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Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.
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Business Model

8 7 2 4 1

Key What? Customer

Activities Relationships
Key Value Customer
Partners Proposition Segments
Key Channels
Resources
Why?
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 10



Business Model of Banking companies

Key Partners Key Activities Value Propositions Relationships Customer Segments
Branch Operations Personal
Assistance
Call center ;
Investments operations Automation where Retail and
partners Deposit Products possible Corporate
. (Lower Interest Customers
S IT Operations Rates) (Boeion]
vendors Key Resources Channels
Regulatory Physical and IT
Agencies Infrastructure Bank Branches,
ATMs,
Call centers,
Loan Assets Internet,
Mobile Devices
Cost Structure Revenue Streams
Interest
Expenses Channel Costs Interest Income Fee Income

www.businessmodelgeneration.com

http://bmimatters.com/tag/business-model-canvas-examples/




VISA - Leader in Global Payments Industry

Key Partners Key Activities Value Propositions Relationships Customer Segments
Payments Network
Management
Payment Product Financial
Transaction Platforms for card Institutions
Processing programs and (Issuers)
cashless
Technology Helliaalee b I:é?ii:]t(i:c;?lls
Alliances Services :
(Acquirers)
Commercial Key Resources Channels
Partners Payment Products Sponsorships
Platform (FIFA World cup,
Olympics)
Improved Sales, Merchants
U Customer TV ads,
Convenience Tradeshows,
Conferences
Cost Structure Revenue Streams
Personnel Network, EDP, & Brand Services Data Processing International
Communications Promotion Revenues Revenues Revenues
Litigations
Provision

www.businessmodelgeneration.com

http://bmimatters.com/tag/business-model-canvas-examples/
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Why Business Model Innovation

Revenue

T \Y 1 :
arget Viarket Mechanism

Value Value Network

Proposition (Ecosystem)

Competitive

Value Chain
Strategy

Source: Chesbrough, Henry. "Business model innovation: it's not just about technology anymore."
Strategy & leadership 35, no. 6 (2007): 12-17.
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Business Model Innovation

Adding new activities

4 )
Linking activities in novel ways
NS /

Changing one or more parties
that perform any of the activities




Business Model Innovation

What customer

needs will the

new business
model address?

2

What novel activities
could help satisfy
those needs

How could the
activities be linked in
novel ways?

What should perform
the activities?
What novel
governance
arrangements can be
found?

How will value be
created for each
stakeholder?

What revenues
models can be
adopted to
complement the
business model?

16



Effect of the Internet on the Marketplace

Reduces information asymmetry

Offers greater flexibility and efficiency because of:

— Reduced search costs and transaction costs

— Lower menu costs

— Greater price discrimination

— Dynamic pricing

May reduce or increase switching costs

May delay gratification: effects dependent on product
Increased market segmentation

Stronger network effects

More disintermediation

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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The Benefits of Disintermediation
to the Consumer

Cost per
Sweater
Manufacturer # Distri #‘ Retailer I#@ $48.50
Manufacturer —‘ Retailer I#@ $40.34
Manufacturer —© $20.45

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.

18



Digital goods

Goods that can be delivered over a digital network

— For example: music tracks, video, software,
newspapers, books

Cost of producing first unit is almost entire cost of
product

Costs of delivery over the Internet very low

Marketing costs remain the same; pricing highly
variable

Industries with digital goods are undergoing
revolutionary changes (publishers, record labels, etc.)

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson. 19



Types of E-Commerce

 Three major types of e-commerce
— Business-to-Consumer (B2C)
* Example: BarnesandNoble.com

— Business-to-Business (B2B)

* Example: ChemConnect

— Consumer-to-Consumer (C2C)

* Example: eBay

 E-commerce can be categorized by platform

— Mobile Commerce (m-commerce)

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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N oUW e

Source

E-commerce
Business Models

E-tailer

Transaction broker
Market creator
Content provider
Community provider
Portal

Service provider

: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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E-commerce
Revenue Models

. Advertising

. Sales

. Subscription

. Free/Freemium

. Transaction Fee
. Affiliate

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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BUSINESS MODEL

DESCRIPTION

Business Models of the Future

EXAMPLES

SUBSCRIPTION

FREEMIUM

FREE

MARKETPLACE

ACCESS-OVER-
OWNERSHIP

HYPERMARKET

EXPERIENCE

PYRAMID

ON-DEMAND

ECOSYSTEM

Takes a product/service traditionally purchased on an ad hoc basis
and locks in repeat customers by charging a subscription fee

Users pay for product/service with their data rather than their money,
then are charged to upgrade to a full offer

Involves selling personal data or ‘advertising eyeballs’ harvested
by offering consumers a free product/service

Provides a digital marketplace that brings together buyers and sellers
in return for a transaction/placement fee or commission

Provides temporary access to goods/services traditionally only
available through purchase; includes ‘sharing economy’ disruptors

‘Brand bombing’ using sheer market power and scale to beat
competition, often by selling below cost price

Disrupts by providing a superior experience, for which people are
prepared to pay

Recruits an army of resellers and affiliates who are often paid on a
commission-only model

Monetises time and sells instant access at a premium; includes taking a
commission from people with money but no time who pay for goods/
services delivered by people with time but no money

Sells an interlocking and interdependent suite of products/services that
increase in value as more are purchased, creating consumer dependency

Source: Digital Intelligence Today, Syzygy/WPP 2015

NETFLIX, APPLE
MUSIC

SPOTIFY, LINKEDIN,
DROPBOX

GOOGLE,
FACEBOOK

eBAY, iTUNES, APP
STORE, UBER,
AIRBNB

Z|PCAR, PEERBY,
AIRBNB

AMAZON, APPLE

TESLA, APPLE

AMAZON,
MICROSOFT,
DROPBOX

UBER, OPERATOR,
TASKRABBIT

APPLE, GOOGLE

23



Understanding Business Model

Business Model
Revenue Model

Business Strategy

Business Strategy and
Information System Alignment

24



Definition of Business Model

A business model
describes the rationale of
how an organization
creates, delivers, and captures
value.

25



Definition of Business Strategy

A business strategy
IS
a long term plan of action
designed to achieve a particular goal
or set of goals or objectives.

SSSSSS : (Ostenwalder, Pigneur and Tucci, 2005) 26



Business

* “the activity of providing goods and services
involving financial, commercial and industrial
aspects.” (WordNet 2.0)

Source : (Ostenwa Ider, Pigneur an d Tucci, 2005)
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Model

* “a simplified description and representation of
a complex entity or process.” (WordNet 2.0)

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model

* A business model is a conceptual tool
containing a set of objects, concepts and their

relationships with the objective to express the
business logic of a specific firm.

 Therefore we must consider which concepts
and relationships allow a simplified
description and representation of what value
is provided to customers, how this is done and
with which financial consequences.

