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FARES service LOW FIXED

TRAVELERS
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SECONDARY
FLEET OF 737s ARPORTS

High aircraft
utilization /
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with suppliers » » &F:Nu&m INCENTIVES
— NEGOTIATORS (BUS SERVICE) J

Attracts

combative team NON-
CHOICE UNIONIZED
RIGID
{e0]
Flexible High volume

consequence

CYCLE 1 Low fares > Highvolumes > Greater bargaining power with suppliers Lower fixed costs

Even lower fares

CYCLE 2 Low fares »» High volumes High aircraft utilization Low fixed cost per passenger »> Even lower fares

Even lower fares

CYCLE 3 Low fares »» Expectations of low-quality service No meals offered Low variable costs
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startup

Vision/Founder Fit
Problem/Solution Fit
Product/Market Fit

Business Model/Market Fit
Business Model/Business Plan Fit
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KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS | CUSTOMER CUSTOMER
R RELATIONSHIPS SEGMENTS
Who are our key partners? [| What key activities do our Wihat value do we deliver to the
Wh are our key value propositions require? customer? How do we get, keep, and grow | or whom are we
suppliers? Our distribution channels? Which one of aur eustomers’ customers: creating value?
i fonshi roblems are we helping to Which customer relationships
wihich key resources are Customer relationships? gow? ping. e Who :\‘Z: -Eun;{osl )
we acquiring frem aur Revenue streams? . important customers?
partners? What bundles of praducts and | How are they integrated with What are the customer
Which key activities do services are we offering to each [ the rest of our business modet? | srchetypes?
partners perform? segment? How costly are they?
Which customer needs are we
satisfying?
Wihat is the minimun viable
product?
KEY RESOURCES CHANNELS
‘What key resources do our Through which channels do our
walue propositions require? customer segments want o be
Our distribution channels? reached?
Customer relationships? How do other companies reach
Revenue streams? them now?
: Which ones work best?
Which anes are most
cost-efficient?
How are we integrating them
with customer routines?

COST STRUCTURE REVENUE STREAMS

What are the most important costs inherent to our business madel? Far what value are our customers really willing to pay?
Which key resources are most expensive? For what do they currently pay?

Vihich key activities are most expensive? What is the revenue model?

Wihat are the pricing tactics?

Y E Axflexander Osterwalder & Yves Pigneur

BMC acUBusiness Plan acld:lD¥terwalder

BUSINESS PLAN

Axecutive summary

The team

. Management Profile

. Why We Are a Winning Team

The business model

_ Vision, Mission, and Values
How Our Business Model Works

. Value Proposition

. Target Markets

Marketing Plan

. Key Resources and Activities

Financial analysis

Breakeven Analysis

Sales Scenarios and Projections

Capital Spending

Operating Costs

5

5

Funding RequirementS

27/02/2016
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Business Model Canvas

KEY PARTNERS

Whe are our key partners?
Who are our kay
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

KEY ACTIVITIES
‘What key activities da our
value propositions require?
Qur distribution channels?
Customer relationships?
Revenue streams?

KEY RESOURCES
‘What key resources do aur
value propositions require?
Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver to the
customer?

Which ane of aur customers

CUSTOMER
RELATIONSHIPS

How do we et, keep, and grow
customers?

problems o
solve?

wWhat bundles of produets and
services are we offering to each
segment?

Which customer needs are we
satisfying?

What iz the minimum viable
produet?>

have we established?

Houw are they integrated with
the rest of our business madel?

How costly are they?

CHANNELS

Through which channels do our
Customer segments want to be
reached?

How da other companies reach
them now?

Which anes work best?

Which ones are most
cost-efficient?

How are we integrating them
with customer rautines?

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are aur most
important customers?
What are the customer
archetypes?

COST STRUCTURE

What are the most important costs inherent to our business model?

Which key resources are most expensive?
Which key activities are most expensive?

Y E Adlexander Osterwalder & Yves Pigneur

REVENUE STREAMS

For what value are our customers really willing to pay?

For what do they currently pay?
What is the revenue model?
What are the pricing tactics?

External environment

«l'he Economy

cMarket Analysis and Key Trends
«Competitor Analysis
«Competitive Advantages of Our
Business Model

Implementation roadmap
uProjects

cMilestones

«Roadmap

Risk analysis

cbimiting Factors and Obstacles
oLritical Success Factors
uSpecific Risks and Countermeasures
Conclusion

Annexes
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Idea to Businesse

A http://www.entrepreneurship.org/business-model-
canvas.aspx

A O3 wddeos:

Getting from business idea to business model
Visualizing your business model

Prototyping

Navigating your environment

Proving it

Telling your story / Pitching your business.

© O O © O O
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http://www.entrepreneurship.org/business-model-canvas.aspx

g'ﬁﬁmmfﬁ Getting from business idea to business model

Ep 1 - Getting From Business ldea to Business Model

Ep 1 - Getting From Business Idea to Business Model

https://www.youtube.com/watch?v=wwShFsSFb-Y

15


https://www.youtube.com/watch?v=wwShFsSFb-Y

I!,olﬁmgmeﬁ Getting from business idea to business model

Ep 2 - Visualizing Your Business Model

Ep 2 - Visualizing Your Business Model
https://www.youtube.com/watch?v=wIKP-BaCO]A
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https://www.youtube.com/watch?v=wlKP-BaC0jA
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o el e Getting from business idea to business model
Ep 3 - Prototyping 0 <
= ";S
1
=
= 3

A : I [
‘L
Ep 3 - Prototyping

https://www.youtube.com/watch?v=IASGMVUNkSKM
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https://www.youtube.com/watch?v=iA5MVUNkSkM

g'ﬁﬁmmfﬁ Getting from business idea to business model

Ep 4 - Navigating Your Environment
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Ep 4 - Navigating Your Environment

https://www.youtube.com/watch?v=7036YBn9x 4
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https://www.youtube.com/watch?v=7O36YBn9x_4

%'ﬁﬁmMﬁﬁ Getting from business idea to business model

Ep 5 - Proving It 0O <

)

)
J
2

Ep 5 - Proving It

https://www.youtube.com/watch?v=-2gd vhNYT4
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https://www.youtube.com/watch?v=-2gd_vhNYT4

%'ﬁﬁmMSﬁf Getting from business idea to business model

Ep 6 - Telling Your Story

Ep 6 - Telling Your Story
https://www.youtube.com/watch?v=SshqlHDKOCc

20


https://www.youtube.com/watch?v=SshglHDKQCc
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Business Model Canvas
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Business Model Canvas Workshop
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