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GET A JOB.
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PRACTICAL WORK

30%

P2P EVALUATION

10%

PITCH PRESENTATIONS

30%

FINAL EXAM

30%




Business
Model
Generation

Inovagao em Madelas de Negocios

LS00 pot

THE STARTUP
OWNER’S MANUAL

The Step-by-Step Guide for
Building a Great Company

Steve Blank and Bob Dorf

THE NEW YORK TIMES BESTSELLER

THE LEAN

How Today'’s Use
Continuous Innovation to Create
Radically Successful Businesses




EXPLORE A SECTOR

FIND A PROBLEM

SEARCH FOR A SOLUTION

BUILD A BUSINESS MODEL AROUND IT

AND VALIDATE IT
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A Startup is a temporary organization
designed to search for a repeatable and
scalable business model
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OVER-THINK.




SCARE.
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BUSINESS MODEL CANVAS
is a tool to help us work in our
business model



CUSTOMER SEGMENTS

)

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

presentation by A.Osterwalder images by JAM



VALUE PROPOSITIONS

What value do we deliver to the customer? Which one of our customer's problems
are we helping to solve? Which customer needs are we satisfying? What bundles of
Products and services are we offering to each Customer Seqment?

presen tation by A.Osterwalder images by JAM



CHANNELS

Through which Channels do our Customer Seqments want to be reached? How are we
reaching thew wow? How are our Channels integqrated? Which ones work best? Which
ones are most cost-efficient? How are we integrating them with customer routines?

presentation by A.Osterwalder mages by JAM



CUSTOMER RELATIONSHIPS

What type of relationship does each of our Customer Seqments expect us to establish
and wmaintain with them? Which ones have we established? How costly are they? How are
they inteqrated with the rest of our business wodel?

presen tation by A.Osterwalder images by JAM



REVENUE STREAMS

For what value are our customers really willing to pay? For what do they
currently pay? How are they currently paying? How would they prefer to pay? How
wuch does each Revenue Stream contribute teo overall revenues?

presentation by A.Osterwalder mages by JAM



KEY RESOURCES

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

presen tation by A.Osterwalder

maages by JAM



KEY ACTIVITIES

What Key Activities do our Value Propositions require? Our Distrbution
Channels? Customer Relationships? Revense streams?

presen tation by A.Osterwalder

maages by JAM



KEY PARTNER

T

Whe are our Key Partners? Whe are our key suppliers? Which Key Resources are we
acquifing from partners? Which Key Activities do partners perform?

presentation by A.Osterwalder maages by JAM



COST STRUCTURE

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

presentation by A.Osterwalder mages by JAM



key value customer

activities Proposition relationships
N\ P s
L
S
key | > customer
Par twners . R PG : ~\ Sﬁamenfs
{
) =
f g Z = \ ]
, Ry \
/ .t / ».
f,\\._ // > \
, ~
/ .
Z / N
/ / \
cost / / ~ fevewue
/
structure / key \--\s{reaw\__s
r€soufces, \ckannels

presentation by A.Osterwalder mages by JAM



The Business Model Canvas

Designed for
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THANK YOU.
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