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I Business Model Canvas

* O 'Business Model Canvas' € um mapa dos principais itens que constituem
0 negocio ou também uma receita de estrategia.

* Deve ser revisado ao longo do tempo para saber se cada um esta sendo
bem atendido ou se € necessario fazer alteracdo em algum deles para se
conseguir um melhor resultado.

O mapa é um resumo dos pontos chave de um plano de negocio.
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The Business Model Canvas
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Key Partners

Who are our Key Partners?
Who are eur key suppliers?

Which Key Reseurces are we acqualring from partners?
Which Key Actities do partners parform?

Ootmzatien ana ecancimy
chion o rik wid snceedsinty
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69 Key Activities

‘Wihat Key Activities do aur Valus Fropasitians require?
Qur Distribution Channels?

Cuslomer Relatanships?

Revenue streams?

Prochiction
evnhiem Solving
Blatformmiotwark

Key Resources

‘Wihat Key Resources do our Value Propasitians. require?
Gur Distribution Ehannels? Custemer Relationships?
Revenue Streams?

TYPES OF REBOURCES.

st

anct patanes, copyrights, aacs;

Value Propositions

wihat value do we deliver to the customer?
Which ane of our custormers preblems are we
helping to soive?

wihat bundles of products and services are we
offering to each Custorner Segrment
Wihicn customer needs are we satistying?

CHARAETERISTICS

What type of relationship does each of our
Customer Segments expect us to astablish
and maintain with them?

Which ones have we established?

Houw are they integrated with the rast of our
business model?

How costly are they?
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cammunices

Customer Relationships Q@

Channels

Thraugh which Channels do our Customer Segments
want to be reached:

How are we reaching them now?

How are our Channels Integrated?

which ones wark bes

Which ones are most cost-efficients

How are we Integrating them with customer reutines?

Customer Segments }

Far whom are we creating valus?
Whe are our most important custoners?
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e
‘What are the most impartant costs inherent in our busine Far what value are our customers really willing ta pay?
‘Which Key Resources are most expensive? Far what da they currently pay?
Wihich Key Aclivilies are mosl expensive? How are Lhey surrently paying?
How woul they prefer to pay?
18 YouR BueIEss Mone e " Haw much does each Revenus Stream contribute to averall revenues?
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| Video de apresentacéo

* http://www.businessmodelgeneration.com/canvas/bmc
* https://www.youtube.com/watch?v=QoA0zMTLP5s
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http://www.businessmodelgeneration.com/canvas/bmc
https://www.youtube.com/watch?v=QoAOzMTLP5s
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I Segmento de cliente

« Publico-alvo para os produtos e servicos de uma empresa.

* For whom are we creating value?
Who are our most important customers?
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l Proposicdo de Valor

« Uma visao geral dos produtos e servicos que, juntos, representam valor
para um segmento de clientes especifico. Descreve a forma como a
empresa se diferencia dos seus concorrentes e € a razao pela qual os
clientes compram de uma certa empresa e nao de outra.

 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?

¥ [ —
I TECGRAF P[JRQ LL] PETROBRAS

PUC-RIO



] Canal

O meio pelo qual uma empresa fornece produtos e servicos aos clientes.
Isso inclul a estratégia de marketing e de distribuicdo de uma empresa.

* 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?

‘l\

T~ =] =
hv— TECGRAF Pl R]O I ‘II PETROBRAS

PUC-RIO


https://pt.wikipedia.org/wiki/Marketing
https://pt.wikipedia.org/wiki/Distribui%C3%A7%C3%A3o_(Log%C3%ADstica)

] Relacionamento com o Cliente

A empresa estabelece ligacoes entre si e 0s seus diferentes segmentos de
clientes. O processo de gestao de relacionamento com o cliente é chamado
de customer relationship management (CRM).

« 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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https://pt.wikipedia.org/wiki/Customer_relationship_management

] Infraestrutura

« Atividades-chave: As atividades mais importantes para executar a
proposicao de valor da empresa. Exemplo: a Bic teve que criar uma
eficiente supply chain para reduzir os custos.

* Recursos-chave: Os recursos que sao necessarios para criar valor para o
cliente. Sao considerados ativos da empresa e S0 necessarios para
manter e dar suporte ao negocio. Esses recursos podem ser humanos,
financeiros, fisicos ou intelectuais.

