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CONTEXT

• Creative startups

• Effects of open licensing in business

• Creative Commons Toolkit for Business

• International examples



Representation of different
WAYS OF ADDING VALUE
to goods or services.

MULTIPLE POSSIBILITIES
to generate value and revenue.

WHAT IS A BUSINESS MODEL?



What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?
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Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
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For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?
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What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

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

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

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?
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Business models that
USE OPEN LICENSES
AS STRATEGIC TOOLS
to generate value and revenue.

WHAT IS AN OPEN BUSINESS MODEL?



Grant flexibility
to Intellectual Property
rights.)

(OPEN LICENSES













SOME EXAMPLES



#buildingpictures Reduce transaction 
costs and legal 

uncertainty 

Reduce production costs



#opendesk

Reduce transaction 
costs and legal 
uncertainty 

Increase “opportunity benefits” 
and build a reputation



What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?
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Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
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For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?
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What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

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

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

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

Increase first mover
advantage

Increase access to innovation 
and reduce marketing costs



#arduino Increase access to innovation 
and reduce marketing costs

Promote sustainability
Increase first mover
advantage



#blender

Promote sustainability

Increase access to innovation 
and reduce marketing costs

Increase first mover
advantage



OTHER EXAMPLES



#publiclibraryofscience

#elemental

#rijksmuseum

...



OPEN LICENSES

• Strategic for private firms and also for the 

public sector;

• Suggest of the possibility of new forms of 

hybrid economic organizations (with both 

profit and social motivations);

• Research on effects of more flexible

copyright (IP) regulation > global copyright 

debate.



More @

• CC Toolkit for Business: 

https://creativecommons.org/2015/11/13/creative-

commons-toolkit-for-business/

• Open Business Models for the Creative Industries 

(SERCI): http://serci.org/documents/documents-

2017/open-business-models-creative-industries-use-

open-licenses-business-can-increase-economic-

results-cultural-impact

• Copywrong: https://copywrong-cc.tumblr.com



Thank you!

fatimasss@gmail.com

The selecction and compilation of the information on this presentation is
licensed under international CC BY 4.0: 
https://creativecommons.org/licenses/by/4.0/


