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518 Business'Model Canvas



Ep 2 - Visualizing Your Business Mode
4



Download Iﬂyﬁﬁm‘&l

The Business Model Canvas

Key Partners Key Activities

_ Value Propositions {i:“' Customer Rclutionships\ ) Customer Segments
532\; ~&

Key Resources ~ dy

Channels

Cost Structure

@ Revenue Streams 2

wwwbusinessmodelgeneration.com

[CICIOICXO]




Value Propositions

The Business Model Canvas """ peiedt

Key Partners @ Key Activities CusramerRelatianshin Customer Segments E

What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve?

ames ) What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

CHARACTERISTICS
Newness
Performance
Cost Stracture /5 | Revenue streams 2 Customization

~ “Getring the Job Dore™
= = = = Desdgm
Brand/Sratus

Frice

p— - L Emm——e Q00O @ Cost Redeuction

Rizk Roduction
Acccssibility
Convenienoe/ Usability




The Business Model Canvas

Designed for:

Key Partners @ Key Activities

&

Key Resources

Value Propositions @,

Customer Relau'onshin

Cost Structure

wiwwbusinessmodelgeneration.com

Customer Segments

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

Mass Marker

Niche Markct
Sepmented
Diversified
Multi-sided Platform



Channels

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-efficient?
How are we integrating them with customer routines?

I Awareness
T e vy matie drearewess abve oo compun v s prodiets el semvroes?

The Business Model Canvas " i —

Key Partners @ Key Activities 95&5 Value Propositions E‘@; CuswmerRelatianshin Customer Segments E

Key Resources e
é

Cost Structure

— —_— e 00O ® 2. Evaluation
e o e el arssmr s vl Bare dwr s rorsss s §aliw Propsitan?
& Parchase

Hiar it e florer oty ha pratc e spwvif products and wevacn®

4. Delivery



The Business Model Canvas

Designed for:

Key Partners g:? Key Activities

Key Resources

2}15 Value Propositions Eﬁ@'

Cost Structure

Revenue Streams

wwwibusinessmodelgeneration.com

Customer Relationship

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

Dedicated Personal Assistance
Self-Service

Automated Services
Commennitfes

o= Crealnw



The Business Model Canvas

Designed for:

Designedby:

Value Propositions Eﬁ@’ Cusmmerzlau'anshin

Customer Segments E

Cost Structure

wwwibusinessmodelgeneration.com

Key Activities

What Key Activities do our Value Propositions require?
Qur Distribution Channels?

Customer Relationships?

Revenue streams?

Production

Problern Solving
Platformy/Network




The Business Model Canvas "

Designedby:

Key Partners g:? Key Activities gii Value Propositions E@’ Cusmmerzlau'anshin Customer Segments E

Cost Structure @
s

Revenue Streams

wwwbusinessmodelgeneration.com

Key Resources

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

TYPES OF RESOURCES

Physical

Intellectoal (brand patents, copyrights, data)
Human

Financial




The Business Model Canvas

Designed or:

Designedby:

Key Activities

Key Resources

95&5 Value Propositions E‘@; Customer Relau'onsme

Customer Segments é

Cost Structure

wiwwbusinessmodelgeneration.com

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTSERSHIFS

Optimization and economy

Reduction of risk and ancertaingy
Acquisition of particular resources and activities



Revenue Streams

The Business Model Canvas """ e e
S R ) R ] e For what value are our customers really willing to pay?
o - = For what do they currently pay?
How are they currently paying?
g T How would they prefer to pay?
= = How much does each Revenue Stream contribute to overall revenues?
E: - TYFES: FIXED FRICING BV NAMIC FRICING
Asset sale List Price Negotiation{ bargaining)
Usage foe Product feature dependent Yield Management
Subscription Fees Customer segment dependent Real-time-Market
Cost Structare Lending/ Renting/Teasing Volume dependent
S Licenai
m*ﬂ:{'dﬁw
Advertising




VVVVVV Cost Structure

il ey N ool | fomiomiant V] sl B What are the most important costs inherent in our business model?

o - Which Key Resources are most expensive?
Which Key Activities are most expensive?

