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Today’s lecture objectives

» To understand and describe business models and their parts
» To be introduced to the field of sustainable business models

» To recognize ways to introduce sustainable value into companies’
operations

» To be able to map and explain your case company’s business model
and suggest areas for business model innovation for sustainability
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Multiple definitions and ideas about what
a business model is...
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Some definitions

* The reflection of a firm’s strategy
(Casadesus-Masanell & Ricart, 2010; Richardson, 2008; Seddon et al., 2004; Shafer et al., 2005)

*  “The story of how the company exploits business opportunities to create,
deliver and capture value”

(Jorgensen & Pedersen, 2015, 67)

» Describes the rationale of how an organization creates, delivers and

captures value, and provides the organizational and financial ‘architecture’

of a business and its understanding of its customers and their needs

(Teece, 2010)

*  “The content, structure, and governance of transactions designed so as

to create value through the exploitation of business opportunities”

(Amit & Zott, 2001)

NTNU
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Business models: Often framed around
three value elements

Value
proposition

Product/ service,
customer
segments and
relationships

Value
creation &
delivery

Key activities,
resources,
channels, partners,
technology

Value
capture

Cost structure and
revenue streams

Based on Richardson (2008) and Bocken et al. (2014)
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BM definitions from your reading

» A conceptual tool to help understand how a firm does

business
(Osterwalder & Pigneur, 2005; Bocken et al., 2014)

» Simplified representations of the value proposition, value
creation and delivery, and value capture elements and
the interactions between theses elements within an

organizational unit
(Geissdoerfer et al., 2018)

B NTNL

Value proposition

Solving customers’ problems

“[a]n industry is a customer-satisfying process, not a
goods-producing process”

(Levitt, 1960, p. 19 as cited in Jergensen & Pedersen, 2015, p. 70)

« A product or service that helps customers to do a job or solve a
problem more effectively, reliably, conveniently or affordably at a
given price

« What problem does the product or service solve for the customer?

» What customer need does the product or service meet?

B NTNL
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Value creation & delivery

Utilizing resources and activities to deliver the greatest
value to the customer

« the combination of the company’s resources and activities that
create and deliver the product or service to the customer
* How the company meets customer needs, solves their problems or
does a job for them

» Different resources create different values — allows some companies
to become more profitable or competitive than others

B NTNL

Value capture

Balancing costs and income

* How the company manages or structures the balance between its
costs (associated with delivering value to the customer) and its
income (the price customers are willing to pay for their delivered
value)

B NTNL
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To summarize

Value
proposition

Product/ service,
customer
segments and
relationships

Value creation &
delivery

Key activities,
resources,
channels,

partners,
technology

Value capture

Cost structure
and revenue
streams

The product or
service provided to
the customer to
help them solve a
problem or carry
out a task or job

The company’s key
resources and
activities necessary
for delivering the
product or service
to the customers

How the company
acheives profitability

Based on Richardson (2008), Bocken
et al. (2014), Osterwalder & Pigneur

TRy i oty of (2005)
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The business model canvas

(Osterwalder & Pigneur, 2010) Nine “building blocks"
of a BM
The Buscens Model Carrvas = Offering
’ ) . - = » Value proposition
— Infrastructure

* Key partners

+ Key activities

+ Key resources
Customers

» Customer segments
. B * Channels

» Customer relationships
Finances

» Cost structure

* Revenue streams

wtl'-n-

* Atemplate to understand and communicate a BM
* Applying the BM concept as an architecture of components
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The business model canvas
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INCORPORATING
SUSTAINABILITY
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Sustainable business models (SBMs)

A developing concept in business management literature
» Away to link sustainable innovation to the business model of a firm

« A means for business management to operationalize sustainable
activities across its supply chain

« Concept originally conceived to help companies get involved in the
needed transition to sustainability

— Increasingly seen as a source of competitive advantage

@ NTNU |t
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Terms to know

Competitive advantage
What allows an organization to
outperform its competitors

» Cost advantage: offers same value
proposition at lower cost

» Differentiation: better/ more unique
value proposition

Porter (1985)

