
The Business Model Canvas 
(BMC) is a tool used to 
visually communicate 
and innovate business 
models. This workshop is 
an introduction to the BMC 
as well as to Big Think’s 
Game Changer: The 
Business Innovation Game, 
where you will discover new 
opportunities for revenues in 
your business.
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How to Create Triple-Digit Sales Growth
There are many activities you can perform to generate additional revenues. Consider the 
geometric effect of multiplying all of these growth rates together. Use a growth rate rela-
tive to total sales. When multiplying, add 1 to each percentage (1.10 for 10%).
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INNOVATE YOUR BUSINESS MODEL
A business model is the way we make money. Your business 
model will mature over time as you find out what works well 
and what doesn’t. Be proactive about creating an innovative 
business model and win faster and bigger than your competi-
tion.

THE BUSINESS MODEL CANVAS
The Business Model Canvas (shown on previous page) is a tool 
developed by Alexander Osterwalder to quickly describe a busi-
ness model. It is the compilation of several different strategy 
models into a single, more visual diagram that can be used to 
innovate and communicate a company’s business model.

The Canvas is split into nine different parts. To build a Business 
Model Canvas, use the following process:

Revenue Generation
The revenue/right side of the Canvas focuses on income. How 
do you combine the parts to make money?

1. Customer Segments –identify which customer segments 
you will serve. Each should be discreet.

2. Value Proposition – based on customers, create value 
props that will be highly targeted and valuable to each segment.

The Business 
Model Canvas

3. Channels – Channels define how a company sells to its cus-
tomers (direct, wholesale, online, etc.)

4. Customer Relationships – what kind of relationship will 
you have with your customers? (transactional, relational, etc.)

5. Revenue Streams – The specific ways you make money 
(sell products, provide services, etc.). This is how you get paid. 

Cost Structure
The cost/left side of the Canvas focuses on the costs needed to 
generate revenues.

6. Key Resources – what people, equipment, etc. will you 
need to make your business model work?

7. Key Activities – What are the critical activities that are 
required to make the business model successful?

8. Key Partnerships – What other companies/people outside 
your company are needed to make your business model work?

9. Cost Structure – What are the costs required to make the 
business model work? This is a combination of 6-8, but also 
standard operating costs.
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THE IMPORTANCE OF SEGMENTATION

The most important part of building a powerful Canvas is clari-
fying your market segments. The more focused you can be on 
this, the better each of the other parts can be clarified as well. 
Why create a value proposition that doesn’t match a customer 
segment?

Customer groups represent separate segments if:
• Their needs require and justify a distinct offer
• They are reached through different Distribution Channels
• They require different types of relationships
• They have substantially diffferent profitabilities
• They are willing to pay for different aspects of the offer

Focus on the segments and “marinate your head” in your 
client’s world. Don’t expect to get it right without talking to 
clients. You must get their perspective of what is valuable, not 
yours. You can innovate in ways that they would not have an-
ticipated, but good listening can uncover customer pain points 
and help you identify ways to create more value and dominate 
your market.

THE VALUE PROPOSITION

After Segmentation, the value you offer your customers is the 
next critical issue to cover. Why do people buy from you? What 
makes your offering compelling versus every other offering? 
How can you provide differentiated value to customers? What 
customer needs are not currently being met?

For more detail on the Business Model Canvas, pick up a copy 
of Business Model Generation by Alexander Osterwalder.

Game Changer: The Business Innovation Game 
is an exclusive Big Think product that challenges you to think 
different about your business model,and uses the Business 
Model Canvas as the “playing board.” You can purchase a copy 
by contacting Big Think.
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big think services

“Craig Mathews is one of 
our era’s great innova-
tors. He is clearly tuned 
in to how things ARE 
done, and how things 
SHOULD be done. For-
tunately, that never stops 
him from seeing how 
things COULD be done! 
His ‘what if?’ approach 
is both refreshing and 
inspiring. I have enjoyed 
working on our recent 
project and hope we will 
work together on many 
more.”

Jeff Nash
CEO, Turning Point

“Craig is a phenom-
enal people connector, 
motivator and advisor. 
I’ve been to several of his 
seminars that all rocked 
my world. Word of cau-
tion though: his ideas are 
definitely ‘BIG,’ so watch 
out!”

Alex Ferguson
CEO, EpicRealm

In Their Words

Big Think works with companies that are inter-
ested in market domination and significant 
revenue growth. Through a combination of 
business and marketing innovation, Big Think 
uncovers hidden opportunities and finds $mil-
lions in new revenue streams for businesses.

The key elements of this consulting include:

• Clarifying core, profitable market segments
• Identifying gaps in the market that could be 

both risks and opportunities
• Innovating the business model and improv-

ing and creating new revenue streams for 
greater profitability

• Facilitating strategy development session(s) 
to build a powerful, differentiated business 
strategy

• Connecting strategy to execution through 
specialist partners

• Driving revenues through highly effective-
marketing and product innovation

Contact Big Think when you’re ready to leave 
commodity behind and embrace the power of a 
differentiated and innovative business.

Craig Mathews, Chief Thinkologist
1 (919) 757-7400
craig@bigthinkresults.com

Book Big Think presenters to speak: 
To book a Big Think Facilitator/Advisor for a 
workshop, keynote, or training session, contact 
Craig (above).
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