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~ Customer Value Proposition (CVP)

 Target customer * Offering, which satisfies the
* Job to be done 10 soive an problem or futfils the neec.
important problem or fulfillan 1S 1S defined not anly by what
important need for the target is sold but also by how it’s sold.
customer
\'1 ‘_/
PROFIT FORMULA
® Revenue model How much
money can De made. prce x
me Can De ”’ll’autj'\.! 0!
frequency, ancillary sales, Htc
. Co:l_l structure How -osts are %.’H’. J_]_Z_!'ll
allocated includes cost of key
assets, (iect Costs, indHect COSIS. (Target Customer)
BCONOMIgs 0 SCale
® Margin model How much sach
transact:on should net 10 achweve
desred profit levels
KEY RESOURCES ® Resource velocity How quickly
neaded 1o ver the @SOUCES Need 10 Dé usSed 1O Sup
ins.
® People
® Technology, products
® Equipment
= Information
= Channels
= Partnerships, A rx Xl
alliances 7]|.x| ELE/ "(‘)_‘
» Brand alue amn/ourg.
i KEY PROCESSES, = vel as (V / g )
Tules, Mecs, Bng HOIMS, that
make the profitable delivery of the
LUSIOMBt walud SrOpOSITION repaat E.I:.j kl-*“'b 74 0o 2
able and scalable. Might include 3' 01 [=] }" OE% A L!jt'
® Processes: desgn. pioduct
Jevelopmeant, sourcng. many-
facturing, marketing, hinng and
taning, IT
& Rules and metrics: margm (e
QiRments for inw credit
e neased
Ment, aperoach 1o
CUSIOMErs ang cnannes
3 . . . . . == 5 =
- &X : Harvard Business Review, Reinventing Your Business Model -8 4582 H=LY

1. HHIZUAZEO| Ol0H

7HX] H| ot
(Value Proposition)

1 DA ®ZE 7EX (B =),

2 2907k

A0 G2
TS 285

(Revenue Stream)

5. 71017 of A 492 8
ANIZ Z2I7h

Mg w47
(Delivery Design)

4. DA 748 0| F
g3 ok

ol Z=A, SERI(2011)
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DE WA KNP,

& 2EAMH @AH2O(Alexander Osterwalderl= 19924 1=t = E(Kaplan&Norton)0] JH S F & AN I}
M2 (Balanced Scorecard Approach)@l 47X && it 19994 Ot= J|4IA (Markides)Jt I st At X et dtotZ
X010 HIZUAZE 2EZ XI(Business Model Ontology) Ji¥E &

712 3% HIZU2A8Y &8 8
S ZHA Mt DS QS ME Dt M| A0 ThROf ThSF SEE B
(Product) (Value Proposition)
SE 44 JHKE MBEt7|E st 2HIXE MESISHE HY

(Target Customer)
S5/1d ;T
(Distribution Channel) | 122 @&%t= stts &

02 2A
(Relationship)

nEz [ SES
(Customer
Interface)

gl DS QB HXE HE317| Qs 2Rt BE5I XY 59|
(Value Configuration) ZH|AE|E atet
olmz} zhg|
e} ) = — —
(Infrastructure gi%ﬁ _:__.—_ﬂ olBt 7IK|E &ZH7| Qo s BE AW SHS
Management) (Capability) st
HEH4 Do FHX|E BET| QoA 2~3702] 7|t HHEAES
(Partnership) MBI He WSt
H& = HRL|ADSS Asisty| O3t DE HRS AFSSE HOl
L = = (=) ,__gO[’t Al
MeEX =3 (Cost Structure) =5 = = A
(Financial Aspects) 20l pol 710l A] CIOtsl ~0lSE2ES Sof ~0lS A=t S

(Revenue Model) BASE 742l

- &KX : Alexander Osterwalder and Yves Pigneur(2010), Business Model Generation, John Wiley & Sons, Inc.
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