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1. BEER
Value
Proposition

Z RN AR ARFFEE M AT 2IRY
The bundile of products and services which
creates values for specific Customer Segment

UEHFHNEELS  DEERTHIIBEREER

g

EFl/ 5 ‘(Convenlence/AcceSS|b|I|ty) 7R BNHERR P fee /2 (14
fRRF95E (Problem-solving) — 12 t4F E I 28/IhBE
{Ef%{E% (Price Advantage) — BB 8UXERK
fE{K A2~ (Cost Reduction) — HBIE FEXR
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Customer The different organizations or groups of people that
Segmentation |a company aims to reach and serve

KB5S (Mass Market) — R ¥EZ 2

F) E 115 (Niche Market) — 45 E & &%

EfE{t (Segmented) — NETHIHFER @ EFLEER
http://www.eslitecorp.com/TW/Index.aspx

Z X1t (Diversified) - " —EMHBEAN B ZZE
http://www.fubon.com/financial/lhome/index.htm

%21t (Multi-lateral) — THE KGR B1ZZEE

http://www.easycard.com.tw/default.aspx
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Channel
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How a company communlcates with and reaches

its Customer Segments to deliver the Value Proposition
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Customer
Relationship
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The types of relationships a company establishes with

specific Customer Segments
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5 A 1B (Personal Assistance) — Z (>
3B {E A 1# 81 (Dedicated Personal Assistance) — f
Bfl (Self-help) — & - F M T &
&1L AR 7% (Automated Serwces) — AR IRTT
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Key The network of suppliers and partners that
Partnership makes the business model work

HUE21E (Give & Take) - KR N RBEREMTE

&% {£1t (Optimization) — /5% 2 B & FE{L N ZIRE FF
(3R 1E (Economy of Scale) — E}izliiﬁiﬁwﬁi?é?r&ﬁﬂ(’*’“ﬂﬂﬂﬁﬁﬁ)

EfE#ESF] (Risk Management) — XK TR BKRERRIA ~ R BEKENAX
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Key
Resources

NSIESERYFHE X RN
The Iindispensable resources required
to make its business model work

B2 &R (Physical) — T #h/IEE/ T R/ REE
R &R (Service) — B/ AIR/F{&
BHEE]E (Intellectual) — =75 FT/BEER /A T
AHEE (Human) — 35T/ 2

Bf# &R (Financial) - E€/Z8/8 5
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Key

Activities

AAEEE—EELERR  REEMN
The most important things a company must do
to make its business model work

4 &= (Production) — & i&E/RAE

AR5 (Service) — % &T/RAM]

fRR RS (Problem Solving) — Efx/{RZ/3Eh

T &/484% (Platform/Network) — Facebook/Google/eBay
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Cost
Structure
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All the costs incurred and the relationships among the costs

in order to operate a business model
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9. IR
Revenue

Streams

B HRS B REREASERNRE G
The cash-flow a company generates
from operating the bBusiness Model

BERE(I 5087 HEE? MR
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L EIHE (Asset Sales) - ER/HEHE

£ A& (Usage Fee) — Parking/Hotel

=] B/= EE (Subscription Fees) — #&5/Apps
%1 Z (Licensing) — KKBox/iTune

1FI15|\§ (Brokerage Fee) B/ AN JIERTT

& (Advertising) — E51CIE/Google




What Comes Standard in a Starbucks

C OMMAND LINE If these were your only options, which of the following Drip coffee - Hot options at Starbucks would you choose? FR QPPUCCINO
Language distillation and transiat Note: Assume that you will get your preferred add-on when considering whether to customize your beverage, and that you can get more
than one add-on, but will have to pay for each add-on individually at the stated price. I { . 1
| (WAIODDINYS
2 Choose by clicking one of the buttons below: fd
. O .c.‘} a2 . ' 4 N l "P
H [ — ’ - .! . . ~ ) _— Sl (47
/ / ) . ) - Lot e b
2 ( > > a ,é Va ra ———— wiiyygdgrzmn S
Tk 'a 'a S T = f)'ﬂ'll f) - 1/
’ ’ 4 p - < — co'-v. 1 'll'
Bl Sifaatgning fasy
Tall (12 Tall (12 Grande (16 Grande (16 Venti (20 Venti (20 ' — ‘l'
Size oz.) 0z.) oz.) 0z.) o0z.) 0z.) | S : t S | 1 / 4
Long Form Language Short Form Language Short Form Notation Short Form Language X
Price of | -
beverage $2.10 $1.90 $1.65 $1.85 $1.40 $1.60 : . €T | _ ]/5
Includes
, add-on(s)
. I o I I L oh . g:s:;‘msso | would
- f 4
q’ ? shot, not
e flavored choose
=) ( syrup, or any of
soy milk) Yes None Yes Yes Yes None these
. options
Nt Price of

add-on $0.60 N/A $0.70 $0.80 $1.00 N/A



Exercise with Starbucks

Ket Partners Key Activities Core Value Customer Customer
Relationship Segmentation
Key Resources Channel

Cost Structure Revenue Stream




What other people said about Starbucks
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Business Model

Key Partners Key Activities Value Proposition Customer Customer
Relationships Segments
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