= \' wy\- ! Norweyan Lreveruey of
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Combining strategy and sustainability

Sustainable innovation

“a process where sustainability
considerations (environmental, social,
financial) are integrated into company
systems from idea generation through
to research and development (R&D)
and commercialisation” (Charter, 2007)

« applies to products, services,
technologies and new business and
organisational models

21

Defining a SBM

managing, and communicating:

all other stakeholders,

~ \' 1\' ! Nocwegan Uaeve y of
- | | Soence and Techrx By

A business model for sustainability helps describing, analyzing,
i. acompany’s sustainable value proposition to its customers, and

il. how it creates and delivers this value,

iii. and how it captures economic value while maintaining or
regenerating natural, social, and economic capital beyond its
organizational boundaries (Schaltegger, et al., 2015, p. 4)

Incorporating the value of natural resources, the environment and society
into the way the firm creates and delivers value

22
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Sub-field hypothesis:
SBMs as a niche within
already established
fields

NTNU

Concept or theory? Research field or buzzword?

7 Traditional '\
business \ [ sustainabiity
| model field |G feld

L susainable ™\ ___~
Y| | 78
w | business |
5 Y~ model field 7 ~——
Design / /X teld
field /4
WD

/ Corporate

Integration hypothesis: SBMs
as a field that depends on but at
the same time goes beyond

'established fields

From: Lideke-Freund & Dembek (2018)
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Takeaways from literature review by
Geissdoerfer et al. (2018)

SBMs modify the traditional business model concept by:

1. incorporating concepts, principles and goals aimed at
sustainability

or

2. integrating sustainability into the value proposition,
value creation & delivery and/or value capture

TN T Normegan Lrevervey of
(o | ek y e
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SBMs require

» Both the firm-level and systems-level
. Environmental
perspectives alas Binia
» The incorporation of sustainable value — Renewable rescuce, low
designing a business model to capture Doverssy pobtion jreventcr
economic value for itself through the e
capture of social and environmental
benefits Seclal s"?;’:”“ Economic
* Changing the way business is done — not value forms : value forms
just what you do and what you offer to the Quolty end dwersdy oft, retum on
customer -*_‘"'."j""; : ' e
» Consideration of the triple-bottom-line o miront sty
» Consideration of multiple stakeholders ’
NTNU | oo recnongy 2
25
Propositions of SBMs — trying to unify the literature (From Evans, et al., 2017)
+ Sustainable value incorporates economic, social and environmental (triple
bottom line) benefits conceptualized as value forms.
+ SBMs require a system of sustainable value flows among multiple stakeholders
including the natural environment and society as primary stakeholders.
+ SBMs require a value network with a new purpose, design, and governance.
+ SBMs require a systemic consideration of stakeholder interests and
responsibilities for mutual value creation.
% ol v
e ) i
NTNL < < — 2
26
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Another SBM definition

SBMs are “business models that incorporate pro-active multi-stakeholder
management, the creation of monetary and non-monetary value for a broad
range of stakeholders, and hold a long-term perspective”

(Geissdoerfer et al., 2018, p. 403).

Environmental, .
social and bilics Long-term
stakeholder 9

economic engagement perspective
value gag

Sustainable
business
model

Business
model

Solutions for sustainability Fig. modified after

. Notwedhen University of
@ \ l \l ience and Technology Geissdoerfer, et al. (2018)
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Casting light and reducing shadows

The organizations’s attempts to cast light (increase positive externalities) and
reduce shadow (reduce negative externalities) help to make the sustainable
business model work
1. Responsibility is part of the value that is offered and created for the
customer, supplier or other stakeholders
2. The responsibility enables the company to access resources or carry out
activities that would not otherwise have been possible

The company recognizes that it owns the externalities it creates
(i.e. the effects of its operations on the environment and society)

By being responsible, is the company able to create and offer value that it
would otherwise have not been able to offer?

