
Two	Core	Strategy	Tools:		The	Business	Model	
Canvas	and	the	5	Key	Questions	of	Strategy



Topic	Outline
§ Slide	3	– Strategy	and	the	Performance	Gap
§ Slides	4	to	42	– The	Current	Business	Model	Canvas
§ Slides	43	to	66	– Analysis	of	the	Current	Business	Model

– External	Forces	– 44	to	50
– SWOT	Analysis	and	the	TOWS	Matrix	– 51	to	62
– Blue	Ocean	Strategy	and	the	ERRC	Matrix	– 63	to	65	

§ Slides	67	to	75	– The	Five	Key	Questions	of	Strategy	
Development

§ Slide	75/76	– The	Summary	Tool	Kit
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What	is	our	business	model?



Outline	of	Topics
§ The	Business	Model	Canvas

– Definition	of	Business	Model
– The	Canvas
– Visual	Thinking
– Our	deliverable

§ Value	Proposition	and	Customer	Segments
– The	Value	Proposition	Canvas
– Empathy	Map

§ Customer	Relationships	and	Channels
§ Develop	our	Value	Propositions:	Key	Resources,	Activities	

and	Partnerships
§ Economics	of	the	Business	Model:		Revenue	Streams	and	

Cost	Structure
§ Strategy	and	the	Canvas



The	Business	model	canvas



What	is	a	Business	Model?
§ A	business	model	describes	the	rationale	of	
how	an	organization	creates,	delivers	and	
captures	value





How	the	Nine	Elements	Relate

http://www.slideshare.net/iasaglobal/case-study-value-of-it-
strategy-in-hi-tech-industry



Garrett’s	Lawn	Mowing	Service

















A	view	with	the	end	in	mind

From	idea	to	business	model	--
https://youtube.com/watch?v=wwShFsSFb-Y
Visualizing	your	business	model	--
https://youtube.com/watch?v=wlKP-BaC0jA
Prototyping	business	models	--
https://youtube.com/watch?v=iA5MVUNkSkM



Our	customer	segments	and	value	
propositions



Value	Proposition
§ Creates	value	for	a	customer	segment	

through	a	distinct mix	of	elements																																																																	
catering	to	that	segments	needs.

§ Some	examples:
– New	offering	meets	previously	unknown	need
– Improving	product/service	performance
– Tailoring	products/services	to	specific	needs	
– “Getting	the	Job	Done”
– Design
– Brand/Status
– Price
– Cost	Reduction
– Risk	Reduction
– Accessibility
– Convenience/Usability



Customer	Segments

§ For	whom	are	we	creating	value?
§ Who	are	our	most	important	customers?
§ Different	types	of	customer	segments:

– Mass	market
– Niche	market
– Segmented
– Diversified
– Multi-sided	platforms	(or	multi-sided	markets)

• Upstream	and	downstream
• Internal	and	external





Rank	the	gains	your	products/services	create	according	to	its	
relevance	to	your	customers.	Is	it	substantial	or	insignificant?	
For	each	gain	indicate	how	often	it	occurs.

Do	they…

Create	savings	that	make	your	customer	
happy?	(e.g.	in	terms	of	time,	money	and	effort)

Produce	outcomes	your	customer	expects	
or	that	go	beyond	their	expectations?	(e.g.	
better	quality	level,	more	of	something,	less	of	something)

Make	your	customer’s	job	or	life	easier?	
(e.g.	faster	learning	curve,	usability,	accessibility,	more	
services,	lower	cost	of	ownership)

Create	positive	social	consequences	that	
your	customer	desires?		(e.g.	makes

them	look	good,	produces	an	increase	in	power	
or	status)

Do	something	customers	are	looking	fore?
(e.g.	good	design,	guarantee,	specific	or	more	features)

Fulfill	something	customers	are	dreaming	
about?	(e.g.	help	big	achievements,	produce	big	reliefs)

Produce	positive	outcomes	matching	your	
customers	success	and	failure	criteria?	(e.g.	
better	performance,	lower	cost)

Describe	how	your	products/services	create	customer	
gains.	How	do	they	create	benefits	your	customer	
expects,	desires	or	would	be	surprised	by,	including	
functional	utility,	social	gains,	positive	emotions,	and	
cost	savings?

