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Unit-3
Building Business Models

3.1. Innovation and Value Proposition

3.1.1. Value Proposition Design: Creating and
Articulating the Unique Value Offered to Customers

Value Proposition Design <hT I IE ¢ T 9 3o
TTEeh Rl T I TR qLToh H IS THET Tk foh STTRT
IS AT HAT 378 AT A FH BRI T 507 7T
w9 ¥ freferfad dea anfiet B &:

Value Proposition (Hed T¥Te): Value Proposition
g Toeror & S ST 2 foh STToehT ScdTg 1 Tarr Teehi h
ToFE e sht T Ul & ST Rl o 38 |l shi et
o=

Components (Zh):

" Customer Segments (T&eh aT): I Tl TRl
H TEAE FET SR e ST gHEI STT9eh
THTEH | e @relt 2

®  Problem Statement (THEAT hl SA): ITEehT 6
THETSAT AT TR AT hl TIE T & THSHT|

®  Solution (THTHT): SATIhT USTSHIT ST THTE
TS THEATE ST STTIehT USTehsT UTesh shi THeTatt
T THTIH L 2
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®  Unique Selling Proposition (ﬂ;ﬁiﬁ‘aﬁmﬁcﬁﬁm
T fafTe T ST 31T IS =1 T4 St FfoRfrT
T ST ST 2

Example: Tesla T Value Proposition @Wﬁsﬂqﬁ
FAfdeeh SR ST 3= YeviA 37 MR feieT & @y
ATt Rl

Designing a Value Proposition:

Empathy Map (SETI¥ftt ATATe): TT&ehi o gI¥ehior
T R o FoTT SUFT foFaAT STl 81 56 TTah oh ST,
foreme, ST wTaATeTY ot w9 i 2

THINK & FEEL

PRECCUPATIONS

deseest spiatiors?wories?

INFLUENCES
Whatfiends family and lofiusncers ae aying?
realy inflvences? How?

Whatmedia channals Infvence (s porion?
'books, magazines, TV, Facebook, blogs?

SAY & DO

BEHAVIOR
> Hows the attitude? > How do they act in public?
> What's the image portraid?

PAIN | GAIN

Wantare therisks? |  Want to achieve?

Source:
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Value Proposition Canvas ({3 Wﬁﬂ'&ﬂ): Tsh
U ST TTEhT ohl THEATST ST STk THTEH o st 3T
TTHE ST H T8g HdT 21 $9H “Customer Profile” (BIEED
TIhTEeA) 37 “Value Map” " AT it 2d &

VALUE PROPOSITION CANVAS

GAIN CREATORS

GAINS

How the product/service What customers want to achieve,
creates customer gain but have not achieved
through current solutions
PRODUCT JOBS-TO-
& SERVICES

BE-DONE
Tasks to be performed

that
gets the customers' Needs to be satisfied
jobs done

PAINS

............. pain Negative experiences the
customer faces in

W Pprocess of getting the job done

VALUE MAP CUSTOMER PROFILE

Example: “Airbnb” T Value Proposition Canvas kT
JTART A BT A TTT fobart o6 o = fo e e & -

T Al ST T ST, St arufs Sed @ i 31

value proposition canvas rame  BIMBNB
Boma owanr. Srare T sesrch
ed o m—-—.co
— ] s oot @ shocal
nrtace poastie sl Easy comparng I‘]
e i o @ rre— ooy eI 4
Lol noea ‘booking of s
ehaoecriting Qo o AP 25 ouen ° o hoksay hoe
s s Gy — frarare @
timted servicws LI eenreeves ’ 22 pains combnson of prre.
Program for —— ‘
Search. Nogotiate wih
i ey e Rt T J— s
Otadend prolims’ prefarances o sty ey holdey compancns.
an ravows el Pomes. oo eaty
207 comorn & Crmdiwiom || Orine booki! ey lo s
Feoug wesate \
Sawes s L T e
Vi o e M
- price -
slue proposttion P
A oty sntaipios whsss porple Sen promcte o bosk Aot losking o scammmedetin & 5 groue
.

