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1 — Business Model Canvas

The Business Model Canvas

Key Partners {g’g}" Key Activities 5:’6 Value Propositions s Customer Relationsh in Customer Segments
Key Resources é} Channels i::?
t .- y P * # Custmes r
~ ' = N v 2w g e w
Cost Structure e e
wiww.businessmodelgeneration.com IEEEEEErTE @008 @

https://www.strategyzer.com/canvas/business-model-canvas
Osterwalder, A., & Pigneur, Y. (2010). Business model generation: a handbook for visionaries, game
changers, and challengers. John Wiley & Sons, p.44.

2 — Value Proposition Canvas

The Value Proposition Canvas

LE

Value Proposition Customer Segment

fim

Products & Services

Gain Creators /'

S ®Strategyzer

strategyzer.com

Procced by weew seattyscom

https://www.strategyzer.com/canvas/value-proposition-canvas
Osterwalder, A., Pigneur, Y., Bernarda, G., & Smith, A. (2014). Value proposition design: How to create
products and services customers want. John Wiley & Sons, p.36-37.




3 — Social Business Model Canvas

Social Business Model Canvas

Social
lfwwnl>nn
Lab

Key Resources Key Activities

Partners + Key
Stakeholders

Type of Intervention

Channels

Segments

Value Proposition

Cost Structure

Surplus

Revenue

nue sources by %

https://www.socialbusinessmodelcanvas.com/

4 — Mission Model Canvas

The Mission Model Canvas

Mission/Problem Description:

Designed by:

Key Partners é) Key Activities o
Key R H

esources
Y 2.

Value Propasitions

v

Buy-in & Support

L 1)

Deployment

Beneficiaries

Mission Budget/Cost

)

Mission Achievement/Impact Factors

http://masterfacilitator.com/wp-content/uploads/2016/12/the-mission-model-canvas.pdf
https://steveblank.com/2016/02/23/the-mission-model-canvas-an-adapted-business-model-canvas-for-

mission-driven-organizations/

https://www.strategyzer.com/blog/posts/2016/2/24/the-mission-model-canvas-an-adapted-business-model-

canvas-for-mission-driven-organizations




5 — Startup Canvas

THE STARTUP CANVAS"

Boosting your lean startup growth

BUSINESS MODEL
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https://thestartupcanvas.com/en/

6 — Lean Canvas

PROBLEM

SOLUTION

EXISTINGALTERNATIVES

KEYMETRICS

UNIQUE VALUE PROPOSITION

HIGH-LEVEL CONCEPT

UNFAIR ADVANTAGE

CUSTOMER SEGMENTS

CHANNELS

EARLY ADDPTERS

COSTSTRUCTURE

REVENUE STREAMS

. eln []
1 AalE, T
8 5 Sl s -
7| s —Fs Jro

AW AL OROER RS TERAION FATH

https://leanstack.com/lean-canvas/

Lean Canvas
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it s ke Vo The Basivets Nk

Laan

www.thesturtupcanvas.com




7 — Team Canvas
Team Canvas

Most important things to talk about in the team to make sure

Version 0.8 | theteamcanvas.com | hello@theteameanvas.com

your work as a group is productive, happy and stress-free Team name ‘ Date
PEOPLE & ROLES 22 | COMMON GOALS ) | RULES & ¥=
ACTIVITIES
PURPOSE
PERSONAL NEEDS &
GOALS EXPECTATIONS
STRENGTHS & ASSETS 57 | WEAKNESSES & RISKS
http://theteamcanvas.com/
8 — Project Canvas
Project name Project owner
Purpose " [guecesscr

Qutcome .
Whatisiamd

)

Tearmn o, [Stakeholders A . |Users P
i s s jrﬂrﬂ% Whs s e i ¥ .ﬁi}{:} ¥ s [ wreowarcen Lf"jg?
Resources &, |Risks YN
7
Copyright © Project Canvas

http://www.projectcanvas.dk/index.html

www. projectcanvas.dk




9 — #EMG Canvas (Event Canvas™)
#EMG Canvas Stakenoider

vent

Designed for: Designed by

Y ¢
F
!I
[ 4
i
;::C\h_}_ =110 Es; r—& woalhelgh U

EventModelGeneration.com

Creatve Commans License
Evant Model Canvas by Auud Janssan & Roel Frissen is licensed under a Creative Commans Afiribusion-NonCommarcial-NoDerivatives 4.0 International License
Based on a work at www.evenimodalgeneration.com Permissions beyond the scope of this Boense may be available at www.eventmodalgeneration.com [

https://edco.global/
10 — Customer Journey Canvas

- -
&
T ADVERTISEMENT / PUBLIC RELATIONE BERVICE JOURNEY CUSTOMER RELATIONREHIP MANAGEMENT
3 -,
: | |
SOCUL MEDIA | — — —
| - - -
, o |
y
\ | I
b -~
e - o
) i 4
WORD-OF-MOUTH | — —
A - - -
i
FAST EXPERIENGES | — —* — ]
= Woic h e ™ S J
- a
—
EXPECTATIONS EXPERIENCES SATISFACTION / DISSATISFACTION
W are [ ptenit e ectatiane omards the what - Sumtamers haws . " Customers indiidualy as5ess 1he serdce s comgering sersics
i N St provdarT b Py .
>

e © 6 60 @
http://masterfacilitator.com/wp-content/uploads/2016/12/CustomerJourneyCanvas.pdf
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11 — Product Canvas
THE PRODUCT CANVAS

g romanpichler

o NkME The nama of the product
e TARGET GROUP

The users and e JUSIGMETs with Ther nesds.

Personas ane a Breat way 1o describe the 1arget group.
Epics, sce
and cons

@ GOAL  vourowrarching s
BIG PICTURE

The desired user experience
functanalty, the visual desig

the user journieys, the prosuct
and the nonfunctions! properties.

. storyboards, workfiows, design skefches, mock-ups,
ies are hefpidl technigues.

The fhaasures i determing
if the goal has baen mee.

0 METRICS

PRODUCT DETAILS

Tne goal of the next iteration and spedfic actionabie
iterns ta resch the goal

The iems are ordered from one to n, and may be
Capured as detaled user stories.

www.romanpichler.com
Template verdan 1U1E

https://www.romanpichler.com/blog/the-product-canvas

12 — Internal Communication Canvas

Thiswork is bewmsed under s Crestive Cammorn
Atribution-Shareaiie 3.0 Unported Licerse

R
& KEY
STAKEHOLDERS/
PARTNERS

List your key partners
here who should get
informed of selected
internal topics. List
also the topic on
which the partner
should be informed.
=

KEY COMMUNICATION i,
ACTIVITIES ;

=

Describe your key internal
communication activities
here, ==

COMMUNICATION
TEAM RESOURCES

List the key resources of the
communication team here
including external resources
available to you, >>

VALUE PROPOSITION
AND COMMUNICATION
GOALS

S

What value does internal
communication deliver to
the organization and to
the employees? Insert
the main goals for the
internal communication
strategy here, >>

)
u EMPLOYEE
RELATIONSHIPS

Describe what each
employee segment expects
from internal communication.
o

= i
‘gcommumlcnmw

CHANNELS

Describe 1) how you plan to
communicate with each
employee segmeant 2) what
different channels do you
use, >

EMPLOYEE
SEGMENTS

Describe your
different employee
segments here and
how do their needs
differ ==

COMMUNICATION COST STRUCTURE

Describe your cost structure here and budget
for the internal communication. ==

b

ADDED VALUE

List what additional value your internal
communication creates to the organization. >>

EEECIQ eee.do - smart tools for communication

https://eee.do/internal-communication-canvas/

Peee®
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13 — Empathic Negotiation Canvas

The Empathic Negotiation Canvas

Think and Feel Key Objective Point of Interest Relationship Think and Feel
See Hear
A
[}
Sayand Do b ¢ Sayand Do
Key Arguments PlanB Key Drawbacks
Me External Negotiator
Pain Gain Gain Pain
Giving Taking
stattys |
Cr 2, 2012}, bout me/mgrassler
make (deas move [

https://www.stattys.com/en/negotiation-canvas-a3-pdf-download-version
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14 — Service Innovation Canvas

THE SERVICE INNOVATION CANVAS designthinkers
comcnons EXPLORING Q_ EJ (REIDESIGNING  ouseass ucon

CBULINESS MOOIL
COMECK & WPROVEMINT

BUILDING

H CREALITY CHECK H EXECUTING +

i
............................“...........................

II: REFLECT

https://www.facebook.com/photo.php?fbid=10150630398704277&set=a.10150602571524277.395083.85
7404276&type=3&theater=

13




15 — Open Innovation Canvas

Internal

External

Strategy [l Insert

reter-render

conhecimentos para

evoluir

Nadamos na praia da
tecnologia e navegamos
na porgao humana. No
processo de aprender-

Market F] Insert

Outros produtos
focados em entry level

O produto oferecido
possui como valor
trazer conhecimento
através de
treinamentos para
empresas que
necessitem deste
servigo

Process 1 Insert

O desenvolvimento
de treinamentos é
baseado em
processos
estruturados que
identificam a
caréncia do
mercado para
determinados
assuntos
especificos que
precisam ser
aprimorados

O processo busca
integrar pessoas
com tecnologia
para trazer
conhecimento
através de
treinamentos

Culture F] Insert

A premissa da
cultura deve ser
baseada nos
valores
compartilhados
dentro da empresa,
garantindo sempre
pensamentos
integros e pessoas
éticas

Os funcionarios
devem ser
encorajados a
criatividade de seu
desenvolvimento,
sempre abertos
para apresentarem
ideias e inovagoes
para os diferentes
desafios e projetos
propostos

Etica

Etica € inegociavel

Network F1 Insert

Clientes que
possuam déficit em
uma estrutura bem
elaborada de
treinamentos

Product ] Insert

Um portal
customizado de
acordo com as
necessidades da
empresa

Parceiros
especializados para
prover
treinamentos com
qualidade e eficacia

People 1 Insert

O time como um todo
possui seu valor, mas
as responsabilidades
sao divididas e/ou
compartilhas com base
em seus cargos e dsf

Ha profissionais que
possuem como
responsabilidade a
interagdo com a equipe
de atuacgao, ou seja, os
funcionarios para
garantir que a entrega
final seja feita. Ha
outros responsaveis por
interagir com o
mercado como um
todo, captando esses
possiveis clientes

Technology £l Insert

Trends E1  Insert

Conhecemos a
concorréncia e
melhoramos os
servigos que eles
fornecem.

Fazemos o mesmo
mas fazemos
MELHOR.

Brainstorming Space [

Insert Brainstorm Mode

Open Innovation Canvas by Insight Innovation GmbH is licensed under a Creative Commons Attribution-ShareAlike 3.0 Unported License.

https://canvanizer.com/canvas/open-innovation-canvas-demo
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16 — Culture Canvas

Culture Canvas

Purpose
& Impact
What motivates our values?
Are these motivatons shared?
Are these shared motvations in our Purpose?
s our Purpose slgned with our Vakie Proposition?

Stories
What stories describe our Vaiues and our Culture?
What s the best way 10 (econd the stores of our Culture?
1Wnat are the bast siories and metrics 10 descrioe ouf IMPect?
How can these stories and metncs heip us buld @ stronger Culture?

2B Values

What are our porsonal values?

What are the personal vaiues of cur peopie?

What ey values should be shared by everyons?

A we committed 10 running @ values

A thess shared values aigned with our Vaiue Propostion?

15 there any value missing 1o batter support our Value

Actions
=

Whit behaviours support our Vakues?
Are we taking sction based on our shared values?

What activites are abgned (or not) with our Purpose?
What buid a stronger Cultire?

pany P

Characteristics: Specific. tackable. compounding, collectwe
cocrestive,

Characteristics: Chalienging. sligned, explici:. shared, guiding. clear,

® Value Propositions

Which customer nesds are wa satisfying?

What value do we deliver 1o our customer?
What products and services ae we offering to sach Segment?
Which 0ne of our customers probiemi e we heiping to solve?

https://blog.deliveringhappiness.com/blog/how-to-keep-the-culture-conversation-going

17 — Personal Leadership Canvas

What do you want ta create, influence, do?

ior? Do they still serve you?

STRESS LOYAL SOLDERS VOIcE INTENTIONS STRENGTHS )
What causes you tension? What are your deep seeded mental What is your unigue perspective on the What notions do you have that are | What allows you to be great? Don't
models that have driven your behav- | world? How can you mast effectively com- § under your control? What do you want hold back!

municate it?

to do more af, change, strengthen?

What recurring patterns do you ob-
serve in your life?

What inspires you to act? Why is your vision important?

ENERGY
What gives you energy?

What are your mast limiting beliefs about the world and yourself?

What are your care faundational values?

ABUNDANCE BELEFS

What are your maost enabling beliefs about the world and yourself?

Concept & Design by Caleb Dean & Emily Kanter

|3
& wwwawlfoxdean.com

http://www.owlfoxdean.com/leadership-canvas/

Inspired by The Business Model Canvas
The Personal Leadership Canvas is licensed under a Creative Commons
Aftribution-ShareAlike 3.0 Unported License,

ClOI0LCIC)
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18 — Strategic Change Canvas

VISION: WHAT IS THE VISON FOR THI CHANGE?

SUCCESS MEASUREMENTS: HOW WILL WE MEASURE SUCCESS?

IMPORTANCE: WHY 1S THIS CHANGE IMPORTANT TO OUR ORGANIZATION?

PROGRESS MEASUREMENTS: HOW WILL WE SHOW FROGRESS TOWRRDS OUR VISION?

WHO AND WHAT IS AFFECTED?: WHAT PEOFLE, DEFARTMENTS AND FROCESSES NEED TO CHANGE IN ORDER TO REALIZE OUR VISION?

HOW WILL WE SUPPORT PEOPLE? - WHAT ACTIONS WILL WE (THE CHANGE SPONSORS AND CHANGE TEAM) DO TO SUPFORT PEOPLE THROUGH THE CHANGE?

WHAT 5 OUR PLAN? -/ MONTH NEXT
OPTIONS: EXFERIMENTS LKLY O BE THE NEXT MOST IMPORTANT
fiLT OF FOSSBLE EAPERIVENTS NTRODACED IN ABOUT A MONTH CHANGES T0 NTRODUCE

https://leanchange.org/resources/canvases/

19 — Meeting facilitation Canvas

Facilitator Name:

PREFARE

EXPERIMENTS BEING
PLANNED AND VALIDATED

INTRODUCE REVIEW
EXFERIMENTS EXPERIMENTS
INFROGRESS BENG REVEWED

The Meeting Facilitator Canvas

Purpose ® Agenda

Contributors @

Preparation

Key Points

Actions i

amazemeet.com

http://thetoolkitproject.com/tool/the-meeting-facilitator-canvas#sthash.VIglaSym.dpbs
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20 — OS Canvas
The OS Canvas o— |

Structure & Space Authority & Decisions Information & Communication

Policy & Governance Purpose & Values Meetings, Rhythm & Coordination

Strategy & Innovation Resource Allocation, Targets & Forecasts People, Development & Motivation

THE REAYY

https://medium.com/the-ready/the-os-canvas-8253ac249f53
21 — Lean UX Canvas

Lean UX Canvas

Iteration:

Business Problem Solution ideas Business Outcomes
What business have you identified that needs help? List product, feature, or enhancement ideas that help your (Changes in customer behavior)

targat sudisnce achieva the beneits they'rs saeking, What changes in customer behavicr will indicate you have solved a real problem in a way
that adds value 1o your customers?

