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Why use Strategyzer?

New Product Launches

Many other applications...
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Strategyzer Structure

Zoom out

1
The.
Business Model Canvas
helps you |
create value for your business.

The

Value Proposition Canvas
helps you

create value for your customer.
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2) Business Model Canvas
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3) Value Proposition Canvas

The Value Proposition Canvas

Value Proposition

How to create products and
services customers want.

Get started with... 2 '@
Gain Creators

Value , ,,.'5,} s :.’J{Tﬁ"‘.:: I’_"

Products
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Customer Segment
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Business Model Canvas



Strategyzer tool structure

The

Business Model Canvas
helps you |
create value for your business.

The

Value Proposition Canvas
helps you

create value for your customer.

Zoom in



Strategyzer tool structure

Zoom out

*

The.
Business Model Canvas

helps you |
create value for your business.

The

Value Proposition Canvas
helps you

create value for your customer.




Business Model Canvas
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Key Trends
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Indust

Key Trends

Market Forces
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https://www.youtube.com/watch?v=aN36EcTE54Q
https://www.youtube.com/watch?v=QoAOzMTLP5s
https://www.youtube.com/watch?v=LLKqthJOdN8

Key Question on CS

?  For whom are you
creating value

?  Whatis the job-to-be-
done of your customers

?  What problems are they
trying to solve

?  How will you group
(segment) your
customers, based on

their jobs and problems




Key Question on VP

?

What are you delivering
that is of value to the
customer

What need are you
satisfying that helps the
customer get a job done
or solve a problem

What are the key pains
and gains you are
addressing for the
customer.




Key Question on CH

?

How do you communicate
with your customers

How are products and
services delivered or
distributed

How is business
transacted with
customers

Which channels are
direct or indirect




Key Question on CR

?

What kind of relationship
does your customer want
- personal, automated

What are your strategies
to attract new customers

How will you retain your
customer’s participation

How will you get them to
increase their interaction




Key Question on RS

?

For what value are
customers willing to pay

How often will they pay -
transaction or recurring

What is the revenue type
- sales, subscription, use
, license, advertising...

To what segment-value is
the revenue connected




Key Question on KR

?

?

What tangible resources
do you need (plants,
stores, IT)

What intangible
resources do you need
(data, licenses)

What human resource is
critical (expertise,
people)

What finances do you

need to build, launch or
grow




Key Question on KA

?

What are the core
activities that must be
done by the business

What type of business is
it - value-added, problem
solving, or networking

Which Key Activities will
be done in the business




Key Question on KP

?  Who are your suppliers

?  Whois providing
resources you need for
your business

?  Whois integrated into
your activities

?  Whois providing support
to your Key Activities
(outsourced, open
innovation)




Key Question on CS

?  What are the most
important cost centers in
the business

?  Whattype of costs are
they, fixed or variable

?  Which Key Activities &
Resources are most
expensive

?  Whatare the costs
inherent in our Key
Partnerships




Business Model Canvas
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Key Resources
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Your turn to build a BMC! .
amazoncom

Use the following 17 building blocks to complete
Amazon’s Business Model Canvas:

Mass-
Customization

Books & Retail Mass

3" Party
Sellers

Technology & , IT _
' IT , Inventory &

Marketing Affiliates

Stuff Customer

Content
management

Focus on Amazon as a Book Retailer & Market Place (no Web Services or Kindle)

24
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Value Proposition Design



Strategyzer tool structure

Zoom out

*

The

Business Model Canvas
helps you |
create value for your business.

The .
Value Proposition Canvas

helps you
create value for your customer.



Value Proposition Canvas

The Value Proposition Canvas

Vaive Proposition Customer Segment

How to create products and
services customers want.
Get started with... 2 @

Value

Gain Creators

[

Products Customer
& Services o Jobi(s)
™ — - =

Fain Relievers

®

@ Strategyzer

SUrADEgYTEr.Com
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Value propositions are based on customer jobs, pains & gains

Products
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The Value Proposition Canvas

Value Propaosition
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