Do	they…

Produce	savings?	(e.g.	in	terms	of
time,	money	and	effort)

Make	your	customers	feel	better?									
(e.g.	kills	frustrations,	annoyances,	things	that	give
them	a	headache)

Fix	underperforming	solutions?	(e.g.	new	features,	better	
performance,	better	quality)

Reduce	difficulties	and	challenges	for	your	
customers?		(e.g.	make	things	easier,	helping	them	get	jobs	done,	
eliminate	resistance)

Wipe	out	negative	social	consequences	your	
customer	encounters	or	fears?	(e.g.	loss	of	face,	power,	
trust,	or	status)	

Describe	how	your	products/services	alleviate	customer	
pains.	How	do	they	eliminate	or	reduce	negative	
emotions,	undesired	costs	and	situations,	and	risks	your	
customer	experiences	before,	during,	and	after	getting	
the	job	done?

Eliminate	risks	your	customers	fear?
(e.g.	financial,	social,	technical	risks,	or	what	could	go	wrong)

Help	your	customers	better	sleep	at	night?	(e.g.	help	
big	issues,	diminish	concerns,	eliminate	worries)

Reduce	common	customer	mistakes?	(e.g.	usage	
mistakes)

Get	rid	of	adoption	barriers	for	your	customers	
from	adopting	solutions?	(e.g.	lower	or	no	upfront	investment	
costs,	faster	learning	curve,	less	resistance	to	change)

Rank	the	pain	your	products/services	address	according	to	their	intensity	
for	your	customers.		Is	it	very	intense	or	very	light?	For	each	pain	indicate	
how	often	it	occurs.

Products	&	Services
List	all	the	products	and	services	your	value	proposition	offers.

Which	products/services	do	you	offer	that	help	your	customer	
get	either	a	function,	social	or	emotional	job	done,	or	help	
him/her	satisfy	basic	needs?

Which	ancillary	products	and	services	help	your	customer	
perform	the	roles	of:

Buyer (e.g.	products	and	services	that	help	customers	compare	
offers,	decide,	buy,	take	delivery	of	a	product/service)

Co-creator (e.g.	products/services	that	help	custoemers co-design	
solutions,	otherwise	contribute	value	to	the	solution)

Transferrer (e.g.	products/services	that	help	customers	dispose	
of	a	product,	transfer	it	to	others,	or	resell).

Products/services	may	either	be	tangible,	digital,	intangible,	or	
financial.

Rank	all	products	and	services	according	to	their	
important	to	your	customer.	Are	they	crucial	or	
trivial	to	your	customer?		

Customer	
Segment:

Describe	the	benefits	your	customer	
expects,	desires	or	would	be	surprised	by.			
This	includes	functional	utility,	social	
gains,	positive	emotions	and	cost	savings.

Describe	negative	emotions,	
undesired	costs	and	situations,	and	
risks	that	your	customer	
experiences	or	could	experience	
before,	during	and	after	getting	the	
job	done.

Rank	each	gain	according	to	your	customer.		Is	it	substantial/significant?	For	
each	gain	indicate	how	often	it	occurs.	

Describe	what	a	specific										
customer	segment	is	trying	to	

get	done.		It	could	be	the	tasks	
they	are	trying	to	perform	and	

complete,	the	problems	they	are	trying	to	solve,	
or	the	needs	they	are	trying	to	satisfy.

What	functional	jobs	are	you	helping	
them	get	done?	 (perform	or	complete	a	specific	tasks,	

solve	a	specific	problem)

What	social	jobs	are	you	helping	them	get	done? (trying	to	look	
good,	gain	power/status)

What	emotional	jobs	are	you	helping	them	get	done?
(esthetics,	feel	good,	security)

What	basic	needs	are	you	helping	them	satisfy?	(shelter,	
communication,	health)

What	positive	social	consequences	do	they
desire?	(makes	them	look	good,	increases	power/status)

Describe	the	jobs	your	customer	is	trying	to	get	done	in	
terms	of	the	role	they	are	playing:

Buyer (e.g.	gain	power/status)
Co-creator (feel	good,	security)

Transferrer (products/services	
that	help	customers	dispose	of	a	

product,	transfer	it	to	others,
resell,	etc.

Rank	each	pain	according	to	the	intensity	it	represents	for	your	customer.	Is	it	
very	intense	or	very	light?	For	each	pain	indicate	how	often	it	occurs.

