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Key Partners Key Activities Unique Value Customer Customer segments
In order to optimize operations and reduce The most important activities in executing a H'H H H To build an effective business model, a
Propos ItIOI‘I RelatlonSh I ps company must identify which customers it tries

risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Revenue Streams

The way a company makes income from each customer segment.
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Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Customer
Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Revenue Streams

The way a company makes income from each customer segment.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:
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Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Customer

Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Revenue Streams

The way a company makes income from each customer segment.
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Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Customer
Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Revenue Streams

The way a company makes income from each customer segment.
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Project: Author: Date: XX. XX.XXXX

Business Model Canvas XXX XXX

Business plan on a one sheet of a paper. Version: XX

Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Customer
Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Revenue Streams

The way a company makes income from each customer segment.
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Business Model Canvas XXX XXX

Business plan on a one sheet of a paper. Version: XX

Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical

and intellectual.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Customer
Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Revenue Streams

The way a company makes income from each customer segment.
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Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Customer
Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their

customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Revenue Streams

The way a company makes income from each customer segment.
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Business Model Canvas XXX XXX

Business plan on a one sheet of a paper. Version: XX

Key Partners

In order to optimize operations and reduce
risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

Key Activities

The most important activities in executing a
company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

Unique Value
Proposition

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Customer
Relationships

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An

organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

Revenue Streams

The way a company makes income from each customer segment.

Customer segments

To build an effective business model, a
company must identify which customers it tries
to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:
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Key Partners Key Activities Unique Value Customer Customer segments
In order to optimize operations and reduce The most important activities in executing a H'H H H To build an effective business model, a
Propos ItIOI‘I RelatlonSh I ps company must identify which customers it tries

risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between competitors or
non-competitors.

company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

To ensure the survival and success of any
businesses, companies must identify the type
of relationship they want to create with their
customer segments. That element should
address three critical steps on a customers
relationship: How the business will get new
customers, how the business will keep
customers purchasing or using its services and
how the business will grow its revenue from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a
company's value proposition in ways that are
fast, efficient and cost-effective. An
organization can reach its clients through its
own channels (store front), partner channels
(major distributors), or a combination of both.

to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of selected groups of
clients. The different types of customer
segments include:

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Revenue Streams

The way a company makes income from each customer segment.
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Project: Author: Date:

Value Proposition Canvas

It helps you create value for your customers. Version:

Customer segment

What type of customer you create this for? What are his/her characteristics and specifics?

Product / Service

List all products and services your value
proposition is built around.

Which products and services do you offer that
help your customer get either a functional,
social, or emotional job done?

Gain creators

Describe how your products and services
create customer gains. How do they create
benefits your customer expects, desires or
would be surprised by.

Gains

Describe the benefits your customer
expects, desires or would be surprised by.
This includes functional utility, social gains,
positive emotions, and cost savings.

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.

> <

Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done

Customer jobs

Describe what customer is trying to get
done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.
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Value Proposition Canvas

It helps you create value for your customers.

Project:
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Version:

Customer segment

What type of customer you create this for? What are his/her characteristics and specifics?

Gain creators

Describe how your products and services
create customer gains. How do they create
benefits your customer expects, desires or
would be surprised by.

Product / Service

List all products and services your value

Gains

Describe the benefits your customer
expects, desires or would be surprised by.
This includes functional utility, social gains,
positive emotions, and cost savings.

Customer jobs

Describe what customer is trying to get
done. It could be the tasks they are trying

proposition is built around.

Which products and services do you offer that
help your customer get either a functional,
social, or emotional job done?

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.

> <

to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.

Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done
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Value Proposition Canvas

It helps you create value for your customers.
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Customer segment

What type of customer you create this for? What are his/her characteristics and specifics?

Gain creators

Describe how your products and services
create customer gains. How do they create
benefits your customer expects, desires or
would be surprised by.

Product / Service

List all products and services your value
proposition is built around.

