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1. General Objective

Develop logical and structured reasoning so that the future Entrepreneur is able to organize,
in a holistic and pragmatic way, any business idea using the following:

- Business Model Canvas.



2. O Business Model Canvas
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how do | reach them?
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How do we operationalize?

4th

Do | make money???
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2. O Business Model Canvas

] | ] | ] |
Value Propositions

‘What value do we deliver to the customer?
Which ene of our customer's problems are we
helping to solve?

What bundles of products and services are we
affering to each Customer Segment?

Which customer needs are we satisfying?
Nawnass

Performance

Customization

“Getting the Job Done™

Desian

Brand/Siatus

Cost Reduction

Risk Aeduction

Accessibilty

Conveniencenusatilty

lst
3 .
Where it all

How do we operationalize? begins!

_— —_— _— —_— _— —_— _— —_— _— —_— _— —_— _—
B

it
] ]

Customer Relationships Q@

What type of relationship does each of aur
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

ExampLEs
Personal assistance

Sait-Sor

Autormated Services
Communities
Co-creation

Channels

ISR

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficien

How are we integrating them with

CHANNEL PHASES
1. Awareness

How do we raise awareness about our
2 Evatuation

How do we help customers evaluate o
3 purchase

Hoiw 6o We Allow CUSLOMErs 10 purcha
&, Delivery

How do we dellver a Value Proposition
5 Aftersales

How do we provide post-purchase cus.

Customer Segments

For whom are we creating value?
Who are our most important customers?

Atass par
Niche Markot
Segmented
Dhversitiod
Muiti-sided Platform

2nd

Who are my customers
and how do | reach

them?

Fl

Do | make money???
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2. O Business Model Canvas

IKey Partners C’

Value Propositions _

Customer Relationships @

Customer Segments ~ _J}

U

Key Activities 1

Who are our Key Partners?
Wiho are our key suppliers?

Which Key Resources are we acguairing from partners?
Which Key Actiities do partn ?

-atian ane ecanam;

Ao

fction of risk and uncertainty
Acquisition of particular resources and activities

what Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

careraoRIns

I I What value do we deliver to the customer?
‘Which one of our customer's problems are we
helping to solve?
What bundiles of products and services are we
offering to each Customer Segment?
I I Which customer needs are we satisfying?

N NN I IS S S S S S S . -
o

Key Resources

wihat Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Rel
Revorun Streamsd

3rd

1St

Where it all
begins!

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

ExampLEs
Personal assistance

Co-creatio

Channels

Through which Channels do our Customer Segments

want to be reached?
How are we reaching them now?
How are our Channels integrated?
which enes work best?

hich ones are most cost-efficien
How are we integrating them with

CHANNEL PHASES
1. Awareness
How do we raise awareness about our

e pealate o
3 purchase

How do we allow customers 10 purcha
5. Delivery

How do we dellver a Value Proposition
5 After sales

How do we provide post-purchase cus

Who are my customers
and how do | reach

For whom are we creating value?
Who are our most important custemers?

2nd

them?

4th

Do | make money???
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2. O Business Model Canvas

Value Propositions _

Customer Relationships @

Customer Segments

U

Key Activities ,ﬂ

IKey Partners C’

Who are our Key Partners?
Who are our key suppliers? Our Distribution Channels?
Which Key Resources are we acguairing from partners? Customer Relationships?
Which Key Activities do partn d Revenue streams?

what Key Activities do our Value Propositions require?

careraoRIns

-atian ane ecanam;
Jction of risk and unc

20
g

I I What value do we deliver to the customer?
‘Which one of our customer's problems are we

helping to solve?

What bundiles of products and services are we

offering to each Customer Segment?

Which customer needs are we satisfying?

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

For whom are we creating value?

Who are our most important custemers?

v
Acquisition of particular resources and activities

ExampLEs
Personal assistance

Co-creatio

Key Resources Channels

1St

wihat Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Rel
Revorun Streamsd

3rd

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?
How are our Channels integrated?
which enes work best?

hich ones are most cost-efficien
How are we integrating them with

2nd

CHANNEL PHASES
1. Awareness

Where it all

How do we operationalize? I begins! === Who are my customers

How do we provide post-purchase cus

and how do | reach

them?

Cost Structure Revenue Streams

What are the most important costs inherent in our business model?
Wihich Key Resources are most expensive?
Which Key Activities are most expensive?

For what value are our customers really willng 1o pay?

Cost Orivon eanest cast structure, fow price value Aropo:
Value Driven focused on value reatian. premium value prososiion)

+ overall revenues?

MAXIMUM BUTEMation, eXLeNSE OuTsOuITing)

Ath

smies Negot

Do | make money???

