THE BUSINESS MODEL CANVAS
In this canvas we sum up the main points of the structure of our service: who is our customer segment, which are the costs and where the revenues come from.
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Key partnerships can be defined as
Acquisition of particular resources. Since we
don’t own all the resources we rely on those
that chefs and partners can give to us.

Key activities are related to the online
platform, to the network between
stakeholders, and the product delivered:
-Our platform is continually developed,
mantained and updated.
-Once we have built up the network with
Chefs and partners, it has to be inproved.
-The production and assembly of the boxes.

We help our customer to get to know and try
typical dishes, ingredients and habits of the
traditional
local culture.
We make this feasible thanks to a cooking and
tasting experience that allows the customer to
learn traditional recipes cooking at his home
just like a real chef.

The customer relationship that we estabilish
is a self-service one in the first part of the
service, in which the customer uses the online
platform. In the second part we can say that
the customer relationship is more a personal
assistance thanks to the exclusive experience
with the chef at his own home.

The selected customer community belongs to
a niche market: we refer to defined customer
by customizing solutions on specific target.

KEY
RESOURCES
We need physical, intellectual and human
resources:
-Physical as the place that we need for the
storage
of the materials we use (boxes, goods).
-Human as the chefs that allow us to make our
service feasible.
-Intellectual for the partners that provide us
the
material to put in the boxes, and the
mantainence
of the system.
COST STRUCTURE
Our service will have some Fixed Costs which are the ones for advertising, software development and mainteinance.
They also come from the box providers, the partners, staff employee, the chefs, the storage places and the direction
office.We will have also some variable costs, such as the ones for the MenùBox, that depends on the offer choosen by
the user.

CHANNELS
Both direct and indirect channels are used to
reach our customer segment. In the first part
of awareness we reach our customer through
advertising and online platform. In the
purchasing the customer will use the online
platform. Furthermore during the delivery
step, our channels are the chef and the service
staff. At last, during the aftersales the channel
we use is the online one.

TARGET:
- Italians
- Between 35 and 50 years old
- Informed and educated person, trend
follower
- In China for a limited amount of time
- Quite used to travel for long periods and
very often
- Enthusiastic willingness to discover and
learn, thus interested in discovering cultural
aspects of the new city
- Willing to spend some money in specific
activities if they give a deep experience of
understanding of the new city

REVENUE STREAMS
Asset Sale: we sell ownership rights to a physical product and experience.