What	does	your	customer	find	too	costly?	
(e.g.	in	terms	of	time,	cost	and	effort)

What	makes	your	customer	feel	bad?	(e.g.	frustrations,	
annoyances,	headaches)

How	are	current	solutions	underperforming	for	your	
customer? (e.g lack	of	features,	performance,	malfunction)

What	are	the	main	difficulties	and	challenges	your	customer	encounters? (e.g.	understanding	how	things	work,	
difficulties	getting	things	done,	resistance)

What	negative	social	consequences	does	your	customer	encounter	or	fear?	(e.g.	
loss	of	face,	power,	trust,	status)

What	risks	does	your	customer	fear?	(e.g.	financial,	social,	technical)

What	keeps	your	customer	awake	at	night?	(e.g.		big	issues,	concerns,	worries)

What	common	mistakes	does	your	customer	make?	(e.g.	usage	mistakes)

What	barriers	are	keeping	your	customer	from	adopting
solutions? (e.g up	front	investment,	learning	curve,	resistance	to	change)	

Which	savings	would	make	your	
customer	happy?	 (in	terms	of	time,	money	and	effort)

What	outcomes	does	your	customer	expect	and	what	would	go	
beyond	expectations?	(quality	level,	more/less	of	something)

How	do	current	solutions	delight	your	customer? (specific	features,	performance,	quality)

What	would	make	your	customer’s	job	or	life	easier?	(faster	learning	curve,	more	services,	lower
cost	of	ownership)

What	positive	social	consequences	does	your	customer	desire?	(makes	them	look	good,	
increases	power/status)

What	are	customers	looking	for?	(good	design,	guarantees,	specific	or	more	features)

What	do	customers	dream	about?	(big	achievements/reliefs)

How	does	your	customer	measure	success/
failure?	(performance,	cost)

What	would	increase	the	likelihood	of	
adopting	a	solution?	(e.g.	lower	cost,	less	investment,	
lower	risk,	better	quality,		performance,	design)	











Small	Group	Work
§ Identify	3	critically	important	customer	segments	for	your	business.
§ Pick	one	of	your	customer	segments	(ideally	the	segment	where	you	

have	the	most	opportunity	to	grow)
– Use	the	empathy	map	to	sketch	critical	insights	on	this	segment

• Start	by	identifying	a	representative	person	from	the	segment	and	describe	their	
demographics	(age,	experience,	position,	critical	job	functions/decisions,	etc.)

• Develop	key	descriptors	of	each	of	the	empathy	map	boxes	with	a	critical	eye	
toward	identifying	pains	and	gains

– Use	the	value	proposition	canvas	to	sketch	the	fit	between	the	customer	
needs	and	your	value	proposition

• Use	the	empathy	map	to	assist	in	the	right	side	of	the	canvas
• Focus	on	the	mapping	of	your	offerings	pain	and	gain	solutions	to	the	pains	and	

gains	of	the	customer	segment.
– Use	the	value	proposition	statement	to	summarize	your	value	proposition	

for	this	segment	– transfer	this	to	your	business	model	canvas	in	a	few	
descriptive	words

§ Repeat	for	other	customer	segments
§ Timing:		1	hour



The	value	proposition	canvas	--
https://youtube.com/watch?v=ReM1uqmVfP0
Understanding	customers	–
https://youtube.com/watch?v=kAdbbsZolOw

Additional	resources



Customer	relationships	and	
delivery	channels?



Channels
§ How	the	company	communicates	

with	and	reaches	its	customer	
segments	to	deliver	a	value	
proposition

§ Channel	Types:
– Own

• Direct	– Sales	Force	and	Web	Sales
• Indirect	– Own	stores

– Partner
• Indirect	– Partner	Stores and	
Wholesaler

§ Channel	Phases:
§ Awareness
§ Evaluation
§ Purchase
§ Delivery
§ After	Sales



Customer	Relationships

§ Type	of	relationship	with	each	customer	segment	driven	
by:	customer	acquisition,	retention,	and	upselling.

§ Potential	types	of	relationships:
– Personal	assistance
– Dedicated	personal	assistant
– Self-service
– Automated	services
– Communities
– Co-creation



Small	Group	Work
§ For	each	of	your	customer	segments	identify	the	
channels	that	you	use	to	deliver	their	value	
propositions	identify	the	most	strategically	
important	purposes	for	using	that	channel.

