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Value Proposition Cust Segment |Channels Customer Relationship Revenue Streams |Key Activities Key Resources Key Partners Cost Structure
# Name Type Description Examples Why it works |Business Type What Compelling Who you Sell |How you How you How you How you Sell How you How you make How you How you How you Unfair How you Partners How you Notes
Model Focus Reason to Buy |to deliver to your |Acquire E to C Retain Money Innovate create value protect Advantage reduce risk reduce cost
S C S [of Customers yourself from  (Why you can
the do this)
competition
1 Access Pattern Instead of owning a product, |Spotify, AirBnB, Car2Go Cheaper, RS From Owner to [Access to something Don't need to Subscription, pay (=subscr, rent,
customer buys a right to access to Access own the thing, per use, ... access?)
access the product, through products and just have
rent, etc. services that access
would be too
expensive
otherwise

Affiliation Support other parties to Amazon Affiliates, Pinterest |Lower CAC by Platform / Support others to sell Access to Affiliate Percentage of Large customer
market their products in outsourcing Channel as products customers Partners that sales base for the
order to benefit from sales risk Offering without sell products affiliate partners
successful transactions additional sales,

marketing

7 Anything As A |Pattern VP Anything sold as a product  Simple, Productized Subscription (~subscr, rent,
Product productized offering access?)
8 Anything As A [Pattern RS Anything sold as a service Customer Subscription (~subscr, rent,
Service Service access?)
9 Auction Pattern Create a community of Priceline, eBay, Catawiki Platform / Sell to highest bidder Get highest Sellers and Commission
buyers and sellers by using Marketplace price, be able to [buyers
an auction-type selling influence price
process versus a set sales of product
price.

Bricks & Clicks Extension of in-store
shopping to include online
ordering with in-store pickup
or items found exclusively
online.

Bundling Combine multiple products Similar to Flat [ Put multiple offerings Partner (= cross sell?)
or services together for one Rate together offerings

single offering
Business Form a partnership of Risk Modifier, Multiple Economy of
Alliance multiple businesses to Cost Reduction Partners scale, better
mutual benefit, sharing use of
customers, revenues, or resources
data

22 Circular Pattern Similar to Trash
Business Model to Cash? Same
Category?
23 Collaborative Pattern Create buying power by Daily Deals ? VP Crowd Power  |Bring buyers together and Cheaper price Buying power of
Consumption combining large groups of help buy together combined
customers, value to each customers

user becomes higher as
more people use it.

24 Collaborative Pattern Use Customer labour to Wikipedia, Youtube, Github VP Crowd Power [Create products together Together with Reduce need
Production create the product partners for full
production

means
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# Name Type Description Examples Why it works |Business Type What Compelling Who you Sell |How you How you How you How you Sell How you How you make How you How you How you Unfair How you Partners How you Notes
Model Focus Reason to Buy |to deliver to your |Acquire E to C Retain Money Innovate create value protect Advantage reduce risk reduce cost
S S [of Customers yourself from  (Why you can
the do this)
competition
25 Collective Pattern Similar to a franchise. Similar to
Involves many businesses Franchise

26

27
28 Cross Selling

Pattern

coming together for
purchasing, marketing, or
operational purposes but
with looser ties than a
franchise. Typically,
collectives aggregate buying
power and don’t pay ongoing
royalties like a franchise.

Offering complementary
products and services
beyond the basic product or
service range, in order to
exploit existing customer
relationships to sell more
goods

IKEA

Lower CAC

Variety

Additional products and
services

Convenience,
unique
combination of
products

Re-use existing
infrastructure

Partner
offerings

Re-use existing
infrastructure

35 Cut Out The
Middle Man

Pattern

Removal of intermediaries in
a supply chain. AutoZone
bypasses traditional three-
step distribution by skipping
the warehouse distributor.

same as direct
selling?
howeverm as it
is worded here
itis a BM
transformation

37 Direct Pattern Separate shipments are Reduce
Distribution coordinated to arrive inventory
together
38 Direct Selling Pattern Bypass the traditional sales CH Cost Modifier  [Products are not sold Cheaper, faster Higher margin, |(= cut out
channels to target end through intermediaries cut cost to middleman)
users. Methods include middle man

Experience
Selling

door-to-door sales and
company-owned stores.

