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ANUGaINIT (Need)

ANUAAIIY (Expectation)
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VRIO MODEL

Valuable Rare Hard to Imitate Organized to Exploit
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Valuable + Rare = Temporary

Valuable + Rare Valuable + Rare

Competitive Advantage + Difficult to + Difficult to
Imitate = Imitate +
Sustainable Organized to
Competitive Exploit = Core
Advantage Competence
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Valuable + Rare Valuable + Rare
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el Canvas

Key Partners Key Activities u Value Propositions - Customer Relationships Q@ Customer Segments

Creating relationships Walkbug helps tourists, research tool for Tourists
with tour operators and new to the city and tourists, new to city,

Local institutions locals get to know and locals
businesses city they are in Hobbyists

C : iti i.e. birdwatchers,
reating tour communities photographers,

Walkbug helps hobbyists 1-on-1 partnerships etc.
T find great/hidden places with institutions
our to practice their hobb :
= i y New to Cit

ublic parks,
social (twitter, facebook) gu\s P

Cost Structure @ Revenue Streams é
Sales Production Marketing White-label _
?UtreaCh t? website/app, community building SUbJ(SCﬂPtIC;ﬂSl Lgca:‘tpl:lSlneSS
our operators community support CUS. orr!lzq Ions aaverising
and |nSt|tut|0nS for lnstltutlons

@ @ @ | DESIGNED BY: Business Model Foundry AG r z r
The makers of Business Model Generation and Strategyzer

This work s licensed under the Creative Commons Attribution-Share Allke 3.0 Unported License. To view a copy of this license, visit:

http//creativecommons orgflicenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, Caltffornia, 95105, USA Stfategyzef. Com
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The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

&

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Praoduction
Problem Solving
Platform/Network

Key Resources

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

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

il

Designed for:

Value Propositions

What value do we deliver to the customer?
wWhich one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done"
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company'’s products and services?
2. Evaluation

How do we help customers evaluate our organization's Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Muilti-sided Platform

Version:

2

Cost Structure

What are the most important costs inherent in our business model?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES

Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

FIXED PRICING

List Price

Product feature dependent
Customer segment
dependent

DYNAMIC PRICING
Negotiation (bargaining)
Yield Management
Real-time-Market

Volume dependent




Designed for: Designed by: Date: Version:

The Business Model Canvas @

Key Partners 69 Key Activities Value Propositions ﬁ% Customer Relationships ' Customer Segments }1

Who are our Key Partners? What Key Activities do our Value Propositions require? What value do we deliver to the customer? What type of relationship does each of our For whom are we creating value?
Who are our key suppliers? Our Distribution Channels? Which one of our customer’s problems are we Customer Segments expect us to establish Who are our most important customers?
Customer Relationships? helping to solve? and maintain with them?

Which Kev Resources are we acauairing from partners?

Designed for: Designed by: Date: Version:

The Business Model Canvas

Cost Structure 4 Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propasition)

TYPES FIXED PRICING DYNAMIC PRICING
SAMPLE CHARACTERISTICS Asset sale List Price Negotiation (bargaining)
Fixed Costs (salaries, rents, utilities) Usage fee Product feature dependent Yield Management
Variable costs Subscription Fees Customer segment Real-time-Market
Economies of scale Lending/Renting/Leasing dependent
Economies of scope Licensing Volume dependent

Brokerage fees

Advertising



The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS

Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

&

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Praoduction
Problem Solving
Platform/Network

Key Resources

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

TYPES OF RESOURCES

Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

il

Designed for:

Value Propositions

What value do we deliver to the customer?
wWhich one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done"
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we

Designed by:

Customer Relationships

\ What type of relationship does each of our
Cusjgmer Segments expect us to establish
and witain with them?

Which ones e we established?

How are they in rated with the rest of our
business model? \

How costly are they?

EXAMPLES \

Personal assistance \

Dedicated Personal Assistance

Self-Service

Automated Services \
Communities

Co-creation

helping to solve?

What bundles of products and services are we

offering to each Customer Segment?

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

AN

Which customer needs are we satisfying?

CHARACTERISTICS
Newness
Performance
Customization
“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2




The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

&

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Praoduction
Problem Solving
Platform/Network

Key Resoul

What Key Resources do our '
Our Distribution Channels? C
Revenue Streams?

TYPES OF RESOURCES

Designed for:

Value Propositions

What value do we deliver to the customer?
wWhich one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

et s el gy For whom are we creating value?

Human
Financial

=K

Customer Segments

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Date: Version:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market
Niche Market

Segmented
Diversified
Multi-sided Piatform /

7

7

Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope



The Business Model Canvas

Key Partners 69 Key Activities
What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?
Revenue streams?

