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CONTENTS OF TODAY’S CLASS 

Here’s what we are going to explore in today’s class: 

1. Design Thinking Part II – Practical exercise
2. Business Model Canvas

• What is it and why do we use it
• 9 building blocks of the canvas
• Practical exercises
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DESIGN THINKING 
CHALLENGE 

Find new and innovative
solutions for online learning

45min total

Teams of 5/7

Use Miro



1ST STEP

Work on that empathy, google 
and gather information about 
the problem, ask students and 
then try to synthesize the 
information into 2/3 main 
insights

15min



2ND STEP

Start ideation phase and 
remember to go for quantity 
and not quality. Manage well 
your time and save some time 
to summarize the main creative 
ideas which you find have 
more potential. 

15min



3RD STEP

It’s time to prototype your 
solution and be ready to show 
it to everyone. Prepare a 30 
seconds pitch of what your 
solution is and show your 
prototype proudly!

10min



BUSINESS MODEL 
CANVAS
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Alexander Osterwalder, Strategyzer

“A business model describes the
rationale of how an organization
creates, delivers and captures 
value”

BUSINESS MODEL CANVAS



BUSINESS MODEL CANVAS



Why do we use 
Business Model
Canvas? 



LET’S IMAGINE YOU ARE GROUP A AND GIVEN 
THIS:



NOW IMAGINE YOU ARE GROUP B AND GIVEN THIS:



BUSINESS MODEL CANVAS

What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?
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Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
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For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?
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What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?
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This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. 
To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/3.0/ 

or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.
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9 BUILDING BLOCKS OF BMC

Customer segment
Who are your clients? And
understand the difference 
between a client and user

Value proposition
What is the problem you are 

trying to solve or value you are 
trying to create to your 

customers

Channels
How are you going to 

communicate your value 
proposition

Customer relationships
How are you going to obtain 
those costumers and what 

kind of relation are you going 
to establish with them

Revenue streams
What types of income flow 

can you identify
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9 BUILDING BLOCKS OF BMC

Key activities
What are the critical activities 

demanded by the business 
model 

Key resources
What are the key resources you 

need in order to successfully 
implement your business model

Key partners
Who are the critical partners 

and suppliers to your business

Cost Structure
What is the resulting cost 

structure
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Let’s have a 
Merry BMC!



CUSTOMERSCUSTOMERS 
RELATIONSHIP

CHANNELS

VALUE 
PROPOSITION

KEY ACTIVITIES

KEY RESOURCES

KEY PARTNERS

COST STRUCTURE REVENUE 
STREAM



Let’s practice a little
bit more?
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KNOW MORE ABOUT BUSINESS MODEL CANVAS



CREDITS: This presentation template was 
created by Slidesgo, including icons by 
Flaticon, and infographics & images by 
Freepik

Do you have any questions?

rita.tome@teclabs.com
www.teclabs.com

THANKS

http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