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Occurrences of the Term "Business Model"

in Scholarly Reviewed Journals

Year In Title In Abstract In Keywords in Full Text
2003 30 159 10 667
2002 22 109 2 617
2001 11 100 7 609
2000 16 67 1 491
1999 3 42 1 262
1998 1 19 0 128
1997 1 14 0 66
1996 0 14 0 57
1995 0 < 0 36
1994 0 2 0 18
1993 0 5 0 18
1992 0 2 0 15
1991 0 1 0 10
1990 0 - 0 7

Source: (Ostenwalder, Pigneur and Tucci, 2005)

30



Business Model Concept Hierarchy

@ Business Model DEFINITION
Concept what is a business model?
§ META-MODEL
@ what elements belong into a business model?
™
©) B"s'“f‘ Model B"s"‘?“‘ Model § TAXONOMY OF TYPES
ype ype § which business models resemble each other?
SUB-(META)-MODELS
what are the common characteristics?
(3) Business Model | [Business Model Business Model
of Dell of Amazon eBay " INSTANCES (VIEW OF COMPANY)
| -
@
B
c
Dell Amazon eBay REAL WOLRD COMPANY

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Evolution of the Business Model Concept

authors outcome activity

define & classify
business models

definitions &
taxonomies

Rappa [2001]
Timmers [1998]

list business describe business\ | model business™\_| apply business
model model elements model elements model concept
components
"shopping list" components as reference models applications &
of components building blocks & ontologies conceptual tools

Linder & Cantrell [2000] Afuah & Tucci [2001;  Gordijn [2002]
Magretta [2002] 2003 Osterwalder & Pigneur
Amit & Zott [2001] Hamel [2000] [2002]

Weill & Vitale [2001]

Source: (Ostenwalder, Pigneur and Tucci, 2005) 32



Business Model vs.
Business Process Model

e Business Model

— a view of the firm's logic for creating and
commercializing value

* Business process model

— how a business case is implemented in processes

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model vs.
Strategy

e Business Models

— a system that shows how the pieces of a business
fit together.

— an abstraction of a firm's strategy

* Strategy

— includes competition

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Implementing Business Models

Design Finance

Implement

Business Model > Business Model

Management defines and
designs a business
concept that responds to
market circumstances

Management works out a
financial structure for the
business model (e.g. internal
funding, venture capital, stock

Source: (Ostenwalder, Pigneur and Tucci, 2005)

R — SR——

» Business Model

The business model is
implemented into
business structure,
business processes and

35



The Business Model's Place in the Firm

Competitive
Forces
Legal Customer
Environment v Demand
Business
Strategy
Social B%ﬁfs Technological
Environment \ Change
Business
Organisation ICT

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Nine Business Model Building Blocks

Pillar

Product

Business Model
Building Block

Value Proposition

Description

Gives an overall view of a company's bundle of products
and services.

Customer Interface

Target Customer

Describes the segments of customers a company wants to
offer value to.

Distribution Channel

Describes the various means of the company to get in
touch with its customers.

Relationship

Explains the kind of links a company establishes between
itself and its different customer segments.

Infrastructure
Management

Value Configuration

Describes the arrangement of activities and resources.

Core Competency

Outlines the competencies necessary to execute the
company's business model.

Partner Network

Portrays the network of cooperative agreements with other
companies necessary to efficiently offer and commercialize
value.

Financial Aspects

Cost Structure

Sums up the monetary consequences of the means
employed in the business model.

Revenue Model

Describes the way a company makes money through a
variety of revenue flows.

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Domains Addressed in Business Models

Business model
ontology

Value
Proposition

Target Customer
Distribution
Channel
Customer
Relationship

Value
Configuration

Capability

Partnership

Cost Structure

Revenue Model

- Weill and Vitale Petrovic, Kittl et - Afuah and Tucci Tapscott, Ticoll Linder and
e 2001 al. R 2003 et al. 2000 Cantrell 2000
Value
value proposition g‘;‘t’é’;'gon' Value Model Value offering Customer Value value proposition
objective
Customer
Segments Market Segment | Scope
Customer
Channels R EE channel model
Customer commerce
relations model relationship
connected
. : e3-value S commerce
Architecture Production Mode - activities, value b-webs
configuration configuration process model
Core
competencies, Resource Model capabilities
CSF
. sustainability
Architecture s o Actors (team-up b-webs
strategy)
Value exchange cost structure
Source of pricing, revenue pricing model,
Revenue Model s Revenue Model value exchange Trot I

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Domains Addressed in Business Models
(cont.)

Business model
ontology

Value
Proposition

Target Customer
Distribution
Channel

Customer
Relationship

Value
Configuration

Capability

Partnership

Cost Structure

Revenue Model

Chesbrough and - -
; Amit and Zott Applegate and Maitland and
Hamel 2000 Mahadevan 2000 sooggnbloan Magretta 2002 2001 Collura 2001 Van de Kar 2002
Product/market e Value proposition What does the Transaction Product and sz::ggsiti =
? 1 ’
scope customer value~ component Services offered B R ETI
Who is the Market
Market scope Market segment R opportunity Market segment
How can we
g'ﬁ"(;':te?lt]fi . deliver value at Marketing/sales
Shipldt an appropriate model
insight
cost?
Relationship Brand and
dynamics reputation
et Structure of the Architectural .
Core processes Logistical stream T aieT configuration Operating model
Se Surigt;jrr:zanon and
competencies, ’
. management
strategic assets model)
Il Position in the Transaction _Companl_es
partners, ez T Partners involved in
coalitions P creating value
What is the
Cost structure underlying
economic vale?
How do we make
pricing structure Revenue stream money in this Begettitsktc')] ﬂll(;n Revenue Model
business and stakenolders

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Planning, Changing and
Implementing Business Models

BUSineSS plan' change' N-ew
MOdel |mp|en]ent BUS|neSS
|
I

i » Time
o Yuture

The management analyzes the current The new business model

business model's adequacy to environmental becomes a goal to achieve and

pressures and designs a new business model guides planning, change and

implementation

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Strategy and
Information Systems Alighment

Managers are aware of
the use of Information
Systems to realize goals,
exploit opportunities and
obtain competitive
advantage

Business Information
Model Systems

Source: (Ostenwalder, Pigneur and Tucci, 2005)

Information Systems
support the company's
business model and are

targeted on areas that
are critical to successful

business performance

41



Business and IT/IS Alighment

VALUE proposition
CUSTOMER interface
INFRASTRUCTURE
management

Administrative
structure

Business processes
Skills

BUSINESS IT

-\

BUSINESS
MODEL

T

STRATEGY

Strategic
fit

ORGANIZATION
INFRASTRUCTURE

IS

INFRASTRUCTURE

Function
integration

Technology scope
System
competencies

IT governance

strategy
infrastructure

| Architecture
Processes
Skills

Adapted from [Henderson and Venkatraman 1999]

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Key Customer

Activities Relationships

Key Value Customer
Partners Preposition Segments

Key

Channels
Resources

I R T T i T e e S T T e S e T i S e S e ey

\

Cost Revenue
Structure Streams

Source: http://nonlinearthinking.typepad.com/nonlinear thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoA0zMTLP5s

