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WHO WE ARE
TheNTWK (The Network) is a community of digital business model enthusiasts, connecting 
consultants, corporates, academics, entrepreneurs, and venture capitalists to exchange 
and build knowledge around digital business innovation, such as platforms, ecosystems, 
marketplaces, and emerging Web3-enabled businesses. 

Our goal is to build on the strength of our community to co-create content, resources, 
services, and events that make TheNTWK the one-stop shop for everything related to digital 
innovation.

We are all innovators at heart. We take 
initiative and have no fear of failure. 
NTWKers support each other and pull 
together for the good of the community. 
We work together to row in the same 
direction while respecting all voices. We 
value transparency, trust, and diversity.

We care about the well-being of our 
members, partners, and employees. 
Details matter, so we work with rigor 
and care while never forgetting that 
simplicity is the key.

We enjoy working on our passion, 
creating value, and building our skills 
day by day. We are committed to 
achieving profitable growth and great 
outcomes for our community in a 
sustainable and responsible way.

MAKE IT HAPPEN

DETAILS MAKE THE DIFFERENCE FUN & PROFIT

We innovate and create new ways 
of doing things that add value for 
our community and stakeholders. 
Accordingly, we are engaged in 
continuous improvement. We design 
and develop all of our offerings in a 
human-centered way and make full use 
of user feedback.

THINK OUT OF THE BOX

TheNTWK is the fastest growing platform 
professional community based in Europe. This 

year we hosted our first-ever TheNTWKSummit: 
From Physical to Digital on May 5th-6th, 2022. 
The beautiful, historical setting of the iconic “La 
Lotja de Mar” became the capital of the digital 
business model world for two days, bringing 
together the most relevant voices worldwide 
to discuss, analyze and debate the enormous 
scalability and diversity of emerging digital 
business models.

“What we have seen over the past 
decade is that everywhere 

that there can be a platform, 
there will be a platform. 

As the business landscape 
transitions from Web2 
to Web3, there are 
major opportunities for 
European companies 
to innovate and lead,” 
said Peter C. Evans, 
PhD, Co-Chair of 
TheNTWKSummit.

Bringing TheNTWK community together to 
Barcelona is another step in our aim to create value 
while exchanging knowledge and experiences. 
This year’s motto “Let’s do something big made 
in Europe” expresses our focus on accelerating 
platforms, NFTs and metaverse-related 
investments in Europe.

As practitioners, we like to learn by experimenting.
So, it is with the launch of  TheNTWKNFT, our
first-ever dynamic NFT designed to reward and 
engage our community as we kick off our Summit.

Participate to Learn.
Let’s do something big made in Europe.

Marina Planas
CEO & Co-Founder of TheNTWK

Co-Chair of TheNTWKSummit

Click here to 
Play Intro Video

https://youtu.be/9gQdU0MgWdY
https://youtu.be/9gQdU0MgWdY
https://youtu.be/9gQdU0MgWdY


Play to watch the 
recap video of 

TheNTWKSummit22

22
We organized

sessions
Round Tables, Ask Me Anything
(AMA), Workshops & 
Masterclasses.

50
Up to

speakers

From 10 different 
countries: Spain, 
Germany, USA, 
Austria, United 
Kingdom, Italy, 
Finland, France & 
Switzerland.

6 Different

topics
Ecosystems, Platforms, Marketplaces, 
Web3, NFTs & Metaverse.

4
Covered

sectors
Retail, Financial Services, 
Energy & Health.

200
Up to

attendees
NTWKers from all around 
the world met in person for the 
first time.

1st

Launching our

NFT
With the objective to 
reward and engage our 
community.

3More than 
networkig 
sessions

In & out the venue. People 
didn’t want to say good bye!

WHAT HAPPENED AT
#TheNTWKSummit2022

2More than 
hours
dancing

Food & live music is always
a good combination.

KNOWLEDGE. 
INTERACTION. 
FUN.

∞ Infinite
anecdotes
& fun

Explaining anecdotes of 
TheNTWK journey up until now 
& beer time with NTWKers.

5

https://youtu.be/z1aRTqVQkHc
https://youtu.be/z1aRTqVQkHc
https://youtu.be/z1aRTqVQkHc
https://youtu.be/z1aRTqVQkHc
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platforms brings to the surface 
an undeniable truth: while other 
global economies keep growing 
in terms of market value and 
general profit, Europe lags 
behind North America and 
Asia. To help enlarging its fair 
share of the platform economy, 
Peter C. Evans, Managing 
Partner at the Platform Strategy 
Institute, proposes the 5-step 
strategy. 

PETER C. EVANS
Managing Partner Platform Strategy Institute

Co-Chair MIT Platform Summit
Co-Chair TheNTWK Summit
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$12.8 trillion
Americas

78%

3%

1%

$2.8 trillion
Asia Pacific 

18%

$459 billion
Europe

$230 billion
Africa

1. Growing Platform Startups

European consumers have been quick to embrace the 
platform economy and become active users of platform 
services offered by foreign platforms such as Facebook, 
Google, Airbnb and Uber.  However, European companies 
have been slow in creating and scaling digital platforms.

Over the past decade, Europe’s startup scene has 
developed significantly: there are more incubators as well 
as investors. However, Europe needs to further accelerate 
its investment in platform startups and graduate many more 
platform unicorns.    According to a recent global platform 
survey, only 3% of the top 100 platform companies were 
European, while 78% of the market capitalisation stayed 
in the Americas (U.S, Canada, South America) and 18% in 
the Asia Pacific.

Top 100 Platforms |  Source: Ecodynamics, 2021

2. Expanding Incumbent Platforms

Europe has many large incumbent companies.   A few 
of these companies have embraced platform strategies.  
More incumbent companies need to follow this lead.

If we think that the world we know today is going to 
stay the way it is, it’s not. The business landscape is 
rapidly changing.

One area where incumbent European firms could carve 
out unique advantage is around applying platform 
strategies in the shift to cleaner energy and sustainability 
more generally.

3. Seizing Web3 Opportunities

With the rise of blockchain technology, the market is 
transitioning towards Web3, which has the potential to 
transform how and where companies engage with their 
customers, who 
are no longer 
hungry for solely 
goods and services 
but also for 
experiences.

* Assumes the Global Economy is ~$128 trillion in 2030.

 
The frontline companies are realizing that they need to 
supplement their traditional e-commerce engine with 
experiences, which is going to create a whole other 
wave of network effects.

Europe has the potential to become a leader in Web3.  It 
has the talent and the technology.  European companies 
should also build the platforms that will power Web3.  
These include scaling NFT marketplaces as well as 
creating Metaverse platforms that will be the foundation 
for virtual commerce. Evans cited recent studies that 
project the global size of the Metaverse opportunities to 
be between $5 trillion and $13 trillion by 2030.   Europe 
needs to position itself for these opportunities not just by 
contributing as complements but by creating platforms 
that will be at the center of orchestrating this new value 
creation.  

4. Building Pan-European Super Apps

Super apps have emerged around the world but not in 
Europe.   Some have argued the reason is that Europe is 
too fragmented.  However, Evans points to the example 
of Grab in Southeast Asia.  The Grab super app bundles 
a wide range of services into one platform that crosses 
eight countries with separate languages, cultures and 
currencies.  

Circling back to the Great Energy Transition possibilities, 
he adds that communities, which specialize in digital 
business, such as The NTWK could work as catalysts for 
ideas around building what could be a European green 
super app.

5. Investing in Building European Platform Talent & 
Leadership

The platforms’ ability to scale necessarily means that 
companies are constantly on the lookout for platform 
talent. The Platform Strategy Institute estimates that there 
are job postings for over 40,000 platform professionals 
globally each year. But because Europe has lagged in 
platform business creation the talent pool of experienced 
platform professionals is small.

Platforms require unique leadership skills
©2022 Peter C. Evans, Platform Strategy Institute, 2022

To meet the need for platform professional talent, 
European universities need to step up.  There are currently 
no universities that offer a degree in platform management. 
Currently, European students and professional managers 
are turning to US universities for this training.   Evans 
argued that it is time for European universities to create 
dedicated minor and major degree programs in platform 
management.  



Round Table focused on lessons 
learned, key insights, and 
the dos and don’ts that any 
European company should 
take into account in order to 
position their current businesses 
under the digital innovation 
ecosystem.
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VICENTE QUESADA
General Partner 
Sherry Ventures

OLIVER BIRK
Platform Management 

Director
BASF Coatings

LUCÍA HERNÁNDEZ
Platform Economy Expert

Regeneration

ANDREU BOVÉ
Partner 

Bové Montero
Asociados
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02. Learning from European Digital Business Success Stories
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• Why is Europe behind on digital business models?

From the point of view of a venture capital, Vicente 
Quesada estimates from their research that there are three 
important phases to innovation:

1. Startups and digital assets - to test product and 
technology -. Now is fast and cheap.

2. To grow - financed by venture capital -. Now 
exponential growth is thanks to platforms business 
models.

3. To reduce costs and make the company profitable.
 

The problem comes when we realize that the biggest 
fund in Europe is the European Investment Fund. 
Who wants to work with a VC that is putting a lot of 
pressure instead of working with a government? (...)
That’s the difference between Europe and the rest of 
the world, states Quesada. 

The risk-adversity and regulation shape incentives for 
innovation. On top of that, Oliver Birk - from a corporate 
perspective - pointed out that people like to work on 
innovation and to freely operate with the safety net of 
a corporate employer behind. When these people are 
asked to become founders of such a startup and put their 
skin into the game, many fall back and don’t want to go 
into it. 

It’s also a matter of mentality and maybe culture. This 
is part of the innovation, intrapreneurial spirit, that we 
need to get more of and incorporate (...) It’s about the 
people who need to be willing to take that risk.

Other problems that need to be addressed are “better 
education, make financial regulation easier in regulated 
markets, employment law, and taxes; create a better 
tax system”, stated Andreu Bové. International rules are 
based on taxing where the physical company is, but not 
where the company is creating its value. In network effects 
and digital business models, the value is created by users. 
So, the whole European harmonization process needs to 
go one step further in terms of integrating the market.

• How can we get through those problems to 
accomplish success? 

The overall environment is pretty manifold also in Europe, 
which is giving lots of opportunities as well.

If you really have a promising business idea, then work 
on these obstacles and don’t give up too early, just 
prove whether your business idea is bulletproof. The 
sooner you learn that it’s not, the better it is (...) fail 
fast and cheap, states Birk. 

As a matter of fact, some of the ideas will progress 
properly, but others will be early identified as non-working: 
this should be considered a success story too. As Birk said, 
“we close them, stop them, which is a success in itself as 
well because it’s learning. So, I also would encourage you 
to rethink the traditional concept of what is a failure and 
what is a success.”

On the other hand, the success of innovation is a function 
of three factors, according to Quesada. “The value of the 
idea goes from 0% to 1%, the process or execution is 40%, 
and the urgency takes the rest.” Taking the example of 
Zoom, they grew so much in the past two years because 
of the urgency of the COVID19. Many of the key points 
are about changing management basics. We still need 
to make people aware of this and give them a sense of 
urgency to change.

Apart from the company culture, there are other elements 
that need to be present in order to spur innovation. 
Quesada says that “the key people that have to begin this 
process are talented entrepreneurs, in order to take risks; 
and developers too,” considering them as a bottleneck. 
According to Bové, “foreign companies are hiring 
European developers and professionals (...) Europe has 
that huge potential in terms of skills, and probably they 
are behind of the foreign success stories.” 

In summary, Quesada pointed out that “passion, talent, 
and experience” are the key to accomplishing and the 
most relevant qualities. From a corporate experience, 
Birk concluded that any new ideas that are going to be 
developed, in particular platforms or building ecosystems 
with all the different new business models behind, 
can’t be occupied by corporate mindset, structure, and 
organizational rules and governance. “We call it maximum 
arm’s length, the idea doesn’t get fully integrated into 
the corporate structure. Give them independence and 
not limit them by all the administrative bureaucracy”, 
states Birk. Finally, Bové aggregates that it requires a 
committed team too: “have the right people, internal 
or external team, advisors, providers, trusted partners (...) 
and every idea will be a success.”
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THOMAS MCFADYEN
CEO McFadyen Digital 
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In the face of a new era 
marked by the disruption 
of the platform economy, 
Thomas McFadyen reflects 
how countries, companies and 
organisations can leverage the 
marketplace business model to 
ride the wave instead of being 
flooded by it. 
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Find 
products

Negotiate
Contracts

Load 
in ERP

Merchandize 
Products

Set 
Price

Hold 
Inventory

Process
Orders

Fulfill
Orders

Customers

Distributor & 
Manufacturer

Network Ecosystem

Standard T&C Recruit
Sellers

Support
Sellers

Process
Orders

1

2

3

4

5

Implementing a 
first-party 
e-commerce.

Adding dropship 
capability.

Implementing a 
marketplace platform, 
delegating most of the 
labour activity to

Establishing automate 
metric-driven actions, 
mainly, allowing the data 
to drive the business.

Constant enhance and 
optimization of the 
marketplace.

One of the biggest differences 
between traditional retail, or 
e-commerces and marketplaces - in 
areas such as groceries, transportation, 
general merchandise, software sales 
or industrial supplies (B2B) - is that 
many companies do not have physical 
stores or inventory any longer. Yet, the 
second ones have grown and scaled 
while the first ones have remained 
flat. According to Thomas McFadyen:

Marketplaces have more sales and 
higher valuations with less than 
10% of employees and in less than 
10% of the time than the traditional 
models.

Three factors are important to 
consider: First, successful platforms 
are typically multi-sided ecosystems. 
Traditional E-commerce follows 
a ‘pipeline’ model, meaning a 
sequential series of consecutive steps 
and many labour-intensive activities 
while platforms require a much smaller 
organisational team and the labour 
weight is shifted from the operating 
company to the third-party suppliers. 
Another factor is the existence of a 
nexus of rules, a standard ‘terms and 
conditions’ that apply to all sellers in 
that ecosystem. And finally, a scaling 
network effect. Activity outsourcing 
inevitably makes marketplaces 
exponentially scaleable. 

In terms of Gross Margin Value, 
there is also a significant difference 
when transitioning to a platform. “In 
traditional e-commerce or retail, the 
margin is calculated from a ‘buy low, 
sell high’ perspective”, McFadyen 
states. In a marketplace business 
model, the seller usually sets the 
price, but the platform charges a 
commission fee. 

The gross margin is the 
multiplication of that price by the 
percentage of commission so the 
profit is much higher. It’s a ‘help 
others sell and take a slice of pie’ 
perspective now.

Besides those fees, marketplaces 
can also monetize from advertising, 
data trading or cutting on expenses 
through generating a flywheel effect. 

Presently, the top 10 largest retailers 
operate as marketplaces. We are 
talking about companies like Alibaba, 
Amazon or JD.com. In the U.S., the 
numbers are nine out of ten, a list 
led by Amazon, Walmart, eBay and 
Apple. Despite those being such big 
companies, when asked if there is a 
saturation of marketplaces, McFadyen 
believes there is still room for new 
companies.

The interesting thing about 
marketplaces is that there are so 
many niches that can be dominated, 
even more so in B2B.

 However, identifying the best 
business model for each marketplace 
- considering hybrids as well - and 
thus finding its sweet spot is crucial 
for success. “It doesn’t make sense 
for some small businesses to run their 
own marketplace but they can and 
probably should be a seller. 