Gains

Describe the benefits your customer
expects, desires or would be surprised by.
This includes functional utility, social gains,
positive emotions, and cost savings.

Customer jobs

Describe what customer is trying to get

Which products and services do you offer that
help your customer get either a functional,
social, or emotional job done?

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.

> done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to

satisfy.

Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done
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Value Proposition Canvas

It helps you create value for your customers.
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Author: Date:

Version:

Customer segment

What type of customer you create this for? What are his/her characteristics and specifics?

Gain creators

Describe how your products and services
create customer gains. How do they create
benefits your customer expects, desires or
would be surprised by.

Product / Service

List all products and services your value
proposition is built around.

Gains

Describe the benefits your customer
expects, desires or would be surprised by.
This includes functional utility, social gains,
positive emotions, and cost savings.

Customer jobs

Describe what customer is trying to get

Which products and services do you offer that
help your customer get either a functional,
social, or emotional job done?

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.
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done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.

Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done
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Value Proposition Canvas
It helps you create value for your customers. Version:
Customer segment
What type of customer you create this for? What are his/her characteristics and specifics?
Gain creators Gains
Describe how your products and services Describe the benefits your customer
. create customer gains. How do they create expects, desires or would be surprised by. .
PrOdUCt l ser\"ce This includes functional utility, social gains, CUStomer jObs

List all products and services your value
proposition is built around.

help your customer get either a functional,
social, or emotional job done?

benefits your customer expects, desires or
would be surprised by.

positive emotions, and cost savings.

Which products and services do you offer tha

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.
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Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done

Describe what customer is trying to get
done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.

Google Slides version prepared by Happyend.
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Project: Author: Date:

Value Proposition Canvas

It helps you create value for your customers. Version:

Customer segment

What type of customer you create this for? What are his/her characteristics and specifics?

Product / Service

List all products and services your value
proposition is built around.

Which products and services do you offer tha
help your customer get either a functional,
social, or emotional job done?

Gain creators

Describe how your products and services
create customer gains. How do they create
benefits your customer expects, desires or
would be surprised by.

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.

Gains

Describe the benefits your customer
expects, desires or would be surprised by.
This includes functional utility, social gains,
positive emotions, and cost savings.

> <

Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done

Customer jobs

Describe what customer is trying to get
done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.

Google Slides version prepared by Happyend.
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iy Project: Author: Date:
Value Proposition Canvas
It helps you create value for your customers. Version:
Customer segment
What type of customer you create this for? What are his/her characteristics and specifics?
Gain creators Gains
Describe how your products and services Describe the benefits your customer
. create customer gains. How do they create expects, desires or would be surprised by. .
PrOdUCt l ser\"ce This includes functional utility, social gains, CUStomer jObs

benefits your customer expects, desires or
would be surprised by.

List all products and services your value
proposition is built around.

Which products and services do you offer that
help your customer get either a functional,
social, or emotional job done?

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

positive emotions, and cost savings.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.
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Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done

Describe what customer is trying to get
done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.

Google Slides version prepared by Happyend.
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Project: Author: Date:

Value Proposition Canvas

It helps you create value for your customers. Version:

Customer segment

What type of customer you create this for? What are his/her characteristics and specifics?

Use those
. Use those
post-its post-its
to record your
y . ] to record your
answers Gain creators Gains answers
Describe how your products and services Describe the benefits your customer
A create customer gains. How do they create expects, desires or would be surprised by. .
P rOd u Ct l Se rvice benefits your customer expects, desires or This includes functional utility, social gains, C UStome r jObs

List all products and services your value
proposition is built around.

Which products and services do you offer that
help your customer get either a functional,
social, or emotional job done?

would be surprised by.

positive emotions, and cost savings.

Pain relievers

Describe how your products and services
alleviate customer pain. How do they
eliminate or reduce negative emotions,
undesired costs and situations, and risks
your customer experiences.

Copyright Business Model Foundry AG. The makers of Business Model Generation and Strategyzer.
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Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done

Describe what customer is trying to get
done. It could be the tasks they are trying
to complete, the problems they are trying
to solve, or the needs they are trying to
satisfy.

