Attachment:
Training material about business development and
value creation in blue economy
For additional information about business development

Warm-up for
Training

The 5 minute MBA program
Thinking value from the very start
Source of picture: Pexels/Public domain pictures

It is all about:

A vs. B

A vs. B

Marc Fonteijn:

“When you have two coffee
shops right next to each other,
that each sell coffee at the
exact same price...
…what makes you walk into
the one and not the other?”

”Coffee shop” – Emma 4.5 years old

Picture used with permission

It is all about:
Successful businesses have one thing in common:
They have identified a demand among a certain group of people –
normally called target group – and they have designed products and/or
services that tie into that demand.

They understand what drives – and how to drive – people towards A
and away from B.
This is only the first step, however. Successful businesses have
realised the importance of commercial thinking from beginning to end
and creating incentives for making some pick A and not B.
This means that they see every step and situation through the prism of
the desired end results.
And it means continually asking a very fixed set of questions:
• Who will benefit? And is the benefit large enough? Do people want
this?
• Are the people in the target group able to pay for this?
• Do we speak “their language”? Do we speak in a way that speaks to
both emotions and mind of the targets group?
• What are the right personnel resources that we need?
• Is our business case profitable? What are assumptions?

A vs. B

A vs. B
In case you wonder what Emma 4.5 years old thinks…
The path
The foot steps indicate that this is a
place to visit again.
Contact points
The space – a somewhat irregularly
shaped building supports the coffee
shop’s unique style.
Interior – The interior reminds me of
home…
Processes – The ordered coffee arrives at
the exact right moment at a perfect
temperature (this is daddy saying, Emma
does not drink coffee yet…)
”Coffee shop” – Emma 4.5 years old

Picture used with permission

People – Relaxing environment and moment
The moment: The alluring scent of a cup
of Ethiopian coffee is just perfect! Emma
has hot chocolate, by the way…

It is all about:
There is always something that
differentiates A from B, be these products
or services, or a combination.

And there is always something that makes
someone pick A and not B.
Do you know how to make your customer
– or targeted customer – pick A?

Because that will make all the difference.

A vs. B

The 5 minute MBA program
Congratulations – You have just graduated!
Warm-up for
Training

What is business development?
“Business development is the
creation of long-term value for an
organization from customers,
markets, and relationships”.
Source: Forbes; Picture: Pexels/jaymantri

“At its heart, business development is all
about figuring out how the interactions of
those forces combine together to create
opportunities for growth”.

…a little bit like research in
other words…

What is business development?
In the end, it is all about people.
And there is no one-size-fits-all recipe.
That said, there are a number of tools and structures that can
avoid the wheel being invented over and over again.
Source of picture: Pexels/jaymantri

Business development is an engaging process with an
overarching aim of generating tangible outcomes

From somewhere came an
idea! Could we make money
out of it?

Idea

Yes! It looks like this has
potential. But how do we make
this work in practice? Do we
need investments?

Product/service and
business model
development and planning

Business model development

Hold on! Who mentioned risks?
Is this now a no-go? Make sure
to assess, handle, and find
ways to mitigate.

Identification of risks and
possibilities in the operating
environment

Risk mapping

Analysis of financials

Risk mitigation

Defining processes

Business plan

Strategy and tactics

Marketing and sales

It works! Our products brings
new value, and generates
money at the same time. This is
wonderful and so inspiring.

New products/service
and business

About market needs and value creation
…in Blue Economy

Source of picture: Pexels/Snapwire

Is there a change in which value is created?

Value creation in the past?

Value creation in the future?

Economies of industrial scale

Economies of creativity

Mass production

Mass customization

Efficiency of repeatable tasks

Ability to find a solution

Efficient packaging

The way of selling and delivering product or services

What Value Creation Will Look Like in the Future, Harvard Business Review, May 17, 2013

What you think you know…

What you need to get a grip on…

© Niyazz / iStockphoto
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Client need; Identifying the target markets and
possible clients, and the key elements of their
needs.

