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Introduction

If we want to encourage youth to start their own businesses, we need to
provide them with useful tools. Likewise, if we want youth workers to
inspire and support youth entrepreneurship, we need to provide them
with effective resources to guide and assist them.

And this is exactly what this document is offering, both to youth who are
thinking about starting a business and to youth workers who want to
encourage youth to start a business.

Business canvas modelling, presented in this compendium, is a strategic
management tool that helps entrepreneurs and businesses visualise and
develop their business model.

It is a document which illustrates various core components of a business.
Young entrepreneurs may then clearly identify what actions and steps
they must take to increase their chances of success.

Under the guidance of youth workers, it enables youth to visualise the
path and steps they must take to achieve success. BCM can help youth to
progress through stages faster, and it helps them predict success but also
potential Failures, which can be, therefore, avoided. Especially for
disadvantaged youth, it is'essential to'have'the opportunity to predict
potential issues ahead of time and take necessary measures before
actually starting the business.

This guide provides a comprehensive, step-by-step framework For
developing a business model using the Business Model Canvas (BMC).
Designed with youth workers and aspiring entrepreneurs in mind, it
addresses the common challenge of not knowing how to move forward
with a business idea.

By offering clear explanations, practical tools, and real-life examples -
such as the coffee truck business - it empowers users to identify problems,
design solutions, understand their market, and articulate their unique value
proposition effectively and much more.
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There are several variations of business canvases out there, but they all
strive for the same goal: to offer a visual chart that represents the
various fundamental components of a business.
This particular compendium is composed of the following modules:
Problem, Solution, Existing alternatives, Unique values, Key benefits,
Marketing channels, Best customer, Persona, Costs and Income.

THE BUSINESS MODEL

CANVAS
Problem Solution Unique Marketing Best
values channels customer
Existing Key
alternatives benefits
Persona
Costs Income
(and MVP)

Now we know what BCM is and what it looks like, the only thing that is

missing is how to use it.

Here are simple, step-by-step instructions that should be followed:
e Ayouth worker or a young person wanting to start a business

should print the BCM on A3 paper.

e For filling out boxes for each module, the best thing to do is to have

self-adhesive notes.

e Write ideas on notes and stick them to the relevant box.

e Update your ideas as you go; take the note off the box and replace it
with the updated idea that is more suitable.

SkillsXcellerate
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PROBLEM

One of the most important sections of the Business Model Canvas is
the "Problem" section. In this section, the identification of a specific
problem or pain point that the entrepreneur seeks to solve forms the
basis of the entire business model.

s THE BUSINESS MODEL CANVAS ms—

Solution Unique Marketing Best
values channels customer

PROBLEM

Key benefits

L. Persona
Existing

alternatives

Costs Income

If you don't have a problem to solve, you can't start a business. And you
should be able to clearly articulate what that problem is. So, in this
segment, clearly describe the main problems (up to three) that your target
audience is facing.
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Here are some recommended actions to take and describe in the "Problem'
section as described in the next sections.

6

market
demand
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Understanding

Identifying
the main
problem

the target
audience

Defining the
urgency and

Identi
existing solution
and their
limitations

Highlighting the
consequences
of the problem

Providing
evidence of
the problem

Co-funded by
the European Union



1. IDENTIFYING THE MAIN PROBLEM

The First step in completing the "Problem" section is to clearly define the
problem the business is trying to solve. It should be a real and relevant
problem faced by potential customers. The problem should be specific,
well-defined and relevant to the target market. Vague or overly broad
problems can lead to an unfocused business strategy.

For example, instead of 'People find it difficult to find good restaurants’, a
more accurate statement of the problem would be 'Young professionals in
big cities find it difficult to find high-quality and affordable restaurants
that meet their dietary preferences'.

To identify the common pain points of potential customers, it is
advisable to conduct surveys or interviews. Real-life examples show
that, according to a study by NielsenlQ (2021), 49% of consumers have
difficulty finding healthy Food options when dining in restaurants.

° ’ 2. UNDERSTANDING THE TARGET AUDIENCE
’b’ To ensure the problem is valid and significant, it is essential to

€

')

f—‘

target audience or customer segment affected by the issue.
€ Businesses should research and analyse their potential
customers, considering factors, such as demographics,
geographic location, behaviours, and purchasing habits.

K understand who is experiencing it. This involves defining the

For example, if the problem relates to a lack of reliable
transportation, is it a problem for urban commuters, suburban
residents, or business travellers? Identifying the affected
group helps refine the problem statement and ensures the
proposed solution is relevant and valuable.
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3. PROVIDING EVIDENCE OF THE PROBLEM

To enhance the credibility of the problem statement, businesses should
provide evidence that demonstrates the existence and significance of the
issue. This evidence may include:

« Market research data
« Customer interviews and surveys

« Industry reports and trends

« Competitor analysis

Businesses need to produce unique products or a solution to current
issues in the market to survive in a competitive market.

Customer surveys will help you understand their problems with the
existing products to curate better products and services in the future. It
makes you stand out from the crowd and drives sales.

For example, if a company is tackling the issue of organic products, it can
present customer survey findings. According to Pieters et al. (2024),
demand for green products isn't coming from a niche segment of young,
affluent climate activists; it's coming from the mainstream audience. With
European Sustainable Product Regulations (the ESPR) entering into force
in July 2024, sustainability could shift from an ancillary product line
strategy to a-core boardroom priority«(Pieters et al., 2025).

To strengthen your arguments, use reliable sources such as regulations
from the European Commission, government reports, and market analysis
studies.
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4. HIGHLIGHTING THE CONSEQUENCES OF THE PROBLEM

It is also important to explain the impact of the problem on the target
audience. How does the problem affect their daily lives, business activities
or general well-being? Understanding the consequences helps to
emphasise the urgency of finding a solution.

For example, if the problem is slow and unreliable internet services in rural
areas, the consequences could be:

* Limited access to remote work opportunities.

» Challenges in promoting a product or service.

» Delays in acquiring a product or service on time.

* Restricted real-time collaboration (Cueto et al., 2022).

By identifying these consequences, a business could demonstrate why
solving the problem is valuable and necessary.

5. IDENTIFYING EXISTING SOLUTIONS AND THEIR
LIMITATIONS

A crucial component of the "Problem" section is an analysis of existing
solutions.in the.market. Are.there.already businesses.or.products
attempting to address this problem? If so, what are their limitations?
Understanding these factors helps businesses differentiate themselves
and develop a superior solution.

