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Creating Healthy Habits From The Start
With ISDIN

BUSINESS MODEL CANVAS
Based on Social Business Models, as ISDIN Sun 
Loop, balances commercial return with public 

�Õ�²�‡�ó�E�Õ�j�£�²�þ�²�Ú�E�j�‡�þ�«�j�7�	�¤�Û�‡�ó�j�e�‡�ó�M�²��

KEY PARTNERS

Public institutions
for Sun Station’s placement
     Schools
     Municipalities

Health departments
for Sun Station’s placement

Dermatologists & pediatric experts 
for educational content validation

�U�þ�Û�M�²�þ�¤�²�/�7�j�%�j�,�‡�/�²�þ�E�Û�þ�Í�j�£�ó�	�Í�Í�²�/�7
for awareness and credibility

�½�²�¤�Õ�%�«�Û�7�,�ó�‡�l�j�,�/�	�e�Û�«�²�/�7
for booth screens and interactivity

Retailers & pharmacies
for Family Shield distribution

Logistics partners
for Sun Station’s maintenance
�Â�j�«�Û�7�,�²�þ�7�²�/�j�/�²�Ú�ó�ó�7�d

KEY ACTIVITIES

Design, production & distribution of family 
dispensers

Setup and maintenance of sunscreen 
booths

Educational campaign development 
�-�Í�‡�ü�Û�Ú�¤�‡�E�Û�	�þ���j�7�Û�Í�þ�‡�Í�²�.

Cross-channel marketing (digital + physi-
�¤�‡�ó�.

Data collection & impact monitoring (habit 
�Ì�	�/�ü�‡�E�Û�	�þ�j�ü�²�E�/�Û�¤�7�.

�§�²�Ú�ó�ó�j�ó�	�Í�Û�7�E�Û�¤�7�j�Â�j�¤�M�7�E�	�ü�²�/�j�7�M�,�,�	�/�E�d

KEY RESOURCES

ISDIN R&D and manufacturing teams

Design and digital experience teams

Data & impact analysts

Educational content developers

Retail and logistics networks

�F�Û�þ�‡�þ�¤�Û�‡�ó�j�¤�‡�,�Û�E�‡�ó�j�Ì�	�/�j�,�/�	�«�M�¤�E�j�7�¤�‡�ó�Û�þ�Í�d

COST STRUCTURE

.1. Product development (R&D, design, 
�ü�‡�þ�M�Ì�‡�¤�E�M�/�Û�þ�Í�.
2. Booth construction and tech
implementation
3. Staff & maintenance for booths

�Â���j�t�‡�/�ï�²�E�Û�þ�Í�j�‡�þ�«�j�Û�þ�Û�M�²�þ�¤�²�/�j�Ì�²�²�7
5. Educational materials and digital content
6. Distribution and logistics
7. �%�‡�E�‡�j�7�l�7�E�²�ü�7�j�Ì�	�/�j�ü�²�‡�7�M�/�Û�þ�Í�j�£�²�Õ�‡�e�Û�	�/�j�¤�Õ�‡�þ�Í�²�d

�Ü���j�Ä�-�j�¤�§�•�¤�•�¯�U�½�U�•�v�j�%�j�U�ü�,�‡�¤�E�j�Ì�	�/�j
���²�þ�²�Ú�¤�Û�‡�/�Û�²�7

Kids: Fun, engaging education and tools to 
form healthy habits early

Families: Shared routines that create 
bonding and protection

Public: Increased awareness of skin health 
and protection behaviors

Society: �j�	�þ�Í�9�E�²�/�ü�j�,�M�£�ó�Û�¤�j�Õ�²�‡�ó�E�Õ�j�£�²�þ�²�Ú�E�7�j
and reduced burden from sun-related skin 
conditions

�Ü���j�Ä�-�j�¤�§�•�¤�•�¯�U�½�U�•�v�j�Ì�	�/�j���M�7�E�	�ü�²�/�7

Family pack: Long-term cost savings, ease 
of use, sustainable packaging

Public booth: Free access to sun protec-
tion; engaging for kids and easy for parents

