

Thought Prompting Questions (Business Model Canvas):
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The Business Model Canvas
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Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?
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Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?
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What Key Activities do our Value Propositions require?
Qur Distribution Channels?

Customer Relationships?

Revenue streams?
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Key Resources

What Key Resources do our Value Propositions require?
Qur Distribution Channels? Customer Relationships?
Revenue Streams?

E Movlni Base eami

Online market ’

Course (Klnistnll)

Commitment (coniracts)

o)
0|

Trans Sweden MTB Stage Race

Value Propositions ﬁ?

What valiia An wia dalivar tn tha riictamar?
Which
= Real MTB Racing et

Z

... For Racers...
= Wilderness eXperience
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.... For Sponsors...
Reach

"Bang for the ad-buck”
A new market space

... For Media...

An Awesome reality (show
New sources of revenue
Inspiring challenges

... For Viewers...
Excellent entertainment
Good vibrations
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Customer Relationshin

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established?

How are they integrated with the rest of our business model?
How costly are they?

Channels

Through which Channels do our Customer Segments
want to be reached?
How are we reaching them now?

Revenue Streams

For what value are our customers really 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
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Customer Segments

For whom are we creating value?

Who are our most important customers?
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KEY RESOURCES

What key resources do our

value propositions require?

Our distribution channels?

Customer relationships?

Revenue streams?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow.
customers?

Which customer reationships
have we established?

Howare they integrated with
the rest of our business model?
Howcastly are they?.

CHANNELS

Through which channels do our
customer segments want to be
reached?

How do other companies reach
them now?

Which ones work best?

Which ones are most
costeffcient?

How are we integating them
with customer rautines?

COST STRUCTURE REVENUE STREAMS

CUSTOMER
SEGMENTS

For whom are vie
creating value?

Who are our most
important customers?
What are the customer
archetypes?

What are the most important costs nherent to our business madel? For what value are our customers eally willing o pay?

Which key resources are most expensive? For what do they currenty pay?

Which key activities re most expensive? Whatis the revenue model?
What are the pricing tactics?
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