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Why coming up with a new version? 
The Business Model Canvas was introduced in 2008 by Alexander Osterwalder, to help showing how an 

entrepreneurial initiative would create value and how this value would be monetized. 
 
However, the wealth of products and solutions, the visibility and availability that digital technologies allow, as well as 

the relative reactivity of certain economic ecosystems compared to others, leads to an update of this tool in order to 
take into account the intrinsic temporality of the project, and the agility of competitors determined to neutralize other 
market players. 

 
No matter how good you may think your solution is, and how much you believe in filling up the gap between TAM and 

SAM, chances are that you'll have to take the seat of other players on the market, or join them in; we call it 
"neutralizing" your competition either by elimination ("displacing") or by a partnership ("joint venture"). 

 

 
 

 
While Al Ries and Jack Trout suggested, in their "Marketing 

Warfare" book, military operations inspired marketing 
activities, the whole enterprise strategy actually follows that 
same process. 

 
If benevolence and mutual respect remain within the company, outside, the 

world of business and entrepreneurship is not as welcoming, and your 
competitors are the ones expecting you. 

 
BMC3.0 helps grasp the notion of your project evolving within a "Theater of 

Operation", offering tremendous opportunities while being a real war machine 
producing competitors who have one goal towards you: take your seat or avoid 
you taking theirs. 

 
Digital territories now allow reaching out to geographic ones, including yours, while allowing you reaching out to 

theirs. 
 
But don't get it wrong here: there's a lot of fun and a great deal of motivation in BMC3.0: just like sports, your 

competitors are not enemies, but adversaries who may even become your best buddies down the road. 
BMC3.0's model helps pulling upward and forward through creativity and innovation of a holistic approach, and, most 

of all, with BMC3.0, there no such thing as a failure, but a deferred success and market shares to win over. 
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A word about innovation 
The basics of innovation are to be found in its definition and purpose: 

 

 
 
If you believe that you'll do business without innovating, well, you haven't got the entrepreneurial spirit yet. 
And if you still think of innovating all by yourself, without worrying about your competitors' innovation, then they will 

have no issue neutralizing you and your associates by elimination. 
 
Entrepreneurship is all about engaging in a continuous improvement process (CIP), where incremental and disruptive 

innovation stages articulate throughout the development of the project.  BMC3.0 facilitates this process based on 
anticipating and observing the competition's reactions in the field.  You may trigger these reactions strategic 
"appearances" during your innovation cycle, controlling the visibility that you give on the targeted market and showing 
only what you want to be seen. 

 

 
 
These "appearances" make potential customers take an interest in you well before your deployment, but also lead 

your competitors to reveal themselves so as not to risk delaying the engagement of their potential customers and thus 
losing market share.  You will then know which ones to neutralize. 
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You may conduct your "appearances" in different ways: 
- By social medias' articles or posts related to the solution you are considering: you can then observe the profile of 

those who read them, as well as their geographic location, and determine which of your competitors you will hinder 
when deploying your solution. 

- Using online storage ("cloud"); whatever they may say, whatever you put in it will, one day or another, be observed 
by others, and for a good reason: it was meant to be. Some of the most influential online storage providers use this 
technique to identify high-potential startups for acquisition. 

- By participating in exhibitions or trade fairs. 

 

From BMC1.0/2.0 to BMC 3.0 
The initial Business Model Canvas (1.0) suggests a strategy built around targeted customers' satisfaction, and 

encompasses 9 cells, briefly described below: 
 

 
 
Several versions 2.0 of the Business Model Canvas appeared in 2015, suggesting rearranging the cells' filling order that 

criticism pointed out at the release of 1.0; unfortunately, BMC2.0 still doesn't respond to the transformation taking 
place. 

 
While versions 1.0 and 2.0 of BMC focus on customer's satisfaction, version 3.0 is inspired by reality of business, 

strongly influenced by Anglo-Saxon spirit and methods throughout the world. 
Your solution is indeed awaited for in the field, by your competitors and in order to neutralize it.  BMC3.0 aims at 

helping you get ready for it. 
Business Model Canvas 3.0 builds on 30 years of experience in developing 

innovative solutions, notably in California, for 15 years in Silicon Valley and 5 years in 
California Innovation Hubs (iHubs). 

