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The UNITE Value Creation framework

The UNITE value creation framework outlines how a company or organization generates value for its customers,
stakeholders, and shareholders. It involves identifying the key activities, resources, and capabilities that
contribute to creating value, as well as understanding the needs and preferences of the target audience.

A part of the Digital Leadership Strategy Management Reference Content: #DL-MS-SM-VCF.
More information on this model is available here

digitalleadership.com


http://www.digitalleadership.com/
https://digitalleadership.com/UNITE/value-creation
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THE UNITE INNOVATION & TRANSFORMATION MODELS

THE UNITE NAVIGATOR - An overview and introduction to all UNITE models
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> The UNITE models are the by far
largest library of innovation and
transformation models on the
Internet. They cover all areas of
digital strategy, innovation,
transformation as well as any related
field.

> The UNITE Navigator provides an
introduction and overview of all
digital-related Fields.

> As part of today's presentation, we
will Focus on the mechanics of
value creation.



https://bit.ly/3AdOmJP

Background to the UNITE Value Creation Framework

Why we use it

Organizations leverage value
creation models to understand and
design how they (could) create value
for customers, stakeholders, and
shareholders.

Working with a value creation
framework increases the
understanding of the key factors
and levers in the value creation
process. It can thus help gain new
perspectives, develop strategies to
increase differentiation, and
ultimately create competitive
advantage.

A nicely defined value creation
framework is an excellent way of
communicating how you create
value.

How it works

The UNITE value creation framework is nicely laid out in four
different sections:
Resource inputs summarize the different inputs your
organization and society at large add into the value-
creation process.
Value creation defines the core process of how you
create value, your value propositions, overarching
business intention and purpose as well as your audience.
Value outputs define the results you create.
Impact takes it one step further: what is the larger
impact you are creating on your organization and society?

By understanding and ultimately optimizing the interplay
among these key value-creation factors, organizations can
improve how they create value for customers and generate
profits.

The value creation framework can be leveraged in various
settings: from creating start-ups or new business models to
corporate communication or board room communication, it
is a highly valuable framework that can be used in numerous
ways.

For more context, background and explanations, please see our Blog Article digitalleadership.com/blog/value-creation

What is the goal

Gain a complete perspective on
your business.

The goal of a value creation
framework is to help develop a
sustainable competitive advantage
by creating unique and valuable
offerings that meet the needs of
customers more effectively and
potentially sustainably than existing
alternatives.

This helps building a loyal customer
base and generate profits for the
company.


https://digitalleadership.com/blog/value-creation/

THE UNITE INNOVATION & TRANSFORMATION MODELS
THE UNITE VALUE CREATION
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@ @ This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
Designed by: Stefan F. Dieffenbacher, Digital Leadership AG — digitalleadership.com.
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Potential ways to start working on your own
Value Creation Model

> Start by defining the target audience and their needs and preferences. This can be done through research or
brainstorming.

> ldentify the key resources, capabilities, and activities that contribute to creating value for the target
audience. This could include unique features, quality, price, convenience, or innovation.

> Analyze the competition and identify ways to differentiate the offering from existing alternatives. This could
involve identifying gaps in the market or developing new features or benefits.

> Prioritize the key Factors that contribute to creating value and identify areas for improvement or investment.

> Develop strategies to optimize the value creation process and generate profits for the company. This could
involve cost control, marketing, or partnerships with other companies.

> Evaluate the effectiveness of the value creation model over time and make adjustments as necessary to
ensure continued success.

> Share the results of the exercise with stakeholders and team members to align on the value creation strategy
and develop a plan for execution.

For more context, background and explanations, please see the
UNITE Innovation Framework Chapter of our book HOW TO CREATE INNOVATION.
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Value Creation - practical examples

There is no right way or wrong we how to design a value creation framework. On the opposite: it must be adapted

to your intended usage scenario. We will therefore review a number of practical examples to see how you could
leverage it in practice.

A part of the Digital Leadership Strategy Management Reference Content: #DL-MS-SM-VCF.
More information on this model is available here

digitalleadership.com


http://www.digitalleadership.com/
https://digitalleadership.com/UNITE/value-creation

EXAMPLE
THE VALUE CREATION PROCESS AS PRESENTED IN THE INTEGRATED REPORTING FRAMEWORK > The Integrated

Reporting Framework
attempts to provide a
Extermal’environment / conceptual basis for
[ connecting the IFRS
Financial Mission and vision . Accounting Standards
[ with the new IFRS
M anufa ctured M anufa ctured [ Sustainability
Opportunities Strategy and f Disclosure Standards.

Intellectual and risks resource allocation Intellectual | > It places an emphasis
on the inputs and
outputs. The value
creation process of the
enterprise is less
structured however.

It attempts to promote
a more cohesive and
_ efficient approach to
Human ~ corporate reporting
' and aims to improve
Social and relationship . the quality of
- information available
Natural Natural :: to providers of
' financial capital to
enable a more efficient
and productive
allocation of capital.

Business

activities Outputs Outcomes
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Social and relationship Future outlook

@@@ Source: IIRC, 2013




EXAMPLE
THE VALUE CREATION MODEL OF THE DUTCH POST

| Input capital

Relationship

s Customers

e Trade unions

® Governments

o Business partners
= Financial market

@ Customer @ Environmental

Technological and produced Financial Our strategy Soci
. . @ ocial
o Buildings, facilities and vehicles . @

* Network and processes Our Ambition
» Digital technology
= (IT) management systems

Human

s Motivated people

s Competent employees

e Peaple working for PostNL

® Logistical and digital expertise

Natural

y ® 5
s Solarenergy " «
= Natural gas i »
s Fuels and electricity d :

Financial Parcels: Mail: Accelerate
s Equity Manage for Manage for Digitalisation
s Debt Growth Value

Strategic foundation

Key material topics

Source: Post.NL Annual Report 2021

| Output capital

Relationship

® Customer loyalty

® Reputation

e Compliance

» Collective labour agreements

Technological and produced
o Delivered volumes.
* Capacity increased
* Updated portfolio

