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“A business model really 
is a system where one 
element influences the 
other; it only makes 
sense as a whole. 
Capturing that big 
picture without 
visualizing it is difficult.”
Alexander Osterwalder



Business
Model
Canvas

This tool helps you Visualize and 
communicate a simple yet 
effective story of your business 
model.

The Model was developed by 
Alexander Osterwalder and has 
gained popularity as an effective 
strategic tool. Ever since
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A business model
The Business Model Canvas (BMC) is 

a strategic management tool to 
quickly and easily define and 

communicate a business idea or 
concept. It is a one page document 

which works through the 
fundamental elements of a business, 

product, or service structuring an 
idea in a coherent way.
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Alexander Osterwalder, The Business Model Canvas

business model canvas What is the value relationship your idea creates between the customer and 
the product and how does it stand against any potential substitute?
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THE PRODUCT

Benefits

Features

Customer
Experience

Wants

Needs

Fears

THE CUSTOMER

WHAT DOES THE 
PRODUCT DO ?

● EMOTIONAL BASIS FOR 
SEEKING A SOLUTION 

● BENEFIT SEEKING  & 
POSITIVE VALENCE

● RATIONAL BASIS FOR 
SEEKING A SOLUTION 

● PAIN RELIEF SEEKING  & 
NEGATIVE VALENCE

● HIDDEN CONCERNS 
THAT MIGHT DETER 
SWITCHING 

HOW DOES IT FEEL FOR 
THE CUSTOMER TO USE 
THE PRODUCT?

HOW  DOES THE 
PRODUCT WORK?

WHAT IS THE 
CUSTOMER CURRENTLY 
DOING TO MEET THESE 
NEEDS AND WANTS?

Convention

THE SUBSTITUTE

value proposition What is the value relationship your idea creates between 
the customer and the product and how does it stand 
against any potential substitute?
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The specific groups of people or organizations your business aims to reach 
and serve. Your customers are the main anchor of your business and you 
use the BMC to clearly define who your customers are.

There are five types of customer segments that you can serve:

A Mass Market
A broad group of customers with similar generic needs who you serve with 
generic offering

A Niche Market
A very focused group of customers with a unique need who you serve with 
a differentiated  offering. The opposite of a mass market.

A Segmented Market
A situation where you have a range of multiple groups of customers with 
different set of needs or problems who you then serve with differentiated 
offerings respectively

A Multi-sided Market
A situation where you serve groups of interdependent customers as part of 
a larger eco-system.

A Diversified Market
Similar to a segmented market but in this case you have a diverse range of 
offerings, which most times are not connected

Customer Segments
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These are the relationships that you must build with other 
businesses, governmental, or non-consumer entities that 
will help your business model work. These can be the 
relationships that your company has with your suppliers, 
your manufacturers, business partners. There are four 
types of partnerships you can build.

Buyer-Supplier
These are your typical trading relationships between your organisation 
and suppliers or those who buy from you

Joint Ventures
An arrangement where you partner with another firm to either 
establish a new business or undertake an existing one for the purpose 
of sharing in the cost, or management as well as potential profit.

Strategic Alliance
Usually a loose type of partnership between you and firm, where you 
work together in different flexible ways that benefit both or all of you. 

Key Partners
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This describes how a company communicates with and reaches its 
Customer Segments to deliver its Value Proposition. It is important to 
understand which pathway (or channel) is best for your company to reach 
your customers. 

You can either reach your customers choose through your own 
channels (B2C), through partner channels (B2B), or through a mixture of 
both. 

There are five critical functions that you must plan for when developing 
your channel strategy:

Awareness: How does the channel  get  customer segments to become aware of your 
offering and value proposition. 

Evaluation:  How does the channel help you get the customer to evaluate/Try/ review 
your product or service efficiently. 

Purchase: How does the channel support the actual purchase of the product by the 
customer and the remittance of returns to your firm.

Delivery/Fulfilment: How does the channel support the fulfilment of the order to the 
customer

After Sales Support: How does the channel help provide on going after sales support 
and service to the customer efficiently. 

Channels
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Your revenue model establishes how your business makes money 
This focuses on the various combinations for generating revenue 
streams and most importantly generating cash.

