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RECESSIONARY GROWTH SEMINAR

THE RECESSION REINVENTION EXERCISE

This is an exercise to assist you in using the recession as an opportunity to reinvent or renew your business. The exercise will take you
though a series of steps to help you better understand your current business model and to aid you in identifying areas where you can
change your business for the better. You will be guided through the process of planning for change but in the end it is up to you whether
you actually implement those changes.

STEP 1 - MAPPING YOUR CURRENT BUSINESS MODEL

The first step in the exercise is to map your current business model. If you currently own or manage a business then you should work
through the 9 business model building blocks on the business model canvas. As you focus on each building block, record the key
elements of your business that underlie each building block. The idea is to capture the current state of affairs in your business. Therefore
you should aim to be realistic and honest as possible as you record the key elements of your business on the business model canvas.

Instructions:

e Fach block on the business model canvas below contains a question or instruction to guide you in recording the key elements of your
business in the appropriate space.

e Answer each question as thoroughly as possible.

e Once you have inserted detail in each of the nine blocks on the business model canvas, take a step back and review your overall
business model to see whether it is capturing the current operations.

a) Business Model Canvas

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER

RELATIONSHIPS

CUSTOMER SEGMENTS

Describe the network of What are the most

suppliers and partners that
make the business model
work.

important activities that the
company must do to make
the business model work?

KEY RESOURCES

What assets do you have
under your control for
delivering on your value
proposition?

What do you provide to
customers? Describe the
bundle of products and/or
services that provide value
to customers.

How do you foster and
maintain relationships with
customers.

CHANNELS

How do you currently deliver
products or services to
customers?

Which groups of customers
do you currently serve?
Briefly describe each
different customer group.

COST STRUCTURE

What are the major categories of costs that you incur to make your
business model work? Describe each major cost category.

REVENUE STRUCTURE

How do you generate revenue from each customer grouping?
Describe your different revenue streams.
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STEP 2 - SWOT ASSESSMENT IN YOUR BUSINESS MODEL

a) Assessing Strengths & Weaknesses

VALUE PROPOSITION ASSESSMENT STRENGTHS WEAKNESS IMPORTANCE TO THE BUSINESS MODEL
Our value propositions are well aligned with Our value propositions and customer needs
514 |32 1] -2(-3]-41]-5 o
customer needs are misaligned
There are strong synergies between our different There are no synergies between our different
; 514 |32 1]-2(1-3]-4]-5 )
products and services products and services
Our customers are very satisfied 5141132 1] -2 1 -3 -4 -5 | We have frequent complaints
Our value proposition is unique 51413 |2 A 1-2]1-3]-4]-5 Thefre. are many other‘qrgamsanons providing
a similar value proposition
COST/REVENUE ASSESSMENT STRENGTHS WEAKNESS IMPORTANCE TO THE BUSINESS MODEL
We benefit from strong margins 51432 1] -21]-31| -4 -5 | Ourmargins are poor
Our revenues are predictable 5143 |2 -1 ] -2 ] -3 -4 | -5 | Ourrevenues are unpredictable
We have recurring revenue streams and frequent Our revenues are transactional with few
514 |32 1]-2(1-3]-41]-5
repeat purchases repeat purchases
Our revenue streams are diversified 51 4|3 2 -1 ] -2 | -3 -4 | -5 | Wedepend on a single revenue stream
We collect revenues before we incur expenses 5 4 3 2 11 -2 -3 4 | -5 | We incur expenses before we collect revenue
Oyr. pricing mechanisms capture customers 51403]02 4l2l3]4]s5 Our pricing mechanisms leave money on
willingness to pay the table
Our costs are predictable 51432 -1 ] -2 1] -3 1| -4 | -5 | Ourcosts are unpredictable
Our operations are cost efficient 5143 ]|2 -1 ] -2 1| -3 | -4 | -5 | Ouroperations are cost-inefficient
We benefit from economies of scale 5 4 3 2 1] -2 ] -3 -4 | -5 | Wedon't enjoy any economies of scale
INFRASTRUCTURE ASSESSMENT STRENGTHS WEAKNESS IMPORTANCE TO THE BUSINESS MODEL
%L;Jr”(l;:}[/eresources are difficultfor customers to S |43 |2 -1 | -2 |-3| -4 | -5 | Ourkey resources are easily replicated
Resource needs are predictable 514|312 -1 1 -2 | -3 | -4 | -5 | Resource needs are unpredictable
We deploy the right resources at the right time 5 4 3 2 1]1-2]1-3|-4]|-5 We haye trogble deploying the right resources
at the right time
We efficiently and effectively execute key We are inefficient and/or ineffective in the
L 514 |32 1123|415 . -
activities execution of key activities
Our key activities are difficult to copy 514132 -1 ] -2 | -3 -4 | -5 | Ourkey activities are easily copied
We have the right balance between internal and We execute too many or too few activities
- 514 |32 1213|415
outsourced activities ourselves
We have productive partnerships with other We have no partnerships or our partnerships
o 514|312 1231415 .
organisations are unproductive
We have partnerships with world-class The performance and/or reputation of our
L 514|312 1231415 .
organisations partners is weak
We have a good relationship with our strategic 514 |3]o2 Alolslals Our.relatlonsmp with strategic partners is
partners strained
CUSTOMER INTERFACE ASSESSMENT STRENGTHS WEAKNESS IMPORTANCE TO THE BUSINESS MODEL
Our customer churn rates are low 514|312 -1 -2 | -3 | -4 | -5 | Customer churn rates are high
Our customer base is well segmented 514|312 -1 | -2 | -3 | -4 | -5 | Ourcustomer base in unsegmented
We truly understand our customers 51432 12 (3|45 We don't really understand the needs and
preferences of our customers
We are continuously acquiring new customers 5|14 3]2 -1 ] -2 | -3 | -4 | -5 | We are failing to acquire new customers
Our channels are efficient 514|312 -1 1 -2 | -3 | -4 | -5 | Our channels are inefficient
Our channels are effective 514 |3 ]2 -1 1 -2 | -3 | -4 | -5 | Our channels are ineffective
Customers can easily see and access our 514|302 Alola|als Prospects fail to notice and access our
channels channels
Our channels are strongly integrated 5 4 3 2 -1 1 -2 | -3 | -4 | -5 | Ourchannels are poorly integrated
Our channels can be used across multiole Our channels can't be used across multiple
. ; P 514132 1] -2 | -3 -4 | -5 | products and services (limited economies of
products and services (economies of scope) 5C0pe)
Our channels are well matched to our customer Our channels are poorly matched to our
514 |32 1] -2(-3]-41]-5
segments customer segments
We have strong customer relationships 5143 |2 1] -2 ] -3 -4 | -5 | We have weak customer relationships
. . . The quality of the customer relationships is
The quality of the customer relationships matches 5| 4]3 |2 -1 (-2 |-3| -4 | -5 | inappropriate for the customer segments
the customer segments we serve
We serve
Relationships create switching costs 514|312 -1 | -2 | -3 | -4 | -5 | Customer switching costs are low
Our brand is strong 5143 |2 1] -2 1 -3 -4 -5 Ourbrandis weak
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b) Assessing Threats 1 = strongly agree * 5 = strongly disagree

