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Ground rules



Rule #1

Avoid writing
directly on a
canvas
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Rule #2

Don’t get
stuck with
blah blah blah




Rule #3

Start with
any building
block




Never use
bullet points
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Rule #5 &=

Avoid too
much detail
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* on and compliance ongoing costs + We will make money by directly submitting claims and billing to
* Dental facilities in scheduled locations Medicaid
* Personnel required for operation and procedures  These will be fees for oral surgeon, the anesthesiologist, and the rquired
* Dental supplies necessary for surgery and advance care procedures facilities
* The dental clinics and the indigent population are not actual payers but
are fees beneficiaries of the model
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Rule #6 ©%*-

Be precise for
every building
block




Summary




Use Sti‘c‘(y

« Bullets

Rule #1
Use sticky
notes on the

canvas
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Never use
bullet points
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Just start. No
blah blah blah
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Demographics:
38, married, 2 children, $98’000
iIncome, etc.

Psychographics:
Hard-working, believes in meritocracy,
supports gay marriage etc.

Behavior:

Marathon runner, dislikes
watching TV, does homework
with kids every day, etc.

Jobs-To-Be-Done:

Manage family, keep kids’ grades up,
keep up-to-date professionally, help
project team hit deadlines, etc.
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FOR YOUR CUSTOMER(S)
3sasivaumtiavanmudazndu

Al
Key Partners Key Activities alfe iti Relationships Cus.omer Segments

R&D — Build New
Products, Improve
Existing products

Automation (where

Web Search, Gmail, possible) Internet Users

Google+

Manage Massive IT Targeted Ads using R Advertisers,

rge accounts H
Distribution Infrastructure Adwords (CPC) Ad Agencies

Partners
Extend Ad campaigns Google Network
using Adsense Members
en Handset
&t Alliance Key Resource
Display Advertising Mobile device
OEMs (for Chrome DAt eariars Mgmt Services gbal Sales and owners

OS devices) ipport Teams
0S and Platforms —

IPs, Brand Android, Chrome OS el Sales Developers
orce

Py HOW TO CREATE VALUE

Cost Structure - Revenue Streams FOR YOUR BUSINESS

Traffic Acquisition R&D Costs (mainly Ad Revenues — Ad Revenues —

3sdrvatuasivAuAlHAUSSND
] L |

S&M, G&A

E’;?’l:'::;’t‘e; . S:Te: & i —| (DSﬂ ISI"I’ Il\)u-'D Iﬂaﬂn Illda"ﬂiil.l)
= S —————————————————————————————— o
v u

www.businessmodelgeneration.com



Source : Alex Osterwalder & Yves Pigneur - Strategyzer

Value Customer
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* Medicaid benefits from
the reduction of
ongoing costs of oral
hygiene by providing
preventative care

Population

« Parents of Children w/
Dental Needs on
Medicaid

« Children w/Dental
Needs

e Dental Chr

recini

« Parents of children are
able to receive free
oral care for their
dependents

« Children benefit from
healthier mouths, oral
hygiene, and better

Y

« We will make money by directly submitting claims and billing to Medicaid
« These will be fees for oral surgeon, the anesthesiologist, and the required
facilities

« The dental clinics and the indigent population are not actual payers but are
free beneficiaries of the model
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Facebook — World's leading Social Networking Site (SNS)
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Your product or technology is
not your value proposition



It’s how specifically you
create value for a
customer segment
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Reduces Rewards  Nostalgia Design/ Badge
anxiety me aesthetics value
l e nhn .
Wellness Therapeutic Fun/ Attractiveness  Provides
value entertainment access
FUNCTIONAL
00
o mE W @ @
3o ch
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
Reduces Avoids Reduces Quality Variety Senso Informs
effort hassles cost appea

SOURCE 2015 BAIN & COMPANY INC
FROM "“THE ELEMENTS OF VALUE." SEPTEMBER 2016 * HBR.ORG



The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.
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> ©0 i
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30 Elements of Value for Consumers*

* Self-
Transcendence

Provides Hope
Self-Actualization
Motivation

Heirloom

Affiliation and Belonging

* Reduces Anxiety * Wellness
* Rewards me * Therapeutic Value

* Nostalgia

* Fun/Entertainment

* Design/Aesthetics <+ Attractiveness

* Badge Value * Provides Access
* Saves Time * Connects * Sensory Appeal
* Simplifies * Reduces Effort * Informs
* Makes Money * Avoids Hassles * Integrates
* Reduces Risk * Reduces Cost * Variety
* Organizes * Quality

*Rotman Management



40 B2B Elements of Value*

*\ision
*Hope

*Social Responsibility
Career
*Marketability
*Network Expansion
*Reputational Assurance

Personal
*Design & Aesthetics *Fun & Perks

*Growth & Development ¢Relaxed Anxiety

Productivity Relationship

*Time Savings *Responsiveness
*Decreased Hassles *Expertise
*Reduced Effort *Commitment
eInformation *Stability
-Transpa rency *Culture Fit

Operational Access Strategic

_ _ *Availability
*Connection eIntegration Variety Risk Reduction *Reach
*Organization <Simplification *Configurability = eFlexibility *Component Quality
Economic Performance
*Improved Top Line  *Cost Reduction *Product Quality Scalability eInnovation

