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1. Social innovation and business models
1.1.

Introduction

This deliverable introduces a methodology to define innovative business models for
social innovations in the energy sector. Original business models can emerge by
combining existing business models of cooperatives, crowdfunding platforms and
aggregation. Moreover, following specific criteria that includes cultural, economic and
social value propositions and focusing on enlarged stakeholders’ scope, new business
models for social innovations can emerge aiming a more secure, sustainable,
competitive and affordable energy system.
The presented methodology and the developed material will be used in the hackathon
planed within the project.

1.2.

Social innovation from stakeholder perspective

Siebod, (2021) suggested a stakeholder framework that acknowledges the different
roles stakeholders obtain within the business model of Social Purpose Organization
(SPOs). Previous studies have contributed to SPO research by arguing for a broader
perspective on individuals and groups as market constituents that exert a substantial
influence on SPOs. Building on these studies, the analysis distinguishes between
beneficiaries, donors, customers, employees, partners, competitors, and the
government as key stakeholders of SPOs. By using them as reference points, they could
provide firm-level aspirations for change, outlining that each individual stakeholder
provides several options for SPOs to innovate value creation, delivery, and capture
processes (Siebold, 2021).
The framework can provide novel insights into the activities and types of actions of
SPOs to innovate into the value creation, delivery, and capture processes:
● In the value creation process, Business Model Innovation (BMI) in Social Purpose
Organization (SPOs) is stimulated by identifying needs of and generating solutions
with key stakeholders and then matching needs and solutions on the part of the
SPO. In the process of identifying needs, many activities of SPOs are directed
towards offering value propositions to beneficiaries that are poor, long-term
unemployed, disabled, discriminated, or socially excluded and thus experience an
inability or unwillingness to pay for provided goods.
● In the value delivery process, BMI in SPOs is stimulated by mobilizing inputs from,
conducting activities with, and providing outputs to stakeholders. In mobilizing
inputs, SPOs can innovate their business models by gathering resources from donors
such as funds and supplies.
● In the value capture process, BMI in SPOs is stimulated by monetizing outputs from
and measuring success for stakeholders and vice versa. In monetizing outputs, SPOs
may innovate their business models by acquiring contributions from donors, which
can range from funds to equipment and material.
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Figure 1: A stakeholder framework for BMI in SPOs source: Siebold 2021

1.3.

Business model drivers of social innnovation

The value drivers associated with social Business Models (BMs) can be different from
commercial BMs. Spieth et al., (2019) From BM perspectives, social business models’
analysis reveals four particularities 1) the interdependence of their social and
economic benefits, 2) their social value integration, 3) their social value priority, and
4) their social value community development. From these particularities, four value
drivers associated with social business models are identified:
1. Social businesses strive for responsible efficiency as a value driver of their business
models. Responsible efficiency emphasizes on the prioritizing social value over
economic profitability.
2. Social businesses are likely to search for social and economic impacts'
complementarities as a value driver of their business models. Impact
complementarities refers to the social and commercial goals’ mutual reinforcement
opportunity. The interdependence of social and economic benefits is key, either
with economic profit as a means of social value generation, or due to the reenforcement mechanisms of the social and economic actions and benefits.
3. Social businesses are likely to replace lock-in with shared values as a value driver
of their business models. Social businesses emphasize the importance of developing
their social value community. They empower their collaboration partners and
appreciate customers who are well informed of and convinced by what the firm is
doing, and the partners who share their passion.
4. Social businesses are likely to offer novelty due to social value's integration as a
value driver of their business models. While a firm provides an offering that satisfies
a demand that a traditional offering also covers, the novelty of the social business
model's offering is the combination of satisfying an existing demand while also
achieving a social value integration nouvelty outlines a new-to-the-market
combination of a traditional product or service offering and a social value add.
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Figure 2: Interrelation of social business model value drivers. Source: Spieth et al. 2019

1.4.