For example, if the problem is the lack of affordable and nutritious meal
options for busy professionals, existing solutions might include meal
delivery services or fast-food restaurants. However, these solutions might
be expensive, unhealthy, or inconvenient. Identifying these shortcomings
allows a business to offer a better alternative.

To identify gaps and opportunities, you can conduct a SWOT analysis
(Strengths, Weaknesses, Opportunities, and Threats) on current market
offerings.
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6. DEFINING THE URGENCY AND MARKET DEMAND

Finally, the business should assess the urgency of the problem and whether
there is sufficient market demand for the solution. Some problems are urgent
and require immediate attention, while others may be more long-term or
niche. Assessing market demand helps to ensure that solving the problem is
a viable business opportunity.

Methods for assessing demand include:

« Conducting market research and competitor analysis.
« Analysing industry trends and consumer behaviour.
« Gathering feedback from potential customers.

For example, if a start-up is developing a new eco-friendly packaging solution,
it might analyse the increasing consumer demand for sustainable products
and government regulations promoting environmental responsibility.
According to Adams (2023), 67% of consumers are looking to purchase
sustainable products.

7. PRACTICAL EXAMPLE
COFFEE TRUCK BUSINESS

Description
The faculties of the two universities are situated in
a beautiful and tranquil area, just 300 meters from
the city park. Together, they have about 3,000
e students. Many students express their concerns on
social media, mentioning that there is only one café
nearby and that prices are quite high. With limited
budgets, students are searching for more
affordable options. They would like to see an
increase in the number of cafés or coffee shops in
the area.
The main issue is that students, due to their
restricted budgets, struggle to find an affordable
yet high-quality cup of coffee to take with them
during their long study sessions.

Identifying the main
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2.

Understanding the
target audience

SkillsXcellerate

Description
Students are identified as a target segment for
marketing efforts. First, potential customers were
analysed based on several factors, including
demographics, geographical location, behaviour,
and purchasing habits:
Demographic Segment: Approximately 3,000
students, aged 18 to 25, from various parts of the
country and abroad, are currently enrolled at two
universities. This age group enjoys coffee and
sweets. The survey conducted on social media
revealed that 90% of students would be more
inclined to shop at “Coffee Truck” if exclusive offers
were available specifically for them. Therefore,
businesses could increase sales by introducing
special discounts and promotions for students.
Geographical Location: University students
typically remain in the same geographic area for a
couple of years. This stability allows for the
development of targeted marketing strategies

tailored specifically to students during this period,; «f =

enabling businesses to implement the right
advertising tactics effectively.

Consumer Preferences: Students tend to have an
idealised perception of university life and city living,
which influences their consumption habits. They
commonly gravitate toward popular products like
pizza, burgers, cold drinks, and coffee.
Entrepreneurs who offer these products can create
marketing campaigns that resonate with university
students and promote student life.

11
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Stage

3.
Providing evidence
of the problem

4.
Highlighting the
consequences of
the problem

SkillsXcellerate

Description

The results of the student survey revealed that
many students opt for coffee as a quick beverage to
help them stay awake during late study sessions or
early morning classes. Specifically, 74% of students
drink coffee in the morning, and 44% consume a cup of
coffee every day. Additionally, 80% of students support
the idea of opening a coffee truck near the university,
believing it would help address their needs by providing
easy access to coffee during long study periods.

Consequences of the Existing Problem:

Unsatisfied Consumer Needs: Students are
compelled to seek alternatives, such as purchasing
more expensive coffee, which is challenging for
those on a limited budget. This also results in a
longer search time.

Limited Opportunities for Communication: The
chance for students to engage in oral discussions
over coffee is restricted, hindering the sharing of
ideas and information on various topics.

Restricted Co-CreationProcess:Communication
between students and business representatives is
minimal, limiting opportunities for collaboration
and co-creation.

12
Co-funded by

the European Union



Description

SWOT Analysis

5.
Identifying
existing solutions

and their °
limitations

Strengths

Exclusive supplier
agreements

Weaknesses

Challenges in
attracting new

e High-quality products employees
Affordable prices for Limited product
consumers range

Inexperience in a new
segment
Opportunities Threats

Increasing demand
for takeaway coffee
Growing number of
potential customers
(visitors to the park)
Positive feedback
from local residents

New competitors
entering the market
Increasing electricity
prices

Rising costs of coffee
beans in the market

competitors in the
area

SkillsXcellerate
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Description

In order to assess the urgency and the demand of the
problem, an analysis of feedback from students as
potential users was used:
e How urgent do you believe this problem is and how
6. quickly should it be addressed?
Defining the e What do you think is the main reason it is difficult to
urgency and find a place to enjoy a quality cup of coffee in this area
market demand during long study sessions?
e Would a coffee truck help solve this problem?
e How would you suggest addressing this issue
differently?
An analysis of feedback Ffrom students, who are
potential customers, revealed that 88% of
respondents believe the issue needs to be addressed
urgently, indicating a clear demand. Additionally, 75% of
respondents think that a food truck would be an excellent
solution, offering more affordable prices, faster service,
and a quicker way to find a location. Meanwhile, 60% of
respondents suggested the idea of opening a “Student
Café" .as another alternative. However,-they noted:that
given the current infrastructure in the area, this option
would not be feasible for quick implementation.

In summary, the results of the 6-step analysis help to identify the specific pain
. points and challenges faced by the target audience. This analysis provides a
o basis for understanding the need for a business or solution and ensures that
) entrepreneurs are addressing the issues that matter to their customers.

14
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SOLUTION

An essential part of starting a business is finding solutions to
problems. Main question we would want to answer in this segment is:

How does our solution solve the problem from the previous segment?

——  THE BUSINESS MODEL CANVAS msee—

Unique Marketing Best
values channels customer
SOLUTION
Key benefits
Existing AT

alternatives

Costs Income

Finding the right solution is the golden goose! You probably won't succeed
on your First try —often, you need to redo, test, and test again to find the
right solution. A solution can involve the actual production, development,
outsourcing, distribution, and so on. In entrepreneurship, a solution to a
problem holds value: a solution to the problem = value = a value for
people.

15
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1. HOW TO FIND THE SOLUTION

To find a solution, you must start with the problem and examine people’s
needs related to the problem, their desires, and their emotions connected
to it. Consider what types of solutions you want to find: those that
address emotional needs or those that solve practical problems, etc.
How important is it to find a solution? What value does it have?

To identify the right solution, we need to know:
« Who are we targeting?
« Who has the problem?
« Who are we solving the problem for?
For example: gender, age, status, hobbies, and so on.

