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DESIGNING BUSINESS MODELS:
“BUSINESS MODEL ONTOLOGY”
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ASSESSING BUSINESS MODELS
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Business Model Assessment Questions

Key questions to assess a business model

Client

e Do we know our clients and their needs good enough?
Segments

e Are some customer groups likely to defect soon?

e Do we regroup different customer segments well enough
Offer

Does our offer still cater well enough to our clients’
needs?

Do we know how our customers perceive our offer?

Are our competitors proposing a similar offer at similar or
better prices?

How well are our customers served by other competitors?

other blocks




Business Model Innovation
and Re-Design

Key questions to improve and innovate our business model

Customer °
Segments

Are there new customer segments we could serve?

e Could we regroup/segment customers better according to
their needs?

Value

.. e Could we offer our different customer segments more
Proposition

tailored needs?

e Do our customers have other needs we could satisfy
relatively easily by ourselves or with partners?

e Could we complement our value proposition through
agreements with partners (e.g. joint value propositions)?

Other blocks
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