Involvement in the marketplace 
ecosystem of the platform economy 
does apply to everybody in one 
way or another.

Taking those factors into account, 
McFadyen Digital created the 
Marketplace Maturity Model 
(MMM), serving as a guideline for 
maturing from traditional first-party 
e-commerce into a thriving metrics 
drive, multi-sided marketplace.

A key factor in the MMM takes the form 
of what McFadyen calls Marketplace 
Enablement Steps (MES). These steps 
are the building blocks for success 
that start with the business case and 
run from launch through operation, 
covering strategic, operational and 
technical areas of practice.

The biggest difference from 
traditional organisations, though, 
is the need to measure, manage, 
and nurture the seller side of this 
commerce ecosystem.

The concept of marketplace 
performance management comes 
into play: the need to measure key 
metrics for both buyer and seller 
audiences requires a specific plan for 
both operations and communications.
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For companies aiming to 
develop new business 
beyond the boundaries of their 
organization, it is important 
to find ways to leverage the 
power of ecosystems by 
harnessing three key actors: 
Enablers, Realizers and 
Ochestrators. 

ANNA NOAKES 
SCHULZE

Digital Experience 
Strategist

JULIAN KAWOHL
Professor

Strategic Management
Ecosystemizer

ANDREA CONTRI
IoT Ecosystem Director

Haier Europe

SIMONE CICERO
CEO Boundaryless

Creator PDT
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Enabler

Realizer

Orchestrator

Ecosystem Human
E2H

B2B

B2B

B2B

B2C

B2C

Why digital ecosystems have become so important as 
a business strategy?

Andrea Contri introduced the digital kitchen journey, 
in which an ecosystem strategy that allows appliance 
manufacturers to partner with providers of complementary 
products and services to create more value for the 
customer and leverage network effects. Adding to that, 
Cicero emphasizes the need to adopt an ecosystem 
model in order to stay relevant as power shifts away from 
internal company structures to external, many-to-many 
relationships. 

From Kawohl’s point of view, the three drivers of ecosystem 
business models are digital, connected, and sustainable.

The ecosystem strategy offers important advantages 
because the capabilities and assets of any given firm are 
limited and they compete for market share whereas they 
can grow the overall market by collaborating. 

There are new opportunities that were not possible in a 
non-connected and non-ecosystem world. A platform 
model expands the opportunity space and creates new 
ways to provide value to customers. Cicero mentions that 
the experimental nature of ecosystems enables innovation 
and future-forward thinking, which Kawohl describes as 
the “innovation flywheel”. 

In terms of positioning and partner selection, Contri 
emphasizes that an ecosystem strategy can start small. 
“No need to boil the ocean!”

It may also be necessary along the way to pivot from 
orchestrating one’s own ecosystem to joining another’s 
ecosystem if that offers better ROI and customer 
outcomes. 

Kawohl believes that an ecosystem strategy is a portfolio 
game. The decision to build or join depends a lot on the 
maturity of the particular domain and what you can bring 
to the ecosystem party. 

Cicero added that “the challenge is for companies to agree 
to create shared common goods, common infrastructures 
and to collaborate instead of just dominating, which 
requires a big cultural shift for companies.”

In terms of challenges with digital ecosystems, there 
exists a difficulty of managing customer expectations for 
a smooth and trouble-free customer journey while dealing 
with the complexities of ecosystem collaboration. “It’s 
very messy and there’s no playbook for getting it right,” 
according to Contri. He points out that there needs to be 
a deliberate striving to simplify and to get into the shoes 
of the consumer. In other words, intentional customer 
experience design. 

Part of this is about setting a vision for an interesting and 
seamless experience for the consumer; and bringing 
everyone to task to determine how we achieve this 
particular vision together. Then it is a question of figuring 
out the mechanism for keeping partners incentivized and 
aligned over time.

Kawohl digs deeper into managing both sides - customers 
and ecosystem partners - to create win-win situations 
which, according to him, “are what ecosystems are about.” 
Cicero mentioned shared reputation for ecosystem 
partners and emphasizes the “need for partners who are 
assuming some risk to be involved in policy-making and 
governance issues as well.” 

Ultimately, the ecosystem strategy will not suit 
company cultures that are very risk-averse. There has 
to be trust between partners, as well as openness to 
experimentation and learning.

As far as the future of ecosystems is concerned, Contri 
feels that “we should look to valuable opportunity spaces 
that were not possible before.” In turn, Cicero sees a future 
that is much more open, transparent, permissionless and 
decentralized, while Kawohl envisions a more human-
centered paradigm with more holistic offerings driven by 
sustainability

• Orchestrator: offers products and services to 
final customers/end users through a (digital) B2C 
platform. Examples: Amazon, Alexa, Uber, Aribnb, 
Thermomix, Aldi, a farmer’s market.

• Realizer: provides content, products, and services 
for final customer/end-users. Examples: Mercedes, 
Harvard University, Hilton, Kellogs, Universal Pictures.

• Enabler: supports realizers, orchestrators and other 
enablers with products, services, or a (digital) B2B 
platform. Examples: Shell, Klöckner & Co, Lenze, 
IBM, Bosch, Boeing, Nokia Networks, McKinsey, 
Siemens Financial Services, Predix (GE), Metro.
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JAKE JENNER
Co-Founder & CFO
Howbout

SAMEER SINGH
Network Effects Advisor & Investor 

Part of Atomico Angel Program
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s Network effects can be 
attributed to 70% of the 
value created in technology. 
Even so, only a small set of 
companies have managed 
to crack their complexity. 
Sameer Singh and Jake 
Jenner sit down to reach 
an understanding on how 
network effects work, and 
how to kickstart them in the 
early stages of a startup’s 
journey.
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• Why is everyone talking about network 
effects? And why should we know about 
this?

S: “Most of the value creation that we’ve seen in 
tech over the last 20-25 years has been because of 

network effects. One of the major studies in the field “says 
that 35% of companies that reached a billion dollars in 
valuation since ‘94, had network effects and accounted for 
about 70% of the total value.”

• If you have a company, you know that 
you need to start creating this value. 
How do you start?

J: “At Howbout  we have a social utility network where 
the more people join, there are more people with 

whom you can plan. And our network effects have benefits 
for two types of users: the planners (for them, it’s just a 
far easier process of finding when people are free; getting 

the details together, and seeing who can make it) and 
the attendees (they do not only have all the information, 
it’s already in their calendar automatically, and they can 
contribute directly to the plan through the build-in chat)”

S: “For any network effect, you’re creating an 
interaction between multiple users; it’s always a 

multiplayer interaction.  But one way to bootstrap that 
interaction is to start with a single-player experience, and 
create virality so that those users can bring in other users 
that they can then interact with (seeding a multiplayer 
experience)”

• How do you make people stay in the app 
and actually have that value that makes 
network effects work?

S: “A lot of people tend to confuse virality and network 
effects. With network effects, growth leads to an 

increase in product value. If you have virality, growth just 
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leads to more growth. So users 
just keep spreading the word. It’s 
dangerous to mix those two because 
you can end up with the assumption 
of the defensibility of a network 
effect. And then you find out later that 
actually that it is not defensible at all.”

J: “Having retention itself will 
drive virality naturally because 

people stick around for longer and 
spread the word. They can share their 
experiences on the app with their 
friends, which is a really compelling 
reason for the other person to join 
up too... But then, you can boost that 
virality by building hooks into the 
product to get people to spread it.”

• Do you have some kind of 
insight into how to detect 
if you have the potential 
to drive network effects?

S: “The most obvious way to test 
that is through engagement 

cohorts and retention cohorts. This 
means that newer users should retain 
better than previous users because 
by that time, there are more users on 
the app, therefore, the experience 
should be better. Users should get 
more engaged over time in the same 
cohort, and future users should get 
more engaged than previous users. 
So a shortcut, generally, is to take 
a look at the activity per user: every 
network has this one or a handful of 
core actions that people need to do 
that increase the value of the product 
for users. If your activation rates are 
low, if your retention is still on the 
lower side, but it’s coming up as long 
as the activity per user is going up; 
that’s a longer-term indicator that the 
other metrics can be fixed.”

• How do you see Europe 
in regards to network 
effects, in comparison 
with the United States?

S: “I think it comes down to 
a mindset shift. Generally 

speaking in a more traditional 
business, or one that doesn’t have 
network effects, an actual single-
player product tends to be fairly 
simple to monetize because you’re 
making something of value; you’re 

selling it and making money out of it. 
Which is why a lot of investors, a lot 
of companies are focused on growing 
revenue right off the hat. A lot of 
networks don’t work that way. You 
have to scale the network first, make 
the product useful, and then switch 
on monetization later. And I think a lot 
of companies and investors in Europe 
don’t really get that mindset shift.” 

• How do you see the 
network effects play out 
in a B2B landscape and 
ecosystem?

S: “Most B2B examples I’ve 
seen are marketplaces. The 

fundamental truths of marketplaces 
don’t change whether you’re a B2B 
marketplace or a B2C marketplace. 
It creates some slightly different 
behaviors and slightly different 
incentives, which affects where they 
fall in those frameworks. But the 
framework itself is very similar. So 
ideally, if I’m in a B2B marketplace, I’m 
looking for some element of virality 
plus some element of single-player 
value, before I start.”

• Let’s talk about the 
common mistakes that 
you have seen people 
make in order to kick 
off and design network 
effects…

S: “The biggest one, by far, 
that I’ve seen at all stages of 

company growth, is prioritizing growth 
over network health. So, when you’re 
essentially trying to pump money into 
your sales force, you’re trying to pump 
money into user acquisition to just 
get that top line number up. But then 
when you look at the actual retention 
and engagement, it’s terrible.”

• How can I position some 
objectives I need to see if 
I can have an impact and 
go beyond that? 

S: “It depends on the type of 
network you actually have and 

what you’re measuring. For retention, 
the broad guidelines are: if you create 

your retention cohorts, generally 
speaking, retention cohorts tend 
to decline until they flatten out at a 
certain level. So for each individual 
cohort, you get 100% of users, they 
keep going or do have a 70-60-40, 
etc. For a social network. If they 
flatten out at 25%, after 6 months, 
that’s great. For a marketplace, you 
need to have something like 50%. 
On at least one side, it’s very rare to 
have high retention on both sides 
of the marketplace. Engagement is 
more difficult, because what’s good 
engagement can vary based on the 
product.” 
 

• What advice would you 
give people to better 
understand network 
effects, how to measure 
them and why they 
matter?

S: “First, measure. Drill down to 
the most basic atomic unit of 

your network and try to understand 
that because that’s where the network 
exists. All your metrics need to be at 
the level of the interaction. Second, be 
really specific about what the network 
effect is, what virality is, and how you 
basically trade off one for the other. 
Third, try and figure out how to solve 
your Cold Start Problem. Consider 
that liquidity tends to be different for 
every single network.” 
 

J: “Firstly, just to try and learn 
about network effects and how 

valuable they are to startups and 
other businesses in terms of growth 
and defensibility. They’re low cost, 
but they have so much power - so get 
clued up and apply that knowledge 
to your own projects. Secondly, focus 
on building a great product for the 
underserved user in the early days. 
And that includes getting as much 
feedback from that user type as 
possible. Thirdly, add virality to your 
product.  Once you’ve got that strong 
retention, make it really easy for 
those retained users who are product 
advocates, who are in the network, to 
bring other people into the network. 
Because that will reduce the adoption 
friction of your product.”



Like any big disruption, the 
transition from e-commerce to 
marketplaces is regarded by 
some with skepticism. However, 
NTWKers Fresneda, McFayden, 
del Pozo and Sanchez agree 
that it is a natural evolution 
and that marketplaces are not 
here to replace e-commerce 
but to complement it, the same 
way e-commerce never replaced 
traditional retail. To offer diverse 
points of view on the industry, 
they sit at a round table to discuss 
some of the most addressed 
topics. 
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To be or not to be
Is having a marketplace strategy currently a necessity for all 
companies? In the most recent years, big companies have 
moved to marketplaces. Some examples are Walmart, in 
the U.S. or Carrefour and Fnac in Europe. Interestingly, 
several brands have also opened their online stores to third 
parties, like Mango or Scalpers. Moreover, new startups 
have appeared in the market to help companies sell 
through marketplaces such as Shopify. Sanchez responds 
to that by simply stating that “marketplaces need traffic 
and more traffic.” 

According to a study carried out by Veepee and ESA 
Business School regarding the trends of e-commerce 
buyers, offering aggregators is one of the main reasons 
why retailers move to a marketplace model. Del Pozo 
states that they are trying to be more appealing to the 
customer. 

Integrating other brands means attracting more traffic 
because they are generating more opportunities to 
solve a customer problem.

It’s becoming more difficult to be profitable in the B2C. 
The cost of acquisition is going up. […] I would say that 
it’s easier to find product market fit in a marketplace 
than in your own B2C.

In terms of user experience, marketplaces are also more 
appealing to the customers, not just because of an 
integrated offer but also because of the infrastructure 
and logistics. “They already have their log-in, their credit 
card details saved, they trust the site and they get the 
goods one or two days later”, says Fresneda. According to 
McFadyen, Amazon presently has more product searches 
than Google, for example. Which would mean that “if 
you’re not on Amazon and people are searching there for 
a product, they are never going to find your brand.”

Being a seller in a marketplace, though, would mean 
closed commission and FBA fees, so the company would 
be getting a big volume of traffic at a fixed cost. Being a 
vendor on a platform like Amazon would also be a good 
starting point for companies that want to learn as they 
scale to be able to operate their own in time. This would 
allow them to understand the metrics of the model better. 
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It’s a learning journey and the 
sooner you dip your toe in the 
water and start learning, the better 
you’ll be down the road.

Nevertheless, scalability is not a 
safe bet either. To compete with 
organisations that have the scale and 
also the network effect and a flywheel 
already spinning, that marketplace 
should have a value addition. 
McFadyen suggests “becoming a 
destination - or a service, like Veepee - 
in a niche where you have a content, a 
community, unique search capabilities 
and stock, etc.”

Risks and opportunities
From a retailer perspective, 
e-commerce means owning the 
whole value chain and switching to 
a marketplace model implies losing 
a big part of that control. “You go 
from a fully integrated value chain in 
which you know what is happening 
in every event to an environment in 
which sellers must do pretty much 
everything”, states del Pozo. Which 
is why incorporating other forms of 
revenue, such as advertising, is an 
interesting opportunity for companies 
to regain some control. 

From a sellers’ perspective, selling 
in a marketplace means constant 
competition. Companies like Amazon 
work with the ‘buy box’ tool, which is 
aimed at benefiting the final customer 
but can damage the visibility of 
a brand or product if not well 
positioned. Moreover, competition 
is not just against other sellers 
but, in some cases, even with the 
marketplace itself, as some of them 
have developed a brand of their own 
that replicates best-selling products. 
On that line, bad practices such as 
reviews tampering from competitors 
could mean the exclusion from the 
competition. 

This is why McFadyen believes that 
being too dependent on one platform 
is too high of a risk and proposes 
selling on different channels or simply 
using the marketplace as a consumer 
acquisition tool. 

A lot of organisations then redirect 
the transactions to direct consumer 
platforms where they can have 
a more intimate, one-to-one 
relationship with the customer.

This would allow them to build 
up brand engagement from data 
collection, something marketplaces 
do not contribute to, even if they offer 
options like having a brand website 
within their platform. 

