


BUSINESS MODEL 
TOOLKIT



The Business Model Canvas (BMC) is a strategic 
management tool that provides a quick, structured, visual 
framework that enables entrepreneurs and companies to 
innovate or redefine their business strategies efficiently. 
The primary benefits include enhancing clarity, and 
understanding, and facilitating strategy discussions 
among team members or stakeholders.

Invented by Swiss business theorist Alexander Osterwalder.



KEY BENEFITS OF USING THE BMC

The Business Model Canvas is a powerful tool that enables 
entrepreneurs and companies to enhance strategic thinking, 
foster collaborative discussions, and drive innovation.

1. Enhanced Clarity and Understanding of your Business
2. Facilitation of Strategy Discussions with your team members 
3. Innovating and Redefining Business Strategies
4. Adaptability and Agility to the evolving business landscape
5. Simplification of Complex Business Models
6. Identification of Gaps and Opportunities
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CUSTOMER SEGMENTS
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ANSWER THESE QUESTIONS TO 
COMPLETE CUSTOMER SEGMENTS

1. Who are our most important customers?
1. What are the defining characteristics of our most valuable and strategic customers?
2. Which customer segments generate the highest revenue or profitability for our business?
3. Which customer segments are the most loyal and likely to become repeat customers?

2. What are the different customer segments we serve?
1. How can we segment our customers based on demographics (age, gender, income, location, etc.)?
2. Can we segment customers based on their behaviors (e.g., purchase patterns, usage frequency, customer lifecycle stage)?
3. Are there any psychographic segments (e.g., values, interests, lifestyle) that are relevant for our business?

3. What are the characteristics of our target customer segments?
1. What are the common pain points, needs, and challenges faced by each customer segment?
2. What are the specific products, services, or experiences that each segment is looking for?
3. What are the purchasing behaviors, decision-making processes, and communication preferences of each segment?

4. How do our different customer segments differ in their needs and characteristics?
1. How do the key requirements, preferences, and behaviors vary across our different customer segments?
2. Are there any significant differences in the value proposition, pricing, or channels that need to be tailored for each segment?
3. How can we best cater to the unique needs and expectations of each customer segment?

5. Which customer segments are the most important or profitable for our business?
1. Which customer segments contribute the most to our overall revenue and profitability?
2. Are there any customer segments that have a higher lifetime value or growth potential?
3. Should we consider focusing our resources and efforts on the most strategic and lucrative customer segments?
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ANSWER THESE QUESTIONS TO 
COMPLETE VALUE PROPOSITION

1.What are the core products and services we offer?
1. What are the specific products, services, or solutions we provide to our customers?
2. How do these offerings address the needs, problems, or pain points of our target customers?

2.What are the key benefits and value we deliver to our customers?
1. What are the most important and compelling reasons for customers to choose our offerings?
2. What specific gains or benefits do our customers experience when using our products or 

services?

3.How do our offerings differ from or outperform the competition?
1. What are the unique features, attributes, or capabilities that set our value proposition apart?
2. How do we create more value or a better customer experience compared to alternatives or 

competitors?

4.What are the specific customer needs, problems, or pain points we are addressing?
1. What are the key challenges, frustrations, or unmet needs that our customers are facing?
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ANSWER THESE QUESTIONS TO 
COMPLETE CHANNELS

1. What are the key channels we use to reach and engage with our customers?

1. What are the direct sales channels (e.g., company website, retail stores, direct sales team) we use to sell to customers?

2. What indirect sales channels (e.g., distributors, resellers, online marketplaces) do we leverage to reach and sell to customers?

3. What other channels, such as vendor or supplier partnerships, do we use to deliver our value proposition?

2. How do our customers prefer to purchase and interact with our offerings?

1. What are the most common and preferred sales channels for our target customer segments?

2. Do our customers tend to purchase through online channels, offline channels, or a combination of both?

3. Are there any specific vendor or supplier partnerships that our customers value or prefer?

3. Which channels are the most effective in reaching, engaging, and converting our target customers?

1. Which sales channels have the highest customer acquisition rates, conversion rates, and average order values?

2. How do the performance and efficiency metrics vary across our different sales channels?

3. What vendor or supplier partnerships have been the most beneficial in terms of delivering value to our customers?

4. How do we ensure a seamless and consistent customer experience across our channels?

1. How do we integrate and coordinate our various sales channels, vendor partnerships, and supplier relationships to provide a unified and cohesive customer 
experience?

