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Are you an entrepreneurial spirit?
yes _______ no _______

Are you constantly thinking about how to 
create value and build new businesses, or how 
to improve or transform your organization?
yes _______ no _______

Are you trying to find innovative 
ways of doing business to replace  
old, outdated ones?
yes _______ no _______



If you’ve answered 
“yes” to any of these 
questions, welcome  
to our group! 
You’re holding a handbook for visionaries, game 
changers, and challengers striving to defy outmoded 
business models and design tomorrow’s enterprises. 
It’s a book for the business model generation.



Seven Faces of 
Business Model  
Innovation

The Senior Executive

Jean-Pierre Cuoni, 

Chairman / EFG International

Focus: Establish a new business model 

in an old industry

Jean-Pierre Cuoni is chairman of  

EFG International, a private bank  

with what may be the industry’s most  

innovative business model. With  

EFG he is profoundly transforming  

the traditional relationships between  

bank, clients, and client relationship 

managers. Envisioning, crafting, and 

executing an innovative business 

model in a conservative industry with 

established players is an art, and  

one that has placed EFG International 

among the fastest growing banks  

in its sector.

The Intrapreneur

Dagfinn Myhre,  

Head of R&I Business Models / Telenor

Focus: Help exploit the latest techno-

logical developments with the right 

business models 

Dagfinn leads a business model unit 

at Telenor, one of the world’s ten larg-

est mobile telephone operators. The 

telecom sector demands continuous 

innovation, and Dagfinn’s initiatives 

help Telenor identify and understand 

sustainable models that exploit the 

potential of the latest technological 

developments. Through deep analysis 

of key industry trends, and by develop-

ing and using leading-edge analytical 

tools, Dagfinn’s team explores new 

business concepts and opportunities. 

The Entrepreneur

Mariëlle Sijgers,  

Entrepreneur / CDEF Holding BV

Focus: Address unsatisfied customer 

needs and build new business models 

around them

Marielle Sijgers is a full-fledged  

entrepreneur. Together with her  

business partner, Ronald van den  

Hoff, she’s shaking up the meeting,  

congress, and hospitality industry  

with innovative business models.  

Led by unsatisfied customer needs,  

the pair has invented new concepts 

such as Seats2meet.com, which allows  

on-the-fly booking of meetings in  

untraditional locations. Together, 

Sijgers and van den Hoff constantly 

play with new business model ideas 

and launch the most promising  

concepts as new ventures.



The Investor

Gert Steens, President & Investment 

Analyst  / Oblonski BV

Focus: Invest in companies with the 

most competitive business models

Gert makes a living by identifying the 

best business models. Investing in the 

wrong company with the wrong model 

could cost his clients millions of euros 

and him his reputation. Understanding 

new and innovative business models 

has become a crucial part of his work. 

He goes far beyond the usual financial 

analytics and compares business  

models to spot strategic differences 

that may impart a competitive edge. 

Gert is constantly seeking business 

model innovations.

The Consultant

Bas van Oosterhout, Senior  

Consultant / Capgemini Consulting

Focus: Help clients question their  

business models, and envision and 

build new ones

Bas is part of Capgemini’s Business 

Innovation Team. Together with 

his clients, he is passionate about 

boosting performance and renewing 

competitiveness through innovation. 

Business Model Innovation is now a 

core component of his work because 

of its high relevance to client projects. 

His aim is to inspire and assist clients 

with new business models, from 

ideation to implementation. To achieve 

this, Bas draws on his understanding 

of the most powerful business models, 

regardless of industry.

The Designer

Trish Papadakos,  

Sole Proprietor / The Institute of You

Focus: Find the right business model  

to launch an innovative product

Trish is a talented young designer 

who is particularly skilled at grasp-

ing an idea’s essence and weaving it 

into client communications. Currently 

she’s working on one of her own ideas, 

a service that helps people who are 

transitioning between careers. After 

weeks of in-depth research, she’s now 

tackling the design. Trish knows she’ll 

have to figure out the right business 

model to bring her service to market. 

