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ChatGPT, we are GREENGENUSS, a startup
headquartered in Munich, Germany.

We develop & produce sustainable reusable
products in the food environment and thus
fight waste and the climate crisis. We offer
quality tableware (incl. cups, glasses, bowls,
cutlery, bags, and packaging) for all kind of
events and activities.

ChatGPT, you’re an expert in strategic
analysis and transformation. Let’s develop a
growth strategy for GREENGENUSS to quickly
reach a relevant market share in the field of
sustainable reusable products in the food
sector.
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Understand the market situation and identify current challenges
: “ChatGPT, what are the current challenges in our industry to be successful in the future? What
are the relevant market trends and technological advancements?”

As GREENGENUSS is operating in the sustainable reusable products sector for the food industry, which is a growing and dynamic space. To develop a growth strategy and
achieve a relevant market share, it's essential to understand the challenges, market trends, and technological advancements in your industry.

* Consumer Awareness and Education: Many consumers are still not fully aware of the environmental impact of single-use products

* Competitive Landscape: The market for sustainable tableware is becoming increasingly competitive, with both established players and new startups entering the space.

* Price Competitiveness: Reusable products may have a higher upfront cost compared to disposable alternatives. Convincing consumers to make the initial investment
can be a hurdle.

* Supply Chain Sustainability: Ensuring that the entire supply chain, from raw materials to manufacturing and distribution, adheres to sustainability principles can be
challenging.

* Regulations and Standards: Compliance with environmental regulations and industry standards, ad staying updated and adhering to evolving standards is essential.

* Increased Demand for Sustainability: Consumers are seeking sustainable alternatives, including reusable products, as they become more environmentally conscious.

* Circular Economy: The concept of a circular economy, where products are designed for reuse and recycling, is gaining momentum. This aligns with your mission of
measurably sustainable reusable products.

* E-commerce and D2C: Direct-to-consumer (D2C) and e-commerce channels have become essential for reaching consumers. An online presence and e-commerce strategy
are critical.

* Customization and Personalization: Personalized and customizable reusable products are gaining popularity, allowing consumers to have a unique experience.

* Material Innovation: Sustainable materials, such as bioplastics and recycled materials, are continually being developed to create more eco-friendly products.

* loT and Smart Packaging: Incorporating IoT (Internet of Things) technology into reusable products for tracking and monitoring usage can add value.

* Blockchain for Transparency: Blockchain technology can be used to provide transparency and traceability in the supply chain, which is essential for sustainability claims.

* 3D Printing: Advancements in 3D printing technology can enable more efficient and customizable production of reusable products. and consumer preferences is crucial for
adapting to changing market dynamics.
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Analyze the company's internal strengths and weaknesses, along with external opportunities and threats
Prompt: “ChatGPT, create a SWOT analysis for our company a/o for companies in our industry.”

Certainly, here's a SWOT analysis for GREENGENUSS operating in the sustainable reusable products industry for the food sector:

Strenghts Weaknesses

Sustainable Product Range: Your company's core mission is sustainability, which aligns with Limited Global Reach: While the company has a presence in Europe, it may face challenges in
the growing demand for eco-friendly products. expanding its reach to international markets, which offer significant growth potential.

Product Innovation: EcoEats is committed to developing measurably sustainable reusable Price Sensitivity: Reusable products can have higher upfront costs, potentially limiting
products, giving you a competitive edge in a dynamic market. market adoption.

Brand Reputation: Building a strong brand as a sustainability leader can help establish trust Consumer Education: Many consumers may not fully understand the benefits of reusable
and customer loyalty. products, requiring educational efforts.

Strategic Location: Being headquartered in Munich, Germany, allows access to a well- Supply Chain Complexity: Ensuring sustainability throughout the entire supply chain can be
developed market for eco-conscious consumers and potential partnerships in Europe. challenging and may add costs.

Strong Partnerships: Collaborations with sustainable suppliers and organizations can enhance
your product offerings.

Opportunities Threats

Global Expansion: There is an opportunity to expand into new regions and countries where Regulatory Changes: Evolving environmental regulations and standards can impact
sustainability awareness is growing, such as North America and Asia. production and compliance costs.

Partnerships: Collaborating with event organizers, catering services, and food providers can Competitive Landscape: Intense competition from both large corporations and smaller
increase market reach and adoption of your products in various sectors. startups may pressure pricing and market share.

Customization: Offering more customization options can attract customers looking for Supply Chain Disruptions: Disruptions in the supply chain, such as material shortages or
personalized sustainable tableware solutions. transportation issues, can affect production and delivery.

E-commerce Growth: The growth of e-commerce provides opportunities to reach a wider Consumer Preferences: Changing consumer preferences and trends may impact demand for
audience and educate consumers about the benefits of sustainable tableware. specific reusable products.

Economic Downturn: Economic challenges can affect consumer spending on eco-friendly
products.
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Analyze promising markets
Prompt: “ChatGPT, create a Porter’s 5 competitive forces analysis for the indicated opportunities above.”

Porter's Five Forces analysis is a framework
for assessing the competitive dynamics of
an industry. Let's apply this analysis to the
opportunities identified for GREENGENUSS
in the sustainable reusable products industry
for the food sector:

Threat of New Entrants (Low-Moderate)

* Barriers to Entry: The sustainable reusable products
industry can have moderate barriers to entry due to
the need for eco-friendly materials, manufacturing
expertise, and sustainability certifications. However,
new entrants can still find niches or innovate to
overcome these barriers.