 
 

BMC3.0 relies on the definition of entrepreneurial initiative types based on their competitiveness: 
 

 
The entrepreneurial initiative by expansion, related to acquiring market share by reaching out to adjacent markets, is 

greatly facilitated by the digital territories within which elements interact (see "About digital territories"). 

https://www.business.ca.gov/Programs/Innovation-and-Entrepreneurship/IHubs
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Business Model Canvas 3.0 
Business Model Canvas 3.0 (BMC3.0) builds on two opportunity's principles: 
 

1- There is no such thing as "a problem to be solved in a frame", but "an opportunity for a solution to be deployed 
in an environment".   

 
 
2- This environment where the solution is to be deployed ("Theater of Operations"), evolves as time goes by, and 

your project needs to participate to this evolution as it unfolds; the opportunity is here for you influence the 
market in your favor. 

 

 
With BMC3.0, your Arsenal has two goals: 
1- Neutralize your competitors, that are your target, 
2- Influence the Theater of Operations to hinder its ability to produce competitors. 
 
BMC3.0 addresses the need for stronger entrepreneurial and innovation ecosystems throughout the world, with a 

matrix and keys, upon a strategy of market share conquest by neutralizing the competition: 
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BMC 3.0's matrix and keys 
BMC3.0 is built on an 11 cells matrix: 
 

 
 

 
1) Opportunity and Existing solutions 

That's a key notion for your project, and the one that will keep you going no matter what. 
While few people will run towards a "problem", an "opportunity", on the other hand, has already attracted a lot of 

players on the market, and will keep doing so after you showed up; just picture that instead of opening up on a brick 
wall, the door opens up on a road leading to an horizon: others than you will flock there, and you must adopt that same 
attitude, in order to attract the people you need, and discard the others. 

 

 
 
While conducting your market research and as you identify and dissect the existing solutions, ask yourself: "what will 

they look like when my solution arrives on the market?". 
 
By the time you're done developing your solution, chances are that you will face the next and improved versions of 

your competitors'. 
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That may be illustrated this way: 
 

 
 
In that diagram: 
- Your competitors will let you see only what they want you to see during your market research ("G1 generation"). 

You'd be ill advised to think that you'd see without being seen, because one of the marketing manager's task is 
precisely to detect and identify who's interested in their solution.  That'll be your first "appearance" on the 
market, as your competitors expect you to study their solution in order to try and do better, and they already 
detected that you downloaded their documentation.  Bear in mind that they're already acquired to the mindset of 
neutralizing the competitor that you may become. 

- Your solution shows up on the market ("deployment") while generation G2 is already in cycle.  If you designed 
around G1, you're already late. 

- Your solution faces your competitors' generation G1+2 (= G3) in the theater of operation.  If you designed around 
G1, you're way behind the curve and your sales will have a hard time taking off, provided that it even happens.  
It'll be very difficult for you to attract further investments for the next rounds. 

 
One of BMC3.0's key is to identify the cycle time of the type of solution that you're going after, and your estimated 

development time increased by 20%; as a matter of fact, you may not be better than others at developing your solution, 
and there is a high probability that you won't meet your investors' deadline.  In the diagram above, you'll need to 
provide a better solution than your competitors' G1+2 (=G3) generation. 

 
 

Competitive Mapping 
Your market study leads you to draw your competitors' map (competitive mapping), based on the criteria and 

attribute that you established, and that relate to your target market as well as the perception of users and customers: 
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BMC3.0 emphasizes the temporality of competitive mapping, and the changes that you are likely to induce as you 
become more and more visible on the market, making competitive mapping a variable geometry instrument: 

 

 
 
 

 
2) Generic solution and Market solution(s) 

OK, so you're off to a good start: you're able to foresee your target market's future and have an idea of what your 
competitors' solutions might look like at the time you show up there.  However, it doesn't mean that you'll do any 
better than them, because all this is only rule of thumb and gut feeling. 

You must already anticipate a "pivot" (management and/or business strategy adjustment), and one of the keys of 
BMC3.0 to do so is the two-stage solution: 

 

 
 
- Stage (1): Competencies and expertise.  It's your project's beating heart that you'll protect like a jewel, and which 

allows you to develop your generic solutions: these are technologies, processes, or know-how on which you can 
rely, and for which you will have established key performance indicators (KPI) in order to ensure the highest level of 
skills and expertise. 
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- Stage (2): Appearance and Deployment.  That's what you'll goad your competitors with.  Here too, you'll have 
established KPIs, but these will aim at guiding you in the choice of your possible pivot axis between targeted 
solutions (that you dream of in your Business Plan), deployed solutions (that you will actually deliver), and adjacent 
solutions (that will allow you to diversify, in particular using an Industrial Accelerator - see "10) Deployment, 
growth and EXIT strategy"). 

