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Combining parts to make a
newwhole

Judging the value of
imnformation or ideas

Breaking down information
into component parts

Applying the facts, rules, ™
concepts, and ideas -

Understanding what
the facts mean

Recognizing and
recalling facts
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A business model describes
how an organization
creates, delivers, and captures

value ]

A business model is really a set of
assumptions or hypotheses.
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The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.

= Functional

Self-
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belonging
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