Once we have clearly defined the problem and know who is affected by it,
we can move on to finding the solution. We can ask ourselves:

« How does our solution solve the problem?

« Does our solution actually solve the problem?

16
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Another important aspect when finding the solution is that it usually isn’t found
in the office but out on the streets. So, go out and interview your target
audience, ask questions, and bring the insights back.

What do you like
the most about
our product?

Often, the solution we initially thought of changes at this stage (or during any
other stage of business canvas modelling), and that is perfectly all right. By
thinking of a solution from many angles, and coming up with the best one saves
us money and time.

17
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EXISTING ALTERNATIVES

This part focuses on identifying solutions that already exist today (also
called competing solutions). Many start-ups compete for the same market

as you. This means your solution must stand out positively from what is
already available.

List how this problem is solved today and why your solution is better
than the already existing alternatives.

———  THE BUSINESS MODEL CANVAS mse—

Problem Solution Unique Marketing Best
values channels customer
EXISTING Key benefits
ALTERNATIVES Persona
Costs Income
18
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1. HOW TO IDENTIFY EXISTING ALTERNATIVES

You can help identify the strengths of your business idea by answering
questions about how your idea is better in terms of:

e Accessibility: more affordable or easier to use.

e Efficiency: saves either time or money or both.

¢ Reliability: more consistent or quality than alternatives or

¢ Innovation: it offers something new or significantly improved to
the market, whether it is a product, process, service or
experience.

When you are thinking of already existing alternatives or competing
solutions, think about these groups:

e Direct competition as the most obvious group: businesses
offering a similar solution.

e Indirect competition: businesses offering different
methods/solutions for the same problem.

e DIY methods that offer a solution for the same problem.

One method of identifying the limitations of existing solutions was
already mentioned in the previous module, Problem, is called SWOT.
Following.this method, you identify:

e Strengths

e Weaknesses

e Opportunities and

e Threats of existing solutions.

19
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2. EXAMPLES OF METHODS TO FIND SOLUTIONS
a) Interviews

Interviewing people is one of the most effective ways to find a solution,
but avoid interviewing your parents, close relatives, or friends. The most
valuable Feedback often comes from strangers.

For example, if you plan to start a coffee truck, you could ask:
« Canyou please tell me which café you normally go to?
« What do you usually order there?

This approach will give you more detailed and unbiased responses.
Ensure you prepare approximately 10 different open-ended questions
and interview at least 10 different people.

b) Six Thinking Hats

The Six Thinking Hats is a systematic problem-solving framework that
helps you and your team consider all possible problems, causes, solutions,
and consequences by assigning different coloured hats to each stage of
the process.

The roles of each hat are as follows:

Blue Hat (Control): This hat manages the session and dictates the order
in which the hats are worn. While wearing the blue hat, your team will
analyse possible solutions, draw conclusions, and define an action plan.

Green Hat (Idea Generator): The green hat represents creativity. During
this phase, your team will focus on generating ideas, imagining solutions,
and exploring alternatives.

Red Hat (Intuition & Emotions): This is when team members express
their feelings. They can share their gut instincts and emotional responses
without needing to justify them.

20
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Yellow Hat (Benefits & Value): What are the advantages of each idea
presented so far? What positive effects could they have?

Black or Grey Hat (Caution): What are the potential risks or weaknesses
of each idea? What negative impacts could arise from implementing them?

White Hat (Information & Data): When wearing the white hat, the team
focuses on determining what information is needed and where to find it.

Information
Data

Benefits
Value

For the Six Thinking Hats method to work effectively, ensure your team
stays within the boundaries of each role.

For example, while wearing the Yellow Hat, your team should only discuss
the positives. Any potential negative consequences should be saved for
when the Black or Grey Hat is in use.
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c) The Journalistic Six

When journalists learn how to cover every aspect of a story, they are
taught to ask themselves six key questions:

« Who?

. What?

« When?
o Where?
« Why?

« How?

This approach has now been adopted by organisations to help
understand every angle of a problem. All you need is a clear Focus
question, and then you can work through these six questions with your
team until you have a 360-degree view of a solution.

Finding a solution to the problem can be the ultimate win, but as
mentioned earlier, it often takes time. The process may require
repeating the solution-finding activity multiple times, testing and
testing.again, before the.right solution is.found.
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3. PRACTICAL EXAMPLE:
COFFEE TRUCK BUSINESS

What is the problem our business is trying to solve?

Students are looking for an affordable option to find a coffee, near the
campus.

Who are we targeting?

Mainly campus students, but also other people who pass by (on their way
to work, doing errands or going to the city park).

What is our solution?

A coffee truck that offers affordable, freshly made, good-quality coffee.

What are the existing alternatives?
Direct: There is one café in the area, but it has high prices.

Our solution would offer exclusive discounts and promotions for students
in addition to the lower prices of the coffee as it is.

Indirect: There is a coffee machine in both universities that already offers
an affordable solution.

Our solution will offer a freshly made, good-quality coffee. Compared to
the coffee machine, a coffee truck will offer personal contact and a place
where students can meet. Additionally, students will be updated about
events and happenings around the campus because of the flyers and
brochures that will be available for them at the truck.
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DIY: Students can make their own coffee at their apartments/dorms.

This is also another affordable option for students. Advantages of our
solution compared to making coffee at home are similar to those
compared to the coffee machine: the coffee truck offers a place for in-
person socialising, and it offers a quick solution for a coffee to-go when
you are in a hurry or in between lectures. It also offers snacks and other
beverages that you can take with you.

This is the segment of the business canvas that you will probably update

many times while filling in others. After thinking about the best customer
and persona for your business, you might have an updated, more detailed
version of a solution. Marketing channels could also affect your vision of a

solution.
. Creating a business canvas is a perfect time to implement well-thought-
SV out changes to your solution, building on findings from other business
Lo canvas segments. This way, you have a pretty good idea of your solution

. before actually launching your business.
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UNIQUE VALUE
PROPOSITION

In the process of starting a business venture, aspiring entrepreneurs must
clearly define what makes their product or service unique and why
customers should choose them over competitors. This is where the
Unique Value Proposition (UVP) and Key Benefits come in.

The UVP is the core promise a business makes to its customers; in
other words, it sets it apart from the competition and delivers
exceptional value.

———  THE BUSINESS MODEL CANVAS mse—

Solution Marketing Best
UNIQUE channels customer

VALUES

Key benefits

_ P
Existing ersona

alternatives

Income
Costs
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A well-structured UVP and well-defined key benefits help businesses stand
out, attract customers, and build long-term loyalty.

