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SAVE THE DATE 

19th June, 2019 – 09h00 to 13h30 

iBLUE METHODOLOGY TRAINING 

“3-PILLAR BUSINESS MODEL (3PBM)” 

Júpiter Lisboa Hotel | Avenida da República, 46 | LISBOA 

Register Now! 

You just need to send an e-mail to: 

info@rcdi.pt 

Organised in the scope of the iBLUE 

project, co-financed by the Interreg 

MED programme, the training event 

is addressed to SMEs of the Blue 

Sector, focusing on the presentation 

and practical implementation of the 

3-Pillar Business Model, a balanced 

model involving financial, social and 

environmental components. See 

appended Agenda.  

Organised by: 

Institutional Support: 

https://goo.gl/forms/BGYmtfWuMF9O4zQg2
mailto:info@rcdi.pt


   

 

 

 

 

                     Institutional support:                                                              Organised by:   

                  

 

iBlue Methodology Training 

“3-PILLAR BUSINESS MODEL (3PBM)” 

Lisbon, 19th June 2019 

Júpiter Lisboa Hotel | Avenida da República, 46 |Lisboa 

Mentored by: Boris Golob 
Boris Golob is the CEO of the Science and Technology Park of the University of Rijeka. He is 

an experienced Lecturer & Trainer in the fields of business strategy, new business model 

creation and new product and service development and commercialisation. He is a Certified 

Business Model Canvas Trainer by Strategyzer and has conducted more than 150 lectures, 

seminars and workshops (3000+ participants from 200+ companies). 

 

AGENDA 

     The event is tailored to SMEs, but other stakeholders may attend the sessions. 

09.00 Registration  

  
 

09.15 
 

Methodology Training: theory session 

  

Introduction to the 3-Pillar Business Model (3PBM) methodology 

 

 Strategic importance of balanced business model – financial, social and 

environmental 

 Business model canvas – leading framework for business model innovation and 

management 

 Strategic perspective of resources-processes-values framework 

 Key 3PBM tools 

 

11.15 Coffee break 

  

11.30 Methodology Training: practice and case studies session 

 

 

 

Practical work and implementation of 3PBM first phase, for participating companies 

 

 Initial business model analysis 

 Business model impact analysis 

 Identification of key trends and possibilities for company performance 

improvement 

 

13.30 Lunch   
 















3-PBM methodology 
Theory session

Lisbon 19.06.2019.

Boris Golob



Session 1 Theory session

Introduction in 3-Pillar Business Model (3PBM) 

methodology

• Strategic importance of balanced business model

• Business model canvas

• Resources-processes-values framework

• Key 3PBM tools



Session 2 Practice and case studies session

Practical work and implementation of 3PBM first 

phase 

• Initial business model analysis

• Business model impact analysis

• Identification of key trends and possibilities for 

company performance improvement



What is 3-PBM?

3-PBM means three pillars business model 

explaining three aspects of sustainability –

economic, environmental and social 

aspect.



Why three pillars?



3-PBM Methodology

Aims to help companies 

• to get additional perspectives on their business, 

• to deepen the understanding of business model 

mechanics, 

• to holistically manage their impact (reduce 

negative impact, leverage positive impact) 

• to improve the bottom line – overall economic 

performance and competitiveness.



Reinforcement loop is 3-PBM rationale

Economic

Social Environmental

Competitive

advantage



?
“…superior

business

model.”





Business model is 

the rationale of how an 

organization creates, delivers and 

captures value



“Dollar down, dollar a week!”



©Raimond Klavins



©Justin Smith



Business model is 

the rationale of how an 

organization creates, delivers and 

captures value



Concepts integrated into 3-PBM methodology



The Business 

Model Canvas.

It allows you to 

describe, design, 

challenge, invent, 

and pivot your 

business model.



