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Definition of Business Model
Canvas for Cosmeceuticals




Core Components Overview

Value Proposition Specific to Customer Segments and
Cosmeceuticals Target Market

Defines unique benefits addressing skin dentifies specific demographics and

health, efficacy, and innovation that psychographics most likely to purchase

: : : cosmeceutical products.
differentiate cosmeceutical products.



Strategic Importance

Enhancing Competitive Advantage

Focuses on leveraging product uniqueness
and market insights to outperform

competitors.

Streamlining Product Development

Emphasizes efficient processes to reduce
time- to- market while maintaining high

quality.




Key Partners and Resources

Suppliers and R&D
Collaborations

Highlights strategic partnerships

essential for ingredient sourcing Intellectual Property and
and innovative product Regulatory Compliance
formulation. Covers protection of proprietary

formulas and adherence to
industry regulations to mitigate

risks.



Channels and Customer Relationships

Distribution Networks and Sales Channels

Details multiple pathways to market, including online,

retail, and professional channels.

Customer Engagement and Retention
Strategies

Explores methods to build loyalty, including

personalized marketing and post- sale support.



Value Proposition




Definition and Purpose

. ces Importance in Business
What is a Value Proposition? P

Strategy
A clear statement that Essential for aligning
explains how a product business goals with
or service solves customer expectations
customers’ problems or and gaining

improves their situation. competitive advantage.



Key Components

Customer Needs and Pain Points

Identifying specific challenges and desires that the product or
service aims to address for target customers.

Unique Benefits and Differentiators

Highlighting distinct advantages that set the offering apart
fromm competitors in the marketplace.




Developing an Effective Value Proposition

1 Research and Market Analysis

Conducting thorough market studies and competitor

reviews to understand customer demands and industry

trends.

92 Clear and Concise Messaging

Crafting straightforward, impactful statements that

resonate and are easily understood by the target

audience.



Communicating the Value Proposition

Measuring Impact and Feedback

Implementing metrics and
gathering customer feedback to
assess the effectiveness and

refine the value proposition.

Channels and Formats

Utilizing appropriate platforms
such as websites, presentations,
and marketing materials to

effectively convey the value.



Customer Segments, Channels,
and Customer Relationships




Customer Segments

Defining Target Segmenting by
Markets Needs and Behavior
Identify and profile specific groups of Categorize customers based on their
customers to tailor marketing and unique preferences, purchase patterns,
service strategies effectively. and interaction history for personalized

engagement.



D Channels 1

Selecting Effective Integrating Online
Communication L Wl and Offline
Platforms Channels

Combine digital and
physical platforms to
deliver a cohesive and
unified customer
interaction experience.

Choose channels that
align with customer
preferences and
business goals to
maximize outreach and
engagement.




Customer Relationships

Managing Customer Experience Building Trust and Loyalty

Design and optimize touchpoints Develop consistent, reliable
to ensure a seamless, positive interactions that foster long- term
journey across all customer customer confidence and repeat

interactions. business.



Key Resources, Key Activities,
and Key Partners




T Key Resources

Qo

Types of Key Resources Importance in Value Creation

Physical, intellectual, Essential assets that

human, and financial enable the company to
assets critical to deliver value propositions

delivering products or and sustain competitive
services. advantage.




Key Activities

Categories of Key
Activities

Core operational tasks
including production, problem-
solving, and platform

management that drive

business success.

Impact on Business
Efficiency

Streamlining key activities

directly enhances productivity,

cost control, and service quality.




™ Key Partners

Types of
Strategic
Partnerships

Collaborations
including suppliers,
alliances, and joint
ventures that extend
capabilities and
market reach.

Role in Business
Growth

Partnerships support
scaling, risk reduction,
and access to new
resources or
customer segments.



Revenue Streams, Cost Structure,
and Business Model Example




Revenhue Streams

Types of Revenue Streams

Identify and classify diverse revenue sources, including
product sales, subscription fees, licensing, and advertising

income.

Revenue Generation Strategies

Explore various methods to increase income, such as

pricing models, upselling, cross- selling, and expanding

Mmarket reach.



Cost Structure

Fixed and Variable Costs

Differentiate between consistent fixed
expenses and fluctuating variable
costs impacting overall business
profitability.

Cost Optimization Techniques

Implement strategies to reduce
expenses through process efficiency,
supplier negotiation, and technology
integration.



j BUSINESS MODEL CANVAS: SMOOTH-E CREAM

A Framework for Value Creation

Partners

é@ CONTRACT Manufacturers

=2
INGREDIENT SUPPLIERS
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m Manufacturing & Quality Control
Digital & Traditional Marketing
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SKINCARE FORMULATIONS (R&D)
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BUSINESS MODEL CANVAS: TAHN CHAO KHUN INHALER (HERBAL NASAL INHALER)

Key
Partners

S5=4

Thai Herb Suppliers

Contract
Manufacturers

Distribution Partners
Pharmacies,
onvenience Stores,

Onlios, Online

Platforms)

Marketing Agencies

Key Value
Activities z&: Propositions ﬁé/
« Herbal Sourcing & e Refreshing &

Quality Control

e Inhaler Production & -

Packaging

* Marketing & Brand

Promotion

e Sales & Distribution

Tourism Boards

Management

e Customer Feedback
Collection

Key

Resources <

e Proprietary Herbal

Formula

= Production Facilities
e Distribution Network

= Brand Reputation
(Tahn Chao Khun)

e Skilled Workforce

Invigorating Scent

Natural Herbal
Ingredients (Menthol,
Camphor,
Eucalyptus, Borneol)

Relief from Dizziness,
Nasal Congestion &
Faintness

Long-lasting Aroma

Portable & Easy to
Use

Trusted Traditional
Thai Remedy

Distinctive Brand

M
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Customer

RelationshipsQ

e Automated Services
(e-commerce)

e Personal Assistance
(customer support)

e Online Community
(social media
engagement)

e Feedback Loops for

Product Improvement

Channels

e Pharmacies &
Drugstores (e.g.,
Boots, Watsons)

e Convenience Stores
(e.g.. 7-Eleven)

e Online Marketplaces
(Lazada, Shopee)

= Brand Website
e Souvenir Shops

=3

Customer

Segments £]3_

e Stressed Office
Workers

e People prone to
dizziness/motion
sickness/motion
sickness

e Students needing
focus

= Tourists seeking
Thai souvenirs

e Users of traditional
medicine

Cost Structure
Raw Materials (Herbs & Essential Oils)

Manufacturing Costs
Packaging & Branding

Marketing & Advertising

Staff Salaries

Revenue Streams
= Product Sales (Individual Inhalers and Multipacks)
« B2B Sales to Retailers
= Export Sales (to selected countries)
= E-commerce Sales
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