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WANT QUICK ANSWERS?

\We have provided you with some fast tracks SO
you don't have to stand in line waiting for your
future. These fast tracks will guide you to the rel-
evant tools, <kills, or case studies. Learn from the

experience of others and apply it NOW-

| WANT TO DESIGN
A STRATEGY

| need a plan of action to take my team to
our desired future state.

STEPS: PAGES:

» Understand your current business model(s)
and understand your customers by observing
and asking questions

s> Develop a point of view by creating your
5 Bold Steps Vision® and transforming your vision
into a story and seeing if it resonates

s> |deate new business model options

> Prototype new value propositions

| WANT 10 DO
BUSINESS PLANNING

| want to Mmove beyond spreadsheets and
explore business planning with my team-

STEPS: PAGES:

» Map the current context you operate in
» Understar\d your current business model
» Understand your (future) customers

s Revisit your company’s vision

> Design future business model options
5> Propose ideas o prototype



| WANT A STRONG
& SHARABLE VISION

[ want to develop a North Star with my team
so we know where we are headed.

STEPS: PAGES:

> Develop your point of view and make a
Cover Story vision® with your team

> Validate your cover story in- and

outside your company

| WANT TO woRk
AS A STARTUP

g
Here's how Yyou can work lean and mean

when you want to bring your idea to market.
Learn from startups.

STEPS: PAGES:

> Prepare your point of view

» Understang: observe and ask
Questions (1)

» |deate your business mode| options

» Sketch a low- and hfgh~ﬁdeﬁty prototype

» Validate, validate, validate

» Tell stories during your journey

ANT TO CREATE A
IS‘\I'\\,IOT OF MY BUSINESS
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You won't win a soccer match with 11 strikers or a
football match with only quarterbacks. The same
holds for business. Whether you're trying to win in
sports or in business, it's crucial to employ players
with varying skills (and superpowers) — the team

needs to be multidisciplinary.




PREPARE >> INTRODUCTION >> PREPARE YOUR TEAM

A strategist or product Kickass visual facilitators to Lateral thinkers, mavericks An executive sponsor takes Ambassadors and fans to
manager who always has drive the project forward, and rebels, hackers, devel- responsibility when things increase engagement.
the North Star in mind. harnessing all of the energy. opers, and designers. get tough.



GET ENOUGH SPACE

Does the room have
the capacity to hold
your entire team com-
fortably while sitting
as well as moving
around?

APLACETO HUDDLE

There should be
places to huddle in
order to think through
and discuss new ideas.



FACILITATOR

(see next
page)

SHOPPING  L1ST

. ouT FATBOM
A — CHECK 0 : .
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Suke Youk WALLS DON'T
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SUKE 4 COFFEE MACHINE OF wDGE
s cLose Bt

MAKE

As you move along your design
journey, your war room (should) be
the heart of the progression.

ever possible, design a war room: a physical space in your
company where people can meet, work, and see the progress
visually. Alternatively, you can design temporary, popup spaces
that can be rolled into and out of rooms efficiently. You will see

the team start to work and think differently. [ |



Ity Management

SNPLAY Workshop STR

Low Amsterdam
09:00 - 12:30

Time:
/w Topic A
09:00 Setup and introduction S
15 min A
k
(

09:15 Team Exercise Strategic
; What is our long-term vision and ambi-

tion level? What impact does this have
on our business model? What are the
implications of our ambition level for

the business model?

11:15 Share your vision story!
Teams will present their visions to others

and get feedback

; 215 Wrap-up



’\/orkshop STRATE

GIC Visioni
s
loning for <Client>

de ReSPonsibility on <Date>

rator

Contact Detajls

op STRATEGIC Visioning for <Client> on <Dafé> - r

Who?

Activity
Short background — Why are we here? Workshop host
Agenda (drawing)
Roles and rules
Outcome of workshop

Loc
- AT crecgrs

ming  Explain exercise On screen by Strategy E

imbi- What is vision? (5 minutes) designer LOTS o W

have Explain strategic visioning map, 5 Bold Steps Al-L SPAce

the Vision® (10 minutes) E ABLe To T

for . TO0 Tye WAZ[P,E TeMPLATE s
Team exercise Supported by facilitate E
Divide into groups of 4-6 people SPAce T
Put sticky notes on vision, vision themes, 0 MALK “KOHND

and how this shows up (60 minutes)

-
[ pa
Ly AND rre SH 4R

Determine the 5 bold steps (15 min)
Capture R Strategydeslgner A E; - .
Collect flip charts and take pictures — mark cap- ACTIONS
tured flip charts. E ReFR ESHMeN
Plenary presentations Teams present E TS
0 others  Plenary presentations by teams (30 min) Strategy designer TABLES NO
|dentify top 3 makers & breakers (15 min) connects Bur T48 T AS CONFE,
Determine design criteria (15 min) E LE GKOMP& ReNCe
“Wra P-up A ———— Strategydesngne I BLE T »
Wrap-up of learning this morning. Next steps. eXCEK/éeé MUsIc PURNG

End the workshop.



TEAM CHARTER CANVAS 52)_ semen

BUSINESS

EXPECTATIONS TEAM VALUES

DRIVER
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TEAM GOALS
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A Connected Vision

SallyAnn Kelly joined as CEO of Aberlour Childcare Trust with a clear mandate: to embed a clear strategy.

As she sought to achieve real lasting change, it became clear to her she would have to engage the whole organization.

JUNE 2014:

SALLYANN KELIM TAKES POST
A4S CEO0 AND FINDS AN
OKGANIZATION IN_NEED OF
CLEAK DIKECTION.

——

JUL—AUG 2014:

SALLYANN TAKES AN
INTEKNAL SAFAKI THKOUGH
THE ORGANIZATION TO
CKEATE A POINT DF VigW.

