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You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow’s enterprises. It's 3 book for the..
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Wwrote a book on the
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back
to our question: what really is
a business wedel?
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descnbes the rationale of how
an ol’sani‘iwhinu creates, delivers,

@ and captures value
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business meodel meludes mine
4 basic buildins blocks
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CUSTOMER SEGAENTS

3

For whom are we creating value? hho are
ouf wmost important customers?
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VALUE PROPOSITIONS

What value do we deliver to the customer? Which one of our customer's problems
are we helping to selve? Which customer needs are we satisfying? What bundles of
Products and services are we offering to each Customer Seqment?
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Through which Channels do our Customer Seqments want to be reached? How are we
reaching thew nowl How are cur Channels integrated? hich ones work best? inich
ones are most cost-efficient? How are we integrating themw with customer routines?



What type of relationship does each of our Customer Seqments expect us to establish
and waintain with thew? Which ones have we established? How costly are theyl How are
they inteqrated with the rest of our business weodel?



For what value are our customers really willing to Payl For what do they
currently pay? How are they currently paying? How would they prefer to pay? How
wuch does each Revenue Stream contribute to overall revenues?



What Key Resources de our Value Propositions require? our Distribution
Channels? Customer Relationships? Revenue Streams?



What Key Activities do our Value Propositions require? Our Distnbution
Channels? Customer Relationships? Revense streams?



Whe are our Key Partners? e are our key suppliers? hihich Key Resources are we
acquifing from partners? Which Key Activities do partners perform?



What are the most important costs mherent in our business medel? Which Key
Resources are most expensive? Which Key Activities are most expensive?
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