Google Slides version prepared by Happyend.
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BUSINESS STRATEGY TRAINING

How to work with canvases




How to work with canvases.

Proof them Create first
right version (with
or wrong assumptions)

Mark
uncertainties

M.C. TRITON
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. Project: Author: .
Business Model Canvas ot o pate: XXX J00XX
Business plan on a one sheet of a paper. Version: XX
Key Partners Key Activities Unique Value Customer Customer segments
In order to optimize operations and reduce The most important activities in executing a H'H H H To build an effective business model, a
Propos ItIOI‘I RelatlonSh I ps company must identify which customers it tries

risks of a business model, organizations
usually cultivate buyer-supplier relationships so
they can focus on their core activity.
Complementary business alliances also can be
considered through joint ventures or strategic
alliances between cas s or
non-competitors.

company's value proposition. An example for
Bic, the pen manufacturer, would be creating
an efficient supply chain to drive down costs.

Key Resources

The resources that are necessary to create
value for the customer. They are considered
assets to a company that are needed to
sustain and support the business. These
resources could be human, financial, physical
and intellectual.

The collection of products and services a
business offers to meet the needs of its
customers. According to Osterwalder (2004), a
company's value proposition is what
distinguishes it from its competitors. The value
proposition provides value through various
elements such as newness, performance,
customization, "getting the job done", design,
brand/status, price, cost reduction, risk
reduction, accessibility, and
convenience/usability.

To ensure the survival and success of any
businesses, companies must identify the type

of relation « want to create with their
custome That element should

address | steps on a_cuatemers
relationsti. .ne busines W

customers, how the business

customers purchasing or usin_ .s and
how the business will grow its reveiide from its
current customers.

Channels

A company can deliver its value proposition to
its targeted customers through different
channels. Effective channels will distribute a

company'sar ' proposition in ways that are
fast, eff’ ost-effective. An

organi ach its clients through its

own che e front), p els
(major distiisuwrs), or a col th.

to serve. Various sets of customers can be
segmented based on their different needs and
attributes to ensure appropriate
implementation of corporate strategy to meet
the characteristics of d groups of
clients. The differe istomer
segments include:

Cost Structure

This describes the most important monetary consequences while operating under different business models.

Revenue Streams

The way a company makes income from each customer segment.

Designed by: The Business Model Foundry (www.businessmodelgeneration.com/canvas)

Google Slides template prepared by Happyend.
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Pavel Bartos

Innovation and startup expert
Facilitator, mentor and consultant

Google Certified Trainer

linkedin.com/in/pavelbartos

M.C. TRITON




BUSINESS STRATEGY TRAINING

Go-To-Market Strategy

How to enter a new market
Set of strategy + plan + processes
Walk through the most important parts of GTM strategy

N CTRITON
40




Pavel Bartos

Innovation and startup expert
Facilitator, mentor and consultant

Google Certified Trainer

linkedin.com/in/pavelbartos

M.C. TRITON




What is it? Go-To-Market Strategy?

Business
Marketing
Sales =

Strategy

How to make it

With O
From O




What is it? Go-To-Market Strategy?




What is it? Go-To-Market Strategy?

GTM has to be Measurable

Actionable

Goal oriented
lterated

Clear

M.C. TRITON




Where does the magic happens?

¢/ Data
v/ Leads
¢’ First customers

¢/ Referrals - testimonials
v/ Network

Launch



Checklist

| know...

what | want to achieve.

exactly who my customer is.

what values and benefits | propose.

how much they will pay and how.

where they are.

what part of the market is the best fit.

whom to call first from..
] potential customers.
(] partners.
[ influencers.
0 media.

what to do first and what then.
how to proceed those steps.

what tools will help me.



