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what are you offering them? what is that
getting done for them? do they care?



CErMEHTALIA CIIO?KUBAYIB

Consumer electronics MACOBUM PUHOK

Gluten-free products HILLEBU PUHOK

Banking APOBHE
CEMMEHTYBAHHA

Amazon AMBEPCU®IKOBAHUN

Credit card companies BEATATOMPO®IIBHI
MITATOOPMW/ PUHKU

which customers and users are you serving?
which jobs do they really want to get done?
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how does each customer segment want to be reached?
through which interaction points?
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what relationships are you establishing with each segment?
personal? automated? acquisitive? retentive?
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what are customers really willing to pay for? how?
are you generating transactional or recurring revenues?
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which resources underpin your b.model?
which assets are essential?



KJIIOY0BI AKTUBHOCTI

BUPOBHULTBO, HAOAHHSA MOCHYT,
PO3BUTOK MEPEX
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MOLUYK TAJIAHTIB, YNPABJIHHA
NMEPCOHAJIOM, OBCJTYTOBYBAHHA
KNIEHTIB

which activities do you need to perform well in
your b.model? what is crucial?




K/JIOY0BI ITAPTHEPH

AYTCOPCUHTI TA LUEPIHI

OMNTUMI3ALIA TA
EKOHOMIA HA
MACLUTABI

CKOPOYEHHA
PU3UKY TA
HEBU3HAYEHOCTI OTPUMAHHA
PECYPCIB TA
BluRay AKTUBHOCTEWN

which partners and suppliers leverage your model?
who do you need to rely on?
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Distribution for multiple

what is the resulting cost structure? products
which key elements drive your costs?
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=~ OkpiM eKOHOMIYHUX KpuTtepiis, MOIEJIb
30CepeKYEThbCA Ha eK0/102IYHUX ma
coyiasnbHuUXx Hacaiokax disssibHocmi. BoHa
CIIpAMOBaHa Ha MaKCUMI3allllo
IIO3UTUBHOI'O Ta YHUKHEHHS HETaTUBHOTO
BILJIMBY Ha CYCHIJILCTBO Ta MPUPOAY.

TakuM yuHoOM, CTAJIICTD € yacTHuHOIO
AJIPA 6i3Hecy.



The Sustainable Business Model Canvas

0 Positive Impact (Maximise) Q Negative Impact (Minimise)

Sustainable ®2 Sustainable jt Sustainable Value |§ Sustainable s> Responsible
Partners Value Creation Proposition Customer Relation customers
Sustainable Tech ™  Sust. Channels £» End of Life

& Resources

# Cost Structure & Additional Costs & Subsidisation a4 Revenue & Sustainability Premium




AJITOpUTM rpH

Bukopucraurte
ma6s10H (SBMC)
A
3allOBHEHHS

[lokpaumyuTe a60
CIIPOEKTYHUTE
SBMC 3a
LOIIOMOTI 010
MiIKa30K-KapTOK

BusHaurte
NO3UTUBHUM Tafa60
HeraTuBHUM BILJIUB

CnporHosyure
[epCcreKTUBH
PO3BUTKY Oi3HeCy Ha
3acaaxX CTAJIOCTi



KATETOPIA

MO3UTUBHUHA ppynunenns

BII/IUB

PU3UKH

[IpOAYKT AK cepBiC

KitieHTH IU1aTATH 32 QYHKIiIOHAJIBHICTh NPOAYKTY, 6€3

OUPKYJIAPHA EKOHOMIKA

JIOBIINY XUTTEBUM LMK/ MPOAYKTY,
«BOYI0BaHOTO
CTApiHHA», 3MEHIIEeHHA BIAXO/iB,
NOKpallleHHs AudepeHIianil

JI0JTaTKOBOT'O
pebayH-epeKT

CIIO>KUBaHH4,

BiAIIOBiZAA/ILHOCTi 32 Or'0 PEMOHT, 3aMiHy a00 yTWJIi3aLlilo0.