* Economies of Scale: Established players may have
economies of scale in manufacturing and distribution,
making it challenging for new entrants to compete on
price initially.
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Overall, the sustainable reusable products industry
for the food sector presents both opportunities and
challenges. While there is a growing demand for eco-
friendly products and room for innovation,
competition is fierce, and success depends on
factors like cost-efficiency, branding, and consumer
education.

Bargaining Power of Suppliers (Low)

* Diverse Suppliers: There are typically diverse suppliers
of sustainable materials used in tableware production,
reducing the dependence on a single supplier.

* Switching Costs: GREENGENUSS has the flexibility to
switch suppliers if necessary, reducing supplier
bargaining power.

* Sustainability Focus: Suppliers are likely to be aligned
with the sustainability focus of GREENGENUSS, further
reducing the risk of supplier-related issues.

Competitive Rivalry (High):

* Numerous Competitors: The industry is competitive,
with numerous players.

* Innovation: Intense competition drives continuous
innovation in product design, materials, and
sustainability metrics.

* Price Competition: can be high due to the availability
of various reusable products in the market.

* Branding: Strong branding and a focus on sustainability
can differentiate companies in this landscape.

Bargaining Power of Buyers (Moderate-High)

* Buyer Information: Buyers are becoming
increasingly informed and value sustainable
products. They may have moderate to high
bargaining power in negotiating prices and terms.

* Substitute Products: Buyers have access to
substitute products (e.g., traditional disposable
items) which can increase their bargaining power.

—

Threat of Substitutes (Moderate-High)

* Disposable Alternatives: Traditional disposable
products continue to exist and are often less
expensive, making them readily available substitutes.

* Changing Preferences: As consumer preferences shift
towards sustainability, the threat of substitutes may
decrease over time.

GREENGENUSS should focus on differentiation,
innovation, and building strong customer
relationships to thrive in this competitive
environment.
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Develop a blue ocean strategy
Prompt: “ChatGPT, create 5 suggestions of a blue ocean strategy for us. Derive a strategy canvas for each
of these strategies with clear action points.”

Creating a Blue Ocean Strategy involves identifying new market spaces or untapped opportunities that are
uncontested by competitors.

Below, I'll provide five potential Blue Ocean Strategy suggestions for GREENGENUSS in the sustainable
reusable products industry for the food sector. For each strategy, I'll outline a strategy canvas with action points
and a simplified business model canvas.

Blue Ocean Strategy 1: Customization and Personalization

Blue Ocean Strategy 2: Subscription Services for Sustainable Dining Experiences
Blue Ocean Strategy 3: Educational Eco-Tourism Experiences

Blue Ocean Strategy 4: Sustainable Dining Event Planning

Blue Ocean Strategy 5: Eco-Friendly Packaging Solutions

These Blue Ocean Strategies aim to create uncontested market spaces for GREENGENUSS by offering unique
and innovative value propositions to customers while differentiating the company from competitors. Each
strategy addresses specific customer needs and aligns with the company's sustainability mission.
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Blue Ocean Strategy 1:
Customization and Personalization

Strategy Canvas

Price: Slightly above average
Quality: High

Customization: High
Sustainability: High

Customer Experience: Exceptional

Action Points:

Expand Customization: Enhance the customization options for
your tableware products, allowing customers to choose patterns,
colors, and even personalized engraving.

Online Configurator: Develop an easy-to-use online configurator
on your website where customers can design their unique
tableware sets.

Customer Engagement: Encourage customer engagement through
surveys, social media polls, and feedback forms to understand
their customization preferences.

Marketing Campaign: Launch a marketing campaign highlighting
the uniqgueness and personal touch of customized tableware.
Quality Assurance: Ensure that the quality of customized products
remains consistent and aligns with your brand's reputation.

Blue Ocean Strategy 2:
Subscription Services for Sustainable Dining Experiences

Strategy Canvas:

Price: Below Average

Quality: High

Sustainability: Exceptional
Customization: Limited

Customer Experience: Above Average

Action Points:

Subscription Tiers: Create subscription tiers tailored to different
customer segments, offering flexibility in terms of product selection
and frequency.

Digital Platform: Develop a user-friendly digital platform for
managing subscriptions, making it easy for customers to make
selections and manage deliveries.

Collaborations: Partner with eco-conscious restaurants, catering
services, and event planners to promote your subscription services.
Sustainability Reports: Share regular sustainability reports with
subscribers to showcase the positive environmental impact of their
choices.

Feedback Loop: Establish a feedback loop with subscribers to
continuously improve the subscription experience based on their
preferences.

GREENGENUSS

EATING RESPOMNSIBLY



2 Re-think and innovate your business model @ GREENGENUSS

EATING RESPOMNSIBLY

Develop a blue ocean strategy

“ChatGPT, for the Blue Ocean Strategy, "Subscription Services for Sustainable Dining Experiences”,
visualize this strategy in a line chart compared to the industry value curve. x-axis should be the competing factors
and y-axis the offering level. What are the best 5-8 competing factors for this chart?”

Here's a diagram that presents GREENGENUSS' offering compared to the industry g::stg::lzi:'fhnéi:?aeb?ee\i;iz gzgz:ﬁ?n;u:;;;':ee;i;atz meet

standard across the selected factors, using a scale from -5 (Very Low) to 5 (Very High): their preferences.

* Sustainability: The commitment to eco-friendly and
sustainable practices, including the use of environmentally
friendly materials and responsible waste management.

* Variety and Versatility: The range of tableware and related

Blue Ocean Stategy products available to subscribers, allowing them to cater to
different types of events and occasions.