Users & Customers User Benefits
What types of users and customers should you focus on first? What are the goals your users are trying to achieve? What is motivating them to seek out
your solution? (e.g., do better at my job OR get a promation)

Hypotheses What’s the most important What’s the least amount of work we need
S mane the assumplions fom 2., 4 & 5o the following template Pypothesis thing we need to learn first? |to do to learn the next most important

Ve belleve that[ousiness cutcome wil be achieved i fuse] atains [benef] with feature). | For each hypothesis, centy th risdest assumption. This s e | i o3

assumption that will cause the entire idea to fail if i's wrong. ing?«
Each hypothesis should focus on one feature Brainstorm the types of experiments you can run to learm whether your riskiest assumption
Is true or false.

Download this canvas at: www.jeffgothelf.com/blog/leanuxcanvas Adapted from Jeff Patton's Opportunity Canvas. Download at: hitp:/jpattc i « PP

https://jeffgothelf.com/blog/leanuxcanvas/
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22 — Opportunity Canvas

Opportunity Canvas ™~

Users & Customers Problems Solution ideas How will users use User Metrics
Vitmt types o i ol by b TR L . AR O KA P your solutlon" N 3 "‘:' :‘_,"_; R s SO S (A
i N Adoption Strategy
Business Challenges _ Budgg{ o Business Be_nefﬂg g_l_'ld Mqtriqs -
Download al: hilp:/jpationassociales.corm/opportunity-canvas/
https://www.jpattonassociates.com/opportunity-canvas/
23 — Operating Model Canvas
The Operating Model Canvas
Suppliers Locations
Value Delivery Chain{s) &
ry % @»‘&
ﬂ“@
+
S
Customer/
Beneficiary
\ Organisation Infarmation

M Management System ®_

https://operatingmodelcanvas.com/
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24 — Corporate Rebel Canvas

GOAL

EXPERIMENT

CORPORATE
REBALS

MEASURE

https://corporate-rebels.com/trend-3-experiment-adapt/
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25 — CV/Résumé Canvas

The CV/Résumé Canvas

References ‘What you have done What are your USP's? Get your foot in the door Where do you want to work?
+ Persoral - Jabroles - Whail additional siills do you have? Do you know arvyons that works
- Previous employesis) - Violuntmering Have you wom sy ,w,:-; M‘F - Industry type
- Educatanal - Spoits - Do you hiwe any unegue experience? | - Whese do they netwark? 2“;
- Music - Are you proacive with your lsaming? | - Are th recruters on Twitter & Faoutel
- :«mmd Dejacts Hawe you had any special training? Linkndin? = Fepeiaion
- University/College work What sats you apart from others? = How can you Start & conversation
- Hosw will you 9o Bbove and beyond? | with them? Who do you wint o work for?
= Your dresm jb
« Tha bast in the industry
- Stapping stone company
What job role?
kL= . «HA
= Skills a - Marketing
= = Finance
Kay skills (meet job descrip.) Hemwr are you going 1o communicate? g! ﬁ"ﬂewm'
« dimin
- Communication - Paper CV - Suppont
Interparsansl - Digital €V (POF) -
= Intraga rsanal = Businoss Cand e,
- Probierm sohing - Websile
- Analytical - Emadl
= Comguler software - Twitier
- i - Facebook
- Linkedin
- YouTube:
- Farums
f il & Knowledge Gap ﬂu I Opportunities & Solutio
What do you need to improve? How can you solve the skill & knowledge gaps?
- Ky sidlls.
- - Tractional ecucation
- Nstworking Short
- Advanced sofware T
- Design ; . .
- Blogs, podcas!'s, webbinars and video
- Financial & analysical
* Worldng in leams - Onina courses (8.9 Khan Academy)

Crealed by Jaz Blakeston-Patch www.businessmaode|ganenation com e e -
ek | 8 eyt | ol i n. v = = @006 @®

https://www.scribd.com/doc/95122043/The-CV-Resume-Canvas
26 — Strategy Execution Canvas

The Strategy Execution Canvas
332 TEAM
A TEST YOUR STRATEGY

- COMMUNICATE YOUR STRATEGY s cASCADE YOUR STRATEGY

Develop your List of NOES.
What are the things your team will not do.

@00 STRATEGY PROGRESS
Define what success looks like - the finish line
and identify sign posts to show you the way.

FINISH LINE

KPI'S

BAD GUY #1

Select a bad guy, define current threat level and combat plan.

THREATLEVEL: 1 2 3 4 S 6 7 8 9 10

COMBAT PLAN

H3 Communicator. How to get the strategy in the Heads.
Hearts and Hands of all team members.

* MUST WIN PROJECTS

Select 3 crucial projects
& develop a ‘Project on 1 Page’

BAD GUY #2

Select a bad guy, define current threat level and combat plan.

THREATLEVEL: 1 2 3 4 5 6 7 8 9 10

COMBAT PLAN

Develop a high level Balanced Scorecard

F P

D AWESOME HABITS

+2/-2 Team Habits.
Identify 2 team behaviors to increase / decrease

BAD GUY #3

Select a bad guy, define current threat level and combat plan.

THREATLEVEL: 1 2 3 4 5 6 7 8 9 10

COMBAT PLAN

E INSTITUTE
I-strategyexecution.org ISTRATEGY
EXECUTION

https://jeroen-de-
flander.com/The_lInstitute_for_Strategy Execution%E2%80%93Strategy Execution_Canvas.pdf
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27 — Practical Business Design Canvas

Designed for:

Practical Business Design Canvas

DCesigred by Dter Version:

d wicforce; “To be the X of ¥
[=]
g ¥
2 O
b 0sts, Mantainng reguiatony Comaliance. Goals can be put into a h erancny.
a
i
2 v
G Mieranct @
l cgertives o met by sourses of action realsed into programmes & projeos KPY maritaring informs the business strategy '
w | COURSES OF ACTION Q' PROGRAMMES & PROJECTS = w | KPis ~
9 A o meet the ofectives? T £ o forrnance of your business or
4
E E
= =

avogrammes updute the Kager dimensions ofthe business model l

Business moel and aperating model produge merics t

= CAPABILITIES

BUSINESS MODEL
OPERATING MODEL

‘Winat produscts and senvces do you provide?

0 prorie

APPLICATIONS.

@ @ @ @ G_) | CANWVAS DESIGNZD BY: Thushan Kumaraswarmy
http://practicalbusinessdesign.com/

28 — Workshop Preparation Canvas

Workshop Title:
Date:

Purpose &’

Practicalities X Participants %

practicalbusinessdesign.com

Workshop Preparation Canvas
Created by Toby Sinclair

Products @

Process &=

https://www.tobysinclair.com/workshop-planning-template

Principles *

@TobySinclair_
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29 — Strategic Canvas

OPTIONS

Options may become
Experiments. Quickly plot
improvement Options here and
categorize them.

Cost:

- how many people are affected?

- how hard would this Option be?

- are there hard costs (IE: buying a tool)

Value:

- how aligned is this Option is with our
overall change?

- low value isn't necessarily a bad thing

Momentum Builders: Low cost, low value
Options may contribute to helping people
care about the change which helps with
alignment. These are easy to execute but
have little tangible outcome.

COST

Quick Wins: These Options will help show
visual progress early.

Necessary Evils: These may be thought of
as being wasteful, however for larger, or
more risk averse organizations they may be
necessary.

Disruptors: These may be un-certain or
risky Options that are big changes affecting
many people, or departments. These
Options may need to be broken down into
smaller Experiments if selected for
implementation.

Bridges: These Options are safer and will
help the people affected by the change build

Necessary
Evils

Bridges

Momentum
Builders

Disruptors

Quick
Wins

a mental bridge between where they are
and where the organization is headed.

Lean Change Management Options Board V1.0 - http://leanchange.org/options

Experiment Tracker| ===
FAILED
THEME PREPARE INTRODUCE REVIEW INSIGHTS

Lean Change Management Experiment Board V1.0 - http://leanchange.org/experiment

https://leanchange.org/resources/canvases/




30 — Branding Canvas

THE BRANDING CANVAS

Wrke yous Brand name

BRAND

&y CAPABILITIES
TR oayoranie
P SR ———

catGones:

CULTURE @

(Whe you are)

mmmmmm

=| REASONS TO BELIEVE

L) Why you are credible)
het mokes e sty o e Avience”
ST FACTS. SOUID ASPECTS THAT YOU GAN PROVE

e
PROMISE (55 D)
Sohat)
b ram o et AUDIENCE
o o DIENCE
COMPETITORS et bt o
it

services o products are you compared 187

COMMUNICATION

mEST:‘E]NTS E ‘I:MES‘ULTi’ {”}
B SRR e vt - e @ BIGNAME
https://bigname.pro/branding-canvas/
31 — Lean Procurement Canvas
. Capabilities W Un_ique Selling Proposition % True North 0 Timing ] h.leefis .
L | Cost Structure Concept l Conditions Ml Existing Alternatives

High-Level

Vanabie & fixed cost

Partner
ing

Focus

Peer Feedback

Com
fac

pany
ing

1 People & Resources PARTNER
List your best i

s to achieve the business goals

https://www.lean-agile-procurement.com/lean-agile-

procurement-approach/#lap-approach-step-by-step
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32 — Innovators Canvas

Low Risk or Validated Assumption THE INN OVATO R’ S CANVAS

Med Risk or Partially-Validated Assumption
. High Risk or Invalidated Assumption

Key Resources - Metric That Matters Brand Promise — The Why U Customer Relationships = Customer Segment L]
Stage 1. Empathy & burning pain discovery:
‘Stage 2. Problem - solution fit:
‘Stage 3. Product — market fit-
Value Proposition ‘,
‘Stage 4. The melric for scaling:
B, [N
Key Partners é Unfair Advantage / dl Gain Creators I“_’ Channels l;b Gains @ g
g
" o
8 1
2 g
o =
@ @
b Pain Killers & Pains ®
£
=
3
& el
Cost Structure E Revenue Streams L]

https://www.ignitionframework.com/the-innovators-canvas-a-step-by-step-guide-to-business-model-
innovation/

33 — Engagement Canvas

ENGAGEMENT CANVAS

Company Employee(s)
Why You Exist: Key Strategies: Culture Aspirations: Unique Organizational Engagement
Whatis the purpose, mission, or What do you focus on in order to Characteristics: Exempllfled:
.be{le!f that inspires your company accomplish the mission? What is it Thisisa descnptlon‘ofv.vhatyaur These are the attributes about Give examples of employees who
to exist? about the approach of the business culture would look like if your our organization that make it a are highly engaged, Think of the
that is special and necessary for vision for an engaged workplace yourarg lace fe D e gy hg ged. 1dfigh
success? (i.e. innovation, customer was realized. umique place for employees. employees t utyoy wouldrigl t
haopi o lity) 7 hard to keep and list their
GPPINESs, quatiy) common engagement
characteristics.
Key Metrics: Culture Statement: Communication Constituencies:
How do you measure your key This is a simple, clear statement Channels: Identify segments of employees
strategies? (i.e. NPS®, productivity, describing your culture that How do you reach and interact within your organization who
quality score, online product everyone can understand and with me lovees? have distinct needs.
ratings, revenue growth, service easily articulate. ployees?
response time)
Resources Applied: Emplify Score: 3 Key Employee Needs:
What resources have you already invested to improve employee Identify three employee needs that you think will improve engagement.
engagement? (i.e. people, programs, tools)

https://thecanvasrevolution.com/product/engagement-canvas
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34 — Collaborative Engagement Canvas

COLLABORATIVE ENGAGEMENT CANVAS

Client / Project: Version:

ISSUE IH ERS & ROLES DATA & ANALYTICS
What is the core issue being addressed? What type(s) of information will help you to achieve
What risks are present? your objectives and reach your desired outcomes?

What types of reports and data formats will be the most
useful to you?
How often should different reports be generated?

OBJECTIVES & DESIRED

OUTCOMES

What are the requirements and opportunities of this Campaign Team CONTENT STRATEGY
initiative? Who are the leaders attached to this wider initiative? Are ‘h9’9 specific questions thét you want answers
How can this group best be engaged and to or topics that your community wants to engage around?
MUST HAVES NICE TO HAVES demonstrate leadership through their advocacy and Are there natural themes or categories by which to organize
participation? your approach?

This often requires a separate workshop to fully develop.

Campaign Advocates
Who are the external stakeholders who might champion

this initiative?
How can we engage and involve these individuals and W“FM/ FO I-I-OW TH ROUGH

groups early on and throughout to gain momentum? (What's in it for me?)

KEY CONSTR AINTS 3% Why will different stakeholders take part in the exercise?
o X . & % What value (tangible and intangible) does this exercise
What will influence decisions and possibilities and deliver to participants?
nged; to be clo_se\y ;onsidered in planning this initiative? STAKEHOLDER MAP What will be done with the results, and how can | stay
Timelines, relationships, budget, governance, etc. This often requires separate workshop informed?
CAN INFLUENCE BEYOND SCOPE OF Who are your stakeholders? (Formal and informal)
CONTROL What are your relationships with them?
How do they interact with each other? COMMUNICATIONS &
Are there any issues, politics, baggage? PROMOTION

What key use cases need to be prioritized? - ‘ .
What opportunities exist to ensure the success of this

initiative?

What opportunities are there to leverage existing channels,
DETRACTORS events, networks, etc.?

Who might be skeptical about this initiative?

PARKING LOT - OPPORTUNITIES / ASIDES / ETC

Created by PubliVate - Proprietary and confidential

https://medium.com/@brycecolenbrander/the-collaborative-engagement-canvas-619930c9c17c

35 — Great Team Canvas (TRIBE Canvas)

STAKEHOLDER NEEDS TEAM ALIDACIOUS GOAL

TRADITIONS BELONGING

3 5

IDENTITY

7
4

RELEVANCE

BENEFITS

https://great-teams-academy.com/
https://slideplayer.com/slide/15277629/
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36 — Business Approach & Structure Elements Board
BUSINESS APPROACH & STRUCTURED ELEMENTS (BASE) BOARD

CUSTOMER SEGMENTS %
ASSESSMENT &
ADJUSTMENT KEY ACTIVITIES

- an ‘
CUSTOMER RELATIONSHIPS FINANCIAL

teeee

KEY PLAYERS

OPERATIONS

CHANNELS OPERATIONS

EVOLOVING STRATEGY

MARKETING & SALES

]

THE MARKET

o

NEEDED VALUE PROPOSITION
RESOURCES

ASSESSING

OPPORTUNITIES

E

MY IDEA THE OPPORTUNITY
C(OMPANY GOALS

BUSINESS APPROACH & STRUCTURE ELEMENTS (BASE) BOARD - EXPLAINED

This is the evolved version of the Business Model Canvas. This starts at the bottom left with ‘ME’ and moves counter clockwise through ‘OFFERING’ and then on to ‘STRATEGY” and completed with ‘OPERATIONS'.
ASSESSMENT

4 = 3
' ~
* How will we monitor and assess?

+ What metrics will we use for our key
activities

CUSTOMER SEGMENTS aad|| KEYACTIVITIES
+ What are our customer personas? * How do we deliver our value proposition to

+ What value are we creating for each persona? the customer?
+ Who are our most important customers? * What actvities accomplish our goals?

MARKETING & SALES STRATEGY *

« What is your current marketing strategy?
« What is your current Cost-Per-Customer with this strategy?
* What is your sales funnef?

* How will we handle customer issues? Development (Creative R&D)? Production?
questions? Promotion?
* How are we handling problems? CUSTOMER RELATIONSHIPS o * Are these activities daily? Occasional?
==« How often wil we review performance? « How do we retain and serve customers? SN eaonan FINANCIAL STRATEGY ﬂ]
E + What type of relationship do we want with our + How much money do we need to start?
Customers? « How long wil that last us?
S an /IN + How will our company's operations accomplish KEY PLAYERS thete + How much do we need on a monthly basis?
* How do our goals, mission and value this? * Who are the key people in our company?
proposition translate to growth? Who are our key partners?