* Rede de parceiros: As aliancas de negocios que complementam os outros
aspectos do modelo de negdcio.
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https://pt.wikipedia.org/w/index.php?title=Alian%C3%A7as_de_neg%C3%B3cios&action=edit&redlink=1

| Financas

« Estrutura de custos: As consequéncias monetarias dos meios utilizados no
modelo de negdcios.

* Fluxos de receita: A forma como a empresa ganha dinheiro através de uma
variedade de fluxos de receitas. Rendimentos de uma empresa.
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EXEMPLOS
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Business Model Canvas: Apple

I Key Partners Customer Relatignship |Customer Segments
————

_gervice
Manufacturers i Dexign | Self-pec Mass market
A

pp store
-—-——1 developers Personal ‘ ———
| agsistance
Multi-sided

_ P‘a(f orms

Channels
Brand/Status

Apple retail stores

Apple.com
Music, television, f \

and movie Convenience/

industries Usability Other retailers

Cost Structure Revenue Streams
————— ———— —— A

Media sales/ Rental and

o SHslpent licensing subseription fees

DigitalBusinessModelGuru.com I
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I Key Partners Value Propositions Customer Relationships Customer Segments
development The solution for a -
existing problem Nitomated Motor Bikers
ardware rvice
Investors hataan services
Development
. Can Save your life Pizza Delivery
Y BUSIness Campaign Of Restaurants
Angels marketing

e Governments

Annual Contract Channels Postal Service

2
g
3

e University's

R+D Applestore/ Play Market

Automobilist
events/congress
Motor Biker's meetings

Cost Structure Revenue Streams

Smartphones

Transport Department of
Police

safeHelmet App Intuitive using

Motor

GPS location

bikers

Renting Motorbikes
Company’s

Police Officer

No intermediaries,
direct link

Hospitals

Marketing Administration
department department

Cost of Annual

Statistics Research & deVice COSt Of App
Department Development
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The Business Model Canvas

Environmental Sensitivity Index (ESI) Maps

13/07/2012

ver 01
Key Activities Key Activities Value Propositions Customer Relationships Customer Segments
Atendimento
Mapas atendendo :
normas do orgao Personalizado Emergéncia: Pianoe_
ambiental (MMA) execucao;
Licenciamento
Ambiental
(risco)
Pesquisador de l
lise Ambi |
Facilidade de registro AN i
dos dados (cadastro, Perce.
atualizagao) pEao
Key Resources Channels
Ferramentas de web app Pesquisador de
Analise Ambiental (maps.tecgraf...) Registro
emails
Integragdo com dados X
de fontes externas ’(’:;Sn?wsm ::;
(Completude, po
Agregagao)
Cost Structure Revenue Stream
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The Business Model Canvas

BE

I 0;3/09,’20 1

Key Partners

BG

Universidades

ANP

Key Activities

Desenvolvimento
de Software
Pesquisa

Divulgagao

Coleta e
Organizagao
de Dados

Key Resources

Recursos
Humanos

Infra-estrutura

Value Propositions

Solucdes

Marca

Formacao de
Recursos
Humanos

Inovacao
Tecnoldgica

Base de
Conhecimento

Ambiente de
Crescimento

Customer Relationships

Channels

Customer Segments

Instituto
Tecgraf

Tecgraf
Cambridge
BG-Técnica

Parceiros de
Pesquisa

Comunidade
Cientifica

BG

Cost Structure

Text

Revenue Streams

Text

www.businessmodelgeneration.com
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PRINCIPAIS PERGUNTAS




Key Partners 5 | Key Activities Q Value Propositions |- * Customer WW_Z Customer Segments )
- 5 ﬂ - ﬂ 2 g
What Key
Activiti Which one of our : For who are we
Value glfospggi::;s customer's m:::‘:%g?: solving a problem
require? problems are we i onarsn or fulfilling a
; helping to solve? need?
or
Who are our Key : Which customer . —< Who are the
Partners? S A——c o ) needs are we Channels \3 customers?
o satisfying?
. Does the value
What is the specific C?;nozgg g:'g:r progosition ma'l?tch
i their n
F\;Vhat 'r(cee,; product/service? Bl eir needs
(suppliers, etc.) do What are the :2:':";2 Is this a single-
our Value features that match e n sided or multi-
Propositions customer needs? sided market?
require? .
Cost Structure \, Revenue Streams ric
_ . What is the revenue model? What are the
What are the mpst important costs in our pricing tactics? For what value are our
business model? customers willing to pay?
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