SE events triggers of business model innovation

Organizations usually reconsider their business models in response to triggers that lead
them to experiment with variants until they find one that best suits their goals.
Specific events can trigger BMI. Such as events are people, ideas, transactions, and
context. Reficco et al., (2021) investigated the outcomes of those events and their
impact on the components of the organization's business model. The study reveals a
set of exploratory propositions.
Firstly, people-events are the primary driver behind BMI in startup social enterprises.
Personal triggers will be the primary driver that sparks innovation in startup Social
Enterprises (SEs). Second, SEs will leave their comfort zones and engage in costly and
difficult business model experimentation only when challenged by difficult contexts.
Thus, challenging context-events are the primary driver that prompt viable social
enterprises to experiment with their business model. Secondly, social enterprises’
efforts to innovate their business models are ineffective when they are driven by
analysis and follow an inside-out pattern. On contrary successful BMI paths may follow
an approach which is discovery-driven and customer-centered. Thirdly, the integration
of customers’ resources and competencies through a platform business model enables
SEs to co-create different forms of value. The creation of viable platform-inspired
business models will enhance an SE’s ability to capture value (Reficco et al., 2021).
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Mechanisms of value co-creation in SPO

The study unravelled the complexities of embedding Value Co-Creation across different
levels of context (micro, meso and macro) and unravelled a number of antecedents
and mechanisms which exist across the different levels. The study highlights the
different dimensions of Value Co-Creation which need to be considered when SPOs are
innovating their business model to operate within a value network (Best et al., 2022).
The study on Value Co-Creation (VCC) provides empirical evidence demonstrating the
resources, mechanisms and processes needed to enable VCC from multiple levels of
context. The co-creation of value through multi-stakeholder exchange implies
extensive boundary expanding activities and mechanisms that need to be understood
if BMI is to be successful. The study highlights the different dimensions of VCC which
need to be considered when SPOs are innovating their business model to operate within
a value network. The study demonstrates how particular antecedents and mechanisms
are important at different levels of context. For example, trust has been found to be
an overlapping sub-dimension at the meso and micro levels of context. The study also
extends existing research by providing multi-level evidence that trust at the micro
level oscillates and influences trust at the meso level. For example, goodwill, which
was an antecedent of value creation at the meso level, was enabled through trusted
relationships and discussions between partners of the network (Best et al., 2022).

1.6.

Business model innovation in social entreprise

Social enterprises follow different trajectories in implementing business model
innovation. Some of these are more path-dependent, where new activity sets are
bounded by earlier choices in the business model; others depart from existing business
paths by experimenting with completely new activities. In short, innovation strategies
range from low risk iteration and expansion from the core mission to discontinuous and
risky experimentation (Tykkyläinen and Ritala, 2021).
The study of (Tykkyläinen and Ritala, 2021) shows that business model innovation in
social enterprises can involve various forms of hybrid logic that combine social and
financial outcomes, either sequentially or in parallel over time, and in a pathdependent and gradual manner or via more radical and discontinuous leaps. It also
indicates that social and business logics can act as boundary conditions for each other
in multiple ways, restricting or guiding opportunities for business model innovation.
The study demonstrates the diversity of activities within a firm’s overall business
model and confirm that social enterprises rarely have just one business model that
integrates social and business logics but deploy several activity sets involving different
configurations of logics.

1.7.

