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Week 2: 
Formulate Your Business Model  
 
Business Model Canvas 
 
Customer Segments (CS): 
 
Defines the different groups of people or organisations an enterprise aims to reach and 
serve. The Customer Segments can be broken down into sub-segments if their needs 
require and justify a distinct offer (e.g. they are reached through different channels, they 
require different types of relationships, they have substantially different profitabilities, or 
they are willing to pay for different aspects of the offer). 
 
Value Propositions (VP): 
 
The Value Propositions represent the bundle of products and services that create value 
for a specific Customer Segment. The Value Propositions may be quantitative (e.g. price, 
speed of service) or qualitative (e.g. design, customer experience). 
 
Channels (CH): 
 
Channels describe how a company communicates with and reaches its Customer 
Segments to deliver their Value Proposition. Channels represent a company’s interface 
with its customers, and can include communication, distribution, and sales. 
 
Customer Relationships (CR): 
 
Customer Relationships describe the types of relationships a company establishes with 
specific Customer Segments, and can range from personal relationships to entirely 
automated interactions. The Customer Relationships are a key issue in determining the 
overall customer experience. 
 
Revenue Streams (RS): 
 
The Revenue Stream describes how a company will generate cash from each Customer 
Segment. The Revenue Stream has to take into account how much customers will be 
willing to pay for the value the company delivers. There are two basic types of revenue 
stream: revenues from one-time customer payments, and recurring revenues from on-
going payments. 
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Key Resources (KR): 
 
The Key Resources describes the most important assets within a company that make a 
business model work. These generally include physical resources (e.g. buildings, 
vehicles, etc.), intellectual resources (e.g. brands, partnerships, proprietary knowledge, 
etc.), human resources (e.g. employees), and financial resources (e.g. cash, lines of 
credit, etc.) 
 
Key Activities (KA): 
 
The Key Activities describe the most important things a company must do to make its 
business model work. They can be activities to create and offer Value Propositions, 
reach markets, maintain Customer Relationships, and earn revenues. General categories 
for Key Activities include production, problem solving, and platform/networking. 
 
Key Partners (KP): 
 
The Key Partners describes the network of suppliers and partners that make a business 
model work. Partnerships are essential in most businesses to optimise their business 
models, reduce risk, or acquire resources. Partnerships can generally be categorised into: 
strategic alliances between non-competitors, strategic partnership between competitors, 
joint ventures to develop new businesses, and buyer-supplier relationships. 
 
Cost Structure (CS): 
 
The Cost Structure describes all costs incurred to operate a business model, for example 
in creating and delivering value, maintaining Customer Relationships, and generating 
revenue. Cost structures can be divided into fixed costs, variable costs, economies of 
scale, and economies of scope. 
 