NTNL 5 e g s A 28
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Company example: ST U RMBERG

Ways the company has innovated to create sustainable value:

« 25% of employees are young people who have dropped out of the
labor market due to drug use, convictions or mental disabilities

» Full transparency of where products are manufactured

* 1% of company’s revenue (not profit) is used for humanitarian and
charitable projects

» Climate neutral production

» Recycle materials (collection and distribution
schemes for used products)

®NTNU | fmrimmye -
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Stormberg example (cont’d)

Casts light through an increase in positive externalities:

» Provides jobs to those who need them

» Contributes 1% to humanitarian projects

» Products promote a healthy lifestyle

Reduces shadow by decreasing negative externalities:

» Climate neutral production

* Products last several seasons

» Deposit scheme for exchange of products, old products reused

B NTNU | St et >
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Sustainable business model elements

Value proposition Value creation & Value capture
in a SBM delivery in a SBM in a SBM
Provides social and/or Based on sustainable Recognizes the value
environmental value in supply chain processes awarded to the firm in

addition to meeting the that reduce ecologic performing in an
customer’s need and societal pressures, environmentally and/or
and consider impacts socially beneficial way

on stakeholders and
environment

Based on Richardson (2008) and Bocken, et al. (2014)

B NTNU | oo Teoroi 3t
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Value proposition in a SBM

» Extends beyond its goal of highest economic return (e.g. lowest production

cost regardless of resource use) and provides environmental and social
value in addition to its economic value

— Shows that the relationship between the firm and its customers is
instead based on an exchange of value (wants and needs), rather than
on the product or service itself

— The firm may realize how changes in its customer’s needs (e.g. desire
for products or services that use fewer resources, are locally produced,
or come from a company that contributes to the environment and
community around it) affect the value projected and demand for its
product or service

B NTNL e o Too s 32
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Value creation & delivery in a SBM

» Based on sustainable supply chain processes that reduce ecologic or

societal pressure, and may allow the seizing of new opportunities, revenue
streams and markets

— e.g. through recycling and closed-loop systems, or creating new markets
based in sustainable and efficient design or production

— Drawing attention to its position in a larger system, the value creation
concept in a SBM shows how the firm’s supply of resources and
production and transport activities affect a larger network of actors and
stakeholders

@ NTNU | s -
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Value capture in a SBM

» Recognizes the value awarded to the firm in performing in an environmentally and
socially beneficial way that meets economic, environmental and social needs, and
produces more than monetary profit

— Value for the stakeholder can be transformed into value for the company

— Customers may be willing to pay a higher price for the product or service

because of the sustainable way it creates value, and firms may even see an
increase in profit

— Firms may reduce costs by reducing resource use

— Community programs and good working conditions (a cost) create and
support a healthy community with committed employees (a benefit)

- Strategic CSR & Shared value creation
B NTNL e o Too s 34

34
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Sustainable business model elements

Value proposition
in a SBM

Provides social and/or

environmental value in

addition to meeting the
customer’s need

Value creation &
delivery in a SBM

Based on sustainable
supply chain processes
that reduce ecologic
and societal pressures,
and consider impacts
on stakeholders and
environment

Value capture
in a SBM

Recognizes the value
awarded to the firm in
performing in an
environmentally and/or
socially beneficial way

Based on Richardson (2008) and Bocken, et al. (2014)

& NTNL
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Sustainable business model

VS.

Business model for sustainability

What’s the difference?

® NTNL

« Remember to define your terms and concepts clearly!

36

36
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Why have | edited the figure from Geissdoerfer?

Sustainable
business
model

Business
model

B NTNU | Yoot
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Circular
business
modets

Suslamable l j
business
model

Business
model

B NTNU | S veonoee
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Circular
business
model
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Now_ that you know what a
*_(sustainable) business
model is...

. what is business model

R =S innovation and sustainable
j business model
“ -« ‘' . jnnovation?