Typology of social business hybrids

A typology of social business hybrids is developed by (Santos et al., 2015). The typology
is independent of the sector or activity and has two critical dimensions: the
contingency of value spillovers and the overlap between clients and beneficiaries. The
typology consists of four hybrid social enterprise models, which we call Market Hybrid,
Blending Hybrid, Bridging Hybrid, and Coupling Hybrid.
Market Hybrids are designed in such a way that beneficiaries are clients that pay for a
product or service for which the value spillovers happen automatically without
This project has received funding from the European Union’s Horizon 2020
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requiring additional interventions. Such hybrids are close to pure commercial models
with the difference being that the organization adopts a social mission. Such hybrids
are close to pure commercial models with the difference being that the organization
adopts a social mission.
Like Market Hybrids, Blending Hybrids are organizations that serve paying clients who
are also the beneficiaries of their societal mission. For Blending Hybrids, however,
achieving the desired societal impact requires blending commercial offerings with
additional interventions (such as training or community outreach) upon which positive
societal spillovers are contingent. Blending Hybrids are exposed to a higher risk of
mission drift than is the case for Market Hybrids because the additional activities
required to generate impact do not contribute to generating revenues and thus have a
negative impact on profits. This type of hybrids includes microfinance, education, and
social inclusion organizations that require changes in behaviour on the part of clients
for impact to happen.
Since Bridging Hybrids attend to clients and beneficiaries who are from different
groups, they must bridge the needs and resources of both constituencies. The
challenge for this type of hybrid is that the business model needs to integrate clients
and beneficiaries in the same intervention. A useful business model innovation to
achieve this is complementary needs matching. An example is the earlier mentioned
Dialogue in the Dark that organizes exhibitions in complete darkness guided by blind
people. This role reversal helps transform clients’ perception of disability by creating
meaningful employment for people with blindness.
Coupling Hybrids also have clients and the beneficiaries that are different but most
value spillovers do not happen automatically, requiring distinct social interventions
alongside the commercial operations. An example of such hybrids are the WISEs
described earlier that serve both their beneficiaries (who are long-term unemployed
that need dedicated social interventions such as training and counselling) as well as
their paying clients (who require a product or service with competitive levels of quality
and price). Coupling Hybrids are the most complex hybrid type to manage: they not
only need to serve two very different types of constituencies, but their social impacts
also dependent on additional interventions that are not included in the provision of
their core commercial activity.
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Figure 3: The typology of social hybrids. Source: (Santos et al., 2015)

1.8.

Business model for social innovation

The study’s analysis reveals that BMs for Social Innovation (SIs) have a dual offer: a
part of the organisation works to address social needs, and another part to create
products and services for the market, whose profits are reinvested in the socially
innovative activities. The paper proposes a business model for SI, in which the actions
suggested in the building blocks are becoming a medium for discussion, circulation,
and a device that helps to define and manage the network of customers and
beneficiaries, thus creating different sets of values. BM for social innovation includes
cultural, economic and social value propositions (Gasparin et al., 2021).

Figure 4: Business model for social innovation. Source: (Gasparin et al., 2021)
This project has received funding from the European Union’s Horizon 2020
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2. Social innovation in the energy systems
2.1.

Typology of types of social innovation in energy

The study is focusing on social innovation through the creation of alternative social
relations involving new ways of doing, thinking and/or organising energy. It highlights
how energy system transformations are also driven by the changes in the manifold
relations and roles of actors and the different activities they engage in.
The typology has two axes. The first variable is “manifestations as new ways of doing,
thinking and/or organising energy” and the second is “social relations as social
interactions” Figure 5.
Elements of the first variable:
● Doing: ‘practices related to energy technologies and the physical composition of
the energy system’, such as energy production, consumption, or storage.
● Organising: ‘governance and organisational structures within initiatives and within
the energy system’, such as deliberative principles to arrive at shared climate
goals, or structures for networking and knowledge exchange.
● Thinking: ‘forms of knowledge and normative framings including values and
perceptions’, such as expert knowledge on battery technologies or on energy
regulations.
Elements of the second variable:
● Cooperation is interaction that occurs when people work together to achieve shared
goals”. People are more likely to cooperate when they face a common threat, share
a common identity, belong to a community or when they gain economically. While
cooperation is teamwork, exchange is a trade. Cooperation, for example comes to
the fore when members of an energy cooperative work towards the shared goal of
an energy system based on RE.
● “Exchange is the voluntary interaction from which all parties expect some reward”.
It concerns the trade of tangible or intangible benefit (e.g. a subsidy where a
community energy initiative receives money and produces renewable energy in
return). Such interaction is reciprocal in that the giver expects something in return.
● “Competition is a struggle over scarce resources that is regulated by shared rules”.
People are more likely to compete if their respective goals are mutually exclusive,
or when they experience a scarcity of resources. Such competition is regulated by
shared rules. An example is competitions organised between user groups to
facilitate energy savings.
● “Conflict is a struggle over scarce resources that is not regulated by shared rules,
it may include attempts to destroy, injure, or neutralise one's rivals”. People enter
conflict when there are no shared rules to regulate struggles – a common enemy
can enhance the solidarity within a group. This can relate to subversive activities
that directly impair energy generation such as squatting power plants.