- - = ==
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Business Model Canvas ™=

___________________________________________________________________________

Infrastructure

Management Interfac

®

e 2 I

————————————————————————————————————————————————————————————————————————————————————————————————

Source: http://nonlinearthinking.typepad.com/nonlinear thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoA0zMTLP5s 44




Business Model Canvas Explained

http://www.youtube.com/watch?v=QoAOzMTLPS5s
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The 9 Building Blocks of
Business Model

& - . o (
Key Key Sé I‘:"’"e - Ly, Customer ( ’;) Customer A
toiti T roposition wEar ; ; ii

Partners Activities AN Pos % Relationships el Segments

Key {3 Channels <

Resources E’»'f?‘ ~d U
Cost /:_t -] Revenue "o‘\ﬂ
Structure L= ! Streams ‘,@‘-1--.,

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 46



The 9 Building Blocks of

Business Model

Customer
Relationships

4

™)
L




The 9 Building Blocks of
Business Model

Key Activities

Customer Segments
Key Partners

Value Propositions

Key Resources

A

Cost Structure 4 Revenue Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 48



1. Customer Segments

Defines the different groups of people or organizations
an enterprise aims to reach and serve

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 49



2. Value Propositions

Describes the bundle of products and services that create
value for a specific Customer Segment

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 50



3. Channels

Describes how a company communicates with and reaches
its Customer Segments to deliver a Value Proposition

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 51



4. Customer Relationships

Describes the types of relationships a company establishes
with specific Customer Segments

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 52



5. Revenue Streams

Represents the cash a company generates from each
Customer Segment (costs must be subtracted from
revenues to create earnings)

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 53



6. Key Resources

Describes the most important assets required to make a
business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 54



7. Key Activities

Describes the most important things a company must do to
make its business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 55



8. Key Partnerships

Describes the network of suppliers and partners that make
the business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 56



9. Cost Structure

Describes all costs incurred to operate a business model

'\
-
N

~

e -
-~

\

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 57




The 9 Building Blocks of
Business Model

1. Customer Segments
— An organization serves one or several Customer Segments.

2. Value Propositions

— |t seeks to solve customer problems and satisfy customer
needs with value propositions.

3. Channels

— Value propositions are delivered to customers through
communication, distribution, and sales Channels.

4. Customer Relationships

— Customer relationships are established and maintained
with each Customer Segment.
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The 9 Building Blocks of
Business Model

5. Revenue Streams

— Revenue streams result from value propositions successfully
offered to customers.

6. Key Resources

— Key resources are the assets required to offer and deliver the
previously described elements...

7. Key Activities
— ...by performing a number of Key Activities.
8. Key Partnerships

— Some activities are outsourced and some resources are
acquired outside the enterprise.
9. Cost Structure

— The business model elements result in the cost structure.
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Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.

—_—
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Business Model Generation
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Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010
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Business Model Generation

KP

LEFT CANVAS
efficiency

KR

VP

CR

CS

CH

RIGHT CANVAS
value

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 62



Community
The book is co-created with practitioners
from around the world who feel owner-

Production and Logistics Differentiation

Anything beyond content creation An entirely different format business
is outsourced to readdy avadable modéd, and story for the book makes it
sarvice providers stand out in a crowded market

ship thanks to attribution as contributing
co-authors

Buyers

Paying customers are not only readers,
but co-creators and companies that want
customized books for their employees
and dients.

\_\ AN

KP

NING PLATFORM
AMAZON.COM

3RD PARTY LOGISTICS
COMPANY

PHEHISHERS

THE MOVEMENT (DESIGN)

KA

CONTENT
PRODUCTION

HUB MANAGEMENT

GUERILLA MARKETING AND
WORD-OF-MOUTH

TOGISTICSAND

R\, &

BLOG AND VISIBILITY ON
THE WEB

BUSINESS MODEL HUB
POWERFUL METHODOLOGY

vp\ 7

/CR\

CS

BUSINESSMODELHUB
.COM

BUSINESS MODEL EVENT,

Vi P ICAL, AN AMSTERDAM
nmlﬁmn:aunnooxo VISIONARIES, GAME
FOR BUSINESS MODEL C"cu‘r‘_“_%sé:.’;"
INNOVATORS
CO-CREATION OF A ENTREPRENEURS,
POTENTIAL BESTSELLER > EXECUTIVES,
(Y CONSULTANTS,
PERSONALIZED BOOKS FOR v ACADEMICS
MPANIES AND THEIR AL
= = L COMPANIES

CUSTOMERS

WORD-OF-MOUTH

1) BUSINESSMODEL~
GENERATION.COM

2) AMAZON.COM
3) BOOK STORES

PUBLISHERS

L

.L_.

C$g/

DESIGN
CONTENT PRODUCTION
PRINTING
DISTRIBUTION

HUB MEMBERSHIP FEES

ADVANCE & POST-PUBLICATION SALES
FREE GIVE AWAY CANVAS SECTION
FEES FOR CUSTOMIZED VERSIONS
ROYALTIES FROM PUBLISHERS

THE CANVAS OF

Reach

BUSINESS MODEL

GENERATION

A mix of divect and indirect Channels and
aphased approach optimizes reach and
margins. The story of the boak lends itself
well to vival marketing ond word-of-
mouth promotion

Revenues

The book was fimanced through advanced
soles and fees paid by co-creators.
Additional revenues come from custom-
zed versions for companies and their
dients
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Finance Business Model

@ Partners & Key Activities

T

Brand Expansion

Service Extension
Marketing & Education
Back-end systems

e Governments

e Credit-Card Issuers

« Mortgage Entities Network Building

e | oan Agencies

Investment

e Funds < % Key Resources

e Boutique Adviosry

Firms * Brand
e Network
e Lawyers,
Accountants. etc e |nfrastructure
® Services

Using BMi to shakeup
the FINANCE industry.

#Technology
#Channels
#Currency

A New-Era of Finance
Enterprises

\\\\\!I

N

/

LumosForBusingss .

Ll value Proposition Customer é Customers
Relationships
Retail Retail
e Retail Branches
¢ Online Banking e Everyday Consumers
e High Net Worth
Investment Individuals

e |nvestor Research
e Conferences and
events

® Retail Investors

Investment

e High-Profile

il Businesses
Y4 Channels

e |nstitutional Investors
e Governments

Branded Platforms

Retail Networks

Industry Events

Presentations

Cost Drivers

o Staff Salaries

e Real-Estate

e Front & Back-End Systems
e Compliance

=
,‘/

Revenue Streams

e Interest and Account Fees (Retail)
e Advisory and Capital Fees (Investment)

template borrowed from BusinessModelGeneration.com
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Foreign Exchange Business Model

Key Activities
& Resources

Model and
Strategy
&‘

Praprictarg |

Partnerships

nvestors l

Trading :
Venues

Trading

-

Ruant
Traders

bqta
Providers

Value
Propositions

e

Make Markets
WorR More
Efficiently

Customer
Relationships

Low-Latevu;
— Market Ac
4 ‘ ’