The importance of strategic business planning, including the use of business
models like the Business Model Canvas (BMC), is emphasized in various EU
entrepreneurship development programs. According to the European
Commission’s "Entrepreneurship 2020 Action Plan", structured business
planning is critical For promoting innovation and competitiveness in Europe’s
economy (European Commission, 2013).

A Unique Value Proposition (UVP) is more than just a marketing strategy; it is
the Foundation of a business’s competitive advantage. A well-structured UVP
clearly articulates why a product or service is the best choice for a specific
customer group, distinguishing it from competitors. According to the
European Innovation Scoreboard (EIS, 2022), businesses that develop a
compelling UVP are more likely to attract investment and achieve long-term
growth.

By Focusing on innovation, customer needs, and differentiation, a UVP helps
businesses build trust, loyalty, and market positioning, making it a crucial
element in any new business’s success strategy.

1. UNDERSTANDING UVP
Definition
A Unique Value Proposition (UVP) is a clear, concise statement that describes:
« What the business offers
« Who the target audience is
« What makes the business different or better
« Why customers should choose it over competitors

The concept of UVP aligns with the European Union’s Small Business Act
(SBA), which highlights the importance of innovation and differentiation in
helping SMEs remain competitive in a globalised market (European
Commission, 2008).
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U n i q u e W“ATZ:[;’gf;"ESST:;":STNEED? WHAT YOU DO REALLY WELL
Value
Proposition

WHAT YOUR COMPETITION DOES
REALLY WELL

2. HOW TO DEVELOP A CLEAR AND STRUCTURED UVP

To create a powerful UVP, follow these three steps:

1. Identify the target audience: Who are the ideal customers? What are
their needs and pain paints?

2. Define the unique solution: What problem does the business solve, and
how does it do it better than competitors?

3. Highlight what makes it different: What is the unique aspect of the
business that customers won't find elsewhere?

A study conducted by the European Innovation Scoreboard (EIS) (European
Commission, 2022) indicates that startups that clearly define their value
proposition are more likely to attract funding and achieve growth.
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3. PRACTICAL EXAMPLE:
COFFEE TRUCK BUSINESS

Coffee Truck UVP

Business Name: Daily Brew Coffee Truck

Target Audience: Primarily students, plus coffee lovers on the go.

Unique Solution: Premium, ethically sourced coffee with special student
deals—fast, affordable, and eco-conscious.

Differentiation: Parked at campus hotspots, and available for events or
parties. We come to you when it counts.

UVP: “Daily Brew Coffee Truck delivers fresh, ethically sourced coffee with
student-friendly prices—right where and when you need it.”

123 ANYWHERE ST., ANY CITY
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ADDITIONAL EXAMPLE
Eco-Friendly Clothing Brand UVP

Business Name: Rethink Apparel

Target Audience: Environmentally conscious consumers who want stylish,
sustainable clothing.

Unique Solution: Creates fashionable, high-quality clothing from recycled
and organic materials.

Differentiation: Unlike fast fashion brands, Rethink Apparel guarantees fair
wages, sustainable production, and carbon-neutral shipping.

UVP: “Rethink Apparel brings fashion that feels good and does good.”

Q
MI—IINK @

Apparel
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KEY BENEFITS

The Key Benefits section highlights the tangible and emotional outcomes
customers will experience by using the product or service.

——  THE BUSINESS MODEL CANVAS msss—

Problem Solution Unique Marketing Best
values channels customer
KEY Persona
Existing BENEFITS
alternatives
Costs Income
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1. DEFINING KEY BENEFITS
What are Key Benefits?

Key benefits highlight the positive impact a product or service has on
customers. They answer the question:

“What’s in it for me?”

This aligns with EU sustainability goals, particularly those set by the European
Green Deal, which encourages businesses to emphasise sustainability as a key
market differentiator (European Commission, 2019).

Types of Benefits

1. Tangible Benefits: Direct, measurable advantages (e.g., cost savings,
time efficiency).

2. Emotional Benefits: How the product/service makes customers feel
(e.g., confidence, security, happiness).

The OECD-EU Skills for Jobs Database (2021) indicates that businesses
focusing on customer-centric benefits and sustainability-driven innovation are
more likely to succeed in the European market.

How to Identify Key Benefits

Ask..

¢ How does this business solve customer Problems?
o What Poei‘rive chanae will customers experience?

e What is the biﬁges’r reason customers wil keep coming back?
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2. PRACTICAL EXAMPLE
COFFEE TRUCK

Key benefits of Daily Brew Coffee Truck

Convenience: Grab great coffee right in the park between your classes—no
need to hike to a crowded café.

Sustainability: Ethically sourced beans and compostable cups mean you
can sip sustainably.

Speed & Efficiency: Quick, efficient service to get you back to class (or your
study spot) in minutes.

AfFordability: Premium taste without the premium price—perfect for tight

budgets.

\
SR “Dw%( Brew Co" ee Truck serves fresh,
109 4? “quality eofffec wherever you need
I fresh. fast, andalwa#s ious!”
) RS
Fo

MEAAALY

- ‘"f v o

NA S

\_:: =

e

Ve |- \:

:\\’:“ \
TSIy
—‘::f\"\:\:“i\
\"‘ i N ";\\:: '/":: -
AY \\"xl’\lﬂ:,\\';
AN

MEANALS AR

32
H Co-funded by
SklllSACElle ra te the European Union




ADDITIONAL EXAMPLE

Eco-Friendly Clothing Brand Key benefits

Sustainability: Made from recycled fabrics, reducing environmental impact.
Style & Comfort: Trendy designs without sacrificing quality or comfort.
Ethical Production: Supports fair wages and safe working conditions.

Durability: High-quality materials ensure longer-lasting clothing.

RETHINK @

brings fashion
that feels good
and does good.
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3. STRUCTURING THE UPV & KEY BENEFITS IN THE
BUSINESS CANVAS

Integrating UVP into the Business Model Canvas

The Business Model Canvas (BMC) is widely promoted within EU-funded
entrepreneurship programs, such as Erasmus for Young Entrepreneurs, as an
essential tool for structuring business ideas effectively (European Commission,
2023).

Now, let's see how UVP affects the other segments of the BMC!

What specific problem or unmet need does my
target customer face?

Why is this problem significant enough that
they’ll pay for a solution?

What is my proposed solution to this problem?
How is my solution better than existing
alternatives?

What are people doing now to solve this
problem, and what are the gaps?