Y cBoeMy 6i3HecCi 3 OCBIT/IEHHA
Philips BukopucTOBY€E MOAE/b
«IIpoAyKT sIK mocayra», KOJu
KJ/IIEHTH IJIATATh 3a CBITJIO, TOAI K
Philips BcTaHOB/II0€, 06C/IyTOBYE,
BiITHOBJIOE Ta nepepooJisie
OCBITJIIOBAJIbHI NpWJIaAy B KiHII]
TePMiHy C/I1y>KOHU, CTBOPIOIOYHU
AOAATKOBI A0XO0AU TAa 3HUKYHOYU

Sustainable
Partners

ii Sustainable Value |9 Sustainable
Proposition

# Sustainable
Value Creation

Customer Relation

sl Responsible
Ccustomers

BUTPATH HA pecypcCH.

E Sustainable Tech M Sust. Channels

& Resources

€  End of Life




PemaTepiasii3anida

OTpuMaHHA MaTepiaJiiB i3 BiHOBJIEHUX BiAX0AIB AJIA CTBOPEHHA

kATEroeis LHHAPKYJIAPHA EKOHOMIKA

MO3UTUBHUI JlonaTKOBHUM NMPUOYTOK, 3MEHIIIEHHS
BUKOPHUCTAHUX

BIIJIUB BiIX0/iB, MeHIle
pecypciB
PM3UKH BIZICYTHI

II/IKOM HOBUX MPOAYKTIB.

ResQ Club - peii crapranm i3
®inIAHALL pO3pOOUB A04ATOK
AJIsl 3SMEHLIEeHHA Xap4YO0BUX
BiAX0AiB, HAJA4YU pecTOpaHaM
CIoCi6 NepeTBOPUTH 3AJTUIUKHU
ki Ha poxij. [loaioHo xo
nporpamu «Too Good to Go»,
3anyineHoi y Beaukin bpurtaHii
HA NMOYAaTKYy LbOT'0 POKY,

Sustainable M Sustainable
Partners Value Creation

al Responsible

e nporpama ResQ Club go3Bonse

if Sustainable Value
Customer Relation

KJIIEHTaM KynyBaTH 3a/IMIIKMU 1XKi

& Resources

E Sustainable Tech M Sust. Channels €¢ End of Life

y CBOEMY paMOHi 3a HUKYO0I0
1[iHOI0.




IHaAyCcTpia/IBHUU CiMO103

CnijibHe BUKOPUCTAaHHA MOCJAYT, NOOGIYHUX NMPOAYKTIiB
IIPOMHUC/IOBOCTI A1 MiABUINEHHSA e(peKTUBHOCTI BUKOPUCTAHHSA

KATETOPIA

MO3UTUBHHUHN 3umxedHs

BII/IUB

PU3UKH

BUTpAT,
pecypciB i BiAX0/iB

BpassiuBicTh Mepexi

INEPIH'OBA EKOHOMIKA

B> KMBaAHHUX

Sustainable
Partners

M Sustainable
Value Creation

E Sustainable Tech
& Resources

if Sustainable Value
Proposition

W Sustainable
Customer Relation

et Responsible

customers

M Sust. Channels

€ End of Life

pecypciB B Lijiomy.

Micto KanyHa6opr cTBOpUJIoO
CNIPAB>KHI0 «KIPOMMCJIOBY
€KOCHCTEMY», Jie KOXKHa
KOMIIaHisl BUKOPUCTOBYE
Bigxoam iHmoi. CuMmo6io3

Kalundborg € npomuc.iosoro
€KOCHUCTEMOI0, e 3a/JIUIIKOBUM
NPOAYKT OAHOIO MiANPUEMCTBA

BUKOPHUCTOBYEThCA K pecypc

AJiA iHIIOro MiANPHEMCTBA, B

3aMKHYTOMY LMKJII



CMITTA B IOTIBKY

BukKopucTaHi NPOAYKTH 36MPaOThCA TAa NPOAAKTHCA a60
epeTBOPIITHCA Ha HOBI. PecypcHi BUTpaTHu AJisl KOMMaHii