Customer Segments

www.businessmodelgeneration.com



Value Proposition

www.businessmodelgeneration.com



Channels

www.businessmodelgeneration.com



Customer Relationships

www.businessmodelgeneration.com



Revenue Streams

www.businessmodelgeneration.com



Key Resources

www.businessmodelgeneration.com



Key Activities

www.businessmodelgeneration.com



Key Partners



Cost Structure



Business Model Canvas 



Business Model Canvas 



Business Model Story



Impact

Impact

Impact

Impact

Impact

Impact

Impact

Impact

Impact

Impact

Commerce Commerce

Commerce

Commerce

Commerce

Commerce

Commerce

Commerce





Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits



Ground Rules



Best Practices



Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits

Marine engine producer

Sailboat 

manufacturers
Boat owners
Gearboxes, 

propellers…

Marine engines

(converted)
Spare parts

New engines 

and parts
Fairs

Regional 

representatives
www1on1

Skilled 

workforce

Manufacturing 

facility
TechnologyR&DManufacturing

Engine 

producer

Engines and 

material
Equipment Wages



Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits

Charter

Nautical turists BoatsBoat ownersBoats for rentRentwww Marinawww Personal 1on1Charter fleet
Contracts with 

marinas
Skippers

Fleet 

management
SalesFleet Berth rentMaintenanceBoat ownersMargin

Distribution 

contract
Banks

Charter / Fleet 

management
CommissionBoat ownersBoats for rent

Wannabe 

nautical tourists
Sailing schoolPrice



The RPV framework

Three classes or 

sets of factors 

that define what an 

organization can and 

cannot accomplish.



The RPV framework



3-PBM key forms

RPV explanation & examples

RPV description “as is”

RPV impact on society

and environment

Influencing forces

Results

Transformations



Economic BM

„as is”

Improvement

actions

Performance

timeframe

R

P

V

RPV „as is”

R

P

V

RPV impact

on society &

environment

Improved

3PBM draft

3PBM Cause

and effect

relationships

RPV transformations

and expected results

R

P

V

R

P

V

RPV trends

R

P

V

RPV „to be” Test & Learn

BM corrections

1. 2. 3. 4. 5. 6.

Influencing forces

Two perspectives

BM impact „as is”

Phase 1 Analysis Phase 2 Improvement



Economic BM

„as is”

Improvement

actions

Performance

timeframe

R

P

V

RPV „as is”

R

P

V

RPV impact

on society &

environment

Improved

3PBM draft

3PBM Cause

and effect

relationships

RPV transformations

and expected results

R

P

V

R

P

V

RPV trends

R

P

V

RPV „to be” Test & Learn

BM corrections

1. 2. 3. 4. 5. 6.

Influencing forces

Two perspectives

BM impact „as is”

Phase 1 Analysis Phase 2 Improvement



Economic BM

„as is”

Improvement

actions

Performance

timeframe

R

P

V

RPV „as is”

R

P

V

RPV impact

on society &

environment

Improved

3PBM draft

3PBM Cause

and effect

relationships

RPV transformations

and expected results

R

P

V

R

P

V

RPV trends

R

P

V

RPV „to be” Test & Learn

BM corrections

1. 2. 3. 4. 5. 6.

Influencing forces

Two perspectives

BM impact „as is”

Phase 1 Analysis Phase 2 Improvement



Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits



3-PBM key forms



Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits

Marina

Berth
Maintenance

Boat ownersBerth priceMarina
Fairs

wwwPersonal
www

Concession Marina 

infrastructure 

WorkforceMarina 

management Customer 

support

SalesMaintenance 

companies Restaurants

StoresInfrastructure
Wages

Concession
Maintenance 

price

Service 

companies

Business 

opportunity /

Space for rent Rent



3-PBM initial steps

Which BM elements impact society perspective? 

Which BM elements impact environment 

perspective?

How? Why? – Speculate.



Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits

Marina



Economic BM

„as is”

Improvement

actions

Performance

timeframe

R

P

V

RPV „as is”

R

P

V

RPV impact

on society &

environment

Improved

3PBM draft

3PBM Cause

and effect

relationships

RPV transformations

and expected results

R

P

V

R

P

V

RPV trends

R

P

V

RPV „to be” Test & Learn

BM corrections

1. 2. 3. 4. 5. 6.

Influencing forces

Two perspectives

BM impact „as is”

Phase 1 Analysis Phase 2 Improvement



3-PBM key forms

RPV description “as is”

RPV impact on society

and environment



What to ask to identify values? 

Without getting politically correct answers?

Decision making criteria? …procedures?

Attitudes toward customers, employees, 

environment?

Resource allocation criteria? Where do they 

invest, which areas?



Economic BM

„as is”

Improvement

actions

Performance

timeframe

R

P

V

RPV „as is”

R

P

V

RPV impact

on society &

environment

Improved

3PBM draft

3PBM Cause

and effect

relationships

RPV transformations

and expected results

R

P

V

R

P

V

RPV trends

R

P

V

RPV „to be” Test & Learn

BM corrections

1. 2. 3. 4. 5. 6.

Influencing forces

Two perspectives

BM impact „as is”

Phase 1 Analysis Phase 2 Improvement



3-PBM key forms

Influencing forces



Rationale for forces and trends 

Forces and trends affecting economic 

perspective?

Forces and trends affecting society perspective 

influencing economic performance?

Forces and trends affecting environmental 

perspective influencing economic performance?



Economic BM

„as is”

Improvement

actions

Performance

timeframe

R

P

V

RPV „as is”

R

P

V

RPV impact

on society &

environment

Improved

3PBM draft

3PBM Cause

and effect

relationships

RPV transformations

and expected results

R

P

V

R

P

V

RPV trends

R

P

V

RPV „to be” Test & Learn

BM corrections

1. 2. 3. 4. 5. 6.

Influencing forces

Two perspectives

BM impact „as is”

Phase 1 Analysis Phase 2 Improvement



Cause and effect relationships

Speculate!

How BM/element change can improve society 

impact can improve economic impact? 

How BM/element change can improve 

environmental impact can improve economic 

impact?



Key partners Key Activities Value 

propositions

Customer 

Relationships

Customer 

Segments

Key Resources Channels

Cost structure Revenue streams

Societal Costs Societal Benefits

Environmental Costs Environmental Benefits

3-PBM patterns?



Switching Costs

Nothing holds my

customers back

from leaving me

My customers are

locked in for

several years

100

Strategyzer AG



Recurring Revenues

100% of my sales 

are transactional

100% of my sales 

lead to automatically 

recurring revenues

100

Strategyzer AG



Earning vs. Spending

I incur 100% of my 

costs of COGs 

before earning 

revenues

I earn 100% of my  

revenues before incurring 

costs of goods & services 

sold (COGs)

100

Strategyzer AG



Game-changing Cost Structure

My cost structure is 

at least 30% higher 

than my competitors

My cost structure is 

at least 30% lower

than my competitors

100

Strategyzer AG



Others Who Do the Work

I incur costs for all 

the value created 

in my business 

model

All the value created 

in my business model 

is created for free by 

external parties

100

Strategyzer AG



Scalability

Growing my business 

model requires substantial 

resources and effort

My business model

has virtually

no limits to growth

100

Strategyzer AG



Protection from Competition

My business model has 

no armor & moats, and 

I’m vulnerable to 

competition.

My business model 

provides substantial 

armor & moats that 

are hard to overcome

100

Strategyzer AG



Shared use of resources

My business model use

own resources

My business model 

use someone else's 

resources

100



Reuse and recycle

My business model do 

not recycle/reuse

My business model do 

not create any waste

100



Crowd&community gains

My business model is 

indifferent to society

My business model 

create value for 

community and is 

crowd based

100



3-PBM key forms

Results

Transformations



Discussion



Thank you.

Boris Golob

bgolob@uniri.hr
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