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@konom
= Arhus Universitet
= Copenhagen Business School

Forretnings- og driftsansvar

= 1994-1995 Danske Phenix
= 1995-1999 Danica

= 2000-2014 Topdanmark

= 2014- Process Factory
Digitalisering

= Topdanmark, Underdirektor
=  Forandringsleder, 200+ medarbejdere
= |T understottelse af forretningsbehov
=  Process Factory, CEO and Co-Owner
=  Digitalisering, procesoptimering, strategi
Borsen, Blogger
= Blogger med fokus pa digitalisering, nye
kundebehov og forretningsmodeller
Mentor
=  Strategi-, talent- og karriereudvikling
The InsurTECH Book (udgives apr 2018)

= Co-writer



Der er mange ting, der gor det sveert a
realisere en business case

= Har vi et klart billede af, hvor meget der andrer
Sig?

= Har vi vurderet potentialet og effekten rigtigt?

= Opstar der forhindringer undervejs i projektet?

= Kommer forbedringerne med det samme eller
senere?

= Er der behov for forandringsledelse?

= Er der andet, der @ndrer sig samtidigt internt
savel som eksternt?



BUSINESS CASES ER IKKE
EFFEKTIVE, NAR VISIONEN FOR
EN DIGITAL FREMTID ER UKLAR

Teenketanken, Institute for Government (IfG, 2018)
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VI har set et stort fald 1 antallet af breve
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Men ikke fordi vi kommunikerer mindre
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VI har set et stort fald | aviser

Antallet af avislaesere og bruttodakning for dagblade pa hverdage
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Men ikke tordi vi bruger feerre medier

Antallet af avislaesere og bruttodakning for dagblade pa hverdage
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VI har set store aendringer | musikbranchen
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Men ikke tordi vi forbruger mindre musik
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The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners

Who are our Key Partners?
Wi are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

rons. rom paRTHERSSUES

&

Key Activities

What Key Activities do our Value Propositions require?
Gur Distribution Channels?

Customer Relationships?

Revenue streams?

prodiem Sowrg.
plattormetwors

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

vrees or mesounces

Physical

Intollectua (rand patents, cogyights, cat)

Human

Firancial

saul

Value Propositions

What value do we deliver to the customer?
Which one of our customer's problems are we
helping to saive?

What bundies of praducts and servicesare we
offering to each Customer Segment?

Which customer needs are we satisfying?

Ccunmacremsrics
Heaness

Accessbity
Canveniencenisatilty

Customer Relationships '

‘What type of relationship does each of our
Customer Segments expect us 1o establish
and maintain with them?

‘Which ones have we established?

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

How costly are they?

Channels

Though which Channels do our Customer Segments
‘want to be reached?

How are we reaching them now?

How are our Channels integrated?

‘Which ones work best?

‘Which ones ane most cost-efficient?

How are we integrating them with customer rautines?

5 artersates
How 56 40 p/avide oSt PUTChS8 CUSTOMaY SUPPOIT?

Customer Segments

For whom are we creating value?
Who are our most important customers?

s Markot

J2

Cost Structure

What are the

Which Key Resources are most expensive?
Which Key Activities are most expensive?

18 voun susiness wose

samre cuanacrmsmics
Fined osts (salries, rent, uthties)
Ecanamies ofscale
Ecunames of scope

Revenue Streams

For what value are our customers really wiling to pay?

oroserage fees
Aaverosing

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

revenues?
Assat saie st price Negotaton marganing)
Usago foe Proguct feature depandent ek Management:
LanstngRanting/Leasing aepencent
s Vesoime dependent




Hvad er fokus tfor den digitale indsats?

O

O

Digital optimering
af forretningsmodel

Digital transformation
af forretningsmodel

Anvendelse af teknologi til at
forbedre eksisterende processer
og eksisterende forretningsmodeller

Andring af hele den made man

driver sin forretning pa: Fra
virksomhedens forretningsmodeller til
infrastruktur. Hvad s=elger vi,

til hvem og hvordan far vi vores
produkter og services til markedet?
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Er visionen klar?

= Er forretningsmodellen afklaret?

= Hvad er formalet med den digitale indsats?



FORRETNINGSMODELLEN

AFKLARET

UAFKLARET

FORRETNINGSMODELLEN
ONSKES

OPTIMERET TRANSFORMERET
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1. Business driver #

4. Effects Overview of: Overview of Overview of:
e Effects o Effects Effects
5. Risks ¢ Risks *  Risks Risks
6. Costs ¢ Costs *  Costs Costs
7. Alternative selection g
8. Implementation plan development m
Dep of Industrial ing and Business

Figure 2: Business modelling connected to the business case method.
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Hvad er risikoen?

Dilemma

CLAYTON M. CHRISTENSEN

Performance

Time



Business casen kan forstaerke

dilemmaet

Etablerede virksomheder

lgnorerer early-stage
disruptions eller responderer
uhensigtsmaessigt

Lytter til deres eksisterende
kunder

Fokuserer pa at forbedre
kvaliteten af eksisterende
losning

Disruptive innovation

Sker i "bunden” eller i nye
markeder, hvor ikke-forbrugere
gores til forbrugere

Mainstream forbrugere opfatter
forst produktet som inferiort

Adoption af det nye produkt og
den lavere pris, nar kvaliteten nar
deres standard

Ofte bliver der skabt en ny
forretningsmodel
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= Traditionelle business cases egner sig ikke godt til
projekter med uklar vision

= Der er behov for at skabe plads og ekonomi til
udviklingen af nye forretningsmodeller baseret pa
l2eringsloops og mere dynamiske
veerdiseetningsmodeller, hvor antagelser og
hypoteser omsaettes til viden i takt med, at de
bliver be-/afkreftet
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