Human

® Absenteeism

» Recordable accidents

® People development

= Diverse and inclusive workforce

Natural
® Greenhouse gas emnissions
® Airpolluting emissions

Financial
® Shareholder returns
s Interest paid

Customer
satisfaction
Parcel volume
growth

Delivery quality

Employee
engagement
Absenteeism

s (O, efficiency

Share of emission-
free delivery

Revenue
Normalised EBIT
Free cash flow
Adjusted net debt
Dividend per share

8 Coutom:

o

BUSTRY, KOVKTON
NDDRISTRUCTURE

The value creation
model of the Dutch
Post nicely breaks
down the key
elements, without
however further
detailing out what they
L VANEDR

While the overall
setting is well
structured, the value
creation model in the
center feels a bit out of
touch due to it’s high
level of abstraction.

Nicely, the outputs and
outcomes are
connected to the
NINEIREDLIE
Development Goals by
the UNITED Nations.




EXAMPLE

BEKAERT VALUE CREATION MODEL

@ . Economic Capital

@ % Manufactured Capital

Natural Capital

KNOWLEDGE

« €67 milion gross R&! spend

- €7.5 million R&! grants received .
- 500 R&l staff and 200 Engineering staff
- €13 million investments in digital assets

Human and Societal Capital

Source: Bekaert Annual Report 2021

BEKAERT
VALUE CREATION STRATEGY

Our strategy — leadership and organization -
our stakeholders - risks and materiality

THE VALUE WE CREATE

We commit to high performance

High performance allows us to create economic value and enhance
shareholder retums

- UEBIT/sales of 10.6%

- ROCE of 28.7%

- Netdebt/UEBITDA of 0.61

- €150 divend per share

We make our customers succeed
Our innovative solutions & service offering and global presence make
us the partner of choice to our customers
- 13 500 customers? in 130 countries
- Growing share of low carbon solutions
1 900 patents — 25 first filed in 2021
- +85% of R&l projects target distinct sustainability benefits

We are truly better together
Our values are ingrained in our culture and connect us all as
one Bekaert team.
- TRIR-8% and LTIFR -23%%¢
100% Code of Conduct commitment
95% employee retention rate
- 21 partnerships with research and academic institutes

We care for the world around us
Our responsibility extends beyond our own organization, with clear
commitments toward the environment and society
- Scope 2 GHG energy intensity ratio -4% versus 2019”
100% of steel scrap is recycled?
- €133 million in income taxes paid
- Social support programs worldwide

Bekaert is a global
company headquartered in
Belgium. Its primary
business is steel wire

t formation and
coatings.

It's interpretation of the
value creation model
focuses on quantifying the
inputs and outputs and
demonstrating how it has
improved its resource
utilizatio




EXAMPLE
WESTPAC VALUE CREATION MODEL

OUR STRATEGY

Our strategy supports

our purpose, harnesses
our strengths and refocuses
where change is required.
We have sharpened the
markets and products in
which we operate,
returning to banking,

and our home markets of
Australia and New Zealand
leveraging our portfolio

of brands.

Our focus is on consumers,
businesses and institutional
- segments we know well,

Our three priorities
recognise our need to
address our shortcomings,
reshape the business to
concentrate on our core
businesses and markets
while lifting service and
creating a stronger
performance ethic. This
will help us to become a
simpler, stronger bank.

Our
purpose

Helping
Australians and
New Zealanders
succeed.

OUR
PRIORITIES

Our
focus

Banking for Australian
and New Zealand
consumers, businesses
and institutional
customers.

Source: Westpac Group 2020 Annual Report

Simplify

A

Perform

WHAT THIS
MEANS

Addressing our
shortcomings by materially
improving our management
of risk and risk culture,
reducing customer pain
points, completing historical
customer remediation
program, and reducing

the complexity of our
technology.

Returning to our core
businesses of banking in
Australia and New Zealand,
including exiting some
businesses and international
locations. Rationalising
products and simplifying
processes to make it easier
for customers.

Impreoving performance by
building customer loyalty
and growth th

sharpening our f

returns, and resetting our
cost base. A strong balance
sheet and engaged
workforce form

foundations of performance.

WHAT IT
INVOLVES

—Risk management

—Culture, including
risk culture

—Customer remediation
—IT complexity

—Reduce customer
pain points

—Exit non-core businesses
and consolidate
international locations

—Rationalise products

—Implement Line of
Business operating model

—Transform using digital
and data

—Customer service -
market leading

—Mortgage growth

—Enhance returns,
optimise capital

—Strong balance sheet
—Re-set cost base

OUR VALUES -
WHAT YOU CAN
EXPECT

HELPFUL

E\
¥

Passionate about
providing a great
customer experience

ETHICAL

&

Trusted to do the
right thing

LEADING CHANGE

=
<

Determined to make it
better and be better

PERFORMING

&

Accountable
toget it done

SIMPLE

</

Inspired to keep it
simple and easy

MEATY DALY HLS |

NOLLYWHOSNI HEA TOHSHVHS ¥

> Woestpacis an Australian
multinational banking
and financial services
company headquartered
in Sydney, Australia.

It’s value creation model
focuses more on
communicating its high-
level strategy and how
the strategy is supported
by a set of values.
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Value Creation Process

The Value Creation Process of Nippon Pillar Packing

As stated in our Purpose, the Nippon Pillar Packing Group is committed to providing value to the world
with an awareness of social challenges and our materiality, focusing on our two businesses —electronic
equipment and industrial equipment—so that we may create a future that supports society.