- -

B \NTNL o o, 4 L 39
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Business model innovation (BMI):
the conceptualization and implementation of new
business models

Business model innovation
Business model Business model Business model
transformation diversification acquisition

There is no curent There Is a cument The cument business An addtional business
busingss model, and a business model that is model stays in place, model is idertified,
new business modelis  changed into ancther and an adstional acquired, and inlegrated
created tusiness model business model is

created

Geissdoerfer, et al. (2018)
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Business model innovation aimed at
sustainability

Increase in positive or decrease in negative impacts for society,
environment and the long-term prosperity of the organization and its
stakeholders

Solutions that support sustainability in business model and network
of actors

\vlw?\ l ': '-_,.-,:; ':.... ,- i ,..T." 41
41
Sustainable business model innovation
The conceptualization and implementation of sustainable business models.
1. Sustainable start-ups: a new organization with a sustainable business
model
2. Sustainable business model transformation: current BM is changed,
resulting in sustainable BM
3. Sustainable business model diversification: current business model(s)
remain the same, and additional sustainable business model is created
4. Sustainable business model acquisition: an additional SBM is identified,
acquired, and integrated into the organization
(Geissdoerfer, et al., 2018)
NTNU | tersmmns 2
42
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Example — Sustainable start-up

s '\'l‘f\ I Nocwegan Useverstty of
| J Scence and Techrology

MUD Jeans

Trying to make a difference in the dirty
and resource intensive fashion industry

Started with jeans on leasing system

Trouble with leasing due to lacking
customer interest and practical issues
- now jeans on deposit system where
worn jeans are returned and recycled
into new jeans

Main objective is sustainability

43
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Example — SBM diversification

Bugaboo — baby stroller designer

and manufacturer

* Experimenting with new archetype
outside their normal sales channel —

testing a leasing plan

» Strollers designed to be long lasting >
opportunity to prolong lifetime and
avoid product being outgrown

» Customers can choose the “flex plan”
with the opportunity to change the

strollers if need be, returning outgrown

strollers to be used again

.‘\' ’I\' I Noswegan Useverstty of
| J Scence and Techmology
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Business model innovations for
sustainability

“Innovations that create significant positive and/or significantly reduced
negative impacts for the environment and/or society, through changes
in the way the organization and its value-network create, deliver value
and capture value (i.e. create economic value) or change their value

propositions.”
(Bocken, et al., 2014, p. 44)

@ NTNU | s -
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Strategies for SBMI

» Defensive: incremental adjustments driven by risk (e.g. regulatory
changes) and cost reduction (e.g. eco-efficiency)

« Accommodative: improvements of internal processes that consider,
to some degree, environmental and social objectives

» Proactive: redesign of the core business logic

(Originally presented in Schaltegger, et al., 2012)

fensive VS:

=. Gan compare 10 de
CSR

NOT '
strateglC

® NTNL
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More approaches to SBMI

Outside-in approach: an ‘outside’ business model archetype is adapted or
translated to the organization
— archetypes allow users a relatively easy way to explore the potential
impacts of innovating towards different types of business models

Inside-out approach: involves starting with the current elements in the
organization. First, one details an organization's existing business model
then explores the potential changes to the model.

— e.g. the business model canvas

B NTINU | tocrans Tecmotes 47
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Challenges in SBM innovation
* Triple Bottom Line: the co-creation of profits, social and environmental
benefit can be difficult
» Shifting mind-sets: established norms and guidelines (e.g.
shareholder primacy) make the introduction of new BMs challenging
 Resources: reluctance to redistribute resources or allocate them for
BM innovation
+ Complexity of technolog innovations: integrating technology
innovation (e.g. clean tec YWith BM innovation is multidimensional and
complex
* External relations: engaging intensely with external stakeholders and
new environments requires additional effort
* Lacking methods and tools: existing BM modelling methods and tools
are few, have their insufficiencies, and are rarely sustainability driven
B NTNL e o Too s 48
48
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The Business Model Canvas
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The Sustainable Business Model Canvas
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Flourishing Business Canvas .

