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Business Support on Your Doorstep




IKEY PARTNERS

Who are our key partners?

Who are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

COST STRUCTURE

What are the most important costs inherent to our business model?

KEY ACTIVITIES
What key activities do our
value propositions require?
Our distribution channels?
Customer relationships?
Revenue streams?

KEY RESOURCES

What key resources do our
value propositions require?

Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver to the
customer?

Which one of our customers’
problems are we helping to
solve?

What bundles of products and
services are we offering to each
segment?

Which customer needs are we
satisfying?

What is the minimum viable
product?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
have we established?

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

How costly are they?

CHANNELS

Through which channels do our
customer segments want to be
reached?

How do other companies reach
them now?

Which ones work best?

Which ones are most
cost-efficient?

How are we integrating them
with customer routines?

REVENUE STREAMS

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our most
important customers?

What are the customer
archetypes?

For what value are our customers really willing to pay?

Which key resources are most expensive?
Which key activities are most expensive?

For what do they currently pay?
what Is the revenue model?
What are the pricing tactics?

SOURCE WWW.BUSINESSMODELGENERATION.COM/CANVAS. CANVAS CONCEPT DEVELOPED BY ALEXANDER OSTERWALDER AND YVES PIGNEUR.
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The mix of products and Value Detalils:
services that create value for — New needs or requirements
market segment members but — better performance,
also providing benefit to y CelacUCR LS
: (customization)
society — Service ("getting the job done")
— New or disruptive offer — Planning
— Additional properties or — Branad/Prestige
characteristics: — Price

— Cost reduction

— Risk reduction

— Access

— Comfort/convenience
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LinkedIn — World’s Largest Professional Network
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Facebook - World's leading Social Networking Site (SNS)

Key Partners Key Activities Value Propositions Relationships Customer Segments
Platiorm Sama-side
: Connect with your Nebvork Effects
friends
Data Center '
Discover & Leam,
ol Express yourself - Internel Users
Content Partners
(TV Shows,
Movies, Music, Key Resources Channels
i Facebook Website,
Platform Personalized and Mabile Apps
Social Experiences, Developers
Technology Social Distribution,
Infrastructure Payments
Developer Tools
and APls
Cost Structure Revenue Streams
Data cantar Marketing and Research and Payment
COSts Sales Development Free Revenues
General and
Administrative

www businessmodelgeneration.com




enterprise Worth it?
eu ro pe (reality check)

Do your calculations

network

 How many people have the problem we're solving?

* How important is the problem (how much is it costing them)?
 How much are they willing to pay to fix it?

* At what cost can we make it available?

« How many others can make it available?

 What is our competitive advantage?
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Investment
Readiness Level

Identify and Validate Metrics That Matter " IRL S
Validate Value Delivery (Left side of Canvas) IRTB
Prototype High-Fidelity Min. Viable Product llI7

Validate Revenue Model (Right side of Canvas) III.G

IRLS
IRL4

Validate Product/Market Fit

Prototype Low-Fidelity Min. Viable Product
Problem / Solution Validation

Market Size/Competitive Analysis

Complete First-Pass Business Model Canvas
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Evaluating the Value Proposition:

eu rOpe Strengths and Weaknesses

network

; S .

Value Proposition Assessment . 'Lr

g0, Our Value Propositions are well (2303 (a)(5) Our Value Propositions and

S [0 aligned with customer needs ) customer needs are misaligned
Our Value Propositions have strong (2 (3)(4)(5) Our Value Propositions have
network effects T no network effects
There are strong synergies between V(N3 (4N (%) There are no synergies between
our products and services N ' our products and services
Our customers are very satisfied N2V (3 (a)(s) We have frequent complaints
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Thank you!

Achilleas Barlas, PRAXI Network.
barlas@praxinetwork.gr

praxi» .

network

een.ec.europa.eu help-forward network



	Διαφάνεια 1: The Business Model Canvas: An Introduction
	Διαφάνεια 2: The Business Model Canvas
	Διαφάνεια 3
	Διαφάνεια 4
	Διαφάνεια 5: How the Nine Elements Relate
	Διαφάνεια 6: Value proposition
	Διαφάνεια 7
	Διαφάνεια 8
	Διαφάνεια 9
	Διαφάνεια 10:  Worth it? (reality check) Do your calculations
	Διαφάνεια 11
	Διαφάνεια 12: Evaluating the Value Proposition:  Strengths and Weaknesses
	Διαφάνεια 13