 

 
3) Theater of Operations 

That's the "environment" in which your solution is to be deployed, and one of the essential concepts of BMC3.0: each 
one of the theater of operations' elements has its own competition, which it is for you to neutralize: 

- Your Testers and Users have the choice between your solution and those of others with regards to feature set and 
ease of integration within their own project. 

- Your Customers (paying) must strike a balance between budget and added value and have the choice between your 
solution and that of others. 

- Your Investors are looking for the best investments and have the choice between your project, that of others than 
you, and investments in financial products (stock market, insurance). 

- Your Partners seek to develop themselves by relying on the added value of a solution complementary to their offer. 
They too have the choice between your solution and that of others than you. 

- Whatever the job market's tension, your staff is an essential resource for your project, and they too will, one day or 
another, have the choice to work with you or with others than you.  All your coaching talent will be necessary for your 
project's smooth running, and you will need to know what you inspire, of fear or of respect: inspiring respect will get 
you out of trouble in bad times, while inspiring fear will seal your project's coffin. 

- Governing bodies designate the public structures governing the economic and social environment of the regional 
area in which your company is operating; these structures, financed by taxes from all, have a double role: 1) help break 
the barriers that hinder the development of your business, and 2) ensure the cohesion of the geographic territory in 
order to balance the resources made available to the population (schools, infrastructure, grants, etc.). 

- The Digital Territory is the digital environment in which you will either deploy an entirely digital solution or promote 
and give visibility to a solution built on tangible goods.  It's one of the essential concepts which drives the world 
economy today, by the shortening of the distances, by the visibility which it gives on the planet (see also "6) Promotion 
and Distribution channels"), and by the dynamic transformations of the market that it allows. 

 

About digital territories: 
Communication technologies have overturned the notion of territory by revealing digital territories associated with 

traditional geographic ones, making together virtual territories. 
A territory is characterized by its elements, as well as by its components and vectors of influence; while the latter two 

are common to the geographic territory's elements, they are, on the other hand, compatible and complementary 
between the elements of the digital territory and of the virtual territory. 

One of the characteristics of digital territories lies in their ability to facilitate bridging activity sectors; this is an 
advantage for the competitive entrepreneurial initiative by expansion in that it makes it easier to reach opportunities 
for adjacent solutions (see "Solution mesh"), but also an additional vulnerability for your project with regards to 
competitors from adjacent markets. 
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What's in it for your project: the compatible and complementary nature of the digital territory's elements facilitates 

the use of vectors of influence by your competitors, always with the aim of neutralizing you within your own 
geographical territory. 

The most spectacular example is that of the so called "GAFAMAT": 
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4) Competitive advantage and Barrier to entry 

In BMC3.0, your competitive advantage shapes as a polyhedron which faces must 
address two aspects: 1) what's of interest for each element of the theater of your 
operations, and 2) what's the nuisance that your competitors perceive of your 
solution and that they will have to try to neutralize. 

 
During your market research, you must try to identify, for each element of the 

theater of your operations, which competitors you will hinder, and what nuisance 
you will cause to each of them.  This is where they'll try to neutralize your solution 
and this is where you'll have to protect it. 

 
 
 

A competitive advantage, once expressed, can reveal being a double-edged sword. 
A key to BMC3.0 is here to determine whether the competitive advantage, that you present to each of the elements 

of the theater of your operations, leads you to be exposed to elimination (by vulnerability), or to offer the opportunity 
for a cooperation with a competitor who will become a partner (by added value). 

- Testers and Users: your competitors can either eliminate you with better documented feature set and ease of 
integration, or approach you to develop together a solution with higher added value in order to acquire a larger market 
share. 

- Customers (paying): your competitors will inevitably argue over the cost of ownership, in order to eliminate you 
from the catalog of solutions available at a reasonable cost. 

- Investors: your competitors can be the most diversified in terms of industry sector, and you'll need to figure out 
their selection criteria.  A private investor will favor the return on financial investment, while a public investor will be 
sensitive to the preservation of the geopolitical and social environment, and to a party line to toe in the run-up to 
elections. The border between the private and the public is often blurred, as private investments have also an influence 
on the local and regional trade and social balance.  All this, your competitors are already interested in in order to 
neutralize you. 

