The Business Model Canvas

Key Partners

Wha are our Kay Partners?

Wha are our key supgliers?

Which Kay Rgsowces Jre we acquaining from partners?
Which Key Activibes do partners per farm?

MOTIVATIONS FOR FARTHERSHIPS
an and economy

Raducpon of nsk and uncertanty

Acqravtion of paricuar resources and actwies

Key Activities

WNat Kay Actvibes do our Value Proposiions requre”
Qur Distributon Channels?

Customer Relabonships?

Aevenue streams?

cATIRGOIES
Productien

fropiem Sarang
st forrm/Natwork

Value Propositions

What valug do we dalver to the customer?
Which ane of cur customer’s prblems are we
helping to solve?

what bundies of products and services are we
offering to sach Customer Segment?

Which customer needs are we 3atsfying?

CHARACTEMSTICE
Newness

Performance

Key Resources

Wnat Key Resources 0o our Value Propositions require?
Quf DISTDUBON Channels? Customer Refabonsnips?
Revenue Sugams?

TrPEIOF AEBOURCEY
intelactual Gvand patents. copynighty data)
Human

Firancal

]

Customer Relationships

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

Which ones have we established?

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

How costy are they?

CHAMRES
Persondl asssance
Decheated Personal Atsistance
Sull-Senace

Augomated Sannces
Communoe

Co-creation

sator

LLNUrD NACkets

Customer Segments

Fot whom are we Creabing vane?
WNo are our Most IMportant customers?

Mass Mak ot
Micha slarket

Dversfed
Muin-sded Plattorm

Channels

TNrouGN Which Canneis do our Customer Segments
want 1o be reacnea®

How are we reaching them now?

How are our Channels integrated®

Wrich anes work best?

Which ones are most cost-efficient®

How aré we infegrating them with customer routnes®

CHANNEL PRASES
. a1
o dho we racse sl A endss B DuF COMPANY's products and seraces!
2. Evaluation
Hiw 00 we el Customers svakate ow oroanrabon’s Vakue Aroposuon?
FPurchase

Hove oy wa low custome s fo purchass meolic prodacts and terinces?
& Daivary

Howr do we del ver a Value Aroposton to custemers?
5 Afror 1akea

Mow do we provide post purchase cuslome Rt
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Cost Structure

What are the mostmpor Lant costs inherent in our busmess mModal?
Which Key Agsources are most expensive?
Which Key Activiies e most sxpensive?

15 YOUR BUSINCIS MORE

Cost Dnven Geanest cosl structard, fow prce
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BAMPLE CHARAC TERISTIE
Fured Costs (salanas, rants, Wiltes)
Vanable coats

Economs of scale

Economies of scope
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Subsowon Fee
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Revenue Streams

For what value are our customers realy wilng (o pay?

For what do they currently pay?

How are they currently paying?

How would they prefer 1o pay?

How much does each Revenue Stream contnbute to overal revenves?
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Volume dependent