She understands the client-facing 

part — that’s what she works on daily 

as a designer. But, since she lacks for-

mal business education, she needs the 

vocabulary and tools to take on the  

big picture. 

The Conscientious Entrepreneur

Iqbal Quadir, Social Entrepreneur / 

Founder of Grameen Phone

Focus: Bring about positive social and 

economic change through innovative 

business models

Iqbal is constantly on the lookout  

for innovative business models with 

the potential for profound social 

impact. His transformative model 

brought telephone service to over 

100 million Bangladeshis, utilizing 

Grameen Bank’s microcredit network. 

He is now searching for a new model 

for bringing affordable electricity to the 

poor. As the head of MIT’s Legatum 

Center, he promotes technological 

empowerment through innovative 

businesses as a path to economic and 

social development.
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A business model describes  
the rationale of how an  
organization creates, delivers, 
and captures value

Def_Business Model
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The starting point for any good discussion, meeting, 

or workshop on business model innovation should 

be a shared understanding of what a business model 

actually is. We need a business model concept that 

everybody understands: one that facilitates descrip-

tion and discussion. We need to start from the same 

point and talk about the same thing. The challenge is 

that the concept must be simple, relevant, and intui-

tively understandable, while not oversimplifying the 

complexities of how enterprises function. 

In the following pages we oΩer a concept that allows 

you to describe and think through the business model 

of your organization, your competitors, or any other 

enterprise. This concept has been applied and tested 

around the world and is already used in organizations 

such as IBM, Ericsson, Deloitte, the Public Works and 

Government Services of Canada, and many more.

This concept can become a shared language that 

allows you to easily describe and manipulate business 

models to create new strategic alternatives. Without 

such a shared language it is diΩicult to systematically 

challenge assumptions about one’s business model 

and innovate successfully.

We believe a business model can best be described 

through nine basic building blocks that show the 

logic of how a company intends to make money. The 

nine blocks cover the four main areas of a business: 

customers, oΩer, infrastructure, and financial viability. 

The business model is like a blueprint for a strategy 

to be implemented through organizational structures, 

processes, and systems.



Customer  
Segments
An organization serves  
one or several Customer 
Segments.

Value  
Propositions
It seeks to solve customer 
problems and satisfy  
customer needs with  
value propositions.

Channels
Value propositions
 are delivered to customers 
through communication, 
distribution, and sales 
Channels.

Customer  
Relationships
Customer relationships 
are established and  
maintained with each 
Customer Segment.

[ The 9 Building Blocks

CS VP CH CR
1 2 3 4
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Revenue  
Streams
Revenue streams result 
from value propositions 
successfully oΩered to 
customers. 

Key  
Resources
Key resources are the 
assets required to oΩer 
and deliver the previously 
described elements… 

Key  
Activities
…by performing a number 
of Key Activities. 

Key  
Partnerships
Some activities are  
outsourced and some 
resources are acquired 
outside the enterprise. 

Cost  
Structure
The business model  
elements result in the  
cost structure.

R$ KR KA KP C$
5 6 7 8 9



} 18

KR
Key Resources

KP
Key Partners

KA
Key Activities

C$ 
Cost Structure
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CS
Customer Segments

CR
Customer Relationships

VP
Value Propositions

CH
Channels

R$
Revenue Streams
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   “Pattern in architecture  
is the idea of capturing  
architectural design ideas 
as archetypal and reusable 
descriptions.” 

		  Christopher Alexander, Architect



This section describes business models with similar characteristics,  
similar arrangements of business model Building Blocks, or similar  
behaviors. We call these similarities business model patterns. The  
patterns described in the following pages should help you understand 
business model dynamics and serve as a source of inspiration for  
your own work with business models. 

We’ve sketched out five business model patterns built on important  
concepts in the business literature. We’ve “translated” these into  
the language of the Business Model Canvas to make the concepts  
comparable, easy to understand, and applicable. A single business  
model can incorporate several of these patterns.

Concepts upon which our patterns are based include Unbundling,  
the Long Tail, Multi-Sided Platforms, FREE, and Open Business Models.  
New patterns based on other business concepts will certainly emerge 
over time. 