2. What processes, technologies, or strategies do we use to enable a smooth omnichannel approach?

5. How do we select the most appropriate channels for each customer segment?

1. Which sales channels, vendor partnerships, and supplier relationships are best suited to effectively reach, engage, and serve the specific needs and 
preferences of our target customer segments?

2. How do we tailor our channel strategy to address the unique buying behaviors and requirements of different customer segments?
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ANSWER THESE QUESTIONS TO 
COMPLETE CUSTOMER RELATIONSHIPS

1. What type of relationship does each of our customer segments expect us to establish and maintain with them?

1. Do our customers prefer a personal, dedicated relationship or a more automated, self-service approach?

2. What level of personalization and customization do our customers expect in their interactions with us?

2. What are the specific customer relationship strategies we use for each customer segment?

1. How do we acquire new customers (e.g., through personal sales, marketing campaigns, referrals)?

2. How do we onboard and retain existing customers (e.g., account management, loyalty programs, community engagement)?

3. How do we handle customer support and address any issues or concerns they may have?

3. How do our customer relationship strategies differ across our various customer segments?

1. Are there any unique relationship management approaches required for specific customer segments based on their needs, preferences, or 
behaviors?

2. How do we tailor our relationship-building efforts to cater to the distinct characteristics of each customer segment?

4. What are the key touchpoints and interactions we have with our customers throughout their journey?

1. What are the various stages of the customer lifecycle (e.g., awareness, consideration, purchase, post-purchase) and how do we manage the 
relationships at each stage?

2. What are the critical moments of truth or key interactions where we can strengthen our customer relationships?

5. How do we measure the success and effectiveness of our customer relationship strategies?

• What key performance indicators (KPIs) do we use to evaluate the health and quality of our customer relationships (e.g., customer satisfaction, 
loyalty, retention rates)?

• How do we continuously gather feedback and insights to improve our customer relationship management efforts?
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ANSWER THESE QUESTIONS TO 
COMPLETE REVENUE STREAMS

1. What are the different revenue streams that our business generates?

• What are the primary sources of revenue for our business (e.g., product sales, subscription fees, usage-based fees, licensing, 
etc.)?

• Do we have any secondary or ancillary revenue streams that contribute to our overall revenue?

2. What is the revenue model for each of our key revenue streams?

1. How are we pricing our products, services, or offerings (e.g., fixed pricing, tiered pricing, dynamic pricing, etc.)?

2. What are the specific pricing mechanisms and strategies we employ for our different revenue streams?

3. How do our revenue streams align with the value propositions we offer to our customers?

1. How do the pricing and revenue models reflect the perceived value that our customers derive from our products or services?

2. Are there any dependencies or synergies between our revenue streams and the value we deliver to our customers?

4. What are the key factors that drive revenue and profitability for our business?

1. What are the critical metrics and KPIs (e.g., sales volume, average order value, customer lifetime value, etc.) that influence the 
revenue and profitability of our business?

2. How do we monitor and analyze these factors to optimize our revenue generation and overall financial performance?

5. How diversified and sustainable are our revenue streams?

1. Do we have a mix of revenue streams that provide stability and mitigate risks to our business?

2. What strategies do we have in place to maintain, grow, and potentially diversify our revenue sources over time?
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ANSWER THESE QUESTIONS TO 
COMPLETE KEY RESOURCES

1. What are the key physical, intellectual, human, and financial resources required to operate our business model?

• What are the essential physical assets (e.g., facilities, equipment, infrastructure) needed to produce and deliver our products or services?

• What are the critical intellectual properties (e.g., patents, copyrights, data, brand) that underpin our value proposition?

• What are the key skills, expertise, and experience required from our human resources to execute our business model effectively?

• What are the essential financial resources (e.g., capital, investments, cash flow) needed to fund our operations and growth?

2. How do our key resources enable us to create and deliver our value proposition?

• How do our physical, intellectual, human, and financial resources directly contribute to the development, production, and delivery of our 
products or services?

• What are the specific ways in which our key resources enhance the value we offer to our customers?

3. Which of our key resources are the most critical to our business model and competitive advantage?

• Which resources are truly essential and difficult for competitors to replicate or substitute?

• What are the key resources that differentiate our business and create a sustainable competitive edge?

4. How do we acquire, develop, and maintain our key resources?

• What are the processes, strategies, and investments required to obtain, cultivate, and sustain our critical resources over time?

• What are the potential risks or constraints associated with the availability, acquisition, or management of our key resources?

5. How do we optimize the utilization and efficiency of our key resources?

• What measures and practices do we have in place to ensure the optimal deployment and utilization of our resources?

