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What is a business model (BM)? 

•  There is no generally accepted definition of the term business model 
(BM) 

•  BM is like a story that explains how an enterprise works 

•  BM describe how resources are combined and transformed in order to 
generate value for customers and other stakeholders, and how a value 
generating company will be rewarded by its exchange partners that 
receive value from it 

•  Osterwalder and Pigneur (2010) mentioned that “A business model 
describes the rationale of how an organization creates, delivers, 
and captures value” 

 



 
The canvas – Osterwalder approach 
 



 
Common Value propositions (I) 
 

Green image of the 
company 
The use of E-bikes improves 
the image of the company 
compared to the use of fossil 
fuelled vehicles. It is less 
polluting and makes less 
noise, all of which is 
appreciated by many 
customers  
( e.g. Camisola Amarela, 
Kindergarten )  



 
Common Value propositions (II) 
 

Bike used for advertisement 
They put the logo of their 
company on the vehicle as well as 
advertisements. In this way, it can 
be used as a riding billboard  
(e.g. TXITA, Bike.Pop) 



 
Common Value propositions (III) 
 

Less space needed 
It is easier to find a parking spot for an 
E-bike than for a car. This saves also 
time and parking costs 

Larger space 
With an E-cargo-bike, the weight and 
volume that can be transported is 
larger than at a conventional bike 

Cheaper in insurance and road 
taxes 
 Insurance costs of an E-(cargo)bike 
are significantly lower and no road 
taxes need to be paid 



 
Common Value propositions (IV) 
 

Faster than other transport modes 
In urban areas an E-bike could be 
faster than a car, adding time that can 
be used for the job that needs to be 
done 

No problems with time windows for 
urban delivery 
Increasingly, trucks and vans can only 
enter the cities during specific time 
windows. These restrictions are not 
applied to E-bikes, increasing 
flexibility and as a result more efficient 
and competitive 

No problems with low emission 
zones 
 Increasingly, trucks and vans can 
only enter in the city center with very 
clean engines. These restrictions are 
not applied to E-(cargo) bikes and E-
scooters 



Key Partners - Municipalities 

– Freight: La Petite Reine (France) 
•  Municipality of Paris (to developed the first Parisian ULS) 

– Pax: Bike.Pop (Portugal) 
•  Lisbon Municipality (through a program called BIP-ZIP they 

opened the Bike.Pop store) 

– Mixed Services: SOLTRA (Spain) 
•  Leon city Council with Gureak Group (leading to 

generation of employment for with disabilities) 



Lessons learnt 
ü  There are still a lot of 

barriers such as car culture 
(e.g. Slovenia, Portugal) 

ü  The costs are still very high 
(maintenance and 
purchase of the vehicles) 

ü Not enough incentives to 
be an environmental-
friendly company and 
policies restrictions 

ü Most companies' BM are 
under constant pressure to 
change 

 

ü  Some companies have 
been continuously adapting 
their BM to maintain their 
profitability (e.g. TXITA) 

ü  The green image of  
companies is appreciated 
by many customers  

ü  Partnerships with the 
Municipalities as well as to 
support groups with social 
integration difficulties is an 
added value 

 



Conclusions 
ü  Most of the innovative business models rely on partnerships other 

than the typical buyer-supplier relationship 

ü  The expectation is: 

ü  to improve performance (efficiency) and accessibility of their services 
as core value propositions; 

ü  to improve their green image and  

ü  to contribute to a better environment 

ü  In this way they internalise the externalities and value their positive 
contribution to society 
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