This project has received funding from the European Union’s Horizon 2020
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Figure 5: Typology matrix of types of social innovation in energy. Source: (Wittmayer et al., 2022)

2.2.

Social entreprise of electricity retailer

The purpose of this paper is to explore business model innovation driven by
sustainability issues at a social enterprise operating in the Scandinavian electricity
retail market. The findings show that business model innovation over time at social
enterprises reflects a shift in focus from novelty, via lock-in of customers, to efficiency
in internal management routines. The study concludes that social enterprises with
innovative business models driven by sustainability issues can introduce novel practices
that lead to changes in the dominant business model of their industry (Olofsson et al.,
2018).
The study uses Poole et al. (2000) classification scheme of organizational change, the
identified events that shaped the retail BM. The classification scheme consists of five
types of events.
People: when there is a change in the staffing (turnover) or assignments (roles) of
people with key positions in the innovation (as suggested by the innovators). In
addition, key individuals responsible for the management of the innovation
environment are also included.
Idea: when there is a change in the ideas that are significant to the overall
development of the innovation […] changes in innovation ideas are classified into those
that pertain to core or related ideas. Core ideas are those that pertain to the central
technology, product, program, or service that make up the essence of the innovation.
Related ideas are those that support the development of the innovation, but do not
constitute a change in the core embodiment of the innovation.
Transaction: when there is a change in the legal or social contracts associated with the
innovation. This may relate to key transactions between the innovation and other
organizations in the environment and also to transactions between people within the
innovation unit. Efforts to change or modify existing transactions may also receive this
code.
Context: an external incident that is related to the innovation but occurred beyond
the control of the innovation team.
Outcome: when a change occurs in the criteria used to judge the progress or outcomes
of the innovation […] outcomes are further coded as representing either: positive (good
news or successful accomplishments), negative (bad news or instances of failures or
mistakes), or mixed (neutral or ambiguous news or results indicating elements of
success and failure).
This project has received funding from the European Union’s Horizon 2020
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Figure 6: The trajectory of electicity retail BM. Source: (Olofsson et al., 2018)

Between 2001 and 2015, retailer BM evolved from an initial novelty focus to a customer
lock-in focus and then to an efficiency focus (Figure 6). The retailer Founder used
creative measures in the Creation period to challenge the status quo in the industry.
As Dacin et al. (2010, p. 48) state, “social entrepreneurs rarely allow the external
environment to determine whether or not they will launch an enterprise”. As a social
entrepreneur, the Founder was the main driver of the measures that underpinned
AlphaEl's initial BM and aspects of its subsequent BMI (see Hahn and Ince, 2016). These
measures included the web-based business solution for the electricity retail market,
new sales strategies (active sales), and collaboration with key partners. The Founder
also spent considerable time and effort in “teaching” his partners and customers the
benefits that could be expected from his novel BM. He also worked hard to attract and
retain customers as the competition increased. These activities are consistent with the
opportunity development literature that emphasizes the importance of investors,
customers, partners, etc. in new ventures. Such actors can provide knowledge and
feedback (Dimov, 2007, Snihur et al., 2017). Thus, a SE requires social support for a
novel BM that is sustainability-driven (Olofsson et al., 2018).