- Partners: your competitors also have every interest in being chosen in order to increase their strength and to hinder 
your access to the market. 

- Staff: your competitors will target the best of your staff members for their business of your neutralization. These 
bests are not necessarily those that you have identified, and certain talents, put to sleep by a poor management, can 
prove to be dreadful weapons in the hands of your competitors.  While the fear that your management team inspires 
will keep these talents dormant within your organization, only to be captured and awakened by your competitors, 
respect and support will help them to emerge and flourish within your organization, all for your project's performance. 

- Governing Bodies: your competitors are the other companies which, like you, seek the help and attention of local 
authorities, and some, for example, may have an interest in you not settling in their geographic area in order to not to 
risk reducing their share of the pie, nor to monopolize local resources (infrastructure, water, electricity, movement of 
customers, subsidies, etc…). 

- Digital Territory: your competitors can either be direct ones to the solution that you offer, or resources users 
(storage, bandwidth) who might be unhappy to see you grab a part of it to their detriment. 

 
With BMC3.0, the barrier to entry is two-fold: 1) the barrier which you must cross over to enter the market, and 2) the 

barrier that you will erect within your market influence strategy, and that must hinder your competitors. 
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5) High level concept and Value proposition 

The too famous "elevator pitch" is where you'll reveal your project's high level concept, and that's the most perilous 
exercise: in just a few minutes, you need to identify the areas of interest of your audience and tell them what difference 
your solution makes with regards to others'.  You won't be selling anything there, but rather try to get an appointment 
where you'll go into details of your value proposition.  The best way to be in tune with the areas of interest of your 
"elevator audience" is to take control of the event, and make it happen where and when you see best fit. 

 
Once you get that appointment, the time will come for your story telling. 
Too often still, the exercises and jury of story telling are only the theater of a litany of "look how my project is 

beautiful", without any knowledge of its audience or its areas of interest. 
 

 
 
Your story telling should tell the value proposition that each member of your audience expects. 
It's a three-levels and five pillars structure: 
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- Your story telling will start with your generic response to what you have identified as an opportunity for a solution 
to deploy in an environment that you have also identified.  Such opportunities come in many shapes and forms: it 
can be an environmental problem to be solved (pollution is at the news' forefront), or fixing of a solution already 
deployed by others, or a need that your local governing bodies have expressed in a call for projects, etc ...  Your 
"elevator speech" is only a shortened version of your generic response tinted by areas of interest for your "elevator 
audience". 

- Then come the five pillars of value proposition towards those of the audience that you have identified beforehand. 
The BMC3.0 key here is to prepare the value propositions for each pillar in advance, which will allow you to react 
quickly ("fast on your feet") in case you do not have access in advance to the list of auditors and their profile. 

- At the top of the assembly are the requests that you will make; in any case, without exception, remember that you 
came to ask for something, either for your own project or for the organization that hosts your presentation. 

- Finally, another key to BMC3.0 is the watermark of your story telling: your talents as a presenter ("showmanship"), 
as well as the way you have taken ownership of your project, tell a lot about your leadership ability, and your 
audience wants to assess it; don't be shy, yet don't be arrogant, especially when you explain how you intend to 
neutralize your competitors. 

 

 
6) Promotion and Distribution channels 

While your promotion channels allow for visibility of what you have chosen to show, they are also an essential 
instrument for adjusting your business strategy.  You need to choose promotion channels that allow you to access the 
profile of those who are interested in your "appearances", and to their geographic location. 

 
Keep in mind that digital technologies and distribution platforms, physical and digital, mean that distances are no 

longer measured in miles or kilometers, but in time by volume of data: 
 

 
 
Your distribution channels follow the same principle of visibility and strategic instrument, but at a much higher cost 

and for a higher risk. 
Here too, you need to figure out who is buying and where.  Distribution platforms are the same when it comes to 

digital distance within distribution channels, and your South America's competitor might deliver faster than you in your 
own country. 

 
In both cases, promotion and distribution, you are subject to competition and your competitors will try to block your 

way.  For example, competitors may raise the bids on search engines in order to have you spend reckless sums of 
money there instead of on innovation for your solution. 
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7) Cost structure 

BMC3.0 brings nothing new in terms of cost structure: numerous books on the subject are available and it'll be easy 
for you today to find the one that fits your needs. 