« Howshould we grow? Why? Howfast? | CHANNELS « Whatvalu do tey bring to our company? OPERATIONAL STRATEGY S
«Whi N . ?
Whew Which Soll:lmn (S0) channels (Chn) do we reach Seasonal? « Where will the company be based?
* Are Ine;e any immediate opportunities for customers? _ X « What is the current operating structure?
growth? * How do other companies reach customers? « How will that structure change over the next 1-3 years?
+ How will this growth be managed? + Which ones are most cost efficient?

GO-TO-MARKETING STRATEGY

+ Have you identified and verified your target market for each
product and/or service?

+ What are the steps your company needs to take in order to

EVOLVING

OFFERING ) [ SWOT ANALYSIS
Complete a SWOT Analysis of the Opportunity

) ME (Entreprenewr) 8,

. ) + What does your business do?
) zx: :z x mms':/mm' + How will you make money? STRENGTHS WEAKNESSES Quide customer interactions with your products?
engths/ + Align this with the value propositions you worked on below.
weaknesses?
* How do these all play into this effort? ’
o B Where do | see myself as an entrepre- V?II.E [I Ilmm ﬂa. "ud“ _ i the aoaks o el
= neur in five years? « Connects the vision and mission with the goals to deliver to
= OPPORTUNITIES THREATS the customer by sofving a specific problem.
g + What is our value to our customer?
2 + What i our stated value proposition?
E MY IDEA ' MARKET h + How is this value driven by our goals/mission?
+ Whatis your “revolutionary idea™ + What is the market size?
* Whatis your company name? + Who are our customers? NEEDED RESOURCES ﬁ COMPANY GOALS o
. ? Ty Ty S S T
+ Whatisthe vision? Why would they buy? « What skillsfpeople do we need? « Goals are what you want to achieve with the business and
« What partners do we need? Duild from the vision and mission;
« What money, facilities and/or equipment do we need? + What do we want to achieve? Why? How? For whom?
« What strategy help do we need (marketing, financial, « What is our mission statement?
other)? + How will this goal translate to our value proposition?
Designed by: Steven Fisher and Ja-Nae Duane (DE) St {
leven Fisher and Ja-Nae Duane is licensed under a Creative Commons Attribution-NonCommercial-NoDerivs 3.0 Unported License.
The makers of The Startup Equation ) BASEBoad by I m

https://startupequation.com/2016/03/base-board-visual-guide-building-business/
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37 — Event Storyboard Canvas

Designer name(s): Client: Date:
EVENT STORYBOARD CANVAS, #ESB
Event name: Version:
@ What are your goals @ Customer Journey StoryBoard @ When are you satisfied
@ Who i N What does your event
0 is your customer achieve (ROI)
THINK & FEEL? THINK & FEEL?
HEAR?
SAY & DO?
SAY & DO?
PAINS? GAINS? PAINS? ’ GAINS?
Empathy map Empathy map
Start Time line End
[Empathy map is developed by Scott Matthews of XPLANE
Version: 041115:0.1
EVENT StoryBoard.events
STO RYB%)&‘&E Event StoryBoard Canvas (#ESB) by Martijn Timmermans & Tim Corporaal is licensed under a Creative Commons Attributi ivatives 4.0 ional License.
For permissions beyond the scope of this license please visit www.StoryBoard.events BY _ND

http://storyboard.events/download.php
38 — Co.Starters Canvas

CUSTOMER PROBLEM REVENU

WHO DO YOU SERVE: WHAT IS THE PROBLEM YOUR CUSTOMER HAS? STOMER? HOW DO YOU MAKE MONEY FROM
R YOUR CUSTOMER?

ALTERNATIVES DISTRIBUTION

0ES YOU
GETTO YOUR CL

ADVANTAGE

CO.STARTERS

CANVAS

STARTUP NEEDS

ME NEEDS TO GET STA NEY, PEOPLE, THINGS, TECHNOLOGY, ACTIVITIES)

https://costarters.co/canvas/
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39 — Lean Communications Framework Canvases

39a - Lean Publicity Canvas™
LEAN PUBLIC RELATIONS CANVAS '™

DESIRED OUTCOME

ASSUMPTIONS

KEY RELATIONISHIPS

MUTUAL BENEFIT

HYPOTHESIS

TIMING

RELATIONSHIP EXPERIMENT

CONVERSATION PLATFORM

BENEFIT EXPERIMENT

TIMING EXPERIMENT

RISKIEST ASSUMPTION

THE LEAN PUBLIC RELATIONS COMPANY

PLATFORM EXPERIMENT

WHAT ARE WE TESTING? WHAT ARE WE TESTING? WHAT ARE WE TESTING? WHAT ARE WE TESTING?
EXPERIMENT EXPERIMENT EXPERIMENT EXPERIMENT
MEASURE OUTCOME MEASURE OUTCOME MEASURE OUTCOME MEASURE OUTCOME
WHAT DID WE LEARN? WHAT DID WE LEARN? WHAT DID WE LEARN? WHAT DID WE LEARN?

39b - Product Marketing Fit Canvas™
PRODUCT MARKETING FIT CANVAS ™

DESIRED OUTCOME

COPYRIGHT THINK | DIFFERENT [LY] 2015

POSITIONING EXPERIMENT

ACTION EXPERIMENT

HYPOTHESIS
ASSUMPTIONS
POSITIONING ACTION RISKIEST ASSUMPTION
TIMING ASK MECHANISM

THE PRODUCT MARKETING FIT COMPANY

TIMING EXPERIMENT

ASK EXPERIMENT

WHAT ARE WE TESTING WHAT ARE WE TESTING WHAT ARE WE TESTING WHAT ARE WE TESTING
EXPERIMENT EXPERIMENT EXPERIMENT EXPERIMENT
MEASURE OUTCOME MEASURE OUTCOME MEASURE OUTCOME MEASURE OUTCOME

WHAT DID WE LEARN?

WHAT DID WE LEARN?

WHAT DID WE LEARN?

WHAT DID WE LEARN?

COPYRIGHT THINK | DIFFERENT [LY] 2015
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39c - Lean Public Relations Canvas™
LEAN PUBLICITY CANVAS ™

DESIRED OUTCOME
HYPOTHESIS

ASSUMPTIONS

PUBLICATIONS JOURNALIST RELATIONSHIPS RISKIEST ASSUMPTION

ANGLE SOURCES

THE LEAN PUBLICITY COMPANY

PUBLICATIONS EXPERIMENT JOURNALIST EXPERIMENT ANGLE EXPERIMENT SOURCES EXPERIMENT

WHAT ARE WE TESTING WHAT ARE WE TESTING WHAT ARE WE TESTING WHAT ARE WE TESTING

EXPERIMENT EXPERIMENT EXPERIMENT EXPERIMENT

MEASURE OUTCOME MEASURE OUTCOME MEASURE OUTCOME MEASURE OUTCOME
WHAT DID WE LEARN? WHAT DID WE LEARN? WHAT DID WE LEARN? WHAT DID WE LEARN?

https://comms.bar/reinventing-pr-marketing-publicity-entrepreneurs/

40 — Project Canvas (1)

PROJECTCANVAS |

must have

nice to have

if possible

Who are the stakeholders?
4. STAKEHOLDERS JIMESINGRG-NNINEY 5. RISKS |

What events could have a negative impact on the project in the (near) future?
Identify the impact. How can you avoid / reduce / redirect the major risks?

8. BUDGET

Expenditure

RISK LEVEL

out of scope

What are the main user groups?

For whom do we do it?

6. TEAM

RISK IMPACT

Revenue

9. ACTIONS

‘ Project target:

COPYRIGHT THINK | DIFFERENT [LY] 2015

3. BENEF

SPONSOR

bedpnk

What problem do we solve for the user?

7. RESOURCES

Who and/or what DO we need to

make our project succeed?

STEERING GROUP
(only decision makers)

PROJECTLEADER

PROJECTTEAM

SOUNDING BOARD

What must we do to develop and launch the project?

m First, determine the milestones and then the actions needed to get to that milestone. Then determine the dates for completion.

®

http://www.bedenk.be/en/blog/the-project-canvas
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41 — Ways of Working Canvas

WAYS OF WORKING Canvas [

s cam

Uset s to facilitate a conversation with your team around how you want tc k and what you expect from one another. Fill it out together using words and images, Inm
or print large scale and populate with sticky notes. As you complete each section be sure to synthesize your results into a key statement or bulleted list you agree on

1. What do we value? 2. How will we behave based on these values? Explore the categories below.

Communicate Collaborate Measure Our Work

Provide Feedback
h 4

Make Decisions Recognize One Another
expect performance feedback will be delivered t through How sally

3. What commitments can we make
to one another based on this?

Handle Conflict Prioritize Work What is your team archetype?
What does h y conflict look like for us? Wi {ow will we resolve conflicting priorit

What is our spirit animal, superherc
4 unhealthy co ’ ’

£3 xpLANE

https://xplane.com/diverse-teams-and-ways-of-working/

42 — Story Canvas™

What actions does the Hero take to problem?
QUEST What specific challenges arise?

How does s/he overcome them?

@ ©@ ©®© © © © ©® @

2017 XPLANE

PROBLEM Hero uses Insights to RESOLUTION
What does the Hero (re)define the Problem. What happens
need to do? attheend?
What Problem must What does success
s/he Resolve? DEFINE Took like?
NOW WHAT?

1=

Hero imagines
Resolutions and
generates an Idea.

DREAM
WHAT IF?
Herotries Idea outand
observes what happens
to produce Intel.
PURPOSE DARE
Why does this WHAT HAPPENS?

story matter?
How will it change
the world? Hero analyzes Intel
to develop Insights.

~then
DISCOVER
SO WHAT?
g =
INTEL INSIGHTS IDEAS
What facts are critical What does the Hero What opportunities

tothe Quest? learn during the Quest? emerge during the Quest? @ [0]S]e)
B NG hD

STORY CANVAS™

https://www.denisewithers.com/
Denise Withers, Story Design: The Creative Way to Innovate. Nlab, 2017.

WWW.DENISEWITHERS.COM
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43 — Melt Frame

IMMATERIAL
HAVES

IMMATERIAL
NEEDS

IMMATERIAL
RESDU RCES

assets wou ﬂ'f like
with your ?

MATERIAL

RESOURCES

re they <

ECOSYSTEM

cust nmers’

IMMATERIAL
EFFECT

MATERIAL
EFFECT

MATERIAL
SURROUNDINGS

https://issuu.com/miikka

MATERIAL
NEEDS

Objects. Actions, Plax
Change of current status.

o
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44 — Life Model Canvas

Life Model Canvas

I

Values Clear values that resonate with your heart, mind, body & spirit

\V

Goals Top 3 goals

©

Moonshot The ‘impossible” Dream

~

=43 Key Activities Support Systems

g Key activities that will contribute to the Environment, paople, accountability partners, business
D) success of goals across one or more tracks partners, organizations & resources guiding or

s

supporting your path to succes

hat keeps you up at night? hat makes you exciled to wake up in the morning?

What people, or organizations or behaviors are restricting your success? Insp"’at'ons What do you share with your friends and those closest to you with
.t
. .

Obstacles

hat challenges are you facing in personal life, family or career? excitement?

What do you avoid talking or thinking about that maybe no one knows about . - What wouldn't you change in your life for anything?
but affects you deeply? . B Wheo do you respect, admire, love and why?
-

http://Ww. lifemodelcanvas.org/
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45 — Pitch Canvas

The Pitch Canvas®©

Simple Statement of what change
you and your product are making in the world.

\ memorable one-sentence explanation of what you do for customers.

Paln (+ Gam) Product

ur customers? As simple as possible: what d

Wha ties do you de for people C“erse

more cost- EHEL ve, more efficient, happier, safer,.

{ow ma €0 need this problem so market size? | Yy ted it with customers?
d t solved? to let th dominate

What s Unique
o ”S, HZ:;weﬂs _.,Se.ﬂZs. lts differently to

ve researched the market and know what
competinon 15 out there

Customer Traction

Success so far?

Yilot customers? Major

rogression in users or d
-‘"smwe efee ce quotes or mov ies?

am nave

hievements? Sales success?
as people and as

End statement
with call to action

Finish the pitch strongly with a clear request for the audience to take action - what is their first next step?

Why Yo u?

? can show

oblem for st
udience have confidence that y

: Best 3 Minutes Prese
Nevelnped from an original idea hy

@.@.@

Best g minutes

Geert van Vlijmen. lllustrations: BirgitSmit.com
mmons Attribution-Sharealike 4.0 International License
/4.0 or send a letter to

1105, USA. . Ensure you re

eel free to The Pitch C
ce Best3Minutes.com after

https://best3minutes.com/
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46 — Semantic Environment Canvas

You could choose

to highlight
concepts or rules
that are essential

Semantic Environment Canvas

Key words

Ao thore
ha

veardls they use that

Touchpoints

Whe happe

Last updsted on Thu Ape 122018, Dawnlond.a copy of this canvas at h

Confessional o
Priest @ Penitent o
Actor A Actor B
: Peace of
Offer : mind Freedom
guidance from sin
Fulfil Starting
duties of i over
role g
* i Review
Must H sing Kneel or
keep H before sit
secrets R —
— i Make sign
Assign H of cross *
penance at start Must tell
at end of truth
_sesslon |
Reconci-
Forgive-
ness it Contrition
T Absolu = —
solu= ment
Satis-
I Disclosure faction
Sin Penance
Confes-
sional | @
box
In-person
Peaceful,
quiet  |:

© 2018 Jorge Arsngo, jarango.com

Clear, concise,
punchy name

Use the "official”
labels for the
actors when
possible

| try to place the
concepts both
actors understand
equally well
towards the center

https://jarango.files.wordpress.com/2018/04/2018-04-12-semantic-environment-canvas.pdf
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47 — Data Ethics Canvas

The Data Ethics Canvas |

Data sources

Nams and describs ey data sources used inyour
Broject, whether you'Te colectig hem yoursaf or
getting access from thrc parties.

Limitations in your data sources
Are there any imitations that might influenca the
‘ouivames of your project? Consider.

+ biss Indata collecton, inciusion, aigorshm

* gaps,omissions

+  cthar sansihites such as data catagorisaton

Sharing this data with
other organisations

Areyou gaing o be sharing data wih ather
orgensatons? i a0, who?

Underwhet conditons?

Relevant legislation and policies

Wihat lagisiation or polices shape your uss of
ris data? Eg dena protecion legislaten, 1P and

Rights over data sources

Whereci you gt the data from? s 1 data
rodueed by an organisaiion or deta collectsd

laws.
sactor-specific data sharing poll it

5 als?

(eg healh, employment, xation), sectos-specific
ethics legisiaton

another basis an which
you'rs aliowed to usa s data? Wrat ongoing
Fighis wil the dena sourca ave?

Existing ethical frameworks

Countres, ssctors and communites have existing
etfical codes and frameworks, Wich anesare

Your reason for using this data

Wt s your primary purposa for using
datain ths project?

Communicating your purpose

Do pecple, espacially those th data s sbout
orwho ara mpaciad by s use, undersiand

Positive effects on people

Wihich Indivicuis, demographics or organisations
wil be positivaly affected by s project?

Negative effects on people
Who could benegatvey afected by s project?
ot ma manerin wheh s a3 olecred

reisvant to ths project?

What are you stemping to do?
Wrat s your prmary use cass
and your business madel?

Are you repiacing ancrher project or senvica? How
asthat!

Are you maidng things better? How? For whom?

vou puspose?
\Who has been told about your purpose? Has ths
ommunication been cloar?

Howrwil they be positialy affected?
How cou you Increass the postive Impact
of his project?

Howara you messLring postive impac?

fegexclu

+ unfariy restric

shared and usec:
cause harm?
+ b used totarger, profés or prejudics peopls

shve amangements)?

Cousd paaple percaive ft to ba harmful2

ising negative impact

Engaging with people

feps

Are thare massures you could taka to reduice

imations In your data sources?
Could you ment
1o support mitigating actives’
What benefits wil these actions add o
your pojsct

o are you measring negaiive mpact?

ertial negative mpact

Gan peopie affsctad appsal or
‘equest changes fothe service?