* Convenience: The ease of subscribing, receiving, and
returning tableware, including delivery options and return
processes.

* Quality and Durability: The level of product quality and
durability, ensuring that tableware can withstand multiple
uses and events.

* Pricing: The affordability and competitiveness of

==g= GREENGEN USS' Offering

S 2 A . - & & oF ==g==|ndustry Standard subscription pricing compared to purchasing disposable
<P ‘b\é\ N & %\Q’\ N & ‘\v‘\ tableware or alternatives.
N . .. . .re
\&(\? \@ Qc:)?“ \\@\\ \BQY & Q"_)o\) v\\/\ * Educational Resources: The provision of sustainability
{_»)\0 0«;\v 0\\(" 90\5‘ Q0 o ®®° education and resources to help subscribers make eco-
oy S ‘\;S\ /\*\» \O\‘\‘ O conscious dining choices.
& & * Community and Engagement: Opportunities for subscribers
& N 001‘ C ity and E t: Opportunities for subscrib
A\y o S to engage with a community of like-minded individuals and

participate in sustainable dining events or initiatives.
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ChatGPT, regarding the Blue Ocean Strategy 2: ‘Subscription Services for Sustainable Dining Experiences’. What is the
optimal future business model (in the format of a business model canvas) for a company like us to achieve our growth objectives?”

Key Partners

* Sustainable Product Suppliers: Partner
with suppliers of sustainable tableware
products to ensure a steady and
diverse supply.

* Eco-conscious Event Planners:
Collaborate with event planners who
share your sustainability values for
event arrangements.

* Logistics and Delivery Partners: Work
with logistics and delivery companies
to ensure timely and eco-friendly
deliveries.

Key Activities

* Product Curation: Select and curate a
range of sustainable tableware
products suitable for different dining
experiences.

* Subscription Management: Develop
and maintain a user-friendly digital
platform.

* Educational Content Creation: Create
content about sustainable dining and
event planning to engage subscribers.

* Feedback Loop: Establish a feedback
system to improve services.

Key Resources

* Sustainable Tableware Inventory
» Digital Platform: Invest in a robust
digital platform for subscription

management.
* Sustainability Expertise: Employ
sustainability experts to provide

guidance and expertise to subscribers.

* Marketing and Branding: Allocate
resources to campaigns that highlight
your sustainability commitment.

Value Proposition

Convenience: Offer customers a
convenient way to access high-
quality sustainable tableware for
various dining experiences.
Sustainability Education: Provide
educational content and resources to
subscribers about the environmental
impact of their choices.
Customization: Allow subscribers to
customize their tableware selections
to meet their unique needs.

Customer Relationships

Engagement: Foster strong customer
engagement through regular
communication, feedback collection,
and educational content.
Personalization: Tailor subscription
offerings based on individual
preferences and dining event
requirements.

Channels

* Online Platform: Use a user-friendly
website and mobile app for subscriptior]
sign-ups, management, and
communication.

* Social Media: Utilize social media
platforms to share educational content,
engage with customers, and promote
sustainable dining experiences.

Customer Segments

* Individuals: Target environmentally
conscious individuals who host
sustainable dining events at home.

* Businesses: Focus on catering
companies, event planners, and
corporate clients looking for
sustainable event solutions.

* Event Organizers: Collaborate with
event organizers, such as wedding
planners and conference organizers, to
provide eco-friendly options.

Cost Structures

Revenue Streams

EATING RESPOMNSIBLY

@ GREENGENUSS

* Product Procurement: Allocate resources for sourcing and purchasing sustainable tableware.

* Platform Maintenance: Budget for the development, maintenance, and security of the subscription
management platform.

* Marketing and Promotion: Invest in marketing campaigns to attract and retain subscribers.

* Educational Content Creation: Allocate funds for the creation and distribution of sustainability
educational content.

Subscription Fees: Generate revenue through monthly or annual subscription fees, tiered based on
customization and usage.

Event Planning Services: Offer additional revenue streams by providing event planning services to
businesses and individuals.

Partnership Agreements: Explore revenue-sharing agreements with partners, such as sustainable
product suppliers and event planners.
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Partner strategy / M&A strategy
Prompt: “ChatGPT, what could be the best targets for acquisition, for investment or for partnerships? Separate
the list in the 3 sections acquisition, investment, partnerships. Provide me with concrete companies for these categories.”

Certainly, here's the list of potential targets and opportunities for GREENGENUSS categorized into three sections: Acquisition, Investment, and Partnerships.
Acquisition:
*  Sustainable Tableware Manufacturers: Acquiring eco-friendly tableware manufacturers to secure a sustainable supply chain.
* Bambu: A company specializing in sustainable and organic kitchen and dining products.
* Eco-Products: A manufacturer of eco-friendly disposable and reusable tableware.
Investment:
e Sustainability Tech Startups: Investing in startups developing sustainability-focused technologies.
* Recycle Track Systems (RTS): A tech startup that provides waste and recycling solutions, aligning with sustainability goals.
* Wasteless: A company using dynamic pricing and machine learning to reduce food waste in grocery stores.
*  Event Planning Companies: Investing in event planning companies to offer bundled services for sustainable event hosting.
* Eventbrite: An event management and ticketing platform that could be integrated to offer sustainable event planning services.
* Cvent: A global event management technology company that can enhance event planning offerings.
*  Subscription Box Services: Investing in subscription box companies catering to environmentally conscious consumers.
* Birchbox: A beauty and grooming subscription box service that GREENGENUSS could collaborate with for cross-promotion.
* Blue Apron: A meal kit subscription service that aligns with sustainable dining experiences.
*  Waste Management Companies: Investing in waste management companies specializing in sustainable practices.
*  Waste Management Inc.: A leading waste management company that GREENGENUSS could partner with to improve recycling processes.
* Republic Services: Another major waste management company that specializes in recycling and sustainability practices.
*  Customer Engagement Platforms: Investing in platforms for customer engagement, feedback, and reviews.
Partnerships:
e Sustainability Education Organizations: Partner with local universities or environmental NGOs that offer sustainability courses and workshops.
*  Local Eco-Friendly Brands: Collaborate with local organic food producers, artisanal product makers, or sustainable clothing brands for cross-promotion.
*  Community and Environmental NGOs: Partner with organizations like The Nature Conservancy or local environmental groups for sustainability initiatives and awareness campaigns.
*  Waste-to-Energy Ventures: Explore partnerships with companies specializing in waste-to-energy technologies, such as Covanta or Veolia.

