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The Business Model Canvas

Hulpsasiiandoslunissunugsia mazdoaliiiiunin (visualizing) laatnsasudou
NNy Bemaelunisiuuanagns Ussiiunnugdifarauniey uaziaangtuuugsia
(business model) nRdszansnnuaziuunzaniugana

¥ (PLATFORM)
BUSINESS
MODEL CANVAS

Setthe Foundations for Yous Business!




The Business Model Canvas

avuuan  Aaa WHAT dsenausng Value Propositions
anunans An HOW senausae Key Partner, Key Activity, Key Resource
anunan an WHO isznausaa Customer Segments, Customer Relationship, Channels
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PaNTAdTIEazRE A TudIusNe Taneadeaiy 4 AN 41
121 lWlAs? AnTa li?) Tnanisassaaziaanldandu 9 dou

. Value Propositions (aaurifiisdsaw)

. Key Activities (Ranssuuan)

Key Resources (niwannsnan)

Key Partnerships (Wustinsvan)

Customer Segments (anen)

Channels @asn1anisananvving)

Customer Relationships (anudusiusriugnan)
Cost Structure (Insaamesmunu)

9.Revenue Streams (nszuasala)
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54519 Business Model Canvas

Key Partners
(Wusinswan)

Key Activities
(fanssuvian)

Key Resources
(nSWBInsHan)

3

Value Propositions
(Rouen yAuS)

Customer Relationships
(AnudNRUSHUgNAN)

Channels
(#D9N19ANY)

7

Customer Segments
(anA12pa151)

Cost Structure
(Tasaasedunu)

(Faan1amala)

Revenue Streams




Business Model Canvas

1. Value Propositions (ﬂmmmmmmmammu Jl,'a“m@mwLﬁuﬂmmmmﬂmmﬂmﬂm VRIHY
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2 Key Activities (Ranssunan) : azlsAananssuianngsnasasaiiung

q
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3 Key Resources (miwennsuan) : axlsaaninansndrAnyuaziiluenansaiidonlvigsiaaiunsn

o

TEIRGN

4 Key Partnerships (Wusinsuan) - a7lsPeRen lannsnriesd LL@vmquwmﬂuLwﬂMﬁiﬂ@

IF
ﬂ r] Luul/l:ﬂ )/L ﬂ Key Value Customer Customer
Partners Activities Propositions Relationships Segments
Key . . Channels ,1

Resources

wnl

Cost Structure Revenue Streams
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Business Model Canvas

5.Customer Segments (gnen) : lashagnAtaaaisn
wWonuAReingls , wananfug §an Lmemu@\mmﬂi

al

6.Channels (@amisansg) : dGudAuaziisnisazadanisiug
wazdenaunignAnasngls

v

7.Customer Relationships (anudunusiugnan) :
nMsdnAusszrdnaiugnAtiuatingle

3. Cost Structure (Imseasanuny) : JL?ﬂ@muwuw
mummuq@ﬂ@ 111 FUNUBNE UTD FUNUNITHRR LAzAy
Feulesiumelgadngls 2

9.Revenue Streams (salaaasgsnia) : g3iaaais

Aziae lAANNIIAUAAUATNIUALALATLTN 7829 1e

KEY
PARTNERS

KEY
ACTIVITIES

the entities/individuals the actions required

involved in
activities

for being profitable

KEY
RESOURCES

the assets in demand
to keep the business

COST STRUCTURE

all the expenses

including payroll, rent, etc.

VALUE CUSTOMER CUSTOMER
PROPOSITION RELATIONSHIPS SEGMENTS

the type of
interrelation to
maintain with your
target customers

CHANNELS

communication
channels with clients

REVENUE STREAMS

the income-generating model, e.g., subscription plans,
direct sales, etc.
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1.Value Propositions

(ATUAT

1
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LTIFAINITAINAL)

Key Partners
(Wusiasvian)

Key Activities
(Aanssunan)

Key Resources
(nSwEnsHan)

Value Propositions
(A 9AuE4)

Customer Relationships
(AnuduNusSILanAn)

Channels
(D9aN196149)

Customer Segments
(anA12pa131)

Cost Structure
(TAssasradunu)

(#amenels)

Revenue Streams
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Value Proposition Canvas

doity
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Products & Services
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2.Key Activities (Aanssunan)

