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Social Enﬁr@.wemeurs solve socielal F'rc;a»btems



Rusinesses address user needs



Problems are user needs



Businesses address Probi&ms
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Value ?’rQFmsLEmM DimeinsLons

o What is the problem (why is relevant)?
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Value ‘Pragosi&om Dimeinsions

o
o How product/service solves that Prab{em?
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o Why my enterprise is better - differentiation



The Value Proposition Canvas
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The Value Proposition Canvas
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The Business Model Canvas

Key Partners Key Activities ° Value Propositions Customer Relationships ' Customer Segments ’

Key Resources Channels

Cost Structure Revenue Streams
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Social Business Model Canvas

SBMC
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Any other changes?
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Examples

o Selling to new markets (Microcredit)
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Examples

D

o 1 for 1 or Robin Hood or Subsidisation
(Pizza, Yoobi, Lifestraw)



- [SBM e

%
S

o WISE (Social Cafe)
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@ Circular Ea‘:ammmv%’ (Pela Case, Keep Cup)
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o Mixed (Zigitza Ambulances)
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Oceann = Marleet Posi&mm wikthh several &ompe&i&ors

Ocean - Markekt Fmsi&om wikh no c:ompa&%ors
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Canvas |

wWhat for?

o Both diagnostic & action framework to build BOS
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Canvas |

wWhat for?

%
o Cap%ure current stabte i Ehe khnowin markekb space
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Canvas |

wWhat for?
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© Know where competitors are investing
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o Understand the factors the industry competes
(Prac{uaﬁs, service & d@ii;verv)



[ Strategic

. S
CQ&\V& sj MA M s s "

B FL

Let’s start with a Blue Ocean example from Australia


https://www.youtube.com/watch?v=ysGPVIJyvQU
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Budget Wines
/\” - ® . .

¢

Low ‘ ‘ ‘ ‘ ‘ ”
Price Use of Above-the-line ' Vineyard prestige Wine range
enological Marketing Aging andlegacy  Wine
quality complexity

= factors industry competes/invests
= Buyers’ offering level across factors



_Curve & Factors

Grapkw depi&%mv\ of a comp&mv’s relative
Perﬂfor Mance aCross amdus&r:j factors = Value Curve
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Revealing Fackors:
o Incoherent Strategies ‘






Whalt ff(:)r?

To recownstruct buv@.r value elements it crafting a new
value curve



Whalt ff(:)r?

Break the trade-off between differentiation & Low cost



.The Actions

Eliminake = What factors EMclu,sErj takes for granted
% need to be eliminated



.The Actions

Reduce - What factors need to be reduced below
industry standards
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+ need to be eliminated

s for qranted
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E;Mcius%rj skandards

Raise - What factors need to be raised above
industry standards
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Raise - Whak ﬂf&& Fors nee A ko b
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Creake - What should be creaked bhab Ehe EMci.u,sErv
has hever offered
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The Grid Provides info to companies to:
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The Grid Provides info ko companies to:

o Simultaneously pursue differentiation & Low cost
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The Grid Provides info ko companies to:

o

o Identify f only raising & creating thus raising costs
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The Grid Provides info ko companies to:
o

D

o Make easier for managers to understand & comply
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The Grid Provides info ko companies to:
o
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o Scrutinise every factor the amdusﬁrv competes on



_The Grid

Eliminate Raise

Enological terminology/distinctions Price versus budget wines
Aging qualities Retail Store involvement
Above-the-line marlketing

Reduce Creakte
Wine tomplex&v Easv ciri,mfi;v\g
Wine ranqge Ease of selection

Vimej&rd Pres&ge éh‘fum # adventure
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ExerciLse

In groups find a blue ocean s%ro&egj for a beer D

Apply all blue ocean tools & qet m_ac;{v to present 1/



_Social Blue

Can Social Biz be a Blue Gcean?
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o Blue Ocean Strategy - Strategic Canvas
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Blue Ocean Strategy - 4 Action Framework
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