Our goal in defining and describing these business model patterns is  
to recast well-known business concepts in a standardized format — the  
Business Model Canvas — so that they are immediately useful in your  
own work around business model design or invention.

Patterns

56	 Unbundling Business 
Models

66	 The Long Tail

76	 Multi-Sided Platforms

88	 FREE as a Business Model

108	 Open Business Models
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   “Businesspeople don’t  
just need to understand  
designers better; they  
need to become designers.” 

		  Roger Martin, Dean, Rotman School of Management



This section describes a number of techniques and tools from the world  
of design that can help you design better and more innovative business 
models. A designer’s business involves relentless inquiry into the best pos-
sible way to create the new, discover the unexplored, or achieve the func-
tional. A designer’s job is to extend the boundaries of thought, to generate 
new options, and, ultimately, to create value for users. This requires the 
ability to imagine “that which does not exist.” We are convinced that the 
tools and attitude of the design profession are prerequisites for success in 
the business model generation. 

Businesspeople unknowingly practice design every day. We design orga-
nizations, strategies, business models, processes, and projects. To do this, 
we must take into account a complex web of factors, such as competitors, 
technology, the legal environment, and more. Increasingly, we must do so in 
unfamiliar, uncharted territory. This is precisely what design is about. What 
businesspeople lack are design tools that complement their business skills. 

The following pages explore six business model design techniques:  
Customer Insights, Ideation, Visual Thinking, Prototyping, Storytelling, and 
Scenarios. We introduce each technique with a story, then demonstrate 
how the technique applies to business model design. Here and there we've 
added exercises and suggestions for workshop activities that show you 
specifically how the design technique can be applied. Book references are 
provided at the end for those interested in exploring each technique in 
more depth.

Design

126	 Customer Insights

134	 Ideation

146	 Visual Thinking

160	 Prototyping

170	 Storytelling

180	 Scenarios
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   “There’s not a single  
business model… 
There are really a lot of  
opportunities and a lot of 
options and we just have  
to discover all of them.” 

		  Tim O’Reilly, CEO, O’Reilly



In previous sections we taught you a language for describing, discussing, 
and designing business models, described business model patterns,  
and explained techniques that facilitate the design and invention of new  
business models. This next section is about re-interpreting strategy 
through the lens of the Business Model Canvas. This will help you  
constructively question established business models and strategically 
examine the environment in which your own business model functions.

The following pages explore four strategic areas: the Business Model 
Environment, Evaluating Business Models, a Business Model Perspective 
on Blue Ocean Strategies, and how to Manage Multiple Business Models 
within an enterprise. 

Strategy

200	 Business Model 
Environment

212	 Evaluating Business 
Models

226	 Business model 
Perspective on Blue 
Ocean Strategy

232	 Managing Multiple 
Business Models
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outlook



We hope we’ve shown you how visionaries, game changers, and  
challengers can tackle the vital issue of business models. We hope  
we’ve provided you with the language, the tools and techniques, and  
the dynamic approach needed to design innovative and competitive  
new models. But much remains to be said. So here we touch on five  
topics, each of which might well merit its own book. 

The first examines business models beyond profit: how the Canvas can 
drive business model innovation in the public and non-profit sectors.  
The second suggests how computer-aided business model design might 
leverage the paper-based approach and allow for complex manipulation 
of business model elements. The third discusses the relationship between 
business models and business plans. The fourth addresses issues that 
arise when implementing business models in either new or existing  
organizations. The final topic examines how to better achieve business 
model and IT alignment.
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 Context: 
2004: Alexander Osterwalder com-

pletes a Ph.D. dissertation on the topic 

of business model innovation with  

Professor Yves Pigneur at HEC Lausanne, 

Switzerland. Fast forward. 2006: The 

approach outlined in the dissertation 

starts being applied around the world 

based on Alexander’s business model 

blog, notably in companies such as 3M, 

Ericsson, Deloitte, and Telenor. During 

a workshop in the Netherlands Patrick 

van der Pijl asks “why is there no 

book accompanying the method?” 

