Tépper

HOOL OF

"...don’'t make business
o & Mmore complicated that it
RV needs to be...”

'J 2\

Don Jones

Tepper School of Business e William Larimer Mellon, F



SSSSSSSSSSSSSSSS

Business Model Canvas

(more than a box to check)

Tepper School of Business ¢ William Larimer Mellon, Founder



COSTS / COMPANY FOCUS

Designed for: Designed by. Date Version:

The Business Model Canvas

Key Partners C’ Key Activities % | value Propcsitions ﬁ% Customer Segments
Key Resources .‘i Channels ...Q
Cost Structure ‘i Revenue Streams é

olsoo.r::oa&v: Business Modgl Fcun'g’ry AG ® St rategyze r

n 32 U5 strategyzer.com

©000 0

SNO04d d3aNOLSND / ANTVA



Value Propositions

Designed for:

Designed by:

Date: Version:

What value do we deliver to the

customer?

Which one of our customer’s
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Let’s talk about revenue

Tepper School of Business ® William Larimer Mellon, Founder



- rIélalrllegi(‘Nlcé):ll[.
What is Revenue? — Really... 1CPPCEI

Revenue is how your
customer rewards you
for the value that you

create.

« Reflective of the value
provided
* (ldeally) Quantifiable

Tepper School of Business ® William Larimer Mellon, Founder
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How do you estimate revenue?
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Value realized by castomen:  $100 Is the
What Gooduese Facton: 10k opportunity
should | big enough
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B Subscription fees

j For what value are your customers 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 Fixed Pricing Dynamic Pricing
Asset sale iDaias Negotiation

(bargaining) 1. Customer value divided
i Usage fee by the “goodness Yield Management

Real time market

Lending/Renting/Leasing faCt_or .
Licensing . Verify that you CAN

Brokerage fees extract your revenue.
Advertising . DO NOT get hung up

on the details!
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What do we know, just from this?

1.

2.

We understand our customer

(in detail)

We understand why (& how) they
benefit from what we are doing

We understand whether there is
enough left for us to make this worth
while

We understand what we don’t
understand!
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45 Seconds in




“...your scientists were so
preoccupied with whether they
could that they did not stop to
think about whether they
should...”
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Fixed costs (S oy do we raise awa i )57
Variable costs activities

Economies of Evaluation

Economies of How do we help cust
organization’s Value e

tellectual (Brand, patents, copyrights, data)
*  Purchase uman

How do we allow customers to purchase specific Financial é

products and services?

* Delivery
How do we deliver a Value Proposition to customers?
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Can |
make a
profit?

Revenwe per cadtomen:  $10

Deineet codt (codt to deliver value) : $5
Feved coot (Overtead) #Z

Marngin: 35

%5 1 10,000,000 castomers =
#50

Can | justify
the
Investment
and can this
be a self
supporting
concern?



How do you use the Business Model Canvas

The BMC is the cornerstone of your internal business plan

The BMC need to be as specific as possible!
* The more quantification the better

(Initially) focus on customer segments and value proposition
Develop it in the order that | presented it
Prioritize risk or unknowns

The BMC is an evolving tool, not a one time task
The BMC should be visible to the entire team
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Tepper School of Business  William Larimer Mellon, Founder



