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Creating the Ultimate Differentiator:

. BUSINESS
How to Innovate Your Business Model MODELSING

Presented by: Lee Frederiksen and Patrick van der Pijl HInge



Chat Live on Twitter!

Today's Hashtag:

y #InnovativeModels

#IinnovativeModels



SMPS CEUs

Hinge is an SMPS Approved Provider of continuing education units
(CEUs)!

Steps:

1. Register to attend our no-cost webinars

2. Attend the webinar

3. Email: ceu@hingemarketing.com - Subject

C EUS Line: SMPS CEUs webinar credit

4. Receive Certificate of Completion after

SM PS

attending webinar
5. Report your CEUs to SMPS
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Today's Presenters

Lee Frederiksen, Ph.D. Patrick van der Pijl

Managing Partner, Hinge Marketing CEOQ & Strategy Designer, Business Models Inc.
Ifrederiksen@hingemarketing.com patrick.van.der.pijl@businessmodelsinc.com
Connect with me on LinkedIn: Connect with me on LinkedIn:
in/leefrederiksen nl.linkedin.com/in/ppijl/en

Connect on Twitter: Connect on Twitter:

@HingeMarketing @patrickpijl
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Agenda

* Hinge research background
 Anintroduction to business model innovation
e Real world examples

* The business model canvas

e What does the new business model look like?

 Wrap-up and Q&A
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#1 Business Challenge

/2.1%

Attracting and developing new
business



Top Business Challenges

23.3%

Dealing with a difficulty economy and
competitive marketplace



Top Business Challenges

26.8%

Strategy and planning issues



Top Business Challenges

22.2%

Innovation and new ideas



High-growth firms are

3X

more likely to have a strong
differentiator.




A Strong Differentiator Must Meet 3 Criteria

1. It must be true.
2. It must be important to the client.

3. It must be supportable.
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Differentiators that Rarely Work

* "Our people are better”

* “Our process is better”

 “We care about our clients”

* “We're committed to excellence”

o "We offer better service”
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L
NEW TOOLS

NEW SKILLS
NEW MINDSET

%



HINgE

NEW TOOLS

#innovativeModels



TO HELP YOU
TO DO BETTER
BUSINESS

#innovativeModels



WHY NEW
TOOLS?
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WHY IS

BUSINESS
MODELING SO

. POPULAR?
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TODAY WE SEE
WE
HAVEN’T SEEN
. BEFORE

#innovativeModels



OF
THE BUSINESS
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LIKE AN AMUSEMENT
PARK: FULL OF
THRILLING RIDES. NOT
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THE WORLD
HAS CHANGED
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SOME
EXAMPLES
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HINgE

PUBLISHING
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ACCOUNTANTS
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Relatios Contacteon Openstaand
Cockpit Untgave Verkoopkansen
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WE NEED
NEW TOOLS
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IMAGINE
A MEETING
WITH YOUR
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THE BUSINESS
MODEL CANVAS
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A
DESCRIBES THE
RATIONALE

OF HOW AN
ORGANIZATION
CREATES, DELIVERS,
AND CAPTURES

VALUE

HINgE
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€) CUSTOMER SEGMENTS
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@ VALUE PROPOSITIONS
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€) CHANNELS
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@) CUSTOMER RELATIONSHIPS
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€ REVENUE STREAMS
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(® KEY RESOURCES
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VALUE CUSTOMER
PROPOSITIONS RELATIONSHIPS

KEY PARTNERS

COST REVENUE
STRUCTURE STREAMS










BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS CUSTOMER CUSTOMER
RELATIONSHIPS SEGMENTS
KEY RESOURCES CHANNELS

COST STRUCTURE

REVENUE STREAMS




BUSINESS MODEL CANVAS
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BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS CUSTOMER CUSTOMER
RELATIONSHIPS SEGMENTS
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BUSINESS MODEL CANVAS

NESPRESSO
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n CUpS Com Welcome, enjoy your favorite coffee!

w cup fo Ne sveten My Account. My Wishlistt My Cart| Checkout LogIn

SPECIALTIES | MAC | AMEO | CORRE | CAPPU | PAN | RISTI | LUNO | LATES | DOPPIO L2 Y Search entire store here... ¢4

Save on Nespresso!

