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You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
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back
to our question: what really is
a business meodel?
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descnbes the rationale of how
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CUSTOMER SEGMENTS

b

For whom are we creating value? e are
ouf wmost important customers?



VALUE PROPOSITIONS

What value do we deliver to the customer? Which one of our customer's problems
are we helping to solve? Which customer needs are we satisfuying? What bundles of
Preducts and services are we offering to each Customer Seqment?
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Through which Channels do our Customer Seqments want to be reached? How are we
reaching them wowl How are sur Channels i'vﬂ:tsrntﬁd? Which enes work best? Which
ones are most cost-efficient? How are we integrating themw with customer routines?



What type of relationship does each of our Customer Seqments expect us to establish
and maintain with thew? Which ones have we established? How costly are they? How are
they inteqrated with the rest of our business wedel?



For what value are our customers really willing to Pav?l For what do they
currently pay? How are they currently paying? How weould they prefer to pay? How
wuch does each Zevenue Stream contribute to overall revenues?



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



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



Whe are our Key Partners? ke are our key suppliers? Wich Key Resources are we
acquiting from pPartners? Which Key Activities do partners perform?



What are the most important costs imherent in our business medel? Which Key
Resources are most expensive? Which Key Activities are most expensive?







key value customer
activities Proposition relationships
hx‘“‘x, P
j E“H«H .
: _—
ey > W& \\ 5 customer
Partwers L 3 P;C-tufe g‘ o ‘: ~\_S€qments
business, ism't 2 4
Q\
‘
/ :‘__ __..- =
1 Sy i ...f::’
_. o I,,
E\-S:H ff
N /
r IK{ fl‘
/ b4 / \
cost ;J; / \
structure / key / \xk

resources /

I\&hﬁm neéls




ey valué cuStomer
activities Ploposition relationships

S

nou
let’'s turm this
c-nnﬁﬁp‘t mto a

cusStomer

h__i?,-@f %?ﬁﬂﬁﬁﬁfm

Key
Partwners /

. I 7 \
é::'" m '& *%:F F, 4 4 II." : lI"'lll

P i

2 (" ety %'ﬁ"‘fi_,;”’ ey ,f'! 1*.1
resources / \channels






KEY
PARTNERS ~

CUSTOMER

. SEGMENTS




KEY

KEY

PARTNERS ACTIVITIES

KEY
RESOURCES

OFFER

CUSTORER
RELATIONSHIPS

CHANNELS

CUSTOMER
SEGAMENTS

COST STRUCTURE

REVENUE STREA




THE BUSHUESS AMODEL CAUVAS

KEY KEY OFFER CUSTOMER CUSTOMER
PARTNERS ACTIVITIES RELATIONSHIPS SEGAENTS

KEY CHANNELS
RESOURCES

COST STRUCTURE REVENULE STRE




THE BUSHUESS AMODEL CAUVAS

KEY KEY OFFER CUSTOMER CUSTOMER
PARTNERS ACTIVITIES RELATIONSHIPS SEGAENTS

KEY CHANNELS
RESOURCES

COST STRUCTURE REVENULE STRE




THE BUSIMESS MODEL CAUVAS

KEY KEY OFFER CUSTORNER CUSTOMER
PARTNERS ACTIVITIES ATIONSHIPS SEGRAENTS
NoL)

you can start
sketching out your
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The Business Model Canvas
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