—

DEC 2014:

5 BOLD STEPS VISIDN® AND
STRATEGY WOKK WITH ST
AND DIKECTOKS,

——

JAN" 2015

CONNECTS & BOLD STEPS
TO DRAFT STKATEGY AND
PRESENTS T0 THE BOAKD.

——

IAN—FER 2015:

CONSULTS WITH OVEK 300
STAFF (43% 0F oK) FOK
FEEDBACK, TO MAKE [T
MOKE PRACTICAL.

+

FER 2015

IMPLEMENTS KEVISIONS IN_ FINAL
DEAFT 0F THE STKATEGY T+

COKPOKATE BUSINESS PLAN FOK
Ygak 1 0F Z—MeAK STRATEGH.



WOULDN'T IT BE GKEAT T0
CKEATE A MINI STRATEGY
BOOKLET F0K EMPLOMEES?

——

MAKCH 2015
PRESENTS STEATEGY T0
THE BOAKD.

+

APRIL=JWY 2015

WOKKSHOP TD ENGAGE
STAFF/EMPLOMEES WITH THE
STEATEG (WHAT DDES T
MEAN FOK YpUZ WHAT ACTIONS

APEIL 2015:

CKEATES MINI VISUAL STEATEGH
BOOKLETS AND SENDS 4
PEESONAL COPY + THANK Yout
LETTEK IN THE POST T0 EACH
EMPLOYEE.

——

MR1—DEC 2015
IMPLEMENTS “EAK 1 0F
STEATEGY. NEW INTIATVES
LAUNCHED IN_SUPPOET DF
VISION” ELEMENTS,

——

JAN 2016

STEATEGY KeViEw DAY, BULD/
MEASUEE/LEREN LODP PUT IN
PLACE.



5 BOLD STEPS VISION® CANVAS

g

VISIOS STATEMENT
What is the future state of
your business? How are you
going to help your
custom

THEM®,
Ee

ANp

[ THEME

—

SUPPORTS

What are the supports
that strengthen you while
reaching your vision?

/

BOLD STEPS

Big steps towards your vision

CHALLENGES

What are the challenges
that hinder you while
reaching your vision?

« THE GROVE CONSULTANTS INTERNATIONAL
(4135 OH 5 DESIGNABETTERBUSINESS (OM

VISION

STRATEGY



CASE5 BOLD STEPS VISION® [NG BANK

£pS VISION® CANVAS .
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o
FAK
PEICES
SUPPORTS
T0 REDEFINE THEIR VISION, ING HAD  THE TEAMS PECIPEP TO CUT
WRITTEN A CORPORATE STRATEGY OUT THE HEAPERS OF THE
DOCUMENT. VALUABLE INFORMATION, IMPORTANT PAGES ANP USEP THEM
BUT HOW PO We TRANSLATE IT TO INITIALLY PLOT THE UISION
INTO AN ACTIONABLE VISION? THEMES ANP HOW THEY SHOW UP
NTS |NTERNATIONN-
©THE GROVE ct;t;?:‘m TTERBUSINESS 0!

THISVERSION BY D



DESIGN A POINT OF VIEW >> TOOL >> CASE >> 5 BOLD STEPS

),S BETTER
f BUSINESS

N

LOOK

THNGS

CHALLENGES

ING USED THE &
BOLD STEPS A4S
THE FOUNPATION
FOR WHAT THEM
COMMUNICATE TO
THER CLIENTS.




EXAMPLE VISION VISUALIZED

ALONG WITH THE FIRST PRAFT OF THE UISION,
VISUAL NOTES WERE TAKEN PURING THE MEETING.
THEY NOW HAVE A PROMINENT SPOT IN THE OFFICE
S0 EVERYONE CAN GET INSPIRED.






COVER STORY VISION® CANVAS 52). semen

BUSINESS

MARAZINE COVER BIG HEADLINES THE INTERVIEW THE BOTTOM LINE

#HASHTAGS

e

© THE GROVE CONSULTANTS INTERNATIONAL
THISVERSION BY DESIGNABETTERBUSINESS (0N
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DESIGN A

DESIGN CRITERIA CANVAS 52).. sermen

BUSINESS

MUST

SHOULD

(OuLD

WON'T

@@O@ @®@® | v0EsIGNABETTERBUS | ESs 01




5 BOLD STEPS VISION® CANVAS

DESIGNA
- BETTER
BUSINESS.

PLAN
AN[?MA&E P4k
PEICES

0\,6““ -

0

SHPLE
PROCESSES
|
SLP

BOLD STE2S

CHALLENGES

O THE GROVE CONSULTANTS INTERNATIONAL
THSVERSO1 Y DESIGNABETTERBUSINESS (01

CONTEXT CANVAS®

&

DEMOGRAPHICTRENDS RULES & REGULATIONS ECONOMY & ENVIRONMENT COMPETITION
o\“/\‘wi(
ZA/
TECHNOLOGY TRENDS CUSTOMER NEEDS UNCERTAINTIES
THEGROVE CONSUTANTS INTERUATOUAL
TR0 OESGMBETERBUSNSS (1

FaE
PRICES

oo

DESIGN CRITER!

FILTER OUT THe
PESIGN CRITERIA FROM
YOUR VISION.
WHAT DID 40Ul
LEAEN FKDHM YpUE
CUSTOMEKS?

©000®

WHAT CEITERIE COME
FEOM STEENGTHS AND
WEAKNESSES 0F oUK
CUKKENT BUSINESS
MODEL CANVASZ

TAKE THE &
MOST IMPORTANT
CRITERIA FROM THE
CONTEXT MAP.