VALUE PROPOSITION THREATS THREATS

Substitute products and services are available 1 2 3 4 5
Competitors are threatening to offer better price or value 1 2 3 4 5
Our offering is likely to become obsolete in the medium term (next three years) 1 2 3 5
COST/REVENUE THREATS THREATS

Our margins are threatened by competitors or by technology 1 2 3 4 5
We depend excessively on one revenue Stream 1 2 3 4 5
Some revenue streams are likely to disappear 1 2 3 4 5
Significant costs are likely to become unpredictable? 1 2 3 4 5
Some of our costs are likely to grow more quickly than revenues 1 2 3 4 5

INFRASTRUCTURE THREATS THREATS

We could face disruption in the supply of certain resources 1 2 3 4 5
The quality of our resources are threatened 1 2 3 4 5
Key activities are likely to be disrupted 1 2 3 4 5
We are in danger of losing key partners 1 2 3 4 5
Our partners may collaborate with competitors 1 2 3 4 5
We are too dependent on certain partners 1 2 3 4 5
CUSTOMER INTERFACE THREATS THREATS

The market could soon be saturated 1 2 3 4 5
Customers are likely to defect 1 2 3 4 5
Our channels are in danger of becoming irrelevant to customers 1 2 3 4 5
Our customer relationships are deteriorating 1 2 3 4 5

c) Assessing Opportunities 1 = strongly agree ® 5 = strongly disagree

VALUE PROPOSITION OPPORTUNITIES OPPORTUNITIES

We could generate recurring revenues by converting products into services 1 2 3 4 5
We could expand our market reach by converting services into products 1 2 3 4 5
We could better integrate our products and services 1 2 3 4 5
We could eliminate elements of our offering to make it simpler and more valuable 1 2 3 4 5
COST/REVENUE OPPORTUNITIES OPPORTUNITIES

We can replace one-time transaction revenues with recurring revenues 1 2 3 4 5
We have cross selling opportunities that we are not leveraging 1 2 3 4 5
We can increase prices 1 2 3 4 5
We can reduce costs 1 2 3 4 5
We can collect revenue before we incur costs 1 2 3 5
INFRASTRUCTURE OPPORTUNITIES OPPORTUNITIES