What makes my product/service different or
better?

What core benefit or value do | deliver that truly
matters to customers?

How will | reach my customers and deliver my
value proposition?

Which channels do my customers already use
and trust?

Who is my ideal customer or early adopter?
What are their goals, behaviors, and pain points?
Why would they choose me over a competitor?
What are my primary costs in delivering this
solution?

How will the business generate revenue—and is
it sustainable?

What is the smallest version of my product | can
launch to validate demand (MVP)?
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4. FINAL CHECKLIST FOR A CLEAR UPV & KEY BENEFITS

Is the UVP clear, concise, and specific?

Does it highlight what makes the business unique?
Does it address customer pain points?

Are the key benefits tangible and compelling?

Does the business model canvas align with the UVP?

Conclusion

A well-crafted UVP and clearly defined key benefits are essential for any
business’s success. They help aspiring entrepreneurs differentiate their
business, attract customers, and create a roadmap for growth.

By applying this in practice, youth entrepreneurs will be able to visualize and
develop their business ideas strategically, ensuring a greater chance of
success.
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MARKETING CHANNELS

This segment of the business canvas presents different marketing
channels and the importance of reaching out to potential customers in

an effective way.
The main question a business should ask in this segment is:

How to reach our customers?

———  THE BUSINESS MODEL CANVAS mse—

Problem Solution Unllque MARKETING Btest
values CHANNELS customer
p . Persona
Existing Key benefits
alternatives

Costs Income
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1. EFFECTIVE COMMUNICATION IN MARKETING

Communication between companies and customers involves an exchange
of information, and effective communication can build strong
relationships with customers and is crucial for the company's success
(Wordscr, 2025). On the other hand, poor communication can lead to
misunderstandings (Wordscr, 2025; Sociap 2024). Mirceti¢, Radosavac,
Dervida (2020) argue that the sender of a message must be able to listen
to the recipient to ensure that the recipient has received and understood
the message properly.

Therefore, as an entrepreneur, it is important to reflect on the message
you want to convey to the customer and, as far as possible, ensure that
the message reaches the customer as desired. The type of communication
that is most effective to use depends on each unique service or product
offered and who the potential customer is.

A marketing channel helps the entrepreneur to reach out with
communication about their product or service. With the help of
communication, the entrepreneur should present the value proposition -
what does the customer gain by choosing the specific service/product?
(Strategicmanagementinsight, 2025).

To clarify this value proposition, the unique values & key benefits part of
the business canvas model should have been worked on. Unique values &
key benefits make it easier for the entrepreneur to find clear arguments
for why the customer needs the specific product or service. These
arguments can be conveyed to potential customers via marketing
channels.
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2. QUESTIONS TO REFLECT ON

In order to select the most appropriate marketing channel(s) for a specific
business, here are some questions that can help you address this
important section:

e Isthe product or service intended to reach out to individuals or
companies in the business sector?

e Which customers do | want to reach? For example, is the product or
service aimed at younger or older people?

e Where are the potential customers located?

e Which channels do potential customers use?

e Which channel is the most cost-efficient?

e Where would potential customers look for information about the
product or service in question?
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The insights gained from answering these questions can guide the
selection of marketing channels that most effectively reach the intended
target audience.

A new entrepreneur may be tempted to use numerous marketing
channels in an effort to reach as many customers as possible. However,
the important thing is not the quantity of channels, but that the
channels used are well thought out to effectively reach the specific
target audience. (Foretagsforumet 2022; Forbes 2020).

In one of the stories from Best practices used in SkillsXcellerate project,
a local entrepreneur from Sweden gave a valuable insight into his use of
marketing channels:

“In the beginning, | focused on building a strong presence on social
media platforms like Facebook and Instagram, showcasing our unique
fusion dishes and engaging with our audience. | also collaborated with
local fFood bloggers and influencers to increase our visibility and attract
new customers.” (Hussein Chahrour, restaurant owner)
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3. MARKETING CHANNELS

There are several different marketing channels that an entrepreneur can
use. Global digitalization means there are significantly more of them today
than there were a few decades or even years ago.

Here are the main ones:

« Social networks

. Digital marketing

« PR (publicrelations)
« Physical advertising
« Useful content/blog
« Word of mouth

« Events

. Sales

These are all the channels through which we can inform our customers
about our business.

Social media

Social media allows you to reach a wide audience quickly and without
having to spend money. The marketing channel can be useful for reaching
new customers. It can also be used as part of the company's customer
service by, for example, answering customer questions. There are many
different platforms for social media and as an entrepreneur, you should
consider which of the platforms is most useful for reaching potential
customers (Foretagsforumet, 2022).

Different age groups and different types of customers use different
types of social media:

Facebook is mostly used by the 30+ age group,

Instagram by 10- to 30-year-olds,

the majority of TikTok users are under 18 years old and

LinkedIn is mostly used for B2B marketing. (POPRI, 2:13 - 2:23)
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Source of image:
https://thedailyguardian.com/wp-content/uploads/2024/01/SOCIAL-MEDIA.jpg

Social media can increase organic visibility, but it also offers the
option to pay For promoted posts. Paid advertising options are
offered by the platform to increase the reach of your content.

You can pay to boost your post to reach a larger or more targeted

audience (by choosing age, interest, location and so on). You can also

choose the duration of the promotion based on the budget you are

willing to spend.

SkillsXcellerate
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Digital Marketing

Digital marketing enables small businesses to compete in the global
market. One advantage of digital marketing is that it is possible to
reach a wide audience and sell your product or service online
(Businessbloggaren, 2023). Another advantage is that it is possible to
reach a specific target group through targeted marketing campaigns.
Social media is only one of the types of digital marketing.
Some others include:
e Search Engine Marketing (SME): Paid ads that appear in search
results
e Search Engine Optimisation (SEO): Optimisation of website
content to rank higher in search engines.
e Email marketing: If you have subscribers, you can send them
information and promotion through targeted messages.
e Sponsored Content: You can pay an influencer or content
creator to post about your product or service on their profiles.
e Ad Campaigns: You can create customised ads and set targeting.

PR (public relations)

Using PR can involve turning to the media to get the opportunity to
spread information via news broadcasts or in the newspaper. The
essence of using PR is to invest in a so-called earned space instead of a
purchased space that can be obtained through advertising (Svenskpr,
2025). With the help of the media, a large number of people can be
reached, and it does not necessarily cost much.

Physical advertising

Physical advertising is a popular marketing channel, especially used by
local businesses.

