


Make it
Sell it
Bank it
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Focus on

WHAT WE OFFER

without (enough) focus on

HOW WE OFFER



How do we

plan the How?



Simple method to focus on

HOW WE OFFER
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What payment for what value?
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Key Partners

Key Activities
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Key Partners
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to create?
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Key Partners
App developers

Ambassadors & thought
leaders

Community base

Cloud service

Key Activities
Enterprise Sales

Platform & content creation

App development
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Delivery

Platform & content creation
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Business Model Examples

Freemium
Saa$
Multi-sided
Open
Long Tail
PO Box/Royalty
2-step distribution

Co-op



Seth Godin:

Democracy is a marketing problem.
Health is a marketing problem.

Climate change is a marketing problem.

Growing your organization, spreading the word, doing
work you’re proud of-these aren’t engineering
problems or economics problems. They’re marketing
problems.
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