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The 9 Building Blocks N {EE R E X

1: Customer Segments 2: Value Propositions 3: Channels
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The 9 Building Blocks LA E =

4: Customer Relationships 5: Revenue Streams 6: Key Resources
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The 9 Building Blocks N {EE R E X

7: Key Activities 8: Key Partnerships 9: Cost Structure
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A business model describes the rationale of how an organization creates, delivers, and captures value .
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The Customer Segments Building Block defines the different groups of people or

organizations an enterprise aims to reach and serve.
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1. T AHRIEEE ?

2. e REENEF ?
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There are different types of Customer Segments.
Here are some examples:

FEER R

Mass market X7 mii5-maceE
Niche market FIEi5-mmezan
Segmented E[F1ETi5-mmetst &
Diversified Zt{tHiG-g5 2 MEkEms
Multi-sided platforms (or multi-sided markets)
ZEYa (BEMIZ) -=ErmEmreE




Et. 1E1EE§E Value Propositions
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The Value Propositions Building Block describes the bundle of products and services

that create value for a specific Customer Segment.
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A Value Proposition creates value for a Customer Segment through
a distinct mix of elements catering to that segment’s needs.

DIE—®B_NEETRES A—EBEREERIEEE

Newness &k Price 1%

Performances 3{aE4 = Cost reduction R Asf#{
Customization Z &1L Risk reduction [&@ & fE(E
‘Getting the job done’BIAFREMET  Accessibility o] & it

Design :%; Convenience/usability &4

Brand/status &h&/E (i
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The Channels Building Block describes how a company communicates with and reaches its

Customer Segments to deliver a Value Proposition
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Channels have five distinct phases. Each channel can cover IR RUEE
some or all of these phases. BI8B AEAEIPEE * PIEEE R » tURIEEEEE
ATIEHE
157 o _ X B H
Awareness o Al-anfEiem EE Y A S E S BB HRA B 1B ——
Evaluation FH{&-mmimemEs e A EEER -
- Sl
Purchase g B -nfam@smeEis g Rums 1
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Delivery {BiE- g4 A s EELEEECES

After sales 18- m@ietEE EEmREn: 5
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The Customer Relationships Building Block describes the types of relationships a company
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establishes with specific Customer Segments
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E..ii E %Eﬁ{% Customer Relationships
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We can distinguish between several categories of Customer Relationships, which may
co-exist in a company’s relationship with a particular Customer Segment:

EFRFAI AR 2848 - T B el AR E I 22 A ERIE F A

Personal assistance : A 78 » iEAREL 275 HiEiEiE

Dedicated personal assistance : EEE A7) > tVIPIEE
Self-service : BBI » ASIRMAAA VN AFEREEE BITARRAMEE » FIEH5
Automated services : HEIfLART - EAEAEBIRT - EEEBREFNER
Communities : ## > MERERIIAHEE - HEFREEEE L
Co-creation : &[FgliE » tWeb 2.048i% - EE#E (XF:FR) - You tube...
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The Revenue Streams Building Block represents the cash a company generates from each

Customer Segment (costs must be subtracted from revenues to create earnings)
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There are several ways to generate Revenue Streams:

EER@mRINAI

Asset sale EEHE : smiEm

Usage fee (FHE : mz=Es - s - fEEHE
Subscription fees E5& : #mpE  ResEs
Lending/Renting/Leasing 8 : smm=mks
Licensing ISZiEE : wspiEgsa:
Brokerage fees {4111 & : /i35 hEsl
Advertising EEE : s RR e Es S
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The Key Resources Building Block describes the most important assets required to make a

)dﬁjﬁ_ﬁi

business model work
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Key Resources can be categorized as follows:

FASEER A o4 N84T

Physical E5¢E5 : s - e - =...
Intellectual E2&EF : ai - wuaE
Human ANER : g seEn s e Ma a2 REE
Financial B4735F : mm2 - sawEs - R
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K describes the most important things a company must do

ik
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The Key Activities Building Bloc

to make its business model work
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Key Activities can be categorized as follows:

FASEEE P A A FoIEEAE ¢

Production £ : it - i REZHETHERENES
Problem solving #2598 : meEr 235 - B E RS it 4E e
Platform/network FE/434% : samunerss  Fage  #E
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The Key Partnerships Building Block describes the network of suppliers and partners that

1:|||I—

make the business model work
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1.2 MREREAHEHE ? RMAREREER S ?
2 LRI E B2 N A EB L RIS 2
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It can be useful to distinguish between three
motivations for creating partnerships:

B A TN=1@E B FREEFENINE > SIEEFH

Optimization and economy of scale

B ia{CELFREAR T - REEAGEENE  BENEATHRERL:  EES/ G AERER
Reduction of risk and uncertainty

PR BEEI AR TEE M : B srno R EIRIEEE - WUt ERSBMIE

Acquisition of particular resources and activities

IS EEIREEE) - s - 128 - EEMR > GRERRASBRIBELEAATSHE




IX. BRZNZ5%E Cost Structure
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The Cost Structure describes all costs incurred to operate a business model




. BN ASZERE Cost Structure

1. BMNEEENF » REZNBEERERETE ?
2. MMERARRE R & ? MERRE S8 & & ?

Naturally enough, costs should be minimized in every business model. But low Cost Structures are more
important to some business models than to others. Therefore it can be useful to distinguish between two
broad classes of business model
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Cost-driven fiZs5EE)- 40 EEEMZE ﬁjzzt.nn*ﬁﬂlﬂtﬁi

, .. BT PLAS- A B 2

Value-driven {E{E5EE)- U0 S RS . EE R B R
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The nine business model Building Blocks form
the basis for a handy tool, which we call the
Business Model Canvas.
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The Business Model Canvas

This tool resembles a painter’s canvas — preformat-
ted with the nine blocks — which allows you to paint
pictures of new or existing business models.

The Business Model Canvas works best when printed
out on a large surface so groups of people can jointly
start sketching and discussing business model
elements with Post-it® notes or board markers.

It is a hands-on tool that fosters understanding,

discussion, creativity, and analysis.







The Business Model Canvas
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