Towna: sxent?
Are the appeal meshanisms raasonabie?

Communicating risks and issues
Areyou b o the projctteihougits,
o and cans Geretons of pecela 1RKIEG
By o prject? How?
Areyoucommunicaing poril ks orissues?
o andriskabeng communicated

0 people? Consider:

-

thoss impacted by s use
or afiected by your project

*  organisaions using deta
What mathodis are you using?

https://theodi.org/article/why-we-need-the-data-ethics-canvas/

48 — Ethics Canvas

The ADAPT Centre for Digital Content Technology is funded under the SF Research Centres Programme (Grant 13/RC/2106) and is co-funded under the European Regional Development Fund.

Your acti

Reviews and iterations

Howr wil ongoing ‘ssues ralstad 1o data ethics
be moniored and discussed? etore oy
Wihen wil your rsponses tothe canvasbe
reviewed or Lpdated?

ions

What sctions ara you going to take

q forward with i project?

Which of tham shouid taka priorfy?

Who will ba respansibie fortrass actions
and who nesds to ba involved in them?

r actions and answers
2

Ethics Canvas

Project Title:

Date:

Ethics Canvas v1.8 - etl

hicscanvas.org © ADAPT Centre & Trinity College
Dublin & Dublin City University, 2017.

Individuals affected

Identify the types or categories of
individuals affected by the product
or service, such as men/women,
user/non- user, age-category, etc

& 1

Behaviour

Discuss problematic changes to indi-
vidual behaviour that may be prompt-
ed by the application e.g. differences in
habits, time-schedules, choice of
activities, people behaving more
individualistic or collectivist, people
behaving more or less materialistic

Relations

Discuss problematic differences in
individual behaviour such as differ-
ences in habits, time-schedules,
choice of activities, etc

What can we do?

Select the four most important
Ethical impacts you discussed
Identify ways of solving these
Impacts by changing your project’s
product/service design, organisa-
tion.Or by providing recommenda-
tions for its use or spelling out more
clearly to users the values driving
the design

Worldviews

Discuss how the general perception
of somebody’s role in society can be
affected by the project,

Group Conflicts

Discuss the impact on the relation-
ships between the groups identified,
e.g. employers and unions

Groups affected

Identify the collectives or communi-
ties, e.g. groups or organisations,
that can be affected by your product
or service, such as environmental
and religious groups, unions, profes-
sional bodies, competing companies
and government agencies, consider-
ing any interest they might have in
the effects of the product or service

breach, data loss, etc

Product or Service Failure

Discuss the potential negative impact of your product or
service failing to operate as intended,eg technical or human
error, financial failure/ receivership/acquisition, security

7|4

Problematic Use of Resources

Discuss possible negative impacts of the consumption of
resources of your project, e.g. dimate impacts, privacy
impacts, employment impacts etc

8

@e0®®

https://www.ethicscanvas.org/index.html

The Ethics Canvas is adapted from Alex Osterwalder's Business Model Canvas. The Business Model Canvas is designed by
tion-Share Alike 3.0 unported license. To view a copy of this license, visit https//creativecommons.org/licenses/by-sa/3.0/. To view the original Business Model Canvas, visit https-/strategyzer com/canvas

Business Model Foundry AG. This work

is licensed under the Creative Commons Attribu-
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49 — NEXT Canvas

CUSTOMER SEGMENT

JOB-TO-BE-DONE

VALUE PROFOSITION

PROBLEM

hitps://next.amsterdam/canvas

SOLUTION

REVENUE

\ GHANNELS

GROWTH

https:/togroundcontrol.com/files/2021/01/NEXT-Canvas.pdf

¢

A M S

AR D

Customer Segment

Who are you solving a problem
for? The smaller and more
homogeneous the better. You can
more eas

e eas

ily solve their similar
huge problem. In the Scale phase,

you will expand the customer

gment to adjacent customer

segments with similar problems.

Job to be Done

What is your customer trying to
achieve? The JTBD de

your customer might buy from
you, because the reason we hire
services or buy products depends
onour goals and the context that

we currenthy live in.

cribes why

Value Proposition

What value are you bringing to
your customer

vith your
solution? Even when you get the

solution right, you still need to
bring value for the customer to

pay for your solution. You want to

\

Channels

vill you reach your

customer now you are scaling?
Will that be outbound or
inbound? Social or paid

advertising. Thisi

What problem is you

tomer
experiencing? Isitavitaminora

pain killer and is it big enough to

build a solution for?

How are you solving the problem
of your customer and how are
you fulfilling their job to be done?

What type of solution doyou

want to build, and which features

https://togroundcontrol.com/canvas/

are most important?

payments? Who is your customer

sely linked
to how you will make money.
be Notion and not MS Word.
s
N
-
Problem Solution

Revenue Model

How w

ill you make money? A
subscription or one-off via
and who is only using your

solution?

Growth Engine

vill you g

Will you grow
paid advertising, repeated us

word of mouth?
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50 — Wardley Ma

pping Canvas

Wardley Mapping Canvas

1. Scope

2. Purpose

hat is the purpose of the thing yc

Value Chain 5

o,

Visible

Invisible

@ @ Canvas desi Ben Mosior. Visit http:
M This work is licensed under a Creative

Commons Attribution-ShareAlike 4.0 International License, CC BY-SA 4.0. Wardley Mapping courtesy of Simon Wardley, CC BY-SA 4.0.
i i 4.0/,

To view a copy of the license, visit

3. Users

o
=
o
°

Visible

Invisible

4. User Needs

Copy your User \eed from you? What is each users journey?

Genesis

‘wardley-mapping for more ir

Custom

Product (+rental)

https://miro.com/blog/wardley-maps-whiteboard-canvas/
https://hiredthought.com/2018/10/13/the-wardley-mapping-canvas/

51 — Council Busi

Service name

ness Model

Commodity (+utility)

RedQuadrant

1) Core purpose and outcomes

4) Statutory duties

5) Core activities

2) Core customers

3) Demand drivers

6) Key measures and assumptions?

8) Major current initiatives

7) Key partners and
interdependencies

9) Key risks

14) Other notes

10) Transformation / invest to save

12) Cost structure

13) Funding streams

https://www.dropbox.com/s/kag43hjvahhOypy/RedQuadrant%20council%20business%20model%20%27c
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anvass%27.pdf?dI=0

52 — Jobs-to-be-Done Canvas

o
S & STRATEGYN
»

Job Executor

Jobs-To-Be-Done Canvas™
P‘t:wersd by Outcome-Driven Innovation®

Core Functional Job-to-be-Done

CONSUMPTION JOBS 1. DEFINE 2. LOCATE 3. PREPARE 4. CONFIRM
Executor Other Plan, Select, Determine Gather, Access, Retrieve Setup, Organize Validate, Prioritize, Decide
5 3 5. EXECUTE 6. MONITOR 7. MODIFY 8. CONCLUDE
a a >erform. Transact. Administer Verify, Track, Check Jpdate, Adjust, Maintain Store, Finish, Close
RELATED JOBS DESIRED OUTCOMES
Overserved OS] e ‘ Table Stakes
Appropriately
EMOTIONAL JOBS S\'er\\yled quo)
Irrelevant Underserved
v € y do not address / stop addressing) 1 (add value
https://jobs-to-be-done.com/the-jobs-to-be-done-canvas-f3f784ad6270
53 — Canvas Canvas
The Canvas Canvas
Pain Key activities Value Propostition Reason Canvas User Segments
Cost Structure Disney Channel
Rights protection Legitimacy
0008 ® ‘ﬁ‘"a‘ A P'zgo
Designed by Benoit Dessaucy & ::: I:‘:re

https://www.linkedin.com/pulse/today-i-bring-humanity-ultimate-canvas-benoit-dessaucy/
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54 — Growth Marketing Canvas ™

The Growth Marketing Canvas™

[rers—y ak
Lewerage i power of a Telk sl grvth 5ty | | | ) |
Targe Audisnce “falum Propollion [ E Hoeth Szar Matric
Dovin rhee s o e | ) LT e Wy st it will b B Wha e s b s vl b oo e )

ALY Ml it liproducy R

Lot s by she vulis piogan ion 'I' chavicome . reecd ot e ing s e honked

Bearmrany ijﬂ Arguisilion E Bekwatian ( startian - [re—— hi&'; Bl

[ TR — Vi e ki [T — et bascl b it SR ———
[ —— ek

@ @{B Bl o e T B | e WA PR aieis 1 I ok B PR B e LS, 1.1 ) !:_ H
- wyrwgrawthmarketingoanyas.com WMAD Kings
https://www.growthmarketingcanvas.com/

55 — Learning Battle Cards

Learning Battle Cards Canvas How o use theLeaming Batle Cads Carvas
7 Windows of Instructional Design

saborsteonthe

Check www.leamingbattlecards.com to find more.

Client and budget Goals and KPIs Target group Needs and critical factors
PREPARATION DELI VERY CONCLUSION
ANALYSIS AWARENESS KNOWLEDGE IMPLEMENTATION EVALUATION
SKILLS
ATTITUDES

https://store.learningbattlecards.com/
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56 — UX Strategy Canvas
UX Strategy Canvas g v

Previous business goals:

User preblems (prioritized)

Funnal Matric

Arfuisition
Activalion
Ratantion
Referral

Compatitors

Pros Contras

Intringie Motivations

F

Summary of the new strategy:

Value

Conltas

https://uxstudioteam.com/ux-blog/ux-strategy-canvas/

57 — Learning Experience Canvas

How will we solve these problems?

Where | the bottleneck? How can we solve it7?

How can we highlight our strengtha?

Which weaknesses con be solved caslly?

Featuros to kill:

LEARNING EXPERIENCE CANVAS [sassmN j
& LEARNING OUTCOMES [ LEARNING OBJECTIVES ) '@6 STRATEGY ) r@ ENVIRONMENT © LOCATION )
Behavior - Insight Physical - Virtval
R me‘edg G SETRREE SRR
£ PEOPLE %) CHARACTERISTICS @ CONSTRAINTS & RESOURCES
|\ \ J
22 ACTIVITIES & PROCESS
CREATED BY NELS FLOOR
\ J/

https://1xd.org/learning-experience-canvas/
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58 — Wealth Management Canvas

Influencers

Competitors

Saboteurs

Bargaining Powers

Substitutes

Industry Trends MarketTrends  Regulatory Trends

Barriors to Entry Economic Trends

Value Proposition

i
L]

Investment
Philosophy

Ye

Product / Service

Revenue Streams Cost Structure
@ @ @ ® W Canvas” by Di td. liab. Co. is l aCreative C Joense. Based onawork.

https://www.innovate-d.com/insight-013
Diderich, Claude, Initiating the Strategy Process Using Design Thinking (March 6, 2017). Posted: 7 Mar
2017. Available at http://dx.doi.org/10.2139/ssrn.2927941

59 — Branding Components Canvas

Branding Components Canvas

Persona Brand Personality
The channels, methods and
The arrangement of type {typeface, materials you will use to help your
& words that describe your brand Name Your business or product name Typography size.length, spacing, etc) that best Awareness o m:us{:mr bxomaw’::’:uf
personality, voice and values (use helps convey your brand s story. yuugrnnnd,
the Brand Personality Adjective
A descriptive summary of your target | gaard far this)
customer (Using the Buyer Persona
template]
Brand Description
The 2-5 colours that represent your
Colour  brandpersonsliey and help Sale  materisiinyour brand il presert
Palette  communicate your brand story to ale B Vo . P
Describe what this Brand your target customers itself at the time of sale.
Hero Journey Personality Adjective means for Unique  For (target customer)
you and your arganisation Val who (statement of the need or opportunity)
alue our (product/ service name) is (product category)
Proposition that(statementofbenefit)
Brand Adjectives Do
How your branding and brand
The primary symbol used to embody " N . 1
LogO  ang communicate the brand. Delivery  promise uil be incorporated atthe
The heart and soul of your brand - the Do use the Brand Adjective like this
story of how your solution helps your
target customer achieve their deepest
held aspirations (Using the Hera's Brand Adiective Don’
Journey Template) ran jective Don’t The promise your brand makes is a to-the-point and an easy Example images and guidelines used X
) o ) ! _ The ways inwhich your customers
R ber version of your or to ensure the images used in Use or Post- """ "
Promise . Imagery e e will interact with and share your
Unique Value Proposition. The bumper sticker for your conjunction with your brand are Delivery  beandwithothers
Don't use the Brand Adjective like brand (2-5 words) consistent with the brand story.
this

https://www.inboundrocket.co/

https://inboundrocket.co/blog/how-to-measure-the-success-of-your-brand-building-campaigns/
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60 — Kanban Canvas

the inscriptions on them, and their placements, provide a single
visual model?

t?

ITive Impac

What information is important to share, and how can tokens, sham

Sfudy What could be learnt about customer and stakeholder needs, the
resultant demand, and how that demand is processed?

Value

What stories can be
told about the work
creating an
unbeatable product
which has validity
and effectiveness?

oy System
<
o What holistic problem, difficulty or
% Stabilise frustration are we trying to
< address, and who is experiencing it?
o What policies
-~ could help limit What stories can be
o work in process, told about the work
O ing through a
and remove Fl going throug
g undesirable ow perfect process which
sources of has reliability and
s variation? efficiency?
o
o
o
s
1
20
b=y
e
o
t What stories can be
x told about the work
= being done by
passionate people
who have flexibility
and euphoria?
Potential
What measures and meetings might create insights and What small experiments could be run to safely
guide decisions on potential interventions? Sense Senrch learn the impact of different interventions?
Karl Scotland Ltd

http://kanban-thinking.net/

61 — Service Model Canvas

Service:

8% USERS

El SERVICE DELIVERY

Created by

http:/kanban-thinking.net

Date:

Jall PERFORMANCE

1. Users 2. Service proposition

Who are / will be the service users?
Who are the most important users?

Why would someone use the service?
What value does the service bring?

3. Channels

Through which channels (e.g. online, mobile,
telephone, shop) is / should the service be
available?

Which channels are most cost effective?
Which channels are users like to favour?

4. Usage

How should / do users use the service?
How frequently is / will the service be used?

5. Actors

Who is / will be involved in delivering the
service?

Who are / will be the key partners, suppliers
and stakeholders?

A\ RISKS

7. Challenges

What current challenges exist?

What challenges do you foresee in the
future?

6. Key activities

Which key activities are required to deliver
the service?

What resources are required for those
activities?

Which are the most important activities?

8. Competitors

What other similar services are available?
Who are the key competitors?

What other options do users have?

9. ROI

How will the service deliver an ROI?

What are the costs vs the benefits?

How can the service be delivered more cost
effectively?

10. KPIs

Which KPIs are / can be used to track the
performance of the service?
What are the key KPIs?

www.uxforthemasses.com
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Service: 6 Spotify

8% USERS

1. Users

Who are / will be the service users?
Who are the most important users?

* Music lovers - Likely to already have a
well established music collection
(physical or digital). Want access to
lots of music and to listen to the latest
tracks.

Music likers — Not as fanatical about
their music but still plays an important
part of their life. Might not have an
established music collection and more
likely to listen to the radio than their
own music.

Music rarelys — Rarely actively listens
to music (it might be on in the
background) and wouldn’t consider
themselves a music lover. Will
occasionally seek out music e.g.
dinner party background music.

Music likers likely to be the larger
group but music lovers more
important as likely to be early
adopters and trend setters.

3. Channels

Through which channels (e.g. online, mobile,
telephone, shop) is / should the service be
available?

Which channels are most cost effective?

2. Service proposition

Why would someone use the service?

What value does the service bring?

«  Ability to play (almost) any music at
will.

o Access to music anywhere (e.g. home,
work)

o Discover great music

«  No longer have to carry music
collection with you (e.g. physical CDs,
MP3s).

«  Find out what others are listening to.

«  Find out what the latest music s.