Channels

4l

Ruant
Strategies

Platform
Provaens_|

Trading
Platfore |

Customer
Segments

Global Foniéw
Exchange
Markets

Cost Structures

real-time Data lcl.ou.al Oomputiwg o

High-speed lims' Salaries+Rent l

Revenue Streams
Propric'tar-
Trading

-

V/"l

=

AN

r,_/
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Bizz model canvas: SEB retail banking

Key Partners

@)

Key Activities

Value

Proposition

Key Resources

Customer
Relationships

Channels

Customer
Seaments

atd i

[
B2

Cost Structure

@ 2010 Tieto Corporation  haeimo hanninen@tieto com

2010-12-28
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Private Banking (3 Business In One)

Key o 0| Key

Value &
Proposition S

Customer =
Relationships 2

Channels ,77

s #

| Revenue

,'\\., Streams

@

. Relationship Business

Pr.zct Innovation Business

Infrastn.../re Business
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Business Model of Banking companies

Key Partners Key Activities Value Propositions Relationships Customer Segments
Branch Operations Personal
Assistance
Call center ;
Investments operations Automation where Retail and
partners Deposit Products possible Corporate
. (Lower Interest Customers
S IT Operations Rates) (Boeion]
vendors Key Resources Channels
Regulatory Physical and IT
Agencies Infrastructure Bank Branches,
ATMs,
Call centers,
Loan Assets Internet,
Mobile Devices
Cost Structure Revenue Streams
Interest
Expenses Channel Costs Interest Income Fee Income

www.businessmodelgeneration.com

http://bmimatters.com/tag/business-model-canvas-examples/




VISA - Leader in Global Payments Industry

Key Partners Key Activities Value Propositions Relationships Customer Segments
Payments Network
Management
Payment Product Financial
Transaction Platforms for card Institutions
Processing programs and (Issuers)
cashless
Technology Helliaalee b I:é?ii:]t(i:c;?lls
Alliances Services :
(Acquirers)
Commercial Key Resources Channels
Partners Payment Products Sponsorships
Platform (FIFA World cup,
Olympics)
Improved Sales, Merchants
U Customer TV ads,
Convenience Tradeshows,
Conferences
Cost Structure Revenue Streams
Personnel Network, EDP, & Brand Services Data Processing International
Communications Promotion Revenues Revenues Revenues
Litigations
Provision

www.businessmodelgeneration.com

http://bmimatters.com/tag/business-model-canvas-examples/
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Google Business Model

Key Partners

Distribution
Partners

Key Activities

R&D - Build New
Products, Improve
Existing products

Manage Massive IT
Infrastructure

Key Resources

Datacenters

IPs, Brand

Value Propositions

Web Search, Gmail,
Google+

Targeted Ads using
Adwords (CPC)

Extend Ad campaigns
using Adsense

Display Advertising
Mgmt Services

Hosted web-based
Google Apps

Relationships

Automation (where
possible)

Dedicated Sales for
large accounts

Channels

Global Sales and
Support Teams

Multi-product Sales
force

Customer Segments

Internet Users

Advertisers,
Ad Agencies

Google Network
Members

Enterprises

Cost Structure

Traffic Acquisition
Costs

Data center
operations

R&D Costs (mainly
personnel)

S&M, G&A

Revenue Streams

Ad Revenues —
Google n/w websites

Ad Revenues —
Google websites

Enterprise Product
Sales

Free

www.businessmodelgenerat

ion.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Facebook — World’s leading Social Networking Site (SNS)

Key Partners Key Activities Value Propositions Relationships Customer Segments
Platform Same-side
Development . Network Effects
Connect with your
friends,
Data_ Gy Discover & Learn,
Operations Mgmt Express yourself Internet Users
Content Partners
(TV Shows,
Movies, Music, Key Resources Channels
News Articles) Facebook Website,
Platform Personalized and Mobile Apps
Social Experiences, Developers
Technology Social Distribution,
Infrastructure Payments
Developer Tools
and APls
Cost Structure Revenue Streams
Data center Marketing and Research and Payment
costs Sales Development e Revenues
General and

Administrative

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Twitter Business Model

Key Partners

Search Vendors

Device Vendors

Media
companies

Mobile Operators

Key Activities

Platform
Development

Key Resources

Twitter.com
Platform

Value Propositions

Stay connected

News/Events

Targeted
Marketing

Relationships

Channels

Website,
Desktop Apps,
Mobile Apps,
SMS

Customer Segments

Users

Enterprises

Employees

Cost Structure

Servers

Licensing Data
Streams

Promoted Trends

Revenue Streams

Promoted
Accounts

Analytics

Promoted
Tweets

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/




LinkedIn — World’s Largest Professional Network

Key Partners

Key Activities

Platform
Development

Value Propositions

Manage Professional

Relationships

Same-side
Network Effects

Customer Segments

Identity and Build Cross-side
Professional Network Network Effects Internet Users
Equinix .
Identify and Reach
el ety the Right Talent Recruiters
facilities) Key Resources Channels
LinkedIn Website,
Content Providers LinkedIn Platform Mobile Apps
Access to LinkedIn Field Sales
Database Content via
APIs and Widgets Developers
Cost Structure Revenue Streams
Web Hosting Marketing and Product Free Offerings
costs Sales Development and Premium Hiring Solutions
Subscriptions
General and
Administrative

www.businessmodelgeneration.com

http://bmimatters.com/tag/business-model-canvas-examples/
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The Business Model Canvas """

Techno Cake

by Danilo Tic

C1.2.20M
eie 01
Key Partners :g‘{%’ | Key Activirioe (}ﬁ Value Propositions !I‘:’, Customer Rclan‘nnshin Customer Segments QE
Event o B T ey
t bervdce e
== Manaaement = = e acebook, =
Marketing ; o friilttef Geeks
MC Mi$ Managemen ~ Techno cake Elickr |T customers
Best talks and L Video-WWW Engineel's
presentations presentations
deos about
Local \Video
ters ; a talks and : —
presen Key Resources ¢ . Channels ,
i r\:i presentanons ‘ \Z:)/ :
=\/olunteers : F .cebook |T Companies
" . ra : Mobile
rs "  Twitter tors
\Voluntee : Advertising = Flickr %‘::Es
Presentation Video \Videos ence CO...
Hall WWW JAPTI,RIC Insuf ~
Cost Structure . u Revenue Streams | ‘77’-»?»
SEECEIEE o ont's Manag. t : Advertising fee \D
S Costs Authors’ COS S e \Videos
= L0gOS..

www.businessmodelgeneration.com

e @ 00O @

http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/

74



How Airbnb Works?

Insights into
Business Model

&

Revenue Model




@b Airbnb Business Model Canvas

Key
Partners

- Hosts (People who rent their
space)

- Guests (People who book
spaces)

- Photographers (Freelance)

- Investors

- Payment Processors

Key
Activities

- Product Development &
Management

- Building Host network and
Managing hosts

- Building travelers network
and managing guests

Key
Resources

- Local Hosts
- Skilled Employees
- Technology

Value
Propositions

Hosts

- Hosts can earn money by
renting their space.