On the model of free newspapers, digital technologies help multiplying the solutions by which the user is not the 
payer but is the revenue vector; free applications are intended to give visibility to advertisers, who pay for this service. 
Again, the concept of digital distance leads to multiplying competitors whose local cost structure might put them at an 
advantage over yours. 

Simply put, a business strategy cannot be solely built around reducing costs, and a holistic vision of the business is 
essential.  More than the costs themselves, their evolution is that you need to monitor.  The commonly accepted rule is 
an annual reduction of 10 to 15% in costs and selling prices, until bottom saturation, where you will introduce a new 
version which innovation justifies a higher cost and selling price, and so on from one version to another. 

 
 

 
 

 
8) Revenue streams 

Nothing new either in terms of revenue stream in BMC3.0: you may find what suits your projects in the wealth of 
books available on the subject. 

Beware, however, of revenue streams that cost more than they earn; your KPIs should allow you to identify them. 
More than the amounts themselves, the evolution of your revenue is what you need to monitor, as well as the size of 

the market and the share that you have; a 5% revenue growth in a 10% market growth is a sign that you are losing 
ground to your competitors. 

 

 
9) Market influence strategy (innovation) 

This is the first big BMC3.0 addition versus BMC1.0 / 2.0. 
Don't underestimate your ability to influence the market, or to bridge one industry sector to another; no one is 

immune to a flash of genius, and the new generations of entrepreneurs need to let their creativity run free (more than 
their elders) when it comes to new ways of doing things. Also keep in mind that your competitors have already adopted 
this state of mind, in order to neutralize you. 
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Your market influence strategy is especially tied to the approach that you will have adopted when putting together 
your Business Plan.  Remember to look up and forward, beyond your industry sector, in order to favor the perspectives 
of the future, the strategy of neutralizing competition, and the opportunities to move the lines in your favor by building 
bridges between industry sectors. 

 

 
 
The structure and content of your Business Plan are thus enhanced to make more room for your strategy of 

conquering the market and neutralizing competition: 
 

 
 
Besides, your market influence strategy is also linked to your design's starting point and the constraints that you will 

have imposed on yourself.  The connected and autonomous electric car is a good example: while Renault (France) 
imposed itself to preserve investments in the production tool by starting from the Clio to develop the Zoe, Tesla (USA) 
and Byton (China) have chosen to reset everything and start from the connected tablet: 
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Renault's Zoe thus remains within the automotive sector, while Tesla and Byton built a bridge between the connected 
mobility sector and the automotive sector. 

Remember also that your solution does not develop in a vacuum, but within an environment that evolves according to 
the influences of elements of the theater of your operations, influences that your competitors are trying to impose, but 
also those that you try to impose to them. 

 

Design Thinking 
In BMC3.0, Design Thinking method also gives more space to your strategy of conquering the market and neutralizing 

competition: 
 

 
 
Your solution is also part of an assembly of other solutions (the "adjacent solutions" to yours), making a more 

elaborate one ("meshed solution") likely to go beyond your industry sector to reach others. 
The assembly with the solutions adjacent to yours will offer you the opportunities and pathway to influence the 

market in your favor and other weapons to neutralize your competitors: 
 

 
 



 

 West Coast Entrepreneurial Alliance initiative © 2014-2020 | Page 17 / 22 

 Business Model Canvas 3.0 

The connected and autonomous electric car example also illustrates the solution mesh, where the connected tablet 
makes for the starting point in the mobile IT sector, associating the automotive sector as the solution builds up. 

 
If you have properly studied your target market, you have anticipated and followed the improvements that your 

competitors will have made while developing your solution; you begin to have an idea of how they approach their 
solution's design and of their market conquest strategy; you can thus anticipate their actions intended to neutralize you, 
and develop those that you can undertake against them. 

 

 
10) Deployment, growth and EXIT strategy 

Just like your promotion and distribution channels, your deployment strategy must provide you with feedback. 
Among your KPIs, some must inform you on how the elements of the theater of your operations receive the solution 

that you are deploying, and if your response fits what they really need.  It is not uncommon for the need to evolve 
during the implementation of your solution in their environment, as reality sheds light on things. 

 
Regardless of degrowth followers, growth is essential to the development and survival of an economy, and even more 

so since the globalization of trade and digital distances facilitate access to markets. 
The reason is simple: without growth, remunerations at time T do not allow the purchasing power of produced goods. 

Growth makes it possible to offset, over time, the impact of remunerations and costs on the price of goods sold: 
 

 
 
Your competitors are aware of this; they are convinced of the need to grow their business and to hinder yours. 
 