7 SHOP NOW

MAX. $O

 Start selling on Apr. 18, 2010

bree US shipping
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Nestle

BabyNes

ADVANCED

NUTRITION

Source: Alex Osterwalder



LET’S
INNOVATE!
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WHAT DOES THE

" LOOK LIKE?
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THE BUSINESS MODEL OF ACCOUNTANCY

KEY ACTIVITIES VALUE CUSTOMER CUSTOMER
PROPOSITIONS RELATIONSHIPS SEGMENTS

Annual
Report

KEY RESOURCES Administration CHANNELS Company

KEY PARTNERS

Write reports

Entreprenuer/
Owner

Personal

Administration

Know-

COST STRUCTURE REVENUE STREAMS

Personal Marketing Fixed fee for

Annual Hourly fee
Report




WHAT DOES THE

> LOOK LIKE?
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BUSINESS
MODELS
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TRADITIONAL
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ADVISORY

#innovativeModels






HINgE

ONLINE
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CLOUD BASES &
EASY INTERFACE




SPECIALIST
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FULL SERVICE
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INTUIT

Certified
ProAdvisor

QuickBooks

INTUIT

Certified

ProAdvisor

Enterprise

INTUIT

Certified
ProAdvisor

Point of Sale
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SO, IN ORDER
TO GENERATE
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HInge

WE NEED
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HInge

WE NEED
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OBSERVATION







WE LEARN
FROM OUR
ASSUMPTIONS
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THINK
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Eight Business Model Prototypes
for Publishing a Booky
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VISIT THE
FUTURE




WILLIAM GIBSON

THE FUTURE |
ALREADY HER
ITIS JUST
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DON'T WASTE TIME
% WRITING PLANS.




WHAT CAN

?

DO

HINgE
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HINgE

JUST DO IT!
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GET FAMILIAR
WITH LATEST
TOOLS AND
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I HAVE DIFFERENT .
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Business Models Inc. Resource

You're holding a handbook for visionaries, game changers
and challengers striving to defy outmoded business models
and design tomorrow’s enterprises, It's a book for the..

BuSi‘ness

Model
Generation

WRITTEN BY
Aeander Osterwnldor & Yoos Pignewr
CO-CREATED BY
An ameuing crowd of $70 practithonsrs from 45 cosnres
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Learn more at: http://www.businessmodelsinc.com/method/our-book/
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Free Hinge Resources

RESSIONAL SERVICES

-/ RNETING
-/ PRIORITIES

e

Differentiation Guide for Online Marketing for 2015 Professional Services
Professional Services Professional Services Marketing Priorities

Available at: www.hingemarketing.com/library
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Free Differentiation Strategy Review

v For webinar registrants only!

> We'll discuss:

*  Your firm's business goals
* Your current differentiators

* Future opportunities

Respond to follow-up email or call: 703.391.8870
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Thank you! Questions?

Lee Frederiksen, Ph.D.

Managing Partner, Hinge Marketing
Ifrederiksen@hingemarketing.com
703.391.8870

Connect with me on LinkedIn: in/leefrederiksen

Connect on Twitter: @HingeMarketing

Patrick van der Pijl

CEO & Strategy Designer, Business Models Inc.
patrick.van.der.pijl@businessmodelsinc.com
+31 20 505 06 00

Connect with me on LinkedIn:
nl.linkedin.com/in/ppijl/en

Connect on Twitter: @patrickpijl

Connect with Hinge
) www.hingemarketing.com/blog
E www.twitter.com/HingeMarketing
B3 www.facebook.com/HingeMarketing

() www.linkedin.com/companies/Hinge

Connect with Business Models Inc.
) www.businessmodelsinc.com/blog
E www.twitter.com/BusModlnc

ﬂ www.facebook.com/pages/Business-Models-Inc/
358806140802539

L www.linkedin.com/company/business-models-inc.