U

A CANV AS

iy
\ B DESK-IABE\'“KB\IS\“ESS (M



BUSINESS MODEL CANVAS

KEY PARTNERS ‘KW AL VITIES ‘\’/’\UH’HJPOS\HOH CUSTOMER RELATIONSHIPS | CUSTOMFR SEGMENTS
KEY RESOURCES CHANNELS
RETTER PLAN
COST STRUCTURE REVENUE STRZARS.
oﬂb\‘;%
24
e ces
HOW POES @060 | ° @ strategyzer
THS
TRANSLATE:! VALUE PROPOSITION CANVAS
GAIN CREATORS
’A,qW
LA/\/(

Mg
DESIBGN CKITEKA WILL HELP IDUCTS & & JOB-TO-BE-DONE
STRUCTUKE BKANSTOKM SESSIONS AND PeooU m’s/
HELP DU MAKE EDUCATED DECISIONS IN
YoUK DALY J0B.

%\\AI(’\/?/ 65
2P
€0
PAIN RELIEVERS PAINS

STRATEGZER AG




STORYTELLINGCANVAS 4 ama’
d SUBJECT \—. GOAL AUDIENCE

BEFORE
(O OO0 |

1. SETTHE SCENE | 2. MAKE YOUR POINT 3. CONCLUSION AFTER N

A=Hy
i v

AN
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VAS
STORYTELLING CAN _

DESIGN A
>.S BETTER
5- BUSINESS

SUBJECT THE

3
TEANS—

. | ‘v

BEFORE

EXST

sAP

AFTER

‘ N 1 B
" ? | CANVAS 4S DESCKIBED
e i | ON PAGES 74-75. MAKE
: | SUKE M0U COVEK ALL
HMOKE 1 | ageas.
I e DE VN
SINESS <+ CAKS

@®0 ® | DESIGNABETTERBU:

BA s ToseTHEL
WITH VISUAL AKTIST
T0 PLOT THE
STICKY NOTES FKOM
THE CANVAS ON 4
(Bi6) PECE 0F
PAPEE. MAKE A FIEST
SKETCH: #KE ALL
THE BULDING
BLOCKS THEKE? 1S
[T THE KIGHT LODK
AND FEELZ



MOKE
CAES

EY £MuLZE THE SKETCH. IT WL BE 4
GKEAT CONVEKSATION PIECE T0 SUBSTANTIATE
ANDSHAKE MUK STOKY. AUDL 0PTED F0OK 1
BIG PICTUKE. 10U COULD ALSD BULD A SEKEES
OF MAGES, AN ANMATION, 0K & SLIDE DECK
USING THE CANVAS.

UFe

ke



HERO’S JOURNEY CANVAS

DESIGN A
>52 BETTER
5- BUSINEss

12 RETURN WITH ELIXIR

The hero brings back the
new knowledge for everyone
to use

T1. RESURRECTION
The hero realizes he survived
and has new knowledge

10.THE ROAD BACK
The hero deals with the conse-
quences of his ordea|

9. THE REWARD

The hero now receives g
means to repeat his Success
more easily

1. ORDINARY WORLD

Setting the scene

ORDINARY WORLD

The world as it really is

ASCENT DESCENT

SPECIALWORLD

The world as jt could be

8. ORDEAL, DEATH, & REBIRTH
The hero barely overcomes
the most difficult testand is

changed

2.CALLTO ADVENTURE
The hero becomes aware of the
need to change

3. REFUSAL OF THE CALL
The hero ignores the call,
because. .

4. MEETING THE MENTOR
Someone or something that
convinces the hero that
change is possible

5.CROSSTHE THRESHOLD
The hero takes action and
has

initial success

0. TESTS, ALLIES, ENEMIES

Progress becomes difficult, help
comes from unexpected sources

7.THE APPROACH

The hero starts to make headway,
comes to the edge of the dangerous
place where knowledge is hidden

©@®© ® | @ DESIGNABETTERBUSINESS
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DON‘T G0 EMPTY—HANPEP
BKING MATEKIALS T0 KECOKD, NOTE,
TAPE, AND SKETCH OUK FINDINGS.
THAT WAY YpU'LL KEMEMBEK EVEKY
SMALL DETAL MOKE EASIY. AND [T
MAKES [T EASIEE TD SHAKE THEM
WITH YpUE_TEAM.



CUSTOMER JOURNEY CANVAS .8. seren

BUSINESS

CUSTOMER NEEDS

KEY MOMENT

TOUCH POINTS

CUSTOMER SATISFACTION

®)
©
(©

@®®@ ® @ | bYDESIGNABETTERBUSINESS M




VALUE PRO\OSITION CANVAS

FlerLg
526 GAIN CREATORS GAINS HOUKS
LEAS
L ONTRACT
BIGGEL
HOBILE
BUDBET
SH
OFFeElNG =
PRODUCTS & St / JOB-TO-BE-DONE
0[,\16
P 5 AN
1 oM
SLoy)
N SE
PAIN RELIEVERS z\ C’V AINS
iy
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BUSINESS

CONTEXT CANVAS® .8.. BerEn

DEMOGRAPHICTRENDS RULES & REGINATIONS ECONOMY & ENVIRONMENT K‘ COMPETITION
TECHNOLCGY TRENDS CUSTOMER HEEDS ﬁ UNCERTAINTIES

2 THE GROVE CONSULTANTS INTERNATIONAL
[HIEVERS UM 5v DESIGNABETTERBUSINESS (OM



® 115
EXAMPLE CONTEXT CANVAS® BNP PARIBAS FOR

CONTEXT CANvAs®
!TMQGRAPHICTREND%

EAL” £

RULES & REGULATIONS
l'wsr © O

)J' DESIGNA
& s’
ECONO/\/]Y& ENWRONMENT

COMPETITION
Low

New
Mo .. LESS
| AGING . . O -
NEW
’CDNDHIES/
BECS SHAPOW
BANKING
. ND
S DEMANDS
UNDEK
SONUS 2
SelVICE

DATY
TVE g¢
PRo—acTiE

i L sglF
e e T w o
NTs ’
BLe O ®
AND
BITCON cLoUD v
DATA o
FNANe MoKe
CHANNE LS
EMOGRA CTRenws CUSTOMER NEEDS UNCERTAINTIES
GROVE CONSULTANTS INTERNATWNM.
SION By DESIGNABETTERBUSINESS(OM







VALUE PROPOSITION
What are your
products and
services? What is
the job you get
done for your
customer?