The value of a product or
service is increased by an
additional experience offered
with it

Starbucks, Harley Davidson,

Red Bull

Unique

Add value by great customer
experience

Convenience,
experience

-- o -

Experience,
fans

experience is
hard to copy

46 Franchising Pattern Sell the right to use the Subway, KFC KR Risk Modifier, F. benefit from |Franchisees, Percentage of Franchisees Local
business model in exchange Value Chain brand name, end customers Franchisees take local risk businesses do
for a percentage of buying power. revenue many steps in
revenues. value chain

47 Freemium Pattern A basic version of the Dropbox, Hotmail, VP Cheaper Product is offered for free. Basic = free, Free offering Upsell to more |Convert free Form of Bait &
product or service is free of [SurveyMonkey, LinkedIn, Typically 8% of users pay only when (paid) services |customers to Hook?
charge, while a premium Skype, Spotify upgrade to become paying  you want to paying customers
version is made available customers of virtual goods or
against additional payment to get expanded access.

48 From Pushto |Pattern The customer is king, and Toyota production system KR Risk Modifier, Production can |Decentralize Add flexibility

Pull determines what products Value Chain be influenced

49

and services are created by
the company
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S S [of Customers yourself from  (Why you can
the do this)
competition
50
51 Hidden Pattern The business discovers a Amazon AWS, JCDecaux VP Leverage free or low priced offering Revenue comes able to extract (~ 2-sided)
Revenue revenue stream beyond (outdoor ads), Google Ads assets / data / from a third party value from
sales of the original products users
or services
52 Hotel California |Pattern Create a must-have product VP Form of Lock-
Model that traps customers into in?
buying unrelated high-profit
items like concessions at a
baseball game.

53

55
56

57 Leverage
Customer Data

58

59
60

Companies that have a lot of | Google, LinkedIn, 23AndMe

customer data can develop
additional Value
Propositions centering on
that data

Data as a
Resource

Preparing cust data in
beneficial ways

Sell data
directly or
leverage to
increase
effectiveness

A source of
customer data

61 'Long Tail Pattern Selling small quantities of a |Amazon, Apple App Store  |Selecting a tiny |VP Variety / Unique | Many niche products More variety People that look Many small
large range of products niche and and choice for unique niche amounts make big
serving it in products revenue
ways mass
marketers can't.
Hopefully, the
tiny niche grows
into a much
larger one, as it
did in the case
of Fat Tire beer.
62
63 Make More Of It | Pattern VP Leverage Extra revenue stream based Extra revenue Leverage
assets / data/ |on using available stream existing
knowledge/assets in new knowledge and
way assets for other
companies,
reduce slack
64
65 Mass Pattern Customers can customize MiAdidas, Spreadshirt VP Variety / Unique | Customizable, modular Tailored product

Customization

their product, within
specified limits in order to
keep efficiency high

products

Form of
Epicenter,
Hidden
Revenue; Data
is a resource

68 | Network Effect |Pattern

69

70 Nickel and Pattern
Dime

71 No Frills Pattern

72 On Demand Pattern

Create a product in which
the value to each user
becomes higher as more
people use it.

Price the most cost-sensitive
item as low as possible and
then charge for every little
extra.

