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value proposition
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- collection on
physical product
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otential route

‘use the accumulated
resources to seek out
support/ partnership
with the big companies

-setting up community club
in to game creation/discussion
(free worker source) *evil smile

‘managing online content and send
them out for free to accumulate
influences on different platform

-hiring story writer
‘renting place around
university/ collage
-gather some hobbyist
-retailing easy to
access

cards/ games etc

seeking partnership
with small video game
creators on making
board game
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@ 90% Offline
10% Online
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55% Online

"In-person board games are fun because most people enjoy a
hands-on experience when playing a game."

"The experience of going out to a buddy's house and playing a
board game is always fun."”

"There weren't a method to play my games online, its a physical
card game after all and only can experience its full content
inperson.”

"Usually online games also give you new ways to play the game,
plus with the games strictly going against the rules there's no
version of cheating”

"It is more convenient for friends nowadays to gather online
since there are many easy to access platforms such as tabletop
simulator or boardgames websites."
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experience

socializing

convenience

low learning cost
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The Business Model Canvas

C‘?

Key Partners

« Potential Partners

game owners
local business store that
might share same customer
segments

wide range of game content
creaters/ companies
individual game brands
online companies seeking for
the player base

-game crafter lic

-(AEG) Board Games
-boardgamearena.com
-tabletopia.com

-the alley (bubble tea shop)
-yiwen's bubble tea shop

Key Activities

« advertizing through local
key partners to increase
playerbase and brand
reputation.
hosting game events
manage and updating
community content for a
healthy flow
collecting feedbacks from
the community
analyze customer
conversion rate on ads

Key Resources ‘ﬁ

* community

- experience on hosting/
managin game event

« brick and motar store

- boardgames

D

esigned for:  PEMI0Od boardgame
and serivces

Value Propositions —+

experiences on playing
board game with in a group
place to play

socializing

convenince (drop in games)
- (card/ game purchase)
low learning cost

(free drop in session)

easy to access space
(offering private room)
player feed back for
individual game maker

* community

passenger flow for being
with in a physical place
(for key partners )

brand reputation
channels

(for promotion on
keypartner's products or
individual game maker's
games)

Designed by:

Leo Zhang

Customer Relationships @@

» personal service
» sel-serivce
« community

Channels

()

brick and motar store
local business partnership
advertisement
community spread

online platform

- discord channel

- twitter/facebook etc

Liate:

Customer Segments

mass market

board game players
first timer

individual game maker

Version:

2

Cost Structure

birck and motar store, furnitures, interior deco

boradgames/ cards/ retailing
advertisment fees

content/ community /event manager salaries

¢

Revenue Streams

+ cards/ boardgame retailling revenue

* private room booking fees
« key partners advertisment fees

(taking cuts for every customer conversion)
* vip memeber fees
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‘renting place around
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How it works

Eric
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Leo, Bonnie, Yiwen, Zoe liked

Periord boardgame

Leo's advanture, now on
sale @ periord boardgame.
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Key Partners C‘?

+ Potential Partners
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Key Resources

« community
- experience on hosting/
managin game event

+ brick and motar store
« boardgames

Cost Structure

+ advertisment fees

Key Activities
« advertizing through local

key partners to increase
playerbase and brand
reputation.

hosting game events
manage and updating
community content for a
healthy flow

collecting feedbacks from
the community

analyze customer
conversion rate on ads

+ birck and motar store, furnitures, interior deco
+ boradgames/ cards/ retailing

+ content/ community /event manager salaries
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