The environmental impact of 
marketplaces

As we are evolving towards a greener 
industry, there is also a general concern 
over marketplaces generating an 
environmental impact. When asked if 
platforms can help reduce the carbon 
footprint, the answer is unanimous. 
“Not only they can be good for the 
environment but also more efficient 
in terms of economics”, states 
Fresneda. Marketplaces have the data 
of the orders, so the logistics of the 
transportations are organised in areas 
and time slots, which dramatically 
reduces costs and carbon emissions. 

On that note, McFadyen remarks 
that “the platform business model 
and the marketplace concept can 
be used not just for selling products 
or services but for corporations and 
organisations trying to do good.” 
Some companies, for example, plant 
trees in exchange for carbon credits 
that other companies can buy. Other 
marketplaces, like Veepee, are built 
around the idea of a circular economy, 
as well as boosting initiatives for other 
brands to integrate such model in 
their brand. 

A lot of companies never thought 
that they would be selling used 
or refurbished goods but this new 
category is really picking up.

A glimpse into the future

It is a fact that during the 
Covid pandemic, the growth of 
marketplaces skyrocketed, displaying 
the highest peak in 2020. But it seems 
like the numbers have gone down in 
the last quarter. All the round-table 
participants agree that this is due to 
a stabilization after a circumstantial 
period of time.  

There are several players that 
disappeared during Covid. Others 
survived but didn’t have the 
financial stability to keep their 
stock and others did so but were 
affected by the supply chain 
disruption.

For Veepee, as well as other 
companies, this year is about 
strengthening the basis of their 
marketplace. 

Besides that, McFadyen believes 
that there is still a big opportunity 
in the B2B world. Statistics show 
that B2B organisations are growing 
marketplace GMV seven times faster 
than e-commerce compared to B2C, 
where the numbers are in 2x or 3x. 

There are a lot of niches which 
have inefficiencies where the 
marketplace model can transform 
and bring efficiency.

On the same line, some companies 
are also leveraging D2C by offering 
their logistics, something for new 
players to take into account.

Despite the risks and considering all 
factors, what seems clear to all four 
NTWKers is that whether a company 
or organisation intends to adopt 
the platform economy model as a 
marketplace operator or a seller, the 
moment to do so is now. 

#TheN
TW

K
Sum

m
it2022



Platforms surround us in our daily 
life. Many types of platforms for a 
multitude of services that changed 
how we perform everyday activities. 
- from listening to music, booking 
a taxi, a hotel, ordering a pizza….- 
and even working in the hybrid 
world we live in after the COVID-19 
pandemic. 

As users, we are Platform Thinkers. 
Years ago, we learned that there’s an 
app for everything. Today, there’s a 
platform for everything. And we 
know it. 
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Still, there’s a place where this awareness 
is missing — our workplace. For most 
of us, platforms represent a perfect 
example of innovation as users, but then, 
as professionals, we tend to forget about 
it. Just think about a simple and extreme 
example: the difficulty we had to move 
our professional life online during the 
COVID-19 pandemic outbreak, even 
though - in our daily life - we were already 
there for many other aspects. 

Seeing platforms not only as services to 
enjoy but as a tool to foster innovation 
in established companies is the shift 
we look forward to with the Platform 
Thinking approach. 

We briefly introduced our way of seeing 
platforms and their growth strategies in 
this session. In particular:

• transactional platforms (like Booking.
com, Spotify or Airbnb) that enable a 
direct transaction between the two 
sides in a one-to-one perspective.

• orthogonal platforms

 - In a client-as-a-target 
perspective (like newspapers or 
Google), that enables the second 
side (usually advertisers) to exploit 
the value embedded in the first 
side (end users).

 
-  In a client-as-a-source 
perspective (like Strava or Twitter), 
that enables the second side 
(usually third parties interested in 
the data gathered) to exploit the 
value created - as data - by the first 
side (end users).

On top of the typologies, we introduced the two main 
logics of platform growth:

• Exploitation, which is the ability to create new services 
in the platform ecosystem, like Spotify creating Spotify 
for artists.

• Extensions, which is the ability to add a new side to 
the platform to enable a new platform relationship, 
like Uber bringing on board the restaurants to create 
Uber Eats.

We introduced the Platform Thinking Matrix and mapped 
the Amazon case as an inspiration for our workshop 
through these four elements. 

Participants have been asked to put themselves in the shoes 
of innovation managers, or better Platform Thinkers, that 
want to foster innovation in their established companies. 
We asked them to work on two cases briefly: Telepass - the 
Italian company that manages tolls on the highways - and 
John Deere - one of the leaders in the agricultural field. 

Thinking back to the matrix, participants shared and 
discussed their innovative ideas on how these two 
companies could evolve towards a platform model, and 
then….well, we briefly shared what Telepass and John 
Deere actually did. Telepass built Telepass Pay, a service 
hub with various sides (from municipalities to ski pass 
providers), while John Deere moved into the precise 
agriculture field, building a great data platform. 
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Non-fungible tokens, or NFTs, 
are becoming more popular 
as entertainers, influencers, 
artists and brands use them 
to increase interest and 
awareness while improving 
engagement and customer 
loyalty.

Anna Noakes Schulze, Alun 
Evans and Peter Evans look at 
NFTs, how they’re created, the 
ways brands use them now and 
how they might use them in the 
future.
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NFTs are an innovation on top of 
the blockchain that emerged around 
the 2017-18 time period. “Around 
this time last year, the market just 
took off starting with NBA Top Shot. 
Then, a couple of [NFT] sales really 
caught people’s attention, especially 
the piece ‘Everydays — The First 
5000 Days’ by digital artist Mike 
Winkelmann (aka Beeple) which sold 
for US$69.3 million as an NFT.”

“Everydays: the First 5000 Days” 
by Mike Winkelmann 

NFT is just a unique number on 
the blockchain. And that unique 
number can be associated with 
a digital image or game asset or 
many other things as proof of 
ownership, Alun adds.

The NFT does not necessarily include 
IP rights to the image or asset, which 
depends on the NFT’s terms and 
conditions.

P. Evans states that “an innovation by 
the Bored Ape Yacht Club was giving 
ape owners full commercialization 
rights. This drove demand because 
then people could monetize their 
NFTs. The configuration of the IP 
associated with the NFT can vary 
dramatically.” 

Anna Noakes Schulze points out 
the example of the Spice DAO that 
bought the illustrated pitch book 
for an unproduced version of Dune. 
“They thought by buying these 

storyboards, they were buying the 
rights to produce the film, but those 
rights were not included in the sale 
terms and conditions. So, buyer 
beware!”

With US$44 billion in NFT sales last 
year many people see NFTs as a way to 
make money, but a lot of brands now 
look at NFTs as a way of monetizing 
and marketing their IP in ways that 
drive brand engagement.

When discussing market volatility 
for NFTs and the many underlying 
causes, P. Evans suggests:

Given present technology 
constraints, there are lessons 
to be learned about how to 
properly structure an NFT 
to better match the supply 
and demand according to the 
blockchain that it’s on.

Both Evans share their opinion 
that “we will see more and more 
projects where there is a utility to 
NFTs beyond just speculation and 
love for the brand.” For example, 
most of the digital assets that 
gamers buy can’t be sold but an 
NFT can, which gives more power 
back to the consumer. P. Evans 
describes how NFTs are becoming 
vehicles for co-creation between 
artists and fans which also creates 

new ways to engage with consumers.
In addition, NFTs potentially change 
marketing from a cost centre to a 
revenue generator with self-financing 
campaigns that also build community.

But how can we attach real value to 
NFTs? A. Evans agrees that “for NFTs 
to have a long-term, sustainable 
future, they have to have a value 
beyond just collectability.” 

One way to give them utility would 
be attaching them to rewards or 
privileges in the real world. 

P. Evans sees the utility of an NFT “in 
the way they can be used to identify 
brand super fans and incentivize 
behaviours that are valuable for the 
brand.” 

Dynamic NFTs offer a way to keep 
track of educational and training 
achievements, for example, or even 
certify vehicle maintenance for higher 
resale value. A. Evans speaks of the 
technological challenges of dynamic 
NFTs that can be regularly updated 
but without swamping the blockchain 
and are energy-efficient, eco-friendly, 
and scalable as well. For P. Evans, 
this touches on the geopolitics of 
blockchain “which will ultimately 
grant a competitive advantage to 
countries that invest heavily in a 
robust computing infrastructure.”

Going forward we can expect a 
high computing economy will be 
favoured in this world versus one 
that isn’t.

08. How your brand can benefit from NFTs
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This session was named 
intentionally “David & Goliath 
- a winning team” to highlight 

that “people can team up, look at their 
strengths and their assets, and then 
form a winning team”, says Matthias 
Walter. The idea that co-creation is 
an asset that parties should take into 
consideration and profit from, guides 
the hour-long workshop.  

Walter kicks off the session by 
contextualizing today’s business 
challenges with one of the main 
changes that have occurred in the last 
decades: “when you look back and 
compare the average lifespan and 
life expectancies of companies; in the 
past, it was about on average, maybe 
75 years. But nowadays, it’s about 15 
years.” A great deal of this is due to 
platforms. Meaning that platforms are 
disrupting every kind of industry, and 
platform venture corporate building 

is a phenomenon that emanates from 
this.  

Before “you had traditional producing 
companies and enabling companies. 
And some years ago, platforms put 
themselves in between the traditional 
companies and the consumer.” This 
kind of disruption of the value chain 
means mainly two things for the 
traditional companies / the incumbent 
companies: they lost direct contact 
with customers; and, they saw their 
margin lowered “because now the 
value chain is not only divided by 
two kinds of players but three.”  

Facing imminent change and trying 
to avoid or adapt to these losses in 
their value chain, some traditional 
companies implemented a partial 
digital transformation. They did this 
through one or more programs, such 
as the transformation of the customer 

experience (implementing online 
shops, apps, or other digital touch-
points); digitalization to automatize 
internal processes (such as through 
the installation of SAP), and the 
training of their employees (about 
digital HR work). 

These tools helped them to 
“understand what was happening, 
how startups and digital natives 
work.” But, as Matthias Walter 
comments, “what they really failed 
at, was creating real new digital 
businesses at the core.”  

There are several aspects and working 
synergies that distinguish pure digital 
businesses and moreover, startups. 
By having fewer resources, startups 
can be more efficient compared to 
corporations and also, focus on their 
main priority (in order not to waste 
their scarce resources). 
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This workshop aimed to 
demystify why corporates and 
startups cannot form a winning 
team to launch and scale a 
successful platform venture 
together. The hosts, based on 
their long-term professional 
experiences, shared key best 
practices, insights and discussed 
how such a setup really works.
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“As a startup, you are not afraid of putting something 
out there on the market, which you are sure is going to 
work. Because you have nothing to lose, right?” This gives 
flexibility and spontaneity to the decision-making and 
implementation processes.  

Having mentioned the advantages of startups, it is 
important to say that corporations also have unique 
characteristics that make them valuable even in today’s 
business era. And thus, an enriching and valuable 
experience occurs when merging both business models. 
So, the assets of corporations come together with the 
execution, the speed, and the digital understanding of 
startups: “this is what we call corporate venture building.” 

Corporate venture building means you are really 
working together and building a new company in 
a timespan of three, five years. So it’s a long-term 
investment, says Matthias Walter.

Walter also explaines that for corporate venture building 
to be successful there are several things to have into 
consideration. First, the team should count on “senior or 
serial entrepreneurs who have done it before.” Second, 
it’s “very important to create a startup format outside of 
corporate governance. This is really in 99% a key success 
factor you cannot go around it.” This aspect includes 
creating a new legal entity, with its own compliance 
rules, privacy data specifications, and so on. And in third 
place, create an inventory of assets and thus, understand 
“what you have in regards to the brand and the access to 
customer data.” This is not only in reference to security 
data but also understanding which is the customer target 
group and the values the brand stands for.  

In a co-creation model, the training is done together, 
and you need to think about who is responsible for 
what. It’s very important that you have a joint incentive 
model, says Matthias Walter.

Pauline Pezerat acknowledges that “sustainability is now 
a business imperative: we are at a crossroads, the time 
for action is now.  We have the tools. Corporates need to 
move quickly or risk being left behind.” And, pointed out 
that “the target of corporate venture building is to think 
outside the box. Incumbents can’t make small things in a 
small way—they have to think about making something 
massive. How can I have an impact?”

The co-host continues by pointing out some worldwide 
percentages and figures to illustrate the panorama of 

the emergence of a new business model: the economy 
of ecosystems: “97% of corporations are product-based 
or service-based  companies versus platform companies. 
30% of global corporate revenues, by 2025, will be 
generated by platform companies. And, 70% of unicorns 
are platform companies. Successful companies transform 
from a participant in the market towards an orchestrator 
of the market.” And so, taking this into consideration: 
“corporate venture building is more than transformation, 
this is a challenge of adapting to a new business model 
by building a new venture with its own: governance, 
operations, technology, sales and marketing, legal and 
financial issues, go-to-market, trust framework, brand, 
human resources, network effects, points of control, 
ecosystem, and so on.”  

Corporate venture building is a new way of thinking, a 
new way of working, and a new way of doing business, 
says Pauline Pezerat.

Pezerat also highlights the fact that “if you want to make 
something massive if you want to change, it means 
investment. And, financing, especially seed funding, is a 
veritable way of the cross for the start-ups:  usual round 
tables requirements before the go to market validation 
and capital development fundings are: time consuming, 
dilutive and non competitive.” Here is, in addition to their 
business expertise, data and assets which can definitely be 
more leveraged, where the corporates have the advantage 
to bring when considering venture building. Because, they 
have open doors to capital and funding, speeding up the 
access to funds. Corporates cannot build ventures in the 
same way they built their core business but can rely on 
disruptors: the start-ups.”

Presenting the benefits of a corporate venture building 
approach with a start-up Studio, Pezerat adds that 
“corporates can rely on start-up studios to manage 
the risk while benefit from a tailored execution and 
fundraising strategy by accepting to lose some control. 
This co-venture building approach combines the best of 
entrepreneurship, that is to say start-up studio and the 
best of business knowledge is combining the greatest 
competitive advantage.

Finishing up, Walters reflects upon the governance rules 
of venture building and mentions that “percentages of 
the ownership vary and are the result of very individual 
negotiations. Where in general, corporates want to put the 
money on the table, founders bring along the motivation 
and the studio contributes mainly with their resources and 
experience.” As a result of weighting in these aspects, 
shares of the venture building will be split. 
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Customers are where their life 
happens - this is usually not at 
a bank or their services. BaaS 
is enabled by the seamless 
integration of financial services 
and products into other kinds of 
customer activities, typically on 
non-financial digital platforms. 
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WAKE-UP CALL FOR BANKS

Why BaaS?

You’ve got to start with the  customer experience and 
work  backwards to the technology –  not the other 
way around.

Steve Jobs

Consumers increasingly use these platforms to access 
services such as e-commerce, travel, retail, health, and 
telcom. The financial service could be someone taking out 
a small loan when they pay for a holiday on a travel site; 
or the instant calculation and sale of micro-insurance for 
newly purchased jewelry.

BaaS enables competition in financial services by enabling 
non-banks to offer core banking services. As a result, 
innovation gets a push and customers get access to 

customer-friendly products. Moreover, it results in greater 
financial transparency. Third-party players focus on specific 
customer pain points.