�Ü���j�Ä�-�j�¤�§�•�¤�•�¯�½�U�U�•�v�j�Ì�	�/�j�F�M�þ�«�Û�þ�Í�j
Stakeholders

CSR alignment: measurable health impact 
and brand positivity + Data collection for 
�Ì�M�E�M�/�²�j�Õ�²�‡�ó�E�Õ�j�‡�þ�«�j�¤�ó�Û�ü�‡�E�²�j�7�E�/�‡�E�²�Í�l�d

Marketing value from high-visibility public 
placements

�§�-���j�½�U�•�v�¯�O�U�¤�%���O���v�v�-�j�¯�j
�Ì�	�/�j���²�þ�²�Ú�¤�Û�‡�/�Û�²�7

Booths in schools, parks, 
beaches

Interactive experiences & 
educational touchpoints

Take-home items (stickers, 
�¦�§�j�¤�	�«�²�7�.

�§�-���j�½�U�•�v�¯�O�U�¤�%���O���v�v�-�j�¯�j
�Ì�	�/�j���M�7�E�	�ü�²�/�7

ISDIN website, pharmacy 
displays, wellness stores
�§�²�Ú�ó�ó�j�,�/�	�Í�/�‡�ü�7�j�‹�j�‡�,�,�j
reminders
Social content from real 
�Ì�‡�ü�Û�ó�Û�²�7�j�‡�þ�«�j�Û�þ�Û�M�²�þ�¤�²�/�7

REALTIONSHIP
with Stakeholders

Regular reporting on 
health/behavioral outcomes
Co-branding opportunities 
with municipalities or NGOs
Inclusion in public health 
�¤�‡�ü�,�‡�Û�Í�þ�7�d

BENEFICIARY 
SEGMENT

Children aged 7–12 and 
their families

Schools, public health 
institutions, and 
community centers

CUSTOMER SEGMENT

Health-conscious 
parents
Institutional buyers (for 
example, schools, public 
pools or public parks

FUNDING
STAKEHOLDER 
SEGMENT

ISDIN
Local governments, 
NGOs, or health grants
Corporate partners 
interested in aligned 
�-�¯�G�%���¯�§�j�Í�	�‡�ó�7�d

IMPACT INTENDED

Increase in sunscreen usage frequency among children; Normalization of sun care in 
daily routines; Reduction in long-term skin damage rates; Empowerment of children 
through responsibility

REVENUE STREAMS

�¿���j�F�‡�ü�Û�ó�l�j�«�Û�7�,�²�þ�7�²�/�j�7�‡�ó�²�7�j�‡�þ�«�j�/�²�Ú�ó�ó�7
2. Licensing partnerships with schools or cities
�Á���j���/�‡�þ�«�j�7�,�	�þ�7�	�/�7�Õ�Û�,�7�j�-�²���Í�����j�7�M�ü�ü�²�/�j�¤�‡�ü�,�‡�Û�Í�þ�7�.
4. Increased customer loyalty = downstream sales of 
�	�E�Õ�²�/�j�U�¯�%�U�v�j�,�/�	�«�M�¤�E�7�d

SURPLUS

1. Reinvested into improving booth design, 
new locations, educational campaigns
2. Expansion into new countries or age groups
�Á���j�¤�	�E�²�þ�E�Û�‡�ó�j�Ì�M�E�M�/�²�j�,�/�	�«�M�¤�E�j�«�Û�e�²�/�7�Û�Ú�¤�‡�E�Û�	�þ�j�-�²���Í���j
�f�Û�þ�E�²�/�j�7�ï�Û�þ�j�¤�‡�/�²�.

IMPACT METRICS

�Ä�7�‡�Í�²�j�Ì�/�²�.�M�²�þ�¤�l�j�	�Ì�j�£�	�	�E�Õ�7���j�¯�‡�ó�²�7�j�	�Ì�j�Ì�‡�ü�Û�ó�l�j�«�Û�7�,�²�þ�7�²�/�7�j�Â�j�/�²�Ú�ó�ó�7�j�‹�j�¯�M�/�e�²�l�7�j�	�þ�j�7�M�þ�j�,�/�	�E�²�¤�E�Û�	�þ�j�£�²�Õ�‡�e�Û�	�/�j�£�²�Ì�	�/�²�%�‡�Ì-
ter use; Social media engagement & peer-to-peer diffusion; School/parent reports on habit consistency


