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What is it?
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A business model helps to identify, how a company captures,
creates, and delivers "Value” for itself while delivering prod-
UCts or services to Its customers.
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The “9
Building
Blocks
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NoO.]
Value Proposition
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Value proposition is not about the idea o
lem your solving for your customers, th
yOur pusiness and customers.

1) What is the key penefit that
your business offers?

3) Why do customers buy your
oroduct or service?
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No.2
Cx Segmentation
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Customer Segmentation also allows businesses to make better use of
thelr marketing budgets, gain a competitive edge over rival comipanies
and, Importantly, demonstrate a better knowledge of your customers’

Nneeds and wants:-

1) Who are your customers?

2) What are their key characteristics and needs?

3) Why should they buy from you?

©lamJDesigns 2021 lamJDesigns.co



@lamJDesigns Twenty|

NoOo.5
Distribution
Channel
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Distribution Channels helps to connects a link between the producers
and the consumers:-

1) How are these benefits communicateo
to your customers?

2) How Is the product or service sold
or delivered and why~?
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NO.4
Cx Relationships
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Customer relationships describes the type of relationship a company establishes
With It's specific customer segments. Customer relationships are driven by Ccus-
tomer acqguisition, customer retention, and pboosting sales — in other words:-

1) How you get customers?

2) How you keep customers?

Lo s
e
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3) How you grow customers?

A\ NN

4) What are the key touch points?

5) How do you connect with them?
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NOo.5
Revenue Stream
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A Revenue Model Is the end product to answer the question: "How do |
mMake money from various value proposition?” Using different revenue

streams, which are strategies to help companies generate cash, can
help anybody answer this guestion:-

1) How do you make money? ﬁ @ ’R

2) What the value to your customer? . §
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No.6
Key Resources
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Key

Resources descripbes the most imiportant assets reqguired to make a

pusiness model work. These are the resources that allow an enterprise

1) What key resources do you regulre
to create your value proposition?

2) Is 1t Virtual, Physical, Intellectual,
HumMman, or financial?

to create and offer a Value Proposition, reach markets, maintain rela-
tionships with Customer Segments, and earn revenues:-
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NO.7
Key Partners
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the relationships that you have with other business, governmen-

'S, etc. These pa

Jsiness succeeda

Key partners required
ousiness model work™?

- Strategic Alliance
- Coopetition
- Joint Ventures
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No.8
Key Activities
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Key activities are the most important activities In executing a compa-
Ny's value proposition: -

1) What key activities do our customer
relationships require?

Z2) What key activities do our value
oropositions require?

3) What key activities do our channels
require?
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No.9
Cost Structure
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Cost Structure defines all the costs and expenses that your company
Wil i1ncur while operating your business model. This final step In the
orocess Is iImportant, because it will help your team decide whether to

OIVOt Or proceed: -

1) What are the major cost drivers tor |
YOUr pusiness and how are they li- ]
Nnked to your revenue?

2) Is your cost structure value driven
. e
or cost driven? ‘@; -
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e
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Vs Needs
(Bonus Content)
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Problem vs Needs

What's a problem?

A problem is an existing condition that diverges from ex-
pectations:

- Poor performance of a machine

- Poor image of a company

- Poor financial standing of a division
- Poor attitudes of people, etc.

Example: “We have a problem with our current equip-
ment. It's old and it breaks down. But, until our profits
improve, we'll have to live with it.”
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What's a need??

A need implies change, a desire to take action to correct
a problem or take advantage of an opportunity to im-
prove.

- INncrease or enhance performance

- Improve the image of the company
- INncrease profits

- Motivate people

Example: "We have to upgrade our eguipment -new
coplers, computers, faxes — or our profits will never im-
orove.”
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About us
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Who are we?

lamJ Designs is a Visual l[dentity design consultancy baseo
N Mumbal. We assist brands & businesses to build a strong
visual identity using sopnisticated brand strategy
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Why we exist?

VWe exist to create brand stories wnich are simple, timeless
aNd expressive using pictures, snapes and typograpny.
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Where we heading?

Qur vision IS to empower pbusinesses around the world to
pecome Influential brands through design thinking.
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Favourite
“Quote”
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Make it simple, but significant - Don Draper
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