- Airbnb offers insurance to
house owners.

- Free photo shoots for prop-
erty listings through photog-
raphers.

Guests

- Guests can book a
homestay instead of hotel.
- Prices are often less as
compared to hotels.

Customer
Relationships

- Customer Service

- Social Media

- Promostional Offers
- Home Insurance

Cost Structure

- Technological Set up & running costs
- Salaries to permanent employees
- Payments to freelance photographers

http://nextju

ernaut.com/blo

Channels

- Website
- Mobile App for Android
- Mobile App for i0S

Customer
Segments

Hosts

- People who own a house and
want to earn extra money.

- People who want to meet
new people.

Guests

- People who love to travel.

- People who want to stay
comfortably at a cheap price.

Revenue Streams

- Commission from Hosts upon every booking
- Commission from Guests upon every booking

/airbnb-business-model-canvas-how-airbnb-works-revenue-insights/



s

tartupbizmodel.com

R R R R Rt N

29 mar - 2012

Key R/ 2, Key i Value Ty, Customer %) Customer i
Partners g Aclivities . Proposition §\E$ Relationships ;Z Segments &
Platform development
Loca Photographers i andimantonaos ) Self-senice on site
Community vith a support team,
management Great places to stay SMS, iPhone App Travelers that are
all ?’ °:"d ":9 world looking for a good
Marketing or:iow prices expenence with a
— Self-service on site low price
Main Investors with a support team
y | (NRREGHOnS PayTion SMS, iPhone App
‘management
SEQUOIAYCAPITAL —
. Combinator Q , \ Channels
Resources (& Rer:; c;u: e:!re:ogt!‘:(,e - People with extra
3399 effortiessly g , T IR
revliockpartners. : 2 Site, Youtube, iPhone place that want to
grey p worldwide audience App, Blog; Facebook ey
Online and international Commtﬂy of and Twitter
payment ] travellers and hosts
""" ' = Site, Youtube, iPhone
Pa,yPaI Platformn App, Blog, Facebook
WESTERN and Twitter
UNION | PG
Cost Sance s Revenue
Structure & Shan 6-12% of booking fee
Photographers Servers Online and
_ i“mﬂo‘:d 3% of each successfully
Human b, il booking
Marketing Resources p

http://www.slideshare.net/ThiagoPaiva/airbnb-12210879




How Uber Works?

Insights into
Business Model

&

Revenue Model




UBER

E) Uber Business Model Canvas

KEY
PARTNERS:

« Drivers with their Cars
«» Payment Processors
«» Map API Providers

+ Investors

KEY
ACTIVITIES:

«» Product Development &
Management

«» Marketing & Custumer
Acquisition

«» Hiring Drivers
«» Managing Driver Payouts
«» Customer Support

KEY
RESOURCES:

«» Technological Platform

«» Skilled Drivers

VALUE
PROPOSITION:

CUSTOMERS:

«» Minimum Waiting Time.

«» Prices Lesser than the
Normal Taxi Fares.

+» Cashless Ride.

«+ Can see The ETA and Track
The Cab on Map.

DRIVERS:

CUTOMER
RELATIONSHIP:

«» Social Media
«» Customer Support

«» Review, Rating & Feedback
System

«» Additional Source of Income.

+* Flexible Working Schedules
and can Work Part Time.

+» Easy Payment Procedure.

+» Drivers get Paid to be Online,
even without can Requests.

COST STRUCTURE:

«» Technological Infrastructure

«» Salaries to Permanent Employees

«» Launch Events & Marketing Expenditure

http://nextju

CHANNELS:

+» Websites
+» Mobile App for Android
«» Mobile App for 10S

CUSTOMER
SEGMENTS:

USERS:

+» Those who do not own
a Car

«» Those who do not want to
drive themselves to a Party
or Function.

«» People who like to Travel in
Style and want to be Treated
as a VIP.

+«» Those who want a Cost-Effi-
cient Cab at their Doorstep.

DRIVERS:

+» People who own a Car and
want to Earn Money.

«» People who Love to Drive.

«» Those who Wish to be called
Partners Instead of Drivers.

REVENUE STREAMS:

+» Car Rides on per Km/Mile basis.

«» Surge Pricing

+» UberX, Uber Taxi, Uber Black, Uber SUV etc.
«» Uber Cargo, Uber Rideshare etc.

ernaut.com/blog/how-uber-works-business-model-revenue-uber-insights/




UBER

Uber Business Model Canvas

. esigned for: esigned by: 27 1 2016
The Business Model Canvas """ ., ety enis Oakley B
Key Partners : S@ Key Activities 5§ Value Propositions % Customer ReIationshin Customer Segments E%

Drivers who own cars

Payment Processors

Mapping Data Providers

Local Authorities

Platform & Alogo
Development

Marketing to balance
supply and demand

Driver Onboarding

Uber Platform
Pricing Algorithm
Routing Algorithm

Key Resources
-

Taxi on Demand

Cash free

Easy to order cab and
short wait time

Passengers on Demand

Easy to make additional
money

Highly automated

Channels

Mobile App

Social Media Marketing

Passengers

Cost Structure

Platform Development

Salaries

<"//////

Revenue Streams

Pay per Ride Charges

Surge Pricing

Premium Uber Brands

www.businessmodelgeneration.com

www.businessmodel.guru

http://businessmodel.guru/the-uber-business-model-canvas/
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Uber
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Come up with Killer Startup Ideas

Bl UBER

REDUCE CREATE
Time to wait Ease of use
Hassels of paying money Platform connecting customers&d
Jnsure fare & waiting time Extra Revenues for Drivers
RAISE ELIMINATE

Chances of getting taxis Uncerfoinfy of getting taxi:

Quolii’y (rofings) Woving hands to stop taxi

ssurance (Location tracking)

82



Structure of a Business Model
2

What do you offer
What? to the customer

Value
proposition

3

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

created?

1

Who is your target market?
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Value Proposition Canvas

Product

Benefits

Everything
everywhere
P————

Never
forget
P

Experience

Features

External
brain
| —

Remember
everything

Customer

Company: Evernote

Product:

Online notes
Ideal customer: Mobile professionals

Email to
yourself
P————

Substitutes

Text
documents
serted.