Through integrating non-banking businesses with 
regulated financial infrastructure, BaaS offerings are 
enabling new, specialized propositions and bringing them 
to market faster.

As customer dissatisfaction with existing offerings grows, 
BaaS offerings are rapidly gaining ground—here are a few 
key stats on the state of the market according to Deloitte:
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10. Banking as a Service, the present and future
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Platform Business Model
- Co-creation and distribution platforms
- Merchant and consumer-centric propositions

- Cross-industry and cross-country presence
- A suite of hardware and software services

- GenZ and Millenials love for UX
- GenX and Boomers love for privacy

- Lifestyle and location data
- Device usage patterns

- Human Capital
- $200+ billion in cash and investments

Scale

Brand

Data

Capital

APPLE

Regulatory license
- CRA license with FCA
- AISP license with FCA

- Bank aggregation and data enrichment
- Risk models and decision engine

- Finance and open banking experts
- Analytics, UX, and decision science talent

- Loan history data
- Open banking data

- FinTech product partnerships
- Tech & BaaS partnerships

Technology

Talent

Data

Partnerships

CREDIT KUDOSHow does BaaS work?

Let’s take a look at some of the 
examples: 

Amazon is one of the biggest 
examples for using BaaS- seeming-
less integration of payment services 
and lending. As a consumer you do 
not worry about how to pay- your 
purchase can be paid with a number 
of payment options provided by 
fintechs and banks. In the Amazon 
ecosystem, merchants can take out a 
loan provided by Goldman Sachs or 
ING- fully integrated services at the 
point of sale. 

60-70% of consumers in the US and 
Germany even say, that they would 
open a bank account with Amazon- 
even though they are not a bank. 

The Uber debit card is offered to new 
drivers and delivery partners at the 
time of enrollment. With accounts 
held by Green Dot, cardholders can 
cash out their trip earnings instantly 
and receive cash back. Shopify 
Balance uses Stripe to seamlessly 
integrate small business bank 
accounts (held at Evolve) into the 
e-Commerce platform. Key features 
include a management dashboard 
focused on providing insights into 
the financial health of the business, 
physical and virtual debit cards, 
and relevant offers. Additionally, 
merchants using a Balance account 
are provided faster access to revenue 
processed by Stripe.

Square’s Cash App started as a 
peer-to-peer payments service, but 
has since expanded into adjacent 
product lines, including fee-free 
investments and bitcoin trading. 
Through Marqetaand their bank 
partner, Sutton Bank, customers are 
given a customized debit card to 
use at for in-store purchases and/or 
withdraw money from ATMs. Lincoln 
Savings Bank also provides account 
and routing numbers for incoming 
and outgoing ACH payments.

Apple, apart from Apple Pay, have 
recently announced the acquisition 
of Credit Kudos, demonstrating their 
move into financial services. Given 
their unique way of experiences and 
how they integrate their services 
with their entire ecosystem, another 
important player in the space.

 

What does that mean for Banks?

Banking-as-a-service, or BaaS, is a 
great opportunity for existing banks, 
insurers, and wealth managers to 
reach a greater number of customers 
at a lower cost by teaming up with 
non-financial businesses. But if they 
do not react in a rapid, strategic 
manner, BaaS could also pose a 
threat, as it opens up the financial 
services market to new challengers. 
Incumbent banks and other financial 
institutions need to make strategic 
decisions about how to enter this 
growing business – what products to 
offer and which partners to work with.

A non-financial business can thus 
distribute financial products under 
its own brand, so that the customer 
experience is buying a product from 
that brand – but the financial product 
is actually provided by a financial 
institution. A financial institution that 
wants to offer BaaS via a distributor 
can set up a platform for this purpose 
based on the latest low-cost, cloud-
native, scalable technology, which will 
reduce its cost to serve customers.

For a financial institution, it is an 
opportunity to reach a greater number 
of customers at a lower cost. The cost 
of acquiring a customer is typically in 
the range of $100 to $200, according 
to Oliver Wyman analysis. With a 
new BaaS technology stack, the cost 
can range between $5 and $35. For 
the distributor, offering financial 
products opens up new revenue lines 
at attractive margins and can deepen 
its relationships with customers, and 
can then capitalize on cross-selling 
opportunities.

This opportunity comes as financial 
services incumbents struggle with 
low performance. One reason is that 
incumbent financial institutions are not 

using their technological assets as 
efficiently as they could and find 
it difficult to reduce the cost of 
technology.

Digital challenger banks are now 
running at a fraction of the cost 
of incumbents. Some technology 
companies have obtained banking 
licenses, enabling them to offer their 
BaaS platforms to distributors that 
want to provide financial products to 
their customers.

To fight back, some incumbent 
financial institutions are spending 
billions of dollars to digitize their 
existing business models. But it might 
be more effective for them to start 
up new models – that is, BaaS – by 
embedding their products in other 
platforms.

To be successful, they need to be 
where their customers spend their 
lives and solve the pain points - 
“contextual banking”. To define their 
role across the value proposition, the 
following questions should  be raised: 

Who are your end users and what 
do they need? Where is the latent 
market demand for new financial 
offerings?

What is the competitive opportunity? 
Where is the BaaS value chain weak, 
or under-explored?

What is my right to play in this space? 
What can I realistically be expected 
to deliver?

The important driver of success 
is the mindset starting from the 
leadership team: Turning threats 
into opportunities can be done 
but it requires the right mindset, 
willingness to take risks and a team 
passionate about delivering results.
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The Ask Me Anything aimed 
to highlight how Web3 
can solve core economic 
problems, what emerging 
patterns of innovation can 
be observed and how they 
can be applied to real-world 
scenarios. 
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Managing Partner Platform Strategy Institute

Co-Chair MIT Platform Summit
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EMERGING 
PATTERNS

Peer-to-peer infrastructure
Creation of countless new assets classes
Community-driven investments
Community-driven construction
Communities as incubators
Digital representation (Metaverse)
Control & monetisation of personal data
Community-owned infrastructure
Community-owned franchises
Community-outsourcing
...and many more

11.Web3.0 Innovation: from emerging patterns to real-life applications
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KEY ECONOMIC
PROBLEMS

KEY ATTRIBUTES
OF WEB3

Transactional Cost
Coordination Cost
Trust
Public Goods

Information Asymetry

Signaling

Principal Agent

Intangible Goods

Scarce Resources

Peter Principle

Ownership
Trustlessness
Decentralisation
Governance Rights
Openess

Privacy

Composability

Total monetisation

Self-sovereignty

Transparency

Reputation

Immutability

Peter Evans and Maximillian Gutsche ask a number of basic 
questions:  “How different is Web3 from Web2?  Will Web3 
do a better job of addressing trust issues than Web2?  Will 
economic incentives change in how platforms operate?  
Will we see lower transaction costs and improvements in 
complex coordination?”

I love the idea of coordinating millions of people to 
co-create, co-invest, co-develop... something and then 
reward everyone for even the smallest contribution, 
says Maximilian Gutsche.

Gutsche highlighted the characteristics of Web3. These 
being openness, privacy and composability. “With 
composability, you can combine all the building blocks 
of Web3, you can combine decentralized finance, with 
NFTs, you can combine it with the DAOs, so you have a 
community that invests together, so everything is open 
source”. Governance is correlation. And with “it comes 
the ability to coordinate a large group of people to co-
invest, govern, build, manage, organize something. Later, 
we’re gonna see the community, basically building housing 
together.” 

An aspect that Evans considers of 
relevance in regards trustlessness 
and community collaboration is the 
necessity of  it to be “architected 
and designed.” This is due to the 
fact that “we’re moving to a world 
in which most value is intangible. 
Now you can assign property 
rights to an intangible asset in a 
way that you couldn’t before, is 
very powerful.” But in order for it to 
work it has to be done by design. 
Another aspect that is of interest 
with Web3 and the opportunity 
it gives individuals is to monetize 
through property rights and  “not 
only do you fractionalize the 
ownership, but its decentralized 
and it rewards people for their 

effort or investment.”  

We looked at some emerging patterns: what are 
people actually innovating with the building blocks 
and the tools they have? Things like community owned 
franchises; they’re trying to build a decentralized 
McDonald’s. And that basically happens in a Discord 
server. Crazy, right?, says Maximilian Gutsche.

The creator economy is another opportunity that Web3 is 
likely to expand.  According to Evans, “NFT’s can be an 
interesting way to change the dynamic between artists and 
fans, and brands.” Take the example of the music industry, 
where “NFTs allow for fan engagement and fan rewards 
of the final product in just completely different ways: it 
increases their incentive to participate (...) It changes the 
ownership structure in pretty dramatic and interesting 
ways. In Web1 and Web2, fans got the result and got to 
participate, but they didn’t own it. So with the NFT’s, they 
have the potential to monetize their participation and get 
a fractional share of that.”

And what about open innovation with Web3? Evans 
comments that it “rewards the parties in new and interesting 
ways. So it really changes potentially how innovation can 
happen in a big company. And some companies are 
really going to embrace this, and others are going to go 
slow. And so it’s going to be very interesting to see the 
consequences of that.” 

Another trending topic that has emerged with Web3 is, as 
Gutsche pointed out, investment dynamics: “in Web3, like 
it or not, you can invest in anything and your user can be 
an investor at the same time, right? And this obviously can 
be great.”

Web3 democratizes or decentralizes  the creative process. 
But Evans clarifies that not “just because you create 
something, it means you have to let everybody in. In fact 
exclusivity creates an incentive for people to participate. 
And that’s what makes it valuable.”

Web3 is an opportunity to disrupt and break the 
control of the centralized platforms. You gotta 
wonder, though, because these guys aren’t going to 

just sit still, they’re going to figure 
out how to embrace this world. And 
they may embrace it faster than 
other companies, because they’re 
out there watching, says Peter Evans.

The session concluded with a question: 
Is Web3 going to subplant Web2? 
Gutsche argued that Web3 will support 
many new and innovative projects. 
Platforms will pay an important role-
- both NFT platforms and metaverse 
platforms.  Business will need to build 
capabilities and learn to effectively 
navigate both worlds.  It will be a long 
time before Web2 vanishes.  “If you 
know both worlds, you can build some 
pretty cool stuff”, Gutsche concluded.  
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As several industries and sectors 
have seen the possibilities of the 
platform model - especially after 
the Covid pandemic - they have 
slowly moved to a digital-first 
approach. However, the Health 
System, which displays a great 
potential for bettering people’s 
lives, remains undigitalized and 
traditional. 
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Evolution of global 
health spending:
+5% CAGR (2019-2023)

Digital Health:
a market of...
+234.500M$ in 2023

Develop Plan Source Make Deliver Support

Quality sensing
Cognitive planning

Sensor-driven replenishment
3D printing

TRADITIONAL SUPPLY CHAIN

DIGITAL
CORE

Synchronised
planning

Connected
customer

Dynamic 
fulfiment

Digital
development

Smart
factory

Intelligent
supply

DIGITAL SUPPLY NETWORKS

12. Health, how to platformize the sector

We are all users of health. Not 
disease, health. Cristina Spa. 

She believes that to be one of the main 
reasons why big tech corporations 
are starting to put efforts in the 
area. Moreover, the recent global 
pandemic has brought a higher 
demand of health Services. In fact, 
research shows that about 16% of 
Google searches are presently about 
the topic. However, as Sala says, “the 
current health model is based on 
serving the treatment, the illness. Not 
the patient”. A report carried out by 
The Collider proposes a new model 
of ‘Digital Health’, described as “the 
democratisation and humanisation of 
healthcare”. This would mean putting 
the patient in the middle and building 
around their needs, including them in 
the creation process through constant 
communication. 

Ripoll agrees that platforms could 
revolutionize the health Sector as 

long as the priority is identifying 
the patients’ needs as well as the 
physicians’. 

We have to re-shape the relationship 
between health professionals and 
patients. Then we will identify their 
real needs and where technology 
is going to improve the quality of 
healthcare.

This bridge between both actors in 
the system could be achieved through 
data. Valeta trusts that data is vital to 
personalize the patient’s experience. 
“It’s possible to build a platform that 
collects data from the patients but 
also the specialists so that people 
can get advice about their health. But 
we can go much further. They could 
know what the next steps are so that 
they can consciously take action”, he 
states. To this, Spa adds that “for the 
first time, we have the opportunity 
to manage our health status through 
platforms. And this is really changing 
paradigms’’. 

According to Sala, now is the best 
time to innovate in the sector. 
“People are getting older. In fifty 
years’ time there will be three or four 
children for each ten adult people. 
And chronic diseases are nearly 80% 
of illness causes. So the present 
Health Model is not sustainable.” 
He firmly believes that “Barcelona is 
at the right place at the right time to 
build a new Digital Health Valley in 
Europe.” For that to become a reality, 
though, fundamental changes in the 
system must take place, starting with 

a change of attitude throughout the 
leadership of the health system. 

We truly believe that it’s 
very important to work with 
multidisciplinary teams because it’s 
the best way to boost creativity 
and innovation. 

This is the key to changing things, 
specially in health, which is a very 
traditional sector. It requires people 
from different expertises and sectors 
as well as industries”, says Valeta. On 
the same line, all participants agree 
that a shift in the kind of investors of 
the ecosystem is also a vital change. 
“First, we should help entrepreneurs 
find a real problem. And after that it’s 
a matter of time and scale. Money will 
come later”, he states. 

Digitalizing the sector would 
involve a democratization of data 
too. Countries like Finland have 
already implemented national 
health databases aimed at building 
the Healthcare of the future. Such 
approaches require an improvement 
of data security and protection too, 
as well as new regulations that reduce 
bureaucracy and facilitate innovation 
and research. 

However, the most important thing, 
according to Spa, is passion. “You have 
to believe in what you’re creating. And 
this sector is very tough, so you need 
to surround yourself with people who 
have the same motivations as you”, 
she concludes. 
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s In the most recent years, the 
creation of hubs seems to be a 
trend, especially in big cities with a 
strong technological background.
Alexander Phimister, Juanfran 
García and Albert Torruella attempt 
to answer questions in an open 
discussion. 
 



13. How to create phygital Hubs?

Several companies, public administrations or consulting 
firms are dedicating considerable efforts in the creation of 
those places, be it physically or online, where interaction 
and collective innovation is possible. Why does this trend 
exist? Is it just a temporary fashion or will hubs stay? What 
is the value of a hub? Physical or digital? 

1. Why create a Hub?

According to the speakers, from a corporate perspective, 
companies currently need to promote innovation. 
However, many cannot do so on their own. That is why 
collaboration, specially with startups - which generally 
work faster and use new and disruptive technologies - is so 
important. The creation of hubs allows for a space where 
learning and collective innovation ultimately make for a 
better solution to common problems or challenges as well 
as an improvement of the market itself. 

This collaboration would not be solely within the same 
sector, but with different stakeholders and actors. Projects 
like Spanish “Operation Innovation Centres” mean the 
creation of a circular economy which includes corporations, 
but media partners, technological and pharmaceutical 
partners, etc. as well. Ultimately, those are facing the same 
challenges: how to improve their sustainability, waste 
management.

Such ecosystems not necessarily mean, however, that 
the traditional physical model of a hub can no longer 
survive on its own and needs an online presence. 

