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Premise and background
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A definition of «Business Model»

What do you offer to
the customer?

A business model
describes the rationale
of how an organization v

alue
creates, Proposition
delivers, and How is revenus

How is the value

Captu res Value created? S proposition created?
In economic, social, Model
cultural

or other contexts. Who is your target

customer (segment)?

St. Gallen Business Innovation Model



New challenges in Circular and Sharing Economy perspectives

Societal Goals relating to Food Systems
food security, environmental guality, livelinoods

Food System OUTCOMES contributing to: . ",‘.‘.’}"ﬁ"&"—;
oo stem
Other Interests LTl Food Security DRIV;R -
* Income
* Rural development
- Employment EDOL FOOD State Of&
UTILISATION ACCESS ‘ Changes in:
* Health
* Environment
» Landscape « Demography
) FOOD )
» Ecosystem services AVAILABILITY « Economic
. context
» Animal welfare
« Socio-political
context
+ * Cultural context
Food System ACTIVITIES < « Science &
* Producing food: natural resources, inpuls, management Technology
» Processing food: food guality, regufations, safety « Environment
* Packaging & distributing food: appearance, sheilf life, fransport e
+ Retailing & consuming food: markeling, trade, prepanng, customs «
lgure 1: Key Food Systemn Drivers, Activities, Outcomes and Feedbacks. [Derived from Ericksen, P.J. and Ingram, J.S.0. (2006) IHDP Annal
! 5, pp. 45-46; and from Ericksan, P.J. (2008) Conceplualizing food systems for giobal environmental change ressarch. Global

wital Change 18, 234-245)
Rabbinge & Linnemann (2009) “European Food Systems in a Changing World

Feeding the world cities; Demand-driven food systems; Internet of Things
and the power of Big Data; Sustainable food systems and the circular
economy (Lambregts — Berenschot/IFAMA, 2016)
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The emerging phenomenon of «City-regions food systems»

Eating City — International

Sustainable Food Cities ENVIRONMENT
Network Platform —
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Ry e hecH Rights and Livelihood
entitlement Culture and incomea
Cittaslow International r3 .
% T 0y
(_‘,;mf@:f TR 2HE Emn i The term city region food system has been defined as, “the complex network of
Ko actors, processes and relationships to do with food production, processing, marketing,

and consumption that exist in a given geographical region that includes a more or less
concentrated urban centre and its surrounding peri-urban and rural hinterland; a
regional landscape across which flows of people, goods and ecosystem services are
managed. www.cityregionfoodsystems.org




“Resource-Smart Food Systems”

What are Resouncs-smart Food
Zystams?
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Typologies of new business models: ICT+Agribusiness

1. Basic Data Sales @
Companies create data in their primary process, package this data into a feed and sell itin a \/
single transaction or a subscription. ARMOB“—E

Your data. You profit.”

2. Product Innovation -

. . . . . JSF X\ T : - )
Companies create new products or services based on the data they generate in their primary »a FARMER,
process “ BUSINESS NETWORK

3. Commodity Swap

Commodity providers offering their original products (electricity, water, telecom etc.) at a large FleldScripts.
discount or even for free but charge for services provided in combination with the commodity {i"‘:?"
products. |

4. Value Chain Integration

Two companies exchanging (usually sensitive business) data to integrate parts of their value (-f'

chains in order to save money or optimize business performance. Rlchf?s|d

5. Value Net Creation

Multiple companies sharing the same customer exchange data in a 'value network' with the ;2% ": AGRIPLACE
aim to provide unrivalled service to the customer.

Arent Vant Spijker (2014) «The new oil. Using innovative business models to turn data into profit»
Krijn Poppe (2016) “Data Innovations in the Agri-Sector: in search of data-driven business models”



A practical tool: the business model canvas

Key Value
Activities

Customer

Proposition Relationships
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Twitter Business Model

Key Partners Key Activities

Platform
Developmeant

Search Vendors

Device Vendors

Madia Key Resources

companies
P Twitter.com

Platform
Mobile Operators

Value Propositions

Relationships Customer Segments

Stay connected
Users
Mews/Events
Targeted Channels Enterprises
Markeling
Website,
Desktop Apps,
Mobile Apps,
SMS

Cost Structure

Employees Servers

Revenue Streams

Licensing Data Promoted Promoted
Streams Accounts Tweets
Promoted Trends Analylics

www.businessmodelgeneration.com




A practical tool: the business model canvas

KEY PARTNERS

Wha are our key partners?
Who are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

KEY ACTIVITIES
What key activities do our
value propesitions require?
Our distribution channels?
Customer relationships?
Révenue streams?

KEY RESOURCES
What key resources do our
value propesitions require?
Our distribution channels?
Customer relationships?
Revenue streams?

COST STRUCTURE

What are the most important costs inherent to our business model?

Which key resources are most expensive?
Which key activities are most expensive?

VALUE PROPOSITIONS

What value do we deliver to the
customer?

Which ane of our customers’
problems are we helping to
solve?

What bundles of products and
services ane we offéring 1o each
SEgMEnt?

Which customer nieds ang we
satisfying?

What is the minimum viable
product?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
have we established?

How are they integrated with
the rest of our busingss model?

How costly are they?

CHANNELS

Through which channels do our
customer segments want to be
reached?

How do other companies reach
them now?

Which ones work best?

Which ones are most
cost-efficient?

How are wa integrating them
with customer routines?

REVENUE STREAMS

For what do they currently pay?
What is the revenue maodel?
What are the pricing tactics?

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our most
important customers?
What are the customer
archetypes?

For what value are our customers really willing to pay?




Collaboration and cross-fertilisation

Multistakeholder engagement as «wicked problem»

Multi-stakeholder actions are processes “in which actors from civil society, business and
governmental institutions come together in order to find a common approach to an issue that
affects them all” (Roloff, 2008).

Wicked problems” refer to issues which are highly complex, have innumerable and undefined
causes, and are difficult to understand and frame.

- there is broad disagreement on what ‘the problem’ is —— Civl sociaty
- the search for solutions is open ended

- imply a wise stakeholders’ management

- the problem solving process is complex because constraints,
such as resources and political ramifications, are constantly
changing (Roberts, 2000)

Thus, wicked problems cannot be resolved through

finding “right answers” or “solutions”, but rather, they must be managed.
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