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The Business Model Canvas """ Designed by:

Iteration:
Key Partners @ Key Activities Value Propositions Customer Relatianshin Customer Segments
Who are our Key Partners? What Key Activities do our What value do we deliver to the \C/VW?f type of relationship does each of our
Who are our key suppliers? Value Propositions require? customer? Sggfgﬂfg expect us to establish and maintain For whom are we creating value?
Which Key R Our Distribution Channels? Which one of our customer’s problems | with them? Who are our most important
ol er/ esourges a;e We Customer Relationships? are we helping to solve? \QVh'CW ones ha,vte WeteS'iab, Skﬁtehd? . customers?
acauiring frrom partners: 5 - ow are they integrated with the rest of our
ﬂ, h 5 MM Pl d Revenue streams: What bundles of products and services | 1) diess model?
Which Key Activities do partners are we offering to each Customer How costly are they? Nl ket
peﬂ(Orm? CATEGORIES Segment? Sel;nfentg; !
Production : . .
MOTIVATIONS FOR PARTNERSHIPS: Problem Solving Wh\Ch CLISJ[Omer ﬂeedS are We SoaTPLE f\jé;v?trflﬁc?dd Platf
C ' Platform/Network P erspnal assistance uit-sided Hatjorm
Optimization qnd economy : f P, Dedicated Personal Assistance
Reduction of risk and uncertainty Sat‘S y‘ 1 g . Self-Service
Acquisition of particular resources and activities Automated Services
CHARACTERISTICS O ties
Newja;ness gozggl’?ilotilq
Perjormance
Customization
“Ge?ting the Job Done”
Key Resources Brand)Status Channels
Price
What Key Resources do our gi,’;}:ﬁgggﬁggg Through which Channels do ogr Customer
L e \ Accessibility Segments want to be reached:
Value .PFQDOS.\JUOHS requlre: Convenience/Usability How are we reaching them novv??
Our Distribution Channels? OW AT our Lhannels integrated:
. . Which ones work best?
Customer Relationships: Which ones are most cost-efficient?
Revenue Streams? How are we integrating them with customer
| ‘outines?
;;ZPE.S OZF RESOURCES CHANNEL PHASES:
Sicda
I nt)f/ellectual (b rand patents, copy rightS) data) UIL:T‘(A)/\CAZ/rlee\iSe raise awareness about our company’s products and services?
Human . Evaluation
Financial How do we help customers evaluate our organization’s Value Proposition?

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

+Delivery

How do we deliver a Value Proposition to customers?
sAfter sales

How do we provide post-purchase customer support?

Cost Structure Revenue Streams
What are the most important costs innherent in our business model? For what value are our customers really willing to pay’?
Which Key Resources are most expensive? For what do they currently pay?
Which Key Activities are most expensive? How are they currently paying?
IS YOUR BUSINESS MORE: How would they prefer to pay?
ost Driven (leanest cost structure, low price value proposition, maxi omation, extensive outsourcin lue Driven (focused on value creatio -
e s valhe oronattiony e, (ow price valie proposition, maximum automation, extensive outsourcing) Vatue Driven (foeused on value creation How much does each Revenue Stream contribute to overall revenues?
SAMPLE CHARACTERISTICS: :ZYPEtS: , FIXED PRICING DYNAMIC PRICING
Fixed Costs (salaries, rents, utilities) Ui‘z;es]%g éisthritc]e; _ P t é\\f/[egotiation( Z}grglair.zing)]\;ie;{d
Variable costs o Foes Lendi ot ousi roduct feature dependent Customer segmen anagement Real-time-Market
E?onaomies o;scale i?cbesncsz?ﬁ (é‘l n Fees Lending/Renting/Leasing dependent Volume dependent
Economies of scope Brokerage fees Advertising
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