KEY PARTNERS

List the partners
that you can’t do
business without
(not suppliers).

KEY ACTIVITIES
What do you do
every day to run
your business
model?

KEY RESOURCES
List the people,
knowledge,
means, and
money you
need to run
your business.

COST STRUCTURE
List your top
costs by looking
at activities and
resources.

BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS
KEY RESOURCES CHANNELS
(OSTSTRUCTURE REVENUE STREAMS
o) @ @ @ ;‘ EEEIDE T (®) strategyzer

I Start by mapping out the business on a H Link up the building blocks: every

high level: only the most important, vital
aspects of the business model.

value proposition needs a customer
segment and a revenue stream!

Strategyzer.com

H Don't mix ideas for a future state
with what is going on right now, and
don’t mix different departments!

CUSTOMER SEGMENTS
List the top three
segments. Look
for the segments
that provide the
most revenue.

CUSTOMER
RELATIONSHIP
How does this
show up and
how do you
maintain the
relationship?

CHANNELS

How do you
communicate
with your
customer? How
do you deliver
the value propo-
sition?

REVENUE STREAMS
List your top
three revenue
streams. If you
do things for
free, add them
here too.



BUSINESS MODEL CANVAS DERMATOLOGY

KEY PARTNERS s ALUEPRCPOSTON | CUSTONER RELATIONSHIPS | CUSTOME™-SEGNENTS
TREAT— o .
Mgnt  OF DUGNDSIS ~
PORTFOLIO OF BUSINESS MODELS
At Maastricht University Medical Center,
we first mapped the different departments, ESEMCH pppr= [T
noting similarities and differences. NONE T}é:\:‘r
BUSINESS MODEL CANVAS ORTHOPEDIC M.
KEYPARINERS  TTREAT T [ VALUE PROPOSITION st
T iy BUSINESS MODEL CANVAS MOTHER AND CHILD
N | pHEREENR YRR g = IS VALUEPROPOSITION | CUSTOMERRELATIONSHIFS_ CUSTOMER SFGMANTS
ok NT
sl o oo ¥
S, HOTHERS
. EDUCATID
SURGES CHAN KESEMcH
ESOURCES CHANNELS
BeNsey
TEEAT= TeeT— ve Acr,: ws
MENT o
COST STRUCTURE S SREAMS HER TiONEE
COSTSTRUCTURE REVENUE STREANS
ar |
e TREAT—
= HENT

OOOO® | wonnsmnwmmm

v (U] Strategyzer

BUSINESS MODEL CANVAS
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER, SEGMENTS.
wene PATENTS
€ooH
Forets -
[ w— CHANNELS STUDENTS
ToNEE

COST STRUCTURE REVENUE STREAMS
Only then did we tackle the high-level
business model for the medical center

[} HoTHER ek = itself. If we had mixed them together,
DEEHA— the model would have been too

complex to be useful.

®® @ ® ©\5 ‘ (®) strategyzer

Stegoscom



S\ -
‘ ’ pENNG

REVENUEST

/m{m\ﬁ

. DESIGNEDBY STRATEGHERTE
0®®®9 !

THIS IS AN EXAMPLE OF THE TKADITIONAL TAXi
COMPANY BUSINESS MODEL. THE TAX MODEL

1S _LINEAK AND LACKS A CONNECTION WITH
(CURKENT) CUSTOMEK NEEDS.



CUSTOMER RELATIONSHI

AS AN EXAMPLE WE HAVE COMPOSED TWD BUSINESS MODELS!
ONg F0K & TKADITIONAL TAX COMPANY AND ONg FOK UBEK.
WITH THESE [T'S EASY TD COMPAKE BOTH MODELS AND
UNCOVEK THEK STKENGTHS AND WEAKNESSES.

BUSINESS MODEL CANVAS UBER

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS

% [Q
KEY RESOURCES CHANNELS
ENUESTREAN\S \{

1 e

NCOME
MM
DATA [0)

CHANNELS

UBEK'S BUSINESS MODEL
5 & MULTISIDED PLATFOKM,
CREATING VALUE B4 MATCHING
TWo DIFFEKENT CUSTOHMEK
SEGMENTS. DEVEES—FpE—
HIKE AND PEOPLE WHO NEED
T0 60 FEOM & TD B. UBEK'S
STEENGTHS AKE THE DATA
Iy THE PLATFOKM GENEKATES
T T i
COST STRUCTURF REVENUE STREAMS P st 1 e

OKDEKING A KIDE.

[¢]
(ugLOPErHENT

I (Y
@@ @ ® @ UEGE b STRATEGZER AG

(®) strategyzer

strategyzer.com



RANDOMIZE

Use a dictionary to blindly pick
random words. Once you have
10-20 words, try to make com-
binations. Those will lead to new
associations and new ideas.

ANALOGY

Look for an analogous situation.

How does your idea or problem
translate to a mobile phone?
Horse racing? Look at objects
around you for inspiration.