BUSINESS
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3.1.2. Customer Needs: Identifying and Addressing

Customer Needs and Pain Points

Customer Needs (W‘oﬁ\_ﬂa{ﬁ) 3T Pain Points (3?1t

fsig) =T HEHT ST FHTHM J&M T 9hed A58

T srga weeat 2

Identifying Customer Needs

(IITEeh <Al TEIAT shl Uga™):

® Research (JITHYM): TTEH AR, lﬁwgq, 3R
SIS T ITANT ok UTEoh! bl STALIHATAT I
STeIfHeRATT h! GRS

® (Customer Journey Mapping (HATgch ITAT
A IET): TTEehi ht AT o iy =Ron & 8
AT TR IT G0 foh o forer X ot et 1
TTHAT L 2

® Market Research (TSR AJHT): TR )

=M

gfeaet, 31 UTEeh o SHaE T [N s

Example: Amazon J Tk T STELAT T TE=H o oI
TE SIS STTE ST 2T fsdwor 1 SwnT fora,
STE8 3 T UTEeh hisd wichiH ST Hohl

Addressing Pain Points (38 %gaﬁ Y GETTerd ShEAT):

® Problem Solving (THEAT THTELT): UTEh! & <<
foigat =l TrwgreRt ST fersolwor shtsh TTelt HHTE
REHEETCH
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® Feedback Mechanisms (Figdeh o): UEh
FIesish ! TR Hehferd 11T frs3fea sem arfer
TR o foram T @kl

® Jteration Wﬁf): urEeh ot fdafskmen &
HTET G IcTE T HT H G SR T FT]

Example: Uber 3 Tt & faw Sk 3R gﬁw

IREe" FHTE Y hleh RUNE Sl Harsll o q4

Fgair a1 wsera e

Practical Steps:

® Customer Surveys (TT&ch 'vl‘la'&TUT): BIREA I
SR qHRATSAT 3hT TE=T o foTT Te&IoT ST

® User Testing (B'CRIﬁ'l'IE!Tvl'i‘ TYeruT): TR o G1Y
RSO e STk STINE ST FHEATST 1 wHe|

® Focus Groups (FIRT Tw): TeId o 3t
hISsish o HTEAH § UTeeh o1 SRt ST 38
fofgatt =it i)

Example: “Dropbox” ﬁ‘{l;{?m Zlff{tﬁgé%‘cﬂmﬂ

(o T IcuTE H ger fora, fore@ 3 ot it steat

T IEAL AL © T L HHl

Innovation 31X Value Proposition Design %F%@Gﬁ
I TR, STTET 3T UTeeh U hi 3feres Tret
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G ¥ AT F Hehd & SR Ik oY g wHree
& T Hehd €| $8 JoRH, TTesh ohl SEd! A ad feigal
=1 HEl S Y GHEHT I 3¢ Hllferd AT Hadr hi
HORETAT o foTg 7eid Heeat 2

3.2. Competitive Strategy

Competitive Strategy (WH‘T?TOF TUFﬁﬁ) EEnip)
1 FHedT & T wecayul € i I fuifa s
2 T sTeRt aam SR # 9 gfaeat o st
gfcreafeit & g o7 T 36 Competitive Analysis
(Hﬁ?q‘?fﬁﬂaﬁ ]%T%NUT) 3T Strategic Positioning (HTHER
fearfer) smfirer 219 21 31T foreaw & o €

Competitive Analysis: Understanding and Analyzing
Competitors’ Strategies

Competitive Analysis <hT R AU FIEET F
wfcreafefat st wHifeRT STt emmaret s TaeET € arfs
AT Y O™ & fou wwret gfoeraiors wHifa
forenfr ot Tkl 3o fmferRaa <o sfire &1 &:

Identify Competitors (STereafeia &y ug=rm):

