the platform produce real

measurable value for each?

Creators &
Producers

Parties

Partners



Value Creation
Y4
Describe what each party is
emexpected to contribute and what

will they gain. What does these

parties want to give and get?
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Key Enablers

Think and desc_ribe‘n-ecessary technologies,
technical enablers, data sets, data collection
s PrOCesses, tools, services, rules & standards, ...

nnnnnnnnnn

etc. that are required for digital platform to

function in such way that it will produce the
described values and fulfill the expected value
propositions of each party.

Platform
Owner(s)



Operate & Develop

Tools & Growing the volume of
Services participants
Connect demand / supply
Platform
transactions
Create Consume
Compensate / Monetize
Matching Rules &

Standards




Operate & Develop

Growing the volume of participants

e Attract parties to join the platform, to grow the volume of each party in the
network in balanced manner, considering supply and demand.

e So that exchange of value can start to emerge.



Operate & Develop

Matching

e Match each parties with those parties whos supply is meaningful for the
matching other party:.

e Or else, all parties are looking for the “needle in a haystack”.



Operate & Develop

Rules & Standards

e Platform needs to create the rules that define what is allowed and what is
not. For example; what type of behavior is encouraged and what is not. This
include two main component;

o Entry and usage moderation; Who can join, who cant and why?
o Usage moderation; moderation of the quality of activities and support,
based on feedback by each parties

e |[f these are not managed properly, quality will diminish as the volume of each

party grows.



Operate & Develop

Tools & Services

e Platform offers key tools and services like; technology that supports each
step in the key transactions. Tools are self service and “plug & play” type of
solutions.

e Services on the other hand are things that platform centralizes and manages

itself. As an example these are be insurances to parties, marketplace and

user support.



Platform Transactions

Create Supply

e Parties in the platform need to produce something of value like; content,
services, products, solutions etc.

e This is the supply that platform offers.



Platform Transactions

Connect

e Platform need to help connect the demand with relevant supply



Platform Transactions

Consume

e Parties in the platform consume and experience the value of the supply.

e This can be reading content, purchase of a product or downloading an app.



Platform Transactions

Compensate

e Party that is consuming supply also produce value in return when they
consume the supply.
e This is not necessarily money, but can also be “liking’, recommendation,

attention etc.



User Stories



As a < type of user >, | want < some goal > so

that < some reason >

new user, to register use the service

e About User Story: User stories are short, simple descriptions to break down features
into smaller parts, told from the perspective of the person who desires the new
capability, usually a user or customer of the system. As such, they strongly shift the
focus from writing about functionalities to discussing them from a user perspective.

e About Users Task flow: Task flow is similar to User Journey, but it is more specifically
a single flow of steps completed similarly by all users for a specific user story. le. all
users would follow the same steps to complete that specific action, such as creating
an account or going through a checkout process.


https://www.mountaingoatsoftware.com/agile/user-stories
https://www.productplan.com/break-product-features-into-user-stories/

Business Model
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BMC: Value Propositions

e \What value do we deliver to the customer?

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

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

e Which customer needs are we satisfying?

Characteristics:

- Newinese e Brand/Status e Accessibility

e Performance e Price e Convenience/Usability
e Customization ©® CostReduction e “Getting the Job Done”
e Design e Risk Reduction

50 startup. @0 °
comimions EY SR



BMC: Key Partners

Who are our Key Partners?

Who are our key suppliers?

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

Motivations for partnerships:

e Optimization and economy

e Reduction of risk and uncertainty

e Acquisition of particular resources and activities

startup
commnions
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BMC: Key Activities

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

Customer Relationships?

Revenue streams?

Categories:
e Production
e Problem Solving
e Platform/Network

startup
commnions
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BMC: 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?

e How costly are they?

Examples:
e Personal assistance
e Dedicated Personal Assistance
e Self-Service

e Automated Services
e Communities
e Co-creation

50 startup. @0 °
comimions EY SR



BMC: Customer Segments

e Forwhom are we creating value?
e \Who are our most important customers?

I.E:

WVESSYEIZE

Niche Market
Segmented
Diversified
Multi-sided Platform

startup
commnions
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BMC: Key Resources

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

Types of resources:

e Physical

e Intellectual (brand patents, copyrights, data)
e Human

e Financial

startup
commnions
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BMC: Channels

startup
comirons

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?

cc) () ©



BMC: Channel Phases

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

?
3. Purchase support:

e How do we allow customers to
purchase specific products and
services?

50 startup. @0 °
comimions EY SR
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BMC: Cost Structure

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

e Which Key Resources are most expensive?

e Which Key Activities are most expensive?

startu
comnPons



BMC: Cost Structure

Is your business more: Sample characteristics:

e Cost Driven (leanest cost e Fixed Costs (salaries, rents,
structure, low price value utilities)
proposition, maximum e Variable costs
automation, extensive e Economies of scale
outsourcing) e FEconomies of scope

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

50 startup. @0 °
comimions EY SR



BMC: 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?

50 startup. @0 °
comimions EY SR



BMC: Revenue Streams

Types: Fixed pricing: Dynamic pricing:
e Asset sale e List Price e Negotiation
e Usage fee e Product feature (bargaining)
e Subscription Fees dependent e Yield
e Lending/Renting/ e Customer Management
Leasing segment e Real-time-Market
e Licensing dependent
e Brokerage fees e \Volume
e Advertising dependent

50 startup. @0 °
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