COMBINE

Take your idea and combine it
with another one that seems unre-
lated. Or, apply it to an object you
see on your desk, or a person, or
an activity. What does that look
like?

MAKE IT EXTREME

What is the most extreme version
of your idea you can come up
with? Can you blow it up? What
if everyone uses it? What is the
opposite of your idea?

“ANIMALIZE" IT

If your idea was an animal, what
would it be? What are its charac-
teristics? Would it bite? Would you
be able to domesticate it? What if
it were a car? Or a person?



INNOVATION MATRIX

- A | M:smlmnmmlsm(ssmM

SUBSTANTIAL

INCREMENTAL

)-S DESIGNA
BETTER
BUSINESS
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REVENUE



Add the different things you want to Try to put in the different customer You can add as many columns as you

come up with, e.g., a channel, value segments along the top. That way you want. However, for an effective result,
prop, and revenue model, for each can generate ideas for each segment we don't advise going over a total of
segment. Or ideate for variations of and accommodate their needs. 20 cells.

the same thing.

HOW MIGHT WE... BOOK ! 800K
INSPIRE PEOPLE TO LEAVE THE 1 z JATHOES -
OFFICE BEFORE MIDNIGHT?
r-——>—~>"~>"="="="=-=-=== =" |- - - - --------=- -~ r-=-- =
| | |
| | |
| | |
i | wob | |
| | UTOMABI— |
1 Sociu | | ‘ chLLY IDEA |
HEDI | o8 | |
| | |
| I 2LOCN I
| | NSE |
| | |
L - - - - - - - - e e e e D D - - - - - - =
| |
| |
| |
| | |
: LAPTpp :
TECH B I U
peuT I I
| |
| |
| |
_______________ -, - — - - - __ - - - - =
| |
| |
| |
- I I
Come up with a number of different Tip: To spice up the exercise, add an
ideas for each cell, and try to avoid extra “wildcard” row where your team
taking the easy way out by just making needs to come up with ideas that do

variations on a theme. not fit in any of the other categories.



EPICENTER: RESOURCE DRIVEN

All businesses contain key resources that are the fundamen-
tal elements of the engine under the hood. In Amazon's case,
this was its IT infrastructure. If you were to start over with just
your key resources intact, what could you do with them that
you're not doing now?

PATTERN: MULTISIDED PLATFORM

Multisided platforms are business models that serve two or
more customer segments, whereby one customer segment
usually uses the platform as the channel to exchange value
with the other customer segment. Google makes money
from advertisers via AdWords using a multisided platform.



you your #1 product or service?

you offered it [ERI=a?

you turned your [SrENc iRt

you or offline?

WHATIF... jou oforec » EYERETETEREERRY
you used a model?

you offered a model?

TRIGGER QUESTIONS your offering was or only?
Aim for 20-30 trigger ques-

tions, which will take 10-15 you could [EllnlikEieivicel costs? How?
minutes to ask

N

> > 500 IDEAS

J




CLUSTERING YOUR IDEAS PARKING LOT KEEP ITVISIBLE

You can use affinity mapping (i.e., put Perhaps you'll find some things that Keeping the wall of ideas visible makes

similar things together) to cluster like are not directly useful or related. A people come back to the ideas they

ideas. parking lot makes it easy to save those had. Check the wall one last time: what
for later. did you miss?

> T 35(WSTERS —— IO X

RECORD YOUR WORK
Take a picture to record your visual
wall.



INNOVATION MATRIX

& i,

SUBSTANTIAL

N

INCREMENTAL

A

REVENUE

&

b DESIGNABETTERBUSINESS (OM

efdeed

LOW-HANGING FRUIT

There could be low-hanging fruit

represent quick wins. When the
matrix is completely filled in,

in any one of the quadrants that you might even distribute these

to people who can take them
further. But the ideas on the top
make the biggest changes.



SELL TICKETS

SELL THE TICKETS F0K
WHATEVEE YpU WANT Tp SET UP
T0 SEE WHAT PEOPLE KESPOND
T0 THE MOST.

BULD A MINMAL PKOTOTHPE. SEE
[T 45 & VgRY KpUGH SKETCH OF
WHAT M0U HAD ENVISIONED.

RESPONSE

B1 CHANGING THE PITCH Yfout
CAN GET A GOOD PICTUKE
0F WHAT THE KEAL PEDMISE
SHOULD BE.

DIGITAL PROMISE

A LANDING PAGE WITH TWD BUTTONS
T0 CLICK ON CAN GNVE DU MUCH
MOKE INSIBGHT THAN ASKING PEOPLE
WHICH SEKVICE THEY LIKE BEST.

CONCIERGE. (1)

INSTEAD 0F SETTING UP COMPLICATED
LOGISTICS ¥k THE PROTOTYPE, YoU
CAN OKGANIZE 1T DIFFEKENTLY 84
DOING [T _YOUKSELF.



BAD_IID AR

POP—UAP STORE
PLANNING ON SELLING STUFFZ FpK
BOTH OFFLINE AND ONLINE. A POP—iiP
STOKE SETUP LETS YoU TEST MANY
INTERACTIONS, PEODUCT PLACEMENTS,
TONES OF VDICES. AND THE
SPONTANUDUS NATUKE MAKES [T EASY
FOK PEOPLE TO INTEKACT WITH.

L
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v .

CONCIERGE (2]

THE ADVANTAGE AGAIN 1S THAT Ypu
AKg ALSD THE ONE 0BSEKVING THE
KESPONSES, SEEING WHEKE THINGS GO
WEONG, WHAT WOKKS 0K 15 MISSING.