TS
©

Financial Capital

Manufacturing Capital
®lntegrated prodiiction system
within the Group
{13 production bases)
xpendiuae 0.99 bilion

Knowledge Capital
®Fuid control technologies
@Know-how cultiveted over
many years
D expenses of 1 billion yen:
including technology development
enpen

Human Capital

®Giobel and diverse human
resources

@Professional human resources
{2,100 hours of
implemented)

Social/Relationship Capital
‘@ Customer contacts in diverse
fields
{29 sales offices)
@Suppiers ensure stable supply

Natural Capital

®Products that reduce
environmental impact

‘®Promoting the use of natural

olar power plant octput: 8

Social Issues [External Environment]

Global environmental conservation Climate change Human rights issues

Expansion of eco-friendly business | Further growth in

Providing riew product

batterios for ole
h pero

nonia, pharmace

new markels such as.

Business Model

The Purpose of the Nippon Pillar Packing Group

Creating a future that supports society

Electronic
Equipment Business

the market as a il of fluid
control-related seals, we currently contribute to a wide range of
fields by developing our sealing and material technologies.

The Strengths of the Nippon Pillar Packing Group

Diversified
100 years refining markets
fluid control according to
technology the needs of
the times

@ For details see pages 13-14

The age of IoT, where sensors are
installed in everything

aner, moro energy-officiont harsh environments whero.

the semiconductor field

or hydrogen that also contibute lo protedting the
1d the food

Source: Nippon Pillar Packing Group Annual Report 2022

Key Issues to
Address

Aggressive Materialities

m Decarbonization and energy
saving

m Circular economy and
resource conservation

m Pravertion of chemical
pollution and conservation of
water resources

W Product development and
manufacturing in response to
social issues

m Blodiversity conservation

m Creation of workplaces that
enable diverse human
resources 1o grow and
succeed

m Living in harmony with the
world and society

= Estabiishing transparent and
resporsible governance

For details see
pages 17-18

Rapid expansion and contraction

of market size

Structural changes and tightening |
of regulations, etc.

[ ouput ]
BTvision22

Progress in FY2021

(Forsoast for FY2022 final year)
Sales

40 67 billion yen

(44.0 billion yen)

Operating income

11 .3gbi ion yen

(11.8 billion yen)

ROE

16.8

(80% or higher)

Payout ratio

30.3+

(300%or higher)

Capital expenditure

0 99 billion yen

ar cumulative 3.96 billion yen)

C? For details see pages 15-16

Respect for diversity Shift to loT/DX Labor shortages

P Value to society and
the environment

@ Safety and security in people's lives

@ Reduction of environmental impact

@ Rapid development of industrial products in
the world

@ Ensuring the safety and trust of employees
and local communities

@ Stable job creation

@ Highly transparent management and
straightforward explanations

@ increasing the sophistication of
semiconductors to support the growth of the
digitel society

@ Products and services indispensable for the
supply of electricity, water, and other
infrastructure

’ Value for Nippon Pillar Packing

@ Providing distinctive products that contribute:
1o solving social and environmental issues

@ Development and manufacturing of products
for new markets

@ Providing value-added proposals to
customers based on technological innovation
and intellectual property strategies, etc

@ Realization of products with improved
productivity and lower costs

@ Stable retum of profits to stakeholders

@ Endeavoring to create advanced technology
by integrating fluid control technology and
IT/DX technology

@ Providing customers with solution proposals
and products through unique fluid
control-related products

@ Improvement of customer and market
satisfaction and corporate strength

Decline in international
competitiveness due to emergence
of competition, cost fluctuations, etc.

Boieng eweBeuey 4

> Nippon Pillar Packing, a

Japanese industrial
sealing solutions provider,
has created a relatively
detailed value creation
process, incorporating
financial figures, their
business modelin a
nutshell, key challenges,
the external environment
as well as the outputs and
outcomes.

References on the
following pages of their
annual report provide
further details, the Value
Creation Process depicted
thus almost serves as a
visual summary and table
of contents.




OUR VALUE CREATION MODEL

Incitec Pivot Limited

Our purpose is to make people’s lives better by unlocking the
world’s natural resources through innovation on the ground.

Who we are Our strategy

a high level of ownership and
accountabllity; o learming culture; and
finnavation enabled thiough diversity of

IPLis a recognised world leader in the To deliver ble growth and returns while
resources and agricultural sectors. We «aring for our people, our communities and our environment
manufacture ammanium nitrate-based i
explosives, nitrogen and phosphorus Inputs Outputs Outcomes > The va lue crea t|0n
fertilisers, and nitrogen related industrial P p d l
and speciality chemicals. @ model can va I'y
‘pog - Employees A safe, diverse and high performing Q
60 4,859 Hotural fih R depending on the
7 resources 290/0 270/0 500/0 S SR et industry, ma rket, and

Employees TRIFR reduction  Reduction in Female Board

Manufacturing
fadlities Tier 1 & 2 Process . members

on prior year

3m

tonnes per annum
ammonium nitrate
explosives supplied

Through our two customer facing businesses,
Dyno Nobel in the Americas (DNA) and across Asia
Pacific {(DNAP) and our fertiliser business - the
largest in Australia, Incitec Pivot Fertilisers (IPF),
we make people's lives better by unlocking the
world's natural resources through innovation on
the ground.

Our advanced technology, manufacturing
excellence and world class services are focussed
on the diverse needs and aspirations of our
custemers, ensuring IPL's continuing key role in
developing the efficiency and sustainability of the
world's resource and agricultural sectors.

Issues most material to our
business' sustainability

e Workplace health

©) Managing the impacts
and safety

of climate change

9 Ensuring ethical conduct 9 Managing, engaging and
ensuring a diverse

@ sustainable economic workforce

performance
@ Managing environmental

€ sustainable products, Fmeet,
services and customer

relationships o Resource efficiency and

GHG emissions.

P ali
© rrocuct ualty @) Caring for o
communities

Source: Incitec Pivot Limited website 2022.

Safety Events

Investment

OUR
& STRATEGIC
DRIVERS
development

Supply
«chain

Governance @

‘We are committed to achieving and demonstrating the highest standards mwrpumle

govemante. Dur gavernance ramework and peactices are consistent with th

Australian Securities Exchange (ASX) Corporate Governance Council’s coupma:e
Principles and R {3¢d Edition).