Different types of revenue models exist:

TRANSACTIONAL REVENUE: Customer pays for each transaction

SUBSCRIPTION MODEL: Customer pays for the offering on a regular instalment basis

AD BASED MODEL: Customer enjoins the free offering paid for by advertisers

AFFILIATE MODEL: A web based model where you generate revenue by passing on links 
to other websites

DIRECT SALES MODEL: Revenue is earned Either through an inbound or outbound 
selling operation

CHANNEL SALES MODEL: The use of sales agents or resellers to generate sales

RETAIL MODEL: Revenue is generated by setting up and operating retail sales operations 
such as stores, or vending kiosks

FREEMIUM MODEL: The basic offering is offered free of charge but premium add on 
services  are charged for.

Revenue Model
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Key Resources describes the most important assets required to 
make a business model work. These are the resources that allow 
an enterprise to create and offer a Value Proposition, reach 
markets, maintain relationships with Customer Segments, and 
earn revenues.

You have four different types of key resources:

• Physical – Buildings, vehicles, machines, raw goods, etc.

• Intellectual – Brand, proprietary knowledge, patents, 
partnerships, etc.

• Human – Creativity, experience, etc.

• Financial – Cash, credit, stock, etc.

Key Resources
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These describe the most important activities in executing a 
company’s value proposition. These activities are also usually 
referred to as the Value chain activities 

You have two different types of key activities:

Primary Activities –

• Inbound Logistics, Operations, Outbound Logistics, Marketing and Sales, 
and Service.

Secondary Activities –

• Procurement, Human Resource management, Technological 
Development and Infrastructure

Key Activities
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The Cost Structure defines all the costs and expenses that your 
business will incur while operating your business model. This final 
step in the process is important, because it will help you and your 
team decide whether to pivot or proceed.

There are two main categories of cost structure to focus your 
efforts on; value-driven and cost-driven costs.

Value Driven Cost–

• The focus of value-driven cost structures is to create more 
value in the product itself, not necessarily producing the 
product at the lowest possible cost.

Cost Driven Cost–

• Cost-driven cost structures focus on minimizing the costs of the 
product or service as much as possible.

Cost Structure
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Building Your Business 
Model Canvas
Developing your Business Model Canvas closely mirrors 
conducting a series of scientific experiments. It begins by 
identifying a problem, and then going on to attempt solving the 
problem through a series of guesses and re-iterations. You will 
have to make hypotheses along the way about what you think 
will solve each problem. Then, of course, you’ll need to run 
the experiment. This is famously referred to as getting out of 
the building to go conduct the field research involved in meeting 
with partners, customers and other stakeholders who might 
have an influence on the business you are trying to build.

If you want more details on the BMC please visit the link below:

https://www.strategyzer.com

https://www.strategyzer.com/
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Until your vision is proven your idea remains a series of 
hypotheses, or business experiments which must be 
constantly tested and fine tuned. Three key elements 
need to be focused on.

➔ The Strategic Question
The overarching foundational premise or argument 
which is driving your idea. 

➔ The Operating Variables         
The 4 -6 critical business drivers and indicators that 
you constantly  monitor, measure and tweak 

➔ Pivots/Action Standards
The indicator points that will trigger a re-evaluation of 
your strategy or plan and the change them 
accordingly

hypothesis
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seminar

jack queen king joker ace Wild card

★ Radical
★ Disruptive 
★ Maverick

★ Feminine
★ Maternal
★ Ethical

★ Dominant
★ Traditional 
★ Step-wise

★ Funny
★ Creative
★ Relaxed

★ Tech-driven
★ Cutting edge
★ Efficient
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● Spend the next 30 minutes exploring the details of your Brand Business Model Canvas
● Select an avatar at random, and use it to help you define an alternative vision from that which you 

currently have for the Business Model Canvas
● Compare all options and treat them as hypotheses which you will have to validate by ‘LEAVING 

THE BUILDING’ and going to meet your various stakeholders such as partners and customers
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We are a Virtual Brand Innovation Incubator operating as 
a social service. We are dedicated to empowering emerging 
Nigerian entrepreneurs to succeed by helping them create, 
develop and scale their brands using the same level of 
thinking, tools and professional support available to the 
worlds most successful brands.


