The Business Model Canvas
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Key  
Partners

Third party

manufacturers and the global brand
Service providers to ensure global coverage and standardisation

Banks and financial services.

Payment providers.

Website developers 

Social media sites

Local Dealers

R&D  (inhouse and outsourced)

Manufacturing Team

Mobile app developers

App Stores and advertisement companies

Volvo “on call” operating centres.

Software developers to connect smartphones with the in-car ‘’brain’’
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Key  
Activities

R&D

Producing cars  

Car production Warranty

Marketing  and communication - After sales services

24 hour support

Mobility – “connected cars concept” to enhance customer experience and introduce new services
Enhancing customer knowledge

The production of unique services such as automatic servicing slots.

Transformation on four digital technologies – mobility, social media, analytics and smart embedded devices.

Adopting a B2C model
Improving the driving experience 
Creating and Analysing customer data 

Offer customer-centred services
	Value  
Proposition

Building  the car you want - Different upgrades and specifications of cars and service plans.

Connectivity - By creating a direct link between car and company – to encourage people to buy their products – to improve customer relations.

R&D – Unique offerings

Unique services such as “connecting cars concept – embedding mobile technologies in vehicles.

“Volvo on Call” – to increase value and brand image.

Selling a complete driving experience 

Deliver excellent customer services  
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Customer 
Relationships

Digital marketing - social media sites such as Facebook and Twitter – better interaction with customers. (**not only Facebook and twitter/banned on Asia)
Call centre and operations- Roadside assistance

Connected car concept

CRM - reinforce proximity with (and loyalty of) existing customers
mobile app communication
Customers - Communities

Dealers 


	[image: image5.png]


Customer Segments

B2B and B2C combination - dealers and customers

Over 40age safe family cars with high income.

Mobile friendly-customers 
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Key  
Resources

R&D resources

Analytics - analytical capabilities to segment customers and understand specific customers better

Secure payment method

Digital marketing Social Media

Marketers
Developers

Engineers 
Suppliers
	
	Channels

Mobile application

Call centres Dealer arrangements  -Volvo give more control to regions in that area 

Online and Local Dealers

Website - B2B and B2C models
Social Media
Call Centres

Four digital technologies: mobility, social media, analytics and

smart embedded devices
Advertising
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Cost 
Structure

Fixed costs

Salary, Operating and overhead costs
Hosting and software ,   Cloud software costs, cost of infrastructure
Variable costs

Research and development costs.

Advertising fees

Dealer Fees

Development costs,  Manufacturing, Logistics
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Revenue  Streams

Product purchase
Renew on service contracts, fees for using online services Ad revenue

Services i.e hire purchase (finance), warranty, car servicing etc.

Subscription fees after first initial years of app usage

Extras – i.e  car 

accessories bodywork, interior, trim levels, engine capacity etc.
Encourage using Volvo materials( boost on car replacing materials)