Code of Conduct

7 300+

Joini research Agronomisis
partnerships trained in the last
three years

shareholders

people and perspectives

Mutually beneficial partnerships
with our customers that pravide
them with efficient, quality products
that reduce their environmental and
social impacts; improve operational
safety; and give them access to
ongoing research and development.

Sustainable retusns for our

$39 $374.5m

Revenue for 2020 EBIT for 2020

by our bocus on
new opporturites; continuous

ent and cost efficiency; and
strategic management of dimate risk.

Continued drive towards

@ Environment

: % Community

100

Reduction in NOx Reduction in GHG
jper fonne of nitric emissions per tonne.
acid produced against  of ammonia

2 2015 baseline produced against
22015 baseline

36%

through consistently applying
nonegoliable environmental
standards; using energy and waler
more efficiently; and exploring new
ways, such as solar hiydogen, to reduce
greenhouse gas emissions.

Long-term and meaningful

$0.5m 1,826m 32m

Community
investment

Climate Change Policy

\

lloln: tonnes of Metric tonnes
resources mined of food and
using ous explasives  fibre grown by
Australian
farmers using
our fertilisers
Modern Slavery Policy

with our local
«communities through an active and
grass-Tools approach 1o community
engagement; the measures we wse o
monitor, manage and prevent patential
negalive impacts; the economic
development that flows from
employment peavided by our business
and the resources oux products unkack,
such as quarry and construction
materials, iton ore and other metals,
and increased crop yields,

&

Diversity Palicy

company's specific
goals, but generally, it
involves creating a
unique offering that
meets a specific
customer need or solves
a problem more
effectively than existing
alternatives. This can be
achieved by focusing on
differentiating factors
such as quality,
convenience, price, or
innovation.



HOW WE CREATE VALUE: GROWTH THROUGH INNOVATION

RESOURCE INPUTS

FINANCIAL
3 Strong financial position
3 €492 million cash position

MANUFACTURING & SUPPLY CHAIN
3} Gost of sales €302 million

¥ Steep ramp of our new manufacturing facility

¥ Suppliers in more than 20 countries

INNOVATION

) Gross R&D spending of €206 million

¥ More than two decades of know-how
in ALD materials

PEOPLE
¥ 3,312 talented and skilled employees
347 different nationalities

COLLABORATION

¥ Partnerships with universities/imec

o /i

3 Strategic relati: with universiti

NATURAL

354,998 MWh, 76% from electricity from
renewable sources, and 156k cubic meters
water used

Numbers refer to 2021 unless indicated otherwise.

PURPOSE
Improve people's lives through advancing technologies
that unlock new potential

MISSION
Enable our customers' success by creating
leading-edge semiconductor process
products, services, and new materials

N

STRATEGIC OBJECTIVES
Maintain leadership in ALD market
Grow share in Epi market
Selective growth in PECVD & vertical furnace niches
Grow spares & services through outcome-based offering
Drive continued strong financial performance

Accelerate sustainability in key focus areas:
Innovation, People, Planet, Responsible supply chain, Governance

VALUE OUTPUTS IMPACT

FINANCIA
¥30% increase in revenue
¥ €266 million free cash flow

MANUFACTURING & SUPPLY CHAIN

¥ Delivering on customer requirements
with record shipments in 2021 despite
supply chain constraints

NNOVATION

3 Strong pipeline of new applications
for 2nm and beyond

¥ 2,250 patents in force

PEOPLE
31,146 new hires
¥ 11.1% voluntary attrition rate

COLLABORATION
» New partnership with IBM
3 Several new JDPs” for next

technology nodes

NATURAL

3 Transitioned most key sites to electricity
from renewable sources in 2021

3 59% improvement landfill diversion
(all sources)

* Joint development programs

ASMI's enterprise value creation and reporting models are informed by the Value Reporting Foundation's integrated reparting framework and SASE Semiconductor Accounting Standard

Source: ASMI Annual Report 2021.

Growth through innovation
is a value creation model
that involves identifying and
leveraging new ideas,
technologies, and processes
to drive growth and
competitiveness. This model
emphasizes the importance
of continuous improvement
and experimentation, as
well as collaboration across
different functional areas
within the organization. Key
elements of this model
include conducting market
research, fostering a culture
of innovation, investing in
research and development,
and developing strategic
partnerships with suppliers,
customers, and other
stakeholders. By adopting a
growth through innovation
approach, organizations can
create new products and
services, improve existing
offerings, and gain a
competitive edge in the
marketplace.




Corporate Philosophy

Delivering a Better QOL to the World

Company Mission Promoting “TE-A-TE” Culture Worldwide

Social Challenges

Politics

« Increased social security costs

* Revision of pharmaceutical
prices (interim Revision)

« Spread and promotion of
generic products

Economy

« Sluggish economy due to the
spread of the COVID-19 pandemic
Lost demand from inbound
tourists

« Growth of the income gap

Society }

- Aging population and lower
birthrate

« Settlement of remote work
as thenorm

« Growth of online consumption

Technology

« Telemedicine

« Change in pharmaceutical
product development trends

* New entries into the health
care industry from other fields

Management Resources

Financial capital
Robust financial capital

Knowledge capital
Patch product know-how
accumulated over our
history of more than a
century

Manufacturing capital
R&D structure with three
sites in Japan and one
inthe U.S.
Production structure
with two bases in
Japan and four abroad

Human capital
Diverse human
resources with expertise

Social capital
Global bases and
alliances with partner
companies

Foundation Underpinning the Value Chainv

Sales/
Marketing/ Procurement

Service Hisamitsu

Pharmaceutical Group

Value chain

Logistics Production

Strong Points in the Value Chain

Human Resources  Quality Assurance  Corporate Governance

Value Presentation

Customers

 Contribution to extending

customers’ health spans

« Support for senior citizens and

women to fully demonstrate their
abilities

« Technology development to

present options for treatment

« Provision of valuable information

using ICT

International society

« Provision of formulation options

to accommodate users’ needs

+ Creation of local employment

opportunities by reinforcing our
overseas production structure

Environment

« Contribution to realizing a

carbon-free society

 Contribution to realizing a

sustainable global environment

Local communities

« Contribution to local invigoration,

citizens’ good health, and local
economic development through
support for sports, cultural

projects, and various organizations

Striving to solve
social challenges
and deliver a better
QOL to the world
through
compassionate
“TE-A-TE” culture

> Foundation underpinning the

value chain is a model that
emphasizes the importance of
a strong foundation in driving
value creation throughout the
value chain.