These are examples, and the suitability of specific companies will depend on GREENGENUSS' strategic goals, target markets, and the alignment of values and objectives between
GREENGENUSS and potential partners or acquisition targets. Thorough due diligence and strategic assessment are essential when pursuing such opportunities.
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Optimize your value proposition

“ChatGPT, based on the new strategy / business model (Blue Ocean Strategy 2: “Subscription Services for
Sustainable Dining Experiences”): Review our current value proposition. Create a promising new value
proposition for our company (as value proposition canvas).

Convenience: Save time and effort in sourcing, purchasing, and
storing tableware for your events.

Environmental Impact: Reduce your carbon footprint and
contribute to a healthier planet by choosing sustainable
alternatives.

Unique Dining Experiences: Elevate your dining events with
customizable tableware, ensuring each occasion is distinct.
Knowledge: Acquire insights and knowledge about sustainable
dining practices, making informed choices for a greener lifestyle.

Lack of Awareness: Many customers are unaware of the
environmental benefits of sustainable tableware.

Waste Concerns: Customers may still have concerns about waste
management, even with reusable products.

Time-Consuming Planning: Planning eco-conscious dining events
can be time-consuming without guidance.

Limited Options: Lack of options for customizable, sustainable
tableware for various event sizes and styles.

Customer profile

Customer

jobs

Convenience: GREENGENUSS simplifies
your dining event planning by offering a
seamless subscription service for high-
guality, sustainable tableware.
Sustainability: Make a positive impact on
the environment by choosing eco-friendly
tableware options that reduce waste and
carbon emissions.

Customization: Tailor your dining
experiences with a diverse range of
customizable tableware options, ensuring
your events are unique and memorable.
Education: Gain insights and knowledge
about sustainable dining practices through
engaging content and resources.
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Optimize your value proposition

“ChatGPT, based on the new business model (Blue Ocean Strategy 2, “Reusable Product Subscription
Services”): Review our current value proposition. Create a more promising value proposition for our company (as
value proposition canvas).

 Subscription Plans: offer a variety of
subscription plans tailored to customer
needs, including options for different
tableware quantities, styles, and event sizes.

* High-Quality Sustainable Tableware: Access
a curated selection of high-quality, eco-
friendly tableware products, including plates,
cutlery, glasses, and serving dishes. Products

e Customization: Choose from a diverse range & services
of customizable tableware options, including e <&
designs, colors, and patterns.

* Educational Resources: Gain access to a
wealth of educational content, webinars, and
workshops on sustainable dining practices.

* Expert Support: Receive personalized
support from sustainability experts and event
consultants to plan and execute eco-

conscious dining events.

N/

GREENGENUSS
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* Eco-Conscious Celebrations: GREENGENUSS provides a sense of

Value proposition

Gain creators

- emissions.
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fulfillment by allowing customers to host eco-conscious celebrations,
knowing they are making a positive environmental impact.
* Event Excellence: Elevate your dining events by offering premium,
customizable tableware options that enhance the overall experience.
/ * Sustainability Knowledge: Educate customers about sustainable dining
practices through engaging content, webinars, and workshops.
Cfl‘cfo * Social Responsibility: Connect customers with a community of like-
minded individuals committed to reducing waste and carbon

e Environmental Peace of Mind: GREENGENUSS alleviates concerns

Pain relievers about the environmental impact of disposable tableware by offering
% sustainable alternatives.
» Simplified Planning: Save customers valuable time and effort by

providing a one-stop solution for sourcing eco-friendly tableware.
* Expert Guidance: Receive expert guidance and tips on sustainable
event planning to address any pain points in the process.

* Waste Reduction: Relieve concerns about waste management by
offering reusable products that significantly reduce event-related

waste.

By focusing on these refined value propositions and addressing customer jobs, pains, gains, pain relievers, and gain creators, GREENGENUSS can better

communicate its unique value and cater to the needs of eco-conscious consumers seeking convenient and sustainable alternatives.
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“ChatGPT, identify our major competitors for the new value proposition. Create a competitive profile
matrix for GREENGENUSS and the major competitors.”

To identify major competitors for GREENGENUSS in the subscription services for sustainable dining experiences business model, we need to consider
companies that offer similar services or target a similar customer base. Some potential competitors could include:
* Eco-Friendly Event Planners: Companies or individuals who specialize in planning eco-conscious events and may offer sustainable tableware as part of

their services.