• How do we continuously improve the productivity, effectiveness, and cost-efficiency of our key resources?
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ANSWER THESE QUESTIONS TO 
COMPLETE KEY ACTIVITIES

1. What are the most important activities we must perform to operate our business model?

• What are the critical activities involved in the development, production, and delivery of our products or services?

• What are the essential activities required to maintain and support our customer relationships and channels?

• What are the key activities necessary to manage and optimize our internal operations and resources?

2. How do our key activities create and deliver value for our customers?

• What are the specific ways in which our key activities contribute to the creation, enhancement, and delivery of our value proposition?

• How do our key activities address the pain points, needs, and preferences of our target customers?

3. Which of our key activities are the most crucial for the success and sustainability of our business model?

• What are the activities that are critical to the unique value we offer and our competitive positioning?

• Which activities are the most resource-intensive, complex, or difficult for competitors to replicate or substitute?

4. How do we organize and structure our key activities to optimize efficiency and effectiveness?

• What processes, workflows, and systems do we have in place to ensure the seamless and efficient execution of our key activities?

• How do we leverage technology, automation, and continuous improvement to enhance the productivity and quality of our key activities?

5. How do our key activities integrate and align with our other business model components?

• How do our key activities support and enable the fulfillment of our value proposition, customer relationships, channels, and revenue 
streams?

• What interdependencies or synergies exist between our key activities and other elements of our business model?
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ANSWER THESE QUESTIONS TO 
COMPLETE KEY PARTNERSHIPS

1. What are the key partnerships and alliances we have or need to develop?

1. What are the critical partnerships with suppliers, vendors, distributors, or other third parties that enable our business model?

2. What strategic alliances or joint ventures do we have or plan to establish with complementary organizations?

3. What licensing, franchising, or other collaborative relationships do we leverage or aim to create?

2. Why do we need these key partnerships, and what value do they bring to our business model?

1. How do these partnerships help us acquire, create, or deliver value to our customers?

2. What specific resources, capabilities, or activities do our partners provide that we don't have or can't easily develop internally?

3. How do these partnerships help us overcome challenges, reduce risks, or enhance our competitive position?

3. What are the most important and strategic partnerships for our business model?

1. Which partnerships are the most critical to the success and sustainability of our value proposition and overall business model?

2. What partnerships provide us with the most significant competitive advantages or differentiation in the market?

4. How do we manage and maintain our key partnerships effectively?

1. What processes, governance structures, and communication channels do we have in place to coordinate and collaborate with our partners?

2. How do we ensure alignment, trust, and mutual benefit in our key partnership relationships?

3. What measures do we take to mitigate potential risks or conflicts that may arise from our partnerships?

5. How do our key partnerships contribute to the overall value creation and delivery of our business model?

1. What are the specific ways in which our partnerships enhance our ability to create, deliver, and capture value for our customers?

2. How do our partnerships integrate and align with the other components of our business model (e.g., key resources, key activities, customer 
relationships, channels, revenue streams)?
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ANSWER THESE QUESTIONS TO 
COMPLETE COST STRUCTURE

1. What are the most significant costs associated with operating our business model?

1. What are the fixed costs (e.g., rent, salaries, overhead) that we incur regardless of our level of activity or output?

2. What are the variable costs (e.g., raw materials, labor, distribution) that scale with our level of production or sales?

3. What are the one-time or initial costs (e.g., equipment, technology investments, startup expenses) required to launch and set up our business?

2. How do these costs relate to the key resources, key activities, and key partnerships that are essential for our business model?

1. What are the direct costs associated with the key resources, activities, and partnerships that enable us to create and deliver our value 
proposition?

2. How do these costs contribute to the overall value creation and delivery process of our business model?

3. Which cost components are the most significant drivers of our overall cost structure?

1. What are the specific cost elements that account for the largest portions of our total expenses?

2. How do these cost drivers impact the profitability and viability of our business model?

4. How can we optimize and reduce our cost structure without compromising the quality or delivery of our value proposition?

1. What strategies, processes, or technologies can we implement to increase the efficiency and cost-effectiveness of our operations?

2. What trade-offs or changes might we need to consider in our business model to lower costs while maintaining the desired customer experience 
and value delivery?

5. How do our cost structure and cost management strategies align with our revenue streams and overall business model?

1. Are our costs structured in a way that supports the pricing and revenue models we have in place?

2. How do we balance the need for cost control with the investment required to sustain and grow our business?

3. What are the key metrics and performance indicators we use to monitor and optimize our cost structure over time?



THANK YOU
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