> This model recognizes that

the success of an organization
depends on a range of
factors, including the quality
of its suppliers, the
effectiveness of its logistics
and distribution systems, and
the reliability of its
manufacturing processes.

Key elements of this model
include supply chain
management, process
improvement, and the use of
data and analytics to identify

areas for improvement.

+ Accumulated R&D know-how of patch product - Firm relationships of trust with business partners  + Production technology developed overourlong  + Logistics structure underpinned by the two bases  + High profile and widespread use among medical
+ Ownership of the world’s No. 1 long-time established over our long history history in the east and the west to ensure a stable supply workers through product sampling
selling brand - Discussion and response starting from the « Environmentally friendly production structure « Better transportation efficiency through modal shift « Product improvement based on customer needs
+ Human resources with high-level expertise and research phase to ensure stable procurement « Thorough occupational safety and health and joint delivery to reduce environmental impact  + High-quality products with consideration given to
experience « Cross-sectional communication to promptly « Training programs for employees involved in the the ease with which customers and patients can
respond to customer needs management system handle the product in comfort

Source: Hisamitsu Pharmaceutical Co., Inc. Website 2023




EXAMPLE

ALLIANDER HOW WE CREATE VALUE

QP
SR

Our networks

(]
000
000
=13

Financing

®

Raw materials
and energy

(=

Dialogue with partners
and stakeholders

Internal and external
Kknowledge

Our employees

What do we have
at our disposal?

Mission
Reliability, affordability and
accessibility

Strategy

network asa

helping customers make choices;
invest in new open networks;
digitalisation

aLtiander

Activities
Construction, maintenance, and
management of networks.
Market facilitation.

Governance
Organisation

Risks

What is our role
and which choices
do we make?

Source: Alliander2020 Annual Report

&

We invest in
energy networks

&

We create profits,
dividends and interest

We supply products
and services

oD

We emit CO,
and produce waste

HSE

We collaborate with our
partners and stakeholders

We offer good
employment conditions,
training and courses

What do our
stakeholders notice
in the long term?

Ensuring a high level
of supply reliability
ata low cost

Being a creditworthy company
with solid returns

Making the energy
supply and our organisation
sustainable

Ensuring a safe energy network,
a safe working environment and
a safe data environment

Being an attractive, inclusive
employer with equal
opportunities for all

Which values
do we create
for the long term?

A

Impact on manufactured
capital: the economic value
we extract and add

DECENT WORK AND
ECONONIG GROWTH

Impact on financial
capital: incoming and
outgoing cash flows

L%

Impact on natural
capital: our influence on
climate change and
nature

i 13 CLIMATE
ACTION
Impact on human
capital: people’s well-being @

and safety

What are the most
significant
social impacts?

To which global targets
do we contribute?

Alliander, a Dutch energy
network company,
creates value through its
focus on sustainability,
innovation, and customer-
centricity. The company
leverages technology and
data analytics to optimize
its energy network and
increase efficiency, while
also investing in
renewable energy
sources to reduce its
environmental impact.

Alliander also places a
strong emphasis on
customer service,
offering a range of digital
tools and services to
improve the customer
experience.

By prioritizing
sustainability, innovation,
and customer
satisfaction, Alliander is
able to create long-term
value for both its
customers and
shareholders.




EXAMPLE
VAN LANSCHOT KEMPEN VALUE CREATION MODEL

INPUT BUSINESS MODEL

Financial capital
New capital bondholders - VAN LANSCHOT
New capital shareholders K E M p E N

New AuM

New savings/deposits

Commission/interest

from clients

Purpose
Preservation and creation of wealth, in a sustainable
way, for our clients and the society we serve

Human and intellectual capital
Employees (FTEs)

Opportunity costs of work
Consultancy fees

Knowledge and experience

Advance

through
digitalisation

Accelerate
growth organically
and inorganically

sustainability
ambitions

Attract, develop
d retain
Full potential the workforce

Manufactured capital® o
Energy, water, offices, IT, transport

Entrepreneurial spirit — Specialisation
Craftsmanship — Dedication — Discretion

1 Manufactured capital has been deemed non-material and is therefore not included in the sections that follow.
2 For various stakeholder groups
3 Figures are based on four sustainable investment funds amounting to €1,081 million

Source: Van Lanschot Kempen 2021 Annual Report

2 OUR SDG
OUTPUTS AND OUTCOMES CONTRIBUTION

Financial capital

+ Coupons bondholders

+ Coupons other capital providers

+ Total shareholders' return (three-year average)
+New AuM invested

+ Investment return for clients (three-year average)
+ Financing arranged

+ Net new mortgages

+ Net new other loans

+ Interest on savings/deposits

+ Other

Human and intellectual capital
+ Engaged, healthy and skilled employees
+ Social value of having work

- Work-related illness.

Natural capital
+ Positive eontribution via sustainable and impact investing

- Negative dimate impact via lending and investing activities
+ Reduced negative impact via active ownership

+Increase in capital - Decrease in capital

2021 figures
Amounts are in € million unless otherwise stated

Van Lanschot Kempen, a Dutch
wealth management and
investment company, utilizes a
value creation model that
involves understanding
customer needs and providing
personalized solutions through
a combination of expertise and
innovation.