® Direct Competitors (HTer Tfawaefl): I =@
ST |H 3cqTE AT FaTE TS hd & ST THH Teh
SR ol AT L &
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® Indirect Competitors (3T9eaer Ufcreaefl): I =rawmr
ST Jehfceh THTYT Y ohd & S 3Tk 3cd1e 3T
o o foTu gfereemoT g gehd 2

Example: TS 31T T AT ek oall & 8, q
Tt wicreaef T seReied &t wehd €

Analyze Competitors’ Strategies (Sl'f?l’FQ'f?jﬁ E)
ot <Rt farsgwom):

® Product or Service Offerings (ITUTE AT TAT Y
USTERYT): faEafeiT & 3earg AT Sare! i Tore,
o frerfor, i gferama st fsdwor )

® Market Positioning (IToR fRerfa): wfeeqeff o
1oAY eTeReT Rt SIS H fRerfa 3d € ofR stae sie ot
8 T A Bl

® Strengths and Weaknesses (ATehd 3T AT
fcre et 2l drerd SR FHSTIET oh1 Fedieh il

Example: Pepsi 3R Coca Cola o sfi=r <t fcreqert —

ST st o 3eare sht qorere, fersoe sh Wi, 3

TSI H 39k T 261 Tl
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3.3. Creation of a Business Model
STUR Aiget fAutor

SR Hieed T i e Sl JisHT 3w

& foTT U 3 =T Yo it 81 I8 fuife war

%, 3 HATHT ISR EH'ET Business Model

Frameworks (SR Hied &) 3T Business Model

Canvas (SATIR HISH HaTH) HEET0! STHT 3

3.3.1. Business Model Frameworks: Overview of
Various Business Model Frameworks
fafi= yehr & @i ofit gfEerior & & fSeer S
ST Hied I fesiTe SR farsdwor s o fore foram
ST 21 ¥ G e o i Teqett i auee 3

forenford st & Wag d 2

3.3.2. Business Model Frameworks Overview :
Traditional Business Models (AU SITIR HISH):
BB : AT GHL ATl shl HalT, 3 Iee JeH e &
3aR_WT: SAP (Enterprise software solutions for businesses).
B2C : FET TTe STHIRIS 3h TS AT HATE Y&
23R Amazon (Online retail store for consumers).
C2C : ITHITHT EYer 37T TR bl IcaTE AT THATd it

2| eTeTT: eBay (Online marketplace for consumers
to buy and sell items).
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Value Proposition Models (W& AT AISE):

Jobs to be Done (SiTsq Z st &): ¥¥ HECau|
TE GHFH W higd BT 2 foh TTeeh T St
e & TR AR I STeq T FE T F T 8
I2TET: Uber TTEH o forg giferd iR gloremsren
e 9aH I

Customer Segmentation (Tgch wﬁwm) : fafi=r
e 1 o FoTg ToRIY qor SRTer STl 3aTee:
Nike farfer= @er 2f0RIT 3R uresh @l & fore fomi
RISIEREEIEI

Revenue Model Frameworks (XIST& ﬁ?ﬂ'%‘iﬁ) :

Subscription Model (F&&IdT UTSeT) : TTEehT Sl
frafia saua W e 3 & g cafed s 2
AT Netflix (Monthly subscription for streaming

services).

Freemium Model (;ﬁ'&rm ared) : o T T
TR H e AT § S S gloensti & foe e
AT W LinkedIn (Free basic service, premium
features for a fee).

Platform Models (GIZWHTH WIEE) :
® Marketplace Model (um 'l:ﬁ%ﬁ) : T

e T fashdT 3T WlERT i Siiedr 81 IS
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Alibaba (E commerce platform connecting buyers

and sellers).

® Sharing Economy Model orafar ZhHTAISH) :
HETYAT ! | L T TN 81 38T Airbnb

(Platform for renting out homes and apartments).