The
flourishing
business
model
canvas

u \'I!f\ 4 Nocwegan Useverstty of
| J Scence and Techmology

17 Emadl ey

Based on the “Strongly sustainable business model canvas”
(Upward & Jones, 2015)

51
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The triple layer business model

canvas
(Joyce & Paquin, 2016)

+ Extends the original BM canvas (econ- focused) to

include layers focused on environmental and
social value creation

» Bridges business model innovation with SBM
development

* Auser-friendly tool to support sustainability-
oriented business model innovation

* A concise framework to support visualization,
communication and collaboration around
innovating more sustainable business models

_-\ r 1]1\- T Norwegan Lreveriey of
| Scence and Techmology
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Nespresso example Economic layer

= _Economec Butineus moos Canva

Aciviles g |

' Partners

' Value
Proposition

‘Customer qp
Relabonslup

Customer
Segments

B NTNU | Yoot
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Nespresso example — Environmental layer

Ervronmentsl Uis Cycle Durwss moael Canvas

Supplies \ss
and
Out-sourcing

Production b

Functional

Value +

End-of-Life B

Distribution e

Environmental Impacts
o

Environmental Benefits

B NTNU | S veonoee
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Nespresso example — Social layer

Sex ol slene «xb;m—gw AT

‘Local Govemance' ‘Soual 6 Héoﬁletal “ ‘ 'End-User

Communities _ ‘ Value ure
= ==

Employees ‘1' -

Social Impacts
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SBM archetypes

Bocken, et. al. (2014) classify different sustainable business models
based on the way(s) the models seek to propose, create and capture
ecological value.

Archetypes are grouped by the model’s main type of innovation —
technical, social or organizational
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Archetypes framework from Bocken, et al. (2014)

include nine archetypes
grouped around
environmental, social and
economic innovation
types. The archetypes
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from the 2014 framework
are presented in the
following.

Archetypes framework from Bocken, et al. (2018)
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SBM archetypes

\

Technological Social
Sebutmite
Manimive Oeliver
sorialand || Cronte vad with Adopt » Ropurpose Dwvelcp
renewables Wity stewardibip Enceurege for society/ scale up
anergy from wante rather than suficlency
and natural roke wrvircnmaent whtam
eMciency owmenSip

Bocken, et al. (2013)
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TECHNICAL ARCHETYPES

» Characterized by technical innovation in the production processes, design
or materials of the product or service to create sustainable (socially and
environmentally friendly) value for the business

» For example, design or manufacturing processes that use resources and
energy more efficiently

s '\'l‘f\ I Nocwegan Useverstty of
| J Scence and Techrology
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SBM archetype: Maximize material
productivity and energy efficiency

» Use fewer resources and less energy, especially
from nonrenewable sources

» Generate less waste, reduce pollution and
emissions to land, sea & air

 Examples:
— Dematerialization of products and packaging
— LEAN manufacturing principles
— Low-carbon manufacturing
— Increased functionality of products

.‘\' ’I\' I Noswegan Useverstty of
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Archetype example: Maximize material
productivity and energy efficiency (Minimizing
waste in production process)

CAPTURED CARBON
CREATES NEW VALUE

New technology is being used by Indian fem Carbon
Clean Solutions to capture carbon dicxide from industrial
processes and use it to manufacture new products,

n the oo to decarbonise iIndustnies that are emmng »
great de of CO., these it s Cpponunty 1o make use of the
carbon a3 8 resource Note ~g the potental in the syminotic
relationzhip, Carbon Clean Solutions dewlcped the
rechnology 10 capowe carbon dwoade froen indhastry and use
t a1 a leeduock 1o produce commarcally vable chemecaly
tio-oils, matenals, and fuslz. Carbon Clean Solution: o the

only company 50 have delivered iz technology %0 2 site in

nda without subsdes, and to be & owing the potertal

scalabelay of 2 rechnology everywhere

From: DNV GL Global Opportunity Report 2018 63
63
SBM archetype: Create value from waste
, ~ ; + Waste streams turned into useful and
Tl ﬁ;ae? valuable input to other production
‘D flj(i.ﬁg : "}'E- streams
' -‘9"—9' - - Examples:
L AW — Shared ownership and collaborative
consumption (e.g. car sharing)
— Extended producer responsibility
— Closed loop systems and circular
economy principles
B NTNU | oo Teoronny o
64
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Archetype example: Create value from waste