§ For	each	of	your	customer	segments	identify	the	
primary	types	of	relationships	you	seek	to	
develop.

§ Timing:		1	hour



Resources	Activities,	and	
relationships



Key	Resources
§ What	key	resources	do	our	value	propositions	

require?	Our	distribution	channels?	Customer																																																				
relationships?	Revenue	streams?

§ Resources	include:
– Physical
– Intellectual
– Human
– Financial

§ There	General	Business	Types:
– Product	Driven	– relies	most	often	on	intellectual	and	human	resources.
– Scope	Driven	– relies	on	intellectual	resources	about	target	customers,	an	

established	set	of	process	and	in	some	cases	infrastructure.
– Infrastructure	Driven	– leverage	infrastructure	and	financial	resources	as	key	

differentiators
§ Watchout – make	sure	your	list	of	resources	is	strategic	– that	is,	are	they	

truly	essential	to	the	businesses	success	and	do	you	have	to	own	them	for	
them	to	be	essential?



Key	Activities
§ The	most	important	things	we	must	do	to	make																																										our	

business	model	work
– R&D	– New	product	research,	New	product																																																development,	

Existing	product	updates,	Quality	Checks,	Innovation
– Production	– Selection	of	product	and	design,	Selection	of	production	process,	

Selecting	production	capacity,	production	planning,	production	control,	Quality	and	
cost	control,	Inventory	control,	Maintenance	and	replacement	of	machines.

– Marketing	– strategy,	market	research,	product	development,	communications,	sales	
support,	events.

– Sales	&	Customer	Service	– Developing	relationships,	Handling	problems,	Acquiring	
new	customers,	assisting	in	sales,	tracking	orders,	follow-up	services

§ An	Example	of	a	Consumer	Product	Producer	that	manufactures	and	sells	the	
product	on-line.
– Vale	Propositions	– product	lasts	longer	saving	customer	money;	provides	

performance	improvement	over	competitors;	easier	to	use	because	it	is	machine	
washable;	easy	to	store	packaging

– Activities– control	of	production	and	manufacturing,	managing	website,	online	orders,	
and	distribution	of	the	product;	creating	a	brand	strategy,	marketing	and	promotion	of	
the	product,	product	and	package	design.	



Key	Partnerships
§ The	network	of	suppliers	and	partners	that																																																		

make	the	business	model	work
– Strategic	Alliances
– Co-opetition
– Joint	Ventures
– Buyer/Supplier

§ Motivations	for	partnerships:
– Optimization	and	economy	of	scale
– Reduction	of	risk	and	uncertainty
– Acquisition	of	particular	resources	and	activities

§ Key	Questions:
– Which	partnerships	are	critical	to	our	business?
– Who	are	our	critical	suppliers?
– Which	of	our	suppliers/partners	are	sourcing	our	key	resources?
– What	type	of	partnerships	would	suit	our	needs?
– What	is	the	best	cluster/supply	chain	where	we	should	be	located?	



Small	Group	Work
§ Think	critically	about	the	RESOURCES	that	your	business	
model	requires	to	deliver	the	value	propositions	you	have	
identified.		Identify	the	top	3	to	4	resources	you	must	have	
to	be	successful.		Be	as	specific	as	possible	about	the	
resources	and	avoid	generic	resource	names.

§ Think	critically	about	the	ACTIVITIES	that	your	business	
model	requires	to	deliver	the	value	propositions	you	have	
identified.		Identify	the	top	4	to	4	activities	you	must	have	
to	be	successful.		Be	as	specific	as	possible	about	the	
resources	and	avoid	generic	resource	names.

§ Identify	the	2	to	5	most	strategic	critical	partnerships	that	
allow	you	to	be	successful	in	your	business	model.

§ Timing:		1	hour



The	economics	of	the	business	
model



Revenue	Streams
§ The	cash	generated	from	each	customer																																														

segment	through	transaction		revenue																																																													
and/or	recurring	revenue.
– Asset	sale
– Usage	fee
– Subscription	fee
– Lending/Renting/Leasing

§ Pricing	Mechanisms
– Fixed	Menu	– List	price,	product	feature	dependent,	customer	segment	

dependent,	volume	dependent
– Dynamic	Pricing	– Negotiation,	yield	management,	real-time-market,	auctions

§ Key	Questions
– What	benefits	are	customers	currently	paying	for?
– How	are	they	paying	for	these	benefits?
– What	mode	of	payment	would	be	preferable	to	them?
– What	percentage	of	the	total	revenue	does	each	revenue	stream	represent?
– What	benefits	will	encourage	customer	to	pay	more?

