
Date:

Version:

Key Resources

Key ac�vi�esKey partners Value 
proposi�ons

Customer
segments

Cost structure Revenue streams

Canvas
Business model

Customer rela�onships

Channels

KA201

Undertaking,
Recycling and
Creating

Who are our key partners?

Who are our key suppliers?

Which key resources are we acquiring from partners?

Which key ac�vi�es do partners perform?

Mo�va�ons for partnership

Op�miza�on and economy

Reduc�on of risk and uncertanty

Acquisi�on of par�cular resources and ac�vi�es

What key ac�vi�es do our value proposi�ons require?

Our distribu�on channels?

Customers rela�onships?

Revenue streams?

Categories

Produc�on

Problem solving

Pla�orm/Network

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 and expecta�ons 

are we sa�sfaying?

Caracteris�cs

Newness

Performance

Customiza�on

"Ge�ng the job done"

Design

Brand/Status

Price

Cost reduc�on

Risk reduc�on

Accesibility

Convenience/UsabilityWhat key resources do our value proposi�ons require?

Our distribu�on channels?

Customers rela�onships?

Revenue streams?

Types of resources

Physical

Intellectual (brand patents, copyrights, data)

Human

Financial

What type of rela�onships does each of our customer

segments expect us to stablish and maintain with them?

Which ones have we stablished?

How are they integrated with the rest of our 

business model?

How costly are they?

Examples

Personal assistance

Dedicated personal assistance

Self-service

Automated services

Communi�es

Co-crea�on

For whom are we crea�ng value?

Who are our most important customers?

Some types

Mass market

Niche market

Segmented

Diversified

Mul�-sided pla�orms

Through which channels do our customer segments want

to be reached?

How are we reaching them now?

How are our channels integrated?

Which ones work best?

Which are the most cost-efficient?

How are we integra�ng them with customer rou�nes?

Channel phases

1. Awareness - How to raise awareness on our products

2. Evalua�on - How to help customer evaluate our value

3. Purchase - How to allow customers to purchase

4. Delivery - How to deliver our value proposi�on

5. A�er sales - How to provide post-purchase support

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?

Types

Asset sale

Usage free

Subscrip�on fees

Lending/Ren�ng/Leasing

Licensing

Brokerage fees

Adver�sing

Fixed pricing

List price

Product feature dependent

Customer segment dependent

Volume dependent

Dynamic pricing

Negocia�on (bargaining)

Yield management

Real-�me market

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

Which key resources are most expensive?

Which key ac�vi�es are most expensive?

Is our business more

Cost driven (leanest cost structure, low price value proposi�on, maximun automa�on, extensive outsourcing)

Value driven (focused on value crea�on, premium value proposi�on)

Sample characteris�cs

Fixed costs (salaries, rents, u�li�es)

Variable costs

Economies of scale

Economies of scope
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