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
(Wusiinsnan) (fanssuwan) (AuA YAUa) (AnuduNusiugnan) (anf1zpa7)

Key Resources Channels

(nSwannswan) (f29n19m9)
Cost Structure Revenue Streams

(Taseasredunu)

(Faamanels)




Key Activities (Ranssuuan)
- UNANIRINARADT ]S
NIFUAR NITAT NT MALITNNS

Qv

- NANIINUANNFINAFBIANHUNIT AINNTULNABNLTIY 3 NIRRT

1.nsu@m (Production) i n1saaniu nsuas N1AILANNNINAR N1IFIALAY
2 .nsunleifoyun (Problem-solving) wu nnsvnias naswmwn@uan
3.n1913N19NBWNTUNL/TZININNNITUIL/MAIN1TUNE
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3.Key Resources (niwgnnsuan)

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
(Wusiinsvan) (Ranssuwnan) (Auen gauds) (ANudNNUSLgnAn) (anfzpaim)

Key Resources Channels

(nSwanman) (F2aN19A19Y)
Cost Structure Revenue Streams

(Taseasradunu)

(g2anemsla)




Key Resources (niwgnnsuan)
mwmmmﬂ‘wmmﬂumﬂmmm 3 4 Ussinngail

1.nfwensyana (HUMan Resources) i gnans wiineu i
2.ninannsmeaniadu (Financial Resources) wiu Suan [{ur Susounu
3.nennsnnatunn (Intellectual Resources) iy wisus aaans ansiins

A piwennsfidudedls (Physical Resources) wiu qﬂmaiﬁau 271A"3 FRNAL AUAN

Key Resources:

My Successful
Business
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4.Key Partners

NIPS (Wusimavan)

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
(WusHnINan) (Ranssuvian) (Ao 3AuTa) (ANuaNNuUSAUanA) (anA1zauT)

Key Resources Channels

(nSwensvan) (¥DeaN19A199)
Cost Structure Revenue Streams

(Taseasadunw)

(Foanaaln)




Key Partners (Wusimsuan)
- fangsuuanuieadinaa lda uisanilaias
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WUsNMATEINAN 4 Usziny

1.siusfinsrussmildldeuds (Strategic alliances between non-
competitors) saatau KFC (g3naanuns) fu ROV (gsnawmna)

2 .viusimsiuguds (Coopetition) saasinaau Starbuck fu After You

3.WusimsiuLTEnawweasegnalud Joint Ventures to develop new
businesses) saatnagu LINE BK iinaan LINE #u KBank

4 . pnudunusiuudia-fune (Buyer-supplier relationships) siaasinau Tassnu
OEM rugauineiazadgnans
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5.Customer Segments (gnan)

Key Partners
(WusHinTnan)

Key Activities
(M9ns3uvian)

Key Resources
(nSwansvian)

Value Propositions
(Rouen gAuTa)

Customer Relationships
(ANudNRUSAUgNAN)

Channels
(229N19A1499)

Customer Segments
(gnA1zBa31)

Cost Structure
(Taseasnadunu)

(zimanaals)

Revenue Streams




Customer Segments (Uszinngnenaeas)
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Customer
Segmentation
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- nananaatu (Mass Market) — ngugnanvialinmanuaunin aualug

a A

-panaanizngs (Niche Market) — nqugnAnnauadn HAusadanisanzas
-gnAnutiangs (Segmented) — ngugnAnuisdauntausaanisanag IRty
- nanavanniang (Diversified) — nqugnAnuansinerii
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6.Customer Relationships (annuduwusiugnén)

Key Partners
(WusHnasnan)

Key Activities
(fenssuvian)

Key Resources
(nFweBnsvian)

Value Propositions
(AAN yAuBS)

Customer Relationships
(AmdnNUsugnA)

Channels
(¥Dan19A19)

Customer Segments
(anArzaaiT)

Cost Structure
(Taseasradunu)

(fmanealA)

Revenue Streams
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1.nslanudaevaagiuynna (Personal Assistance) visanisliitiznig ﬂﬁ@uwuﬂmwﬁm@
wils 1w Call Center, Live Chat, awa, uaz 11amaile

2. msirnudaamaauuugdiadqusia (Dedicated Personal Assistance) Lﬂuéﬂqﬁsﬁﬁu?ﬂﬁﬁ
SanugnAnluedned SaaiuduiusiugnAnludnss il Wu dradann, iwadssiy, was Aine
Agency

3. nstnnsmwies (Self-Service) AansineanudiiusinaniseudEuanauazaanynatne
suflusiagndn Ifandnansnsassnismuedls wu § ATM, uaz wresdnadu Self-Service
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ol
zlationship !