* Sustainable Tableware Suppliers: Businesses that provide sustainable tableware products but may not offer subscription services.
 Sustainability Educators: Organizations or individuals that focus on sustainability education and might offer event planning guidance as a part of their

services.

* Online Rental Services: Platforms that offer various event-related rental services, including tableware, but may not specifically emphasize sustainability.

* Local Caterers: Some local catering services may provide sustainable tableware options for their clients.

For the Competitive Profile Matrix (CPM), we'll assume three hypothetical competitors:

Competitor A (Eco-Events Planner): Competitor B (Tableware Supplier):
 Sustainability Focus: High  Sustainability Focus: High

e Customization Options: Moderate * Customization Options: Limited

e Educational Resources: High * Educational Resources: Minimal

e Convenience: Moderate * Convenience: Limited

* Range of Sustainable Tableware: Limited
* Pricing: Comparable to GREENGENUSS

Range of Sustainable Tableware: High
Pricing: May be slightly lower than GREENGENUSS

Competitor C (Sustainability Educator):
* Sustainability Focus: High

* Customization Options: Minimal

* Educational Resources: Extensive

* Convenience: Minimal

* Range of Sustainable Tableware: None

* Pricing: Lower than GREENGENUSS
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Understand your competitive landscape
“ChatGPT, identify our major competitors for the new value proposition. Create a competitive profile
matrix for GREENGENUSS and the major competitors.”

Competitive Profile Matrix (CPM)

Factors

Sustainability Focus
Customization Options
Educational Resources
Convenience

Range of Sustainable

Tableware
Pricing

Total Score

GREENGENUSS

5

24

Competitor
A

4

19

Competitor
B

5

19

Competitor
C

o

17

In this hypothetical scenario,
GREENGENUSS has a competitive
advantage over Competitor A and
Competitor B due to its broader range of
sustainable tableware and stronger
customization options. However,
Competitor B is also strong in terms of
the range of tableware offered.
Competitor C, while excelling in
sustainability education, lacks the range
of sustainable tableware and
customization options.
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Consider different growth strategies
Prompt: “ChatGPT, to implement this new business model successfully, create an Ansoff matrix for our company.”

The Ansoff Matrix is a strategic framework that helps companies plan their growth strategies by considering two key factors: products (existing
and new) and markets (existing and new). Let's create an Ansoff Matrix for GREENGENUSS to implement the "Subscription Services for
Sustainable Dining Experiences" business model successfully:

{ Existing products ] { New products ]

Market penetration Product development

* Expand marketing efforts to reach a larger share of the * Conduct market research to identify customer preferences
existing customer base. for new tableware products.

* Offer loyalty programs and referral incentives to retain * Collaborate with sustainable product suppliers to develop
and attract customers. exclusive, environmentally friendly tableware.

* Continuously improve the customer experience to build * Launch product improvements based on customer
brand loyalty. feedback and market trends.

Market development Diversification

* Research and analyze potential new markets with a * Conduct thorough market research to identify potential
focus on regions with growing sustainability awareness. diversification opportunities that align with your core

* Form partnerships with event planners and businesses values.
in new markets to promote your services. * Develop and test pilot programs or partnerships in

* Tailor marketing and communication strategies to these new areas to assess feasibility.
resonate with the values and preferences of new * Leverage existing customer relationships and brand
customer segments. trust to introduce these new offerings.

{ New markets } { Existing markets }
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Optimize market penetration
“ChatGPT, how can we enhance our market penetration? (e.g. what specific pricing strategies would be
helpful to attract more customers? How to utilize existing customer data and loyalty programs?)”

Enhancing market penetration involves increasing your market share within your existing customer base and attracting new customers.
Here are strategies to enhance market penetration for GREENGENUSS:

Pricing Strategies:

¢ Discounts and Bundles: Offer discounts or bundled subscription packages for longer-term commitments. For example, offer a discount for customers who subscribe annually rather than monthly.
¢ Promotional Periods: Introduce limited-time promotions, such as "First Month Free" or "Refer a Friend and Get a Discount," to incentivize new sign-ups and retain existing customers.

¢ Tiered Pricing: Create tiered pricing plans that cater to different customer needs and budgets. For example, offer a basic, standard, and premium subscription with varying features and pricing.

¢ Loyalty Discounts: Reward loyal customers with special discounts or exclusive perks for their continued subscription.

Utilize Existing Customer Data:

¢ Data your customer base Analysis: Leverage data analytics to gain insights into customer behavior, preferences, and patterns. Identify which products or features are most popular and tailor your
offerings accordingly.

¢ Personalization: Use customer data to personalize marketing messages and subscription recommendations. Send targeted offers and content based on individual preferences.

¢ Feedback and Surveys: Regularly collect feedback from customers through surveys. Use this information to make improvements to your services and demonstrate that you value their input.

e Segmentation: Segment into groups with similar characteristics or needs. This allows you to tailor your marketing efforts and communication to specific segments effectively.

Loyalty Programs:

e Rewards Program: Establish a loyalty program where customers earn points or rewards for each month of subscription. These rewards can be redeemed for discounts, free months, or exclusive products.
e Referral Program: Encourage your existing customers to refer friends and family by offering rewards for successful referrals. This can help you tap into new customer networks.

e VIP Access: Create a VIP tier for customers who have been with you for an extended period, offering them exclusive benefits, such as early access to new products or premium customer support.

Customer Engagement:

¢ Regular Communication: Maintain open and regular communication with your customers through newsletters, updates, and educational content. Share tips on sustainable living and event planning.
e Events and Webinars: Host virtual events or webinars related to sustainability and eco-friendly living. Invite your customers to participate and engage with experts in the field.