§ Licensing
§ Brokerage	fees
§ Advertising



Cost	Structure
§ All	costs	incurred	to	operate	our	business	model
§ Two	basic	types	of	business	models

– Cost-driven									-- Value-driven

§ Cost	structure	characteristics
– Fixed			-- Variable
– Economies	of	scale		-- Economies	of	scope

§ Key	Questions	to	Ask:
– What	are	the	fundamental	costs	derived	from	the	business	model?
– Which	key	resources	represent	a	significant	expense	to	the	business?
– What	key	activities	represent	a	significant	expense	to	the	business?
– How	do	your	key	activities	drive	costs?
– Are	the	activities	you	have	identified	matched	to	value	propositions?
– Is	the	business	more	values	driven	or	cost	driven?
– If	you	explore	different	changes	in	the	business	model	to	costs	switch	from	fixed	to	variable?



Small	Group	Work
§ Identify	the	critical	revenue	streams	for	your	business.		Be	
specific	about	the	types	of	revenues	and	the	proportion	of	
the	overall	revenue	streams	they	represent	in	terms	of	
customer	segments/products.		Identify	the	level	of	
volatility	around	the	various	sources	of	revenue.		In	
addition,	consider	the	five	key	strategic	questions	of	
revenue	streams.

§ Identify	the	critical	operating	costs	for	your	business.		Be	
specific	about	the	types	of	costs.		Identify	the	stage	of	
production	where	the	cost	occurs.		What	proportion	of	the	
overall	cost	does	each	cost	represent?		In	addition,	
consider	the	seven	key	strategic	questions	of	cost	
structure.

§ Timing	1	hour



STRATEGIC	ANALYSIS	OF	OUR	
BUSINESS	MODEL





Factors	Impacting	our	Business	Model











How	are	changing	forces	affecting	our	
business	model?



SWOT	Analysis	of	the	9	Blocks



Evaluating	the	Business	Model:
Strengths	and	Weaknesses









Evaluating	
the	
Business	
Model:
Threats







Evaluating	the	
Business	Model:
Opportunities





Confrontation	Matrix



Blue	Ocean	Strategy	and	the	Canvas



The	ERRC	Matrix
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ECCR	and	the	Canvas	-- Wii



Strategy	Is	the	Answer	to	Five	
Questions

How	will
we	win?

What	
management	
systems	do	
we	need?

What	is	our	
winning	

aspiration?

What		
capabilities	
must	we	
have?

Where	will	
we	play?

Lafley,	A.	G.	and	R.	L.	Marin.	Playing	to	Win:	How	Strategy	Really	Works.	Harvard	Business	Review	Press,	Boston,	Massachusetts,	2013.



Define	Our	Strategic	Problem

67

What	is	our	most	pressing	issue?
Let’s	consider:
§The	industry	segment we	play	in	
§Our	industry	structure
§Our	channel	customers
§Our	end	customers	
§Our	current	capabilities
§Our	costs
§Our	competition



What	Is	Our	Winning	Aspiration?
A	winning	aspiration	is	a	future-oriented	statement	about	the	guiding	purpose	of	the	
organization:	
§ What	does	our	organization	exist	to	do?
§ What	does	winning	mean	for	us?

68



Where	Will	We	Play?

This	choice	defines	the	playing	field	on	which	we	choose	
to	compete:	
§ Customer	segment	
§ Distribution	channel	
§ Product	or	service
§ Geography	
§ Stage	of	production

It	is	also	about	where	NOT to	play.

69



Where	will	we	Play?

§ Who	are	our	core	customers?
– Describe	your	core	customers	in	one	sentence?
– What	is	changing	for	these	customers	that	we	need	to	know?

§ Through	what	channels	do/should	we	serve	these	customers?
§ What	products/services	do/should	we	offer?
§ In	what	geographies	do/should	we	offer	these	products/services?
§ In	what	stages	of	production	do/should	we	compete?
§ Where	along	the	value	chain	do/should	we	participate?
§ Are	we	upstream	or	downstream	compared	to	competitors?
§ Are	we	broad	across	the	value	chain	or	narrow	in	one	part?