15 YOUR RUSINESS MORE:
Cout Driven (leanest cosf structure, low price value proposition, maximumn autemalion, exfengdve oulsourcing)
Value Driven (focused on valie ereation, premium valine proposition)

The Business Model Canvas " peiedn

SAMPLE CHARACTERISTICS:

Fixed Coats (slaries, rents, autilities)
Variable costs

Economics of scale

Economics of scope
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Bankruptcy Cost)
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MUST READ!!!
COSO ERM by

Deloitte

Also Watch This PwC Clip:
https:.//www.youtube.com/w
atch?v=0HonAcWZkdQ

PRACTICE

By
Deloitte & Touche LLP
Dr. Patchin Curtis | Mark Caray



Enhances
aﬁgnme“tbﬁhvegn
P 'E':fm'mﬂnce and
Enterprise rigi
Managemen¢



Exhibit 1: Optimal Risk-Taking

Insufficlent Optimal Excesslve
Risk-Taking Risk-Taking Risk-Taking

Expected
Enterprise
Value

“Sweet Spot”

Risk Level



Exhibit 2: Assess Risks Process Flow Diagram
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+ Assess Risks

: Develop
Identlify Assess Risk Prioritize
Risks ) Aséfﬁse';::"t ) m ) Interactions ) Risks

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

k J J J J /
I f f f f
SEFOC ILVS Correlation Matrix
Risk Mapping
MART
+

Budget Analysis
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Assessment Criteria: | & L

ustrative Likellhood Scale

Rating

N T

Annual Freguency
Descriptor ; Definition
Frequent Up to once in 2 years

Likely

Possible

Unlikely

Rare

R P T A T AR TR

or more

Once in 2 years up to
once in 25 years

Once in 25 years up to
once in 50 years

Once in 50 years up
to once in 100 years

Once in 100 years or less

D S S S

Probability
Descriptor

Almost
certain
Likely
Possible

Unlikely

Rare

Definition

90% or greater chance of
occurrence over life of asset or project

65% up to 90% chance of occurrence
over life of asset or project

35% up to 65% chance of occurrence
over life of asset or project

10% up to 35% chance of occurrence
over life of asset or project

<10% chance of occurrence over life
of asset or praoject

liustrative impact Scale

Rating
5

Descriptor

Extreme

Majar

Moderate

Minor

Incidental

Definition

+ Financial loss of $X millien or mora®

= Intermational long-term negative media coverage; game-changing loss of
market share

Significant prosecution and fines, itigation including class actions,
incarceration of leadership

Significant injuries or fatalities to employees or third parties. such as
customers or vendors

Multiple senior leaders leave

Financial loss of $X milion up to $X million

Mational long-term negabive media coverage, significant loss of market share
Report to reguiator requiring major project for corrective action

Limited in-patient care required for emplioyees or third parties, such as
customers or vendors

Some senicr managers leave, high turnowver of expenenced staff, not
perceived as amployer of choice

Financial loss of $X miliion up to $X million

Mational short-term negative media coverage

Report of braach to regulator with immediate correction to be implementec
Cut-patient medical treatment reguired for employees or third parties, such
@s customers or vendors

Widespread staff morale problems and high turnover

Financial loss-of $X million up ta $X million

Local reputational damage

Reportable incident to regulator, no follow up

Mo or minar injuries to employees or third parties, such as.customers or vendors
Ganeral staff morale problams and increase in turnover

+ Financial loss up to $X milkion

Local madia atbention quickly remedied

= Mot reportable to regutator

= No injuries to employees or thind parties, such as customers or vendors
= |solated staff dissatisfaction




Assessment Criteria: V & S

High enterprise level/process level capabilities to address risks
Redundant response mechanisms in place and regularly tested for critical risks
Contingency and crisis management plans in place and rehearsed regularly

.

.

Rating - Descriptor : Definition
5 1 VeryHigh : + Noscenario planning performed
. + = Lack of enterprise level/process level capabilities to address risks
E ‘ * Responses not implemented
* No contingency or crisis management plans in place
4 _ High _ * Scenario planning for key strategic rnisks performed
¥ : » Low enterprise level/process level capabilities to address risks
Rating - Descriptor Definition * Responses partially implemented or not achieving control objectives
E ) ) ) . : .+ Some contingency or crisis management plans in place
5 - Very High * Very rapid onset, little or no warning, instantaneous ¥ L
E 3 . Medium + = Stress testing and sensitivity analysis of scenarios performed
4 E High s Busctocntiain Smatterofcasin g iow weoks : : * Medium enterprise level/process level capabilities to address risks
3 ! Medium « Onset ocours in a matter of a few months * Responses implemented and achieving objectives most of the time
3 . 1+ Most contingency and crisis management plans in place, limited rehearsals
2 + Low = Onset occurs in a matter of several months - .
¥ 2 ' Low .+ Strategic options defined
1 : Verylow = Very slow anset, occurs over a year or more : ¢+ Medium to high enterprise level/process level capabilities to address risks
* Responses implemented and achieving objectives except under
: 2 extreme conditions
E _ = Contingency and crisis management plans in place, some rehearsals
1 . Very Low . * Real options deploved to maximize strategic flexibility
i i
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Exhlblt 3: Hlustrative Risk Interaction Map