Based o

n the work of Steve Blank, Clayten Christen

sen, Seth Godin, Yves Pigneur and Alex Osterwalder. Released under creative col

mmeons license to encourage adaption and iteration. No rights as
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New Business Model
l direction |

Strategy

Structure

|ski||s/mind-set| l power |

l Rewards I l Process I

' motivation ' l information |

Source: https://www.slideshare.net/Alex.Osterwalder/private-banking-business-models
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" aLye peorosition |

CLIENT REATION | CLUENTS'

PARIERS | QEEZ i |

I amsterdam,

Pl
pAY

Weinaken -
T

@Z’b@ﬂo@@mo
PN

COMMUNITY
MANACE MENT

{R-mm [
U S

IKEP RESOURCES !
[

(T RIRUTT 1 T~ .
' % Mga. a%ﬁﬁ - MASIC mug%
:/} o REVENUE -
({ |
h oy “
T
5 /@% G
b g B

SELLRBAND | Trenne — mic

OFFERED TO SELLABAND BY JAM, BUSINESS MODELS INC. AND PWC
Source: http://angelab.me/review-of-business-model-generation/



Customer
Value



Marketing

“Meeting
needs
profitably”



Value

the sum of the
tangible and
intangible
benefits and costs



Value

Total
customer

benefit

Customer
perceived

value

Total
customer

cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Customer Perceived Val

ue

Product benefit

Total
customer

benefit

Services benefit

Personnel benefit

Image benefit

Monetary cost

Total
customer

Energy cost cost

Psychological cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012

Customer
perceived

value
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CEO CIO CFO

CEO

Strategy and
Sales

(Leading)

.

CIO CFO-COO

Enterprise Finance and

Technology Operations
Integration (Lagging)

Source: http://lwww.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/
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CEO CIO CMO

N

CEO

Strategy and
Sales
(Leading)

P

CIO CMO

Enterprise Marketing
Technology Communication

Integration

Adapted from: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/
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CEO CIO CMO

Vision

Strategy

Mission

Tactics Goals

Objectives

Operations

Tasks

Adapted from: http://www.argowiki.com/index.php?titte=The Relationship Between the CEO and CIO 94




The Future of Financial Services

4 N\ )
Industry Leaders Innovators
= Qversight, guidance and thought leadership from 16 C-suite executives = |n-person and phone interviews with 100+ innovative new entrants
and 25 strategy officers of global financial institutions and subject matter experts ) .
L399 g coinbase  ABIRE
Deutsche Bank 1Z] VISA HSBC <> Deloitte. O SEEDRS Ssecondmaet  jex”  KENSHC
O Sinsnaroons kit Julius Bér Morgan eensona. W LIQUITY estimize &
o Markl Stanley CAPITAL comnmont Husmtomian
BILL¢ MELINDA Squar ‘ By &Y fundin
*BARCLAYS XL EZ‘ GATES frndasier \\, FutureAdvisor E - N @ = e (C,
) CVC / = "-\'. eCo t\\ - /,‘
Standard g % NASDAQ  cvuiruen O korokoro AYASDI =/ %rc‘m%'xac}gy covestor R
» @i% UBS Chartered &Q Py 3 -
— BMO 9 — .V' OpenGamma @FundingCircle ‘AA/’* SIMPLE
—— FBANORTE ~ =g
Alix‘l“’;ilillrllf'lly ZURICH = | A Y% Lenddo O FUNDAPPS @ PROSPERP
= w ALGOMI ~  hi #LendingClub
. % THOMSON REUTERS PINE RIVER NOVUS( bll'pay
C GEsITAL wAwAGewsnY LA o .p_\:‘T Allianz | DRAGON
=sPMorganchase  poy peXmIAL Y \Lr‘d #PBISON e ripple () cirete B WenLT )

\_
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Payments
Cashless World

. . —»| Payment
Customer > Point Of Sale (POS) > Acquirer
T —»| Credentials /
/ Authentication
Merchant
v
>
Issuer < Payment Network
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Payments Innovations

Caseless World

®

Mobile Payments

= Mobile wallets

= Mobile-based merchant payment
solutions

p'g'y C ) MasterPass “® CY!‘IEOA“‘
........  Sa—

‘Pay tLevelup [ square

v

Simplicity
= Payments innovations allow customers to
make payments in a single tap or
automatically by leveraging connectivity
(e.g., wireless network, near-field
communications)

Integrated Billing

Key innovations for the cashless world

O

= Mobile ordering & payment apps

= Integrated mobile shopping apps

g -

(geotagging)

8

Order Ahead

Interoperability

Most innovative payment solutions are not
restricted to a single payment method,
allowing customers to manage and use a
variety of credit cards, debit cards or bank
accounts for payment

MagicBand bPay
EAZE skip wallet

= Location-based payments

= Machine-to-machine payments

O

Streamlined Payments Next Generation Security

= Biometrics / location-based
identification

= Tokenisation standards

. . N
; ~""I|.--~bll,JO x@y NUA;.cE Daon
ViB | visa CL Yo

Value-Add Services

Many innovative solutions offer value-add
functionalities in addition to payments,
enabling merchants and financial institutions
to interact more closely with customers and
deliver additional value (e.g., loyalty, offers)
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Open-loop Mobile Payment
Solutions

Customer > POS —» Acquirer ‘[, C’Pay
A / + |ﬁ|
pay VISA
Merchant Checkout

» Payment
Network

Issuer <

98



Closed-loop Mobile Payment
Solutions

4 LevelUp
Customer A
/ UBpay
l Merchant

Issuer <
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Mobile Merchant Payment Solutions
Integrated Payment Apps
Streamlined payment solutions

Replace,
Complement
or Enhance

Customer skip wallet =) Square
Merchant T
v UBER
Issuer 4 > :aeyt;,n::lkt

-—»{ Payment —»| Credentials / Authentication
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How will changing customer needs and behaviours in an
increasingly cashless world change the payments landscape?

o Consolidation of the Payment Market

Bank Account

Today
Customers PR Merchants
Cards Solutions
Default Payment
Customers Solutions Merchants

Future Bank Account

. Key change to payment behaviour

= Customers lose visibility into their payment
choices as innovations like Amazon’s 1-
click and Uber’s seamless payments push
more and more transactions to a single
default card

= The default cards’ share of wallet will
increase and the importance of
differentiators like card brand and design
will be reduced

Today Bank Account
Customers VL Merchants
Cards Solutions
| Payment
Customers Cards Solutions Merchants
Future Bank Account

The successful deployment of digital wallets
eliminates the need to own/carry physical
cards and enable decision support systems
to help customers optimise card usage

This drives a proliferation of niche and
merchant issued cards, splintering share
of wallet across many providers

Potential impact on the payments landscape

Future

e Fragmentation of the Payment Market 9 Displacement of Credit Cards

Bank Account

Today
Customers eVmelt Merchants
Cards Solutions
Customers » e Merchants

Solutions

1

Bank Account

Customers with revolving balances elect to
use innovative point of sale vendor
financing schemes offering preferable
terms

Credit card usage is eroded as
transactional card users migrate to payment
solutions that seamlessly link to their
bank accounts
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Value Transfer
Money Transfer

Sender Request €) Secure Messaging €) Flow of Funds —| Flow of Funds
Sender asks their financial Sending bank sends a secure The recipient bank responds to the
institution to transfer an amount to message to the recipient bank sender bank’s request for funds via Transfer Request /
a specific address (using BIC or requesting transfer of the specified a clearing house or correspondent — au thorisatio?*l
IBAN codes) amount bank
» Secure Messaging v
- 2] <
Sender SengerkB — Recipient Bank Recipient
> roker 9 >
a A A
4 Automated <
FX Market » Clearing House /
Intrabank :
s e— Intermediary Bank
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Decentralised payment schemes

leverage cryptographic protocols
to transfer value virtually
in a secure, low cost, near-instantaneous manner

Sender Recipient

Decentralised System / Ledger

Obitcoin  ofripple  @litecoin @

namecoin
Digital currency run on Open-source low-cost (~1 Open-source P2P Decentralised open
decentralised payment /1000t of a cent) Internet currency source information
network payments protocol and enabling instant, near- registration and
instant exchange of any zero cost payments transfer system

form of money or value
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Mobile Monies and
P2P Value Transfer Networks

. —> -
Sender . Mobile Money . pecipient
(e.g., a telco)

Sender » P2P Transfer Recipient

Local = , Local

Account Batch (Net) Account

—»| Flow of Funds |—»| Transfer Request / authorisation

mé:%, O KOPO KOPO  OERIFTIS TS aZUTlD:-—

. . Je, id
urrencyFair - mi

@Avuba M-+PESA ‘point

X clearXchange-
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How do decentralised and non-traditional schemes
differ from traditional money transfer models?