Alexander and Yves take up the chal-

lenge. But how does one stand 

out in a market where countless 

strategy and management books 

are published every year?

 INNOVATING 
the model 
Alexander and Yves decide they can’t 
credibly write a book about  
business model innovation with-
out an innovative business mod-
el. They ditch publishers and launch 
the Hub, an online platform to share 
their writings from day one. Anybody 
with an interest in the topic can join 
the platform for a fee (initially U.S. $24, 
which is gradually raised to U.S. $243 
to keep the platform exclusive). This 
and other innovative Revenue Streams 
finance the book production in advance 
itself is an innovation as well. It breaks 
the format of conventional strategy and 
management books in order to create 
more value for readers: it is co-created 
highly visual, and complemented by 
exercises and workshop tips.  
 

  key audience 
visionary and 
game changing… 
entrepreneurs / 
consultants /  
executives

 
where 
did this 
book 
come 
from?
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 process 
The core team, consisting of Alexander, Yves, and Patrick start the project 

with a number of meetings to sketch out the business model of the book. 

The Hub is launched to co-create the book with business model innovation 

practitioners throughout the world. Creative Director Alan Smith of The 

Movement hears about the project and put his company behind it. Finally, 

Hub member Tim Clark joins the core team after recognizing the need for an 

editor. The group is completed by JAM, a company that uses visual thinking 

to solve business problems. An engagement cycle is started to pump fresh 

“chunks” of content out to the Hub community for feedback and contribu-

tions. The writing of the book becomes completely transparent. Content, 

design, illustrations, and structure are constantly shared and thoroughly com-

mented upon by Hub members worldwide. The core team responds to every 

comment and integrates the feedback back into the book and design. A “soft 

launch” of the book is organized in Amsterdam, Netherlands, so members of 

the Hub can meet in person and share their experiences with business model 

innovation. Sketching out participant business models with JAM becomes the 

core exercise of the day. Two hundred special limited edition prototypes of the 

(unfinished) book go to print and a video of the writing process is produced 

by Fisheye Media. After several more iterations the first print run is produced. 

 tools used 
strategy: 
• Environmental Scanning 
• Business Model Canvas  
• Customer Empathy Map  
content and r&d:  
• Customer Insights  
• Case Studies 
open process: 
• Online Platform  
• Co-Creation  
• Access to Unfinished Work 
• Commenting & Feedback 
design:  
• Open Design Process  
• Moodboards  
• Paper Mockups  
• Visualization  
• Illustration  
• Photography

 the numbers

9 

years of 
research  
and practice 

470 

co-authors 

19 

book chunks 

8 

prototypes 

200 

copies of a 
messed  
up test print 

77 

forum 
discussions 

287 

Skype Calls 

1,360 

comments 

45 

countries 

137,757 

views of method
online before  
book publishing 

13.18 

GB of content 

28,456 

Post-it™ notes used 

4,000+ 

hours of work  

521 

photos

  MADE IN…
Written: Lausanne, CH
Designed: London, UK
Edited: Portland, USA
Photographed: Toronto, CA
Produced: Amsterdam, NL
Events: Amsterdam & Toronto
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the movement (design)

ning platform

amazon.com

3rd party logistics 
company

publishers

content  
production

hub management

guerilla marketing and 
word-of-mouth

logistics and 
shipping

visual, practical, and 
beautiful handbook 
for business model 

innovators 

co-creation of a  
potential bestseller

personalized books for 
companies and their 

customers

 
businessmodelhub 

.com

business model event, 
amsterdam

visionaries, game 
changers, and  
challengers

entrepreneurs,  
executives,  

consultants,  
academics

companies
 
 

blog and visibility on 
the web

business model hub

powerful methodology

hub members

word-of-mouth

1) businessmodel- 
    generation.com

2) amazon.com

3) book stores

intermediation 
through  

publishers

design

content production

printing

distribution

hub membership fees

advance & post-publication sales 

FREE give away canvas section

fees for customized versions

royalties from publishers

VP CR

CH

CSKA

KR

R$

KP

C$

Differentiation 

An entirely different format, business 
model, and story for the book makes it 
stand out in a crowded market.