2. Business Model Canvas: Using the Business Model
Canvas to Design and Describe Business Models

et Aiteer e (Business Model Canvas): S
Hieet 9 (Business Model Canvas) T THMT &
TSTEreT ST AT Aiee i Hald &9 § Teqd Hid
3R Tme & foe T Srar 81 swert ey foa &
Ty weeqsi ot T8 ©7 & TEqd AT ST AHEET Sar
21 7% fosg Afee i TTeT, I ST, ST % 90,
3R =1 HEl TEQA! i T T o o Uk A
& LT 2

fosE Hied A H AWAR T A qeF Wi §
forisrar ferarm it 2, foive frmfetfiaa &g # weqa femm
ST TRl &

e TETYT (Key Resources): ¥ fooid & o
THTEMAT o oI | ST & S8 foh T SHTe, ST,
TS, SERTeRT, 3T =1 wErem)
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TfafateEt (Key Activities): ¥ fosid i &7
foramant o1 foreror 2T @ S foh Seureq, wrehf, 3t
T Y& AT

Heg & (Value Proposition): 31113 R &
IS AT HATSHT hl UTEhi o FIT He ST hl =3k
foparm STTar 21

UTesh T (Customer Relationships): &H
forser 3 TTesh % BTy TS Wl ¥ S S €,
1 U BT 2

TTgeh TTHE (Customer Segments): Ig ITIIL &
e 3R T TRt o fafi=T SRR w1 foreRor e
AT 2

AT G (Revenue Streams): 301 fooma & A
o AT o1 foreroT 21T 7, S foh =it ST ameft |mft,
LT, ATSHRT, 3T 317 |l

I (Channels): Jg SIdTdT 2 fop foema & o109
T STEATE T ATEHT qh GgETT 8, S foR o,
Jeaeh, foraor, 3t 3= <«

TWTE @EET (Cost Structure): 388 fovmg &
fafiy=r @t s fereror feam smar 2, S & foxfiar
TN, T & 3eTg |

Agaeh dad (Key Partnerships): 98 fosma &
S e e e e
T fereroT JET LT 2

71



3

SEEee

£
EwEEEﬁE

foea Aise R
alue )
S ro siti u




1251k 1D B2URIR Ik k2R DI o
. 02k hlatalie M g JEIbR WbhiRIS
218 DIk Els DL 20 MBI % Rhbh MIE S 1P kIR o
:(SwBaIS INUIAIY) BIB klle

Inkehe HIE kR 2 IENIBLE HIE HEAIE .
BLI | 2ab331UES 1Pt o
Bl g2t Drefee 2117 Dbl R

e
ESYLTIL T
L thlliRblke
121l ki kIR Brise) .

L

S lnln bl
®leBEi B IRCEE .
HGLET IFEIN
Juwoisn))

2hLb w2

MRE SIS b hbalh %
Lkt b Lk b hbalh
t 281BbE MIE klstelnlh
LB pSIwELe o
(spuuey D) Ben

Lkt BIDK ik
RIRMOD DI % 1215 o

1EBY Dlkb BRR

Bl % 19211 B heilh
e hidion PRIk .
:(sdiysuonepy

:(21mINN§ 150D) 1ERIR Pl
e
bl LRl ol e L)
D218 e N RIkIEY o >
] I
2 L] sl L Lklt ;
P2 wrBLe . & Bkt plthb dE
o 1bRI2k Il NS«
:(sdiysaauyaeg £3y))
R Bi2 1 pRSIE ik
e bRk Sihe 1S o
N o o ._-WWVWWWNO
Sﬂwwﬁhé Efshb | Ltplp ESIREE RIS
S M S Ll | L | el Sl
L |l bERIE o Eﬁxmﬁaﬁ_ﬁw Ew:oww
EEEEW ekicinblb Mie PRIE Ernmﬁw_&mﬁm
Ew&@EEW&E@W - Elep | g inbih HIE RiklE
£2 150200 1B AL o | 1 piioin LB AL adehe Mie k2l o
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34. ((TTd AR Wl'ﬁj) Cost and Revenue Streams

AT 3R ToRa URIe FaEr o fofir w@meed 31K
fEoraT o Hecaqul Uee] 8l ¥ A AU shi Heler
&eaT b f-rerffed shtd & ST e gifaa o € for e
TATVETI Tk ¥ = Tl | TG A AT Teqel i
forem & wwerr @