Traditional Model Decentralised Schemes Other Non-Traditional Schemes

Value Chain ; * essegng ! MRS ecee
Sender | Sender  Recilent < Recipien Sender Recipient
R "h , Bank ry ' ’ ‘)ﬁ% Sender » Peerto-Peer Recipient
ACH/ < el m r
“::“ - o Decentralised System / Ledge L, - o K
Batch (Net)
Kev Characteristics Processing of transfers is handled by = Value transfer is recorded in a = Value transfer is facilitated by a
y correspondent financial institutions, distributed ledger single trusted non-financial 3™ party
often facilitated by payment schemes  «  Transactions are managed by a = Relies on the intermediary to keep
(e.g., SWIFT, Visa, MasterCard) distributed network of processors records and settle the transfer
* Relies on a central clearing body = Sender initiates the transfer = Sender initiates the transfer

= Transferis initiated by recipient bank
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How will the evolution of decentralised or non-
traditional payment schemes change the role of
traditional financial institutions?

Potential changes to the role of traditional institutions

o Compete with an alternative network Q Facilitate alternative payment 9 Provide leaner, faster payment
of financial providers schemes as complements options within the existing network

m Bank Accounts
o Traditional Rails >&\—>
m Authentication

‘ IFAIternative '
|~ Aiternative AT @ e
o—h Rails | T Remittance || A Aty
L. ll>___ 3

Savings P Savings
T S | ’,/

O il O i
Bank Solutions; N\

Payments

° Initial sender e End recipient . Traditional providers . Alternative providers > Flow of Money

= Traditional institutions launch financial
products that are connected to alternative
payment scheme ecosystems (e.g., Bitcoin
savings accounts, mobile money insurance)

= A network of innovative financial services
providers (e.g., authentication, remittance,
savings / lending, insurance, merchant
payments) emerge around alternative
payment schemes

= Alternative payment schemes act as a
catalyst for traditional institutions to develop
new solutions

I 1
I 1
I I
: I
I I
: . = Leveraging elements of alternative
= Financial institutions may also act as a I schemes, traditional institutions build more
= These services provide customers a : :
meaningful alternative to financial : |
institutions by keeping money entirely : :
within the alternative schemes ! :

gateway to alternative payment schemes streamlined rails for the movement of money

(e.g., authentication) = These solutions reduce the advantages of

alternative payment schemes and retain the
flow of money within the traditional financial
network
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Decentralised
Non-traditional Payment Schemes

Remittance Traditional

°—> Traditional Rails

Initial sender

Providers e End recipient
Payments
-------------------------------------------------------------------------- . Traditional providers
A |
H i _— " Alternative . Alternative providers
> . oo ) .
° :Alternatlve Rails : —— Remittance Providers
"""""""" ' > Flow of Money
" . Initial sender
Traditional Providers o
Bank Accounts e End recipient
Authentication . . Traditional providers
| Remittance B . Alternative providers
~_ Traditional
° Initial sender
T T T T s mmmmemmme Savings e End recipient
1 1 age
' Innovative Bank Traditional
i : I > Remittance . . iti i
° ! Solutions ! ° Providers Traditional providers
! ]

Flow of Money
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International Remittance Value Chain

Offline:
Cash (through
banks and
MTO), ATM
network

Online :
Account transfer
(to an agent
location or
another bank

account)

Mobile based
remittance

Banks &

Internet
remittance
Operator

M-wallet
provider

Mobile
Network
Operator

Country
specific
banks, MTO,
electronic
money
provider (such
as PayPal)

Independent
system such
as Swift,
Internal bank
processing
system,
VISA/Master
card etc. in
case of credit
or debit card
based
remittance
and FX
Exchange

Country
specific
banks, agent
network,
ATM, Kiosks

Source: https://letstalkpayments.com/international-remittance-Itp9-canvas-report/

Cash
Collection,
account
transfer,
mobile stored
value



Insurance Value Chain

Key pressures across the insurance value chain

Advancing technologies, changing customer preferences and the market landscape are enabling a number of innovations and trends, which create

pressure across the insurance value chain

e-Aggregators
Online aggregators that allow customers to
compare prices and purchase insurance
products online may displace traditional
distribution channels as customer
preferences change and more insurance
products are commoditised (e.g., UK P&C

Entry of tech players

Technology providers with brand
recognition and trust surpassing financial
institutions may enter the insurance
distribution market, leveraging their
extensive data and distribution capability.
Google acquired a UK e-aggregator
BeatThatQuote charging insurers up to $54
per click

bizinsure

compare.com

market)
‘o

Stq»er°

R&D/
Product

Distribution

Google  amazon

Underwriting

Manufacturing

@

Mercedes-Benz

S

Self-driving cars

Fully or partially self-driving cars are
emerging leveraging smart sensors,
connectivity and machine-to-machine
communications. This will considerably
reduce the risks associated with driving and
may shift the principal of insurance from
drivers to manufacturers

Impact on all Insurers

(J 0[ Getaround

s

e @a’irbnb T

Sharing economy

As sharing economies emerge from pay-as-
you-go rentals to shared vehicles and
houses, the concept of ownership may
radically change, challenging traditional
insurance models developed based on one-
to-one ownership structure

Impact on P&C insurers

Securitization

Insurance linked securities such as
catastrophe bonds are introducing new
pools of capital providing fully collateralised
coverage to insurers, outside of traditional
re-insurance and insurance pools

ELcadcnhall lESKAT( S @ Menagement

Risk Capital &

Investment

e TRIPLEPOINT

Entry of hedge funds

Driven by a low interest rate environment
and access to premiums, hedge funds and
alternative sources of capital are moving
closer to the insurance value chain by
setting up reinsurers, providing additional
funding options for insurers

PAULSON ~
& CO. STA (‘,
INC. !
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Insurance Value Chain

R&D/
Product
Manufacturing

e

Disaggregation of Distribution

e-Aggregators and technology providers could
disaggregate the distribution of personal and
small commercial policies and the ownership of
customer relationships from insurers

—~———

= Customer loyalty to insurers will decrease
as aggregators create distance between the
individual and their insurer

= Erosion will occur in the competitive
advantages from existing retail channels
(e.g., agent force, brand)

Distribution

Key characteristics of the future state insurance value chain

Underwriting

Commoditization of Risks

As properties (home and auto) become safer
and sharing economy homogenises risks,

Risk Capital &
Investment
Mgmt.

