
Let’s Talk about the Canvas 

The Business Model Canvas is a great way to capture the important aspects of your business, 
and through customer interviews, be sure that your assumptions are correct.



Part 1
Value proposition

Customer segments

Customer archetype



This part of the canvas is the 
most important in the beginning 



These are tied together, different 
customer segments may place 

different value on your product/service 

A value proposition is a clear statement that
• explains how your product/service solves customers’ problems or improves their situation (relevancy),
• delivers specific benefits (quantified value),
• tells the ideal customer why they should buy from you and not from the competition (unique differentiation).



Insert the value prop handout

Credit: someone smart



Customer segment tied to value prop 



For [target customer]

Who wants/needs [compelling reason to buy]

The [product name] is a [market category]

That [one key benefit]

Unlike [main competitor] 

How to write a value proposition
Let’s do some Mad-Libs TM 



FIRST develop your Value Proposition and 

understand your Customer Segments. 



Customer Segments

• Who wants/needs our product/service? 

• We may have several types (segments) of 
customers?

• Each customer may 
value something 
different about your 
product or service.
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What customer problems 
are you helping to solve?

What customer need 
are you satisfying?

What makes your solution
better than your 

competitor’s?

Who are your most 
important customers?

Describe them, know them



Canvas tied to customer segments 

Color-code your segments and the assumptions associated with them across the canvas.



What type of customer are you speaking with?

- End user
- Influencer
- Recommender
- Decision maker
- Payer

You will need to understand the purchasing 
decision making process for your customers.

These are called customer archetypes:



I have a company 
credit card with 

$2000 limit

I need to get 
approval from 

my boss

This is unbudgeted so 
I need to wait until 

the next budget cycle

We prefer 
to buy 

under a 
long term 
contract 



Product-Market Fit

“Can you build and deliver a product/service that satisfies the 

customer problem or need?”

When you can answer yes to this, you have found Product-Market Fit!



Easier said than done!



Here’s an example of a big company 
who didn’t listen to their customers

Blockbusters:

At its peak in 2009, Blockbuster had 5,000 stores worldwide. 
But by 2010 Blockbuster filed for bankruptcy and its assets 

were sold to Dish Network. When companies like Netflix and 
Redbox came along, they dismissed them as no threat and 

claimed that they were "too big too fail" As customers started 
leaving their stores, instead of responding to that, they tried 

to increase the average customer basket size with sweets and 
trinkets, almost converting into a convenience store. 

Blockbusters had sufficient information to know that their 
customer behavior was changing and they did not adapt to it, 

leading to their bankruptcy.

Credit: askwonder.com



Keys for Product-Market fit 

AND beyond

• Listen to customers general needs!

• Identify who is the one paying

• Understand their buying habits
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