2. Physical or digital?

Especially during the past two years, because of the 
global pandemic derived from Covid-19, this paradigm 
has changed in a drastic manner. Commuting became 
a problem for many workers and digitalization brought 
companies to see that working 100% remotely was possible 
in many areas or lines of work. In said context, digital hubs 
make the most sense. 

However, the speakers highlight that it would very much 
depend on the industry. Taking for example the robotics 
or pharmaceutical sectors, which necessarily imply the 
handling and use of specific components, devices or 
items, physical hubs are still the only way.

Adding to that, there is also a difference between hubs 
that are based on a geographical location - which allow 
people to travel and meet physically, something not all 
stakeholders can afford - and hubs built around a specific 
topic - which do not necessarily need that interaction. 
Certainly, physical hubs also have to do - and more so 
in the future - with where the workers ultimately want to 
work. As mentioned by the speakers, Barcelona is one 
of the best rated cities in that sense, which is why more 
physical hubs are growing in the area. 

Seeing both sides of the spectrum, there is a consensus 
that a combination of the two, a hybrid experience, 

a phygital hub, is the best balance. Nevertheless, an 
important factor for the good performance of hubs is 
the generation of engagement. 

Notably, the relationship between participants is 
undoubtedly different when it takes place face to face or 
through the net. While online meetings or digital hubs 
would be more suitable for straight-to-the-point or follow-
up work situations, when it comes to first encounters, 
networking and establishing new relations, physicality is 
a more valuable option. That is why companies such as 
Airbnb or Shopify have become disruptive in the online 
world, for all that does not necessarily imply a direct 
company is happening online. 

On the same line, the evolution of metaverse spaces and VR 
technology could mean an in-between place, the closest 
thing possible to being in the same place physically, yet in 
a digital way. 

2. Can the impact of Hubs on companies be 
measured?

When talking about return of investment, it might seem 
that the creation of a hub and putting efforts in the 
engagement within a community could mean a “waste” of 
money. However, that is not necessarily true but we should 
find different indicators to calculate the resulting benefits. 

The speakers agree that the purpose of a hub is a matter 
to take into account in that process. On one hand, the 
success of challenge or problem-solving-focused hubs 
can be measured by the amount of launched projects or 
prototypes, as well as their potential to become a line of 
business in the company or a foreseeable revenue in the 
future. An example of those would be e-commerce, social 
networks or the digital side of big corporations. Whereas 
on the other hand, innovation or R+D laboratories 
should be observed as long-term investments. These 
would not necessarily provide tangible KPIs, but deriving 
opportunities should be regarded as a return themselves. 

3. What does the future hold?

After the discussion, there seems to be a positive view 
of the future from the participants. Hubs, according to 
the professionals, are definitely a good strategy and 
interesting initiatives, destined to stay. Nevertheless, the 
way they are conceptualised, organised and managed will 
necessarily go through an evolution. 

What is clear, however, is that the existence of these 
places - be it online or physically - to interact, learn and 
co-create is a question of both present and future. 

Written by Gisela Giralt 31

#TheN
TW

K
Sum

m
it2022



I AM A #NTWKer
AND YOU?

Click here to see 
TheNTWKSummit 2022 
Recap!

https://youtu.be/z1aRTqVQkHc
https://youtu.be/z1aRTqVQkHc
https://youtu.be/z1aRTqVQkHc
https://youtu.be/z1aRTqVQkHc


I AM A #NTWKer
AND YOU?



JAUME
FERRE

CTO
Wallbox

JOANA
BARBANY

General Dr. Digital Society
Generalitat de Catalunya

CATHERINE
SCHOENDORFF 

Former CEO 
Mercer CH

MARTA 
AGRECH

Digital Transformation 
Sopra Steria Next

According to Ferre, “we have to 
guarantee access to technology and 
tech skills first. Then, once those 
two are fulfilled at a basic level, we 
can work on granting opportunities 
to all people.” However, we are not 
yet at that point, as there is a clear 
digital gap in the most vulnerable 
groups of the community - mainly, 
both sides of the spectrum, the 
elderly and the younger generations. 
Barbany clarifies that “the digital gap 
is based on three main pillars: access 
to the net, access to equipment and 
knowledge on how to use both.” 

As some studies have shown, only 
one out of five Europeans over the 
age of 75 are using digital means. 
Schoendorff believes that “in the age 
of new business models, we need to 
bring the elderly in, include them in 
our journey, specially as they are a 
strong political force.” When it comes 
to young people, Ferre states that 
“digitalization brings radicalization, 
because there is too much access to 
technology. They are getting biased 
by the information that they are 
getting.” To this, Barbany adds that: 

New generations are digital natives 
but they don’t understand the 
power that data has or everything 
they can do with tools like a 
smartphone. 

That is why Agrech says “it is so 
important to develop initiatives to 
connect those generations that don’t 
speak the same language anymore.” 
For example, Sopra Steria Next is 
working on a platform to facilitate the 
everyday lives of those taking care of 
people in a situation of dependency, 
considered ‘outside the system’.

When talking about equality, 
some words mentioned by Peter 
Evans kickstart the conversation: 
“digitalization allows scalability 
in all solutions and possibilities.” 
Unfortunately, it also means that it 
can have an impact on all the gaps 
currently present in our society. 
Lead by Jaume Ferre, Joana 
Barbany, Catherine Schoendorff 
and Marta Agrech discuss the 
possibilities that the offline world 
can offer to build a more equal one. 
How can we reinvent the game?
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“It is a tremendous chance for 
all of us - specially with the new 
technologies - to reinvent how 
we want to live”, comments 
Schoendorff. 

It is also important to consider how 
social and political contexts affect 
the digital gap. Most recently, the 
Covid-19 global pandemic has had a 
great influence in bringing problems 
like this one to the surface. However, 
Barbany believes we should take 
advantage of it, as “we have moved 
forward ten years in terms of maturity 
when it comes to the internet and 
digital use. We have evolved as a 
society because of the lockdown.” 
While Agrech agrees, she states that 
there is still a lot of work to do, as 
she reminds that “over 200 million 
kids went out of the schooling system 
during the pandemic because they 
didn’t have access to school virtually.” 

Other situations, like the war 
in Ukraine, have also pushed 
digitalization. Schoendorff highlights 
the resiliency of families who have 
emigrated and been 
hosted in other countries. 
“These are women 
with their children, and 
they are working for 
their country and being 
homeschooled. Without 
technology, they would 
not be able to do this.” 

The next step in 
reinventing the game, 
says Ferre, would be 
“to guarantee the 
same opportunities, 
independently of origins, 

social background and gender.” 
Studies show that in February 
2020, the workforce of the biggest 
technological companies - Google, 
Amazon, Facebook, Apple and 
Microsoft - was formed by 28-40% 
women. When looking at purely 
tech positions, the numbers drop to 
20-23%. Schoendorff states that “it 
has been proven that businesses are 
much more successful when there’s 
diversity, not only in terms of gender 
but in general.” However, there is 
still a scarcity of feminine talent and 
women in CEO or business positions. 

Barbany believes this to be because 
“as women, we don’t know how to sell 
our companies when we’re looking 
for investment […] We need to teach 
women to empower themselves.” 
Agrech agrees, and adds that 
“we’re trying to find remedies to the 
consequences and not the problem 
itself. The best way to change the 
situation is to start at a very young 
age to input those soft skills that will 
boost girls’ confidence. Teach them 
that they can access certain jobs, 

understand them.” This would help 
facing data like that provided by the 
European Commission Reports, which 
states that only 29% of women who 
graduate are doing so in ICT or tech-
related degrees, while the number for 
men is 96%. 

While Schoendorff also backs up the 
need to develop soft skills, she also 
proposes “to teach women to be in 
the driver seat of their career.” That 
means not only believing that they can 
access CEO positions but also looking 
at their talent pool in a company from 
a potential point of view instead of 
just perfomance-wise. As well as 
redefining the way their family roles 
are organized in view of the future. 
For example, not optimizing salaries 
when starting a family. 

“It takes ten years to move the 
needle by 3% on the gender gap”, 
says Schoendorff. Which is why, to 
accelerate equality it is important to 
work together, as “it is a matter that 
involves both men and women in a 
society.” Through creating networks 
and mentorship programs that 
connect successful professionals with 
young women who are starting their 
careers, we provide references in the 
sector. And initiatives like ‘Women in 
ICT’ (‘Dona TIC’), approved by the 
Catalan Parliament, allow tools to 
educate women in tech, as well as 
new opportunities to kickstart their 
own companies. 

Nevertheless, all speakers agree that 
equality cannot be reached by just an 
individual effort. Real change would 
only take place with the support 
of governments and institutions. 
Something they seem to have a 
positive prospect on. 

Written by Gisela Giralt 35

14. Reinventing the game: how to leverage the new digital business for more equality
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Digital Fluency is the Accelerant
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Platforms and marketplaces 
are well established in B2C, 
but how about B2B? 
During this round table with 
B2B platform founders, we 
had a deep dive into B2B 
platforms, how different 
they are and how to build 
and scale them. 
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If we look at the recent 
market study by fastbreak.
one, which identifies and 
analyzes over 400 B2B 
platforms in Europe, 
we can see that a yearly 
+30% growth rate 
strongly signals that B2B 
platforms are on the rise 
and you can find them in 
all sectors and parts of 
the value chain. 

After that initial proof 
that there is a case for 
B2B platforms, we want 
to better understand 
the details and therefore 
Matthias Walter, Barbara 
Buades, Oliver Birk and 
Remi Julien lay out their 
perspectives:  

What are the 
differences 
between 
B2C and B2B 
platforms?

Major differences are 
identified in the approach 
and relationship building 
towards users. While B2C 
users in most cases are 
also the users and “pay 
the bill”, in B2B platforms 
the decisions are taken 
by multiple users of the 
same company. This can 
cause slower growth 
and network effects as 
you need to convince 
more users with different 
objectives to participate 
and make decisions. At 
the same time, when you 
gain such customers, 
this can mean more 
stickiness resulting in 
stable revenues in a SaaS 
business model.  

How to 
solve the 
chicken-egg 
problem?  

As a B2B start-up 
platform you might 
want to partner early 
with larger companies 
to gain critical mass 
of users quickly. In an 
established B2B business, 
as a platform you need 
to manage the impact of 
the platform approach 
on the core business. So, 
in both cases you need 
to consciously manage 
your stakeholders in the 
ecosystem.   

How to 
unlock 
network 
effects? 

To unlock the flywheel 
and accelerate network 
effects, often in B2B 
platforms you need to 
build a “high touch” 
relationship with your 
users – which at the same 
time gives you a great 
opportunity to connect 
with user´s existing IT 
Systems and processes 
and maybe even 
outsource technological 
solutions to your platform 
resulting in additional 
services revenue.  
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Preferred monetization strategies by B2B Platforms

CUSTOMERS
- Single persons or private households
- Thousands to Millions

- Decision-making units
- Hundreds to Thousands

PRODUCTS &
SERVICES

- Consumers goods
- Highly standardized

- Specific products for specific
purposes

PRICE & PAYMENT
- Fixed
- Small order sizes (<100€)
- Direct payments

- Diverse pricing schemes
- Negotitations / bulk orders
- On credit

CHECKOUT /
PROCUREMENT

- Simple (one-click) - Multi-step process / checks
- Multiple departments involved

DESIGN & 
MARKETING

- Catchy and distinguished
design is more important
- Driven by emotions

- Content & Quality is more
important
- Driven by features

CUSTOMER
RELATIONSHIP

- Short-term
- Low lock-in
- Multi-Homing

- Long-term / trust
- Highly individual
- Direct & Personal

B2C B2B

The core challenges of
B2B Platforms

Scale beside low 
customer base

Flexibility beside longterm 
and trustful relationships

Simplicity beside complex 
and highly specific products

Source: B2B Platform 
Playbook | fastbreak.one

Source: B2B Platform Playbook | fastbreak.one

Differences between B2C and B2B and 
the core challenges of building B2B Platforms

Monetization of the 
demand side is the most

dominant strategy for B2B 
Platforms

B2B platforms 
prefer a combination of 
monetization strategies to 
create lock-in effects

C: consumers | P: producers | Pa: partners | O: owners
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How to 
earn money 
with a B2B 
platform?

The study by fastbreak.
one shows that taking 
a transaction cut is the 
preferred monetization 
strategy. But we often 
also see in B2B platform 
businesses such hybrid 
business models, e.g. 
marketplace enabled 
SaaS solutions. This 
combination of pure 
marketplaces with 
software (subscription-
based model) proves 
that in B2B you need to 
deliver more value than 
just matchmaking of 
supply and demand.
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AALTO

Open Sustainability Prog 
Lead | Platformable

PHOUNG
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Open Banking &
Finance | Platformable

Catalina de Castro, Jannika 
Aalto and Phoung Pham 
introduce us to how APIs and 
open ecosystems can help 
build innovative, customer-
focused digital products 
and services that meet 
sustainability goals.

Bu
ild

in
g 

A
PI

s 
fo

r 
G

re
en

 In
du

st
rie

s:
 

Fi
nt

ec
h 

&
 E

ne
rg

y Personas
(you)

Target
Market

Potential
for use

Sustainability
Impact

Digital
SolutionBanks

Greentech

Fintech

Participant

Individuals & 
households

Enterprises

SMEs

Industry 
Energy

Transport

Building /
Facilities

Energy Use

Agriculture/
Forestry/
Land Use

Climate change 
mitigation

Climate change 
adaptation

Water & marine 
resources

Circular 
economy

Pollution

Biodiversity



We know that there are businesses 
building their solutions; whether it’s 
green tech, a bank, a FinTech, or a 
mobility provider – let’s call it the 
provider side. Then, we have the 
target market: any business either 
already has a target market, or they’re 
interested in exploring a new one. 
The questions are:

• What are the pain points? 
• What are the needs of our 

customers? Which is the 
sustainability impact?

• How can we create solutions that 
provide real tangible high impact 
value?

An example of who has built a real 
use case solution is Cushon; a UK-
based savings, investment, and 
pension product for individuals and 
households. They have a few different 
products, but we focused on Net Zero 
pension. The problem statement for 
them was how might they enable 
individuals and households to have a 
say in what their wealth and savings 
are funding, keeping in mind the 
sustainability impacts. 

It’s when they partnered with another 
FinTech called Tumelo, which has a 
voting API that allows the pension 
holders, in this case, directly 

communicate to the corporations 
that are investing their money and 
vote where they want their money 
to go. So, they’ve done the thinking 
process of what are the needs of their 
customers, what they want, and what 
they expect.

Apply a solution that doesn’t need 
to build anything from scratch or 
reinvent the wheel, taking existing 
components, and putting them 
together in new creative ways. 

After exposing this Cushon example, 
some attendees give their opinion 
and thoughts saying that this is a big 
opportunity to grow faster, offer 
services, or have lower transaction 
costs. But the main challenge and 
concern appeared too: both parties 
must agree. It isn’t just a technical 
solution — that’s always somehow 
possible — it’s a question of effort 
to convince both parties or multiple 
parties to build one and have a 
common understanding of the API 
standard that they’re going to use.

The last exercise of the workshop 
consists in solving other real problems 
of the example. Every business has 
to go through an ideation process 
to define those real problems, but 
skipping this part, let’s point out some 
of them:

• How might they allow households 
to spend less money on energy 
bills?

• How might they get households 
to retire their gasoline or diesel 
cars?

• How might they make EV 
charging infrastructure more 
widely available?