The model includes a focus on
sustainability, long-term
investment strategies, and a
commitment to providing
exceptional customer service.

By leveraging its expertise and
experience in the financial
industry, and taking a long-term
perspective on investment
opportunities, Van Lanschot
Kempen is able to create value
for its clients and build lasting
relationships based on trust and
transparency. The company's
focus on sustainability also
aligns with the growing trend of
socially responsible investing,
positioning Van Lanschot
Kempen as a leaderin the
industry.




THE UNITE INNOVATION & TRANSFORMATION MODELS

VALUE CREATION DIMENSIONS
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> Digital
Leadership

Related models

As any other model, the value creation framework doesn’t live in a vacuum, but is connected and related to a
number of other models. The most important ones are depicted on the following pages.

A part of the Digital Leadership Strategy Management Reference Content: #DL-MS-SM-VCF.
More information on this model is available here

digitalleadership.com
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THE UNITE INNOVATION & TRANSFORMATION MODELS

THE UNITE BUSINESS MODEL ENVIRONMENT CANVAS

Augmented & Artificial Intelligence

Augmented & Virtual Reality

Blockchain

Internet of Things

Automation & robotics

Additive manufacturing / 3D printing
Cloud computing

Everything-to-everything connection

. . TECHNOLOGY
Social technologies TRENDS
Sensors & geo spatial technologies NEW COMPETITORS

Data rights & privacy

+

+ +
T
SUPPLIERS + CUSTOMERS
:t;‘: +
T
Existing Competitors.
Industry
Rivalry
SUBSTITUTES
MARKET
Supply & demand situation FORCES D, <
) 'SRUPTIVE FORCE
Market issues
Switching costs
Revenue attractiveness
Reimagining the playing field through BMI INDUSTRY
- - FORCES
Globalization / deglobalization
Stakeholders & partnerships Substitute products & services
Supplier & other value chain actors New entrants (insurgents)
Competitors (incumbents)
@ @ This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.

Individualization & customer empowerment Cultural evolution & mindset change
Desire for new experiences Refocus on purpose
Accelerated behavioralinfluences Health & well-being

Evolving igitalization of everything

CUSTOMER
TRENDS

EMERGING TREN,

DYNAMIC
MEGA
TRENDS

MACRO
ECONOMIC
FORCES

Security & cyber risk

Societal & cultural trends

Sustainability

Next gen-workForce

Concentration & distribution of wealth

Gender & race equality

Social stability, mass migration & terrorism

(De-)Urbanisation

Climate change

Knowledge-based society

Global market &trade conditions

Regulatory landscape

Demographic change

Natural disasters

Economic strength & business cycle

Shifting economic power

Political forces

Currency &price volatility

Capital markets

Economic infrastructure

Currency & price volatility

Commodities & resource scarcity

Designed by: Digital Leadership AG — digitalleadership.com. Building on the work of Alexander Osterwalder / Strategyzer.com.

Mind your business environment!

> Your organization does not live in
a vacuum. To successfully
innovate your value creation
structure, you have to therefore
understand your environment.
This is what the UNITE Business
Environment Canvas is here for.
Use it in a workshop with your
team to identify the key emerging
trends and disruptive forces that
will impact your organization.

Download the Business Model
Environment Canvas here:

UNITE BUSINESS MODEL
— ENVIRONMENT CANVAS

N

Download the UNITE
Models for FREE
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THE SUSTAINABLE DEVELOPMENT GOALS BY THE UNITED NATIONS

723 SUSTAINABLE ™ &
%’ DEVELOPMENT n.aALS

QUALITY GENDER
EDUCATION EQUALITY

|

1 0 REDUCED
INEQUALITIES

A
M (=p

1 CLIMATE 1 LIFE 15 LIFE 16 PEACE, JUSTICE 1
ACTION BELOW WATER ON LAND AND STRONG

-~ INSTITUTIONS

= W
—
—
»

NO GOOD HEALTH
POVERTY HUNGER AND WELL-BEING

e

INDUSTRY, INNOVATION
AND INFRASTRUCTURE

DECENT WORK AND
ECONOMIC GROWTH

PARTNERSHIPS
FOR THE GOALS

@ @ @ This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
Designed by: Digital Leadership AG — digitalleadership.com. Building on the work of Andrew Campbell et al.
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CLEAN WATER
AND SANITATION

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

> The UNITED Nations Sustainable
Development Goals (SDGs) also
referred to as Global Goals are a
collection of seventeen
interlinked objectives designed to
serve as a "shared blueprint for
peace and prosperity for people
and the planet now and into the
future".

The SDGs emphasize the
interconnected environmental,
social and economic aspects of

sustainable development by
putting sustainability at their
center.

You can link the impact or
outcomes you are creating to the
SDGs as part of your value
creation framework.

Learn more about the global goals
and their current level of
achievement here:
https://sdgs.un.or
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THE UNITE INNOVATION & TRANSFORMATION MODELS
THE UNITE STRATEGY-EXECUTION FRAMEWORK: WHERE TO INNOVATE & WHERE TO CUT COSTS

Critically, capabilities need to be
differentiated by Non-Core, Core
and Differentiating areas. What is

NON-CORE AREAS CORE AREAS DIFFERENTIATING AREAS
(most activities) (some activities) (very Few activities)

These are the “other” activities in your business Your relative strengths Activities that really differentiate you
» No differentiation, since activities are similar across sectors » These are the activities of your firm where you compete > Add to the differentiation of the business merely d pa rt OF yOUF bUSInESS,
» Do not support charging a premium head-to-head with the competition > Provide competitive & strategic advantage o
» Draw focus away from the core business » But they provide no strategic or competitive advantage » Support charging a premium price Wlth What dO yOU Compete and
what are the few areas where you
) » ) _ o truly differentiate?
w g Standardize & cut costs Increase competitiveness Drive value & differentiation
ﬂ = » Meet market requirements at lowest cost » Meet customers’ needs > Build best-in-world capability Ge nera lly, yo us hOU ld FOCUS on the
z h‘ » Drastically standardize to decrease costs as to support » Keep up to defend the core > Invest to support differentiation . . .
g 2 financing the core & distinctive areas » Streamline & improve efficiency where possible > Expand on & invest in these areas Few |te msS yo u trU ly d | Fferen tla te
-]
o

with when you discuss your value
creation setup.

