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WORKSHOP SCHEDULE
10.00 – 10.30 Introduction to Open Source – AFL, NM, ALH
10.30 – 10.50 Opening Word-Circle
10.50 – 11.20 Introduction Business Model Canvases (BMCs) - AFL, NM, ALH
Group work
11.20 – 11.40 Developing Value Propositions for the BMCs:
Opportunities & Possibilities
12.00 – 12.20 LUNCH & NETWORKING
12.20 – 12.40 Stakeholder mapping and Context framing for the BMCs
12.40 – 13.00 Exploring Problems and Challenges
13.00 – 13.20 Developing the Design Brief
13.20 – 13.40 Brainstorming and ideating Solutions
13.40 – 13.50 Group Presentations
13.50 – 14.00 Closing Word-Circle

Exploring and co-designing new business models for Open Source Fashion was the exciting title of the first workshop session, held on the 31st of May, in Lahti. The event was
facilitated at the co-working space of Luovat ry - a community of designers and other
creative’s based in Lahti.
The workshop concept was formed around the idea of developing new enterprise models
for Open Source Fashion. Osterwalder ‘s & Pigneur’s “Business Model Canvas” built a
platform for exploration for the participants. On this basis, they were able to develop
two great and do-able strategies for business models with several value propositions and
types and income e.g. new livelihoods for Open Source Fashion.

The Business Model Canvas

Designed for:

On:

Designed by:

Key Partners

Key Activities

Value Propositions

Customer Relationships

Who are our Key Partners?
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Activities do our Value Propositions require?
Our Distribution Channels?
Customer Relationships?
Revenue streams?

What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve?
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

motivations for partnerships:
Optimization and economy
Reduction of risk and uncertainty
Acquisition of particular resources and activities

categories
Production
Problem Solving
Platform/Network

characteristics
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

What type of relationship does each of our Customer
Segments expect us to 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?
examples
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

Key Resources

Channels

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

Through 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 are most cost-efficient?
How are we integrating them with customer routines?

types of resources
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

Customer Segments
For whom are we creating value?
Who are our most important customers?
Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

channel phases:
1. Awareness
How do we raise awareness about our company’s products and services?

2. Evaluation
How do we help customers evaluate our organization’s Value Proposition?

3. Purchase
How do we allow customers to purchase specific products and services?

4. Delivery
How do we deliver a Value Proposition to customers?

5. After sales
How do we provide post-purchase customer support?

Cost Structure
What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?
is your business more:
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven ( focused on value creation, premium value proposition)
sample characteristics:
Fixed Costs (salaries, rents, utilities)
Variable costs
Economies of scale
Economies of scope

Day

Iteration:

Revenue Streams
For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?
How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?
types:
Asset sale
Usage fee
Subscription Fees
Lending/Renting/Leasing
Licensing
Brokerage fees
Advertising

fixed pricing
List Price
Product feature dependent
Customer segment dependent
Volume dependent

dynamic pricing
Negotiation( bargaining)
Yield Management
Real-time-Market

www.businessmodelgeneration.com

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License.
To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/3.0/
or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

http://www.businessmodelgeneration.com/downloads/business_model_canvas_poster.pdf
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The workshop started on Friday morning, 10 am with a welcoming introduction-round
and a short presentation about the idea of Open Design, Open Source Fashion and some
concrete examples from research and practice. This was followed by the first exercise: an
opening word-circle to define our all impression and ideas of open source fashion. The
first key-words answered the question of: “What does Open Source Fashion mean to
you? “ Key-words: “change-makers”, “on-demand” and “sharing”.
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After this first familiarizing exercise, the participants had the opportunity to choose, after
a short presentation of the business model canvas, one of the proposed topics to elaborate
upon. Suggested topics were: “Open Couture”, “Half-way” and “Digital/Analog Hybrid”.

“Open Couture” and “Half-way” were chosen for further discussion. The two groups started
right away with developing different value propositions within the BMCs. Both teams came
up with great concepts and different value propositions to work with during the workshop:
a) Half-way store and b) Open Co-ture - an online-store/shop concept.
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During lunchtime all participants had the opportunity to network and discuss the freshly
discovered ideas. The next two co-design exercises targeted the related stakeholders and
framed the context by defining what is “IN” and what is “OUT”. This helped to define and
place the key-stakeholders and their tasks within the Business Model Canvas. While mapping out the key-problems and challenges in a crossing sustainability map, we discovered
key-problems to be addressed when putting the business model to action. In both models,
it became clear that the communication of the benefits to the different stakeholders in the
BMCs is a central and important challenge.
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Creating a design brief, with key-words and the input of all group members was the next
step towards finalizing the BMCs and finding possible design solutions. These are the two
design briefs created on basis of key-words defined by all group members:
Design Brief Half-way
Our design brief is to create a fun and cool sharing community in an accessible and inviting
space which provides different service models for affordable and desirable half-way products.
Design Brief Open Co-ture
Our design brief is to create an easy, clear, appealing and exciting customizable cool open
fashion co-ture service to generate new ways of consuming through sharing and caring.
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The design brief exercise showed that during the process both groups were able to develop
a clear structure and business model idea around the given subject of open source fashion.
As a final exercise, each team brainstormed solutions and possible revenue models as well
as the cost structure applying to aforementioned design briefs.
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The session was concluded with a short presentation of each group’s Business Model Canvas, including the value propositions, key-stakeholders as well as possible revenue models.
A closing word circle revealed the learning’s and discoveries made during the workshop.
Combined with the key-words of the opening word-circle a representative description of
the contemporary and future meaning of open source fashion was revealed: “business opportunity”, “community”, “design attitude”.
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In conclusion we can see that this workshop setting benefited a very concrete outcome,
and thanks to the very dedicated participants, we got a great and inspiring insight to what
open source fashion can become. The resulting two business model canvases’ showed that
there is a great potential in further exploring possible business models for open source
fashion. Each model illustrated different value propositions, which results in a variety of
possible revenue streams. There is still a lot to be explored but we can point out that the
business model canvas in the setting of a co-design workshop offers great potential to create very tangible and doable outcomes. A follow-up workshop is planned for Wednesday
26th of June at Luovat, Lahti.

List of participants:
Mili-Mona Salokannel
Minna Cheung
Annina Nurmi
Annina Lattu
Tia Taivalmäki
Alastair Fuad-Luke, participant & co-facilitator
Anja-Lisa Hirscher, participant & co-facilitator
Natalia Mustonen, participant & co-facilitator
Pia Sandvik, Luovat

Contacts:
Alastair Fuad-Luke, alastair.fuad-luke@aalto.fi
Anja-Lisa Hirscher, al.hirscher@gmail.com
Natalia Mustonen, natalia.mustonen@gmail.com
Pia Sandvik, Luovat, pia.sandvik@luovat.fi
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