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS CATERGORIES

Optimization and economy Praoduction .
Reduction of risk and uncertainty Problem Solving
Platform/Network

Acquisition of particular resources and activities

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization’s Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Designed for:

Value Propositions

What value do we deliver to the customer?
wWhich one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done"
Design

Brand/Status

Price
ract Paciirtinn

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

—

—

Channels e

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company'’s products and services?
2. Evaluation

How do we help customers evaluate our organization's Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?
4. Delivery

How do we deliver a Value Proposition to customers?
5. After sales

How do we provide post-purchase customer support?

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2

venue Streams

iat value are our customers really willing to pay?
1iat do they currently pay?
re they currently paying?
'ould they prefer to pay?

wch does each Revenue Stream contribute to overall revenues?

ile

ee

ation Fees
YRenting/Leasing
=}

ge fees

iing

FIXED PRICING
List Price

Product feature dependent
Customer segment

dependent

DYNAMIC PRICING
Negotiation (bargaining)
Yield Management
Real-time-Market

Volume dependent
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Key Partners 69 Key Activities a Value Propositions Customer Relationships Customer Segments }1

Who are our Key Partners? What Key Activities do our Value Propositions require? What value do we deliver to the customer? What type of relationship does each of our / For whom are we creating value?
Who are our key suppliers? Our Distribution Channels? Which one of our customer’s problems are we Customer Segments expect us to establish Who are our most important customers?
Which Key Resources are we acquairing from partners? Customer Relationships? helping to solve? and maintain with them? /
Which Key Activities do partners perform? Revenue streams? What bundles of products and services are we Which ones have we established? Mass Market
offering to each Customer Segment? How are they integrated with the Aof our Niche Market
MOTIVATIONS FOR PARTNERSHIPS CATERGORIES Which customer needs are we satisfying? business model? 59.9”’?;’.’2,"
Optimization and economy Production ? / Olversive
Reduction of risk and uncertainty Problem Solving CHMARACTCRIETIES HEF Gl fai- Ao R OIm
it i Wit Piatform/Network
Acquisition of particular resources and activities Newness EXAMPLES /
Perform‘ancg Personal assistance
Customization Dedicated nal Assistance
"Getting the Job Done” Self-Serv
Design Auytomated Services
Brand/Status mmunities
Price Co-creation

ract Paciirtinn /

Customer Relationships

Channels s

Through which Channels do our Customer Segments

What type of relationship does each of our

How are we reaching them now?

Customer Segments expect us to establish How are cur Crameisntegratec?

an d m ai n tai n W i th th e m? How are we integrating them with customer routines?

Which ones have we established? L NOIOSS  ess aboutour company’s roducts and services

2. Evaluation

H O'W a re t h ey i n te g rated W i t h t h e res t Of 0 u r . :::::Sge help customers evaluate our organization’s Value Proposition?

How do we allow customers to purchase specific products and services?

business model? v b i st ot
How costly are they?

How do we provide post-purchase customer support?

EXAMPLES
Personal assistance
Dedicated Personal Assistance

Self-Service
Automated Services venue Streams
Comm Unitfes iat value are our customers really willing to pay?

1iat do they currently pay?

CO'Crea tion re they currently paying?

'ould they prefer to pay?
wch does each Revenue Stream contribute to overall revenues?

FIXED PRICING DYNAMIC PRICING
ile List Price Negotiation (bargaining)
ee Product feature dependent Yield Management
ation Fees Customer segment Real-time-Market
YRenting/Leasing dependent
le] Volume dependent
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Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES

Asset sale

Usage fee

Subscription Fees
Lending/Renting/Leasing
Licensing

Brokerage fees
Advertising

FIXED PRICING

List Price

Product feature dependent
Customer segment
dependent

Volume dependent

Designed for:

DYNAMIC PRICING
Negotiation (bargaining)
Yield Management
Real-time-Market

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish

Date: Version:

Customer Segments L §

For whom are we creating value?
Who are our most important customers?

and maintain with them?

Which ones have we established? Mass Market

How are they integrated with the rest of our Niche Market

business model? Segmented
Diversified

5
How costly are they- Multi-sided Platform

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Auvutomated Services
Communities
Co-creation

N

N
Channels \ s

Through which Channels do our Customer Segments \
want to be reached?

How are we reaching them now?

How are our Channels integrated? \

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines? \

CHANNEL PHASES
1. Awareness

How do we raise awareness about our company's products and services?

2. Evaluation
How do we help customers evaluate our organization's Value Proposition? \
3. Purchase
How do we allow customers to purchase specific products and services?
4, Delivery \
How do we deliver a Value Proposition to customers?
5. After sales
How do we provide post-purchase customer support? \

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES FIXED PRICING DYNAMIC PRICING

Asset sale List Price Negotiation (bargaining)
Usage fee Product feature dependent Yield Management
Subscription Fees Customer segment Real-time-Market
Lending/Renting/Leasing dependent

Licensing Volume dependent

Brokerage fees
Advertising
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Customer Relationships Q@

2

Value Propositions ﬁ% Customer Segments

8

Key Partners 24 Key Activities
G

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Praoduction
Problem Solving
Platform/Network

Key Resources

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

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

il

What veiigg do we deliver to the customer?
Which one of ou%tomer's problems are we

helping to solver

What bundles of products%services are we

offering to each Customer Segment?