Billboards, leaflets and roadside advertising are examples of physical
advertising.
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Useful content/blog

This means value-added content that shows the customer how the
product can solve the customer's problem. This marketing channel
can be useful for reaching new customers. This is because the content
is often shared by users via social media. Today, useful content is often
used to make customers aware that the product exists.

Word of mouth

A friend who recommends to another friend can make a big
difference. A satisfied customer is more likely to recommend the
product or service to others. One way to get others to recommend the
product or service is to offer a discount to the person who
recommends the service to a friend.

Events

This marketing channel is best suited for more expensive products.
Events, like exhibition fairs, demand planning and a budget for
travelling. Events can be an effective way to create awareness of a
product and to reach a specific target group.

Sales

Sales, although a separate function from marketing, can also be
considered a marketing channel, because it is through sales that
customers are informed that our business exists.

Our store, physical or online or retail store, physical or online inform
customers of what our business offers.
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4. PRACTICAL EXAMPLE

COFFEE TRUCK

How to find suitable marketing channels for a coffee truck business:

SkillsXcellerate

Who are the customers? The majority of customers are students
studying in one of two nearby universities. Customers are also other
people on their way to work or going to the nearby park.

Private individuals or companies? Mostly private individuals
(students) but also companies could be potential customers as they
can hire a coffee truck for a specific event.

Which channels are suitable for reaching your target audience?
Social media (Instagram should be the main platform, considering
the age of students), physical advertising (brochures and flyers on
both universities and campus sites), word of mouth (coffee truck can
offer a discount for every new customer an old customer brings)

Where would potential customers look for information about the
product or service in question? Online, on-site locations.
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BEST CUSTOMER

In this part of the business canvas model, a company should determine
their ideal customer by describing this persona profile in detail to
ensure tailored solutions and marketing to the right audience.

——  THE BUSINESS MODEL CANVAS mss—

. BEST
Problem Solution Unique Marketin
X = CUSTOMER
values channels
sl Persona
alternatives Key benefits
Costs Income

SkillsXcellerate
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1. IDENTIFICATION OF CUSTOMER

A company should think about who has the problem (established in
module 1 of BC) and who would benefit the most from a solution that a
company offers. The company has to define who will be its buyers -
customers.

The best thing to do is start with a basic demographic description. Some
of the aspects of a customer that should be defined are:

e Gender,

e Age,

e Profession,

e Place of living,

e Occupation,

e Marital status, and so on.

The more information about the ideal customer company gains, the better.
Creating a detailed description of an ideal customer reduces the cost of
acquiring customers. A company with a clear vision of its customers will
know exactly who to target and won't lose money, resources and time on
misdirected marketing.

“Focusing on customers and being active and responsive are the
competitivekeys” (Murray, Scuotto, 2015, p»106):
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2. MARKET ANALYSES

By identifying a customer, a company can estimate how big its market is
by conducting market research. If the numbers are high, the business
focuses on the mass market. If the estimated number of potential
customers is too low, the business idea might not survive, or the solution
(the product or service) would be very expensive. This could still work if
customers are willing to pay for a solution. This means that you are
targeting a niche community. For example, if you want to have a coffee
shop that only sells Fairtrade coffee (putting labour standards and
sustainability Ffirst), this would mean a cup of coffee will be quite
expensive, but if you can find enough customers that find this aspect
important, you could still make it as a successful business. If a company is
targeting different groups of people, customers are segmented (slightly
different needs) or diversified (very different needs). (Athuraliya, 2022)

3. EARLY ADOPTERS

Once a company has a description of its ideal customer and knows a rough
estimate number of its customers represented in the market, a company
should find out who suffers most from the problem (established in
module 1) and would benefit most from the company's solution. Early
adopters should be defined as precisely as possible. A company should
look for early adopters within the group of people that meet the criteria
of an ideal customer.

Early adopters will be the company’s First customers; they will be the
company'’s test users who will give their insight about the product.
Having a group of early adopters means a company will be moving from
secondary research (analysing existing data) to primary research that
involves collecting data directly From the source. This type of research
will give the company more specific insight into its customers' needs. This
ideally should be people who are not close to you, with whom you have no
Family or friends connections.

Dynamic between early adopters and a company is beneficial for both
parties: early adopters will get solutions for their problems, whereas the
company will gain valuable Feedback from them about their product,
about what works and what still needs improvement.
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4. INTERVIEWS

After we know who company customers are a company can find a few
people that match the ideal customer profile and make an interview
with them to review some of the aspects of the solution. This is another
type of primary research.

It is important to make informed decisions that are based on data and not
on our assumptions. Making decisions based on assumptions rather than
real data can cost money, time and resources. An interview allows us to
test our assumptions. (POPRI, 2021)

If possible, you should find as diverse a group of people as possible (but
still within the ideal customer characteristics) to get different
perspectives and needs.

Questions prepared for them should be open-ended (as opposed to yes or
no questions), we should ask them about their problems and needs during
the interview.

5. PRACTICAL EXAMPLE
COFFEE TRUCK

If I make it myself, i drink
it black with sugar but if |
order it | like a nice
capuccino.

( What kind of coffee
do you usually drink?
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6. CUSTOMER vs. USER

When talking about customers it is worth mentioning that a company’s
ideal customers are not always the users of the company’s product. If
this is the case, the company needs to identify both groups; its customers
and its users and figure out how to meet the needs of both groups.

An example of a product where customers are not its users is baby food.
Parents or caregivers are the customers, while the actual users of the
product are babies. This means that a company needs to think about how
to meet the needs of both of these groups.

Healthy, safe, organic, reasonably priced is something customers (parents)
are looking for when buying baby food, but this won’t help if the final
users don't like the product. Users influence the customers' decisions, so a
company needs to make sure they like the final product. In the case of
baby food, this might mean that the food needs to taste good and be
healthy at the same time; it also helps if the product package is appealing
to babies.

e Users Customers

- Needs of both
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PERSONA

A customer persona is a fictional representation of an ideal customer. If
a company wants to develop their customer persona, they should ask
themselves this question:

Who are we solving the problem for?

——  THE BUSINESS MODEL CANVAS msss—

Problem Solution Unique Marketing Best
values channels customer
p . PERSONA
Existing Key benefits
alternatives

Costs Income
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1. HOW TO IDENTIFY A PERSONA

A company should try to be as detailed about the ideal customer persona
as possible by writing down his/her age, status, living situation, gender,
transportation he/she use, homeownership status, etc.

Persona should be based on market research, early adopters' feedback
and insights reached through interviews.