«  Show off your great music taste to
friends.

« Create shared listening experiences
(e.g. playlist).

«  Create anywhere playlists.

« Run out of space on your phone / MP3
player? Never have to worry about
available space again.

4. Usage

How should / do users use the service?
How frequently is / will the service be used?

e Self-service (inc. resolving

B SERVICE DELIVERY

5. Actors

Who s / will be involved in delivering the
service?

Who are / will be the key partners, suppliers
and stakeholders?

Support staff (e.g. customer service)
Artists

Music labels

Music bloggers and journalists

Media (e.g. Radio, music TV channels)

A\ RISKS

7. Challenges

What current challenges exist?
What challenges do you foresee in the

6. Key activities

Which key activities are required to deliver the
service?

What resources are required for those activities?
Which are the most important activities?

Signing artists

Curating content (e.g. Playlists)
Blogging

Promoting Spotify (e.g. music
festivals, music websites)
Updating website and app
Resolving support issues

.o

8. Competitors

What other similar services are available?
Who are the key competitors?

Created by: Neil Turner Date: 23/9/15

Jall PERFORMANCE

9. ROI

How will the service deliver an ROI?
What are the costs vs the benefits?
How can the service be delivered more
cost effectively?

e Customers upgrading to premium
subscriptions.

o Advertising revenue stream (free
subscription only)

* Partners (e.g. music labels) paying to

be featured

App purchase royalties

Music royalty payments

Infrastructure costs (e.g. web servers)

Product development costs (e.g.

website, apps)

Support costs (e.g. help)

Customer self service (to reduce

support costs)

DY

10. KPIs

Which KPIs are / can be used to track the
performance of the service?
What are the key KPIs?

Which channels are users like to favour? ™ future? ? * Mumber of subscriptions
:r7 emds) ( dveste of What other options do users have % of premium subscriptions
Lo .  Balanced usage (to avoid peaks of . o Songplays
. Stregmlng via website demand) o Persuading artists to buy-in to the e Other strea'mlng services e.g. p 8 plays o
¢ Mobileapp Amazon Prime music, napster ¢ Frequency of use
e Share and recommend service to royalty model - . Sh: laylist:
*  Desktop app friends and family . P ; «  Digitaldownloads e.g. iTunes, Google e Shares (eg. playlists)
: : ersuading customers to upgrade i i
*  Apps likely to provide best user o Create playlists from the free service, to the play e Number of available songs / artists
experience, but require initial . N N ' o lllegal download sites e.g. BitTorrent *  Customer satisfaction (e.g. Net
* Download apps (e.g. mobile) premium service . .
download overhead. ) L e - o Physical music e.g. CDs promoter score)
o Seek out recommendations and «  Changingin-grained music listening
new music habits e Radio e App purchases
o Daily usage for power users (e.g. radio, buying albums) ¢ Music TV channels * Email subscriptions .
. iff {ating fi her simil * Music discovery usage (e.g. Radio,
o Afewtimesaweek for regular * Differentiating from other similar Discover feature)
users music streaming services (e.g.
o Monthly, or less for infrequent napster)
users «  Technology not ready yet for all
e Very long user life cycle (if the users (e.g. Broadband connection)
service continues to deliver and o Music labels / Artists pulling music
benefits outweigh the costs) P
* Undercut by competition (e.g.
subscription price)
(U] X [ i forthemasss om
PEOPLE CANVAS - EXPLANATION
MAIN BLOCKERS WITH WHO ELSE IS COMPETING FOR WHATARE YOU TRYINGTO SOURCE OF FUNDINGAND BIGGEST SUPPORTERS WITH
MAXIMUM STAKE & POWER A SHARE OF THE PIE? ACHIEVE? BUDGET? MAXIMUM STAKE & POWER

-Who has the po
derail the initiativ
-What is their primary moti
- Someone entrenched in th
old/existing f
-Who doesn

ACTION STEPS - What cal
bring the r ard? H
redu

ACTIONSTEPS - What can we le

SOURCE OF ALTERNATE
FACTS AND INFORMATION

nd

ou are trying to

ACTIONSTEPS

-What sort of balance do you want to
achieve with regards to key
stakeholders and people around you?

BIGGESTSOURCE OF
KNOWLEDGE & EXPERTISE

PAINS

- Time investment to ma

- Specific meetin,
that need to be set up

- Material, case studies and colla

shared with stakeholders

GAINS

stakeholders
-Savin
manag
~Timely id

- Tangible benefits because of man.

gs in project development time a
em better
ntification of the

yroject proponents

https://medium.com/@asimmehr/the-people-canvas-67902bc02a46
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63 — Growth Hacking Canvas

The Growth Hacking Canvas

Designed for:

Designed by:

Motes:

Organic Channels & Lexicon ABC
Assets T
['I TI
Paid Channels é
Activities

Brand Experiences N

Value Propositions

Segments & Personas ﬁ *

Promotional Infrastructure

* B

randing

https://www.alexandercowan.com/growth-hacking-canvas/

https://www.alexandercowan.com/growth-hacking-canvas/

64 — Brand Canvas

Story [

Symbols

Strategy X

1 >0 w !
| Y £ w !
Q! i g ! The arrangement of type (typeface, R ‘The cnannelsli melr;oons Iand
I “E, ! Your business or product's name \’ 8| size line length, spacing, etc.) that @9 ' ;‘a‘?gg[tlzﬁs‘{gx\;‘bgggmoc as/‘;rycog;
z ' Persona g ! best helps convey your brand's story g ' your brand
! = <
By T EEEREIDRIENSIVNNSRE ' '
I ' |
: FOF (target customers) © | |
@ | Who are dissatisfied with (curent S ' ﬁ ! = i oo '
a g ! = altematives) descriptive tz\ljlz:g:rawryro your target = cm;’:;oio:z(l)rn»imrc;;::ﬁzlvour o The channels, methods and
Al § 1 OUERCOGUOSES 2 tew product onlegony) i . Ko | B0 PHRINNY P W | materials In which your brand will
g ' That provides (xey problem sohing (expanded version of customer = | Communicate your brand story to » | present itself at time of sale
E & | capabity), Unlike (attemative) segment In Innovator's Canvas) K] 3 your target customers !
o | We have assembled (key whole product O H
' foatures) L3 '
| | i
T T T
8 = B
0 " ' | ' / . . ’
+ The bumper sticker for your brand % + The primary symbol used to embody g ' HOW your branding and brano
M E S Q8 e 2 | promise will be Incorporated at the
o (2-5 words) Storyboard S and communicate the bra B time of delivery
o ' o
| ' |
S R R S O S SR O ' '
| ' |
: ; o !
2 > ' ]
= ' i
- The heart and soul of your brand — 1+ Example images and guidelines used >
© ! ) =
@ € | 6 Words that describe your brand the story of how your solution helps c g, H to ensure the images used in ‘ D | T"Le“I":;V;;g{ﬁ:ghamusrnc;ilon\eomrs
8 ! personality, voice and values your target customer achieve their @ ! conjunction with your brand are Q. brand with olhers ¥
g ! deepest held aspirations £ | consistent with the brand story ° !
-
o
a | 1 [
! ' i
! ' '

https://ignitionframework.com/the-brand-canvas-how-to-create-and-communicate-a-compelling-brand/
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65 — Brand Thinking Canvas

PARTNERSHIPS &
COLLABORATIONS

https://www.the-brandling.com/blog/using-the-brand-thinking-canvas-
digitally?rg=Brand%20Thinking%?20canvas
https://www.researchgate.net/publication/348756556_Effective_Marketing_of_Social_Enterprises_in_Afr
ica_-_Lessons_from_Three_Peak Performers_in_Ghana
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66 — Team Working Agreement Canvas (Scrum)

Working Agreement Canvas scruminc.
1. Team Name . 2. Team Motto
3. Team Mission ['4.Roles & Responsibilitiés ['s. Metrics
Team:
Product(s):
6. Strengths & Skills [ 7. Gaps & Growth Opportunities I 8. Celebrate & Improve

9. Values | 10. Norms & Guidelines

Company Scrum Team

Openness
Courage
Focus
Commitment
Respect

Date: Version:

https://www.scruminc.com/team-working-agreement-canvas/

11. Events
Sprint Length =
SP:

Ds:

SR:

Retro:

BLR:

© Scrum Inc. 2018
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67 — Social Business Model Canvas (1)
THE SOCIAL BUSINESS MODEL CANVAS

BASED ON FRAMEWORK OF YOUNGFOUNDATION AND BUSINESS MODEL CANVAS Social venture:

IMPLEMENTATION SOCIAL VALUE MARKET

PROPOSITION
e o° z CUSTOMER MACRO ECONOMIC
ENAD rarTers N DpELIVERY <«O» SEGMENTS |§Il ENVIRONMENT

Wha helps you to What activities do you do? What difference are you making? || How do you work with people What are the economic,social
deliver your activities? What resources do you own? who buy your p vice? and t i h

Who are the people that benefit? taking place that affect your
market now and in the future?

What social impact measures

é do you usa? ]
SALES + MARKETING * COMPETITORS
What is your sales and marketing plan? Who else plays in your space
How do you reach your customers? Why are you different?

FINANCE

ﬁ COST OF DELIVERY ‘“ SURPLUS

Where do you intend to
reinvest this?

https://www.thebrokeronline.eu/doing-social-business-right/

68 — Community Canvas

Shared Experiences Content

Selection
uolysues|

Channels &
Platforms

m

https://community-canvas.org/
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69 — Work Choice Canvas

i} Purpose

Whose lives will | work to improve, and how?

J&Q, Development

What learning will my work create?

* Company

Who will | work with? In what type of organization?

ail Incomes

What's paying my rent, and what else am | getting out of it?

y/l Consequences

What downsides will | need to manage?

Work Choice Canvas | Pesigned by Steffen Frischat, on the shoulders of Alex Osterwalder, Jenny Blake, Frederic Laloux and many others

https://medium.com/@steffenfrischat/stuck-in-the-wrong-job-never-again-d4585397a3b9

70 — Team Trust Canvas

Team Trust Canvas

i

Clarity Connection Compassion
@
s oae lﬁ
S/
a “»
Values Competency Commitment

o

What else is
important for us?

9

Contribution

©

Consistency

il

®AlexeyPikulev

Trust Canvas by InTeamWeTrust.com is licensed under o Creative Commons Attribution 3.0 Unported License

https://inteamwetrust.com/team-trust-toolbox/team-trust-canvas/
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71 — Agile Project Canvas v.2

Problem Scope Business Elevator pitch Customer
readiness et amd s segments
4 vlon
o Staff affected 8
Possible technical SYminig: Desired team
solutions s Hoiec
5
1 6 7 2
Risks
9
Cost  -rnsneais e Sk Benefits
' 10 o
Ready to
Out of scope | Unresolved | Backlog Reddyito In . ¥ Done
start progress discuss

https://leanpub.com/runyourprojectagile-saidthecto/read
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72 — Culture Canvas (2)

PEOPLE ACTIONS RESULTS

PURPOSE ci: DESIRED OUTCOMES
What is the purpose of the team? What does success look like?

When are we done?

WHO gisfe SHARING INFORMATION (__’ PROGRESS & KPIs @

Who is in on the team? What tools do we use and how? What does progress look like?
What roles are required?

MAKING DECISIONS OR SOLVING A PROBLEM-Q

When do we meet in person and when online?
When a problem arises, who deals with
it and how?

Le
RITUALS
SOCIAL PLAYGROUND * DOING WORK x h
This is the team's agreement about What is the actual work that needs to be done? Whet do yau do consistenly?

Ry i What are the values of the team?
communication expectations.

Avallability
Responsiveness
Emergency
Politeness s1op DoiNG {)

What will we stop?

dY/d X/ |Fescremmesa §tolond.

https://culturecanvas.biz/#why

73 — Experience Canvas

W Atlassian

- thesi Date:
Experience Canvas ‘otesis: ——
Problem 5 Idea ® Value & Stakeholders & Personas $

MVE & Team &

End to end demo & Test results

https://www.atlassian.com/blog/archives/fight-the-dark-side-of-lean-ux-with-the-experience-canvas/amp
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74 — Minimim Viable Brand Canvas™ (MVB)
MVB CANVAS"

VITALS
BUILD, TEST, AND ITERATE YOUR MINIMUM VIABLE BRAND

ORGANIZATION:
PERSOMA SEGMENT:

DATE
ITERATION MO RALLY POINT

SEE (Visiyg,
¥

INVITATION

-

ARTIFACTS

3
&
&
o)

%
%
2
%,
%
W

DESIGNED BY: Jaramiah Gardner & Dee Copeland Patience

@ @ @ @ From The Lass el | LB Bock com | #ThelaanBrand

This ek Bearand

http://leanbrandbook.com/stack/
75 — Collaborative Innovation Canvas

Decision Making

Strategy Stakeholders
x O &ﬁ&
4 ()

Execution |
N\ d

Audience
% /\

Resources

S—
Measurements

Communications T

https://blog.hypeinnovation.com/the-collaborative-innovation-canvas-a-visual-strategy
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76 — Problem-Solution Fit Canvas

Problem-Solution Fit canvas Fupee e

Veorsion

Define CS, fit into CL

1. CUSTOMER SEGMENT(S) 6. CUSTOMER LIMITATIONS cc suscer, nevices 5. AVAILABLE SOLUTIONS srocscons [

aenuUaseyIp ‘SY soidxa

g
§_
g
£
8
.
i

2. PROBLEMS / PAINS -7 rurquency [iil| s.PROBLEM ROOT / CAUSE 5| 7.BEHAVIOR - 15 mrensirr  BE |

z
S
3
3
:
|
2

ONLINE

3. TRIGGERS TO ACT 10. YOUR SOLUTION 8. CHANNELS of BEHAVIOR

4 EMOTIONS serome / arren [EM| orFuNE

Identify strong TR & EM

3840 HD SUjIyO § Supuo J2enx]

"
NN Criigne by Dara Wepraliena f cos ke - | we Lailor e

https://medium.com/@epicantus/problem-solution-fit-canvas-aa3dd59cb4fe

77 — Design Ops Canvas

Desngred for Desgned by

Design Ops Canvas BETA

m IdeaHackers «

What do we do?

so?

Of0eating thythen *
we use?

MOW 30 we work together >

How do we communicate?

How 30 we ¢ ate iy, within our teams?

Sy WITth Othet stasenciders ®

vangense
How 30 we gve and get feedtiack ?
FOW 30 e SNIE OUN KNOWANIDE AN New K8 Tgs

What constrains us? How are we structured?
what tory. security. or other reaities Batance Management

o

wat i possidie? MOW 00 we Dalance AtDnomy and the Common good? What s our msson?
age conficts and tadectts? How do we set goal?
How 30 we manage sk | How 3o we t an

MO 30 we n

How are we o
WO 8 1es00nsible 1or what?

Aut
The freedom and
roepencence we reed 1o

30 great work

BALANCE

What else?

What etse Should we be thenking about?

V006 Last updated on & Decernber 2017 Sources. Oave Maloul. Aty Covert Kt Sknner Lou Rosenteld. Dave Mastronas s

https://gamestorming.com/mapping-design-operations/

© 2017 Mease 1ena leedback 10 Dave Gray sjiare com
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78 — Pitch Planner Canvas

PITCHPLANNER

or! tchpla

(1] THEM + |8 CONTEXT ® e You *

How and where will you deliver the message?
What is the time / space available?

Who are they? What is their world like? Why are you here? Why are you relevant?

4 | CONTENT &

Using information from sections 1,2 and 3 write your

Their Needs script on a blank sheet / cards / POSTITs & paste it in section 4. Your Key Message
What are their broader goals / key problems? What do you want them to remember?
Their Objectives Your Objectives
What is impartant for them to hear, feel or achieve? What do you want them to think, feel and do?
Their Reservations Call to Action
What do they hate or fear or DO NOT want to hear? What are you asking for? What do they get?

