
Current System 

 

 
Key Partners Key Activities Value Propositions Customer Relationships Customer Segment 

 LNEC 

 IMTT 
 

 

 Faster Validation 
 

 

 Faster transportation 

 Barrier-less system 

 Diversity of tickets 
 

 Automated 

 Personal 

 Regular 
Users 

 - Non-Buying 
Users 
 

Key Resources Channels 

 Machines 

 Controllers 

 Mobile App 

 Ticket Machine 

 Mobile App 

 Centre Shop 

Cost Structure Revenue Streams 

 Maintenance 

 Training 

 Stations 

 Call Centres 
 

 

 Tickets (Card & Cash) 

 

 



Cameras Idea 

 

BMC 

 
Key Partners Key Activities Value Propositions Customer Relationships Customer Segment 

 LNEC 

 IMTT 

 ‘Technology 
Company’ 
 

 

 Faster Validation 
 

 

 Faster transportation 

 Barrier-less system 
with counter 
validation system (by 
face detection/ticket 
detection) 

 Diversity of tickets 

 Bonus Points 

 Automated 

 Personal 

 Regular 
Users 

 - Non-Buying 
Users 
 

Key Resources Channels 

 Machines 

 Controllers 

 Mobile App 

 Ticket Machine 

 Mobile App 

 Centre Shop 

Cost Structure Revenue Streams 

 Maintenance 

 Training 

 Stations 

 Call Centres 

  IT system 
 

 

 Tickets (Card & Cash) 

 

VPC

Profile 

 

Service Value Map 

 

 

 

 

fit 

 

 Ticket buyers feel like 

they don’t need to buy 

a ticket 
 Buyers are “paying” for 

non-buyers 

 

Pain

s 

 Fast travel 

 No queues 

 Cheaper 

prices 

Gain

s 

    Jobs 

 Commute 

using the 

Metro  

 Easy for client 

to sell their 

product 

 Increase the 

quality of the 

client’s product 

 Reduce the 

need to 

invest in 

ticket 

controllers  
  

 
 Lower prices if 

more people buy 

 People will buy to 

not feel ashamed 

 

 Points for 

every ticket 

bought  

 Camera to 

identify 

presence of 

non-buyers 

Product  

& Service  

Gain 

Creators  

Pain 

Relievers 



 

App Idea 

 

BMC 

 

 
Key Partners Key Activities Value Propositions Customer Relationships Customer Segment 

 LNEC 

 IMTT 

 ‘Technology 
Company’ 
 

 

 Faster Validation 
 

 

 Faster transportation 

 Barrier-less system 

 Diversity of tickets 

 Bonus Points 

 Automated 

 Personal 

 Impersonal 

 Regular 
Users 

 - Non-Buying 
Users 
 

Key Resources Channels 

 Machines 

 Controllers 

 Mobile App 

 Ticket Machine 

 Mobile App 

 Centre Shop 

Cost Structure Revenue Streams 

 Maintenance 

 Training 

 Stations 

 Call Centres 

  IT system 
 

 

 Tickets (Card & Cash) 

 

 

 

VPC 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Profile 

 

Service Value Map 

 

 

 

 

fit 

 

 Ticket buyers feel like 

they don’t need to buy 

a ticket 
 Buyers are “paying” for 

non-buyers 

 

Pain

s 

 Fast travel 

 No queues 

 Cheaper 

prices 

Gain

s 

    Jobs 

 Commute 

using the 

Metro  

 Easy for client 

to sell their 

product 

 Increase the 

quality of the 

client’s product 

 Reduce the 

need to invest 

in ticket 
controllers  

 

 

 Ticket-holders can 

identify non-

buyers through 

the App 

 Lower prices if 

more people buy 

 People will buy to 

not feel ashamed 

  

 Points for 

every ticket 

bought  

 App to buy 

ticket before 

getting the 

station 

Product  

& Service  

Gain 

Creators  

Pain 

Relievers 


