Reinvent your Business
PART1: BUSINESS MODEL DESIGN
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BUSINESS MODEL
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The Business Model Canvas

Ko

Soes0
Your ldea
Cmitd el by one S
The Business Model Canvas

Vour ldea

Key Part: Key Activit Value P it =2 | Custc Relationshi Custs S t

o B & | eyactiities @ | vaue propositions & | costomer relavonship Q@ [ customer segmen 9
Vour ldea
Your ldea

.
Key Resources e Channels | )

Vour ldea
Vour ldea

Cost Structure 6 Revenue Streams é

@eee®

copyright Canvas. Strategyzer AG

ik otatroebs et

Sketch templateby

Tobias Tiefert | Branding & User Experience
ol

(®strategyzer

strategyzer.com

HTTPS://VIMEOG.COM/74

350794

14

7/8/2022



/INTRO %

VPD

An Integrated Zoom out
Suite of Tools

The Value Proposition Canvas is the
tool at the center of this book. It makes
value propositions visible and tangible

and thus easier to discuss and manage. O I o
It perfectly integrates with the Business

0

Model Canvas and the Environment | |
Map, two tools that are discussed in

detail in Business Model Generation,” O
the sister book to this one. Together,

they shape the foundation of a suite
of business tools.

The Value Proposition Canvas zooms
into the details of two of the building I
blocks of the Business Model Canvas.

Zoom in

*Business Maclel Generation, Osterwalder and Pigneur, 2070,
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Feasibility
Can we
deliver it? .

Desirability

Do customers
want it?

Viability

What is it worth?
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Feasibility
Can we
deliver it?

A

Viability )

What is it worth?

Desirability

Do customers
want it?
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Customer Segments
which customers and users are you serving?
which jobs do they really want to get done? .
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DO YOV KNOW WHO YOUR CUSTOMERS ARE?

1513 Iy gnAnsiae las?

19

NANANA
q q]

= Mass Market (gndinianig
= Niche Market @nfnunu)
" Segmented gnammuangw)

= Diversified @nmwanvias)

= Multi-Sided Platforms or Multi-Sided Market gnfmviae
M)

20

7/8/2022

10



7/8/2022

m3usgnauilungu (Segmentation)

Smeulavsegs
aNANUBRIIABLAT

11



MILAUDAA
Value Proposition

what are you offering them? what is that
getting done for them? do they care?

23
Seeing the world Seeing the world
through Vs. through
the eyes of the the perspective
customer of the company
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® Newness (ANauaniual)
® performance (U9e@N5n1N, aNIInUeANNEINNIN)
® Customization (msmnemaadamwé’iaamsﬁ'mmzlmza)mmgnﬁﬁ)
" Getting the Job Done (M3 l#NUGW)
® Design (N1328nkuUy) Brand/Status (meﬁl A0UY)
® Price (91@)
" Cost Reduction (MIaAGHA)
" Risk Reduction (M3IanANaLEes)
= Accessibility (ML)

® Convenience / Usability (@agzain / ms‘lfi’a’m&’lﬂ)
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Channels

how does each customer segment want to be reached?
through which interaction points?
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Customer Journey

Channel Types Channel Phases
Sales force
-
o
e £
3 o  Web sales 1. Awareness 2, Evaluation 3. Purchase 4, Delivery 5. After sales
How do we raise aware- How do we help custom-  How do we allow custom-  How do we deliver a Value  How do we provide
ness about our company’s  ers evaluate our organiza-  ers to purchase specific Proposition to customers?  post-purchase customer
Own stores i e i B
products and services? tion's Value Proposition? products and services? support?
ﬁ Partner
E E stores
59
& Wholesaler
31
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Customer Relationships
what relationships are you establishing with each segment?
personal? automated? acquisitive? retentive?
32
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Personal Assistance (mi"ﬁ’mmﬁadauqﬂﬂa)

Dedicated Personal Assistance (mi"ﬁ’mmﬁadauqﬂﬂa

WULNLA)
Self-Service (NNUIN1IAILDI)

. ¥ Aa o wa
Services (NI WLIN15AL1aIA)
Communities (AN2W)

Co-Creation (MN33IX&319)
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Revenue Streams
what are customers really willing to pay for? how?
are you generating transactional or recurring revenues?
34
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Asset Sale (NMFVI1VFRALALINT)

Usage Fee (N13AAAT1Z9114)

Subscription Fees (NM3AAANENITN)
Lending/Renting/Leasing (M3 laa/mislmsvnslviznga)
Licensing (m‘smﬂamaﬂ%{)
BrokaageFees(nﬂiaﬂdﬁuﬂﬂﬁﬁﬂ)

Advertising (nM13AAA1laIwI4N)
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Feasibility
Can we
deliver it?