A company should try to think about the ideal persona outside of just
mere demographic data and include its:

e behaviourinsights, like media consumption, brand loyalty, buying
triggers, influencers, and

e psychographics, like interests, hobbies, values, cultural background
and so on.

To make it even more realistic, a company can even give a name to this
persona and refer to her/him in internal meetings and communications.
Knowing as much as one can about the ideal customer persona enables a
tailored approach, production and marketing-wise. As the company
evolves, they can optimise their persona.

The main point of creating a persona is to tailor marketing to this
persona'sneeds.

Age: 9,
Gender: g
Occupation:
Hobbies:
Status:
Education:

Living:
AP etc.
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Here is a small anecdote about Pavla, the best customer of Ferrero.

Ferrero Rocher, entrepreneur and founder of a well-known chocolate
brand company that bears his name, was known to always turn to one
person whenever he found himself at a business crossroads and couldn’t
decide what to do. This person's name was Paula. A journalist once asked
him, who is this Paula person that he trusts so much; is it, by any chance,
his wife? Ferrero answered the journalist that it was not his wife but
rather his ideal customer, a fictional character he and his team always turn
to when developing a new product.

2. PRACTICAL EXAMPLE
COFFEE TRUCK

Here is a practical example of a coffee truck persona:

Sofia is a 22 year old student of
economics. She likes to dance, read and
hang out with her friends. She is living
in a student dorm, working part-time as
a dance instructor and although she
has a scholarship, she still struggles
with expenses. She is always on a
search for discounts, deals and
coupons, brand names don't matter
4 much to her — savings do. She likes to
watch dancers on TikTok, follows a few
lifestyle Instagram influencers and
listens to a few podcasts.

- ¢J On a sunny day, she likes to study on a
blanket in a park, otherwise you can
often find her in a campus library.
Sofia is smart, creative, and always
looking for ways to balance her budget
without sacrificing the things she
enjoys.
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What can a company gather from the above description of a persona?
Sofia would benefit from a coffee truck positioned near the city park
where she often studies and near the university that she attends. Passing
a coffee truck on her way to the library, to lectures or to the park would
be a great convenience for her. Another important information from
Sofia's description is that the coffee truck owner can assume Sofia is
always on the search for affordable options for her budget. Therefore, a
coffee truck can offer some discounts for regular clients and a special
student discount. Because she is active on social media, she follows
trends — the owner of a coffee truck can benefit from that by offering
coffees that are trending on Instagram, maybe as a special offer of the
month. Sofia is also very active (as a dance instructor) and would maybe
want to sometimes try some other, more healthy beverages like protein
smoothies, so this is something worth considering adding to the offer.
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COSTS

At the beginning of a company’s path, in its initial phase, costs are usually
higher than revenue, because the company spends more than it earns,
leading to negative growth. This is perfectly normal for this phase and
should be anticipated. The expected period for this negative trend is the

first one or two years.

——  THE BUSINESS MODEL CANVAS ms—
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1. SOURCES OF FINANCING

A company can help itself in the first couple of years by seeking revenue
outside the sales. Here are some other sources of financing that can also
be called initial capital investments:

1.) Investors: An investor invests money into a company’s idea for a
financial return (it could be in the form of a stake in the company).

2.) Tenders: If a company meets the conditions of the tenders, it can
apply. There are different types of tenders a company can apply to:
international, state, regional or municipal.

Example from Best practices: Karmen, owner of a vintage shop
applied for an EU tender at the beginning of her entrepreneurial
journey and the financial support she received helped her with
initial financial costs.

3.) Savings: A person can invest his/her own capital at the beginning if
that is an option.

How much money a company needs depends on its solution; do we need
employees, do we need to rent a place, are there machines involved in
the making of the products and so on? These are called the company’s
expenses and we will look into them on the next pages.
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https://skillsxcellerate.com/onewebmedia/Success%20story%20Karmen.pdf

2. PRACTICAL EXAMPLE
COFFEE TRUCK

Useful tip:

use Google to search if somebody posted/wrote his/her own experience
on how he/she started the same or a similar business you are thinking of
starting. This is a great way to get an insight and maybe useful tips and
tricks. Just keep in mind that everything might not apply to your case
(different costs, like rents, taxes, permits), but for sure, one can find
something helpful.

There is a blog post about starting a coffee truck, and this is what it said
about costs that we can use for our example of a coffee truck:

»Remember, as owner, you might be working for free while this
investment is being paid off, so ask yourself how long you're prepared to
work for free. I invested £40,000 of personal savings to build Dear Coco
[name of the coffee truck] and paid it off in 5 months, operating 3 days a
week. | didn't pay myself a cent during this period.« (Duckworth, 2021)

We can see that the owner of the coffee truck business invested his own
money-at-the beginning to cover all expenses. This also:gives us an idea-of
how much time we need to work before we start making a profit if we
were to start a coffee truck business. But again, this is a particular
situation we can use as a guideline, an example and not as something that
is written in stone and will be the same for us.

Here is another useful tip in relation to how many sales a coffee truck
should do in a day to make a profit.

»|'d suggest that a single-barista coffee truck needs to sell 100+ cups per
day on a weekday, and 150+ cups on a weekend to be viable, plus other
retail sales. « (Duckworth, 2021)
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3. EXPENSES

Expenses are all the money that flows out of the company. A company
generates expenses through the use of assets and the purchase of
materials.

When thinking about expenses, a company can help get an idea of the
expenses they will have by asking this question:

Where will a company need investments?

Here is a list of some of the most common expenses:

32 © ::: 'T i] ’:C\Qa
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Production Machines Rent + Utilities Accounting
material (water,
electricity)

Website -0—0-
(web hosting
online store)

Logistics External experts

Marketing
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coffee

Salary of Your own
employees salary

It is important to know the difference between gross earnings and net
pay that comes after the deduction. (POPRI, 2021)
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INCOME

So far, the company has a solution to the problem (the product or service),
a clear idea of its customers, and knows its advantages before the
competition. Now it is time to ask a core question:

How will the company make money?

——  THE BUSINESS MODEL CANVAS msss—

Problem Solution Unique Marketing Best
values channels customer
. L. . Persona
Existing Key benefits
alternatives
COSTS INCOME

SkillsXcellerate

59

Co-funded by
the European Union



1. SALES MODELS

“A business without revenue is not a business, it's a hobby.” (POPRI, 2021,
1:25) Therefore, a company needs to establish how and for how much
money it will sell the product/service.