1. Cost Structure: Identifying and Managing Costs
in the Business Model

AT AT 98 o © Sk dgd Uk SHe| Ut
AT shl TR hidl & AN 3TehT Jeie hiar 21 39
O S T T e o o Teid Hee 8,
FIT(Sh T ATVIEAT hT HE TTferd shLaT 2

Identifying Costs (Fﬂ"'l'cﬁ & gger ):

® Fixed Costs (Rer “Td): I J AN & T IeTeH
61 HTAT o STas[E @9 &l 8, St ok TR, o,
31T A1) 3STEWT: Rent for office space, Salaries

of permanent employees.

® Variable Costs (Uﬁaﬁ‘ﬁ?il' ) Y AN SedTeT
21 /T o ATHT IGerd! &, St foh el ared, foreor
[T, S IcUTeT G| 3eTeT; Raw materials for
manufacturing, Packaging costs.
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Semi Variable Costs (3175‘{ LIERETR) Td): Dl
AT T |7 ook o Biet & 31 o 7l o |
Faad! 7, S fop forsteft & foret st uek fafera ufir s
TG ¢ Hohd &l 3STEWT: Utility bills.

Managing Costs (Tl ShT Jarer):

Cost Control (@TTa fd=on): &rta =6t fEor
T W o fofu sIste ST R fafia w9 9 =
T S
Example: Walmart 3799 amﬁmw%fwzmﬁ
@A Yeigd 3R 9 I W Glert i wHifa
ORI LT 2l

Cost Reduction Strategies ((TRTd hH A T
U e AT ol S0 i o aiiehl shl T&= 31T
FHATE| 3EH TEAT TG SR ST FH L AT
ToHtfoRIT STfe &1 Hehd 2

Example: Toyota 3T Lean Manufacturing sk,
ST IeqTe o S IS shl hH Hd 3T S&TdT SIgH
T h5d 2

Break Even Analysis (aiﬁ é?ﬂ %%GI'UT): Bi
fosgeror g frerffeq st & for woh et &
for fopat forsht Y Stravaerar &, S AmTa 7R Tk
EARSGINGERGIRS
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Example: Startup % foru, s o farsgmor o o
A T 7eg AT & 6 foraet gfrew st St <
qTfes 3 319 TfSren faeT 31 feer ATt sl e’ o
T

Revenue Streams: Exploring Different Ways to
Generate Revenue

Revenue Streams (TSTE W) 3 aliehl I €9d &
fSHeh wream € uw sggE YEr SAfSd s @1 fafe
TSR IR SFaET o Tsied ! fafae s o7t sifem
1 o A § HEG L e 2l

Types of Revenue Streams (T TSt %SEWTI'{):

® Sales Revenue (ﬁl?:ﬁ RTE): ITET AT TS
forsht & wmw &
Example: Apple % foTe, e, Aue, 37T 31
UL 1 Forshi & B ST TR

® Subscription Revenue (FG&IdT ASTE): Frafia
FHAUA T UTERT H [ THohL STH &
Example: Netflix — WW{!@"I

® Licensing Revenue (F|T3'@I'&FT TTEd): AT,
ST AT IcATaT ok ITANT o FoTT 37T ATt & T &
Example: Microsoft — HFEIT AT T g 1St
RELE]
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® Advertising Revenue (%ElTCF-T STEd): ESreat)
1 Hifear I fommoa fa@m @ 9T o)
Example: Google — IERIEEHRICIE Google Search
3R Y ouTube T oo vefeia s & e T

® Commission Revenue (TN TE): T 37 &
Seeh O RHIIT TSI Tl
Example: Amazon — qcia 987 forsharett @ M

Exploring Revenue Streams (XST&T BINE) Eﬁ@'ﬁ):

