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Agenda
- Concept of business model

- Who/What/How model
- Team work

- Refined model
- Team work

- Business model redesign process
- Business model innovation logics

- Team work
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What is a Business Model?
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Rules of the game for creating and capturing value

Based on a validated set of beliefs about the business
Shared assuptions on aspects such as:
- customer preferences
- role of technology
- regulation
- cost drivers
- basis of competition and differentiation
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WHATHOW

WHOWHO their customer is – In terms of: 

• Motivations
• Expected advantages

WHAT they sell to them – In terms of: 

• Products & Services
• Value that these products/services create

HOW they do business – In terms of the means by which : 

• the “what” will be created and provided to the “who”
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What are they doing?

Who/What/How
https://www.hopskipdrive.com/#!
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Meaning

Experience

Value 
equation

Activities

Resources

WHO

WHATHOW



www.meim.uniparthenope.it

Meaning

Experience

Value 
equation

Activities

Resources WHY

IN WHICH WAY

HOW MUCHTHROUGH WHAT

BY WHO
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v Why people buy/love a product/service?

v How relevant is a product/service in people’s
consumption system?

Meaning
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We are meaning-seeking creatures (Irvin Yalom)

v Why people buy/love a product/service?

People want to buy a Moleskine 
because …
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We are meaning-seeking creatures (Irvin Yalom)

For people Moleskine is/represent …

v How relevant is a product/service in people’s
consumption system?
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v What aspects of customer experience are
relevant to value creation?

v On what level do these aspects stand?

Experience
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What can the 
user/customer do Differently from ….

In which way

EXPERIENCE
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With easy:park people can …

differently from …

v What aspects of customer experience are
relevant to value creation?

v On what level do these aspects stand?
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v What are the key resources of the value creation
process? 

v What are the actors that control these resources?

Resources
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vWhat are the key resources of the value creation process?

RE
SO

U
RC

ES
physical

intellectual

human

financial
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Who is in control of the key resources?
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A. PARTNER B. COMPANY

RESOURCES REGIME

B. CUSTOMERS



www.meim.uniparthenope.it

v What key activities are the client's responsibility
in the value creation process?

v Which key activities are the responsibility of the
company and which of the other actors?

Activities
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Onstage 
activities

Backstage
Activities

Support 
Activities

Activity 1

Activity 1

Activity 1

Activity 2

Activity 2

Activity 2

Activity 3

Activity 3

Activity 3

A. PARTNERS B. COMPANY C. CUSTOMERS

Who is responsible for the
key activities?
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Onstage 
activities
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Activities
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Activity 1
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Activity 2

Activity 2

Activity 3

Activity 3

Activity 3

A. PARTNERS B. COMPANY C. CUSTOMERS

Who is responsible for the
key activities?
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v Which benefits for users derive from value
creation process? 

v Which efforts from users are required in value
creation process?

Value 
equation
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Benefits:
(i) functional benefit: the extent to  which an 

offer allows the customer to address a problem, 
the efficacy of the solution that the offer 

provides.
(ii) emotional benefit: the extent to which an 
offer appeals to the customers’ emotions or 

values 
(iii) relational benefit: the extent to which an 

offer allows the customer to connect with other 
people.

Efforts:
(i) monetary effort: the paid price relative to 
an offerings or the monetary costs related to 

its use.
(ii) time effort : the amount of time spent 

before or while enjoying an offerings
(iii) psychophysical effort: the amount of 
physical labor or psychological endeavor 

needed before or while enjoying an offerings
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Monetary Time

Functional
Emotional

Relational

Psychophysical
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What are the core 
beliefs about how to 

create value? 

What are the key
assumptions that

sustain the beliefs? 

What are different
hypotheses about

value creation? 

What is a coherent
alternative model? 

What is the real value
created by the model? 

OUTLINE THE 
DOMINANT BUSINESS 

MODEL 

IDENTIFY THE 
UNDERLYING 

ASSUMPTIONS

CHALLENGE THE 
KEY ASSUMPTIONS

DESIGN A NEW 
MODEL

VALIDATE THE 
MODEL
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Meaning

Experience

Value equation

Activities

Resources WHY

IN WHICH WAY

HOW MUCHTHROUGH WHAT

BY WHO

Stakeholders empowerment

Intelligent activities

Enhanced access

Lowered/zero effort
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Stakeholders empowerment
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«Quirky is the only brand that
makes products invented by real
people like you.»
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Intelligent activities
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Unlimited movies, TV shows, 
and more.
Watch anywhere. Cancel
anytime.
Ready to watch? Enter your
email to create or restart your
membership.
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• Machine learning
• Recommendations
• Experimentation and causal
inference
• Analytics
• Encoding and quality
• Computer vision

Netflix: A Culture of Learning
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Image Personalization for Viewers — Netflix uses artificial intelligence and 
machine learning to predict which images best engage which viewers as they
scroll through the company’s many thousands of titles. 

AVA: Creating Appropriate Thumbnail Images — Netflix has created AVA to 
source stills from its many thousands of titles that will eventually become the 
representative images that the company uses to drive viewer engagement.

Source: Emero
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Enhanced access
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Mission
The goal of Peerby is quite simple: provide a user-friendly online platform where people can lend or borrow
articles for free with people from the neighborhood.

Vision
Make people aware to use their goods in a more sustainable and ecological manner. Peerby tries to lower the 
superfluous expenses of people, by giving them the means to share in an easy way.

They also try to convince the inhabitants of the Netherlands and Belgium to not hold on to possession, but to 
navigate to the use of a product. Peerby tries to pull producers over the line to produce products for use 
instead of products for possession. They also want to keep the platform free, since the platform is a common 
good.

Values
Sustainable, ecological, economic and social. The main focus lies on the social aspect.
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Lowered/zero effort
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