¢ Community Building: Foster a sense of community among your customers who share similar values. Create online forums or social media groups where they can connect and share ideas.

Customer Support and Satisfaction:
¢ Excellent Customer Support: Ensure your customer support team is responsive and helpful. Resolve issues promptly to enhance customer satisfaction and loyalty.
e Quality Assurance: Maintain a high level of product quality to minimize the likelihood of customer complaints or dissatisfaction.
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Product development
“ChatGPT, how to determine which new products, features or services to develop in response to
changing customer preferences? What new products/services could drive the success of our new business model?”

Determining which new products, features, or services to develop in response to changing customer preferences is crucial for the success of your business model. Here's a
structured approach to identifying and developing offerings that can enhance your new business model:

Customer Research and Feedback:

¢ Surveys and Feedback: Conduct regular surveys and collect feedback from existing customers. Ask about their preferences, pain points, and suggestions for
improvement.

e Data Analysis: Analyze customer data, including purchase history, behavior on your platform, and engagement with content. Identify patterns and trends.

¢ Competitor Analysis: Study what competitors are offering and what customers are responding positively to in the market. Identify gaps or opportunities to differentiate.

Market Research:

¢ Market Trends: Stay updated on industry trends related to sustainable dining, eco-conscious living, and event planning. Monitor emerging trends in sustainable
tableware.

e Customer Segmentation: Segment your customer base to understand the unique needs and preferences of different groups. Tailor your offerings accordingly.

Ideation and Brainstorming:

e Cross-Functional Teams: Gather a diverse team from various departments (e.g., product development, marketing, customer support) for brainstorming sessions.
Different perspectives can lead to innovative ideas.

¢ Creative Workshops: Organize creative workshops or ideation sessions with the goal of generating new product or service concepts. Encourage out-of-the-box thinking.

Prioritization and Validation:
¢ |dea Prioritization: Evaluate the generated ideas based on criteria such as customer demand, feasibility, alignment with your brand, and potential impact on revenue.
¢ Prototyping and Testing: Develop prototypes or minimum viable products (MVPs) for promising ideas and test them with a select group of customers to gather feedback.

Continuous Improvement: ...
Innovation Through Sustainability: ...
Collaboration and Partnerships: ...

Successful new offerings could include innovative sustainable tableware designs, enhanced customization options, or value-added services such as event planning
consultations. Ultimately, the key is to remain customer-centric, agile, and responsive to changing preferences and market dynamics.

@ GREENGENUSS
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4 Develop growth strategies @ GREENGENUSS

Market development
“ChatGPT, in which regions should we expand our presence? What strategies to be used to adapt to local
market conditions? Could you elaborate on efforts to target new customer segments?”

Expanding your presence to new regions and targeting new customer segments is a strategic growth move for GREENGENUSS.
Here's a step-by-step approach to determine where to expand and how to adapt to local market conditions:

Market Research and Analysis:

e Market Assessment: Conduct a thorough analysis of potential regions by considering factors such as sustainability awareness, and the demand for eco-
friendly dining solutions.

e Competitor Landscape: Evaluate the presence and strength of competitors in each target region

¢ Cultural and Demographic Insights: Understand the cultural norms, preferences, and demographics of the target regions.

Expansion Strategies:

e Gradual Expansion: Consider a gradual expansion approach, starting with one or a few key regions initially.

¢ Local Partnerships: Form strategic partnerships with local sustainable product suppliers, event planners, or organizations.

¢ Localized Marketing: Tailor your marketing efforts to resonate with the values and preferences of each region. Translate content into local languages.

Regulatory and Compliance Considerations:
¢ Legal and Environmental Regulations: Understand and comply with local regulations related to sustainability, waste management, and eco-friendly practices. |
Certifications: Obtain relevant certifications or accreditations that demonstrate your commitment to sustainability and compliance with local standards.

Customer Segmentation and Targeting:

¢ Segmentation: Segment your target customer base in the new regions based on factors such as age, income, lifestyle, and sustainability awareness.

¢ Localized Value Proposition: Develop a localized value proposition that highlights how your offerings address specific needs and preferences of each
customer segment.

Product and Service Adaptation: e
e Customization: Modify your product and service offerings to cater to the unique tastes and preferences of customers in each region.
¢ Pricing Flexibility: Adjust pricing strategies to reflect regional economic conditions while maintaining your sustainability commitment.

Distribution and Logistics: ...
Customer Education: ...
Data and Analysis: ...



Evaluate and tune your product portfolio @

Evaluate your product portfolio

Prompt: “ChatGPT, create a BCG matrix for GREENGENUSS’ current product portfolio.”

The BCG (Boston Consulting Group) matrix is a strategic tool that helps analyze a company's product portfolio

GREENGENUSS
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based on two factors: market growth rate and market share. GREENGENUSS' current product portfolio includes

sustainable reusable products for the food environment. Here's a simplified BCG matrix for GREENGENUSS:

[ High

Relative market share

Low ]

High

Market growth

Low

Core sustainable tableware
subscription services.

They have a significant market share
in the sustainable dining market,
and this market is growing due to
increasing eco-consciousness.

Stars

Your well-established sustainable
tableware products that may not
see rapid growth but continue to
generate steady revenue and profit.

Cash Cows

* Newer or potential product
offerings that are in the early stages
of growth but have not yet achieved
significant market share.

Question Marks

Products or services that
have not gained traction in
the market or have limited
growth potential.

