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understand why you’re even going to bother

TO WHAT END?













…that’s about 20MM people







no more spray and pray

DO YOUR HOMEWORK







THE BUSINESS MODEL 
CANVAS

• The Business Model Canvas (BMC) is a 
strategic management and lean startup 
template for developing new or 
documenting existing business models.

• It is a visual chart with elements 
describing a firm's or product's value 
proposition, infrastructure, customers, 
and finances.

• It is used by over 5 million users 
worldwide, notably in the startup 

communities, to help companies and 
organizations identify the key elements 
of their business plan.

• While often used for building and 
delivering products, it can readily be 
used to frame ANY project

• This is an iterative tool, which means that 
it will go through many drafts before you 
reach your final version







know your audience

AUDIENCE SEGMENTS BMC-1







AUDIENCE SEGMENTS
• “EVERYONE” is not a demographic; and that’s wishful thinking

• don’t start too broadly

• build personas

• go to each social platform and learn about those audiences

• market research

• industry reports

• native platform analytics



why should anyone follow you?

VALUE PROPOSITION BMC-2



VALUE PROPOSITION
• what problem do you solve for them? WIIFM pov

• WHY?

• why should they follow/like/join?

• why are you better to follow than the alternatives/status quo?

• what do you offer here that no one else does? or how do you do it better?



which social platforms make most sense for you?

CHANNELS / PLATFORMS BMC-3



CHANNELS / PLATFORMS
• which social channels are your key customer segments on? 

• back to your personas and analytics work

• which marketing channels are going to make the most sense for you? 

• social + newsletter + events (?)

• which ones are you comfortable with? 

• which ones do you need to learn? 

• not just outreach and gaining numbers/followers/likes

• how are you going to support your customers on these channels? 



how will you engage with your audience? 

ENGAGEMENT BMC-4



ENGAGEMENT
• how are you going to manage your audience? 

• ‘high touch’ (human to human interactions) or self-serve

• or AI/chatbots (e.g. Facebook Messenger responses)

• are you going to depend on your community to facilitate some of the engagement? 

• is your content fully generated by you, or will some of it be co-created? 

• also come at this from the customer’s perspective

• what relationship do they aspire to have with you? 



can be $$, but will also be KPIs/goals

GOALS / MEASUREMENTS / KPIs BMC-5



GOALS / MEASUREMENT / KPIs
how will you measure growth and success? what are your benchmarks? 

• downloads

• signups

• sales / leads

• vanity metrics: follows/likes/audience growth

• time watched / subscriptions



assets

KEY RESOURCES BMC-6



KEY RESOURCES
• physical

• camera, phone, microphone

• human

• staff, Community Manager, graphic 
designer

• intangibles

• Hootsuite subscription, Buffer account

• intellectual

• algorithms, patents, logo / brand

• financial 

• savings, investments

• investors

what do you need to enable you to create & deliver your value proposition?



what are your to-do’s/tactics?

KEY ACTIVITIES BMC-7



KEY ACTIVITIES
• get specific; this isn’t your entire to-do list

• what are the most important things you must do well to create & deliver on your 
value proposition? 

• social content creation / dissemination

• influencer engagement

• responding to feedback

• monitoring news / discussions

• running events



dependent, complementary

KEY PARTNERSHIPS BMC-8



KEY PARTNERS
who do you need to work with/rely on to deliver your value proposition?

• influencers

• media outlets/journalists

• volunteers

• fans/followers

• suppliers, co-producers



where the money flows out…

COSTS / EXPENSES BMC-9



COSTS / EXPENSES
what are all the costs that you will incur to engage your audience/stakeholders?

• fixed (salaries, annual subscriptions)

• variable/one-offs (rental fees for an event)

• licenses

• equipment







with each platform you’re considering

REPEAT











THANK YOU!



RESOURCES
• most images via https://unsplash.com

or creative commons license

• Strategyzer’s Business Model 
Canvas

• User Centered Design Canvas

• The YouTube Creator Playbook for 
Brands

• Persona Builder Templates

• Pew Internet: Social Media Update 
2016 

• MaRS Market Research Startup 
Library

• Mary Meeker's Internet Trends

• Deloitte TMT Predictions

• Digital in 2017 Global Overview by 
We Are Social

https://unsplash.com
https://strategyzer.com/
https://ucdc.therectangles.com/
http://think.storage.googleapis.com/docs/creator-playbook-for-brands_research-studies.pdf
https://xtensio.com/user-persona/
http://www.pewinternet.org/2016/11/11/social-media-update-2016/
https://www.marsdd.com/collections/market-research/
http://www.kpcb.com/internet-trends
https://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-predictions.html
https://wearesocial.com/special-reports/digital-in-2017-global-overview
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