EE)ev-ro | Pet Viatt Currie 3] vitchplanner.com
http://www.pitchplanner.com/

79 — Partnership Canvas

PARTNERSHIP
CANVAS

The Partnership Canvas is best used in joint opplication with the
Business Model Convas (www. businessmodelgeneration,com)

AIM OF THE PARTNERSHIP

CREATED VALUE

What will be the result of the
value transfer between partners?

Think of:
Joint product/service, new resource, exclusive arrongements,
tention/growth

channel collaboration, woys for custamer acquisition,

TRANSFER ACTIVITY

sed under the Creative Commons Attribution-Share Alike 3.0 Un-ported License

PARTNER WE
How will we collaborate to
connect and transfer value
with our partner?
DESIRED VALUE \: o VALUE OFFER
What asset do we seek to leverage What leverage do we offer
from a partner? our partner?
How does our affer complerment or enfance the assets g
ction, risk mitigation =
{¢sn saffo 03 Buyjim saupipd ano sy Joym) (ésn uy anjpa saupipd ino saop 1byp) g
Bart Doorneweert - partnershiptanvas.com " V @ @ @ @ @

https://valuechaingeneration.com/2014/10/17/the-partnership-canvas/
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80 — Coaching Canvas
The Coaching Canvas

Coach: Client Date:
coachingcanvas.org
4. Internal Conversations «® 2. Behaviours A |1. Goal ®| 6. Resources/Relati 18 | 5. Required Changes ®
3. Emotions A 7. Strengths/Improvements =4
8. Actions & |9. Metrics / Dates -

@ ® @ Martin Alaimo
@martinalaima

The under a Crastivs G

[ ' e

h;[tp://coac

@kleer_la K kleer

http://kleer.la
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81 — Consum

er Trends Canvas

CONSUMER TREND CANVAS N rreno-watcuin

BASIC NEEDS DRIVERS OF CHANGE
Which deep consumer needs Why is this trend emerging now? What's
and desires does this rend changing?
address?
SHIFTS (long-term) TRIGGERS (short-term)

APPLY

INSPIRATION EMERGING @ INNOVATION TYPE
How are other businesses applying this trend? EXPECTATIONS How/where could you apply this trend to
What paints of tension your business?

and new customer
expectations are
emerging?

@ WHO

Which
customer
groups could
you apply
this trend to?

https://trendwatching.com/quarterly/applying-trends/consumer-trend-canvas/

82 — Future o

f Work Canvas

The Future of Work Canvas

Values

' People ﬁ Sustainability * Customer '! Technology -ﬁ:

Talent = Tools |

Company Culture

L 4 Business $

©@00®e®

DESIGNED BY: CHRIS LAKE (@lakey) at Guild.co (; l ] I l D

https://quild.co/blog/introducing-the-future-of-work-canvas/
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83 — Gamification Model Canvas

GAMIFICATION MODEL CANVAS

Design for: On:
Project name: Design by: Iteration:
PLATFORMS MECHANICS DYNAMICS AESTHETICS PLAYERS :“

Wt v
Wi plakorms cas s e b ing
What piaicrra wilthe garme st o

P Progeass Rar
= — et
[ Vi oo oy —
= - b
cn W Cumency & ‘:"‘:'-'
REVENUES M

o o o g

How el wm Feaasrn S succens o ot garr
AT et P ot s i a7

WWW.GAMEONLAB.COM

Please send us your valuable feedback! canvas@ gameoniab,com

‘Gamification Model Canvas is based on the Business Model Canvas
iip:iwwew businessm and is licensed undor

lsiganaration com
tive Commons Afiribubon-Share Alie 3.0 Un-poried Licanse

Alike 3.0 Unported Licenss. To view a copy of this licensa. visit

This work is licensed under the Creative Commons Afiribution-Share
O/ or send a letter 1o
ivee Commons, 171 Second Street, Sute 300, San Francisco,

Cadifomia, 64105, USA

Villegas E., Labrador E., Fonseca D., Fernandez-Guinea S., Moreira F. (2019) Design Thinking and
Gamification: User Centered Methodologies. In: Zaphiris P., loannou A. (eds) Learning and Collaboration
Technologies. Designing Learning Experiences. HCII 2019. Lecture Notes in Computer Science, vol
11590. Springer, Cham.
https://doi.org/10.1007/978-3-030-21814-0_10
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84 — Brand Strategy Canvas

€ REATED F R

CRIATIO Y,

The Brand Strategy Canvas

AR

WIRSICH

Customer/User Insight @

What do peogpl e ihink and feel regarding the categon?

How are you relevant to those needs or desies?

What problem (s] do you sobe for them?

What benefits of your company,pro duct are mast valuable 1o them?
What most strongly influsnces their decisians inthis category?

Competitive Environment @

What concepls and conventions define the category?

Whioare your direct and indirect competilons ? What defines them?
Where & the strabegic void in the market?

Arw ol cliseupting the cabe gony bn any wayT

Company/Product Features @

Whial i the simple s1 deés ciplion o/ your product and whil it does?
Whiat a4 pectsal that are different om everyone else?

Rational Benefits @ @

‘What are the tangible benefits of the produci?
Which benefit is unigue or oS! i aan

Brand Positioning Statement

Musi meeiad five criteria:
imnp otant, unigue, believabbe, sctonable, sustiinabie

O Audience For:

Wi o are they and what i
il imporant péychagraphic
need or desire asi1 relabes bo
the brand's category?

@ Description
W i the simplest
diescripticn of the prod uct?
Or what is the broader, more
(ﬂﬂ""_ﬂ'.'"ﬂmf‘lylﬁrm'\:ﬂ-'

@ Benefit that:
What i the unique, primary

Eenefii or poini of difference
of the peodui?

Emotional Benefits @

Company Values

Whad are thevaluns of the company?
(Msusly expredied s nouns.]

How dothe values of the founders influence
oo pany values?

Wikl @t inibangible benefits of the geroduct?

Which benefit is ul:Ilc\.e of most importaat? @ Praar

What are Bhe factual, meaningful
and provadibe reascns. o be e
i primary Bemefit or paint

of diflerence?

because:

@ Payoff so that:

Wha is the ullimate emegicnal
paryalf for the customor or usar?
Dicees (T answer the meed inihe

audience section?

Brand Essence

‘What ks the core idea or defining
concepd of B rand? |5 it tangible
o aii hadinal ? {Unbgque, succinct,
iy, and ideally 2-4 warnds.)

Haow iy vinhi 6 inPssed @ ot
prosuct, culbum, orousiomens?
Brand Personality

What are the beand's human chamcbertstics?
Uiuslyexpredied ad adjectives.)

Key Messages

What'syour siory?
Wit e the mos timportant and differentisting sspectsof the brand?
How can you defies them as quickly and interesting ly as possible?

Created by archenmalmoventures, CC Mtibution-MonCommencial 4.0 Inbemational.

https://caseysoftware.com/blog/brand-strategy-canvas

creative capital from @archer » malmo ventures
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85 — Transformation Design Canvas

Transformation Design

VISTIon, STRATEGY MOTIVE SIGHIFICATION

I NEWw PERFORMANCES BEXECTED PEOPLE/GROVPS CHANGE LEVERS ¥+ 555>
i AEw ReswLTS 0w RELATIONSHIPS TUTERVENTIONS
@ daa ZJ
(| NEW CAPABILITIES RAADMAP OF
£2 TRANSDRMATION | =
i
f g
| TDEUTITY / MIRROR OF THE SELE (WHERE WE ARE TBDAY) c
T L — r el s
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Vision, Strategy, Motive, Signification

Chart the course: Where are we going, the drive and ambition to transform ...
* Drive and motivation: What are the reasons for the transformation? Why do we break new ground?

+ Attractive visions of where we want to be short, medium and long term ? What we want to raise estimates?
+  What are our professional passions from which we draw strength for the goal and the way?

+ If we are already at the destination would be, what would that look, how it leads to?

AN

transformation...

(costs, guality, time)
* Employee related results

. New Performance/
New Results

Set the ambition: Results that improve...

* Tangible improvements in finance, market
impact, processes, behavior

How can we measure and monitor the

* Measurable results (e.g. EBITDA’); Market
and process performance (e.g. T2M); KPI's

* Intangible results, visible patters, vital signs

! New Capabilities

Who has to do what, more, less, better to achieve
the goals of the transformation ...

= What exactly want / need to learn?

* What we do not want un-learn?

* Leadership skills (attitude & crafts)?

* System capabilities (IT support systems)?

* Co-operation skills (processes, projects, lines)?

]

Affected People/Groups
& Relationships

(Target Group of Transformation)

Map the System: Affected people/groups/
Stakeholder..

* Who exactly is affected by the change?

+ Who gets touched /who is not?

* Where do we draw the line?
* Who are the stakeholdersof the change?

Outline the mental framework: feelings and

intuitions that shape our behavior and actions...

* Who bears the change ?

* Where is the energy?

* What mixed emotions and resistances we expect?

* What triggers the emotions?

* What are the limitations of short-term
achievable?

* Where personal gains or opportunities have been
identified?

* Who are the leaders and opinion leaders?

* How are the informal power relationships?

Change Levers =~ =

& key interventions £ .5,

Choose the drivers and key interventions for the

transformation..

« What are the smartest pressure / pain / pull
points to trigger the learning process?

* What we have tangible moves to leverage the
people and the organization to achieve new
capabilities for new performance?

* Where do we focus on: people, structures,
processes, systems, rules and values...?

Roadmap =
of the Transformation ~— —

Design the architecture: Setup, steering and

(reporting) structure to realize the levers...

* What interventionssuch as / when implemented?
(Architecture / Roadmap)

* Which focus at what stoge?

* How do we engage people ? How do we multiply?

* What change prototypes can we build?

* What methods will work?

* How do we manage, how do we support?

Idenf.fty / Mirror of the Self (where we are today)

Hold up the mirror to yourself: Where do we come from? What we can build on? Where we stand today?
* Calm, respectful and at the same time unvarnished, honest self-examination?
* What abilities and {favorable / unfavorable) cultural patterns we have today? What is difficult for us?
+ Where are our “hidden treasures"? What are the strengths and weaknesses we work with?

https://leanchange.org/2013/09/building-capability-with-transformational-design/

86 — Platform Design Canvas

THE PLATFORM DESIGN CANVAS
PLATFORM DESIGN TOOLKIT 2.1

. PLATFORM
OWNERS

Enabling Services
{Platform to Partners)

PLATFORM
STAKEHOLDERS

>»

Empowering

.. Services

(Platform to Peer Producers)

. Other Services
(Platform to
Peer Consumers)

CoreValue | @ =
Proposition -« . Transactions - PARTNERS
Ancillary Value
Propositions
@D Chames | @ orobars
& Contexts °
Infrastructures and
Core Components
o PEERS
(consumers)

pot

This work released by Boundaryless Srl was greatly inspired by Business Mndel Generation Canvas by Strategyzer.com, and is licensed under the CreatlveCDmmuns Attribution - Share

@®0O

Alike 4.0 International License. To view a copy of this license, visit http://

sa/4.0. This work is for d

d on www.platformdesigntoolkit.com

https://stories.platformdesigntoolkit.com/releasing-platform-design-toolkit-2-1-6d0a973e0ea9
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87 — Digital Platform Canvas

Digital platform canvas

Producer Pricing

Value | Value

Pricing | Customer
proposition | proposition

segments @ @ segments

&

Core .
Tool_s & Interaction Filter
Producer services Customer
journeys journeys

Jin- Jins
Funnel Funnel
Cost structure Revenues =1
& i)
>ICSB
el
https://icsb.nl/artikelen/new-business-model-canvas-for-digital-platforms/16
88 — Canvas4Change v.08
canvasfichange C oraft vo.¥ - Feedback via changetcachde )
Prerequisites Change lﬁxpecko&bon
Culture Commitment Communication | Observe Ad just Business

Vision & Goals

- . 4
Resources skl Implementation
Orzratiov\al

F Improvgmcnk
Vision & Goals

Y P — e ——

http://canvas4change.de/overview/2013/canvas4change-canvas-for-change
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89 — Project Canvas (design)

Project

Motivation

PROJECT CANVAS

Participants

List the tmam members, stakebalters and thied parties
Involved in the peoject Indicate sk names. tilles and

LLkers Ar
T the primary sbjectives of the project nchoding. [ List e users of the produst o striice a5 tacget groups
h betwden program goak or segrents. Ao indicate more speciic information

vities & Deliverables

st the types of tasks and actions the tesm wil take 1o
meach the project goals. For each. indicate the outcomes

Assumptions
[ ———
about the propect and sal

5 the team i making
f passiole. list the

rabe on the project. You can alsa show deperdencies.

and project gaals in separate lists, if necessary

abuoart users, such as persana names, if available

User Benefits
Show the owerall value proposition and benefits users
will gat afer the proget is sucessfuly complated

and documents that will resuk fram the activity. This does
ot inchude working documants, project plare and simda

riskiest assumptions first

https://experiencinginformation.com/2012/08/05/the-project-canvas/
https://uxtogo.wordpress.com/2012/05/25/the-project-canvas-defining-your-project-visually/

90 — Project Initiation Canvas (Service Design)
PROJECT INITIATION CANVAS

Existing context of the service,
The Strength / Weaknesses /
Opportunities / Threats

Suggested Online method

SWOT

@ 2. Stakeholders

People who are involved in the pro-
ject / service. From project authority,
service provider to users.

Also the relation between them.

Suggested Online method

Actors Map

Methods that enable your team to understanding the project’s
context, generate ideas and testing the service before implementation.

Suggested Online method

Co-Design

0 4. Users

Understand the user not only from demographic
and geographic information. Also their behaviour
and psychological point of view.

Visualisation

Suggested Online methods

Profile Persona

@ 5. Have Your Say

Comments / metaphors from the users and
service provider about the existing services.

Suggested Online method

Co-Design

https://issuu.com/icarr/docs/msp_report_web

Project Title :
Department :

@ 6. Proposition

The objective of the pro-
ject try to achieve.
Define the measure of
success.

Suggested Online methods

2]

Q) 7. Activities

Service touch point involved from pre-
service, during and after-service.

Suggested Online methods

Service Storyboard

journey
System ping

Risks Milestones Constraints Scope
Identify possible futue events without unknown outcomes that could List the key dates and events that frame the overall tmekne of the Iidenitify the Bmits and conditional requinemaents that directly Indicate he broadth of the product or senvice to be included for
hawe a negative smpact on the project. Also indicate posisbie misigation project affect the deliverables, activities or project a5 a whale. consiheration for this project, including what is out of scope
messures for each, ¥ possible

Project End

0 8. Resources

Resources that support the
service

(eg: time, cost and
knowledge etc )

Suggested Online method

(T
)
L

Service
Matrix

O 9. Sustain

Methods to sustain the
project and maximise the
result and impact.