TURNING TRASH
INTO FASHION

Thread takes trash from some of the poorest neighbour-
hoods on the planet and transformas it into textiles, peovid-
Ing Income opportunities and cleaning the environment.

In 2010, lan Rosenberger - founder of Thread - wrote in his
journal, ¥ Hait can tum trash into § = good ™ Tha semence
was the foundaton of Thesad, whch employs collectorn in
Hani and Honduras to pick up plasthc bottles that are tumed
mo fabeics along a 100% transparent supply chan. With
Thread, 38 9 mdlion plastc bottles have been removed

" S NS LM, 2 3 fcam y feduing Sh dge o
the enveonment and manne ecosystems. In addibon to
prowding thousand: of mcome opportuntie: and imeng

plaste waite, Theaad alio hat an irterest-free micro-loan

programme to keep Az supphers In Business

From: DNV GL Global Opportunity Report 2018
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SBM archetype: Substitute with
renewables and natural processes

* Reduce environmental impacts and improve company long-term
outlook by addressing resource constraints associated with non-
renewable resources and current production systems

« Examples:
— Moving from non-renewable to renewable energy sources
— Local energy solutions

.'\" ‘N I Nocwegan Useverstty of
| J Scence and Techmology
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Archetype example: Substitute with renewables
and natural processes

AIR-CONDITIONING

POWERED BY NATURE

Purtx's solar alr-conditioner is 3 sustainable alternative to
conventional cooling. Powered by the sun, the air-conds-
voner reduces elecricity Consumption by up 10 85%

W global Inveg stamdards mprovng, the demand for

e R s e e L K S L <rea e
2ong with the negatihve anveornmental meaect In recponae
10 the growng rneed 1o altermutives Purn desgred a solar

Jatrbuted 10 coohng devices The waner retums 5o the chller
"

» closed-loop Tyt

From: DNV GL Global Opportunity Report 2018 67
67
» Depend on social innovation to offer sustainable value, e.g. through a
change in the functionality they offer the consumer or a change in consumer
behavior.
» Social archetypes aim ultimately to restructure consumption and production
patterns, or to involve the needs of stakeholders in design and production
roOWERY T
®NTNU | fxmnsemns .
68
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SBM archetype: Deliver functionality
rather than ownership

» Provide services that satisfy users’ needs without having to own
physical products

 Examples:
* Product includes maintenance and extended warantee
* Product or service is rented, leased or shared
» Pay per use of product or service

B NTNU | Momsn veovemer o -
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Example - product as a service

Bugaboo — baby stroller designer and

manufacturer

* Experimenting with new archetype
outside their normal sales channel —
testing a leasing plan

» Strollers designed to be long lasting
—> opportunity to prolong lifetime and
avoid product being outgrown

» Customers can choose the “flex plan’

with the opportunity to change the
strollers if need be

B NTNU | S -
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Example - product sharing & pay per use

a N 'l‘[\' LT Nocwegan Useverstty of
J Scence and Techrology

71

71

SBM archetype: Adopt a stewardship role

* Proactively engaging with all stakeholders to ensure their long-term
health and well-being
* Examples:
 Biodiversity protection
« Consumer care — promoting consumer health and well-being
 Ethical trade (Fair Trade)
« Radical transparency about environmental or social impacts
» Resource stewardship

Note similarities with shared value creation strategies (Porter &
Kramer, 2011)

a I\‘ 'I‘I\‘ LI' Noowegan Useverstty of
J Science and Techrology 72
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cartbad oraar
e 3 P

