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The Value Proposition Canvas
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Revenue Streams

How do you Make Money?







The Two Key Questions

 What’s my revenue Streams?

e Within the revenue streams— how do |
price the product?



Revenue Stream =

the strategy the company uses to
generate cash from each customer
segment



Pricing Model =

the tactics you use to set the price in
each customer segment



Revenue Stream

The strategy



Common categories
of revenue models



“Direct” revenue models

Sales: Product, app, or service sales

Subscriptions: SAAS, games, monthly subscription
Freemium: use the product for free: upsell/conversion
Pay-per-use: revenue on a “per use” basis

Virtual goods: selling virtual goods

Advertising sales: unique and/or large audience



“Ancillary” revenue models

Referral revenue: pay for referring traffic/customers to other
web or mobile sites or products.

Affiliate revenue: finder’s fees/commissions from other sites
for directing customers to make purchases at the affiliated site

E-mail list rentals: rent your customer email lists to advertiser
partners

Back-end offers: add-on sales items from other companies as
part of their registration or purchase confirmation processes, or
“sell” their existing traffic to a company that strives to monetize it
and share the resulting revenue



Pricing Model

the tactics



Two Types of Pricing

= Cost + markup

= Value priced (by customer segment

Pl or features)

= Volume priced

= Negotiation
" Yield Management

Pricing

= Real-time market

= Auctions



Common Startup Mistake

" Cost + markup
Lets Price on Cost = Typically not a strategic way to price

= Driven by internal economics and not
customer insight



Common Startup Mistake

= Based on buyer’s perception of
value (e.g. time saved, new

Price on Value efficiency created, etc.)

= Customers don’t necessarily feel
that they want to pay this way



Market-Type Affects Pricing

* Pure competition

Nature of

Market ZN Oligopoly
e Monopoly

= What is their product?

How they will . .
= What are their costs and prices?

react?

= “What pricing will make them feel
the worst?”
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Key Partners

Who are your Partners and Suppliers?
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Key Activities

What's Most Important for the Business?
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Key Resources

What's Are Your Most Important Assets?



an

\ /7
BANK]

) V(F inance; //‘ ;

- e
— 1 | - ,.‘.‘lfif e .‘-._—f;ﬂ@

_’Q
3\5\

©)
{

| ‘\ v/, \/’?hu,ﬂca.’_'

CusToMER

= 7 .M :
W =) st

~rm\lelhcle s

N0 Ietellectual

@2 ez PrtatS QSO

Wharl' are the }&SE._'

o
ﬁ?ﬁ&?maﬁa‘v‘q‘mg

V-S‘\




1 - —
2 \

1k ek 1 VAU | cusouge | ) CSTOMER

NGRS ACTNITIES RIDITIONS RAE‘ STIONSHPS ’2,,3 §_

-

p—

b, KeY 3, CHNOS

RESOVRCES
O

Cost Structure

What are the Costs and Expenses
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