• How might they enable 
manufacturers to make their 
logistics and transportation 
processes more sustainable?

• How might they encourage the 
construction industry to source 
more reused or recycled materials 
for building activities?

As a session result, the attendees 
go through a thinking process, pick 
a problem, and propos a solution. 
Keeping this in mind, we finally have 
to ask ourselves:

• Who is this for? Who are your 
stakeholders and your target 
market? What’s the sustainability 
impact you want to create?

• What tools to use? Open data 
sources, open data ecosystems, 
API, AI, etc…which could have 
the impact you desire?

• Who can you partner with? What 
wider support, resources, tools, 
and community are needed? 
What do you have access to?

16. Building APIs for Green Industries: Fintech and Energy
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As the digital landscape evolves, 
the gap between the status quo 
and the IoT realm expands. The 
phenomenon known as the “oracle 
problem” is one of the main focus 
points for several industries when 
trying to unify the physical world 
and the digital world. 
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17. IoT Platforms meet Web 3.0
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Global distribution of IoT Platforms Comparison 2021 vs 2019

Source: IoT Analitycs Research 2021

This process grows in difficulty as the existing IoT platforms 
are integration-driven in terms of DLT but their participants 
are not willing to share their data with others. European 
IoT insiders Nicolas A. Duerr, Jose Fernández-Diéz, Albert 
Peci and Christian Sander, look into how transitioning to 
Web3 could offer solutions to these problems, leaning 
towards openness, transparency and trust.

Most companies want to consume data from others 
but are not willing to share their own data - this hinders 
network effects between the platform participants, 
says Duerr.

Most of the 600 IoT working platforms in the world are 
still industry-specific, with specific use cases and little 
network effects. According to Fernández-Díez, this starts 
in the sensing technology, moving on to affect the whole 
processing of data and its application. 

There is a need for intelligent ready-to-use custom 
solutions but, to provide them, we need a standard 
which allows and enables the exchange of data 
between platforms in a unified way, adds Albert Peci.

This kind of open sourcing would necessarily have to 
be compliant with GDPR so that companies would not 
have to deal with trusting the platforms with their data, 
especially in a B2B context. Instead, it would never leave 
their servers but the algorithm would move to them. This 
is called Compute-To-Data.
This kind of infrastructure would allow a marketplace 
not only for data or trained models but also for the 
algorithms to do the analysis, which in turn would provide 

the companies with a new source of revenue. Moreover, 
Sander adds that the accuracy of the resulting statements 
should be proven by independent authorities or roles. 

The best system for managing digital identities and 
their properties is worth nothing if the truth from the 
real world cannot be transferred credibly to the digital 
one.

Sander adds that in a next step, those independent roles 
could also authorize devices to check the credibility of 
properties.

Above all, we need to continue learning how to use new 
technologies to share data in a decentralized way while 
keeping sovereignty over the data at the owner. Then, 
have a strong legislation has to be established to protect 
these data honeypots, which could become valuable 
attack services for malicious attackers, as well as to 
found an open marketplace where a fair and transparent 
price can develop. Data security is a major challenge for 
organizations and a key capability that platforms must 
offer if they aim to be successful.

The European cloud ecosystem Gaia-X provides a common 
set of protocols and rules to enable interoperability 
between different service and data providers. Customers 
can now select offers from different providers across 
platform boundaries. “Providing  a trust framework and 
open standards would start the shift  from a data platform 
economy to a true data economy”,  concludes Peci.
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us to his world of business 
ecosystems, eager to 
demonstrate the value of 
ecosystems for the future of 
businesses. In his opinion, 
the world in 2030 will embed 
digital, connectedness, and 
increase sustainability in all 
areas of human life.



18. Map your Ecosystem
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DEFINITION
Business Ecosystem

A dynamic and largely
independent set of players that

complement each other to create
interconnected offerings

which have more value when
consumed as one integrated

experience.

Companies can create and capture 
more value through ecosystems. 
Julian Kawohl sees a strong move from 
traditional B2B or B2C businesses 
to Ecosystem-ToHuman (E2H): 
Businesses will make their solutions 
available to support the daily life 
of human beings. This will require 
industry players to work together 
and use ecosystem-driven business 
models, so Julian.

The above slide shows a clear shift 
away from the Digital Economy 
with platform companies like eBay, 
Facebook, and others to an Ecosystem 
era in 2020. In twenty years, we see the 
emergence of dynamic and largely 
independent players who understand 
the power of complementing each 
other. 

Players offer interconnected 
solutions with more value than 
traditionally integrated solutions 
and experience can ever achieve. 

For example AWS, initially a Cloud 
offering service, which became 
an advisor in digital factoring and 
collaborates with partners, such as 
VW Group or Siemens. 
 

How did Ecosystemizer come to 
life? 

Applied research with more than 1000 
corporate practitioners confirmed 
a significant shift from segregated 
B2B and B2C industry approaches 
to a more human-centricity type 
of business. In ecosystems, more 
integrated perspectives can be 
taken into account. Julian and his 
team designed a toolset on strategy, 
design, and implementation of an 
ecosystem for businesses around the 
E2H-paradigm. 
 
The speaker guides us through the 
strategy map, which contains 10 
Life Areas. Businesses work on their 
value creation in the E2H ecosystem. 
Furthermore, they define their relation 
to their final customer: Are they an 
Enabler, Realizer, or Orchestrator? The 
latter is the closest to the customer 
when the Realizer provides for the final 
customer and the Enabler supports 
the two first roles. With the example 
of our - human - need to go from A to 
B, Julian Kawohl illustrated the roles 
of Google as the Orchestrator, VW 
the Realizer, and Knorr-Bremse as one 
of many Enablers.

We learned about the setup and 
the success factors for ecosystem 
business models with the example 
of Ping An: from the full integration 
of three Life Areas - Work, Health, 
and Living to their progression in all. 
Life Areas as Orchestrator, with the 
help of partners, and as a Realizer (= 
service provider) in multiple aspects 
of Chinese people. Strategic roles in 
the ecosystem are being taken into 
consideration too - focus, expansion, 
integration, and dominance. This 
contributes to greater clarity in 
strategic thinking, especially when 
defining the collaboration intention 
with partners.
 
Last but not least, Julian Kawohl 
derived our learnings with an energy 
case study. What decarbonized 
heating offers could look like in 
2030, including external players? 
Rapidly, additional roles and Life 
Areas could be identified. In less 
than 10 minutes, the case highlighted 
brilliantly how businesses can project 
themselves into the future, how it can 
foster collaboration across multiple 
industries, and bring clarity to the 
business strategy.
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The Energy Transition has meant 
a complete change of dynamics 
within the power market. From 
a vertical structure - generation 
to transmission to distribution 
- we are now moving towards a 
P2P network where the energy 
is managed through platform 
ecosystems. 
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19. Energy Transition towards P2P
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Increasing the EU’s Climate
ambition for 2030 and 2050
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and secure energy
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Accelerating the shift to 
sustainable and smart mobility

Financing the transition
Leave no one behind

(just transition)
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Green
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and flexibility due to consumers’ 
and prosumers’ empowerment

Balancing and congestion
management through better operation 
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trading

The roles are no longer the same either. We are now 
talking about prosumers. 

States Boyd “Energy is generated closer to home or to 
business, for example through solar panels, and then this 
energy is being stored. Sometimes it’s even pushed back 
to the grid for redistribution.” But how are APIs enabling 
that sort of ecosystem development?

This happens in a context where power supplies and 
energy consumption are being affected by geopolitical 
situations, such as the Russian invasion of Ukraine, which 
contribute to war profiting. As well as an evident consumer 
demand for alternative and renewable energy sources as 
a response to the climate crisis - something the European 
‘Green New Deal’ is presently pushing for.

Considering all these factors, Wallbox Chargers is 
seizing an opportunity to become a global leader for 
home charging. Asunción explains that “there is a huge 
transition to electric cars today and big companies like 
ABB or Schneider are focusing on that. But we are also 
seeing that people who buy an electric car immediately 
think of installing solar panels. So we want to become the 
energy management company for these customers.”

In ten years, the solution will be having the energy 
center at home, where you are able to coordinate 
everything, even redistributing to other users. 

To achieve that, Wallbox is now working on three main 
pillars: branding and design - essential to create a 
community that will enable a shift towards P2P - investing 
on a software infrastructure that provides a recurrent 
revenue - through parent transactions with third parties - 
and innovation. 

Around 30-40% of our budget goes to R&D and 
tech while more than half is dedicated to energy 
management. 

Both NTWKers agree that having open standards enables 
this sort of ecosystem. “The energy data is heavily blocked 
at the moment and there is a need for it to open up so that 
companies can have insight on what is going on at the 
moment”, says Boyd. 

With Europe’s five-year action plan for digitalizing 
the energy sector, it is a great time to advocate for 
greater data systems that allow new regulations and 
strategies to develop.

The fact that energy data is not as sensitive or 
private as that regarding health or finance could 
push for a balance where it could be protected by 
cybersecurity but not as closely restricted. There 

is a consensus that an accountability part should 
definitely be open. 

On that line, Wallbox offers its users the 
possibility to follow an Open Charge Point 
Protocol, although it is still not an automatic 
process. “We should move towards a model 
like the one in Shanghai, where all the chargers 
are under a regulation that obliges companies 
to report their data to a central system built by 
the government. We are working on getting to 

that P2P system but we are still not there”, says 
Asunción.

However, while energy management in Europe is 
approached from an eco-smart functionality angle, 

other countries such as the US have other concerns, 
mainly blackouts and unstable grid consumption. “The 
difficult part when going for an energy transition is having 
a global solution. There are different suppliers for each 
country that respond to specific needs”, concludes Boyd. 
What is clear is that a P2P transition is a right step in that 
direction. 

Peer-to-peer (P2P): model and benefits
Source: IRENA 2022
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Sharetribe is a software 
that helps entrepreneurs 
and organizations to build 
successful online marketplace 
businesses in a fast way. Its 
Co-Founder and CEO, Juho 
Makkonen, elaborated a 
series of ten steps to build a 
successful marketplace business
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20. Launch a Marketplace

COME UP WITH 
THE IDEA

According to Makkonen, it is 
important that this idea follows 
three criteria: that it serves a 
large enough market which really 
meets your commercial goals, 
that it is also highly fragmented 
and that there is a high purchase 
frequency. He adds that “The 
more it feels like a streamlike 
experience rather than a 
traditional e-commerce, the 
more attractive it is.” A company 
like Uber would tick all the boxes.

PICK A 
NICHE
One of the keys to building a 
successful marketplace business, 
says Makkonen, is picking a target 
customer. “It’s very important 
that you figure out the very 
specific group of people to 
whom you are catering and 
ensure that you can offer a 
great experience to them. 
Because that ends up affecting 
everything.” Our aim, he says, 
should be what Andrew Chen 
defines as the “atomic network 
concept.” That would be the 
smallest network needed that 
can stand on its own. An example 
is that of eBay, which started by 
focusing on collectors of a certain 
product and later expanded.

CHOOSE YOUR 
REVENUE 
MODEL
A study carried out by Sharetribe 
revealed that out of the top 100 
marketplaces in the world, more 
than 50% operate on a commission 
model and around 30% do so on 
a subscription or subscription 
plus commission model. This 
would be because the first one 
offers a low barrier to entry (for 
example, by allowing customers 
and providers to sign up for free) 
and they would only be charged 
if they actually got any value. For 
those industries where this model 
is not sustainable, a subscription 
model would be a better fit. This 
way, they would pay to get access 
to the pool of demand as well as 
other tools.

At this point, being transparent 
about how the model works 
and how the marketplace will 
get its benefit is important, as 
companies like Airbnb are now 
facing problems on this front.

VALIDATE THE 
PROBLEM ON 
BOTH SIDES
As marketplaces are two-sided, 
there is a problem to be solved 
on both ends: the customer’s side 
and the providers’ or sellers’ side. 
This step means “understanding 
what exactly that problem is, how 
they are currently solving it and 
offer them a solution idea that 
solves it better than the existing 
alternatives”, states Makkonen. 
What is your unique value 
proposition?

BUILD A 
MINIMUM VIABLE 
PLATFORM
This platform would not 
necessarily require any code 
writing and this would still put the 
focus on your atomic network. It 
could go from manual emailing 
or messaging a list of customers 
and suppliers to a simple landing 
page with a Typeform for them to 
sign up and describe their needs 
or a marketplace software like 
that of Sharetribe that allows you 
to quickly create a fully-fledged 
marketplace. The latter would also 
let you start testing your idea as 
well as processing transactions in 
a fully automated way. 

On this step, a path to scalability 
should also be defined. What 
steps should be followed moving 
forward? 

ONBOARD
SUPPLY

“Every marketplace business 
faces the ‘chicken and egg’ 
problem. In 95% of the cases, 
it is usually solved by focusing 
first on the suppliers rather 
than the customers”, Makkonen 
states. Offers and deals for first 
commissions or subscription fees 
are an interesting way of attracting 
them before launching. 

LAUNCH AS EARLY 
AS POSSIBLE

The real learning begins after the 
first launch. “It is important to 
remember that if your initial 
launch fails, you can always 
launch again. […] This moment 
doesn’t define your destiny”, 
he says. We should start with 
initially launching for a small niche 
and re-launch for bigger groups. 
At this point, hearing from the 
customers or users would be 
a good sign and an important 
motivation to improve. 

GET THE PROBLEM/
SOLUTION FIT

Checking whether your 
marketplace business is able to 
consistently facilitate transactions 
- exchanges of value - between 
both sides of your platform and 
whether you are being retributed 
for it. 

GET THE
PRODUCT/
MARKET FIT
This would mean that your 
business has a sizeable enough 
market. It can mostly be measured 
by having a strong liquidity - a 
percentage you should expect to 
be as high as possible -, a strong 
repeat purchase rate - an example 
is that of Etsy, with a purchase 
rate of approximately 40% - and 
unit economics, meaning that 
acquiring customers should not 
have a bigger cost than the actual 
transactions.

SCALE TO
NEW MARKETS

Entering one new market at a 
time, reaching product/market 
fit there and creating a playbook 
to repeat the process. It’s crucial 
to take the time to understand 
each market and the differences 
between them, as well as letting 
investors know the plan from the 
beginning. 
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DONALD DE WITTE
Webex Ecosystems

Partners Cisco

If Web1 was associated with the 
ability to read, Web2 has meant 
writing and sharing too, especially 
with the appearance of social 
media. Now, the main trait of 
Web3 is ownership, something 
closely tied to identity. How can 
we benefit from it?
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NFTs 
UTILITIES

IDENTITY
verification,KYC, asset security...

INTELLECTUAL
PROPERTY
Patents can be made easily 
verificable, transferrable, and 
could even earn royalties.

REAL ESTATE
Add capital efficiency 
to trillions of $ worth 
of assets.

MEMBERSHIPS
Verify members, update 
or reward them, easily 
transfer membership.

TICKETS
Artists can airdrop free stuff to everyone 
who’s ever attended their concerts live

MUSIC
Invest in an artist, and own a piece of 

their album rights.

IN-GAME ASSETS
You fought to earn that 

mythical sword You 
should own it, or trade it.

DOCUMENTS
NFTs can’t be easily forged 

like medical documents, 
invoices, contracts.