Focus on those who will by first

Late

Majorit
Early i

Adopters Laggards

Innovators



Helpful tools

Boost your LinkedIn features: LinkedIn Sales Navigator

Automate your LinkedIn communication: MeetAlfred

Scrape emails from LinkedIn and websites: SalesQL, Hunter.io, GetProspect
Get organise with leads and sales: Pipedrive, HubSpot

Connect Pipedrive with your LinkedIn: LinkMatch

Get more information for your prospecting: Merk

Measure all activities: Google Analytics, Hotlar, Google Data Studio

Integrate all to one ecosystem: Integromat

Build your own databases, lists and agendas: Tabidoo, AirTable, Knack, ClickUp
Find similar companies: AlternativeTo, Slant, ProductHunt

Find technologies company websites use: Buildwith, SimilarTech

M.C. TRITON




A / E—
N N(((r FranCE % .
—/' Water Team DREAM HYDREOS

/

Blues training camp

The CRM, one of the necessary tool to
coordinate the actions of a meta cluster

y
/ 5th of October 2021 A







Discover to what extend
putting some sugar in your
coffee can help you to better

work !




work !

R SUGAR

L

Discover to what extend
putting some sugar in your

coffee can help you to better I
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SOME HISTORICAL INFORMATION

F
5/\:’!. N SUGAR
CLUSTEHR

* The SAFE cluster took the SUGAR CRM licence and adapted it for a
cluster organisation

 The SAFE cluster built a service for others clusters to support them
in the implementation of a SUGAR CRM (training, implementation)

 Aqua-Valley used the service and implemented Sugar in 2015

e When France Water Team was built, Sugar CRM was enlarge to
include the datas of Dream and Hydreos in 2019

L
| ﬂ( (tr FrRANCE .
—
FRANCE WATER TEAM L'"'}'- Water Team




MAIN REASONS TO HAVE A CRM ?

SHARE ADMINISTRATIVE UPDATED DATA BETWEEN US:
* Organization data
 Contact details of members

SHARE OPERATIONAL DATA BETWEEN US:
 Minutes of meetings
* Event participation
* Project follow-up

REPPORTING TO FUNDING ORGANIZATIONS:
 Key indicators with report

* Follow up the participation of our members in our activities

(event, ...)

CONNEXION TO THE WEBSITE AND MAILLING CAMPAIGN:

 Update the member catalogue ,
| ﬂ({(/ FRANCE
FRANCE WATER TEAM é WaterTeam 6



MAIN REASONS TO HAVE A CRM ?

SHARE ADMINISTRATIVE UPDATED DATA BETWEEN US:
* Organization data
 Contact details of members

SHARE OPERATIONAL DATA BETWEEN US:
 Minutes of meetings
* Event participation
* Project follow-up

~13 500€ HT REPPORTING TO FUNDING ORGANIZATIONS:
INSTALLATION AND * Key indicators with report

ADAPTATION * Follow up the participation of our members in our activities

(event, ...)

+ ~ 600€ HT
[ user / year

CONNEXION TO THE WEBSITE AND MAILLING CAMPAIGN:
+ at least ~1000€ HT e Update the member catalogue

ﬁ({(/ FRANCE
_—_;‘___ Water Team 7/

To add a new modul



OUR SUGAR CRM - How it looks like ?

Organismes Contacts Groupe Membres Sulvis Effectifs Cotisations Projets Partenaires Projets Rapports Réunions Evénements Listes des cibles

Guichets
Mon tableau de bord =
B ofres
Ressources A 0O Historique B Marchés + O
. s 7 demniers jours - E
E Université Sugar : & Cofinancements &
Devenez un expert SugarCRM a I'aide des ressources, vidéos, cours, webinaires et o .
certifications & votre disposition. 0 0 2 MaiChimp Activities 0
Réunions Emails Appels
B Taches
Forums communautaires . ) .
o . . . \ L Aucune donnee disponible. ]
Rejoignez les discussions en cours, resolvez vos problemes et partagez vos idées avec ﬂ Financements
les autres utilisateurs.
ﬁ Suivis
E Support & documentation = _
Détails concernant les engagements du support éditeur fourni par Sugar. Calandriar
E Campagnes
Tweets récents - @sugarcrm A
Contactez votre administrateur pour configurer Twitter
Top 10 des Projets ~ 3
Cette Année -
Mes Contacts A O
Aucune donnée disponible.
Mom = Organizme ] Fonction
L 0 Mobile = Raccourcis  J\Présentation @@ Retour ) Aide @ Support

https:/{corpe-polesau.synolia.comfESY MO _Guichets



OUR SUGAR CRM - How it looks like ?