Value proposition is timmed
down to its minimum,
making it cheaper

T-Ford, McDonalds, Aldi,
EasyJet

Customer saves
money by not
paying for
services and
products they
do not use

CR

Simple

Only the bare necessities,
basic

Only what you
need at cheap
price

Customers with
lower buying
power

Cheaper, cost
savings are
shared

Similar to
Collaborative
Consumption

Same as Add-
on
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73

74

75

76

7

78 Peer-to-peer Transactions between eBay, Etsy, Zopa, AirBnB (@S] Marketplace Connect customers to
private individuals eachother

79

80
81 Product As Pattern Making a product part of a Form of
Service larger service offering. Anything As A
Service
82 Razor and Pattern The basic product is offered |HP Inkjet, Nespresso Bait and hook |VP Cheap Consumer purchases a low- Cheap in short Lock in (already Technological Same as Bait
Blade for a low price or even for margin item like a razor term have product) bind between and Hook
free, but necessary handle or inkjet printer. Sale basic product +
additional products are high- of necessary consumables consumables
priced such as replacement blades
or ink are sold at a very high
markup.
83 Razor and Pattern Initial purchase has a high Cheaper over |VP Cheap High margin product, cheap Cheap to Lock in (already Technological Similar to flat
Blade Reversed margin, but consumables time consumables continue to use have product) bind between rate
are sold at a low margin to basic product +
entice initial purchase or consumables
contrast to razor and blade
competitor.
84 Rentinstead of |Pattern Customers only pay for the |Car2Go, Xerox, RentAFriend [ Access to RS Revenue Model |Customer does not buy, but  Short term: Rent for a specific Better efficiency |Similar to
Buy use of the product, they things you rents cheaper, don't time period on product fractional
don't need to purchase it normally could pay if you're not utilization ownership,
never afford using it Access

85
86
87

88

89 Reverse First produce for the Nokia, Dacia Simple, inexpensive Product is Cheaper,
Innovation developing world, then i products from/for emerging already viable simpler product
repackage and resell to i markets sold in 1st world at lower margin
industrialized world i countries

90

91 | Self Service Pattern Part of the value creation of [IKEA, McDonalds, Large savings |CO Cost Modifier  [Part of value creation Lower price, Remove steps Reduce cost by
a product or service is Supermarket, Accorhotels, |potential, transfered to customer time savings that create little having
handed over to the customer | Tupperware customer labour value but are customer do
replaces staff expensive steps in value
positions creation
themselves
92 Service As Pattern Standardizing a VP Productized Similar to
Product predetermined bundle of Anything As A
services typically bought Product
together and selling for a
fixed price similar to a
product. Many times it
includes an element of flat-
fee pricing as well.
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93 | Shop-In-Shop | Pattern Establishing an independent [Bosch, Nespresso, Lower CAC VP Variety / Unique |Use a partner to integrate Host: more Access to host's
store in another company's | Deutsche Post the company's offering into  attracted customers
retail space customers,
more variety,
constant

94

95

revenue (rent)

% Specalst _fpatem | | | ! | |\ |\ ! ! |\ ;. | | |

97

98

99

100

101

102 Two Sided

103

Facilitate interaction
between two (or more)
complementary groups for
mutual benefit

Google Search Engine,
Funda, Facebook, Groupon

One group of
customers gets

Multiple interdependent
groups of customers

Businesses and
private
customers

Let more
groups of
customers
interact

Same as
Multisided
Market, similar
to shop in shop
(virtual), affiliate

105 User As Expert |Pattern Gives users access to Same as User
technology and tools Designed
typically reserved for
company employees. Users
then create their own
designs or versions of the
product.

106 User Designed |Pattern Customers act as both Lego, Ponoko More variety in | VP Unique Customer is both Able to realize Same as
consumers and designers of design, lower manufacturer and consumer entrepreneurial Crowdsourcing?
products and services cost ideas without Similar to Mass

needing Customization
infrastructure

107 Virtual Pattern Sell virtual goods online Riot Games Very cheapto |RS

Economy produce, very
high margin,
lock in

108 White Label Pattern Products are not specifically Different price |CO Cost Modifier [ Other companies distribute Reduce Reduce cost of
branded, but are sold by brackets for the under their brands dependence on branding,
other companies under same product, 1 brand / marketing
different brand names low CAC (third marketing

party), low strategy
branding cost
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