IIPAKTHYHO BUK/IIOY4d0TbCA.
kATeroris LAPKYJIAPHA EKOHOMIKA

Komnania Adidas pospo6uia

[lepepobka, 3MeHIlleHHSI BiAXOAiB i B3YTTA NpeMiyM-kiacy, B
INO3UTUBHUHU bep ’ : A OCHOBHOMY BHUI'OTOBJIEHY 3
CIIO’KMBAHUX PeCypcCiB, IO3UTUBHUU
BIIV/IUB OKEaHCbKHUX IIACTUKOBUX
BILJIUB Ha OpeH/] . . .
BI1AX0/iB, IKI BUJIOBJIIOBAJ/IU B
IHAificbKOMy OKeaHi mo6J/iu3y
PU3UKHA BpassiuBicTh Mepexi ManbaiB. KoxkHa mapa B3yTTA
Sustainable M Sustainable it Sustainable Value |9 Sustainable aal Responsible MicTI/ITb II HﬂacTI/IKOB“X
Partners Value Creation Propaosition Customer Relation CUStOMers

IVIALNIOK, i Oi/ibIIa YacTUHA
pelTH KPociBOK (BK/IIOYHO 3
£ SeraabieTeh = St Chomes [ @ End ot KaGJIyKoM, MiAK/IaIK0I0 Ta
- IIHYpPKaMH) TaKOX BUTOTOBJIEHA
3 mepepoGJIeHOr0 MaTepiay




OmajasiMBe BUPOOHUIITBO

YcyHeHHsI «BTpAaT» Yy BUPOOHUYIA CUCTEMi, a00 CTBOPEHHSA OiL/1bIUOI
LIIHHOCTI /1 KJIIEHTIB 3 MEHIIUMHU pecypcaMu

KATETOPIA

MO3UTUBHHUHN 3umxedHs
BILJ/IUB

PU3UKH

BUTpAT,
pecypciB i eKOJIOTIYHOTO Caiay

LEAN

PebayH-edekT

CIIOXXHMBAHHUX

Sustainable
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E Sustainable Tech
& Resources

ji Sustainable Value
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W Sustainable
Customer Relation

s Responsible
customers

M| Sust. Channels

€  End of Life

OuwaaiuBe BUPOOHULTBO — Iie
dinocodisa meHeKMEHTY, KA
4YaCTKOBO MOXOJAHUTh BiJ
BHUPOOHUYO0I cuctemu Toyota
(TPS). TPS Mae Ha MeTi CHU3UTH
ctpec (mepeBaHTAXXEHHA), a TAKOXK
YCYHYTH «BTPaTH», HAMP. HLJISIXOM
3anpoBaJKeHHA 'HYy4YKOCTi.
«BTpaTU» TaK0X CTOCYHOThCA 4Yacy
CII0KUBA4a, AKUNA YeKa€ NPOAYKTY
44 A0NOMOrY, i MapHi BUTpATH
Yacy Ha nepeMilleHHH.



CniyibHe BUKOPHUCTAaHHSA pecypcCiB CIIOKHUBava

CriyibHe BUKOPUCTAHHA PeCcypcCiB Mi>K NPUBATHUMU
AOMOTrOCNOAAPCTBAMH AJISI OOMeKeHHA MOOYTOBUX BiAX0AIB

KATET'OPIS [llepiHroBa eKoHOMiKa
MO3UTUBHHUHN 3MenlneHHs CIIO>)KMBAHHSA,
BIIVIUB 3MeHIlIeHHS BiJIX0/iB

MoxiuBi edekTH IHAYKLII Ta
PU3MKH pebayH-edeKTy

Sustainable & Sustainable if Sustainable Value |9 Sustainable
Partners Value Creation Propasition Customer Relation
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E Sustainable Tech MW Sust. Channels
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Komnanis Restado cTtBopu.ia
nudpoBy mwiaarpopmy, AKa
NiATPUMYE CIOKMBYMM TPEHJ,
DIY, 103B0OJIsII0YM HABITh
HeBeJIMKINA KiJIbKOCTI
MaTepiasiiB 3HAXOAUTHU
nokynuiB. KopucryBaui
MOXXYTb KynyBaTH Ta
NPOJAaBaTHU 3a/IUIUKHU
HeNnoTpPiOHUX MaTepiaJsiiB, a He
BUKHUJAATHU iX YU 306epiraTu..