Organismes Contacts Groupe Membres Sulvis Effectifs Cotisations Projets Partenaires Projets Rapports Réunions Evénements Listes des cibles
Guichets
Mon tableau de bord =
B ofres
Ressources A 0O Historique B Marchés + O
s 7 demniers jours - E
E Université Sugar : & Cofinancements &
Devenez un expert SugarCRM a I'aide des ressources, vidéos, cours, webinaires et o .
certifications & votre disposition. 0 0 2 MaiChimp Activities 0
Réunions Emails Appels
B Taches
Forums communautaires . ) .
o . . . \ L Aucune donnee disponible. ]
Rejoignez les discussions en cours, resolvez vos problemes et partagez vos idées avec ﬂ Financements
les autres utilisateurs.
ﬁ Suivis
Support & documentation )
- - . ﬂ Calendrier
Détails concernant les engagements du support &diteur fourni par Sugar.
E Campagnes
Tweets récents - @sugarcrm A
Contactez votre administrateur pour configurer Twitter
Top 10 des Projets ~ 3
Cette Année -
Mes Contacts A O
Aucune donnée disponible.
Mom = Organizme ] Fonction
L 0 Mobile = Raccourcis  J\Présentation @@ Retour ) Aide @ Support

https:/{corpe-polesau.synolia.comfESY MO _Guichets



OUR SUGAR CRM - How it looks like ?

Organismes Contacts Groupe Membres Sulvis Effectifs Cotisations Projets Partenaires Projets Rapports Réunions Evénements Listes des cibles Rechercher Q 0

e Guichets
Mon tableau de bord =
Offres
Ressources A B Historique B Marchés + &
T demniers jours - nanc E
E Université Sugar J B Cofinancements é
Devenez un expert SugarCRM a I'aide des ressources, vidéos, cours, webinaires et . o
certifications & votre disposition. 0 0 m MailChimp Activities 0
Réunions Emails Appels
Taches
— Forums communautaires
() . . Aucune donnée disponible.
2 Rejoignez les discussions en cours, résolvez vos problémes et partagez vos idées avec SPo ﬂ Financements
les autres utilisateurs.
E Suivis

Create an organization and a profil

Kl e [ DT e [ Y

Create an event

Build a report

o 0 Mobile = Raccourcis  J\Présentation @@ Retour ) Aide @ Support
https:/{corpe-polesau.synolia.comf#SYNDO_Guichets
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How to make it work N((tr France

== Water Team
Team effort

~ /
Everyone has to play the game to make the tool working well

Make it become a habit

We all need to take the CRM reflex!

Sharing the rules

To make the result exploitable, we all need to follow the same

Make it simple
‘ So that it’s not a constraint for the users
| W e o

rules




Add flavor to your
coffee with some
biscuits

L
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CRM is important but not enough '},((!f FRANCE

Teams and sharepoint
' - To facilitate sharing, editing & archiving documents
- To communicate between all the France Water Teams
- To have meetings
— To organize webinars for members

Arfresco

(7 FRANCE
Wl gpavee
/‘




To conclude (7 France
-; Water Team

Complex organization needs more than ever efficient & adapted
tools to facilitate everyday work

Having a CRM is very useful but requests to a minimum discipline
& assiduity

Teams is really the main daily tool to really work together

(7 FRANCE
\-—-(‘(‘ Water Team 14
_/"