DOMAINS
+ usernames, emails and 

other digitial property

WEB 1.0
Information
Economy

WEB 2.0
Platform
Economy

WEB 3.0
Token

Economy

Read Read
Write

Read
Write

Execute

Xavier Simó, Founder & President, 
Inlea highlighted five key factors 
associated with web3. “In Web3 we 
have three dimensions (…), we need 
an avatar, a representation or image 
of ourselves, and it needs to be 
doing something... People go to the 
metaverse because they want to have 
fun, enjoy, spend time with people. 
Sociability is key (...) And people also 
want rewards, which could be in the 
form of cryptocurrencies... And if we 
have money in the metaverse we will 
want to buy things, which could be 
the NFTs, upon which we will have the 
ownership.” 

Going into the experience 
component, Peter Evans - Platform 
Strategy Institute - believes it is key 
for companies to be able to engage 
with customers. 

There’s going to be the architecture 
of the metaverse but unless there’s 
events and reasons to go here, it 
won’t be very interesting.

Those experiences could go from 
transactions to entertainment or 
knowledge. The latter, states Evans, is 
one area that has not been explored 
much and offers many possibilities. 
Avalara, a tax automation company 
based in Seattle has been 
experimenting in that sense. One of 
their user conferences was hosted 
inside the metaverse, where the 
attendees were invited to come in as 
well as to participate in an easter-egg-
hunt-like game to get rewards. Donald 
De Witte, from Webex Ecosystems 
Cisco, offers a business perspective 
on the matter. 

Before the pandemic, video 
conferencing used to be ‘person 
to person’. But you didn’t get the 
feeling of being a part of it. 

As Covid recedes, people are getting 
back in the office and we have a so-

called ‘hybrid workplace’. That means 
that there are people working both 
from inside and outside the board 
meeting room. Web3, says De Witte, 
has the potential to integrate all 
parts of that meeting, for example 
facilitating an immediate signature of 
documents.

In that professional context, however, 
there is a need for identity recognition 
and security. Companies like Cisco 
are currently working with partners 
who focus on that. In a world where 
having multiple avatars and wallets 
can mean having several identities, 
tools like face and fingerprint 
recognition or timed identity checks 
help maintaining a sense of security 
required by several sectors in the 
industry. Yet, as of now, there hasn’t 
been a silver bullet. Which is why all 
three networkers agree that in a P2P 
business model it is crucial to have 
trusted solution partners. “Even if the 
companies are completely different, 
and even if they are competitors, we 
need to work together to arrive to the 
same place”, states Simó. 

Regardless of the sector, there is 
a lot of experimentation going on 
around the different ways NFTs can 
be created, stored, bought and sold. 
According to Evans, NFTs offer such 

flexibility that companies 
are trying to define what 
the most valuable cases 
are. 

What is exciting is that 
in the digital world, 
where it was difficult to 
create value and control 
it, you can suddenly do 
it with NFTs.

Simó adds that “NFTs must be utilities, 
they must be used for something and 
not just as a collectible.” Therefore, 
user experience is a key aspect, 
as each token should be lived in a 
completely unique way. 

Some companies are working 
on building their presence in the 
metaverse in a valuable way, which 
implies augmenting the physical 
world with virtual technology as well 
as third party platform complements. 
As an example, Starbucks recently 
announced a modification to its 
famous corporate vision of being 
the “third place” between home and 
office.  The company is now seeking to 
expand its position as the third place 
to include digital experiences and 
just the physical experience of being 
at a brick and mortar store. Other fast 
food companies like McDonald’s are 
also investing in their digital stores, 
where you can order your food and it 
is automatically delivered. 

Nevertheless, some of the most 
interesting use cases might be the 
most ‘mundane’ ones, states Evans. 

Companies are constantly looking 
for ways to reduce costs and there 
are big costs associated with 
‘third party authentication’. One 
big benefit of Web3 could be to 
eliminate these costs. 

Areas like real estate, oil markets, 
delivery or diamond mining require 
costly verification processes that 
blockchain could be a solution 
for. This could mean that some of 
the existing broker and third-party 
authenticating businesses would be 
dramatically disrupted.
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Metaverse is inevitably a part of 
the scenario when thinking of 
Web3. But what is the metaverse? 
All three professionals agree that 
there is not one but many types 
of metaverse in constant change 
and evolution and therefore there 
is not one simple definition for it 
either.
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Healthcare and public sector

Insurance & financial sector

Consumer, Appareal, footwear, luxury, and retail

Media & entertainment

High Tech

Energy resources

Automotive, machinery, & assembly

Tourism

Falling behind

Leading

Current metaverse adoption
% of firms within industry that are metaverse adopters - have already launched

metaverse initiatives

Future
metaverse
investment,
Avg future
metaverse 
investment,
share of digital 
budget
(in 3-5 years)

Sectors leading metaverse adoption today also plan to dedicate a significant share of their digital 
investment budgets to metaverse

#TheN
TW

K
Sum

m
it2022

44

26

Connectivity with people

Explore digital worlds

10

5

Meet and collaborate with
remote colleagues

Purchase and trade NFTs

4Purchase and monetize
real estate

4

4

Create games and other VR
experiences

Customize avatars

2

1

Purchase real and 
virtual products

Attend concerts, trade 
shows, and learning events

59

41

Prefer at least one
activity virtually vs

physically

Prefer all
activities physically

Preference for at least one 
activity in virtual world 
compared to physical 
alternative*

Drivers of excitement for consumers who 
prefer virtual immersive virtual experience 
over similar activities in the physical world**
% of respondents

Alex Pesjak quotes a manifesto that states the principles 
that this cyberspace intends to have: “There is only one 
metaverse, the metaverse is for everyone and nobody 
controls the metaverse.”

Although that is not necessarily the current reality of this 
digital environment, having a set of pillars is key for its 
foundation and adaptation. Boeckenfeld believes that our 
ambition as a community should be asking ourselves how 
the metaverse can help us to improve our lives.

What is happening is that in this space you can socialize, 
you can love, you can play and earn. But you can do so 
much more.

This would even go beyond gaming - something we 
have seen in platforms like Fortnite, which now offers 
experiences related to music like concerts, or fashion in 
the form of wearables for the players. “We’re just entering 
more possibilities that the metaverse could open up. From 
events to business, e-commerce, … whatever we want”, 
states Garballo. “For me, it is basically about the value 
that is offered to the user. We are creating a social and 
finance economy that is good for everybody, not just the 
company”, he adds. 

One important specific use case, according to Garballo, 
would be in the healthcare sector, where the metaverse 
provides a space where surgical operations can be 
monitored remotely, as well as operations can be tested in 
3D. In the same way, such technology provides access to 
opportunities in the education field for those affected by 
different social or geopolitical contexts.

“When Steve Jobs talked about Apple, he went about it 
from a perspective of starting with the experiences and 
then finding the technology for them”, says Boeckenfeld. 
Those experiences are at hand, but what about technology? 
Garballo explains that:

During COVID-19 companies have grown a lot in their 
digital capabilities.

Examples like Shopify or Ikea show the adoption speed. 
We belief that Apple “glasses” are on the verge of being 
released. This is proof that technology is advancing faster 
than we can even imagine. Metaverse experiences are 
being embraced in a very natural way. People can make a 
living out of ‘play to earn’. 

At the end of the day, what it needs is an ecosystem 
play. Technical and experience development across 
all dimensions: from hardware to AI, processors, 
content, payment, governance… all those layers must 
come together, sums up Pesjak. 

However, there is also a downside to the metaverse, 
mainly related to sustainability. The metaverse is built on 
blockchain technology and consumes a big amount of 
energy pending the project and consensus mechanisms. 
Nevertheless, Boeckenfeld and Garballo are optimistic 
about the future. “We are becoming more efficient when 
it comes to power consumption and there are solutions 
being created, like Ethereum, which is moving from a 
system of “proof of work” to one of “proof of stake” as 
consensus methodology. Other NFTs are entirely focused 
on sustainability. One interesting example is that of 
“Omniverse”created by Nvidia, a project which replicates 
the Earth in the metaverse to understand the effects of 
climate change.

The main problem in the evolution of the Internet is 
that it has been controlled by the big corporations. 
But now we are building a metaverse from scratch, so 
we have to decide as a society which metaverse we 
would like to build, to own, states Garballo.

“For me, it is key that we focus on DAOs”, he adds. Big 
metaverse spaces such as Decentraland and Sandbox 
are currently owned by decentralized organisations that 
function as communities. “It should be like in the old days, 
where you farm and hunt and everything is not owned by 
one but the whole community. Democracy, human rights, 
ethics”, says Boeckenfeld.  While this may sound somewhat 
utopian, Boeckenfeld concludes with a quotation by J.P. 
Morgan to encourage us towards the metaverse.

The asymmetrical risk of not taking the chance to be 
a part of this development will be so high that you’d 
rather try and be in it. You have to move now.



ALEIX VALLS
CEO and Founder

LiquiD Lab Ventures
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2 As closing conclusions for 
this year’s Summit, Aleix Valls 
provides what, under his 
expertise, will be the most 
important trends to watch 
in 2022 and the upcoming 
years in the digital world. As a 
starting point, he remarks the 
importance that the pandemic 
has had in the sector, so 
much so that he ventures to 
differentiate this era as “b.C 
and a.C.”, before and after 
Coronavirus. 

The Great Dispersion

According to Valls, dispersion means 
“the reshaping of distribution, 
removing unnecessary friction 
costs.” Especially during the past two 
years, we have seen a speed-up of the 
adoption of technological and digital 
solutions that have been removing this 
friction. “Covid has been the starting 
point for this new trend”, he states. 
This is happening - and will continue 

to do so - at the scale of globalization, 
hand in hand with digitalization and 
will become a specific shareholder 
value for companies. Once again, the 
platform will be one of the business 
models that will leverage considerably 
on dispersion. 

Valls believes that dispersion will be 
present in many sectors, but there will 
be three areas that will be completely 
transformed due to this megatrend. 

Dispersion of Education

Looking at the evolution of college 
tuition and fees versus that of the 
Consumer Price Index in higher 
education in the U.S., we can see 
that CPI has increased 300 points 
while tuition prices have come up by 
1,400 points in the last 30 years. “The 
educational experience is the same 
but the prices have skyrocketed with 
no explanation.” 
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“During the pandemic - says Valls - we 
were able to deliver a decent training 
and tuition experience without the 
need of going to class.”

Because domestic students get loans 
and grants, the true ‘cash cows’ for 
the college business in the U.S., 
according to Valls, are international 
students. This means that dispersion 
is going to be a threat to the 
traditional model. In fact, it already is. 
Therefore, “we will see an increase 
of the funding of venture capital 
for EdTech companies. Higher 
education is a market that’s willing 
to be disrupted.” 

Dispersion of Health Care

An equally under-hyped sector is 
health care, which seems to not be 
sustainable at the moment. Looking 
at U.S. numbers again, we can see 
that the health care cost per capita is 
that of $11,000, while life expectancy 
keeps increasing. “We have a system 
that is getting more expensive every 
day and people are living longer. We 
are not able to keep this pace”, says 
Valls. 

Riding the wave of dispersion, are 
companies like Walmart or Amazon. 
While the first one has already started 
building health clinics for basic 
assistance which offer annual check-
ups for prices as low as $20-$30, the 
latter is about to “take the system by 
storm.” CVS, United Health and Zinga, 
the biggest health care employees 
providers in the U.S. are by now losing 
a lot of money to the big ‘antichrist’. 

Dispersion of Markets

Looking at the evolution of 
investments, Valls states that “a lot 
of companies have made buying and 
selling stocks a gambling instead of 
a professional thing.” This certainly 

makes the option of getting into 
the stock market more democratic 
and affordable, but the promotional 
campaigns from companies like 
Robinghood which entice investments 
without warning about the risks, lower 
the market prices dramatically. By 
2020, there were 205 SPACs with an 
aggregated value of around $300B, 
waiting for target companies to be 
acquired and listed. 

Valls states that the same thing is 
happening with crypto assets. As 
an example comparison, he talks 
about how the total value of Bitcoins 
is currently the same as the market 
value of a big company like Johnson 
& Johnson. 

Crypto assets are getting more 
traction. People are buying 
more bitcoins, more NFTs, etc.. 
Speculation, good or bad, is doing 
market.

More tech trends

Under-hyped

Start-ups related to developing 
emotional artificial intelligence are a 
big opportunity since, according to 
Valls, simulating empathy is currently 
an underhyped sector. “If AI is not 
able to create emotional relationships 
with people, it’s going to be really 
difficult for us to accept AI-based 
machines, services or products.” 

As new generations are much more 
focused on creativity and openness, 
the consumption of microdoses of 
psychedelic drugs, such as cannabis, 
in order to get in another state of 
mind makes this new line of business 
a new paradigm and an opportunity 
too. 

As mentioned before, clipping crypto 
seems to be on the rise. However, 
while its use “for people who want 
to get rich fast without working” is 
likely to burn out, its use “to create 
new experiences between clients and 
companies in ways such as ticketing 
or loyalty programs” is also a big 
opportunity. 

Finally, Valls points out another trend 
to grow in a near future. “During the 
pandemic, we discovered that we can 
do many more things at home than we 
were doing before. At the same time, 
we don’t want to go to the office to 
work anymore.” So business models 
that aim at repurposing physical 
spaces, such as vertical gardening or 
farming or parking lots will definately 
be on the rise. 

Over-hyped

On the other hand, the rise of 
exclusivity is, Valls thinks, over-hyped 
and will end up going down. “Projects 
like Clubhouse, an exclusive social 
media network for rich people who 
pay $1,000 monthly to be accepted 
and do the same they would be doing 
on Instagram for free, are not going 
to be sustainable businesses in the 
future, even if there’s currently a lot of 
money being pumped behind them.” 

Similarly to the case of crypto, 
Valls believes that the way we are 
understanding metaverse nowadays is 
overrated. “We are not taking the real 
value proposition from the real world 
and putting it into the metaverse. 
When that happens, it will be a full 
disruption and a game changer.” 

In conclusion, Valls states that “Web 
3.0. is coming harder, better and 
faster.” And to be ready for that, we 
need to switch from a CEO mentality 
to a founder one, because, he 
believes, founders build. 

During Covid we lost the capability 
of building. We have become a 
society that doesn’t ‘do’, but only 
‘manages’. When we discover that 
we are unable to make a mask to 
go out to the street, we have a 
problem. We need founders in 
place to solve this problem.

23. Overhyped & Underhyped Trends to watch in 2022
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Barcelona became the 
capital regarding Digital 
Business Models during 2 
days. An interaction of 17 
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INDUSTRIES INTERESTS

FEEDBACK
RESULTS

NPS 100

“It has been a great inspiration and networking 
opportunity - learned a lot in these two days - and 

had lots of fun with awesome NTWKers”
“Thanks to a wonderful and dedicated team, very 

nice atmosphere”
“Knowledgeable people sharing their views on NFTs 

with concrete examples” 
“Speakers were great, and a nice combination of 

theory and practical own experience” 
“Great panelists knowledgeable on ecommerce and 

marketplaces”
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EUROPE 16xCHALLENGE
“16x” refers to the growth challenge that European 
companies face in capturing their fair share of the global 
platform economy. Platform business models have been 
around for a long time but exploded in size and scale 
with the shift to web2. European consumers were quick to 
adopt the new services and goods provided by the web2 
platforms. However, European firms were not. 