Suggested Online methods

=)

Blueprint Specification
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91 — Marketing Campaign Model Canvas
MARKETING CAMPAIGN MODEL CANVAS

Problem / Prospect's a% Key Activities 8" | Value Propositions & | Content / Promotion os Prospect Persona(s) ,a%
Pain Points
Key Metrics == Chamnels 2.
Cost Structure / Budget g’ | Projected ROI S5
www.getitcomms.com TS eeee®

https://www.slideshare.net/b2bento/mktg-campaign-modelcanvas
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92 — Negotiation Canvas

NEGOTIATION CANVAS

i 1) MY DESIRED OUTCOME
What do | want2

Title:

Date:

2) THEIR DESIRED OUTCOME
What do they want? ©

*/) 3) MY KEY INTERESTS 7) MY BARGAINING CHIPS 8) THEIR BARGAINING CHIPS 4) THEIR KEY INTERESTS
T Whye What do | have that they value? What do they have that | value? ¢ Why?2<
vy trerer
o e
o o
(1] 5) MY WALKAWAY ALTERNATIVE @ ‘\’/]vrss,"“ 5°“L“°": o both of e 6) THEIR WALKAWAY ALTERNATIVE (/]|
\>J What will | do if we do not reach a deal2 af solutions could work for bofh of us? What will they do if we do not reach a deal \J
PS 1 Ps 2 PS 3
=\ 10) AGREEMENT
What did we agree to?
o
This work is licel under the Creative Commons Attribution-NoDerivates
@ @ @ 40 International L ' et e ' NEGOTIATION
To view a copy please visit: https://creativecommons.org/licenses/by-nd/4.0/ wDESIGN
negotiationbydesign.com vty ALUNA
https://negotiationbydesign.com/
WISE Cluster cu
Prohlems Gorporate Gulture Stralegy
Haw o you plm 10 grow ol rm‘m‘mh'nsvuﬂ'knlmnlldfnnwnm‘
TueJoroboms s o busian * —
I ; Leadership & Roles Models
v How do o mamage e reward peape
=i
| Policies & Rules ; I
Solutions -
T " e ot gt e
fioes do ar V.
s I Activities & Engagement I
How do o inspine crastiity ind sngigemneat”
Partners ‘ Customer
& Relationship Market
Capabilities Uniair Value Unigue Selling Channel
Network Atvantages || Proposition || Proposition & S
Theaklls we seed n e 5 crvste Wt vk o defer 5 e 5 Biperience
e ke propesiton partearly rttmnr] Theolie 1t ‘l >

e

>

Whst festure, product i tamimer, inchdig how iad why it 'Ih-ﬂ(-mmh'm is deboered by
e pa'irig the cottomnr (Batrbuian cusl] i

W oy of relatonship does 2
N For whem e e g ke

Seurce: WEE Duster Camis it o mode imyred by fe Bsimess Nodel the Lo, the oo s the Rinborest coovis.

it 0 1k 1 antbe ey aped bt s it e/ L B )t s by e Bt - . b o s Lt
Ve e s qn. ke hn.d'hi::i:’; 1wk prvng stimtin how it comusicated 4 them kst Supmints et ot ba setsblih Wt graglil o o beseit
preston] Rowdos we mm‘ d B ol it it e rm ke progeetion. ow raey
::... ye Wt bnd of ey have e thee it sow il i e e
BT pareRrs r estbished!
3 2 Fow o ey togratd wih e
Ko s Resources CostBase ) Pricing Model = |
mﬂ;‘-“ & Wt resaron dovur Ve Ny '\._;_
parirs periard Fraptions raned! > Fie wht it i o st rly o ! o wit o thy ety (O -
Bur Distribution _I}-!e:‘ fow much it wll et 1y ikaly dewsip the vae prgositen il 77 How are ey corrmtly paying? Bow wackd they prefer o pay” Bow much doss
..mrr.ﬁsr.mrin bew mch ol cost e mbsepuently market and defer 7 each Reveme Stream comribute & mversll revemes? Bow we wil price f
Brcng Mo propasticn, whether i be fxed wrible o s bcripdon pring] s shernstive
srees of reom eticlary iportnt Fthe conmmer 4 ot wacted %y

http://wise-cluster.com/business-model-innovation/

63




94 — Research to Impact Canvas

‘% For maen information abeut busisess model canvas: BtpaYbit. ly/BusMedCanvas
. . ) (adaption of the Business Model Canvas by A.Poetz & D.Phipps)
E‘Hnslmh RESEH rCh tU Im pa[:t CanUaS - (e I'I'Ipty} editable version FI.awln inanks in: Michael Johnny, Krista Jensan, Simon Lan{'y of York Universty's K.MhPEmI
network for use by research project teams to quickly sketch out a complete KT or commercialization plan
Project Title: Funding Start Date: Funding End Date:
What s the need you will be ing:
IMPACT desired (what changes youare
haping to achieve/contribute toward achieving):
1. keholder(s) (Target Audi 3 2, E 3. Benefit of the RESEARCH for 6. Key Project & KTEE Activities 8. Key policy/practice or industry

Customers or End Users) (CO-PRODUCTION) Stakeholders partner(s)

4. DISSEMINATION & Communication 7. KeyResources Needed to Deliver the

Benefits for Stakeholders (in #3)

5. What are the UPTAKE and IMPLEMENTATION benefits for stakeholders?

. Budget for doing the project & KTEE activities

Mates about use of this Research to Impact Canvas: Shar e
This toal i ject. Within each ject wil i which i ltiple benedits. 1-5 years o achieve
Each a o rramiby 5 baachi

segeme: g coding ering
This paseareh b imipact cherns i ielendind 10 b & 1-page gulck smapshol of your plan. Bullel paints only, no el setences,

KTEE L logy L itation - baith iali
Suggest printing thisen 11317 paper lor @66% on B.5x11%), . helping to and Knowledge Translation (¢.9.50cial such as poscy and ractice changes)

https://kidsbrainhealth.ca/index.php/impact/tools-for-impact/

95 — Civic Tech Project Planning Canvas

CIvIC TEC.IH PROJECT
Planning Canvas

oblem Statement

Partners

Project Key Resources

Brought to you by M'?,,}Z_“ f?“ auslinGO
https://www.open-austin.org/civic-tech-canvas/
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96 — Media Planning Canvas

Media Planning Canvas o emetseente | s

Q Country Landscape ' Market & Brand

® Competitors & Media Investment

ww Market SWOT

G Uniaue Seling a Targets :El: Target Analysis

Proposition
Thirk

Listen

Cormms Barriers

Consumer insight

Mormments

Purchase Bamers.

1 Media & Devices Consumption

-ﬂ Marketing Objectives " Communication Objectives [gj:ii. Marketing Strategy
ANARENESS ENGAGEMENT ADQUISITION RETENTION

W

H

H

R H Feid>>
OO Tactical Leamings
-
R Media Planningn Tactics
OBJECTIVE TOUCHPOINT WHO WHAT WHERE HOW HOW MUCH KPI'S €/%
—o--0— Media Seasonality
Initiaties 1 2 3 4 5 & 7 8 9 10 11 12 13 14 15 16 17 1 i, 2 . ¥ 3 k) K] 0 a e 50

https://www.jaimefernandez.com/presentando-el-media-planning-canvas/
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97 — Project Review

‘kEVEWT//%oﬁaﬁ

https://hannahsanford.com/2016/11/boost-your- performance W|th regular post-mortems- 2/

98 — Digital Leadership Canvas

Leading in times of digital change
with the Digital Leadership Canvas
=

Company, Organisation, Project Name, Date

My management and My digital leadership My leadership How do others perceive Our vision of

leadership qualities style network my leadership style? Digital Leadership

DIVERS: SUPER POWERS: RESOURCES: CHANGE OF PERSPECTIVE GUIDING IMAGE:

WAL wishans, values, compeencies and Wihat aspects of Digitl Leadership do | alrea- Whiare rw e \ecor«panons backers, How to | motivate thami Why do they support Digital Leaders are disruptive and innavathe, are
inowledge define my leaders g qualities 7 dy Bvar? WNCR of My viSIDes, values, knawied- cheerleaders and suppart e Which of rvy visions, value, 11 leaders, social skills,
‘What drives me forward ? What makes me 3 §# and compatenclas ane my Super powirs competencies defing ma as s Digital Lasder in their and are determined, They develop and share

rake model? that enable me, as a Digital Leader, ba lead my eyes? their vision with the team and empower athers.
team to suwcess? They relinguish control and orchestrate possi
bilites. They work with data and their intuition.
They apprasch topics with scepticism, and new
ideas and pecple with openness.

{¥ou can insert additional items, or crass out
existing ones, here )

My / our challenges My / our development barometer My / our solutions

ANALYSIS: MORITORING ACTIONS:

How will we, a5 Digital Leaders, become a bridge between the classical Hiw €20 we Measure our progress tawards Digital Leadershig? What dal / we have? What o | f we hawe that enable us to
and dighal worlds? Where do we have ditfiaulty living owr vision and How do we define our progress? How do we reward ourselves? tackle my { our :halleme:theluoj’wnaucnnns do | f we need to take in order ta achieve our
schigving our objectives (feld 177 objectives (field 1)

© Cvissane Bandesvuboa 2017 A H O | @ CONSULTING

https://ahoi-innovationen.de/leadership-canvas/
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99 — Empathy Map Canvas (2)

Designed for

Empathy Map Canvas

WHO are we empathizing with?

‘Who is the person we want to understand?
‘What is the situation they arein?
‘What is their role in the situation?

PAINS

What do they HEAR?

What oths

What are their fears,
frustrations, a

What do they need to DO?

What do they need to do differenthy?

Whit jobis] do they want of reed 1o get done?
Whit decision(s) do they need 1o make?

How will we know they were successfu?

What do they THINK and FEEL?

GAINS
What aretheir war
needs, hopes and dreams? What do they SEE?
. Wwhat do they see in the markelplace?
What do they SAY?
vmotce
er thoughts and feelings might motivate their behavior?
What do they DO?
Wi jo il do 1

o th

16 ity 2017, Dwnicad

https://medium.com/the-xplane-collection/updated-empathy-map-canvas-46df22df3c8a

100 — Leadership Development Canvas

Stakeholder forces

Eg L&D agenda, procurement, Sponsors

The participants wha wil develop
theit leadership (ska the lesmers)

Partners Strategles EKDETIEI"ICE
Developmentl partner and providers [l The developmental type of sctivities The flow of the sevelopmental sctivi How we will engage these lesders for
offering (narts of] the develoomental [l particinants will carry out laka learn- the4 we will offer particiating leaders | their development
experience ing strategies) |sks integrated sobution]
&
5
&
im
is Resources Learning
a Developmental components that are What we will equip these leaders with
M part of the ssperience iy erms of behaviors and usdertying
L factors. aka the enablement]
g -
W
=M
.
H
=
§‘ 0O
M
g w
z Investment
E What it will take to develop the participating lesders (time, maney, etc] ‘What the individual, team, organization and/or society will get out of the development

Logistical forces

Eg budget, language, total time away from work, ‘must use’,

r@ lxl Adapted from the Business Model Canvas (strategyzercom)
e

https://www.ccl.org/articles/leading-effectively-articlesblog/leadership-development-canvas/

€ 2017 Duve Gray, mplanecom

tional forces

rganiza

Eg business strategy, valses and culture, performance, organizational context

0
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101 — Mobius Loop
THEMOBIUS LOQP oo
PROBLEM @

Identify & understand
the problem(s) and causes.

" 1y .
. The potential solutions
and hypotheses to validate.

OUTCOMES

Create clear definitions
and measures of success

>

VALUE

Define the parameters -
i.e. How you will make, save or protect revenue?

www.mobiusloop.com

https://mobiusloop.com/

102 — Consumer Trends Canvas (2)
CONSUMER

_R EN I:) CAN\/A&:; ............................................................................

1. ANALYZE
¥ Basic Needs @ Drivers of Change
Which deep consumer needs & desires does this trend address? Why is this trend emerging now? What's changing?

¥  Emerging Consumer
Expectations

What new consumer needs, wants and expectations are created by the changes identified above?
Where and how does this trend satisfy them?

How are other businesses applying this trend?

https://trendwatching.com/trends/consumertrendcanvas/

Research, experiment, implement

&

MEASURE

Examine and act on
the knowledge gained.

Q0

ADAPT

Discover the options - continue to deliver

afh

2. APPLY

@ Innovation Potential

Haow and where could you anply this trend to your business?

7 YOUR
INNOVATION(S) \:

il Who { |

Which (new) customer growups could you
apely this trend to? What would you have
o change?

=0
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103 — Cultural Value Proposition Canvas
Cultural Value Proposition Canvas

Impacting “the ideas, customs & social behaviour of a particular people or society”

Conseguence Timeliness Cultural Human Interest
Value Proposition

Proximity Prominence

Conflict

Existing Expectations Value Impact

@Oee®

https://davidjcarr.wordpress.com/2016/07/01/beyond-a-beautiful-tension-brand-ideas-and-cultural-

conflict/

104 — User Centred Design Canvas
User Centered Design Canvas ., iherecongies

3. PROBLEMS 4, MOTIVES 1. BUSINESS 8. COMPETITIVE
ADVANTAGES
2. USERS
5. FEARS 7. ALTERNATIVES

9. UNIQUE VALUE
PROPOSITION

https://ucdc.therectangles.com/#what

6. SOLUTIONS
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105 — Startup Ecosystem Canvas v.1

It takes a city to raise a startup. Plat out your local ecosystem below to help newcomers.
T
a1 Suooasaful loal fourksen
1. IDEA ',Q. who b e ecnsyslem &
T frequently mertor neaties
1. Inspire 2. Educate 3. Validate
Startup Madia: Bost Practices: Taam Formation
Centralized Iooal info, kstngs, rews | Baginnes knowienge-shanng events | Rasounsas & evants far taaming g %ﬂij:]
w
b
]
—l
]
Inspirational Evants: Training & Feodback: Build First Product: =
Dpen, inclusive Beginnar evanls Shill & idea devalopmen| programs Hackallhons & raounes 10 buikd q
=
L
Public organizations that
2_ I_AUHGH Ancilitate kocal coononmic
F devakapman
1. Start 2. Develop 3. Launch 6i5
[Estabdish: Formaliza: Sand Accalerators: =
Law timns & bankes for starups Accounting, Day & HR Saed funding menbor progremes bl
Lt
=
b
[==
Ll
=
‘Workspace: Frapara for Seed Fitch & Damo: (L1
Co-working and fecble workspaces | Incubedon & advanosd merntorship Show starups for seed ireestrend
Local Univarsitios:
Major business or
technical urisarsitios
3.GROWTH ]}
1. Recognition 2. Funding 3. Growth
Investor Netwaorking: Angals [ Micro-WCs: Infrastructune: T
Gonnect founders & prof, mvestors Seod-siwge mvestors Office space, HR. insuance & mom
- Local Employers:
= Magor lechnizal emplovars
L | with A large warkfome
=2
l—
Major Madia: Vartura Capitakists; Expanaion:
Mamnsiresm kcal busness prass Sanas & and beyond Girawth sccelerstors/conzufiants
Suecessid homegrown companies that have raised sigrificant instifuticnal furkdng, amploy & lange workfonee, or haws achisved liquidity
Learn more about the Startup Ecosystem Canvas at hitp:/ffi.co/canvas
This wor katwst i3 Istencied for prind=g os iegal papes, Tois wark was dewsiopa under o Creasies Commons A buien-HorSommencil 41 Inisaticral Licsnss,

https://fi.co/insight/to-grow-your-local-startup-community-first-map-it-out-introducing-the-startup-
ecosystem-canvas
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106 — Satisfaction vs Loyalty

Name Date

The service is ... Provided from who to who?

+

The service consists of ..

client Satisfaction

client Loyalty

The client journey looks like this... Ideas for improvement

I need to find out more about... Action Plan

https://img1.wsimg.com/blobby/go/5768211c-9e7e-4bbf-804c-
511888df4dbf/downloads/Customer%20Satisfaction%20vs.%20Loyalty%20A3%20worksheet.pdf?ver=15

64586040315
https://b2b-training.com/videos
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107 — Service Logic Model Canvas

Key Partners

From our point of view:

* Who are our key partners?

* What are the roles of our
partners?

* What resources do we need
from our partners?

* How do the partners benefit
from the cooperation?

From customer point of view:
» How does the customer
experience our partners?

* What kind of partnerships does
the customer have and how
should they be taken into
account?

@

Key Resources

From our point of view:

* What skills and knowledge do
we need?

* What other material and
immaterial resources and tools
are required?

From customer point of view:
+ What skills and knowledge is
required from the customer's
side?

« What other customer’s material
and immaterial resources and
tools are required?

Mobilizing Resources and
Partners

From our point of view:

« How do we coordinate multi-
party value creation?

» How do we utilize and develop
partners and resources?

