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C Value Proposition (CVP)

= Target customer

= Job to be done o solve an
important problem or fulfill an
important need for the target
customer

= Offering, which satisfies the
problem or fulfills the need.
This is defined not only by what
is sold but also by how it's sold.

KEY RESOURCES
needed to deliver the
customer value proposition
profitably. Might include:

= People

= Technology, products
= Equipment

= Information

= Channels

= Partnerships,
alliances

= Brand

——

PROFIT FORMULA

= Revenue model How much
money can be made: price x
volume. Volume can be thought of
in terms of market size, purchase
frequency, ancillary sales, etc

Cost structure How costs are
allocated: includes cost of key

I assets, direct costs, indirect costs,
economies of scale

= Margin model How much each
transaction should net to achieve
desired profit levels.

= Resource velocity How quickly
resources need to be used to sup-
port target volume. Includes lead
times, throughput, inventory turns,
asset utilization, and so on.

C———

KEY PROCESSES, as well as

rules, metrics, and norms, that

make the profitable delivery of the

customer value proposition repeat-

able and scalable. Might include:

= Processes: design, product
development, seurcing, manu-
facturing, marketing, hiring and
training, IT

= Rules and metrics: margin re-
quirements for investment, credit
terms, lead times, supplier terms

= Norms: opportunity size needed
for investment, approach to
customers and channels
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BM canvas

BM patterns

Techniques to design BMs
Re-interpreting strategy

through a BM-lens

A generic process to design BMS
Outlook on 5 BMs
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The 9 Building Blocks

A BM can best be described through 9 basic building blocks  that show the
logic of how a company intends to make money . The

9 blocks cover the 4 main areas of a business:

customers, offer, infrastructure, and financial via bility .

The BM is like a blueprint for a strategy  to be implemented through
organizational structures, processes, and systems.
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B Customer B value B Chamnels £ Customer
Segments Propositions Value propositions Relationships
An arganization serves It seeks to sdve customer aredelivered to axstomers  Customer relationships
one or several Customer problems and satisfy throngh communication, are established and
Segments. customer needs with distribution, and sales maintained with each
value propasitions. Channds. Customer Segment.
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B Revenue O Key ¥ Key B Key B Cost
Streams Resources Activities Parmerships Structure
Revenue streams result Key resourcesarethe ..lry performing a number  Some activities are The business model
from value propesitions assets required to offer of KeyAdtivities. out sourced and some demnentsresult inthe
successfully offered to and ddiver the previcusly resources are acguired cost structure.
customers. described dements... outside the ent erprise.
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Channel Types Channel Phases

Sales force

T
o
s . ) |
3 Q  Web sales 1. Awareness 2. Evaluation 3. Purchase 4. Delivery 5. After sales
How do we raise aware- How do we help custom- How dowe allow custom-  How do we deliver aValue ~ 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 P P - - 2
products and services’ tion's Value Proposition products and services support?
-‘gé Partner
y B .
stores
g g o
t
£

Wholesaler
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De 9 BM building blocks form the basis for a tool, which we call the
Business Model Canvas

The Business Model Canvas

This tool resernbles 3 painter’s cawas — preformat
tad with the nine blocks — which allows you to paint
pictures of new or existing business models.

The Busi c

out om o large surfoce 5o groups of people can jointly

. 5

start
dements with Post-it® notes or board markers.
. It i= 2 hands-on tool that fosters understanding.
discussion, creativity, and anabysis.
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The Business Model Canvas
Key i | xey 5 Valme a2 Castomer ) Customer o
Partners s | Activities g 2 Fropesition AL Relation ships z Segments i
Key 2 Channels oy
Resources s2( iy
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Cost 1 Revenue =N
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The Business Model Canvas I
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Left -
canvas Right
canvas
Efficiency T w e
universitei
»»-hasselt
[ |
@ o
A -
universitei
pp»-nasselt

12/20/2011

14



/
URE
FSRo0F

universitei
»»nasselt

/
URE
ot

universitei
»»nasselt

12/20/2011

15



LURE
E‘?‘%& . +-& 0
5+
4 9 :
0
5
4 38 I
4 5
3
. universitei
»»NASselt
vgg% . 6+)
5+6
6789 #36':38* ;7$*6
&
gt
cl4 6
!
58 - 8 H A
. universitei
»»NASselt

12/20/2011

16



uwne

g@

OF |

B o

5+

0-/)71 7838 /$)24 0
!

)
4
!
, 3 ]
F +
. universitei
»»NASselt
URE
(2o B 233 =&
5+
233
<**
+ )!
33 !
$
8 %
+ )!
. universitei
»»NASselt

12/20/2011

17



ggg% B 4 <

5+

435 -753 0483/

4 9 %
8 I8
9 % : |8
!
* +H, g
+)EO
. universitei
»»NASselt
. universitei
»»NASselt

12/20/2011

18



OF

/
UTURE
oo

. universitei
»»NASselt
[ | 2
@ N
BROOE
. 0
! 1
& - !
8 + 4
1
1
4 [ 8 -8
. 3 0
/ 3
0 ! +
5
>
. universitei
»»NASselt

12/20/2011

19



STRATEGY
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REGULATORY TRENDS

TECHNOLOGY TRENDS

SUPPLIERS AND OTHER VALUE
CHAIN ACTORS

@ A

STAKEHOLDERS

COMPETITORS
(INCUMBENTS)

NEW ENTRANTS
(INSURGENTS)

SUBSTITUTE PRODUCTS
AND SERVICES

GLOBAL MARKET CONDITIONS

CAPITAL MARKETS

SOCIETAL AND CULTURAL TRENDS

SOCIOECONOMIC TRENDS

MARKET SEGMENTS

NEEDS AND DEMANDS

MARKET ISSUES

SWITCHING COSTS. @

REVENUE ATTRACTIVENESS

ECONOMIC INFRASTRUCTURE

COMMODITIES AND OTHER RESOURCES
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FULFILLMIEN T

1T

INFRASTRUCTURE
& SOFTWARE
DEVELOPMENT

& MAINTENANCE

CUSTOMIZED '
& ol ONLINE PROFILES & GLOBAL
ONLINE RETAIL RECOMMENDATIONS CONSUMER
SHOP MARKET
(NORTH AMERICA,
EUROPE, ASIA)

FULFILLMENT BY

LOGISTICS KR -

PARTNERS

AMAZON

AMAZON WEB
SERVICES: 3, EC2, C H

DEVELOPERS &
COMPANIES

TECHNOLOGY & CONTENT

T
5QS, OTHER WEB INDIVIDUALS &
'NZR:S:.?‘)’&L%RE SERVICES AMAZON.COM COMPANIES THAT
AFFILIATES (& COUNTRIES) | NEED FULFILLMENT
GLOBAL
FULFILLMENT AFFILIATES
INFRASTRUCTURE APIs
=y
F L) R$ SALES MARGIN
, MARKETING

UTILITY COMPUTING FEES

FULFILLMENT HANDLING FEES

FULFILLMENT

NEW REVENUE STREAMS WITH
HIGHER MARGINS THAN RETAIL
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PROCESS
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