Real-time-Market
_— — _— — _— — _— — _— — _— — _— — _— — _— | — _— — _— — _— — _— — _— — _— — _— — _— —

Fixed Costs (sl
Variable costs
Econamies of scale
Econamies of

_— —_— _— _— —
]
_— —_— _— L]
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2. O Business Model Canvas

|
Key Partners 69 Key Activities &% | " value Propositions ﬁ% Customer Relationships @ | Customer Segments ~ JA

I

I

f
Key Resources “H | Channels ...Q
Wh do our Value Propositic re? Througl do our Customer Segments

G We have business! v
’ Let's think about it... X

Sales — Costs =

Cost Structure p Revenue Streams é

siness model? For what value are our customers really willing to pay? I

what

I
I
I |
I Do | make money??? I
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3. The practical case

"NESPRESSO.



3. Business Mode

Canvas - Nespresso
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Key Partners

Who are our Key Partners?
Wiho are our key suppliers?
wi
Wihich Key Actiwities do partners perform?

(zatian ant ecor

Ao
Acquisition of articul

v
resourcos and activties

Key Activities

wihat Key Activities do our Value Proposi

ns require?
Our Bistribution Channels?

Customer Relationships?

Revenue streams?

Praduction
Prabiom Solving
PlatformNetwork

Key Resources re

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

(o

Value Propositions _

What value do we deliver to the customer?

Which ene of our customer's prablems are we

helping to solve?

at bundles of products and services are we
to each Customer Segment?

eeds are we satisf

ng?

Accessibility
Convenience/usab

v

Customer Relationships @

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

Co-creation

Channels [ ]

Through which Channels do our Customer Segrments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

hich ones werk best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awarenecs

awareness about our company’s produ

2 £val

How do we help eustemers evaluate our org
3 purchase

How 4o we allow customers 10 purch
4. Delivery

How do we dellver a Value Propos
5 After sales
How do we provide post-purchase custo

Customer Segments

For whom are we creating value?

n

Who are our most important custemers?

tuith-sifed Plaiform

Cost Structure

What are the most important costs inherent in our business model?

Which Key Resources are most expensive?
Wihich Key Activities are most ex

e?

Cost Drivon (Ranest o

i Ereatian, premium value propositio

proposition, maxinm

D

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

TveEs
pr

e fee
iption
R

sing
kerage
Advertising

How much does each Revenue Stream contribute to overall reven

FIXED PRICING.

Revenue Streams

For what value are our customers really willng 1o pay?

5

DYNAMIC PRICING
ho
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3. Business Mode

Canvas - Nespresso
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IRI

Key Partners

Who y Partners?
who liers?

Coffee machine
manufacturers

Coffee producers

NGOs dedicated to
the protection and
sustainability of the
environment
(creation of the
Sustainability and
Innovation Fund)

Marketing

Logistics /
Distribution

~

gl

Key Resources
 Patents

Value Propositions

Espresso coffee
with premium
positioning -

perception of high

quality (status) at a

pastry/coffee shop
price

Nespresso
machines and
capsules —
innovative design,
customization and

Customer Relationships @

hip d

es each of our
ect us to establish

what type of
ustomer Se

Nespresso Club

Social media

Personalized
assistance

%o
- 2
E :E
528
@3
23
34
3
S

Channels

Through which Channels do our Customer Segments

Nespresso.com

Own
shops/boutiques

Courier/delivery

Customer Segments

For whom are we creating value?
Who are our most important custemers?

B2C —
Residencial /
Family

B2B — Offices,
Factories, all
types of
companies in
general

12

Cost Structure

Marketing &
Branding

Production

Channels &
Distribution

For what

Capsules
(main)

Revenue Streams

. Machines &

Accessories
(customer retention)

In the form of subscription and retail sales
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4. Business Model Canvas - Resumo

15t - "Where it all begins!" - Value proposition

2nd - "Who are my customers and how do | reach them?"

a) Market segments (customers)

b) Relations with customers

c) Sales channels (how | access products/services)

3'd - "How do we operationalize the business?"

a) Key partnerships

b) Key activities

c) Key resources

4t - "Do | make money?" or "Is the business viable?"

a) Sales (what products/services/experiences | sell and for how much)
b) Associated costs

At the end of the day — Do we have business?
v - The business is viable!
X - It is not feasible —we may not rule it out, but analyze how we can turn it feasible

12
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5. Datasheet and Bibliography

DATASHEET

« Title — Entrepreneurship
« Conception — Brave Journey, Tiago Vargas

 Property — Brave Journey, Tiago Vargas

BIBLIOGRAPHY

« Business Model Canvas - https://www.productplan.com/learn/business-model-canvas/

* Nespresso - https://www.nespresso.com/pt/en/
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6. Contacts

If you have any questions about this presentation and/or need support in structuring a
business idea, please contact Brave Journey:

Tiago Vargas
(+351) 965 640 639

tiagovargas@brave-journey.com

www.linkedin.com/in/vargastiago

B K ¢

This presentation is available on the Brave Journey website.

@) https://brave-journey.com

Thank you and wishing you successful businesses!
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