Revenues

The book was financed through advanced 
sales and  fees paid by co-creators.  
Additional revenues come from custom-
ized versions for companies and their 
clients.

Production and Logistics 

Anything beyond content creation  
is outsourced to readily available  
service providers.

Buyers 

Paying customers are not only readers, 
but co-creators and companies that want 
customized books for their employees 
and clients.

Reach

A mix of direct and indirect Channels and 
a phased approach optimizes reach and 
margins. The story of the book lends itself 
well to viral marketing and word-of-
mouth promotion.

Community 

The book is co-created with practitioners 
from around the world who feel owner-
ship thanks to attribution as contributing 
co-authors.

the Canvas of  
business model  
generation
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Alex Osterwalder, Author 
Dr. Osterwalder is an author, speaker, and adviser on the topic of business model  
innovation. His practical approach to designing innovative business models, devel-
oped together with Dr. Yves Pigneur, is practiced in multiple industries throughout the 
world by companies including 3M, Ericsson, Capgemini, Deloitte, Telenor, and many 
others. Previously he helped build and sell a strategic consulting firm, participated in 
the development of a Thailand-based global nonprofit organization combating HIV/
AIDS and malaria, and did research at the University of Lausanne, Switzerland. 

Yves Pigneur, Co-Author 
Dr. Pigneur has been a Professor of Management Information Systems  at the  
University of Lausanne since 1984, and has held visiting professorships at Georgia 
State University in Atlanta and at the University of British Columbia in Vancouver. He 
has served as the principal investigator for many research projects involving informa-
tion system design, requirements engineering, information technology management, 
innovation, and e-business. 

Alan Smith, Creative Director 
Alan is a big scale thinker who loves the details just as much. He's a co-founder at the 
aptly named change agency: The Movement. There he works with inspired clients 
to blend community knowledge, business logic, and design thinking. The resulting 
strategy, communications, and interactive projects feel like artifacts from the future 
but always connect to the people of today. Why? Because he designs like he gives a 
damn — every project, every day. 

Tim Clark, Editor & Contributing Co-Author 
A teacher, writer, and speaker in the field of entrepreneurship, Tim’s perspective is 
informed by his experience founding and selling a marketing research consultancy that 
served firms such as Amazon.com, Bertelsmann, General Motors, LVMH, and PeopleSoft. 
Business model thinking is key to his Entrepreneurship for Everyone approach 
to personal and professional learning, and central to his doctoral work on international 
business model portability. Business Model Generation is his fourth book.

Patrick van der Pijl, Producer 
Patrick van der Pijl is the founder of Business Models, Inc., an international business 
model consultancy. Patrick helps organizations, entrepreneurs, and management 
teams discover new ways of doing business by envisioning, evaluating, and 
implementing new business models. Patrick helps clients succeed through intensive 
workshops, training courses, and coaching.



Disruptive new business models are 
emblematic of our generation.  
Yet they remain poorly understood, 
even as they transform competitive 
landscapes across industries.  
Business Model Generation offers 
you powerful, simple, tested tools for 
understanding, designing, reworking, 
and implementing business models.

Business Model Generation is a practical, 
inspiring handbook for anyone striving to improve 
a business model — or craft a new one.

change the way you think about business models

Business Model Generation will teach you powerful and 
practical innovation techniques used today by leading 
companies worldwide. You will learn how to systemati-
cally understand, design, and implement a new business 
model — or analyze and renovate an old one.

co-created by 470 strategy practitioners

Business Model Generation practices what it preaches. 
Co-authored by 470 Business Model Canvas practi-
tioners from 45 countries, the book was financed and 
produced independently of the traditional publishing 
industry. It features a tightly-integrated, visual, lie-flat 
design that enables immediate hands-on use.

designed for doers

Business Model Generation is for those ready to aban-
don outmoded thinking and embrace new, innovative 
models of value creation: executives, consultants, entre-
preneurs — and leaders of all organizations.

business and design

BusinessModelGeneration.com
isbn: 978-2-8399-0580-0




