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in: Business Model Generation, Alex Osterwalder & Yves Pigneur, 2009 

BUSINESS MODEL CANVAS



CHANNELS



• How will we communicate 

our value proposition?

• How will we make the 

product get to the client?

• What are the channels my 

client prefers?

• Is there integration with the 

different channels?

• What are the best channels 

in terms of cost?

CHANNELS



Channel’s Functions

 Define the way we communicate with 

our clients

 Include

 Marketing

 Sales

 Distribution

 Post-sale support



NON- PAID MARKETING CHANNELS



NON- PAID MARKETING CHANNELS



PAID MARKETING CHANNELS



PAID MARKETING CHANNELS



RECOMMENDED MARKETING CHANNELS



SALES CHANNELS



INDIRECT CHANNELS

• Lots of  startups waist energy trying to 

create indirect channels prematurely

• The problem is that until you start having a 

“real business” nobody cares!

• So first YOU have to be the one selling 

directly, not putting your product somewhere 

else!



CUSTOMER’S RELATIONS



CUSTOMER’S RELATIONS

• How do we GET clients?

• How do we MAINTAIN 

clients?

• How do we GROW 

clients?

• What type of relations do 

my clients prefer?

• Is there integration with 

the rest of the model?



GET CLIENTS



RECOMMENDED CHANNELS



MAINTAIN CLIENTS



RECOMMENDED CHANNELS



GROW CLIENTS



RECOMMENDED CHANNELS



BESIDES KNOWING YOUR CUSTOMER



MARKET ANALYSIS (1)

 Requires analysis and think of positioning of 

venture and products/services – do YOU 

have something to market?

 Must capture  a substantial market in a 

growing industry (Market ≠ Industry)

 Stand up to competition

 This analysis affects all other sections of BP

 It provides credibility to your plan



MARKET ANALYSIS (2)

 Define customers

○ Classify by homegenous groups (characteristics)

○ Who and where are the major purchasers

○ List potential customers

○ What is the purchasing model and/or process

○ If you have them, show purchasing orders or 

commitments



MARKET ANALYSIS (3)

○ Define Market size and trend

○ Show last 5 years size of current market

○ Show your share of this market

○ Show potential annual growth

○ Discuss factors that impact market growth

○ Review past trends and any differences

between past and present



MARKET ANALYSIS (4)

 Define competition and competitive 
edges

 Realistic assessment of strengths and 
weaknesses of your competitors

 Compare competing and substitute products 
or services (advantages & disadvantages)

 What is your fundamental value

 Is there any knowledge on competitors that 
can bring you new or improved 
products/services?

 Estimate market share and sales



(Unique selling Point)

• Part of your value proposition – the benefit 

(value) you are providing to your customer, an 

the statement of the job to be done to your 

customer

• Other can have similar value propositions –

just phrase it differently

BUT

• Unique selling point is the secret sauce! Is 

what you have of unique, your IP, something 

that can’t be copied in a near term



INDUSTRY ANALYSIS (1)

 Current status of your industry and prospects 
for the future (where will you operate)

 Industry structure and where do you fit

 Brief market size, growth trends and 
competitors

 New products or developments? New
companies? Companies exiting? New markets 
and customers?

 Environmental profile of the industry (energy 
requirements, supply chain, waste and 
recycling)



INDUSTRY ANALYSIS (2)

 What is the concept of your venture? 

What business are you in?

 How will you operate in this industry?

 Where do you fit and why was there a 

need?

 What product(s) or service(s) will you

offer? How do they help the industry

needs?



INDUSTRY ANALYSIS (3)
VALUE CHAIN & POSITIONING

 A value chain is a 

string of companies 

working to satisfy 

the market demands

 Different types of 

companies

 Different types of 

roles

 How will you be feed 

and feed the others?



INDUSTRY ANALYSIS (4)

http://www.youtube.com/watch?v=lk_4_kGy1OM&feature=PlayList&p=0ECAB8ED593ACA33&playnext=1&playnext_from=PL&index=9

http://www.youtube.com/watch?v=lk_4_kGy1OM&feature=PlayList&p=0ECAB8ED593ACA33&playnext=1&playnext_from=PL&index=9


SO, YOU ARE NOW READY



The Venture (1)

 What is your proposal and business 
concept?

 What are your products/services?

 What is your industry?

 What is your market?

 How will you enter it? 

 How much will it cost?

 How profitable will it be? How will it 
grow?



ITERATE. ITERATE. ITERATE



BUT HOW CAN YOU ACTUALLY INTERACT WITH A 
POTENTIAL CLIENT?