Download the UNITE Strategy-
Execution Framework to deep-
dive (this is just a preview):

Cost-driven

¥ UNITE STRATEGY EXECUTION

N

Download the UNITE
Models for FREE

@ @ This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
Designed by: Digital Leadership AG — digitalleadership.com. Building on the work of Andrew Campbell et al.
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THE UNITE INNOVATION & TRANSFORMATION MODELS
THE UNITE OPERATING MODEL CANVAS

Firm infrastructure & Location

Organization

Suppliers & Partners

Network

2 o= 2 ¢
© < D &)
PRODUCT MARCOM CUSTOMER
LOGISTICS OPERATIONS MGMT. TECH & SALES SERVICE
HR (people!) Management Systems
Finance & Legal Information
@ @ This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.

Designed by: Digital Leadership AG — digitalleadership.com. Building on the work of Andrew Campbell et al.

VALUE
PROPOSITION

The Operating Model Canvas
helps you think through your
Operating Model .

The core of the Operating Model
Canvas is the Value Chain, which is
equally the central element of the
UNITE Value Creation Framework
we propose. Draft it carefully so it

well represents your business, and
focus on the items that are core or
differentiating to you.

The model is described in details
in our book How to Create
Innovation.

Click here to get the Full
download package:

¥ UNITE OPERATING MODEL

N

Download the UNITE
Models for FREE
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THE UNITE INNOVATION & TRANSFORMATION MODELS

THE UNITE BUSINESS MODELS CANVAS

OPERATING MODEL

Value Chain ®
> What are our values chains and key processes?
What are our key value creating activities?
Do we have several key value chains?
> Which activities in the value chain are we responsible for
and which are our partners responsible for?
> Can we leverage the customer? Do we want them to carry
out certain steps in the value chain by themselves?

Value Proposition

What is our value proposition (high-level)?

What value do we deliver to the customer?

Does this Value Proposition solve their Jobs-to-be-Done?
Which products & services are we offering to each
Customer Segment?

Beyond this, what value do we propose to our stakeholders
& key partners?

EXPERIENCE MODEL

Brand £]

What is your core brand promise that attracts buyers and conveys

a distinct identity? What do you ultimately stand for?

How are you perceived today vs. how you want to be perceived

in the future?

To what degree does your brand help you in the marketplace,

and how can you improve your brand equity?

How can you implement your brand experience across all touchpoints?

Key Resources

> What are the key resources we need to create

our value proposition?

Which assets and capabilities do we need?

Which of these capabilities are non-core?

Which capabilities are core to our business?

Which capabilities truly support our differentiation?
What should we insource vs. outsource?

Key Partners

Who are our key partners?

Who are our key suppliers?

Which key resources are we acquiring from partners?
Which key activities outside of our value chain

do partners perform?

Product System

Which complementary products & services can you create?
How are your complementary products & services connected
or bundled to create a robust and scalable system?

How can you increase interoperability, modularity

and integration between your offerings?

How can you build a true ecosystems that captivates & delights
customers while defending against competitors?

Service Model

g

Which differentiating, core and supporting services could you deliver?
How does your service model help you differentiate in the market,
and can it create barriers to entry for other players/increase
switching costs for your customers?

Can your service model help you increase loyalty and Customer
Lifetime Value (CLV)?

Customer Relationships
& -Engagement

What type of relationships could you have with your customers?
How can you ensure that every interaction with your customer
makes them want tod
Based on your ug

you develop

How can you

about your of

Value creation vs. business modelling

The UNITE Value Creation Framework as
well as the UNITE Business Model Canvas
have similar intentions: understand and
improve upon how a company generates
value. The business model focuses more on
the inner functioning of the firm, while the
value creation framework emphasizes the
inputs, outputs and impacts it creates.

Download the full Business Model

How are we
How are our
Which ones
Which ones 3

What are the most important costs inherent in our business model?

Which of our costs are fixed vs. variable? Can we turn fixed into variable costs?

Which key resources (assets & capabilities) and which key activities in our value chain are most expensive? R

How much money do we require to get going? Can we minimize that? What are the trade-offs?

How do we earn money? What are our revenue stream:
For what value are our customers really willing to pay?
How much are our customers currently paying to satisf:
What are the main substitutes for our product?

How much does each revenue stream contribute to overa
What other benefits are we getting?

Download Package here (this is just a
preview):

i UNITE BUSINESS MODEL

©@®

This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
Designed by: Digital Leadership AG — digitalleadership.com. Building on the work of Alexander Osterwalder / Strategyzer.com.
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THE UNITE INNOVATION & TRANSFORMATION MODELS
OVERVIEW OF THE ENTIRE UNITE BUSINESS MODEL FRAMEWORK - which helps you understand the role of the Business Model Canvas in context

BUSINESS INTENTIONS

B 055-TO-BE-DONE STATEMENT & MAP.

Introducing the UNITE Business Model
Framework

The UNITE Business Model Framework
P details out the entire Business Model into
B ‘ » Learning & Growth Metrics : y more granular tools that you can work with.
If you want to deep-dive on a particular
area, please download any related model by
clicking on it.

BUSINI

THE CULTURE CANVAS

> You can access the core Business Model
package here:

i UNITE BUSINESS MODEL FRAMEWORK

This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License. P .
@ @ @ Designed by: Digital Leadership AG — digitalleadership.com. > Dlgltal Leadership
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Main author
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Thank you for
making your work
available Open
Source!