Scalability; Ensuring that the new technology, which works
e.g. in a laboratory environment, also scales to industrial
level, is critical for growth. Scalability should also be
ensured in the value chain, is the value chain able to cater
to business growth and increased demand?

Value proposition and positioning; Identifying a
comprehensive, clearly recognized competitive advantage
to the already existing solutions and competitors builds the
base of the business model.
Identifying critical Health Safety Environment and
Quality (HSEQ) factors; Already at an early stage all
critical HSEQ factors should be reviewed, and a future
solution identified. E.g. if a toxic chemical is used in the
production of the product at a laboratory scale, a plan for
the replacement of the use of this toxic chemical should
be available for use when scaled to industrial level.
Identifying and finding solutions to critical risks is key.

Value chain; A good project works on all levels of the value
chain, already at the beginning of the project and at small
scale. Feasibility of the value chain is important, the value
chain is only as strong as its weakest link.

© Niyazz / iStockphoto

Intellectual Property Right (IPR) protection; Developed
products can be protected by patents or other methods.
Often patents are received late in the development process
and the company thus already needs to have taken the
next step. In young companies committing staff can be
critical for protecting IPR.
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Market information meets Value Proposition
What is your value proposition?
BUSINESS POTENTIAL

POSITION IN THE MARKET

MARKET INFORMATION

?

?

CRITICAL QUESTIONS

CRITICAL QUESTIONS

What is your desired market
share?

Who are the competitors?

Why is your product/service
better than another’s

Who are the customers?

CRITICAL QUESTIONS
?

Who is the end user / final customer?
Size of demand/markets?
What is estimated sales price?

What is the value chain?

Are there special requirements?

Megatrends
– Creating the new possibilities & destroying old ones
Megatrends, examples
• Climate change
• Natural resources depletion
• Reduction in biodiversity
• Globalization
• Changes in food production
• Changes in fishery and refining
• Experiences of the clean nature
• Urbanization
• Digitization and technology
changes
• Circular economy
• Sweet water needs
• Robotics and automation
• Product portfolios; e.g.
personalized medicines
• Smaller batches
• Technology platforms
• Continuous manufacturing; e.g.
reducing time to market by
excluding scale-up processes
TO CONSIDER
What are the impacts of mega-trends in
your value chain, to your customers, to
their end-users, to your competitors, in
your business sector, in your business
environment?
Sources of picture: Pexels/Pixabay

TO CONSIDER
How do mega-trends impact what you
want to do?

TO CONSIDER
Your network, partners and stakeholders
might help you to recognize weak signals
and decide, when to act and when to wait.

Let us take a few steps to the side
Make sure to get it right, at least somewhat!

The value proposition
outlines the real and
intended value to your
potential customer.

Market information is all
that information needed to
successfully market the
product and/or service.

Consider the picture immediately

Consider the picture immediately

to the right. Can you think for

to the left. What information would

yourself what is the intended value

you need to provide this particular

of the dress, and the real value it

user. Is quality important at all?

brings? It might more than meets

Colors? Fabrics and packaging?

the eye. The value proposition

Or is it more the feel of things?

basically tells this.

And if you were to value the
European market of hip hop
clothing, how would you do this?
And what about mega trends?

classic
Sources of pictures: Pexels/Royal Anwar and Pexels/Pixabay

hip hop

Technology choices, partnering, piloting and IPR
protection
You do not want someone to
cannibalize your idea and
technology. Therefore, make
sure that all IPRs (intellectual
protection rights) are protected
in relevant markets. Consider
also IPRs vis-à-vis technology
options and that all these are
compatible.

In your technology options
consider e.g, Future upscaling
possibilities, Access to service
and spare parts, Life cycle
aspects, Flexibility in adopting
to changing market demands,
Price/quality ratio
Source of picture: Pexels/Tayor Hendy

Piloting is a great way to test
solutions, prove concepts, and
iron out any initial faults. When
partnering, do make sure that
your partner is not only
financially and technically able,
but also that the cooperation
can work on personal and
human level. The latter cannot
be over-emphasised.