Dogs




6 Strengthen your operational excellence @ GREENGENUSS

Optimize your customer journeys
“ChatGPT, based on the new business model: What are our most important customer journeys?
Create the descriptions for these optimized customer journeys.”

Customization and
Personalization

Customer Support and
Assistance

Sustainable Dining

Subscription Onboarding Experience

covers all interactions related to
customer support, inquiries, and
issue resolution.

begins when a potential customer
first learns about GREENGENUSS and
decides to explore the subscription
offerings.

focuses on the customer's ability to
customize their subscription based
on their specific needs and
preferences.

centers on the customer's experience
of using GREENGENUSS' sustainable
tableware for various dining
occasions.

Access to customization features

Website visit and exploration of
subscription options

Registration and account setup
Selection of subscription tier and

customization options

Payment processing and
confirmation

Welcome email and onboarding
materials

Subscriber dashboard for
managing preferences

Loyalty and Engagement

on the subscriber dashboard

Selection of tableware designs,
guantities, and services

Real-time previews of customized
subscriptions

Ability to modify preferences and
selections as needed

Recommendations based on
previous choices and trends

Upselling and
Cross-Selling

Delivery and unpacking of
tableware

Usage during events, dinners, or
gatherings

Post-event tableware collection
and return process

Sustainability information and
tips provided during use

Feedback and reviews after each
dining experience

Renewal and Subscription
Management

Access to customer support via
multiple channels (phone, email)
Submitting inquiries or
reporting issues

Quick response and resolution by
support agents

Follow-up to ensure customer
satisfaction

Access to a knowledge base or
FAQ section for self-help



Strengthen your operational excellence

Optimize your process landscape
Prompt: “ChatGPT, based on the new business model: Create a Porter’s Value Chain for our company.”

ivities

Support Act

Procurement

Sourcing eco-friendly and sustainable tableware products - Establishing partnerships
with suppliers - Managing supplier relationships and negotiating contracts

Technology and Infrastructure

Maintaining IT systems for subscription management, analytics, and customer
relationship management - Ensuring an efficient and scalable technology infrastructure

Human Resources

Recruiting and training staff for operations, customer support, and marketing -
Fostering a culture of sustainability and customer-centricity

Firm Infrastructure

Managing finances, budgeting, and financial planning - Complying with environmental
regulations and sustainability standards - Monitoring and reporting on sustainability metrics

Inbound
Logistices

* Sourcing sustainable
tableware and related
products from
suppliers.

Managing inventory
and warehousing.

Operations Outbound
Logistics

Marketing and Service
Sales

Providing customer
support for inquiries,
customization, and
issue resolution.
Offering sustainability
education and
engagement to
subscribers.

Cleaning, sterilizing,
and preparing
tableware.
Customizing
tableware sets based
on subscriber
preferences.
Packaging and quality
control.

Promoting
subscription services
through online and
offline channels.
Acquiring new
subscribers and
retaining existing
ones.
Collaborating with
event planners and
caterers.

* Delivering tableware
to subscribersin a
timely and sustainable
manner.

Managing the return
and recycling of used
tableware

Primary Activities

GREENGENUSS
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6 Strengthen your operational excellence @ GREENGENUSS

Optimize your process landscape
“ChatGPT, based on the new business model: Create a high-level process landscape for our company.
Visualize the business process landscape with an appropriate notation.”

A high-level process landscape visualizes the major business processes within GREENGENUSS, showing how they interact and
contribute to the company's operations. Here's a simplified process landscape for GREENGENUSS:

Customer
Interaction

Marketing and
Sales

represents various touchpoints
where customers engage with
GREENGENUSS, including
website interactions, inquiries,
and event participation.

covers activities related to
attracting and retaining
subscribers, promoting the
brand, and collaborating with
partners.

Subscription
Management

Product Operations

Delivery and Return
Logistics

Customer Support

involves processes for
onboarding new subscribers,
managing their preferences,
and handling billing and
renewals.

encompasses activities
related to sourcing, cleaning,
customizing, and packaging
sustainable tableware.

includes processes for
delivering tableware to
subscribers and managing the
return and recycling of used
items.

handles inquiries, issue
resolution, and support for
subscribers.

Sustainability
Education

represents efforts to educate
and engage subscribers in
sustainable dining practices.

This high-level process landscape provides a visual representation of how GREENGENUSS' key processes are interconnected, contributing to
the delivery of sustainable dining experiences to subscribers while emphasizing sustainability and customer satisfaction.




6 Strengthen your operational excellence

Measure the success of your transformation
“ChatGPT, what would be the relevant metrics and KPIs to measure the success of our transformation

towards the new business model?”

KY) GREENGENUSS

Measuring the success of GREENGENUSS' transformation towards the new subscription-based sustainable dining experiences business model requires a set of
relevant metrics and Key Performance Indicators (KPIs). These metrics should align with your strategic objectives and provide insights into various aspects of
the business. Here are some relevant metrics and KPIs to consider:

Subscriber Growth Metrics

New Subscriber Acquisition Rate
The number of new subscribers
acquired over a specific period

Churn Rate
The rate at which subscribers cancel
their subscriptions

Subscriber Retention Rate
The percentage of subscribers
retained over a given time frame

Subscriber Lifetime Value (LTV)
The Total revenue generated from a
subscriber throughout their entire
subscription period

Financial Metrics

Monthly Recurring Revenue (MRR)
The predictable monthly revenue
generated from subscriptions.