We could use less costly resources to achieve the same result 1 2 3 4 5
We have key resources that are under-exploited 1 2 3 4 5
We could access key resources from partners that will add significant value to what we do 1 2 3 4 5
We could standardise some key activities 1 2 3 4 5
Collaboration with key partners will enable us to focus more effectively on our key business 1 2 3 4 5
There are cross selling opportunities with partners 1 2 3 4 5
Partner relationships could significantly add to our value proposition 1 2 3 4 5
CUSTOMER INTERFACE OPPORTUNITIES OPPORTUNITIES

There are new customer segments emerging that are likely to be interested in our products or services 1 2 3 4 5
We can better serve our customers through finer segmentation 1 2 3 4 5
We could find new complimentary channels 1 2 3 4 5
We could better align channels with customer segments 1 2 3 4 5
We could increase margins and/or improve the customer experience by directly serving customers 1 2 3 4 5
There is the potential to improve customer follow up 1 2 3 4 5
We could create a community of customers centred around our product or service 1 2 3 4 5
We could make more of an effort to interact with and listen to customers 1 2 3 4 5
We have groups of unprofitable customers that could be “fired” to improve profitability 1 2 3 4 5
We can increase switching costs 1 2 3 4 5
We could automate some elements of relationship management 1 2 3 4 5
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d) Key Strengths, Weaknesses, Opportunities & Threats
Review your responses to the questions pertaining to key strengths, weaknesses, opportunities and threats. As you review your responses

identify the three most valuable strengths and opportunities and three most critical weaknesses and threats. Provide a brief explanation as

to why each is valuable or critical

3 MOST VALUABLE STRENGTHS EXPLANATION 3 MOST CRITICAL WEAKNESSES | EXPLANATION
1. 1.
2. 2.
3. 3.
3 MOST VALUABLE OPPORTUNITIES | EXPLANATION 3 MOST CRITICAL THREATS EXPLANATION
1. 1.
2 2.
3 3

STEP 3 - REVIEW THE REINVENTION TACTICS

The seminar presentation focused on some of the tactics that entrepreneurs and managers can focus on to reinvent their business in
times of recession. These reinvention tactics were organised according to the building blocks of the business model canvas (as outlined
below). Work through the reinvention tactics and highlight those that are particularly relevant to your business.

a) Business Model Canvas - Reinvention Tactics

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER CUSTOMER SEGMENTS
RELATIONSHIPS
¢ Define your dream list  Access (cheap) talent e Solve a problem ¢ Niche yourself
e Take a chance e Nurture people o Simplify and eliminate e Nurture a customer * Know your niche
e Build trust e Do what you do best, ¢ Define a meaningful point community ® Foster fans
let others do the rest of differentiation ¢ Engender two way
interaction
e Listen, listen, listen
KEY RESOURCES CHANNELS
e | everage your base e Engineer a channel
o Utilise capacity segment match
* Build for the future e Create customer
experiences
e Make sure its cost effective
and reliable
COST STRUCTURE REVENUE STRUCTURE

e Prune (but make it secondary)

¢ Match cost to value

¢ Manage your customer base (move away from unprofitable clients with
few prospects for a turnaround)

e Get creative (not in accounting but in looking for new sources of revenue)
© Experiment
 Build annuities
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b) What can you do to build on your strengths and seize your opportunities?

ACTION

IMMEDIATE NEXT STEP

TIMEFRAME

c) What can you do to eliminate your weaknesses and avoid the threats to your business?

ACTION

IMMEDIATE NEXT STEP

TIMEFRAME
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First National Bank Helping you grow your business

How can we help you?

Our commitment to
supporting the growth of
entrepreneurship continues

Membership to FNB Biznetwork is FREE
and offers you access to:

® Quarterly seminars

» Business plan and cash flow projection templates

* Business tools such as entrepreneurial
assessment tools

Join our network and start growing your business
today by simply completing your details on
www.biznetwork.co.za

Connect, learn and grow with Biznetwork —
South Africa’s leading entrepreneurial platform.

Whether you work from home, on the road or in a boardroom, Biznetwork connects you

to more business opportunities, effortlessly. You will get access to vital business tools

and templates as well as proven business guidance solutions from international and local
experts and mentorship programmes from thought leaders. And you will automatically get
invites to Networking and Events that are hosted by Biznetwork where guests have access
to more than 25 000 registered members.

Who Should Join BizNetwork?

* Entrepreneurs and business owners of small businesses

* Business owners who need information, guidance and networking
opportunities so as to grow their business

* Entrepreneurs interested in starting their own business

e Entrepreneurs looking for professional mentorship to take their
business to the next level

Visit www.biznetwork.co.za to register.