(=]
=

(22

Decoupling of Capital

A larger proportion of investment risks will be
transferred outside of an insurance company as

"(0

individual risks will be increasingly standardised  more alternative providers of capital (e.g., hedge

and commoditised

—~———

= The importance of actuarial and
underwriting capabilities will grow as other
parts of the value chain are disaggregated

= Insurers’ margins on personal and small
commercial products will decrease

funds) offer cost-effective options

—~————

= Growth of insurers will be less constrained
by their access to risk capital

Increased underwriting capacity, transfer of
catastrophic risks and commoditisation of
risks may lead to decreased impact of
insurance cycles
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Apply Pay Business Model

Apple Pay

Key Partners & KeyActivities N vame % Customer W  customer n
Propositions Relationships Segments
Merchants Process iphone 6 &
McDonslds. B Securgmess Appie Watch
Walgreens) Mobig owners
WMents
Card Networks

(AMEX Visa u A
ng Banks ccess to Merchants
MasterCard) [, ce. Bofa, Mobile (220 000+)
Citi Bank) Customers

Key Resources _& Channels M
Ccard Pay » ™ e 185uing Merchants Issuing Banks
(AMEX, Visa, System
MasterCard)
iTunes Usersw
Touchlp | srored Credit
cards
The Issuing Banks are
willing to pay the fee to
Cost Structure & reduce fraud costs
0.15 - p25y,
Free -30 Free - $0 "'Tnmc:.:

Source: https://www.slideshare.net/Strategyzer/apple-pay-bmc/16-Apple_Pay Seamless_Secure_Mobile 112



Fintech Innovation:
New Data Business Models

Fintech Innovation:
New Data Business Models

@

() DUEDIL
MATCHMAKING

iMATCHATIVE
DATA

(Hestimize

o.—\-n--mu

enomu Trulico
Collects the digital
PASSFORT footprint of a customer

KENSHO % visiblealpha
FINMCML

(STOCKTAGON

See kln \lph
MARKETS ANALYSIS

HEI.I.I)SDDA

SOCIAL MEDIA DATA >

Provides global identity
verification across 4bn people
0 xignite
a The Market Data Cloud
BIG DATA SHARING
PLATFORM

(context relevant
prsonetics
PREDICTIVE

COINALYTICS
DATA ANALYSIS

................................................................

> hquidiandscape (7 platfora

DATA VISUALIZATION

e

OFFER CREATION

) mepzzes

Source: http://banknxt.com/55858/customer-data/
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Fintech Innovation Together:
Better Use of Data

BANKS FINTECH'S
@ Consumer data volumes @ Innovative market data points
@ Regulatory control on data @ Innovative analytics methods

M_A
r—-x
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Open API for FinTech

Independence

Interoperable T
Extensibility Transparency
J

Openness
Lol Stability
I Principles T
Enablers

Data Standard API Standard Security Data
Sta Protection
Transaction Data API Architecture S

fi
Reference Data Development & LI )
Aggregated Data Distribution Authorisation

En n

Sensitive Licensing cryptio

Commercial Data Versioning -
Portability

Data Attribute
Providers

Independent e

Ay Financial

Securities
Other
Organisations
Standard '
; Specific
Governing Ssage
Body
Customers
Individual &
Businesses
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Mobile Payment Service

Changes in Social/
Cultural Environment

Consumer
Power

Changes in
Technological
Environment

Traditional
Payment
Services

v

MOBILE PAYMENT
SERVICE
Competition between
m-payment service
providers

— T~

New
E-payment
Services

Changes in
Commerce
Environment

Merchant

Power

Changes in Legal,
Regulatory, and
Standardization

Environment

116



Mobile Payments
Technology Innovations

NFC-Enabled Credit/Debit 3G and 4G Cloud
Components Smartphone P Mobile Computing Mobile Apps
and POS o Network and Storage

Cloud-Based NFC-Enabled 3" Party Apps
Services IR < - - - - - --- -~~~ ST G -~ --------------"-
Services Services Services
T ST ®
) Location- Trusted Mobile/ Banking NFC-Enabled
Business Infrastructures Based Service Online ATM /Branch Public
Service Management Banking Platforms Infrastructure
) <_______________> ........................... >
Include Compete Support
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Transferwise

TransferWise English (US) «» Business Request money Help Login Sign Up

You send

Send money with the 1,000
real exchange rate

4.98 GBP TransferWise fee (included)

Banks and other providers could charge you up to 5% in 113970 °  Guaranteed exchange rate (24 hours)
hidden costs when sending money abroad. TransferWise is

up to 8x cheaper. It's only fair. Recipient gets

1134.02

n You could save up to: 35.38 GBP

Compare price Get started

& res 26040 oo 0 Spe

Sir Richard Branson invested in 5 star rating on Trustpilot - See Authorised by the UK Financial From the people who
TransferWise - read why why people love TransferWise. Conduct Authority (The FCA) built Skype

https://transferwise.com/ 118




Transferwise

TransferWise has accounts across the world

Pay into our bank account in your country. We pay your recipient from our account in their
country using the real exchange rate.

Local transfer

GBP -

Account

TransferWise TransferWise

https://transferwise.com/

1134.02 EUR
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Transferwise

We independently obtained the overall cost of sending money 1,000 GBP to EUR using selected major
banks and brokers.

TransferWise Bank Average

TransferWise charges as little as possible \__/ Banks hide their cost in the exchange rate

ii' ) Banks often set their own exchange rate

Fixed exchange rate

TransferWise uses the real exchange rate

Save up to 90% with TransferWise and receive EEILS Celiel (RS Y A0S O 61 (D06

Got it, | could save up to 35.38

https://transferwise.com/




TransferWise Bot
for Facebook Messenger

eeccoyodafone UK 7 5:22 PM £ 34% W >4
TransferWise Bot >
< Home Typically replies instantly Manage

TransferWise Bot

i
«@mE®. 38 people like this including Taina Pefia
.ﬁ Sénchez and 4 friends

Product/Service

5:22 PM

Hi, I'm the TransferWise Bot.

| like to think of myself as bot on a
mission ...

... to help you send money around the
world as fast as possible, for as little
as possible.

Let's get started. What would you like
to do today?

OK, first up, let's get you logged in.

FYI, when you login, you agree to the
TransferWise Terms.

Login
Terms of use

US Terms of use

You're logged in. Which currency are
you sending from?

-
0

3

: GBP? Lovely. Here's where you can
‘;o send your money to:

(% uso) @ AUD) (‘ EUR) @vb CAD) (: H

— Type a message...
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FinTech Technologies
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Robot
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Blockchain
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