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» Understanding Business Models
» Analysing and representing business models

» Characterising the business models of culture
organisations

» Integrating strategy and business models
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Why the focus on business madel 4Py Pz

m london

“of cultural organizations? -

Cultural Activities and Value
Creation Dynamics at a Time of
Economic Transition

use of the term business in the
cultural arena?

Do you feel comforta_lble W.ith the GREAT ART II

Is there a terminology issue......??!! £ FOR EVERYONE 3
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The Business Model is what
distinguishes an organisation ¥ W

Think about organisations such as: &

Starting from 1950s McDonald's Restaurants and Toyota,
From 1960s Wal-Matrt;

From 1970s FedEX;

From 1980s Blockbuster, Intel and Dell Computer;

From 1990s eBay, Amazon.com, Google and Starbucks
From 2000 Facebook, Booking.com and Twitter.
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h/organisation has its own
C|T|C bus'ness m0d6| ........................... e

Simple Business Model Framework
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The Business Model Ontology
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“=“ -A Business Model is.... . [ al: e
a plan for the successful operation of a business,

Identifying sources of revenue, the intended ‘customer’
(audience) base, products, and details of financing
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A business model describes the rationale of how an
organization creates, delivers, and captures value, in
economic, social, cultural or other contexts
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“& A Business Model is.... . [k
A Business Model tells a story of your business...

The Business model can be defined as the story that
explains how an enterprise (organisation) works

The main characteristics of a Business model ...
A business model consists of four elements: a customer

value proposition, a profit formula, key resources, and
key processes.
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The Key questions ofa o . sriversiy

B@siness Model.. .-

WHEN
HOW

WHAT
WHY

WHO

Who are my key stakeholders

Why you do what you do - What value we create
What kind of services/products we produce

How we operate

When or in which conditions we deliver
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WHAT
Cultural
Services&products

WHO
My Audience
VALUE How
Satisfaction Operation of
of audience Cultural centre

Innovation Insights Hub




Two main interpretative views of .  S¥EYPEEES

Bgness MOdeIS R = i o>
Pipes/Process/Value Platform/System-based
chain PGI’SpECtiVG perspective
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Leaming

----------

The definition of a business model equals to the identification
of the components/building blocks of how your organisation
works as well as the relationships among the components
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IBM — Business Mod

Directing

Controlling

Executing
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Business New business Relationship  Servicing & Product cz:?t?é}cgd
administration development management sales fulfillment accounting
Business Sector Account Sales Fulfillment Portfolio
planning planning planning planning planning planning
Business unit Sector Relationship Compliance

tracking management || management Sales Fulfillment
management || monitoring
Staff Product Credit Reconciliation
appraisals || Management || assessment
Account Product
: Product
administration||  girectory Sales fulfilment || Customer
Broduct accounts
administration
adm(ii\rig?r;ﬁon Customer
Purchasing Marketing ot Document
campaigns management || General
Branch/store Collections ledger
operations
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“&“ The Business Model Canvas 5 :

The Business Model Canvas, is a strategic
management and entrepreneurial tool. It allows
you to describe, design, challenge, invent, and

pivot your business model.
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“‘/ 9 main bUIIdlng blocks oSl
Describing any business model in V|sual and holistic way

Key Value Customer
Activities Proposition Relationships

Key
Partners

Y
N — I\\Customers

Costs Key Revenue
Resources Channels

drawings by JAM
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Key Partners U4 | Key Activities . Value Propositions Customer Relationships / | Customer Segments |
s g [R12- 1 o~ - &) &
A Wh_at ey Which one of our : For who are we
ctivities do our : How will we Get, :
o2 customer's solving a problem
Value Propositions Keep and Grow T4
require? problems are we s g or fulfilling a
helping to solve? need?
or
Who are our Key Xe E— N Which customer 7 = Who are the
Partners? R £ 8 needs are we Channels Cry 4 \w customers?
\U) & satisfying? o
s ~ Does the value
What is the specific Thratigh which proposition match
What Key product/service? Channels do our their needs?
Resources Lot
(suppliers, etc.) do What are the 222?:2“;2 Is'this a single-
our Value features that match raached? sided or multi-
Propositions customer needs? ‘ sided market?
require?
Revenue Streams

Cost Structune

What are the most important costs in our
business model?

~7

\,

Y What is the revenue model? What are the ( (- .
N J pricing tactics? For what value are our ( ( :
— customers willing to pay? -
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Contextualising and extending the . | - sy
— : 3 P : e b 5 - 2 ua m london
bMeSS model Canvas to Culturesector - ——

e ..
S What are the specific features
e of a culture business model?

What are the specific components
distinguishing culture business models?

CUSTOMEL
~SEGMENTS

KEY
ACTIVITIES

KEY
PARZTNERS

Some activities are outsour-
ced and some resources are
acguired outside

the enterprise.

KEY -
RESdoRCES

&
an tntained with each cys 5 J
: ~ | ;
v |
n organization serves
i one or several customer
segments
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REVENUE STREAMS

Revenue streams result from value
propositions successfully offered to
customers.

The business model elements result in the
cost structure,
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Keeping in mind an independent
cultural center elaborate the
components of its business model

Tell us a story/narrative (using the canvas)
of a culture business model characterizing
an independent cultural centre
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Plan + Measure + Corrective Action Plan + Measure + Corrective Action
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A sucgessful business model has to deliver ual - s

peefdfmance - e eyl T

VALUE DELIVERY AND COST MANAGEMENT PEOPLE AND PERFORMANCE
CUSTOMER SATISFACTION RATINGS FOR PERFORMANCE MANAGEMENT RATINGS
. . . . CAPABILITY i
Business Objectives Measures and Metrics
Promotional Affairs Managers Mean satisfaction rating g I *
add significant value to the B | I
. effectiveness of claim TS el Gover  Genery #ac Treronl T cex el wic
Business Strategy statements Pharmas  Others
EFFICIENCY AND EFFECTIVENESS SUPPLY OF SKILLS TO PROJECTS
Process gains
i i Evaluation of quality of Promotional 1 - Time
_ ‘ Promotional Affairs Managers Guides i oot | o
Lead the industry in the demonstrate appropriate risk g
.. . - . . . . . .. B3 |
olpt_lmlzatlon of promotional ma_na_gerr_]ent in the ' Satisfaction rating from individuals’ ;1 2 Tea s - -
claims optimization of promotlonal input to general promotional activities
messages from available BEHAVIOURS AND VALUES COMPLIANCE
data CORE AND ROLE SPECIFIC COMPETENCIES COMPLIANCE GENERALLY
Interpretation of # complaints received/ Role Specific © of serious
Complaints are effectively successfully defended/business Core compelencies Hesoy sy " g e
managed in both directions te significance of outcome 0 w [ ] st
maintain competitive . . B
ad\/antage Interpretatlon of # Complalnts made/ N . SAFETY, HEALTH AND ENVIRONMENT
: SDO CFI werage of Skills Managers
successfully concluded/business :
significance of outcome = e (N perenage I
e o Staff -

Staff Staff Scoring Level 3
Trained o awareness

What are the 3 KPIs of a culture organsation?
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Financial
Perspective

How do we
look to
shareholders?

Customer ' Internal Business
Perspective Process
Perspective

How do
What must we
customers see
- excel at?
us”?

Innovation &
Learning
Perspective

Can we continue to
improve our employees’
skills and create value
for our clients?
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