VDS A A

WiZARp OF 02

WHY BULD A WHOLE WOKLD IF AN
ILLUSION IS ENOUBGHZ FOK_ THE WIZAKD
AT LEAST [T DID THE TKICK. HE
FOOLED THEM ALL WITH SHMOKE AND
MIKKDKS.

THIS "“CON" CAN TAKE SEVEKAL
SHAPES. THE BASIC IDEA 1S THAT
FKOM THE QUTSIDE [T LOOKS THE
PAET. THE INNEK WORKINGS (0F A
SERVICE, A MACHINE, AN EVENT) AKE
HANDLED B4 Ypu 0K SOMEONE ELSE.

3p PRINTING

A 3D PEINTEK CAN BE A GKEAT
EEPLACEMENT F0E & WHOLE
PEODUCTION PEOCESS. ANOTHEK
ADVANTAGE 1S OU WILL HAVE T0
SIMPLIF1 YpUE PRODUCT. A GKEAT
MOMENT TD CHECK OUKSELF FOK
FeATUKE CKEEP.



TOHS AND

OTHEK FIBUKINES
#e GKEAT,
BECAUSE THEYKE
ACCESSIBLE, AND
THEY INVITE “ou
T0 BE CKEATIVE,
WOKKING WITH
WHAT YoU HAVE.

plce AN
INTEDDUCE A
KANDOM ELEMENT
IN"oUK TESTS,
MANG SUKE
YOUKE NOT QUST
FOLLOWNG A BIAS.

STOKY CURBES

LEGOS ARE GKEAT
TD BULD 4

FAST PKOTOTYPE
KEPKESENTATION
WITH. THE COOL
THING 18, U
WON'T WOKEY 7
[T _LOOKS COOL.

PLAMING OUE.
PRocESS STEP
B4 STEP USING
BASIC GAME
PIECES CAN HELP
YoUu IDENTIFY
PROBLEMS EAKLY
ON.

PROTOTYPING TOOLS

PAPEK, MAKKEKS,
AND FINE LINERS
#eg THE BASIC
TooLS Fok
SKETCHING. ON
THE NEXT PAGE
You CAN SEE
THEM IN ACTION.



MAKE & TANGIBLE
KEPKESENTATION
USING PLA1—DOH
0K CLM TD

EXPLOKE SHAPES.

STICK] NOTES
ANDCOLOKED
PAPEK, THE
MANSTAYS 0F
PROTOTYPING.

ANY 0BJECT

CAN KEPRESENT
ANYTHING

WHILE YoUKE
PEOTOTYPING IN
AN EAKLY STAGE.
LOOK AKOUND Yo/

PAPEK PEOTOTPES
MAKE 1T EASY

T0 ENGAGE THE
ENTKE TEAM
EVEN WHEN THEY
DON'T HAVE
DEVELOPEK SKILLS.

IF YoU DO HAVE
ACCESS TO
PEOPLE WITH
THE KIGHT
SKILLS, EVEN
PROTOTYPING
HAKDWAKE 1S
ACCESSIBLE
NOWADAYS,

T0 GET Youk
TEAH T0
PEOTOTPE, PICK
1 0K 2 MEDA
AND SET UP A
TABLE LIKE THIS
ONE, FILLED WITH
MATEKIALS.

OCULUS KIFT

AKDUND KIT

NFC CHIPS

IN_THE Ngak
FUTUKE VR WILL
BECOME AVALABLE
FOK eVERONE.



RISKIEST ASSUMPTION CANVAS _8_ ey

BUSINESS

ALREADY VALIDATED LOW IMPACT
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RISKIEZ1 ASSUMPTION HIGH IMPACT
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If all of this experimentation, measurements, and met-

rics sounds like science, well, it is.

8%‘

EXPERIMENT CANVAS

V&LS\F\AB\EHVVDWFS\S

CONCLUSION

-
{2 uowe

ESTIMATE THE OUTCOMES
0F THE EXPEKIMENT. HOW

MENY TIMES WILL Y04 GET
AN QUTCOME? WHAT WILL

SUBJECTS DO?

P4IRLIDATED

LUSIVE

K o

First, find your riskiest
assumption. The one that,
if it is wrong, makes the
whole idea fall to pieces.

Next, create a hypothesis
for your assumption. What
does it really mean? How
can you measure it?

©0000® | SESGUBETTERBUSIES

Select a representative
group of test subjects for
the experiment. Rule of
thumb: get at least 20 to
30 people.

Create the simplest
possible prototype to
test your hypothesis with.
Get inspiration from the
prototype chapter.



KEEP A LOGBOOK T THE POINT 0F “pUk
TRACK MoUK KESULTS EXPEEIMENT 1S NOT
AND THE STEFS “oU T0O CONFIKM puk
TOOK KUNNING THE HYPOTHESIS. THE
EXPEKIMENTS. THAT PONT 15 Tp TKY
WAY YU CAN MAKE TO FALSFY T F
SUKE MoUK KeSULT Yo CAN'T DO THAT,
1S VALID. YoUK ASSUMPTION

Run the experiment
you designed. Don't
worry if things don't go
as planned. The point is
to learn.

MUST gE TKUE!

Compare your data
against the predictions
you made. Were they far
off? Right on the money?
Oris it a close call?

AFTEL & POSITIVE
KESULT [T MAKES
SENSE T0O DOUBLE
CHECK IT. DID ou
ASK THE KIBHT
QUESTIONS? WEKE “ou
CKITICAL ENOUBHZ IT
WOULD BE BAD NEWS
[F YU LET YoUKSELF
OFF THE HOOK T00
EASILY! ON THE MONeM

WAY 0%¥

CLOSE CALL

Based on the results you
got, you can now decide
to pivot, persevere, or
redo the experiment.

PERSEVERE

Pick your next riskiest assumption
and start to validate that.

