ARIZONA

SMALL "0" —
BUSINESS
BOOT CAMP &

COLLECTIVE mher of Commerce

RESPOND = PLAN - RETURN STRONGER

The Business Model Canvas

PRESENTED BY

Tom Argiro, Executive Director
North Phoenix Chamber of Commerce

O



The Business Model Canvas

Key Partners @ Key Activities % | value Propositions ﬁ% Customer Relationships @ | Customer Segments ~ J@

W e Ky Pt Wt s At 3 Ve Pt e W van i e e 1 1 i) W e o seaiors choes mach of e Tl
o s b s o areent Wrch e of ur Eustormers protier e we Cuniorner Segments pect s 5 seiabiss e e e o e
i iy et e g i e ot s i e st e matast we e
[Essp e ———— o et o Drbes o E4nohns 470 e e v e P e estatisrea? o

ST 10 B Gl Bgert? i a1 Ty e sted i 11 1t o i )
orsrgas e s P Wech e e we sataryng? Dness made e
e o et ety =i PR Hom covtr e vt o

g o b o

— e

e Pt

e o

—

[ MY

Key Resources ‘m Channels s

Wty B 7 viam Pt e T e S o o st Segarts
O Dt e st Arabt g™ e 1 i’

v L L
Prr—— b e e bt

o= — [ pe—p——

— Fhm arw s bt e s st st

Cost Structure 6 Revenue Streams é

st ke o ity sty g 3 B
Ik ey B e o expeeavel ey
Wk ey A o et gt o e ey ity payes?
o i oy ot o ™
i e e
ot e otk o e e et . P N
s s =iy ) e
P b s s it b e s ey Py
Do e sty ———

I
|




Designed for: Designed by: Date: Version:

The Business Model Canvas

Key Partners @ Key Activities % | value Proposit 8% | customer Relationships

o ey st W e Actreten 0 o Ve e e T T ep— Wty of svltsoraregs doms mach of our

W b e W o of ur cuorer Cuntormer Sogments mxpect ua 1o evtabint.

i iy Poinin e ) e e ot st e Fepg i

s iy A s st L et it s e e J—
g 13 o b , i 410 Ty bt i U 1ot o in ThUL

ot o v —_— . e v sl o ey

s ity s g R Hom covdy we eyt e

|
i

]lii'i‘

Key Resources ‘m

Cost Structure

Ik ey B e o expeeavel
Wk ey A o et gt

Pttt iy




The Business Model Canvas

|

Designed by:

Key Partners

Key Activities

Customer Relationships

Wht 1y of svlationarug coes sach of our
Custamer Sogmants mect s io sutabis
tramr

iti -
Value Propositions 1

e 1o st ad mastain wen
WAl GurBed F E4OT 450 S CES M D
Sy V) AT St o i Ty AegraIB WA U et o o
wch; reacn s e natatyng? butness modelt

e coutly are they?

|
i
i
1
i

]lii'i‘

Customer Segments

P st are e vt eh?
il g s

e it
e

oy

12

Cost Structure

Ik ey B e o expeeavel
Wk ey A o et gt

ot e otk o e e et
P b s s it

6 Revenue Streams

[ —— ot

o e oy ity

o i oy ot o ™

= ey DT
e e s ey Py
Do e vty ———




Client Company Persona
Decide which clients to

Customer =

target by describing typical s
‘:\'_ profiles .:.v
Segment e =
e Start by identifying your R —
ideal client |EEsmEe- e
» Detailed as possible I I e e
(I like the Growth Wheel Persona

worksheet for this)
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How do you solve the challenges and
needs that your target audience is:

e Thinking?

* Feeling?

 Doing?

* Where they’re going?
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Channels

The Business Model Canvas

How does your ideal client want to be
reached? (social platform, phone, email,
face-to-face, etc)

Where do they hang out?
How is each channel integrated with the

sales cycle (awareness, evaluation,
purchase, delivery, ongoing)



Business Model Canvas

Customer How does your ideal client want us to

. . fulfill our service to them?
Relationships

e Examples
e 4 e Self-serve
e Automated
e Personal assistance
e Dedicated support person
* Inacommunity
e Collaborative
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Revenue
Streams

The Business Model Canvas

e What value are customers willing to pay for?

e What are they currently paying?

e How are they currently paying?

e What percentage of each revenue stream
contribute to overall revenue?

Some Pricing Model Considerations
* One-time

e Subscription

* Barter

e Volume-dependent



What key resources are required?

Key e Delivering the value proposition
Resources e Channel management
e Customer relationships
= e  Revenue stream
. 6 il Types of Resources
= T~ * Physical
e Intellectual
e Human

* financial



What key activities are required?

Key. . e Delivering the value proposition
Activities e Distribution channels
e Customer relationships
"':m“;? ==  Revenue stream
- _ Types of Activities
= T~ * Production/Delivery

* Problem-solving
e System-wide maintenance



Cost
Structure

The Business Model Canvas.

What are your most important, core costs?
Which key resources are the most expensive?
Which key activities are the most expensive?

Fixed costs:
Variable costs:

Is there enough revenue to cover the costs?
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Key
Partners

The Business Model Canvas

e Who are your suppliers?

e What activities do they perform?

 Who are your power partners (shared ideal
client for a different product/service)?

Reasons To Build Partnerships

e Optimization and economy

* Risk management

e Acquisition of key resources and activities



Test Your Assumptions

IF | WERE OUR TEENAGE

GIRLTARGET, | WOULD

LOVE OUR NEW PRODUCT. HAVE YOU ACTUALLY
TALKED TO ANYTO
MAKE SURE?

WHAT? AND
LEAVE THIS
~~ ROOM?
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Take this immediate action:
e Leave your desk, Go outside, and
Talk To Humans (86 page PDF)

TEST the most critical assumptions

you’ve made:
* Does your value proposition truly
address their needs?
Will they pay for it?
e (Canyou build & deliver it?


https://drive.google.com/file/d/1--NXC8yY1XHv6hbPpU-DnD9R0Ch80oaW/view

Ways To Use The Business Model Canvas

e Explore new business venture/idea

* Fine-tune existing process

* Test assumptions

e Communicate business model others
e Layout for dashboard
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Tom Argiro

Executive Director, North Phoenix Chamber of Commerce
16042 N 32" St, Suite D-10

Phoenix AZ 85032

602-482-3344

Targiro@NorthPhoenixChamber.com

Owner, HBG Consulting LLC
530-424-8665
Tom@HBGConsulting.com
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