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“A business model describes the 
rationale of how an 
organization creates, delivers, 
and captures value”





https://www.youtube.com/watch?v=QoAOzMTLP5s






THE 9 BUILDING BLOCKS



CUSTOMER SEGMENTS



CUSTOMER SEGMENTS

1. For whom are we creating value?

2. Who are our most important customers? 

3. Who are our users? 

4. Who’s influencing them? Who decides? 

5. Which are the customers’ 
more important habits? 

6. What type of customer segments 
should we address?



CUSTOMER SEGMENTS

They represent separate segments if: 
• Their needs require and justify 

a distinct offer
• They are reached through

different distribution channels
• They require different types of relationship
• They have substantially 

different profit abilities
• They are willing to pay for 

different aspects of the offer. 





VALUE PROPOSITION



VALUE PROPOSITION

1. What value do we deliver 
to the customers? 

2. Which problem are we helping
to solve? 

3. Which customer needs 
are we satisfying? 

4. What bundles of products and services are 
we offering to each Customer Segment? 



VALUE PROPOSITION

• “Getting the job done”

• Performance

• Customization

• Design

• Brand

• Price

• Cost Reduction

• Risk Reduction

• Accessibility

• Convenience/Usability



TIPS FOR SURVEYS

Use direct and clear phrasing 

Have certain/clear scale

Put demographics at the end

Avoid open end questions

TOOLS

Google forms, Surveymonkey, typeform, qualtrics



CHANNELS



CHANNELS

1. Through which Channels do our Customer 
Segments want to be reached? 

2. How are we reaching them now? 

3. How are our Channels integrated? 

4. Which ones work best? 

5. Which ones are most cost-efficient? 

6. How are we integrating them with 
customer routines? 



CHANNELS PHASES

1. Awareness 
How do we raise awareness 
about our company’s products 
and services?

2. Evaluation 

How do we help customers 
evaluate our organization’s 
Value Proposition? 

3. Purchase 

How do we allow customers to 
purchase specific products and 

services? 

4. Delivery 

How do we deliver a Value 
Proposition to customers? 

5. After sales 

How do we provide post-
purchase customer support? 

Owned vs partners channels
Direct vs indirect channels



CUSTOMER RELATIONSHIPS



CUSTOMER RELATIONSHIPS

1. What type of relationship does each of 
our Customer Segments expect us to 
establish and maintain with them?

2. Which ones have we established? 

3. How costly are they? 

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

TARGET

Customer acquisition
Customer retention

Upselling 



CUSTOMER RELATIONSHIPS

• Personal assistance 

• Dedicated personal assistance 

• Self-service 

• Automated services 

• Communities 

• Co-creation 



REVENUE STREAMS



REVENUE STREAMS

1. For what value are our customers 
really willing to pay? 

2. For what do they currently pay? 

3. How are they currently paying? 

4. How would they prefer to pay?

5. How much does each Revenue Stream 
contribute to overall revenues? 



REVENUE STREAMS

• Asset sale 

• Usage fee 

• Subscription fees 

• Lending/Renting/Leasing 

• Licensing 

• Brokerage fees 

• Advertising 



PRICE MECHANISMS

Fixed Menu Pricing 

List price 

Product feature 

dependent 

Customer segment 

dependent 

Volume dependent 

Dynamic Pricing 

Negotiation 

(bargaining) 

Yield management 

Real-time-market 

Auctions 



KEY RESOURCES



KEY RESOURCES

1. What Key Resources do our Value 
Propositions require? 

2. How can I minimize risk? 

3. What are the common characteristics 
of critical resources? 

4. How can I obtain/keep my critical 
resources? 

Key Resources can be categorized as follows: 

Physical , Intellectual, Human, Financial 



KEY ACTIVITIES



KEY ACTIVITIES

1. What are the critical activities of our 
business? 

2. How can they be optimized? 

3. Which activities can we automate? 

4. Which activities should we outsource?

Categories

Production, Problem solving, Network.



KEY PARTNERS



KEY PARTNERSHIPS

1. Who are our critical partners? 

2. Who are our critical suppliers? 

3. Which key resources are we buying 
from suppliers and partners? 

4. What kind of partnerships should we 
seek?

5. What is the best cluster/ supply-chain 
where I should be located?



KEY PARTNERSHIPS

• Strategic alliances between non-
competitors

• Coopetition: strategic partnerships 
between competitors

• Joint ventures to develop new 
businesses

• Buyer-supplier relationships to assure 
reliable suppliers

Motivations: Optimization and economy of scale, 
Reduction of risk and uncertainty, Acquisition of 
particular resources and activities



COST STRUCTURE



COST STRUCTURE

1. What are the most important costs 
inherent in our business model? 

2. Which Key Resources are most 
expensive? 

3. Which Key Activities are most 
expensive? 





DON’T FORGET COMPETITION



Business Model Canvas – Airbnb



Business Model Canvas – ikiosk / Intale

Key Partners

Mini Retail Markets

Viva

Key Activities

POS software 
development

Data analytics

Value Propositions

Αυτοματοποίηση 
διαδικασιών παραλαβής 
και παραγγελιοδοσίας με 
εύχρηστο τρόπο

Ανάλυση δεδομένων 
πωλήσεων σε μικρά 
σημεία πώλησης

Μέτρηση της απόδοσης 
διαφημιστικών σποτ

Customer 
Relationships

Customer Segments

Mini Retail Markets

Suppliers

Key Resources Channels

Cost Structure Revenue Streams
Data Analytics
Advertising
Fee





NICE READINGS
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