From customer point of view:
= How can the customer utilize
and develop partners and
resources?

Value Proposition

From our point of view:

* What value are we selling?

+ What are the elements of our
offering?

« What is unique in our offering?
From customer point of view:
+ What value is the customer
buying?

* What are the elements of
customer needing?

+ Which customer’s challenges
and problems need to be
solved?

@

Value Creation

From our point of view:

* How is our offering embedded
in the customer's world?

* How can we facilitate the
customer to reach their goals?
From customer point of view:
* How does the value emerge in
customer’s practices (also from
mental and emotional
experiences)?

+ How are customer’s long term
benefits accomplished?

Interaction and
co-production

From our point of view:

* How can we support customer
co-production and interaction
between us and the customer?
From customer point of view:
* What are customer's activities
during the use and different use
contexts?

* What are the customer’s
mental models of interacting

with us?
®

Customer’'s World and Desire
for Ideal Value 1

From our point of view:

+ How do we get a deep insight
and holistic understanding of
customer’s world (context,
activities, practices,
experiences), their future
strategies, and customer’s
customers’ world?

From customer point of view:
* Why does the customer buy?
* What kind of benefits does the
customer aspire?

« Functional

+ Economic

+ Emotional

* Sodial

+ Ethical

« Symbolic

* If there were no limits, what
would be the customer desire for
ideal situation and world?

Cost Structure
From our point of view:

» What are our other sacrifices?
From customer point of view:

» What are the costs inherent in our business model?

+ What costs and other sacrifices are required from the customer?

Revenue Streams and Metrics
From our point of view:

+ What is our eamings logic and how is our financial feedback generated?
+ How can we apply customer value-based pricing?
* What else valuable do we get than money?

+ What are the key performance metrics of our business success?
From customer point of view:
« For which benefits is the customer really willing to pay and how?

+ What is the financial value that the customer gets?

* What are the key performance indicators of customer’s business and how are we
following them?

®©
®

http://www.naplesforumonservice.it/uploads/files/jukka.pdf
Ojasalo, J., and Ojasalo, K. (2015), “Service logic business model canvas: implications for service
business”, Proceedings of the QUIS14 Quality in Service Conference, 18-21 June 2015,

Shanghai, China.

https://www.emerald.com/insight/content/doi/10.1108/JRME-06-2016-0015/full/pdf?title=service-logic-
business-model-canvas
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108 — Systems Thinking Canvas

SYSTEMS THINKING CANVAS what system are you thinking about?

DATE:
VERSION:

PARTS
What parts are present in the system? Parts can be people,
ideas, artifacts, supplies, symbols, technology and colors.

WHOLES

What wholes are present in the system? Wholes can be
groups of people, culture, ideas, technologies, etc

RELATIONSHIPS
What interactions between the parts and wholes are
presentin the system?

BOUNDARIES
What boundaries are presentin the system? What important
differences are present?

PERSPECTIVE
What perspectives are in the system? What is your
perspective in the system?

Greatve Gommons (52} (1) (D) 2019 Jensica Risl and Kelvy Bird — warw.systemsscribing com

PATTERNS
What patterns are present in the system? What do you hear/
see repeatedly?

Created for the participants of the Visual Practice Systems Scribing Lab

B

http://visualpracticeworkshop.com/wp-content/uploads/2017/12/SystemsScribing_Harvest.pdf
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109 — Team Alignment Canvas

Team Alignment Canvas

Planning period Last updated

Who does what? 2:2 How will we succeed? !‘j What do we do?

Why do we exist?

What's most important, now? @

Friority objectives

Standard operating cbjectives

How do we behave?

Core values Aspirafional valves

Permision fo piay values

STRATEGY
FIELD GUIDE

strategyfisidguide.com

©0OO

https://zbi.kmz.mybluehost.me/strategyfieldguide/wp-content/uploads/2019/11/Strategy-Field-Guide-

Team-Alignment-Canvas.pdf

110 — Alignment Canvas

Date:

Alignment Canvas Department/Team/Individual Period: e
Vision Contribution
Tactics
Partners
“ )
o o
8 &
Health Metrics
www.studiorupt.com =

https://studiorupt.com/the-alignment-canvas/
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111 — Flourishing Business Canvas

Designed for: Designed by: Date:

Flourishing Business Canvas vzo
Environment
Society
Economy

BIOPHYSICAL ECOSYSTEM
STOCKS VAI'U E ACTORS

RESQURCES PARTNERSHIPS VALUE RELATIONSHIPS STAKEHOLDERS
CO-CREATIONS

8
LI

ECOSYSTEM ACTIVITIES GOVERNANCE CHANMNELS
SERVICES

=3
9 VALUE
CO-DESTRUCTIONS

BENEFITS

@ &

gm;ﬁ;g;mgﬂgﬁm;ﬁ@ﬂm hingBusinessorg Want to use this canvas in your project or business? Hourishing
. B '] N . N . N . I5INes:
© Antony Upward, 2014 - AlL Rights Reserved Want to support the project? Email inquiry@FlourishingBusiness.org for permissions Canvas

http://flourishingbusiness.org/the-toolkit-flourishing-business-canvas/
112 — ExO Canvas
EXO Ca nva s Organization Date Done by

auve Massive Transformative Purpose
@ Information &7 Staff on Demand /% Interfaces " Implementation
5:6 Community & Crowd mam Dashboards
@ Algorithms &5 Experimentation
| ole Leveraged Assets Wi Autonomy
fif Engagement 7 @ Social Technologies
A 5

OO ® R T T @ openexo

ExO Canvas V2.0 Co-created by a group of innovation experts from all around the world. Further information at www.exocanvas.com
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ExO Canvas

Organization

Date

Done by

ave Massive Transformative Purpose

Why does the organization exist?

What is the purpose of the organization?

What is the target of the organization?

Do kids and grandmas understand it?

@ Information

What data do we have?

What data do we need?

&7 Staff on Demand

Can we build a cloud of extemal “employees™

How could we have the best emplayees for each activity?
How should we find and hire? By using an agency? Direct?
Local? Remote? Platform?

/77 Interfaces
Con we build an API that connect our systems with
the community?
Can we create a marketpiace to drive growth?

What can we da to provide my produc
self-service mode?

How will we collect data for the algorithms?
Is the data we need available?

Can we buy it? Rent it? Make it?

&i6 Community & Crowd

s there an existing community we can leverage?

How will we tum external commundy into advocates?
How will we create value for my community?

How can the community create value for my product?

wmm Dashboards

Why do you need to have real-time data?
What reattime data do you need o track/measure?
What systems will you use In order fo measure that data?
What will you do with this data?

Algorithms

Why are we developing algorithms?

Wich labor/activity/task can we automate?
Which algorithm/systems/platforms are you going to use to
process/leverage the information you have?

&3 Experimentation

What do you want fo learn and what experiments will you run to
doit?

How will you messure the success of the experiments?

How can we age within the

<l Leveraged Assets

What type of fixed costs can we move off the balance sheet

by renting them?

What processes can we outsource?

Is there spare capacity lying around which we could re purpose?

W Autonomy

How can we reduce decision-delay o approval-chaing?
How can we avoud too much management and aliow the staff
to grow?

15 there a framework/tools we could use? (OKR, Holacracy, etc.)

‘.{ﬂ Engagement

What contests/promotions can be created to increase
customer acquisition?

Haw can we leverage gamification to improve owr products
and sewvices?

Haw can you make paople use your product avery day?

@ Social Technologies

How will we leverage social techaologies 1o mprove
communication (within our team/community/clients)?
What social network/1ools can we use?

Can we use social tools 1o do some of the work for us?

Implementation

How will we implement the right culture
along the whole organization? How will we
measure it?

How will we drive the organization toward
the MTP? How will we measure it?

What collection of projects should we run
to implement the above attributes?

What are the key elements everyone on the
team has to agree on?

s losrine, wat

@066

71 Sacond Speet. Sute 300, San Francecs, Calfomia, 34105, USA

ExO Canvas V2.0 Co-created by a group of innovation experts from all around the world. Further information at www.exocanvas.com

PREPARE

1L
m

Align

INPUT KICKOFF

. >y

EXECUTE

WEEK 1-4

WEEK 5

EDGE STREAM

WEEK 6-9 WEEK 10

@ openexo

FOLLOW -UP

ExO Edge initiatives

ExO Core initiatives

OUTCOMES

https://www.openexo.com/
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113 — Competitive Positioning Canvas
COMPETITIVE POSITIONING CANVAS

Db:":tzrzrone Rational decision factors

Customers [ factOrs
‘ JOb[s} - he donE value —

Emotional decision

Must have & nice to have traits Price & cost of access
Needs and desires [RASRIN * Availability * Cheapest = Price transparency | personalization = Trust
derived from * Easeofuse/ = Uniqueness * Value for money * Finding costs + Choice + Status
customer sophistication = Customization = Competitive price = Cost of access * Unigueness + Popularity
R = Offerings quality = Premium price * Duediligence costs |, Fair price « Reputation
! * Configurability = Perceived free = Reputation/Brand
= Support service goodies value

Perceived innovativeness
Access to customers
Distributors

Pricing model
Bundling
Distribution network

Capabilities
Technologies
Know-how and experience

g’ = Accesstonatural resources = Perceived offering status
=y = Patents and intellectual property = Opinion leaders/influences
ot = Features
g = Novelty
-~ = Quality of offering = Price level * Reputation/Brand value
c = After-sales support = Search costs to find offerings = User reviews
o = Skills of labor = Due diligence costs = Trust factors
- = Quality and quantity of natural resources = Offerings shelf size
= Quantity of features

@@@@Thlsworkisllcensedunderal:reullvef ibution-Non C: ial-Share Alike 4.0 ional License by 1 te-d 1lc @ in novate - d

Easily replicable traits Easily replicable traits Easily replicable trains
Traits with a competitive disadvantage Traits with a competitive disadvantage Traits with a competitive disadvantage
Functions required to get the job done but not Functions required to get the job done without Must have functional requirements without any

explicitly valued by customers explicit customer price sensitivity emotional importance/relevance

i Shaplng the future

https://www.innovate-d.com/insight-101/

114 — Viable Systems Model Canvas v 1.1

Ethos & Identity

External
Probing

l‘— Purpose & Habits
S— &Traits
> v A Strategies & Lang Term Development v A

Scenarios & Operational
External otypes Model ‘
Insights Lo s
-
-
- Sa—tien
Retrospectives & Audits ’ Mid Term Coordination* ’ Short Term Coordination, Harmisation & Infrastructure
Inspect & Targets & Resource Bargain & Task KPls &
v Adapt ' Budgets A v Girements A v Target Achievement A
~ (A O
Value
Delivery
£
2
g
g
5
= 2
-4
Customer 8
Value Production =
Orders &
External 5 A A 3
Supplies System in Focus: Recursion Level: *Explosion of Potential  Organisation.io - VSM Canvas -V 1.1

http://intelligente-organisationen.de/free-release-viable-system-model-canvas
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115 — Team Alignment Map

. Mission Period
Team Alignment Map
L
Joint Objectives Joint Commitments 9 Joint Resources @ Joint Risks @
What do we intend to achieve together? Whao does what? What resources do we need? What can prevent us from succeeding?

) D)

[cJolelo] - R

BESIGNED BY: Stefano Mastrogiacomo teamalignment.co

https://www.teamalignment.co/tools

Avdiji, Hazbi; Chandra-Kruse, Leona; and Missonier, Stephanie, ""Sharing Leadership through Digital
Collaborative Objects" (2018). Research Papers. 151.

https://aisel.aisnet.org/ecis2018_rp/151

116 — Startup Canvas v.2
Sta rtu p https://www.basverhoeven.me/startup-canvas

Canvas. ©O®O s

der a Creative
jcense.

Added %3

% Target 3 Problems
e Values &

Segments i & Needs

WER Early
Adopters
HEE Current Whole 5ai3
g Solutions Product &
FE2 Cost g2 Earning 3 Growth
fE5#  Structure £ Strategy Strategy

https://www.basverhoeven.me/startup-canvas
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117 — Content Strategy Canvas

= un ) . o0 S Ze s
Audience :;‘ Audit @ Production @« | Formats i’i Distribution =
- Personas - Legacy content - Team - Pages - Key channels
- User stories - Gap analysis - Style guide - Posts - Paid vs organic
- Customer journey mapping - Competitor benchmarking - Metadata - Videos - Social media
- Location - SEO - Publishing checklist - Webinars -PR
- Technology - Slideshows
- Events
Brand L Workflow 5
- Tone of voice - Tools
- Brand guidelines - Calendar
- Core tenets - Revisions and updates
- Keyword research
Stakeholders 8 | Goals 4
- Interviews - Macro
- Sign off - Micro
- Legal and compliance - Metrics
- Budget - Reporting

OOOO® | Lane i

rrtytion- Share Al & 0 Lmcs st HD: ot CCadlh
gty B Carronnt

s work 13 e et Comertom o
ramect £, T Brmison Mcxted Cancam iomt £

| EmpiricalProof

Mission control for digital teams

https://www.searchenginewatch.com/2016/03/22/introducing-the-content-strategy-canvas/

118 — Focused Innovation Canvas

Focused Innovation Canvas by innovation copilots

: B
El Mission
PROBLEM ADDED VALUE PRODUCT

5 Pain Points Unique Benefits Key Features

E [ ] L]

& - L]
- .

E CUSTOMERS REVENUES KEY ACTIVITIES

3

&

EMNABLERS COMPETITORS ENGAGEMENT PARTMERS DISTRIBUTION COSTS

L] [ ] L ]
L - | ]

g - - L ]

https://www.icopilots.com/added-value-focus/its-time-to-let-go-of-the-canvas-11839
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119 — Blue Canvas

Team or Company Name: Date:
COMPANY NAME MM/DD/YY
The Blue Canvas (BMC 2.0)
7. Key Resources 6. Key Activities 2. Value Proposition | 4. Channels I.Customer
segments
8 .Key Partners 3. Customer
Relationships
9.Cost Structure 5. Revenue Streams
Sources: www.businessmodelgeneration.com You can use this temp g Alex Osterwalder as Author and Flavio Tosi as Reviser r. 3.0 [5/02/2021
www.business-exploration.com = Points added by Flavio Tosi_+ Points from Steve Blank . @ ing. Flavio Tosi. 2022.. Albo Inge. Firenze #3581
https://www.business-exploration.com/blue_canvas.html
120 — A business model canvas for the 21st century
A BUSINESS MODEL CANVAS FOR THE 215" CENTURY
PLANET PURPOSE COMMUNITY

How is your business What is your company’s reason for being?
having a net positive
effect on the life-sup-
porting systems of
the Earth?

KEY PARTNERS | KEY ACTIVITIES | VALUE CUSTOMER CUSTOMER
PROPOSITION RELATIONSHIP SEGMENTS

KEY CHANNELS
RESOURCES

GOVERNANCE

How is your business sharing its prosperity with all who have contributed to its success?

How is your business
actively serving the
society and community
in which it lives?

+
Feve

d
e

HOOL OF
ATIVE
DERSHIP

.
rarw
Erx

https://www.greenbiz.com/article/business-model-canvas-21st-century
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121 — Digital Policy Model Canvas

Who needs to be invaived to develop and implement the policy of imitative?

Process & Partners s

Digital Policy Model Canvas

Context

What are the social cultural issues at play?

5 needed?

ings to draw upon from other countries or other national problems?

Solutions & Approaches

Are there any policy or requlatory models to draw upon?
Technical o third-party soluticas?

=

Stakeholders

What individuals or organizations are needed
10 help develop or implement the posicy?

Who is the target or segment that this initiative is intended to benefit?

&

Issue/Opportunity Definition {I}
What is the specific issue or opportunity?
Which issue category does it belong to? Evidence or kay findings? Impact matrics? 2
Beneficiaries
(e Users)
ISSUE CATEGORIES Access | Commerce | