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. .K.ey Value Customer
Activities Proposition Relationships

N

Key
Partners

Customers

/ |
Costs / Key Revenue

Resources Channels




€

- Business Model Canvas

Alibaba Group
Keys Partners OO Key Activities ./’ Value Propositions ﬁ Customer Relationship ' Customer Segments "'
Platform Development
and Maintanance An eagy way to advertige )
your company to the global Castopier Seniice Merchants
market
B2B, B2C and C2C
Banke : Social Media
Serviceg

Order an extengive amount

Platform Development
and Maintenance

Employees Salaries

Fees and Comiggiong

Key Resources :h of produets without leaving hammids Shoppers
home
Software gervices Netuork of Shoppers e
and Merchants paldsd
Qell bagic iteme for homes,
egpecificaly food, cleaning Stores
Brarid products, ete. Mobile Apps
and Tech Platform
Cost Structure ‘> Revenue Streams 6

Saleg, Advertiging,
Memberghipe

THE BUSINESS
MODEL ANALYST

businessmodelanalyst.com



AMAZO0N - Business Model Canvas

Keys Partners

Logietic Companies

Third-Party Applicationg

&*

Key Activities ./ '

Logistice

Platform Development and
Maintenance

Key Resources Pisg

Technology [nfrastructure

Amazon Brand

Warehougeg

Cost Structure

Warehouges

Value Propositions

low price + fast delivery +
wide selection of producte
= Convenience

Marketplace with accese
to millions of buyers

Platform ag a Service

ﬁ Customer Relationship

Automated & Self-Service

Support

Channels

Amazon.com & Mobile App

Affiliateg

AWS.com & API

People

Digital Infragtructure

Customer Segments &"
Buyere
Sellers

Developers / Buginess

%;/ Revenue Streams

One-Time Saleg,
Subseriptiong & Prime

Comiggion on Saleg

Pay-per-use & Support
Subseription

THE BUSINESS

e
I—.I.—I MODEL ANALYST

businessmodelanalyst.com



Walmart - Business Model Canvas

Keys Partners Key Activities Value Propositions Customer Relationship Customer Segments o
a

[nvetory Control and
Digtribution Management

Simple Customer Service

Cugtomer Service Mage Market

provide a wide variety of
producte, at the lowest
price and in the most

Worldwide Suppliere

Key R R Channels
dlsiii Feeq convenient way posgible cokoles -
Brand Brick-and-Mortar Storeg Low-Income
Brick-and-Mortar Storeg
T Website and Mobile App
Storage and Distribution
Syatem
Cost Structure ‘> Revenue Streams é
Stores Human Resources Supply Chain Retail Sales Services

MODEL ANALYST

I=I=I| THE BUSINESS businessmodelanalyst.com
R )



Value Proposition Customer Profile
Gain creators

Products Q ’_

& services .= Customer

’ jobs —

Pain relievers
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CUSTOMER JOURNEY MAP

Persona

Scenario

Goals and Expectations

' Phase 1 ‘ l Phase2 l | Phase 3 ‘ | Phase 4 '
1. User action (4, User action (6. User action | [7.Useraction
2. User action 5. User action 8. User action
3. User action 9. User action
User Thoughts l
)
‘ User Thoughts ‘

User Thoughts

e B Ldydama
www.sheikhbahaei.com




Step 7

Final



B2B Customer Journey Mapping Process

This slide exhibits B2B customer journey mapping process management. It includes major elements such as- inbound marketing campaign,
direct mail to users and sales team assessment

\ \ \ \ A\
e Stranger> Visitor > @ Lead B @0pportunit> @ Custome>
/ / / / / /

Create Awareness Lead Generation Opportunity Creation Sales Contact

» Inbound » Direct mail to customers » Callto action plan » Sales team
marketing campaign » Text here » Text here » Text here

» Social media advertising

» Text here

Telemarketing: Telemarketing: Telemarketing: Telemarketing:

» User interest » Click through rates and > Analyze customer » Text here
managed by other other engagement future sales » Text here
marketing activity » Text here » Text here

> Text here

This slideis 100% editable. Adaptit to your need and capture your audience’s attention




CUSTOMER JOURNEY MAP Shopping for a New Car

CONSIDER
1 week

]

1. Sees TV commerical for a

EMOTIONAL ERIC

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

EXPLORE
2 months

=

3. Explores site and looks at

COMPARE
1 month

-

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

TEST
2 weeks

80

NEGOTIATE
1 week

L

6. Reads Consumer Reports 9. Selects a set of cars he 13. Decides on a car
website, YourCarNext.net, all vehicles in his budget and reviews; keeps a plans to test-drive
which helps people shop spreadsheet to compare 14. Gets financing terms, total
for vehicles; visits the 4. Creates account; saves cars 10. Looks up location of each price, monthly payment
website favorite cars in wishlist dealership on Google Maps from salesperson
7. Consults with trusted
2. Sees ad on Facebook 5. Downloads mobile app indviduals 11. Visits dealership; fills out 15. Researches more,
while at his office lead card, discusses specifically about price
8. Constantly checks site for process with sales person,
new options that meet his drives car, discusses more; 16. Makes a competing offer

“Wow that website looks
great for car shopping!”

“I like that | can save
cars and a listis

criteria

repeats process for each car

12. Discovers he can take notes
about each car he drives in
the app

and buys his new car

“I’m so happy with
my new car!”

automatically made” “This mobile app

is missing alot of
features.”

“I love that | can take
notes about these cars
in the app. So helpful!”

-
“I'wish all car dealerships were
shown on a single map, so |
can plan my route.”

“Iwonder if | can get

“I’'m disappointed by the a better deal?”

quality of some listings...
very few photos.”

ke

“This website looks

much different from
the commercial.”

JK_/R
“I might miss the
perfect carifl
don’t check the
site multiples
times a day”
=SS

“Why does it take sooo long
to test drive a car? | wish |

knew it was going to be
procedural and salesy.”

“It’s difficult to narrow
down options and parse

through competing
resources. | have to use
a spreadsheet.”

NN/g




EMPATHY MAP

SAYS THINKS

USER

DOES FEELS

NN/g




EMPATHY MAP Example (Buying a TV)

| was
expecting
something What do Where
different you think? should |
start?
What
brand do
you like?
What size
| wan‘t is best?
something
reliable
SAYS
DOES
Checks Lists
the web- pros/cons
site
Compares
Makes More products
small research
decisions
Observes Asks
Postpones in store friends
big
decisions

Do they What is
think I'm best for
Why is this stupid? =
so hard?
Too many
acronyms
| want
What else something
am | awesome
missing?
Wasting
e tlr\:sa )i(::t
ime?
LTEE the best
(O) THINKS
FEELS
JAMIE
Fear
Over-
whelmed
Inade-
quate
Excited
Usure who Anxi
P nxious

NN/g




BUYER PERSONA

Fears, Frustations  Goals




PERSONA PROFILE
g ) Howhefindsus __J§ (B Painpoints

J2Bg;2 Lgusys

* Hewas referred onto * The size of the service team is
by someone he trusts. very important to him.
» He comes to the website at the * There are five other people involved
' i m beginning of his buying journey. in the buying decision.
; . * He isn'tinterested in using the * Hewants a competitive price
CEO of large finandial inf o tha s with strong experience.
company worth I beyond
€ 85 million. ¢

* Has been in this role

for ten years.
" ( What he wants f /) What he

* He is an innovator #) to know ¢ ) doesn’t want

and isn't afraid to

take risks. » Latestprojects  * Testimonials * He doesntwant to pay large fees.

* Expertise » Awards Value for money is important.

*He likes to * He is looking for a partner-led

communicate via approach

email or face-to-face.
Heis on Linkedin and
Twitter.

* He reads finandal
and economic
publications and

attends financial
conferences.

pree® SERVICE TEAMS @y

4

Price and Expertise

u ~/]~

b
P
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SWOT Analysis

Strengths Weaknesses

Your advantages Areas for improvement

Opportunities Threats

Situations to apply your advantages Where you are at risk

P &b L )dame

www.sheikhbahaei.com




Internal factors

Strengths Weaknessess
Your advantages Areas for improvement

Opportunities
Situations to apply your advantages

Attack strategies Reinforce strategies

Threats Develop strategies
Where you are at risk

Avoid strategies

External factors

P &b Lo)rame

www.sheikhbahaei.com
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The Digital Marketing Canvas

Designed for: Date:
Develop a strategy to accelerate business growth
Mission £ Vision
The company’s purpose and reason for being {é}‘ The company’s long-term, aspirational business goals
. . A .
Brand Acquisition 0@0 Value Propositions Referral I Target Audience
AR & &

Complete expression of the company Getting visitors from scalable Promise of value to be delivered : Users referring the product The customers (existing + ideal)
that is being communicated creating channels benefits and unique differentiation to their peers the company serves
an experience in the public,
both rational and emotional

Activati o S

ctivation & l. Revenue
: $)
- - ¥

A measurable first happy experience Monetizing users behavior

to get to ‘aha moment’
Market ;;Q‘ & Retention

&>
The company’s market position relative to competition Getting users to come back to to AARR sections (as much as possible)
This work is licensed under a Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit: www.digitalmarketingcanvas.co

https:/fcreativecommons.org/licenses/by-saf3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San-Francisco, California, 94105, USA.

@OO®®

Designed by: Jeremy Corman



The Digital Marketing Canvas

Develop a strategy to accelerate business growth

airbnb

Mission

have a surplus space
* Local people + cultures

* Connecting people who need a place with people who

The company'’s purpose and reason for being

Vision

* Connecting with like minded people

The company’s long-term, aspirational business goals

Brand

Complete expression of the company
that is being communicated creating
an experience in the public both
rational and emotional

* Hospitality

* People + Places + Love

Acquisition

Getting visitors from channels

* Craislisgt ‘growth hack’ (early
stage)

P4

Activation
A measurable rst happy experience to

get to ‘aha moment’

* Professional pictures (x3
conversion rate)

* Price tips

Value Propositions

Promise of value to be delivered:
benefits and unique differentiation

* Your home everywhere

* Safe way to travel

* Easy

Referral

User referring the product
to their peers

* Sending flowers to influential
customers with personalized
message

Revenue
Monetizing users behavior

* Host fee (range from 3%)
* Guest fees (ranges from 6-12%)

Target Audience

The customers (existing + ideal)
the company serves

* Travelers

* Locals

* Influencers

Market

* Saturated market
* Expensive
* Legal issues

The company’s market trends and position relative to competition

Retention

* |dentity verification

* Cleaning services

* $1.000.000 host guarantee
* Airbnb Plus / Collection / Experiences / Advertures / Luxury retreats / ...

Getting users to come back to AARR sections (as much as possible)

Attribution 4.0 International (CC BY 4.0) You are free to: Share & Adapt.
Under the following terms: Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.

You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

Designed by: Jeremy Corman

www.digitalmarketingcanvas.co
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SWOT matrix

Strategic planning

©@®

Helpful

to achieving the objective

* Product expansion — Airbnb has
expanded its products outside its core
accommodations, thereby aiming to set up
an end to end travel platform.

igin

* A cheaper alternative to hotels

* Global recognition build by thinking
glocal

* Good customer service

Internal or
(attributes of the orginization)

* Airbnb Plus (additional amenities like
those found in hotels)

* Airbnb Collections

* Expand into Emerging Markets

= * Expand its product (eg.: providing car
g rentals,...)
£ c
o2 * PO
==
O g * Charitable donations
© £
£
D v
= o
x5
w s
£
&

Attribution 4.0 International (CC BY 4.0) You are free to: Share & Adapt.

Under the following terms: Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.

You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

Brought on Figma by: Jeremy Corman

&

airbnb

Harmful
to achieving the objective

* Laws and regulations violations

* Being poor hosts

* Easy to copy its Business Model

* Criticized for higher prices

* Home owners discrimination cases

* Airbnb doesn’t have control over services
offered by homeowner

* Laws and regulations in every country
* Lawsuits

* Competitors (VRBO, Evaneos, etc.)

* Bad press

* Risk of losing identity by competiting in
the hotel business.

www.digitalmarketingcanvas.co
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AARRR model

Adapted version of AARRR model of the Customer Journey

airbnb
H Acquisition Activation Revenue Retention Referral
Getting visitors from A measurable rst Monetizing users Getting users to come User referring the
: channels happy experience to behavior back to AARR sections product to their peers
: get to ‘aha moment’ (as much as possible)

Attribution 4.0 International (CC BY 4.0) You are free to: Share & Adapt.
Under the following terms: Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.

You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

Adapted version of AARRR model of the Customer Journey, also called Pirate Metrics by Dave McClure
Designed by: Jeremy Corman

www.digitalmarketingcanvas.co
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Digital Marketing Funnel

Viewer/ Visitor
Fan/ Follower

AWARENESS =

CONSIDERATION —=

CONVERSION —

P

LOYALTY —

ADVOCACY ==

Online Ads

Newsjack Trends
Storytelling Posts

Short Videos

Website Optimised

for SEO

Blogs/ How Tos/
Video Tutorials

Customer Stories

Lead Magnet +
Landing Page

TOP
OF FUNNEL

MIDDLE
OF FUNNEL

FREE Mini-courses/

Events
Sales Offer

Loyalty Offers

Customer FAQs,
Forums, Emails

Fan UGC
Contests

Viral Content
Influencers

BOTTOM
OF FUNNEL

(TOFU)

(MOFU)

(BOFU)

A

A

Content Reader

Customer

Repeat Customer
Brand Advocate

Sl faid Loyrams *
www.sheikhbahaei.com
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social/online
ads

search

direct mail website

word of

sho
mouth P

radio, tv, print

ads, flyers booking

CONSIDERATION

—h»_‘.

AWARENESS PURCHASE
reviews knowledgebase
blog
' ' help desk
infographics P ehat
video

media app

offers
survey
blog
social media
emails
ADVOCACY
ﬁ.— ﬁr
LOYALTY
reviews
emails share
engage
social media recommend
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EXPLORE
SPIRITUALITY

PROVIDE
STRUCTURE

UBERAygy

PURSUE
CONNECTION



EXPLORE
SPIRITUALITY

PROVIDE PURSUE
STRUCTURE CONNECTION
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Integrated Planning:

Always-on

Multi-channel - Content
Analytics 4 T Marketing

DIGITAL
Email () EXPERIENCES:
marketing - |0 Desktop, Mobile,

Marketing
Automation In-Store

Social media
marketing
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Campaign
Sheikhbahaei.com

https://sheikhbahaei.com/Campaign



Email Marketing Influencer Marketing

Search Engine Optimization Electronic Billboards

Content Viral
Marketing Marketing
Types of
Social y!) : Mobile
MEd"f‘ Dlgltal Marketing
Marketing .
Marketing
Pay Per Click q Radio & T.V Ads
%

e
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Customized
Branding Strategy

Branding & Brand

Rebranding ‘;;, Business Visual O ﬂS‘)S .—\3).{
Branding :

Events Identity

Solutions

(1) £

Digital Marketing Offline Marketing
& Advertising & Advertising
Campaigns Campaigns

ey fadh Ldyraso '
www.sheikhbahaei.com
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Let’'s
Discussion






Brand goals
and strategy

SMART
comms objectives

Always-on and
campaign
integration

Digital
transformation
and disruption

Business and
revenue models
(monetisation)

Business-to-
consumer

Business-to-
business

Consumer-to-
consumer

Target markets,
segments and
personas

Digital
devices

Smartphone

Tablet

Desktop

Smart speaker
and in-home

Digital TV and Out-

of-home signage

Facebook

Microsoft

Google

Apple

Other sector-specific

intermediaries

Websites and apps

Search, social and
email marketing

Content marketing
and PR

Digital
data

Customer profiles

Customer
behaviours

Customer value

Communications
preferences

Big Data

Software-as-a-
Service

Martech including

Marketing clouds

Marketing
automation

Artificial
Intelligence

Augmented and
virtual reality

e B Ldydamno
www.sheikhbahaei.com
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