Archetype example: Downstream stewardship

NATURAL ALTERNATIVE

TO PLASTIC WRAP

Using simple, org Ingred: Boe's Wrap produces a
sustainable alternative to plastic wrap for food storage thee
is reusable. biodegradable, and compostable

Beo : Wrap provide: itz cuttorer: mo* » plaitic-free

Hlermative wiry %0 keep lood beth Combesng GOTS

om Ca®imidn WICed Srper PR3t At L

managed hives m the Unaed States, organc jojoba of, and
tree renn, $he resut o & mallsable food wrp, St can be

used agen and agan. Al the end ol & Heteme, the wrap

A e composted O aven Lied 23 natute NG eSectve Sre

aters for wood soves Unlive plastic wrap, Bee's Wreep i1
beodegradable and coniequence free 101 the anveorment

A MaArnNe TPeces

From: DNV GL Global Opportunity Report 2018
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Archetype example: Upstream stewardship

SUPPLY CHAIN SUSTAINABILITY
GUARANTEES RIGHTS

Holistic coepereate supply chain policy from Telemos
guarantees strong requirements across fta entire supply
chain of 2.1 million employees.

Az a world-lesding talecommunications companes, Telanor
i working to reduce inequaley through a focus on wpply
cham sustamabidty, with 97% of 4z supplwes covered by
requirements on Raa®h ana '_A".?" Saman and labour v.:;)-':
ervvwonment, and ant-cormupton Capaaty badding and
NGOCOus montorng of comp Lance means that ower BUN of
non-cordormities ate mutigated withon & year s the largest
telecommunicatcne pronder - Myanmar a c© ourtry bettl 3
wh comuption, the pol <y haz been particularly important
10 Y MDIrove wajes ana wWorking conaitons and Telanor has

tramad ovet 15000 workers in the country

From: DNV GL Global Opportunity Report 2018
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Upstream stewards:
The Better Cotton Initiative (BCI)

BCI aims to transform cotton production
worldwide by developing Better Cotton
as a sustainable mainstream
commodity.

To achieve this mission, BCl works with = -
a diverse range of stakeholders across

the cotton supply chain to promote @ 21
measurable and continuing :
improvements for the environment, &
1.3 14

farming communities and
the economies of cotton-producing
areas.

NTNU
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SBM archetype: Encourage sufficiency

» Solutions that actively seek to reduce consumption and production
 Examples:

— Consumer education

— Demand management

— Product durability and longevity (e.g. Stormberg’s design for
clothing to last more than one season)

— Market places for secondhand goods
— Premium branding/ limited availability
— Responsible product distribution/ promotion

NTNL
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Archetype example: Downstream stewardship
& Encourage sufficiency

.'\"l‘r\' I Nocwegan Useverstty of
| J Soence and Tec reology

NATURAL ALTERNATIVE

TO PLASTIC WRAP

Using simple, organic Ingred: Boo’s Wrap prodeces a
sustainable alternative to plastic wrap for food storage thee
is reusable, biodegradable, and compostable

Beo : Wrap provwde: itz cuttormers me™ » plactic-free
Hlermative wiry %0 heep lood beth Combeung GOTS
cobad omger o CA®imas Cod HOm St
managed hrves m the Un ned States, organ jojoba of, and
tree renn, ™he retult 2 & malisable food wrap, St can be
used agan and agan. M tha end ol &3 Heteme, the wrap
POMRD O aven ied 21 natute N0 e%ective e
Marters for wood soves Uniive plastic wrap, Bee's Weep 2
bodegradable and conieqguence ree 101 The anveorwenm

nd manne tpeces

From: DNV GL Global Opportunity Report 2018
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Archetype example: Encourage sufficiency

.'\" ‘N I Nocwegan Useverstty of
| J Scence and Techmology

INTEGRATING REUSE
INTO EVERYDAY PURCHASES

This Chilean social enterpre s dedicoted to lomering
hae cost of foad and other essential itoms for low-income
famiies in Chile,