2.3.

Social Value of P2P, CSC and TE Models

The study of Adams et al., (2021) focuses on the social value associated with three
emerging models: Peer-to-Peer energy trading (P2P), Community Self-Consumption
(CSC) and Transactive Energy (TE).
2.3.1. Energy Independence
Energy independence is a central value ascribed to P2P, CSC and TE models by their
participants. Two senses of this term are distinguished in the literature: the first being
autarky (self-sufficiency or independence of energy supply) and the second autonomy.
This is a distinction between the goal, i.e., energy independence, and how it is
achieved, i.e., the capacity to self-determine one’s own energy provision, both senses
motivate purchase of household energy storage systems. It is necessary to distinguish
between the two given that autarky is incommensurable with grid integration, but a
participant’s desire for autonomy would not preclude willingness to participate in grid
balancing services for financial returns. Autarky challenges P2P trading as ‘excessive
storing of electricity may reduce the market volume and associated profits.
This project has received funding from the European Union’s Horizon 2020
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Autarky was found to be highly valued in experimental survey studies testing German
participants’ responses on P2P energy trading scenarios. P2P is seen to introduce a
tension between meeting households’ own needs and sharing excess energy, and some
participants have expressed concerns about others draining their battery. Autonomy
was also identified as an ‘active’ social value in the context of a Portuguese P2P energy
sharing demonstration project, and perceived by users as a social value that was
reinforced by the P2P energy sharing activities (Adams et al., 2021).
The value of autonomy is also related to the extent to which participants wish to
actively engage in P2P, CSC and TE models or to rely on automated energy exchange,
as is discussed in the ‘User characteristics and preferences’ section below. Against the
value of both senses of energy independence, a choice experiment shows that
prosumers were generally willing to accept a certain level of ‘inconvenience’ in terms
of loss of control of battery and reduced self-consumption in exchange for value
created through greener or cheaper tariffs (Adams et al., 2021).
2.3.2. Local Benefits and Provenance
The association of P2P, CSC and TE models with a local community or region is another
key theme. Some studies have found that respondents perceive that these models
would benefit local communities or regions, in particular demonstrating the viability
of a more socially equitable as well as clean energy system and others do not.
The expectation of community benefit can make them attractive to some prospective
participants. This may be particularly so for study respondents who have a more
positive attitude to regionality and sense of community identity, while no statistically
significant influence was found for the importance of regional products for willingness
to participate in local energy markets. The majority of German respondents surveyed
by Löbbe et al. (2020) indicated a preference for energy communities that are local or
regional. A sense of community or collective identity was perceived by users to have
been reinforced by P2P energy sharing activities in three pilot sites in Portugal (Adams
et al., 2021).
2.3.3. Sharing and Social Relationships
The literature also shows that people interested in participating in P2P, CSC and TE
models value that it involves sharing electricity, underlining that not only monetary
but also ideological reasons motivated participation. This appears to be related to the
value of community above, and indeed people’s preferences for participation in energy
trading are mediated by the social relations in which the trading occurs. Participate
either for the sake of social relationships or for the sake of making a material gain.
Prosumers sharing energy with others were more likely to accept ‘intangible’ and ‘inkind’ returns when providing energy to ‘socially intimate’ and ‘socially close’ rather
than ‘socially distant’ recipients. The intangible returns are built upon the notion of
togetherness, friendship, love, solidarity, and different ways of bonding with others,
reflecting considerations of co-inhabitance and co-dependency between households.
In such cases, people seem to value their enduring social relationships more than
making any monetary or material gain (Adams et al., 2021).
2.3.4. Environmental Responsibility
P2P, CSC and TE models are widely seen to hold environmental benefits. This
perception was identified as the main motivating factor in Dutch focus groups and has
been shown to increase willingness to participate among German survey respondents
for whom such considerations are important. Environmentalism was also perceived by
This project has received funding from the European Union’s Horizon 2020
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users as an existing social value that was reinforced by P2P energy sharing in three
pilot sites in Portugal. In a context of concern that moves towards self-sufficiency and
autonomy of renewable energy generation may neglect the costs of maintaining the
power grid, workshop participants were keen to consider energy platforms that prevent
grid problems rather than exacerbate them. In other words, they expressed the need
to focus on grid resilience in designing a local electricity network dominated by
renewable energy (Adams et al., 2021).
2.3.5. Participation and Purpose
At a more general level, a value associated with P2P, CSC and TE and one that connects
in various ways to the other values that have been outlined above—is that of new roles
and relationships that the participants can have in these models. This tends to be
expressed as a desire for greater agency in the energy transition. For example, ‘the
trial participants view themselves as an active part of creating the niche by
contributing to learning and locally implementing the new business model as innovators
and legitimators (Adams et al., 2021).
There is some suggestion that people value active engagement with their energy
generation and consumption as an end in itself.
There is mixed evidence about the extent to which people value the possibility of social
comparison, or comparing themselves with their peers, in P2P and TE models. There is
also mixed evidence about the dynamics of social relationships that are developed
between peers and the extent that these are new forms or built on established
relationships. The potential for structural forms of inequality such as race, class,
gender or caste differences to be reproduced through these markets has been raised
in the literature (Adams et al., 2021).
Various studies either directly or indirectly suggest the anonymity (or otherwise) of
participants in P2P, CSC and TE models may play an important moderating role in the
delivery of social value. In cases where the development of new or existing social
relationships is core to the model, transacting anonymously would be inconsistent with
this objective. Indeed, existing schemes such as SunContract and powerpeers advertise
the ability to transact with friends and loved ones. However, survey findings suggest
that preserving anonymity was a valued characteristic of blockchain technology in the
context of energy trading. And some of the inequalities which emerge from the
introduction of such trading may be attributable to people’s preference to trade with
some individuals or groups more than others. For example, a review of evidence on
the distributional impacts of the accommodation sharing service Airbnb found
consistent evidence for discrimination on the basis of factors such as race and gender
when personal characteristics of participants are revealed (Adams et al., 2021).
The forms of social value identified in the literature are summarised in Figure 7.
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Figure 7: Perceived social value. Source: (Adams et al., 2021)