Desirability
Do customers
want it?

Viability )

What is it worth?
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Key Resources
which resources underpin your business model?
which assets are essential?
38
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Physical (a%ﬂ%wﬁ)

Intellectual (Qﬁﬂmuty'])

*ANTUMT

6
* URNT
*LARARAUNIINITAN
1 ' d
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Financial (qu%)
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Key Activities
which activities do you need to perform well in
your business model? what is crucial?
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® Production (n’l‘ma@l)
. [9)
® Problem Solving (ﬂ’ﬁl,mﬂmuvi’])
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* Platform/Network (320U / LAT2218)

* AT W) LLﬂZ@JLLaiz‘UU
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Key Partners
which partners and suppliers leverage your model?
who do you need to rely on?
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® Strategic Alliances between Non-Competitors
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® Cooperation: Strategic Partnerships between Competitors
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(ﬂ’lii‘]&lﬁﬂlﬂﬂ’lzﬂ% lﬂ%ﬂ%ﬁ&l@l‘it‘lﬁdﬂaE!‘Ylﬁ‘iz‘lfi‘i'l\‘lﬂ‘i‘isl"ﬂﬁ
@) 1 T
lwaudeni)
® Buyer-Supplier Relationships to Assure Reliable Supplies
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Feasibility Desirability
Can we Do customers
deliver it? want it?
Viability
What is it worth?
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Revenue Streams

are you generating transactional or recurring revenues?

what are customers really willing to pay for? how? ‘
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Cost Structure
1
what is the resulting co%t structure?
which key elements drive your costs?
46
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® Cost-Driven (L0 1h111)

® Value-Driven (l,‘ix%qmﬂ"l)

" Fixed Costs (AuN®HAITN)

® Variable Costs (ﬁ%n%ﬁmtﬂi)

® Economies of Scale (NM5U3:HEIANANIA — BINFANIN
AW EI61)

® Economies of Scope (MM3UssHaNNNVALLUG — BIVDULVA
N9 ARNHEIG)
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The Business Model Canvas

[
(N

This tool resembles a painter's canvas — preformat-
ted with the nine blocks — which allows you to paint
pictures of new or existing business models.

The Business Model Canvas works best when printed
out on alarge surface so groups of people can jointly
start sketching and discussing business model
elements with Post-it® notes or board markers.

It is a hands-on tool that fosters understanding,

discussion, creativity, and analysis
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The Business Model Canvas
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Types of Business Models

* eCommerce

* Freemium

Flickr
KP & |KA gl GIR 2[CS &
— MASS CUSTOMIZED
MANAGEMENT SWITCHING COSTS
exsuntusess |
yaHoo! KR ‘;"_ "m:m" CH \'J Hmn;'[&;u,m
FLICKR PLATFORM FLICKR.COM
BRAND YAHOO.COM
C$ v 4 PLATFORM DEVELOPMENT k
STORAGE COSTS ANNUAL SUBSCRIPTION PRO ACCOUNT

e
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Types of Business Models

e Platform
* Saas

K & KA (]
Murkeltinp
£i6ales CRM as Personal Enterprises
a service assistance of all sizes
Third-party Platform
apps and development
software
solution R : Platform
providers K Cloud 2w asa CRM
infrastructure seryice platform
CRM platform T Cloud
Force.com Access ¥ L IDevel s
Einstein to users
4 [=
- les un
Markeltinn infrastructure share
& sales
Software Subscription
development fees

Salesforce.com Business Model

KP

KA&ATFOR M

MANAGEMENT,
MANAGING
SERVICES,
EXPANDING
REACH

VP (R

TARGETED ADS
FREE SEARCH

KR

SEARCH
PLATFORM

MONETIZING

content - | CH

s £

ADVERTISERS
WEB SURFERS

CONTENT
OWNERS

Ct &3

PLATFORM COSTS

FREE

L
R$ %' KEYWORD AUCTIONS
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Types of Business Models

* Subscription
0.0

Conversion |
& churn

management 2
. Free music

o streaming
User

Music acquisition
labels

SRS Premium

premium music
user base streaming

Platform
Users

Royalties
0 for premium

Royalties for i

free users

Music
lovers

Premium
users

Advertisers

Premium Ad revenues
subscription
Free
service
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