Industrial Accelerator 
If you have properly structured your solution, you have the opportunity to implement an Industrial Accelerator, either 

to improve your targeted solutions, or to create adjacent ones. 
The Industrial Accelerator allows you to make your generic solutions available to entrepreneurs whom you will set 

free towards creativity and innovation, to imagine solutions that you would not have thought of.  The Industrial 
Accelerator is also a market conquest instrument within remote economic ecosystems, either regional, national, or even 
international: 
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EXIT (Merger & Acquisition) 
This business of yours, you thought of it, created it and 

made it grow, but one day or another, you'll have to move on 
to other pastures. 

Be aware that your competitors do not necessarily have 
the same sentimental ties to their business, and that many of 
them see only a money pump whose value must be 
increased to get the most out of it. 

 
BMC3.0 invites you to integrate EXIT into the company's strategy, recalling four essential points for more strength in 

negotiation: 
1- A business is not sold, it's bought: to get the most out of it, meet the conditions that will attract buyers, rather than 

going to look for them and beg for an acquisition. 
2- The higher your market share and the higher the trend, the more your company will trade at a high price. 
3- The potential buyer must enter the theater of your operations before even starting negotiating; to do this, you'll 

give visibility to your performance to potential buyers, without indicating your desire to sell. Some of the most 
influential online storage providers use this technique to identify high-potential startups for acquisition. 

4- Your EXIT will be stronger (and the valuation higher at the time of the acquisition) as you will have established 
innovation prospects suggesting a significant increase in valuation in the near future. 
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A word about EXIT 
Your business, like the others, is an essential gear for the economy's smooth running: in addition to jobs creation, its 

added value helps maintain the necessary level of growth, community wealth, as well as contributions to public services 
in the form of taxes, fees and other contributions. 

 
Big monolithic companies made way to a more agile model of fixed-term companies, which size varies according to its 

economic performance and economic environment. 
 
Businesses are also useful for the local and national economy as they help multiply entrepreneurial initiatives, like a 

planetary gear train regenerating its own gears. 
Trained and encouraged by participating in your entrepreneurial project, some members of your staff of today will 

become the entrepreneurs of tomorrow, and the EXIT of your project will entice them to create their own business, 
leading to more community wealth, jobs, and social resources. 

 
Integrating EXIT in your strategy will help further developing your local and regional economy. 
 

 
 

 
11) Key Performance Indicators and Pivot Markers 

Key Performance Indicators (KPIs) are a set of tools for measuring 
and presenting the performance of the organization according to 
criteria associated with a precise and measurable goal. 

This set of tools has two purpose: 
1- help decision-making in order to improve the functioning and 

performance of the organization. 
Nothing new here with BMC3.0, as numerous books on the 
subject will allow you to find what you need for your 
organization. 

2- anticipate and prepare a pivot. 
This is one of the novelties of BMC3.0, namely integrating the 
anticipation of a pivot in the business strategy and including 
pivot markers in the KPIs. 
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To the three operational KPI sections relating to BMC1.0/2.0, BMC3.0 introduces a fourth one related to the strategic 
performance of the company: 

 

 
 

A pivot, which designates an adjustment or change in business strategy aiming to 
explore a new approach concerning the solution and/or business model following 
feedback, is done around the highest KPI group. 

 
 
 
 

The choice will be made among the 4 axes of the KPI model: 
 

 
 

Designing as a two-stage solution (see "2) Generic solution and Market solution(s)" facilitates the 
implementation of KPI categories, as well as the choice for pivot. 
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Wrap-up 
Inspired by the mindset and methods of players who have demonstrated their ability to conquer markets, BMC3.0 

allows you for a more global approach to your project than BMC1.0 and BMC2.0, and provides you with the opportunity 
to better control its destiny. 

 
If digital and virtual territories make it easier for you to access distant geographic territories, the same applies to 

yours, and by mastering mindset and methods, you are in a much better shape to protect yourself from the 
competition. 

 
And to get you started, workshops are available to help you implement BMC3.0 for your project. 

 
 
 
 
Among the workshops, project pitches are 

organized locally in France, as well as through 
videoconferencing with remote entrepreneurial 
ecosystems under the Startup Huddle/Global 
Entrepreneurship Network umbrella, and with 
California Innovation Hubs (iHubs) under the 1 
Million Cups /Kauffman Foundation umbrella. 
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