To answer the first question — how —a company should look into which
SALES MODELS, a business overall approach to selling will it use, and
which is the most suitable for its type of product.

The most common ones are:
Fixed prices

This is the most basic sales model, where a company sells a product or a
service at a fixed price.

An example of a product with a fixed price: one scope of ice cream is 2
EUR.

An example of a service with a fixed price: 15 minutes on a trampoline in
an amusement park is 5 EUR.

Hourly rate

In this sales model, the price depends on the amount of work. A company
sets an hourly rate that is multiplied with hours worked.

An example: a tailor’s hourly rate is 20 EUR, the tailor worked 3 hours on
one piece of clothing, which means that the total price for the tailor’s
work is 60 EUR.

60
Co-funded by
the European Union

SkillsXcellerate



Subscription/ advertising revenue

This sales model does not use fixed prices or hourly rates, but one of the

following possibilities:

e Subscription payment (example: Netflix)

e One-time purchase (example: online language course)
e Purchase of individual parts of applications

e Virtual currency (mostly used in mobile games)

e In-app ads within the otherwise free app.
As one can see, these are mostly suitable for digital products.

Lastly, a company is not restricted to using only one model, it can use a
combination of different models for its business operation. (POPRI, 2021)

2. PRACTICAL EXAMPLE
COFFEE TRUCK

Fixed price of the product: different kinds of coffee. For instance,
espresso is 1,20 EUR, coffee with almond milk is 2 EUR, cappuccino is 1,80
EUR and so on.

Hourly rate: offering workshops on how to make different coffee drinks,
or hire a truck for events to serve fresh coffee on site.

Advertising revenue: the truck can serve as an advertisement place for
other companies; maybe a particular coffee brand or other businesses —
they do not have to be directly related to coffee (For instance, a summer
music festival).

As we can see, a coffee truck company can use at least three different
types of sales models; the main one would be fixed prices because the
main product is offering coffee beverages, but for additional revenue, a
coffee truck can organise workshops and use the truck to advertise other
companies.
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3. HOW TO SET THE PRICE

After the sales model of the company is established, the next step that
awaits the company is SETTING THE PRICE and establishing how much
money the product or service should sell for. It might sound easy, but it
often is easier said than done. Here are 4 steps that can ease the process:

1.) Estimate how much it costs to make the product. Once you have a
number, multiply that number by either 2 or 3 and the result should
be a final price that would be charged for the product.

2.) Look at how much similar companies charge for similar products.
This step helps understand how much customers are willing to pay
for the product.

3.) Conduct interviews with potential clients asking them how much
they would be willing to pay for the product.

4.) Have a test sale run of the product and see what the feedback is.

4. PRACTICAL EXAMPLE
COFFEE TRUCK

- ﬂ
Ly 4 1

0,20 EUR 0,15 EUR 0,05 EUR 0,25 EUR

0,65EUR*2=130 EUR

2) Other companies: coffee with milk and sugar is
between 1,20 to 2,50 EUR

3.) Conduct interviews.
4.) Sell run of the product + feedback.
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5. MVP or Minimum Viable Product

A minimum viable product, also known as an MVP or a prototype, is a
basic version of the product that helps explain the function of the final
product. The main purpose of MVP is to validate the product idea with as
little work, time and money.

MVP should help buyers understand:

e How will the product work and
e What value will it bring?

While planning on how to make an MVP, think about the product's key
Features that will show the value and usability of the product to potential
customers.

Once only the necessary features are included in the MVP, show the MVP to
potential customer to receive their feedback. Feedback from potential
customers is valuable because it lets the company know if it:

e Addresses customer needs,
¢ Itidentifies areas of improvement and
e Shows a way to develop in the future.

If the responses are not positive, a company should think about redesigning
their product and if, on the other hand, a company receives a positive review,
it can already start selling pre-orders.
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How to test MVP

Here are some examples of how a company can test an MVP without
actually physically making it:

e Asimple landing page: this simple webpage should include a brief
description or presentation of the company’s product, key messages
for potential customers and the company’s contacts.

A company should measure how many people visit the page and
acquire contacts.

An example of a free website to set up a landing page:
https://landingi.com/

e Draw the product or 3D presentation of the product.

e Make a 3D model of the product: a company can use some low-cost
material like cardboard, plastic or wood to make a model. This
allows customers to see what the product will look like. 3D printing
is another option for this type of MVP presentation.

With the right MVP, a company can find out what customers want before
offering them what they think they want based on predictions. The
company uses the responses it gets from the MVP to design the final
product. This way, a company avoids unnecessary costs of developing a
product that does not respond to customers’ needs and wishes.

When making an MVP, the most important thing is to only include the
necessary Features to show how the final product should look.
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Practical example of a coffee truck MVP

Solving the problem of students who are looking for nearby options to
have a coffee. They need coffee at affordable prices, and you offer that to
them; that is your solution.

The most basic solution for people’s needs, the minimum viable product, is
to offer them a simple coffee they can take with them.

With the Feedback from first customers, you can get to know their needs
and offer them the right product (different types of milk, teas, small bites,

etc.)

65
Co-funded by

the European Union

SkillsXcellerate



Conclusion

Youth workers play a vital role in guiding (disadvantaged) youth through
the different life-challenging journeys, and one of those journeys can also
be starting a business. The Business Model Canvas presented in this
document offers youth workers a practical and useful tool to guide
young people through the entrepreneurial journey.

By using Business Model Canvas, youth can learn to anticipate potential
obstacles, develop critical thinking skills, and approach failure as a valuable
opportunity for growth. This structured approach empowers youth to build
confidence and take initiative in starting a business. With the right support
and mindset, they are better equipped to turn ideas into impactful and
sustainable businesses, leading to financial independence and personal
growth.

This document provides readers with a closer look at each model that
represents an important step in the business canvas.

It offers:

e Key guiding questions for every section (for example, How does
your solution solve the problem in the Solution section).

e Clear step-by-step instructions (for example, How to develop a
clear and structured UPV).

e Practical activities to help develop the answer (For example, Six
Thinking Hats).

e Useful tips and suggestions (for example, to look for similar
examples of business described online)

e Practical examples of each section for a coffee truck business (an
appealing concept for young people that requires no specific
education or costly high-tech equipment, making it an accessible and
realistic starting point for aspiring entrepreneurs).

e Graphics that accompany the content.

The main purpose of this document is to provide an informative, clear, and
practical guide filled with real-life examples, aimed at empowering youth
workers to support and inspire young people, especially those from
disadvantaged backgrounds, on their journey towards starting a business.
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