® Diversification (‘%lﬁ‘%ﬁil'?{'UT): fafir Tetee amret
T SYFT ek TSTEd ot ffarer ST I8 SIadm hi
forffor et Yo shtar ® ST Tufed Tetes |t
1 T 2
Example: Adobe — T&aT HTweaRR i forsht & Teree
TTH AT T, 3 EHT W@ TSRE i Adobe
Creative Cloud HsHIHS Ui 2

® Pricing Strategies (W& Frafror worifrD):
fafsr=r qoa fAgior diea 1 IwT e Al
TNIE 3~ Tl

Example: Amazon Web Services (AWS) — SUIIT
=61 HAT o6 ST T e (et i Wil
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® Customer Segmentation (JT&eh TieRtuT): fafer=
TITEh GHEI o [oTQ, foIfRTe Hest SedTer TR e feion)
Example: Airbnb — Hifiem fafer & fow s==
AT ST AR FATRET o fofT TR o il

® [Upselling and Cross Selling (3N'@'f\<"i1T AR THIA
Bfet): HISET UTEehl i A A1 Ioef AT ATt
ICATaT I FaTAT hl UTeha|
Example: McDonald's — TTEeh! T "TRTEST 3T fEapn
Sire o fete Seanfed s

3.5. Simulations and Business Model Canvas

Simulations 3 Business Model Canvas (BMC) F9a™
ST 3R Jefe § HEed T TR § ST SFadr hi
3h Ui ol S&dl s T G0 hi § Hee hid 2l
33T fored R & e &

3.5.1. Business Model Simulation: Using Simulations

to Test and Refine Business Models
Business Model Simulation (Wlflgﬁﬁ:lﬂﬁm) Teh
TS R S ST T 3o ST HiSe i A 3K
T 35 o e e el Rerfe 8 s e
1 Qe Y& SHdT 21 e SHTHr shl HTiord qiommat
3R AT T qHEH § Weg HAT € o ATt
THEH |
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Purpose of Simulations (ﬁgﬁm HTILH) :

® Risk Reduction (STRew # swY) : arefersh giam
o fopelt oft STifiem =t 33 & Tee fopereig o wream
H HTT FETST T GATHT S T 1)

® Decision Making (Rt &9 o weg) . ﬁagﬁw
SraETtyes ot Sl aug ST 3T TuTaRiietar
T TR L H HEg ! 2
Example @R’I@Wﬁ@ﬁ%(ﬁﬁaﬂ
IRTUT SHTAT SITET &, 7€ ok Feter shi ST
T & ATk I8 ek & T (a9 i T Teat
TRt St STEATRAY ST ITE hl e Hehl

Types of Business Model Simulations (cITUX ared

e &% TER) ¢

®  Scenario Analysis mﬁg’&‘q ‘%‘%’GUT) : fafirr =R
TG ohl HiSel hleh I8 S@HT foh fafer= aifeerfaat
T ST ShET YeI | Example : Microsoft
FAY AT IcaTe hT TSI H GvTiard Sfdfshar sl g9z
o foTe ufigyer fersamoT shT SU=RT T WehaT 21

® Financial Modeling (fo<ftar wiefer) : fafi=
forefier aftgea ok STTeR W wfersaafort 31 fersgmor
T Example : T § e @@ fafir= amra
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ST S Fos) qEtE % s W f
HISTAT T el Bl

® Market Simulation (ISR ﬁq'gﬁ'ﬂ:l') : GTfer
Tk Shifshanatl TR wfeafear st ity
STIHT ATl Example @ Google 319 T fagme
SCUTE 25 WTToll THT bl HHET o6 T s e ere
3T IR L TRl 2

Benefits of Business Model Simulations

(SATIR AISSA TIHATIH o W)

® Enhanced Understanding (ém aHg) : ﬁ?’ﬁﬁ?ﬁ
GuTfera saEtrens feerfa 3t fofat & g i wom
AT =l

® Improved Planning (gﬂ'l'{'iﬁ'a';ﬂ) : SO ST
1 ITeh HISH ohi TTLShd ohi- ST SATaETIIe AT
T S ST T STE U 2
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