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The business model canvas is vital for conducting business analysis as it helps the organization transform and improves advanced means of doing business in the dynamic business world. Notably, the management will comprehend value proposition, customer relations, business channel and cost structures for the product line. Significantly, the metaphor will be resourceful in enhancing effective communication amongst both the client and the personnel within the firm. According to Bolman & Deal 2011, efficient utilization of the four frame model equips the business a better understanding of issues regarding diagnosis and approaches to change and development within the organization. The frame features assumptions whose importance to the organization is highlighted by the ease in which management can lucidly organize information. With this, the clues can be deciphered therefore providing a comprehensive idea on the existing issues. 

The business model is a reflection on how a firm creates, delivers and captures value. Notably, unbundling business model divides the business into distinct entities to enhance focus and avoidance of conflicts (Osterwalder & Pigneur, 2013). Based on the business model canvas, the business entities will comprise of customer relationship management and infrastructure management. The client relationship management entity rests on the premise that customer comes first (Osterwalder & Pigneur, 2013). The increasingly competitive business environment heightens the need to provide tailored services to the clients and enhance good working relations with the staff. Additionally, this is depicted by the need to focus on specific customer segments such as small families and lone tourist travelers. Infrastructure management entity relies on cost mentality to ensure efficient management of the cost structure and service provision at affordable prices (Osterwalder & Pigneur, 2013). The model is based on the idea of customers comes first implying that its attainability is dictated by cost mentality whereby the staff costs should be addressed adequately and enhance the provision of supplies, equipment, and utilities that are deemed as necessities. Primarily, this is influenced by today’s environment as clients are interested in accessing best services and affordable rates. Therefore, this entails the inclusion of discounts, free snack bar and breakfast, and free guides to the local places as additional elements to intensify customer attraction and retention.  

The open business model is an additional pattern depicted by the canvas. This is highlighted by the need to collaborate with other external parties such as the local restaurants and the airport transportation services (Osterwalder & Pigneur, 2013). The services from the external partners are the source of clients that forms part of customer management. Exploitation of this relationship is key to organizational success. Significantly, a “connect and develop” strategy can be deployed for use to enhance efficient utilization of the relationship. 

Bolman and Deal 2011 reframed organizations by identifying different means in which people view the world including human resources, political, structural, and symbolic perspectives. Significantly, the frames are accompanied by metaphors, values, and concepts that provide a platform for organizing raw experience. The structural and human resource frame best depicts the organization as it emphasizes on specialized roles and creation of a formal relationship. Policies, responsibilities, and procedures are central concepts of the structural frame (metaphor, factory) which define the required undertakings within the organization to enhance effective customer relationships. With this, the staff is assigned specific roles and responsibilities to ensure that the needs of the clients are well catered for. This implies that individual commitment is not essential for success. Additionally, the central concepts of the human resource frame are needs, skills, and relationships, all of which are critical to organizational success. The human resource frame creates a family metaphor which is a source of motivation to the employees thus enhancing the ethic of care and sense of love that heightens both customer attraction and retention. Thus, the effectiveness of the unbundling and open business models are enhanced.   From this, product differentiation strategy is the organizational approach, as it seeks to provide services that vary from that of the competitors (Dickson & Ginter, 2011). Specifically, enhancing productive relationships amongst the staff and the clients ensures that their needs are adequately addressed.
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