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The Business Model Canvas - Cllept company. Persona é“"é
Decide which clients to =S
u S o target by describing typical i //A\\
profiles User
Buyer
BUSINESS CONCEPT Initiator
S t ICustomer Portfolio Influencer e
Decider J
Ideas
egme n DECISION SHEET —_— e 5
mRw s :
3| ([ e 3
Job to be done 'CUSTOMER PERSONA: FEELING ‘g
By getting 1o understand who our customers. FACTS ON TYPICAL CUSTOMER PERSONA Concerns ;
are and what they think, feel, and do, we can §
better figure out how to create value for them Age e Interest g
and communicate with them in the best way. Bender Proforsnces -E
A good communication about a product that Education 2
:hl.s:ml::l‘:l"‘:‘uhu,:nm needs gives good Posil g
Report to 'CUSTOMER PERSONA: DOING S
How to do it Industry Responsibilities. s
Start by noting which type the persona i that Gl e B e, Projects 3
you want to describe. Use the checklist for ” ¥
inspiration. Then write down any facts you know Activities. ¢
‘sbout ane of your typical customer personas. 5
. . . 2
e Start by identifying your R pr—— :
feels, does, and where he/she is going in life. Direction T
2 [ 5
. . prldiondatbngloneayal "
challen needs, circumstances, environment, i -
ideal client S - i
Next step CUSTOMER PERSONA'S CURRENT SITUATION i
M M . iiti 0 describe 3
* Detailed as possible et e
 Use your notes 1o write 8 more coherent -
description of your typical customer. H
 Decide what to change in your product and/or -
e 10 et B o ot
e i
£
(I'like the Growth Wheel P
[ - g
°

worksheet for this)
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Value Proposition

How do you solve the challenges and

needs that your target audience is:

* Thinking?

* Feeling?

* Doing?

* Where they’re going?
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Channels

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
Relationships

............

How does your ideal client want us to
fulfill our service to them?

Examples

* Self-serve

 Automated

* Personal assistance

* Dedicated support person
* |nacommunity

e Collaborative
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Revenue  What value are customers willing to pay for?
* What are they currently paying?
Streams « How are they currently paying?
 What percentage of each revenue stream
= contribute to overall revenue?

Some Pricing Model Considerations
= * One-time

e Subscription

* Barter

* Volume-dependent




Business Model Canvas

What key resources are required?
Key o .

* Delivering the value proposition
Resources * Channel management
e Customer relationships
* Revenue stream

Types of Resources
* Physical
* Intellectual
* Human

* financial



Business Model Canvas

What key activities are required?

Key. . * Delivering the value proposition
Activities « Distribution channels
o * Customer relationships
"ETW—? =T * Revenue stream
Types of Activities

* Production/Delivery
* Problem-solving
e System-wide maintenance



Business Model Canvas

Cost  What are your most important, core costs?
* Which key resources are the most expensive?
Structure * Which key activities are the most expensive?
EE EE T * Fixed costs:
== [=" * Variable costs:

* |sthere enough revenue to cover the costs?



Business Model Canvas

 Who are your suppliers?

 What activities do they perform?
Partners * Who are your power partners (shared ideal
client for a different product/service)?

Key

9 = = Reasons To Build Partnerships
* Optimization and economy

* Risk management
* Acquisition of key resources and activities



Test Your Assumptions

Cr | t | C al Take this immediate action:

* Leave your desk, Go outside,

N eXt and Talk To Humans (86 page e R eE
GIRLTARGET, | WOULD
PDF ) LOVE OUR NEW PRODUCT. HAVE YOU ACTUALLY
. TALKED TO ANYTO
Step #1 =
po o

TEST the most critical assumptions
you’ve made:

. Does your value proposition
T EST truly address their needs?
*  Will they pay forit?
YO U R *  Canyou build & deliver it?
*  Areyou asking the customer
ASSUM PTIONS to consume your service
differently than they are
accustomed to?

WHAT? AND
LEAVE THIS
.9 ~ ROOM?
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https://drive.google.com/file/d/1--NXC8yY1XHv6hbPpU-DnD9R0Ch80oaW/view

Key Activities: Define Repeatable Processes

B O N u S Tl p The back-office boxes (on the left side of the BMC) represent
all the hard work it will take to execute your plan and run your
business on a daily basis.

How To Focus As you begin to define the KEY ACTIVITIES needed to run your
On Key

business, think about these activities in terms departments:

S *  Marketing
ACt|V|t|eS * Sales
* Operations
* Finance
* HR

* Legal




Key Activities: Define Repeatable Processes

B O n U S Tl p Each time you reach for one of your KEY RESOURCES,
consider which “department” would be using that resource if

you were a bigger organization.

How To Focus . Marketing
* Sales
On Key * Operations
S * Finance
Actlvities © HR

* Legal




Key Activities: Define Repeatable Processes

B O N u S T| p Document what you are doing with that KEY RESOURCE.

*  Why are you using this resource?
*  What am | preparing to do with the resource?

H OW TO FO C u S * Did | perform any steps prior to this point that helped me
prepare for now?
O N K ey *  What steps am | taking with this resource?

* What other resources do | need to perform this activity?

Activities




Key Activities: Define Repeatable Processes

B onus Tl p Also, document how you perform a specific task

*  Write down a checklist of actions you’re taking to perform
a specific task

H ow TO FO Cus * Include all the key resources needed to perform this task

* Capture screen shots, video, other documents, etc
O N K ey * Organize the workflow in a logical sequence

ACt VI t| eS * EXTRA BONUS TIP: use a template to document these
activities so there’s a consistent format




Bonus Tip:

How To Focus
On Key
Activities

Key Activities: Define Repeatable Processes

How to use your checklist(s):

Run through a process a few times and fine-tune your
checklist, screen shots, etc,

Next, have someone else in your organization attempt to
perform the same activity while following your
documentation

Have them make notes and ask questions as they go
through the process

Every question asked is an indication that the
documentation isn’t as clear as it should be (yet)

Repeat the exercise with a few individuals



Key Activities: Define Repeatable Processes

B onus Tl p Gather these checklists and activity guides into one place,
perhaps a shared folder (yet secure from outside eyes)

This becomes the basis for your SOP, which | like to refer to as
a playbook

How To Focus
On Key This documentation can be used for

S * on-boarding new employees

A Ct VI t | eS * Cross training existing team members

* Discovering process improvements

* Help you eventually exit the company voluntarily
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