PIVOT

Back to the drawing board! Reas-
sess your point of view and see if

you can find a different solution to
validate.

REDO EXPERIMENT

We may have botched the test.
Check the setup, subjects, and
hypothesis. Try to replicate your
result.



EXPERIMENT CANVAS

4

DESIGNA
BETTER
BUSINESS

RISKIEST ASSUMPTION

FALSIFIABLE HYPOTHESIS

We believe specif FDlMiii

Will drive HEKE!

RESULTS

Within timeframe >

EXPERIMENT SETUP

CONCLUSION

(] VALIDATED
(] INVALIDATED
] INCONCLUSIVE

NEXT STEPS

@® @ @® @ | 5 DESIGNABETTERBUSINESS (0}



VALIDATION CANVAS

4

DESIGN A
BETTER
BUSINESS

START

PIVOT 1

PIVOT 2

PIVOT3

PIVOT 4

RISKIEST
ASSUMPTION

CUSTOMER
SEGMENT

CUSTOMER
NEED

PROTOTYPETO
VALIDATEWITH

METHOD

MINIMAL SUCCESS
CRITERION

RESULT: PIVOT OR
PERSEVERE

@@ @® @ | PrESIGNABETTERBUSIN\ 51
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brella

LET IT RAIN
Three years ago, a rainy holiday in Taiwan triggered

Andreas S@gaard to begin a social startup

EXAMPLE THE JOURNEY OF /A

called Abrella. -
EXPERIMENT CANVAS

RESULTS

860
LHEN THEY
RSKIEST ASSUMPN\ON

2 ThUE
At 5
; sTal DR e ‘::}A?Méﬁﬁé
b VT T CESSTUL
UpeELLA 7% Ko

ABRELLA,
1%
usep [T

\S
FALSIFN ABLE {YPOTHES

WE BELETE To & SHOFS -
THAT 84

CONCLUSION

W
S
N AHUS, WE éﬁom‘(
SUPPLING - WL SEE .
1000 T
UMBRELLAS

a \RUDATED

SETUP
n ANDKEAS WAS ON A WET VACATION IN

KAINY TAWAN, WHEN HE SPOTTED 4
STAND 0F LOST UMBKELLAS. HE DECIDED
Tp TAKE ONE WITH HIM AND BKOUGHT
[T BACK T0 WAIT F0K [TS OWNEK WHEN
THE KAIN STOPPED.

] IALDNED
EYPERIMENT

o INCONCLUSINE

s
\ o e

©009°

n NEXT ASSUMPTION. SHOPPEKS DON'T

VISIT THE SHOPS BECAUSE THEY DON'T
WANT T0 GET WET. AN UMBKELLA MAKES
THAT PEDBLEM GO AWAY.

E THAT GRVE HIM AN IDEA. HS NATIVE B BACK IN DENMAKK, HE DID HIS FIKST
DENMARK 15 BLESSED WITH 0VER EXPERIMENT. HE WENT TO TALK TO SHOP
’{7” 174 RAINY DRYS gVERY YeAK. PERHAPS OWNEKS ON KAINY DA1S AND ASKED THEM
DAYS/MEAL HE COULD MAKE THOSE DAYS A BIT HOW BUSINESS WENT. THEY TOLD HIM

IN DENMAKK BETTEK 0K EVERYONE BT STAKTING 4 THEY LOST 75% 0F THEIK KeVeNue
SOCIAL UMBKELLA BUSINESS! HIS FIRST WHEN [T KAINED.

ASSUMPTION: SHOPKEEPEKS WILL LOVE

THIS IDEA. ABKELLA WAS BORN.

T0 TEST THIS ASSUMPTION, ANDKEAS
STAKTED A PILOT PROJECT. HE ALSD
WANTED T0 FIND OUT IF PEOPLE WOULD
THEOW AWAY OK STEAL THE UMBKELLAS.
HE FOUND 8 SHOP OWNEKS, WHO
TUKNED OUT T0 BE ABKELLAS BEST

AMBASSADOKS.

—75%

KEVENUE
F [T KANS



NEED AN UMBKELLA AKE MDSTLY PEOPLE

B SITOKS D S HAVE Np

ZUT VISITOKS AND TOUKISTS H \
[TOKS AN

UT V]

ASSUMPTION

oy
SEGMENT

wsiongy
NEgD

Mg SUCCEss

RESULT: vy o~
PERSEVERE

e
R

< AS B BIKE
DELIVEKING UMBKELLAS 't




INVESTMENT READINESS LEVEL

& i,

LEVEL9

Metrics that matter

LEVEL7 &8

Validate

Left side of the Business
Model Canvas

LEVEL5&6
Product/Market Fit

Right side of the Business
Model Canvas

PR HIGH

LEVEL3 &4
Problem/Solution Fit
Low-fidelity MVP

LEVEL1 &2

Value Proposition Canvas
complete, Business Model
Canvas complete

@® @ ® @ | oYDESIGNABETTERBUSINESS (Ol



Hidden in our “"dungeon”for three months in Amsterdam, the making of

this book was a journey in and of itself. We want to share with you the

messy process we went through: following our own double loop and BUSINESS MODEL CANVAS
killing many darlings. Looking back, we clearly see that the double loop KEY PARTIER: /KEYAC'H\/!HES _
shows up in our own design journey as well — as it should!
® S
grepsvision AV

JANUARY 1,

2016: DAY 1
(OF 100...)

To map our vision, we had
a small team session with
the 5 Steps®Vision Canvas
(page 58)



UPS | CUSTOMER SEGMENTS

Plotting chapters

DESIGN FIRST

As this book is about design, we wanted to make that

a major part of the end result. We used an unorthodox
approach to do this and started to work design-first.
Every spread in the book started as a blank page with the
whole team using sticky notes defining the content and

ideas for the looks.

