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On vend quoi a qui ?

Ontologie du profit
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The 9 Building Blocks

B Customer
Segments
An organization serves
one or several Customer
Segmenta.

/

0,

Value

Propositions

It seeks to solve customer
problems and satisfy
customer needs with
value propositions.

Bl Channels

Value prapositions

are delivered to customers
through communication,
distribution, and sales
Channels.

Bl Customer

Relationships
Customer relationships
are established and
maintained with each
Customer Segment.

B Revenue

Streams

Revenue streams result
from value propositions
successfully offered to
customers,

B Key

Resources

Key resources are the
assets required to offer
and deliver the previously

described elements...

@ Key

Activities
...by performing @ number
of Key Activities,

0 Key
Partnerships
Some activities are
outsourced and some
resources are acquired
outside the enterprise.

Cost
Structure
The business mode!
elements result in the
cost structure.
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The Business Model Canvas " P
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RELATIONSHIPS
hew we interact
with customers

'\ IMPORTANT RESOURCES

things we reed to have \FTTQ
L 2
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| CUSTOMERS
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CANVAS /1.0

Value
Map

The Value (Proposition) Map describes

the features of a specific value proposition
in your business model in a more structured
and detailed way. It breaks your value
proposition down into products and services,
pain relievers, and gain creators.

This is a list of all the
Products and Services
a value proposition is
built around.

Gain Creators describe how
your products and services
create customer gains.

™M

[

Pain Relievers describe how
your products and services
alleviate customer pains.




Gains describe the outcomes
customers want to achieve or
the concrete benefits they are
seeking.

Pains describe bad outcomes,
risks, and obstacles related to

customer jobs.

Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your
business model in a more structured
and detailed way. It breaks the customer
down into its jobs, pains, and gains.

Customer Jobs describe
what customers are trying
to get done in their work and
in their lives, as expressed in
their own words.

You achieve Fit when your value map meets your
customer profile—when your products and services
produce pain relievers and gain creators that match
one or more of the jobs, pains, and gains that are

important to your customer.




The Value Proposition Canvas

Value Proposition
Gain Creators
Products
& Services

Customer Segment

Pain Relievers
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Produces & Services
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look good
with

colleagues,

boss, clients

: things
be improve skill ™Make
= clearl laboration” set + advance people want
- . convince i find, learn, K
others about' orould methods

make collaborate

3 with others
communicate de::i’::“s or help them
confidence

\ run
“day job”
stay well
up to date y

assess +

y
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