Suggested time
45 - 60 minutes

Materials
Template BMC

Participants

1-5 mentor, business
owner and possibly
colleagues or
stakeholders

GROWTH JOURNEY

Innovation

PERSONAL JOURNEY

Getting
Ready.
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BUSINESS MODEL CANVAS

Business Model Canvas is a tool to analyse, develop and test
business models in one poster.

Business Model Canvas is a dynamic way to develop and visualise a business model,
which shows a specific strategy towards how to make money. The template takes into
consideration who you are developing for, what their needs are (Persona), how to
reach them, and what the main value proposition is (Why).

The tool requires you to map your available resources, who your partners are,

etc. This gives you an overview of how you are running your business in terms of
different aspects, which can help a group of leaders or colleagues to acquire a shared
understanding.

Additionally you can also use the tool to develop your business model and test
different ideas. For instance it allows you to explore different types of users. What
would happen to your business if you shifted to another target group? Or what would
be the potentials of a new external partnership? Or how will it affect your business if
your regular sales outlets are restricted?

You can use the model to test the relevance of your business concept in a future
perspective by combining the BMC tool with the Future Vision tool and the trend cards.

Business Model Canvas was developed by Alexander Osterwalder and is described in
his book, Business Model Canvas, 2010.

STEPS

01 Map your current business through dialogue and by writing the insights on
post-its and placing them on the poster.
Make sure you begin with the right (not left) side of the template. What is
the unique value proposition of your company? What types of end-users
demand this value? What problem are you solving for them?

02 Discuss the current situation. Where are you eager for change?
03 Work your way through the template considering how the change will fit into
your value proposition and affect other aspects of your business. How does it

seem to increase your income and what kind of resources does it require?

04 With the Why in the middle, proceed to the next layer: how can you achieve
the purpose? What are the specific actions you have to take?

05 Hang the poster on the wall, so that it is visible in your everyday work. It

is important not to consider this as a final product but more as work in
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FACILITATION TIPS

SUPPORTING TOOLS

Future Vision: To add the future
perspective.

Why/Golden Circle: To go deeper
into the value proposition.

Persona: To explore customer
segment.

MINDSET

It might be important to articulate
when you are analysing your
current business (closed modus)
and when you are exploring new
opportunities (open modus),
because it requires two different
mindsets.

progress. Revisit it, make a new poster to try out other aspects or new ideas.

MOVE

It might be an idea to hang the
template on the wall and stand up
while thinking to get the body and
mind energized and keep the group
spirit high.
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KEY PARTNERS

Who are our key partners?

Who are our key suppliers?

Which key ressources are we acquairing from partners?
Which key activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS
Optimization and economy
Reduction of risk and uncertainty

KEY ACTIVITIES

What key activities do our value propositions require?
Our distribution channels?

Customer relationships?

Revenue streams?

CATEGORIES
Production
Problem solving

Designed for:

VALUE PROPOSITIONS w
What value do we deliver to the customer?

Which one of our customer’s problems are we helping to solve?
What bundles of products and services are we offering to each
customer segment?

Which customer needs are we satisfying?

CHARACTERISTICS

Designed by:

CUSTOMER RELATIONSHIPS ‘

What type of relationships does each of our customer segments
expect us to establish and maintain with them?

Which ones have we established?

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

Version:

CUSTOMER SEGMENTS

For whom are we creating value?
Who are our most important customers?

Mass market
Niche market
Segmented
Diversified

Platform/network Newness EXAMPLE
Performance Personal assistance
Customization Dedicated Personal Assistance
"Getting the Job Done” Selt-service
Design Automated Services
Brand/Status Communities
Price Co-creation

Acquisition of particular resources and activities Multi-sided platform

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

R CHANNELS [ [}
Through which channels do our customer segments want to
be reached?

KEY RESOURCES
What key resources do our value propositions require?

Our distribution channels?
How are we reaching them now?

How are our channels integrated?
Which ones work best?

Customer relationships?
Revenue streams?

Which ones are most cost-efficient?

TYPES OF RESOURCES

Physical

Intellectual (brand patents, copyrights, data)
Human

How are we integrating them with customer routines?

CHANNEL PHASES

1. Awareness: How do we raise awareness about our company's
products and services?

2. Evaluation: How do we help customers evaluate our organiza-
tion's Value Proposition?

3. Purchase: How do we allow customers to purchase specific
products and services?

4. Delivery: How do we deliver a value proposition

5. After sales: How do we provide post-purchase customer
support?

Financial

COST STRUCTURE

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?

Which Key Activities are most expensive?

REVENUE STREAMS

For what value are our customers really willing to pay?
For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

IS YOUR BUSINESS MORE
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

TYPES FIXED PRICING
Asset sale List Price

Usage fee Product feature dependent
Subscription fees Customer segment

DYNAMIC PRICING
Negotiation (bargaining)
Yield management
Real-time-market

SAMPLE CHARACTERISTICS
Fixed Coasts (salaries, rents, utilities)
Variable costs
Economies of scale Lending/enting/ leasing Dependent
Economies of scope Licensing Volume dependent
Brokerage fees
Advertising

The original Business Model Canvas was developed by Alex Osterwalder (2012)
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