We worked visually, and had all of the spreads on a big
wall in our office, so the team could see the flow and
put sticky notes with remarks and ideas on there. From
these sketched spreads we'd make prototype designs in

Indesign. Only then was actual text written, tailored as

much as possible to the space on the page. And we

would select among these prototypes, either

IIIT’S NOT judging them ourselves or having others give D ESIG N AN D
ANOTHER feedbackfirst. CONTENT
SILVER GO HAND IN

BULLET” HAND

Initial design 48% finished:

(font set, color scheme, proofreading

mood board) session



“To0L

THE GAME.
YOU BACK N T EUR
OKWILL PUT O oy ENTREP
»THIS MASTERFULABS\\JST WAVE FOREVER AUANSMTHEE

FIRST IMPRESSION

We prototyped over 30
different cover designs and pasted
them into bookshop photographs to
compare them against other titles.
The yellow one turned out to be the
most visible. We also put
dummy books in real stores to
see people’s reactions!

We already triey 0
It

That will never work

Cape Not Invented Here €3

ISLANDS

To explain the design journey, we started with the
metaphor of islands. People seemed to like it, so we
started to make detailed designs.

Yet when we had made a dummy of the book with

the island sturcture, the proofreaders felt it was too
gimmicky. It was too complex to tell the story with that
metaphor.

O

Proofread session:
major overhaul
navigation book needed.

N Wo,

@ Yellow Hat

@ Random Roll

0
Pepnes®

3 ZenG

% /W\/>\//\\f(\ /\/\/\/\/V\ A

Comfort Zone p/%

75,
g Complacency

& Darlings
g Ivory Tower

@ Crazy Combinations 2}

£
orites

Op, }
/0 M Next Best Thing
ISianps

dea Wall

" -

£
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KILLYOUR DARLINGS

We wanted to make a book that was easily nav-
igable and had a clear structure, and we spent
a lot of attention on getting that right, or so we
thought. Three times our proofreaders told us
that they were completely lost in the book. And
three times we had to restructure the book and
change the navigation. Each time we learned
more and could improve the product. We had

to throw away good stuff to get there.

KILL YOUR
DARLINGS

Dealing with
uncertainty

Back to 0% finished
Restart design using the
(new) double loop.

HELLD

)

15% finished
Finishing up Understand
chapter (again).

BACKTO
THE DRAWING
BOARD:
DOUBLE LOOP

57

25% finished
Finishing up
Prepare chapter.



43% finished
Finishing up Point
of View chapter.

OBSERVING A
PROOFREADERS

LIVE AND ON
GOOGLE
HANGOUT

72% finished
Finishing up all

(planned) illustrations.

PAGE

B

82% finished 6 dummies printed
Finishing up Validate, Intro, for next proofreading
and Prototype chapters. session.



SCALE

The last stretch is much more about details
and hard work, dominated by checklists,
consistency, and finalizing texts and visuals,
making everything pixel perfect.

. == =
_ = = / —

= = = = Z = Z =
= = = . == = =

IT’S NOT A LINEAR PROCESS = =_7__ 7
. ==
= — zZ ==

Designing anything, including a book, is not a %/ _— —

linear process. Not only in terms of iterations,

pivots, and finding the right direction, but also in ), E
terms of planning and progress.

The progress is exponential: the first chapter took
a whole month. The second chapter went twice as

fast, and in the home stretch we rebuilt the entire

£0% book in a week. In the beginning, we used a lot of

i) in Lokitz, @
n by patrick van der Pijl, Justin Loki
. v ‘ ittel
time to decide and explore. In the end, the blueprint Wi

. fen Vi
. uijm & Maar
: Erik van der P
Designed by
was totally clear. Knowing that, we could plan the

design process to finish exactly on time!

DAY

) ) st ®

94% finished 96% finished 98% finished 98.5% finished 99.9% finished
Finishing up Ideate Finishing up Consolidating/deleting
chapter. Scale chapter.

Cleaning up page Finishing up final P u B l I s H E D!
redundant pages. references. chapter.



VISUAL INDEX OF TOOLS

STORYTELLING CANVAS

:

/4

SCREENPLAYS

40
TEAM CHARTER
5BOLD STEPS VISION®
COVER STORY VISION®

04

DESIGN CRITERIA
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CUSTOMER JOURNEY

O3

VALUE PROPOSITION
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10

BUSINESS MODEL CANVAS

100

106

116

PROTOTYPE

CREATIVE MATRIX

140
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BUSINESS MODEL
IDEATION

51

WALL OF IDEAS

14]

PAPER PROTOTYPE

= 174

RISKIEST ASSUMPTION

200

EXPERIMENT CANVAS

o

ot 14 204
INNOVATION MATRIX VALIDATION CANVAS
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Patrick is CEO of Business Models Inc. and
producer of the worldwide bestseller Business
Model Generation. He is passionate to help
entrepreneurs, leaders, rebels, and corporate
companies to innovate their business model

and design a future strategy.

¥ @patrickpijl in ppijl
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Justin is an experienced strategy designer and

Managing Director of the Business Models Inc.

San Francisco office. He leverages his experi-
ence across a wide range of industry sectors to
help companies design innovative, sustainable

business models and strategies for the future.
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educator, Lisa creates immersive leadership
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Moments of Impact.

.
W @lisakaysolomon [N lisakaysolomon



MAARTEN VAN LIESHOUT

Maarten is partner at Thirty-X. He has applied
visual thinking at an early stage for a Dutch
idea factory, turning ideas into visual and
tangible experiences. He always brings a new
perspective to the table — and always stimulates

others to get involved in the action.
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