Which customer needs are we satisfying? .

CHARACTERISTICS
Newness
Performance
Customization

“Getting the Job Done”

Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Cost Structure

What are the most important costs inherent in our business model?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

AN

—~—

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self—sk

Auvtomated Serw’ce‘
Communities
Co-creation \

Key Activities

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

What Key Activities do our Value Propositions require?

Our Distribution Channels?
Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network
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Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

&

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Praoduction
Problem Solving
Platform/Network

Designed for:

Value Propositions

What value do we deliver to the customer?
wWhich one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done"
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Key Resources

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

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

@ -

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

AN

=K

Ke

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Resources _ _ - - -

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

TYPES OF RESOURCES
Physical
Intellectual (brand patents, copyrights, data)
Human

Financial

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2
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Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities
~

What wctivities do our Value Propositions require?
Our Distribution Channels?

Customer Relati%s.’

Revenue streams? —

CATERGORIES .
Production \

Problem Solving
Platform/Network

Key

What Key

~—

Designed for:

Value Propositions

What value do we deliver to the customer?
wWhich one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
“Getting the Job Done"
Desig

Brand/Status
Price ~
Cost Reduction \

Key Partners

Who are our Key Partners?

Our Distri Who are our key suppliers?

Revenue S

Which Key Resources are we acquairing from partners?

Physical
Intellectual (

Human Which Key Activities do partners perform?

Financial

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1S YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)

Value Driven (focused on value creation, premium value propaosition)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy
Reduction of risk and uncertainty

Acquisition of particular resources and activities

Designed by:

Customer Relationships Q@

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Date:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Version:

2
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Customer Relationships QP | Customer Segments L §

What type of relationship does each of our For whom are we creating value?
Customer Segments expect us to establish Who are our most important customers?
and maintain with them?
Which ones have we established? Mass Market
How are they integrated with the rest of our Niche Market
business model? Segmented
- Diversified
How COStIy are they’ Multi-sided Platform
EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Auvutomated Services
Communities

What are the most important costs inherent in our business model? I

Which Key Resources are most expensive? I
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE I

Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcfng’
Value Driven (focused on value creation, premium value proposition)

Channels s

SAMPLE CHARACTERISTICS I ®

Through which Channels do our Customer Segments

Fixed Costs (salaries, rents, utilities) want to be reached?
. How are we reaching them now?
Vaﬂabfe COStS I How are our Channeﬁs integrated?
H Which ones work best?
Econom}es Of Scaje Which ones are most cost-efficient?
Economies Of SCODE I How are we integrating them with customer routines?

1. Awareness

How do we raise awareness about our company'’s products and services?
2. Evaluation

How do we help customers evaluate our organization's Value Proposition?
3. Purchase

How do we allow customers to purchase specific products and services?

4. Delivery

How do we deliver a Value Proposition to customers?

5. After sales
How do we provide post-purchase customer support?

Cost Structure Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

1B ¥OUR BUBINESS:MORE ) i . ; p ? How much does each Revenue Stream contribute to overall revenues?
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value propasition)
TYPES FIXED PRICING DYNAMIC PRICING
Asset sale List Price Negotiation (bargaining)

SAMPLE CHARACTERISTICS

Fixed Costs (salaries, rents, utilities) Usage fee Product feature dependent Yield Management
Variable costs Subscription Fees Customer segment Real-time-Market
Economies of scale Lending/Renting/Leasing dependent

Licensing Volume dependent

Economies of scope
Brokerage fees

Advertising
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Starbucks Business Model ‘é‘}é

&

~/
Key Partnerships Key Activities Value Propositions Customer Relationships Customer Segments
87 _ Long term ‘
Marketing Unique coffee Coffee
Coffee growers co-created with | affectionados
customer

.

R&D
Loyal |
Supply Chain Third place Mobile
management h‘:::“:e:: dt?hee professionals
Specif?llzed office
coffee
machine ﬁ ¢
makers Channels s
¢
People Retail | ‘
stores ' .

Brand Students

A place to
hangout with

friends, do
homework

Packaging
and bottling
plants
Cost Structure
Coffee and Marketing &
milk R&D e

0
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Business Model Canvas

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
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Workshop 4 : Ecosystem
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Workshop 7 : Ecosystem Goods & Services
Infographic Ecosystem Goods & Services
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Workshop 8 : Infrastructure
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Workshop 8 : Infrastructure
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Workshop 9 : Agricultural Governance
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The Learning Pyramid

Knowledge Retention Rates
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Workshop 10 : Learning ability
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Workshop 10 : Learning ability
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VRIO MODEL

Valuable Rare Hard to Imitate Organized to Exploit
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