How	Will	We	Win?

This	choice	is	about	how we	will	win	on	the	playing	field	we’ve	chosen.	
What	is	our	competitive	advantage?

71



How	will	we	win?

§ Why	do	customers	choose	us	over	the	
competition?

§ Do	we	compete	on	low	cost	or	differentiation?
§ What	is	our	competitive	advantage?	How	is	it	
linked	to	our	where-to-play	choice?	How	is	it	
linked	to	our	winning	aspiration?



Customer	Needs	and	Competitor	Delivery	Matter



Which	Capabilities	Must	We	Have?

74

Capabilities	are	the	activities	that	enable	our	organization	to	bring	the	where-to-play	and	
how-to-win	choices	to	life.
§ What	are	we	really	great	at	doing?
§ What	activities	are	critical	to	bringing	our	where-to-play	and	how-to-win	choices	to	

life?

What	Management	Systems	Do	We	
Need?
Management	systems	are	the	processes,	structures,	and	rules	that	build	our	capabilities	and	
that	reinforce	and	measure	our	organization’s	strategic	choices.

• What	systems	build	our	capabilities	and	reinforce	our	choices?

• How	do	we	measure	the	success	of	our	strategy?



Summary:	Strategy	and	the	Canvas
Market	forces
Key	trends

Industry	forces
Macroeconomic	forces



SWOT	Analysis	of	Current	
Business	Model

Confrontation/TOWS	Matrix

External	Forces
Key	Trends

Macroeconomic	Forces
Market	Forces
Industry	Forces

Blue	Ocean	Analysis

ERRC	Matrix



Small	Group	Work:	assessing	your	
business	model

§ Complete	your	business	model	canvas
§ Identify	3-4	critical	external	factors	in	each	of	the	
external	categories	that	will	impact	your	business	
over	the	next	3	to	5	years:
– Market	forces,	Key	trends,	Industry	forces,	
Macroeconomic	forces

§ Use	the	SWOT	analysis	assessment	tool	to	assess	the	
elements	of	your	current	business	model

§ Based	on	your	assessment,	use	the	confrontation	
matrix	and	the	ERRC	matrix	to	identify	potential	
changes	to	your	current	business	model



Considering	outside	forces	and	stress	
testing	the	business	model

Navigating	the	business	environment	--
https://youtube.com/watch?v=7O36YBn9x_4
Proving	your	business	model	--
https://www.youtube.com/watch?v=-2gd_vhNYT4



PREPARING	FOR	THE	OPEN	FORUM	
PRESENTATIONS	



Concurrent	session	sharing

§ We	will	present	each	team	canvas	in	30-minute	concurrent	
sessions.		Will	repeat	the	concurrent	sessions	3	times.		Each	30	
minute	session	will	have	15	minutes	of	presentation	and	15	
minutes	of	Q&A

§ Your	Canvas	is	your	presentation	media.		You	can	use	other	
props	if	you	wish	but	space	and	time	are	quite	limited.

§ Two	people	in	your	group	will	present	your	canvas	at	one	time.		
All	of	you	will	have	the	opportunity	to	present.

§ When	you	are	not	presenting	you	should	attend	another	
teams	presentation	and	interact	in	the	Q&A.

§ Telling	your	story	--
https://youtube.com/watch?v=SshglHDKQCc

§ Timing:		90	minutes	total



Resources
§ From	idea	to	business	model	--

https://www.youtube.com/watch?v=wwShFsSFb-Y
§ Visualizing	your	business	model	--

https://www.youtube.com/watch?v=wlKP-BaC0jA
§ Prototyping	business	models	--

https://www.youtube.com/watch?v=iA5MVUNkSkM
§ Navigating	the	business	environment	--

https://www.youtube.com/watch?v=7O36YBn9x_4
§ Proving	your	business	model	--

https://www.youtube.com/watch?v=-2gd_vhNYT4
§ Telling	your	story	--

https://www.youtube.com/watch?v=SshglHDKQCc
§ The	value	proposition	canvas	--

https://www.youtube.com/watch?v=ReM1uqmVfP0
§ Understanding	customers	–

https://www.youtube.com/watch?v=kAdbbsZolOw