This project has received funding from the European Union’s Horizon 2020
research and innovation programme under grant agreement N° 837758.

18

New business models for the energy market of the future

19

3. Methodology to define a new business
model in the energy field
3.1.

WHAT DOES IT FOR?

This methodology will allow the different actors working in the energy field to define a
new business model. The three specific actors identified are energy cooperatives,
crowdfunding platforms and electricity aggregators.

3.2.

HOW IS IT BUILT?

This methodology is conducted through creativity workshops, with the different actors
identified, and is built in 4 steps:
- Step 1: identification of new value propositions
- Step 2: Definition of beneficiary, client and owners
- Step 3: Analysis of different business models
- Step 4: Selection of activities to be implemented

3.3.

HOW DOES IT WORK?

3.3.1. STEP 1: Definition the new value proposition
To define the value proposition that will allow the different actors involved to come up
with new value propositions, this tool proposes to brainstorm around 3 different axes:
Security, affordability, and sustainability of energy.
During this first brainstorming session, the stakeholders are invited to think about
activities to improve their service/product around these three axes. The aim is to identify
product/service that have the potential to accelerate energy transition through social
innovation.
For the session, an A3 support, (see Error! Reference source not found.) with a diagram o
f 3 axes, is provided so that they can propose activities to react, using post-its.
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Figure 8: Step 1

-

Security: This refers to the security of the electricity network, i.e. demand supply
match.
o Ex : To ensure reliability, if there is not enough production for the required
consumption, the grid drops. And on the other hand, if the production is
greater than the consumption, the production of some power plants will be
stopped.

-

Affordability: Train users to fight against energy poverty, and ensure access to
energy for all.
o Ex: Fair and cheaper electricity prices.

