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Does anyone want this?
Should we do this?

Can we do this?
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What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

Revenue Streams

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?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
 

Channels

Customer Relationships Customer Segments

channel phases:
1. Awareness
   How do we raise awareness about our company’s products and services?

2. Evaluation
    How do we help customers evaluate our organization’s Value Proposition?

3. Purchase
   How do we allow customers to purchase specific products and services?

4. Delivery
    How do we deliver a Value Proposition to customers?

5. After sales
   How do we provide post-purchase customer support?

Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

examples
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

For whom are we creating value?
Who are our most important customers?

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?

Value PropositionsKey ActivitiesKey Partners

Key Resources

Cost Structure

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?

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

characteristics
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

categories
Production
Problem Solving
Platform/Network

types of resources
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

motivations for partnerships:
Optimization and economy 
Reduction of risk and uncertainty
Acquisition of particular resources and activities

is your business more:
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven ( focused on value creation, premium value proposition)

sample characteristics:
Fixed Costs (salaries, rents, utilities)
Variable costs
Economies of scale
Economies of scope

www.businessmodelgeneration.com

The Business Model Canvas
On:

Iteration:

Designed by:Designed for:
Day Month Year

No.

types:
Asset sale
Usage fee
Subscription Fees
Lending/Renting/Leasing
Licensing
Brokerage fees
Advertising

fixed pricing
List Price
Product feature dependent
Customer segment dependent
Volume dependent

dynamic pricing
Negotiation( bargaining)
Yield Management
Real-time-Market

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. 
To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/3.0/ 

or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.
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desirable

viable

feasible

vgl.: Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Hypothesis
_



„Hypotheses are instruments 
you can use to prove or refute 
your assumptions.

vgl.: Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Hypotheses

Charakteristica of a good Hypothesis
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Discrete
Your hypothesis is discrete when it describes only one distinct, 
testable, and precise thing you want to investigate.

Precise
Your hypothesis is precise when you know what success looks 
like. Ideally, it describes the precise what, who, and when of your 
assumptions.

Testable
Your hypothesis is testable when it can be shown true (validated) 
or false (invalidated), based on evidence (and guided by 
experience).

vgl.: https://designthinking.ideo.com/

https://designthinking.ideo.com/


For {customer segment}, we 
believe that {outcome} will 
happen when we run 
{experiment description}

Aus: Testing with Humans von Giff Constable



Testing

Formulate a Hypothesis via a Testing Card

Text
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Test Card

We believe that
step 1: hypothesis

And measure
step 3: metric

To verify that, we will
step 2: test

We are right if
step 4: criteria

The makers of Business Model Generation and StrategyzerCopyright Strategyzer AG

Test Cost: Data Reliability:

Critical:

Time Required:

Test Name

Assigned to

Deadline

Duration

Strategyzer - https://strategyzer.com/
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Prioritize Hypotheses
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high 
uncertainty

low 
uncertainty

high impact

low impact



Testing

Syntheses via Testing Cards
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Learning Card

We believed that
step 1: hypothesis

Insight Name

Person Responsible

Date of Learning

From that we learned that
step 3: learnings and insights

We observed
step 2: observation

Therefore, we will
step 4: decisions and actions

Data Reliability:

Action Required:

The makers of Business Model Generation and StrategyzerCopyright Strategyzer AG

Strategyzer - https://strategyzer.com/



Archetypes of Experiments
_



Experimente

Typen von Experimenten
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Validation Experiments
Interaction Prototypes
Call to Action
Simulation

Discovery Experiments
Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

vgl.: Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Choice of Experiment
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vgl.: Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

„Truth Curve“
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https://giffconstable.com/2013/06/the-truth-curve/

what to build how to build



Discovery Experiments
Examples



Experimente

Discovery Experiments > 
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Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery



Experiments
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

https://medium.com/@kishfy/button-to-nowhere-77d911517318



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

https://youtu.be/w4eTR7tci6A

https://youtu.be/w4eTR7tci6A


Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes
Preference & Prioritization Discovery

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Discovery Experiments > 
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Exploration
Data Analysis
Interest Discovery
Discovery
Discussion Prototypes

Kompott Robot, Nino Cometti; Florian Wille; 2010



Validation Experiments
Examples



Experiments

Discovery Experiments > 

31
Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Validation Experiments > 
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Validation Experiments > 
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Interaction Prototypes
Call to Action
Simulation

App Schweizer Landesmuseum; dreipol GmbH



Experiments

Validation Experiments > 
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020
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Interaction Prototypes
Call to Action
Simulation



Experiments
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Interaction Prototypes
Call to Action
Simulation



Experiments

Validation Experiments > 
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Interaction Prototypes
Call to Action
Simulation

Testing Business Ideas, D. Bland; A. Osterwalder; 2020



Experiments

Validation Experiments > 
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Interaction Prototypes
Call to Action
Simulation

https://www.nzz.ch/wirtschaft/ikea-zieht-es-in-die-innenstaedte-ld.1432492

https://www.nzz.ch/wirtschaft/ikea-zieht-es-in-die-innenstaedte-ld.1432492


„don’t be evil“
Experiments should minimize the risk in the development of business ideas and 
not annoy or deceive customers.



Anatomy of an Experiment
_
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Nach: Testing with Humans von Giff Constable
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Nach: Testing with Humans von Giff Constable



Book Tip

David J. Bland & Alex Osterwalder
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Buchtipp

Jeff Gothelf & Josh Seiden
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Giff Constable
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