Exchange Rate

Tighter Emission
Fluctuations

Enters Market
Standards

Consolidation
Available
Cost of Capital

Increase >5%

Down turn

Increase >25%
Economic

Customer
Preference Shift
Copper Price

Work Stoppage
=1 Week

Local Compe titor

Disruption

SLppll-nr

Violation

Supply Chain
FCPA

Supply Chaln
Disruption

X
4
X

Customer
Preference Shift

Copper Price
Increase =25%

Work Stoppage
> Week

Economic
Crownturn

Supplier
Consolidation

Local Competitor
Enters Market

MNew Substitutes 2 . g
Avallable : P XK
Cost of Capital : .
Increase >5%

Tightar Emizsl i i i % . : = . .
S e e
FCPA : : : . . . . . :
Vialation : i i i x :

I D Do e
Fluctuations R o -

X X X X
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X X
x
X
x

X X X X X
X
®
x
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Exhibit 7: lllustrative Heat Map

Likelihood

1 2 3
Impact

Dots represent risk #1 - #n
Dot size reflects speed of onset:

®Verylow @ Llow @ Medium @ High

Very High

ID ' Risk

15 R 7 o B S R o & TN & b ER =S &V ¥ [

=l (=l

60 = Impairment of assets

| = Impact

E Supply chain disruption

+ Customer preference shift
Copper price rise >10% .
Work stoppage > 1 week :
» Economic downturn

. Supplier consolidation
Local competitors enter
New substitutes available
Cost of capital rise >5%
Tighter emission standards
FCPA vioclation

Exchange rate fluctuations

4
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Exhibit 8: lllustrative MARCI Chart

W

Risk I L \'

ECDst of capital rise >5% v 29 0 443 ¢ 29
10 : Tighter emission standards : 3.4 : 46 : 29
40 .40 - 33
27 +41 27

11+ FCPA violation
12 .« Exchange rate fluctuations

! Supply chain disruption 48 137 i 38: 4

. Customer preferenceshift + 41 1 33 ¢+ 35 1 2

* Copper price rise >10% t A3 LAT S 23 4

'E §W0rk stoppage > 1 week 4.4 45 4] 3
E‘ ¢ Economic downturn * 40 * 37 ¢ 3572
= : Supplier consolidation » 38 42 : 3951
:'E gl_oc:c—ﬂ competitors enter ‘ 3.9 ’ 4.5 ‘ 3.6 1
E + New substitutes available 45 3.6 4.2 ]
3

1

5

4

-
-
LS B N S N S BN N A AR R R N )

2
1 2 3 4 5

Potentlal Vulnerabllity

| = Impact L =Likelihood V =Vulnerability 5 = Speed of onset

Dots represent risk #1 - #n
Dot size reflects speed of onset:

@ Very low @ Low @ Medium @ High @ Very High
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- Alternative (Capital
Traditional
Market Solution)
| | [ |
_
Raising Capital / Insurance /
Borrowing Money Rei
einsurance - iCi .
(surplus Notes)
|
(2 ﬂTU)
— — Sidecars
Form
|
Within Group ILS and
. . Companies Securitization
= =] 61 Q d a |
LASBIND LWNTIIARNTIAITNLNYIYDIEINA Declare
q _-_
Bankruptcy
Contract
Design




Key Takeaways Tbdh

*Business Model Canvas 9 28

®*Risk Management & Business
’ﬁ’]‘lﬂﬁqﬁﬁﬁlﬁax‘]ﬂ’]ﬁﬁTﬁ]ﬂﬁﬂ’J’]a\lLﬁﬁlx‘i

’ﬂﬂ’iﬁTﬂﬂﬂ’iLLN%ﬂ’ﬁﬁJﬂﬂ’]’iﬂ’NNLﬁﬁlﬂZ SFOC, ILVS,
Correlation Matrix, Risk Mapping, MART & Budget Analysis

* LASBINBLWNNTIRNITAITNLE LY



Extra Credit

*53U Business Canvas WUUINE ) 1HLWAKEY

*53U COSO ERM 4uudne < IiWanaw

* 559ua2lWaa9 Facebook Group
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