-

Sustainability: Having Green Electricity that will reduce carbon impacts.
o Ex: Use of renewable energy (wind turbines, photovoltaic panels, etc.)

Some exemples (see Figure 9).

Figure 9. Step 1 example

This project has received funding from the European Union’s Horizon 2020
research and innovation programme under grant agreement N° 837758.

New business models for the energy market of the future
21
- Security and sustainability: To offer stable renewable energy production. Currently
renewable energy is not stable, as for instance photovoltaic panels do not produce
energy in the evening.
- Security: Enhance the electrical flexibility of private households by sending
messages to alert them to reduce consumption when there is stress on the grid.
- Affordability: Sell electricity at a reasonable price to ensure that everyone has
access to electricity, no matter their income.

3.3.2. STEP 2: Definition of beneficiary, client and owners
For the second step, a value proposition proposed in the first step is chosen and then the
different roles of the following actors are defined: the client, the beneficiary and the
owner (see Figure 10).

Figure 10. Step 2

-

Client: the person who finances or pays for the product/service
Beneficiaries: a stakeholder who benefits from affordable, secure and sustainable
energy (inability to pay, difficulty accessing and refusing to pay).
Owner: the person who owns the property.

This step will allow the participants of the creativity session to identify the actors who
will participate in this value proposition and to define the governance model.
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Figure 11. Step 2 example

For example for the value proposition of having stable renewable energy (see Figure 11),
the beneficiary is going to be the grid operator. The customer is the electricity user who
is powered by the renewable energy and has a storage system. And finally the owner is
the panel owner, so the customer himself or in some cases associations or cooperatives.
3.3.3. STEP 3: Analysis of different business models
Through an additional exercise, participants are asked how their service/product would
work with different business models. For this exercise, 5 typologies of business models are
proposed based on “the typology of social hybrids” (Santos et al., 2015) (see Figure 12):
- Client, beneficiary, and owner are the same
- Client and beneficiary are the same but the owner is different
- Client and owner are the same but the beneficiary is different
- Client, beneficiary and owner are different
- Beneficiary and owner are the same but the client is different
Then, for each business model, we identify whether or not it works, and whether or not
intervention is needed to implement that type of business model.
If not, we identify what interventions (social innovations) are needed for each type of
business model.

This project has received funding from the European Union’s Horizon 2020
research and innovation programme under grant agreement N° 837758.

New business models for the energy market of the future

23

Figure 12. Step 3. Adapted from (Santos et al., 2015)

-

Automatic value spillover: we will create our social value without further
intervention.
Contingent value spillover: we need an intervention to create a social value.

For example, in the example mentioned previously, we cannot have stable renewable
energy because we do not have batteries and the storage system is too expensive. We will
therefore have to find social solutions outside the market that will allow us to store energy
at a lower cost to ensure stability (e.g. use of the second hand storage system from
electric vehicles).
3.3.4. STEP 4: Selection of activities to be implemented
This last step helps to define specific activities for the value proposition (chosen in step
2) with the identified business model (chosen in step 3).
For this purpose, a matrix that combines 3 manifestations with 4 social relations is
proposed (see Figure 13).
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Figure 13. Step 4. Adapted from the Typology matrix of types of social innovation in energy
(Wittmayer et al., 2022)

-

Manifestations: Doing, Thinking, Organising
Social relations: Cooperation, Exchange, Competition, Conflict

For each combination of manifestation and social relation cards are proposed based on
the typology matrix of types of social innovation in energy (Wittmayer et al., 2022). This
serves as a creative tool to facilitate exchanges and the proposal of new activities during
the sessions.
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Participants take a card at random and try to come up with ideas with the proposed
combination. Then the thoughts and conclusions are collected in the matrix to organise
the ideas of the workshop.
In the example of stable renewable energy, the aim is to use the matrix-based maps to
think about what I can do to get this stable renewable energy.
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