*Meets Specifications  *Acceptable Price  *Regulatory Compliance  eEthical Standards
*Rotman Management
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def.

revenue stream

(pro-to-typ-ing)

* how you earn money from a customer segment

* how your business model captures value in
return for creating and delivering customer value

* outcome of your choices regarding value proposition,
customer segments, channels, and relationships

* should always be bigger than the cost structure



def.

asset sale

(as-set sale)

* generated from the transfer of
ownership rights of a tangible or
iIntangible asset
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def.

rental fee

(rent-al)

* generated by temporarily granting someone
the exclusive right to use a particular (physical)
asset for a fixed period in return for a fee



rental/lease/lending
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def.

usage fee

(us-age fee)

* generated by the use of a
particular service

* the more the service is used, the
more the customer pays



usage fee
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def.

licensing fee

(li-cens-ing fee)

* generated by giving customers
permission to use protected intellectual
property in exchange for licensing fees
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def.

advertising fee

(ad-ver-tis-ing fee)

* generated for giving visibility
to a particular product, service,
brand or other item
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def.

subscription fee

(sub-scrip-tion fee)

* generated by selling
continuous access to a
service
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def.

brokerage fee

(bro-ker-age fee)

* generated from intermediation
services performed between two
or more parties



brokerage fee /
transaction cut

I'm a (car) insurance
broker in case you
haven’t noticed

)
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Frequently Observed
(Modeling) Mistake



make sure you clearly define
who is paying and for what value
(avoid orphan revenue streams)!
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orphan revenue
stream
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Direct vs Indirect
Channels
(Intermediaries)
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def.

customer relationship

(pro-to-typ-ing)

* describes the nature of
relationship you establish with
your customers

* specifies how you acquire,
retain, and grow customers

* based on a channel



NISTHADWYOUIHADAdUUAANA (Personal Assistance)
msZHn:nuu:)mHaaa:)uunna HsamsZHusms Ugauwusuuu 1-1
Adogvulsu Call Center, Live Chat, dlua, ua: siownada UE)UU’IS\) KZD3Uu«

MSTHADUBIYIHADUUUKYEIBEAIU) (Dedicated Personal Assistance)

MSIRAIUEIEIHADHSDMISTRUSASLUUREIeEIUC ARTRUSNIsSInAUanALWUuEvG AWFUWUS
AuanmlUdns:au Adpgvlbu B1odawy, waads:Au, ua: AUSAU1 Agency HSD Specialist ¢ioa

AISUSAISQULdY (Self-Service)
AISUSANSQULDY ADNNSSAVIADINAUWUSTQ8NISUDUIVS1UDEANUE:adNNNgwNILTucDanmM
tHanAawisausmMsaudvla aogvusu uWwWalsousuy, Self-Service Supermarket

AMsusAIsasgs:uudaluua (Automated Services)

ANSUSNNSQlgSs:-uUDATULG namstumntutasuﬂmuaatHanmmmsausmsmumotomun
AdgIvLLU c1 Kiosk, wnauuumsaouu St uuzsaznaHu Streaming Pro, ua: udWaLABUCIVA

ANAUWUSUUULASDUNY (Communities)
ADIAUWUSLUULASDUIEY HSoAUItUanuiu:tun1stRUSNAISLUUy¥UBU, Wosu, ndu

AWAUWUSUUUYEIgAUaso (Co-Creation)
ADIUJAUWUSLUUEIgAUASIY AUSUNaUaYIAUa:aolaSutRNIGaIuRtvaIuIsadasivousnis aumiHAuganADNNauRUY
(ogLgu Youtube
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def.

Key resources

(pro-to-typ-ing)

* most important things
you need to have for your
business model to work



Highlight which key resources
are essential for your business
model to work



* Products

 Manufacturing
facilities

e Warehouses

 Storefront

* Locations

* Lab space

e Vehicles

e Machines

e Point of Sales

e Web servers

Team Service
Researchers
Engineers

Team Marketing
Team Sales
Operations

Brand
Proprietary
knowledge
Patents
Copyrights
Trademarks
Trade secrets
Databases
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def.
Key activities

(pro-to-typ-ing)

* most important things you
need to be able to perform for
your business model to work
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def.

Key partnerships

(pro-to-typ-ing)

* the network of partners and
suppliers that leverage your business
model and help make it work
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def.

cost structure

(pro-to-typ-ing)

* all costs incurred from
operating your business model

* outcome of your choices regarding key
resources, activities, and partnerships

* should always be smaller than
the revenue streams



there are two main type of
costs, fixed costs and
variable costs



B =

J)

- / \\\ m 0’ -~
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search execution

design testing

[Source: Damien Newman, Central)
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KEY SUCCESS

Efficient
operations

New product

1. Delight and

devciepmet Surprise the High
End of the Market
2. Control Cost
i 3. Maximize Margins
Manufacturing IP, iOS, and Profits frogm
partners platform Apple stor ;
2lplis aeliss High End Market
Access App Share
toiPhone __ . — >
user base 1R S developers 4. Continuously
CJ Reinvent and
: Surprise the High
App revenues
© (30% cut) End of the Market
Effective
: The A
operational +++ The App Store
costs
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