5uccess3
Managemem‘: =

Supermarket -

Eh

Analysis Strategy




4. nnsusnnssnaszuudn s (Automated Services) Aansldinalulatidnundoslignan
ANsnUINsRuea leANT faatnaiu § Kiosk irauauarasiiv, uanandun1siuaessuiaig
5. anudunusiuiazadng (Communities) M?@ﬁmﬂuzﬁvﬂwmﬂumﬂﬁu’%mﬂmmwﬁu
soatinatu ngy Facebook

6. Amnuduiusunutaeiuaine (Co-Creation) ey auazdadsu iy lddaunieannmaing
17n19 AuA liugnAtannguuile faatnadl Youtube, Twitch
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1.anAAandaliieiauduiusiuieenladudneosluu 2
2 .JasneAuduiusiaqiiuvsawmun il luaensaanisatingls 2
3.AnudusiusinalasdniuuaugsnadIuauIedenaeingls 2

How to Build
Customer Relationships



7.Channels (dasnianisamanming)

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
(Wusiiasnan) (Menssuvan) (AAN yALBS) (ANuENNUSHUgNAN) (anAzauT)

Key Resources Channels

(nSwennswan) (zBINn9mne)
Cost Structure Revenue Streams

(Taseadrafunu)

(dpamannla)
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1. daamvdenisndudizes (Owned Media)
- Lﬂumwmmf\wumLmLW@mqumuwuﬁﬂmnmLL@vim:mmqmuwuﬁuﬂmumq

- ilh@efiananansamuanenldanels asuauamnm s Usunaeuldiane
- Fiaasinvaanaslungui 1w iulnsd, Facebook Fanpage, App, winiu
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2. daanv/aan lufeudsiudge (Earned Media)

Aii zﬂl =\ o/ Aﬂl (o] v a 1 zﬂl 1 1
HRAaNNAANNANNEAU LA ANNUTEU AN IAAANTTLANFAALLEAS TRINIHE]

NaaLAuN Umana, W3, Tldala wazestiu

fativaenatlunguil 1y nnsTanaesgnAn, naslas was svam, nsuensia (Word of Mouth)

Traditional advertising ~
print, television, radio,
display, direct mail, paid
search, retail/channel

General Consumers

Corporate web site,
campaign microsite, blog,
brand community,
Facebook fan page,
mobile, etc.

Customers

Word of mouth, Facebook
comments, Twitter
(@mentions, @replies),
Vine, Blogs, forums, review

Super Fans



3. dawmvaaniseadstuaa (Paid Media)
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- soadnsdanaglunguil wu Tuwndsiven, Tnwnunuw Facebook, Google, Twitter,
Billboard vizeuu TV

Improve your
reach with |

PAID

MEDIA fi

feldmancreative.com g’ﬂﬂh
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sunaunisane (Channel Phase) & 5 szaxsail

v

1. 5uf (Awareness) — gnAnaziuinefany auA1 N19UIN191e9sn bhatngls ?

2. Wiansnun (Evaluation) — azvnligneanaulaludagudn wsnisatingls 2
3. fnduladge (Purchase) — gnénazldismmiteTedudrnudemilmilating 2
4. ands (Delivery) — 1anunmands@uan n1stsnssnutaanieuulatg ?

5. uasn1ane (After Sales) — 11azdqsrizaauiemaNazmInuasnisune laasinals ?

Five Channel Phases

wly
+ + + : i; == !

@ ' =24
il S

Awareness Evaluation Purchase Delivery After sales
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8.Cost Structure (Imseasanumny)

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
(Wusiasvan) (Aanssunan) (Ao 9auds) (AusNNUSALgNAN) (andzpam)

Key Resources Channels

(nSwenswHan) (¥D9aN196199)
Cost Structure Revenue Streams

(Taseadradunu)

(dameseld)




Cost Structure (Iassasranunu)
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