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1. Business Opportunity Mind Map

24hr/7 Automated Tool Hiring Business Opportunity - MindMeister Mind map

2. Business Model

Key C’

Partners:

1. Tool suppliers (Makita,
DeWalt, Bosch)

2. Local councils to give
permissions to setup a
location for the lockers.

3. Property owners to rent a
location (petrol stations,
retail parks)

4. Technology and security
providers (important for the
booking system)

4. Employ a technicians
and delivery drivers.

Cost Structure:

* Tool purchase and replacement

Key
Activities:
Tool stocking and o

maintenance
Station servicing
Digital system
management
Customer support
Marketing to
tradespeople

Key ~o

Resources i}

* Tool suppliers

* Automated station
hardware

+ Software platform

* Maintenance team

Value o
Proposition: [ | |

1. Automated 24/7 tool-hire
station

2. Instant access to essential
trade tools

3. Cost-effective alternative to
buying

4. Flexible hire periods
(hourly/daily/weekly)

5. Reduces downtime and
increases productivity

®

Customer
Relationships:

« Self-service automation
* App-based support

* Loyalty rewards and
subscriptions

Customer
Segments:

.

Tradespeople

+ Small firms, self-
employed such as
cleaners,
landscapers

* Mobile

Channels: o
technicians

NS
* Automated stations

* Mobile app and website
« Partnerships with
hardware stores

Revenue Streams:

+ Tool rental fees

Qe
de

+ Station manufacturing and installation

* Software development and maintenance
* Insurance and security

* Location rental fees

* Marketing and operations

Subscription plans for tradespeople
Late-return and damage fees
Sponsored tool placement


https://www.mindmeister.com/app/map/4100792955?t=k9EU3Z111U

3. Value Proposition Canva

The VValue Proposition Canvas

Value Propostion

Customer Segment

Customer
Jobs

* No tools available at home
* Shops closed at nighliweekends
Buying tools is expensive
+ Travelling to hire shops is inconvenient
. Stress during urgent repairs ~ Gain Creators Gains
1 Fast, local access to tools
affordabie short-term hire
; é.nmoo b:;ml[frw smmrm1 " o locally 3. 24/7 avallabiity
55 5 for repears and DF 4. Easy, automated self-service
3 Mobte app + watisits for b "
3 2477 Sol e ooking 5.Confidence that repairs can be done anytime
Products
and Services \
M) f
==
5. Affordeble rental fees
©.Simpld user interface ; Igols %oken more often. .y
7 Reliat}e access for urgent repairs i IT prblems , booking system is not effecient
B S:VI: jime and momge £ Tgms available mslanny_al any "_me 3. less stock with high demands
o need o buy expensive lools 4. Finaing high quaiity tools for the business
| » No waiting for shops to open 5. Insurance costs
| » No long travel to industnial hire locatiohs } \ 6. unexpected faulty tools
| * Reduces Z@s during emergencies
Pain Relievers
E¥es :
Make better stratagic work.

e Playbooks that align teams and drive results.

Coprgrigbt S¥ atmgyzar AQL Thu ma burs of Huswmns Mectel Guneration ates Sertwgprm

Compess tuaks ucr purbing CaEring and ciecs nart, 092 joms 3
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4. Persona

General profile

vy

4

»

HAME

Tommy Tradesman

JOB TITLE

self-Employed Tradesperson

AGE

25 to 50 years

HIGHEST LEVEL OF EDUCATION

some college, no degree

Professional details

PREFERRED METHOD OF COMMUMNICATION

Phone:&nbsp;, Text messaging

JOB RESPONSIBILITIES

SOCIAL NETWORKS

Facebaok, Linkedin, Instagram

INDUSTRY

Construction, Landscaps

margament&nbsp;

ORGAMNIZATION SIZE
Self-employed, Small business

Completing tasks such plumbing, gardening and electric works., Odd jobs such as .,

Carpentry and buliding works.

REPORTS TO

Private costumers., Corporate costumers.

TOOLS THEY NEED TO DO THEIR JOB

Hand tools., Power Tools, &nbspiEardening tools, Specialist tools

THEIR JOB I5 MEASURED BY

Customer satisfaction, Revenue growth

GOALS OR OBJECTIVES

access tools guickly, Reduce downtime, Increase job efficiency

BIGGEST CHALLENGES

Fimding tools after hours, High rental costs, Limited availability of specific tools

THEY GAIN INFORMATION BY

Cnline reviews and recommendations
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