Customer Acquisition Cost (CAC)
The cost incurred to acquire a new
subscriber

Customer Lifetime Value (CLTV)
The total revenue expected from a
customer throughout their
relationship with the company

Gross Profit Margin

The percentage of revenue that
represents profit after subtracting the
cost of goods sold (COGS)

Return on Investment (ROI)
The financial return on marketing and
operational investments

Product and Service Metrics

Customization Rate
The percentage of subscribers who
customize their tableware selections.

Product Utilization Rate

The extent to which subscribers use
the provided tableware during their
subscribed events

Product Quality Metrics
Customer feedback and ratings
regarding the quality of tableware
and sustainability

Customer Experience Metrics

Customer Satisfaction (CSAT) Score
A measure of overall customer
satisfaction with GREENGENUSS'
services

Net Promoter Score (NPS)

The likelihood of subscribers
recommending GREENGENUSS to
others

Customer Support Response Time
The average time it takes to respond
to customer inquiries and issues

Feedback and Review Ratings
Ratings and reviews provided by
subscribers after their dining
experiences




6 Strengthen your operational excellence

Measure the success of your transformation
“ChatGPT, what would be the relevant metrics and KPIs to measure the success of our transformation

towards the new business model?”

Operational Efficiency Metrics

Inventory Turnover Rate
How quickly inventory is used and replenished

Order Fulfillment Time
The time it takes to fulfill subscriber orders, from
customization to delivery

Tableware Return and Recycling Rate
The percentage of used tableware successfully
returned and recycled

Sustainability Metrics

Carbon Footprint Reduction
Measurement of the reduction in carbon emissions
achieved by subscribers using eco-friendly tableware

Waste Diversion Rate
The percentage of tableware and packaging waste
diverted from landfills through recycling or reuse

Market and Competitive Metrics

Market Share
GREENGENUSS' share of the subscription-based
sustainable dining market

Competitive Benchmarking

Comparison of GREENGENUSS' performance against
key competitors in terms of subscriber growth,
customer satisfaction, and sustainability practices

Marketing and Engagement Metrics

Conversion Rate
The percentage of website visitors who subscribe

Email Open and Click-Through Rates
Engagement metrics for email marketing campaigns

Social Media Engagement
Metrics related to social media likes, shares, and
comments

N/

GREENGENUSS
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1 Understand your markets / industry 3 Know your competitive landscape 5 Evaluate and tune your product portfolio
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1 Understand your markets / industry 3 Know your competitive landscape 5 Evaluate and tune your product portfolio

Understand the market situation and identify current challenges

: “What are the current challenges in our industry to be
successful in the future? What are the relevant market trends
and technological advancements?”

Analyze the company's internal strengths and weaknesses,
along with external opportunities and threats

“Create a SWOT analysis for our company a/o for
companies in our industry.”

Analyze promising markets
“Create a Porter’s 5 competitive forces analysis for the
indicated opportunities above.”

2 Re-think and innovate your business model 4 Develop growth strategies

Develop a blue ocean strategy

“Create n suggestions of a blue ocean strategy for us
/ for our industry. Derive a strategy canvas for each of these
strategies with clear action points. Derive a business model
canvas for each of these strategies.”

Innovate the business model

“(Based on the proposed blue ocean strategy below:)
What is the optimal future business model (in the format of a
business model canvas) for a company like us to achieve our
growth objectives?” <blue ocean strategy>

Review and optimize your business model

“Review our business model below (in the business
model canvas format). Create recommendations to adapt,
optimize and re-invent our business model to achieve our
growth objectives. Refine these recommendations for each
aspect of the business model.” <our business model>

Optimize your value proposition

“Based on the new business model: Review our value
proposition below. Create more promising value propositions
for our company (as value proposition canvas).”
<our value proposition>

Understand your competitive landscape

“ldentify our major competitors (in region x / globally)
for the new value proposition. Create a competitive profile
matrix for XYZ and the major competitors.*

Understand your competitor’s business models
“Analyze the individual business models of these
competitors (using the business model canvas notation). ”

Compare with competitors

“From a strategic point of view: where is competitor x
superior to us / what could we learn from competitor x aiming
to refine our new business model?”

Consider different growth strategies

“To implement this new business model successfully,
create an Ansoff matrix for our company.“
<new business model>

Optimize market penetration

“How can we enhance our market penetration? (e.g.
what specific pricing strategies would be helpful to attract more
customers? How to utilize existing customer data and loyalty
programs?)”
Product development

“How to determine which new products, features or
services to develop in response to changing customer
preferences? What new products/services could drive the success
of our new business model?”

Market development

“In which regions should we expand our presence? What
strategies to be used to adapt to local market conditions? Could
you elaborate on efforts to target new customer segments?

Diversification

“How to excel in which diversified sectors? How to
mitigate risks associated with diversification?

Evaluate your product portfolio
“Create a BCG matrix for XYZ's current product
portfolio.”

Optimize your product portfolio
“What to modify towards the new business model?”

6 Strengthen your operational excellence

Optimize your customer journeys

“Based on the new business model below: What are
our most important customer journeys? Create the descriptions
for these optimized customer journeys.“<new business model>

Optimize your partner relationships

“Based on the new business model: What are the
optimal key partners for us to ensure and increase the success?
Do you have concrete proposals for each of these partner
categories?”

Optimize your process landscape

“Based on the new business model: Create a Porter’s
Value Chain for our company. Create a high-level process
landscape for our company. Visualize the business process
landscape with an appropriate notation.”

Measure the success of your transformation

“What would be the relevant metrics and
KPIs to measure the success of our transformation
towards the new business model?”

© Helge Hess
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