STEFAN F. DIEFFENBACHER

Founder & Managing Director of Digital Leadership,

Industry thought leader for digital innovation & transformation
Executive MBA, MSc Enterprise Process Management, Master in
International Management, TSTA, CPM, PMP, Scrum Master, Enterprise
Architect

Over 20 multi-million Euro & Dollar projects, 14 years abroad living in 11 countries,
research and lectures at numerous European universities, 18 startups either co-
founded or invested in, setup of over 20 companies, led over 1.000 workshops,
numerous awards and always new impulses — this is Stefan F. Dieffenbacher.

Led large scale projects & programs with multi-million-$ impact for: BMW, BNP
Paribas, Deutsche Telekom, Epson, Etihad Etisalat, Hubert Burda Media, IBM,
Jaguar, Linde, Mobily, 02, Pfizer, Sapient, Sky, VNG, Vodafone, and others.

Office +41 (0) 44 562 42 24
sd@digitalleadership.com | www.digitalleadership.com

digitalleadership.com
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Proudly sponsored by Digital Leadership.

And many others..

HIGHLY EXPERT TEAM WITH
)  HUGE EXPERIENCE.

OUR TEAM OF PARTNERS at Digital Leadership are
executive-level professionals with outstanding leadership and
delivery capabilities in their respective areas. What unites us is
our values and beliefs, strong methodological foundation,
‘Digital Leadership’ experience and our willingness to drive

change jointly with our customers.

Office +41 (0) 44 562 42 24

& THELARGEST SET OF
4 METHODOLOGY GLOBALLY.

THE UNITE MODELS are the by far largest library of
innovation and digital transformation models available on the
market globally. They cover all important domains end2end
and uniquely — they are deeply integrated.

Please be invited to leverage them in your organization.

Let’s UNITE and create a world worth living in!

engage@digitalleadership.com

> Digital
Leadership

THE BOOK ABOUT HOW
TO CREATE INNOVATION

HOW TO CREATE INNOVATION s a practical,
comprehensive, OpenSource guide for successful innovation
and digital transformation. The UNITE initiative and
movement, supported by a global team of industry leaders and
innovation researchers, aims to spark a revolution in global

innovation and transformation.

www.digitalleadership.com digitalleadership.com
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The Only Book SRS

On Innovation
You'll Ever Need

Thought-leaders Pages Ready-to-use
contributed of content tools & models

60+ 450+ 50+

o ogn
RS L
st e

e v e

a0 e

HOW TO CREATE INNOVATION provides the methodology, models, setup and cultural
prerequisites to successfully create innovation. Leveraging the UNITE frameworks for
innovation and digital transformation, organizations can create innovation in a target-

oriented way, leverage their strengths, create Blue Oceans and overcome luck.

( > Getimmediate access to the UNITE models! Unfortunately Amazon only offers the closed
source Kindle version :-(

Trusted by global companies: > Digital edition: get the Open Source ePub and
PDF files!
@ Z il Verbundnelz
y amazoncom <. BNP PARIBAS Hubert Burda Media O-BASF T-- SIEMENS RO
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Discover the world’s largest library of > ])Lieg;ﬁla;rship

innovation & transformation models!

Over 10k
downloads /
month

The UNITE Models are downloaded every month over 10k times!

ALL MODELS ARE OPENSOURCE and are available free of charge!
Discover the UNITE innovation & transformation

tools and canvases here:

digitalleadership.com
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Discover our Innovation Practice

Innovation is the only effective survival strategy

Who better to entrust with your business
innovation than those who wrote the most
complete book on the topic?

Digital Leadership has successfully helped corporate start-ups find their
footing and Top-Five players in all sectors around the world identify and
create new opportunities.

SCHEDULE YOUR INITIAL CALL DISCOVER MORE $

Take control of your game!
Schedule your free business
assessment call with our team!

Office +41 (0) 44 562 42 24 engage@digitalleadership.com

> Digital
Leadership

Entirely new sources
of revenue

New Products
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Existing products

digitalleadership.com
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Discover our Digital Transformation Practice > Digital

Digital transformation is an art few manage well

Digital transformation is often much more complex than we think. You
often touch one element to find out that it has systemic impacts on all
other areas.

In addition, we find strategies to be stuck too often in silos. Rather than
focusing on one bit, we bridge the silos, develop a vision everybody will
buy into, and create a unifying strategy and roadmap for getting there,

including realigning the value-, service-, experience- and operating model.

SCHEDULE YOUR INITIAL CALL DISCOVER MORE $

Take control of your game!
Schedule your free business
assessment call with our team!

Leadership

Digital Business
Strategy, Eco-
system & Business
Models

Value Structure,
Culture, Staff & Value Proposition
Customer Engagement + & Value Chain

Experience

Process &
Structure

Technology, Data
& Analytics

Office +41 (0) 44 562 42 24 engage@digitalleadership.com

digitalleadership.com
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We build digital winners. > D]feggi[gleltship

It's what we are made for. Let's create winning digital
businesses — together. And, at the same time, let's create
a world worth living in.

Digital Leadership is a strategy-execution firm built on strong and innovative values. We support
our customers in strategizing, building and securing their future through the creation of fully
digitally enabled, and extraordinarily successful, products and businesses. Our agile, lean, fast-
track business setup, coupled with access to an extensive pool of highly specialized and trusted
resources, allows for ideating and building in an effective and meaningful way.

Shared goals are the cornerstone of our customer approach. To date, our team has successfully led
74 projects with numerous global players across all industry sectors, ranging from $50,000 projects
to $100 million programs. But helping our customers’ build their futures is not enough. We are

committed to changing the world through the sharing of powerful innovation and transformation
practices. Join the UNITE movement and help us start an innovation revolution.

2 5 >
amazoncom ﬁb TS Hubert Burda Media O:BASF I-- SIEMENS %

digitalleadership.com
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vb

Thank you!
Let’s UNITE and create a world worth living in!

Do you want to share your knowledge as well?

Share my knowledge with the world!

digitalleadership.com
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