Algrama works dirmctly wen manuiscourer: 10 el products

n reusable cortaness. oMern » buk which tha comparny
SEIMANES CAN BAVE WP 10 SO% on comnumer coms In cnes
wheee recyclmg facite: are rare. meiying on recycl ng o
reduce Dand madle 4 wnresiane Thag B Corp hopet 10 fodter
8 reuse and recycling culture, in onder to make a dent o the
use of sngle-we plastics. An sverage Chiean famdy uaing
Aramo's products hat e po1e 0 10 eveT atound two

klograms of platic wasts per moneh

From: DNV GL Global Opportunity Report 2018
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ORGANIZATIONAL ARCHETYPES

« Based in organizational innovation, such as a
restructuring of ownership or increased involvement of
stakeholders

* Incorporate innovative brocesses into the organization of

a firm = 'ﬁ i ﬁ‘

11110

@ NTNU | s -
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SBM archetype: Re-purpose business for
society/ environment

 Prioritizing delivery of social and environmental benefits rather than
economic profit maximization, through close integration between the
firms and local communities and other stakeholder groups. The
traditional business model where the customer is the primary
beneficiary may shift
 Examples:
* Not for profit
» Hybrid businesses, social enterprise
 Alternative ownership: cooperatives, (farmers) collectives
 Social and biodiversity regeneration initiatives
» Home based, flexible working

@ NTNU | s -

80
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Example — social enterprise DANONE
N

Grameen Danone Foods (Bangladesh) is guided by four objectives :

1. To develop a product that has high nutritional value and is affordable for
the poorest individuals

2. To improve the community’s living conditions by creating jobs that raise the
living standard and enhance the social fabric and the region.

3. To protect the environment and conserve resources
4. To ensure a sustainable activity while seeking profitability

* Grameen Danone Foods’ primary aim is to have a positive social impact ; its
pursuit of profitability is based solely on criteria such as improving public
health, creating jobs, reducing poverty and protecting the environment.

* Profits earned by the company are re-invested in expanding and running the
business.

NTNU | oo recnongy 81
81
SBM archetype: Develop scale-up solutions
» Delivering sustainable solutions at a large scale to maximize benefits for
society and the environment
« Examples:
» Collaborative approaches (sourcing, production, lobbying)
* Incubators and entrepreneur support models
* Open innovation (platforms)
* Impact investing
* Crowd sourcing/ funding
* In many cases, this SBM utilizes the principles of one or more of the other
archetypes, but does so in way that encourages and promotes the
widespread growth and expansion of business models for sustainability
NTNU | tooncesns Tecmotogy 82
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Discussion

Take a moment to discuss strengths and weaknesses of the field of

sustainable business models v .y

ink this research will ease companies’ transition to
iveri apturing sustainable value?

* Doy

@ NTNU | SSncrans Teowotesy 8
83
SBM research considerations
* There are no set approaches, as each company has its own unique
combination of resources and make up of stakeholders
* The literature currently takes a normative perspective, which makes it
difficult for firms to practically implement the theory within their individual
company
— Companies may be overwhelmed with theory
— In many cases, day-to-day operations have to be managed while
transitioning to a more sustainable model
* Do you think tools like the triple layer business model canvas can help?
— Why or why not?
O NTNU | dresimmns o4
84
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r—

85

1. Map your company’s business model along these three elements

2. Make sure to take note of areas where they currently propose, create
or capture sustainable value, and areas where they could/should do it
in the future (and how).

Value proposition Value creation & Value capture
delivery
Product/ service, Key activities, Cost structure and
customer segments resources, channels, revenue streams
and relationships partners, technology
ITT'NTT T Noowegan Useverstty of
a I\ I [\ LJ Science and 'u-('r-t&g-g, 86
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Thank you!

https://www.ntnu.edu/employees/haley.knudson

haley.knudson@ntnu.no

451 66 158
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