Five strategies Europe can adopt to face the 
16xChallenge, according to Peter C. Evans:
1. Growing Platform StartUps
2. Expanding incumbent platforms
3. Seizing Web3 Opportunities
4. Building Pan European SuperApps
5. Investing in Building European Platform Talent & 

Leadership

Which are the blocking points we are facing? 
• Access to Funds: So let’s provide with funds, but also 

help funders giving tools and putting the pressure to 
ensure successful business. 

• Make financial regulation easier in regulated 
markets, employment law, and taxes; create a better 
tax system.

• Talent, better education: Validate, validate, validate; 
what is the same, ensure your Product Market Fit “If 
you really have a promising business idea, then work 
on these obstacles and don’t give up too early, just 
prove whether your business idea is bulletproof”, said 
Oliver Birk

• Mindset shift:  “...a lot of investors, a lot of companies 
are focused on growing revenue right off the bat. 
Many networks don’t work that way. You have to 
scale the network first, make the product useful, and 
then switch on monetization later. And I think a lot of 
companies and investors in Europe don’t really get 
that mindset shift”, according to Sameer Singh. 

• Reduce the digital gap: the best way to guarantee 
the same opportunities - independently of origins, 
social background and gender - is to start at a very 
young age giving access to the net, to equipment; and 
to knowledge on how to use both.

• Common infrastructure: The European cloud 
ecosystem Gaia-X provides a common set of protocols 
and rules to enable interoperability between different 
service and data providers. Customers can now 
select offers from different providers across platform 
boundaries. “Providing  a trust framework and open 
standards would start the shift  from a data platform 
economy to a true data economy”, Albert Peci.

What an incredible two days we had together in 
Barcelona at the first-ever TheNTWKSummit!

We welcomed 200 attendees from all over the world to 
take part in amazing keynotes, round table discussions, 
workshops, masterclasses, and networking sessions. We 
heard diverse perspectives on ecosystems, platforms, 
marketplaces, Web3, NTFs and the metaverse, and 
shone a spotlight on the retail, financial services, 
energy, and health sectors.

At TheNTWKSummit22 we had a few sentences that we 
were repeating constantly: “Participate to Learn” and 
“Let’s do Something big (Made in Europe). And our 
objective was to give tools to professionals to make a 
smooth transition from physical to digital assets. How 
to do that? Just putting into practice some of the 
discussions and advices we had, here are my takeaways, 
that you can go deeply at each chapter of the report:

MARINA PLANAS
CEO & Co-Founder of TheNTWK

Co-Chair of TheNTWKSummit
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ECOSYSTEMS
The world in 2030 will embed digital, connectedness, and 
increase sustainability in all areas of human life so a more 
human-centered paradigm with more holistic offerings 
driven by sustainability, by Julian Kawhol.

“The challenge is for companies to create shared common 
goods, infrastructures and collaborate instead of just 
dominating, which requires a big cultural shift for them”, 
by Simone Cicero. The future will be much more open, 
transparent, permissioned and decentralized.

Andrea Contri explained how to build an ecosystem: 
“...can start small - no need to boil the ocean -. Look 
to valuable opportunity spaces that were not possible 
before.” 

PLATFORMS
Platforms - networked-based business models - are 
disrupting every kind of industry. 

“Seeing platforms not only as services to enjoy but as 
a tool to foster innovation in established companies is 
the shift we look forward to with the Platform Thinking 
approach”, by Daniel Trabucchi.

“When the assets of corporations come together with the 
execution, the speed, and the digital understanding of 
startups: this is what we call corporate venture building”, 
by Matthias Walter

Which are the difference between B2C and B2B 
platforms?

Major differences are identified in the approach and 
relationship building toward users. While B2C users in 
most cases are also the users and “pay the bill”, in B2B 
platforms the decisions are taken by multiple users of the 
same company. This can cause slower growth and network 
effects as you need to convince more users with different 
objectives to participate and make decisions. At the same 
time, when you gain such customers, the final results are 
stable revenues in a SaaS business model.  

MARKETPLACES
“Marketplaces have more sales and higher valuations with 
less than 10% of employees and in less than 10% of the 
time than the traditional models”, according to Thomas 
McFadyen. That’s because:
• Platforms are multi-sided ecosystems. E-commerce 

follows a ‘pipeline’ model; consecutive steps and 
many labour-intensive activities; while platforms 
require a much smaller organisational team and the 
labour weight is shifted from the operating company 
to the third-party suppliers. 

• Existence of a nexus of rules, a standard ‘terms and 
conditions’ that apply to all sellers in that ecosystem. 

• A scaling network effect. Activity outsourcing inevitably 
makes marketplaces exponentially scaleable. 

Follow the 10 steps to launch a marketplace, by Juho 
Makkonen:
1. Come up with an idea, that solves a problem, highly 

fragmented and high purchase frequency
2. Choose your revenue model: to whom and when you 

are going to monetize your business.
3. Pick a niche
4. Validate the problem on both sides
5. Build a Minimum Viable platform
6. On board supply
7. Launch as early as possible
8. Get the problem/solution fit
9. Get the product market fit
10. Scale to new markets

NETWORK EFFECTS

Network effects can be attributed to 70% of the value 
created in technology. Even so, only a small set of 
companies have managed to crack their complexity. But, 
what are Network Effects? A product or service that 
becomes more valuable as more people use it.

“A lot of people tend to confuse virality and network 
effects. With network effects, growth leads to an increase 
in product value. If you have virality, growth just leads to 
more growth. So users just keep spreading the word. It’s 
dangerous to mix those two because you can end up with 
the assumption of the defensibility of a network effect. 
And then you find out later that actually that it is not 
defensible at all”, by Sameer Singh.

Advice on Network Effects, by Sameer Singh & Jake 
Jenner
• Measure: Drill down to the most basic atomic unit of 

your network and try to understand that because that’s 
where the network exists. All your metrics need to be 
at the level of the interaction.

• Be really specific about what the network effect is, 
what virality is, and how you basically trade off one for 
the other. 

• Try and figure out how to solve your Cold Start 
Problem. Consider that liquidity tends to be different 
for every single network.

From the startup point of view; how have the desired and 
valuable network effects impacted any business achieving 
the defensibility they provide? It’s their low cost, but so 
much power.
• Focus on building a great product for the underserved 

user in the early days. And that includes getting as 
much feedback from that user type as possible. 

• Add virality to your product. Once you’ve got that 
strong retention, make it really easy for those retained 
users who are advocates to products, who are in the 
network, to bring other people into the network. That 
will reduce the adoption friction.
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RETAIL
Like any big disruption, the transition 
from e-commerce to marketplaces 
is regarded by some with skepticism. 
But it is a natural evolution and 
marketplaces are not to replace 
e-commerce but to complement it, 
the same way e-commerce never 
replaced traditional retail. 

“They are trying to be more appealing 
to the customer. Integrating other 
brands means attracting more traffic 
because they are generating more 
opportunities to solve a customer 
problem”, by Victor del Pozo.

“It’s becoming more difficult to be 
profitable on the B2C. The cost of 
acquisition is going up.  I would 
say that it’s easier to find a product 
market fit in a marketplace than in 
your own B2C”, by Albert Fresneda.

“Being too dependent on one 
platform is too high of a risk and 
proposes selling on different channels 
or simply using the marketplace as 
a consumer acquisition tool”, by 
Thomas McFadyen.

BANKING AS A 
SERVICE
Banking-as-a-Service, or BaaS, is a 
great opportunity for existing banks, 
insurers, and wealth managers to 
reach a greater number of customers 
at a lower cost by teaming up with non-

financial businesses. Simon Torrance 
thinks that there is a “New generation 
of customers  who want things in a 
different way; more relevant, more 
affordable, more accessible.”

BaaS enables competition in financial 
services by enabling non-banks to 
offer core banking services. Innovation 
gets a push and customers get 
access to customer-friendly products. 
Moreover, it results in greater financial 
transparency. Third-party players 
focus on specific customer pain 
points.

HEALTH
Digitalizing the sector would 
involve a democratization of data 
too. Countries like Finland have 
already implemented national health 
databases. Such approaches require 
an improvement of data security 
and protection too, as well as new 
regulations that reduce bureaucracy 
and facilitate innovation and research. 

“It’s very important to work with 
multidisciplinary teams because it’s 
the best way to boost creativity and 
innovation. This is the key to changing 
things, specially in health, which is a 
very traditional sector. It requires 
people from different expertises and 
sectors as well as industries”, said 
Albert Valeta.

And let’s have a look on what happens 
at the metaverse, as it provides a 
space where surgical operations can 

be monitored remotely, as well as 
operations that can be tested in 3D.

ENERGY
The Energy Transition has meant a 
complete change of dynamics within 
the power market. From a vertical 
structure - generation to transmission 
to distribution - we are now moving 
towards a P2P network where the 
energy is managed through platform 
ecosystems.

“In 10 years, the solution will be 
having the energy center at home, 
where you are able to coordinate 
everything, even redistributing to 
other users”, by Enric Asunción.

“The fact that energy data is not as 
sensitive or private as that regarding 
health or finance could push for a 
balance where it could be protected 
by cybersecurity but not as closely 
restricted. There is a consensus 
that an accountability part should 
definitely be open”, by Mark Boyd.

However, while energy management 
in Europe is approached from an 
eco-smart functionality angle, other 
countries such as the US have other 
concerns, mainly blackouts and 
unstable grid consumption. The 
difficult part when going for an energy 
transition is having a global solution. 
What is clear is that a 2P2 transition is 
a right step in that direction. 

Existing Customers
(Standardised Products)

Direct Agent,
Brokers Partners

Your Products
Your Capabilities

Your Underwriting

Compliance & Capital

New Generation of Customers
(Relevant, accessible and affordable solutions)

New Data (Open Finance, Sensors)

Embedded Finance Operating Systems

Your Products

Your Capabilities

Your Underwriters

*Other Financial Services

Other FS Capabilities

Other Underwritters

Other VAS

Non-FS Capabilities

Compliance & Capital Other Compliance & Alternative Capital

Apps with Digital Wallets

Brands

Demand

Decision Support

Demand Aggregation

Real-time insights

Supply Orchestration

Supply

New Financial Services “Value Stack” emerging...

*Insurance, payments, credit cards, investments, loyalty, etc.
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Become a NTWKer and 
belong to the leading 
community on (platform) 
digital thinking!
If you are ready to transition and go beyond 
traditional business, TheNTWK is just the place 
for you. All our members help each other out 
in this process. How? We are a community of 
passionate members that share knowledge and 
expertise in the field of digital business models 
and innovation.

What we can offer to you or to your 
company?

- An initial assessment to identify the status 
quo of your idea, project, or business, doesn’t 
matter at the phase you are in. The Assessment 
will help you to identify the weak and strong 
aspects of your platform.
- The best-curated material of knowledge and 

expertise, regarding the moment of business 
transformation where you are. Access to 
exclusive content, events like TheNTWKTalks, 
every Thursday, workshops, courses, and more.

- TheNTWKTeam and NTWKers, will help you 
and guide you through all the transformation 
processes, launching, or other pivot moments 
you are going through with your business even 
your personal transformation.

Build personal relationships with thought 
leaders & professional peers that understand 
your needs because they have or are going 
through the same as you!

REQUEST ACCESS or CONTACT US for more 
information.

NFT
As we want to experiment by learning, we launched at 
TheNTWKSummit22 our genuine NFT (a dynamic one 
because we believe it should have utilities). But what is an 
NFT and why we are talking so much about it?

“NFT is just a unique number on the blockchain. And that 
unique number can be associated with a digital image or 
game asset or many other things as proof of ownership”, 
by Alun Evans.

The NFT does not necessarily include IP rights to the 
image or asset, which depends on the NFT’s terms and 
conditions. With US$44 billion in NFT sales last year many 
people see NFTs as a way to make money, but a lot of 
brands now look at NFTs as a way of monetizing and 
marketing their IP in ways that drive brand engagement.

We will see more and more projects where there is a utility 
to NFTs beyond just speculation and love for the brand. 
NFTs are becoming vehicles for co-creation between 
artists and fans which also creates new ways to engage 
with consumers.

METAVERSE

Some companies are working on building their presence in 
the metaverse in a valuable way, which implies augmenting 
the physical world with virtual technology as well as third-

party platform complements. So you can socialize, you 
can love, you can play and earn and so much more. The 
metaverse is built on blockchain technology and consumes 
a big amount of energy pending the project and consensus 
mechanisms. At the same time, we are becoming more 
efficient when it comes to power consumption and there 
are solutions being created, like Ethereum, which is 
moving from a system of “proof of work” to one of “proof 
of stake” as a consensus methodology.

WEB3

Do you know the difference between Web1, Web2, Web3?
• Web1: We can read
• Web2: Read and Write 
• Web3: Read, Write and Own. 
And the main characteristics are: openness, privacy and 
composability.

“With composability, you can combine all the building 
blocks of Web3, you can combine decentralized finance, 
with NFTs, you can combine it with the DAOs, so you 
have a community that invests together, so everything is 
open source”, by Maximillian Gutsche. 

“Web3, democratizes or decentralizes  the creative 
process. Not just because you create something, it means 
you have to let everybody in. In fact exclusivity creates 
an incentive for people to participate. And that’s what 
makes it valuable”, by Peter C. Evans.
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The best takeaway from our first TheNTWKSummit is the power of community, where values and passion 

are shared as a family. Thank you to the many speakers, panelists, moderators, facilitators, organizers, 

partners and sponsors whose enthusiasm and generosity made this event such a great success. I would like 

to thank each of the different NTWKers roles :

• Key Moderators, for all the work you did before, during and after TheNTWKSummit;

• Speakers, for saying yes without hesitation, and for sharing your valuable knowledge and experiences;

• Attendees, for your participation and contribution to enriching our summit;

• TheNTWK Team, especially to Bety Soca, the most versatile person I have ever worked with: talented 

and with a great attitude, supportive in all stages of the company and the event; Sabrina Guzmán, co-

Founder of TheNTWK, for conducting the parallel sessions and being part of the discussions; Flavia 

Consoli, for covering all the event on Social Networks; Anna Noakes Schulze, for always being ready 

to help and preparing your sessions, reading all the report and making notes, for being our fresh eyes! 

And last, but not least, Peter Evans, our Co-Chair for believing in TheNTWK since the first day we 

connected to you through LinkedIn during the lockdown.

Most importantly, we’ve had the opportunity to come together as a community for the first time in the 

pandemic era; to meet face to face, interact, and exchange the ideas that matter to us.

Marina Planas,
 CEO & Co-Founder TheNTWK

Co-Chair TheNTWKSummit 2022
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LEADING PARTNERS

Our Sponsors, we like to think of them as Partners. Together, we are 
helping Europe to face the 16xChallenge. 

Thanks for believing in us at TheNTWKSummit. As everybody knows, 
first summits are hard, and you were with us: 

Cambra de Comerç de Barcelona, Generalitat de Catalunya, DevCenter,
Fastbreak.one, Flyingrhino, McFadyen Digital, MeWell, Monom, Pass 

Media, Teralco Group, Wallbox.

We are already working on the next edition. 
Do you want to be an Sponsor or Speaker?

CLICK HERE TO JOIN or CONTACT US for more information. 

https://www.the-ntwk.com/summit-sponsor-or-speaker
mailto:contact%40the-ntwk.com?subject=I%20want%20to%20be%20an%20Sponsor%20or%20Speaker
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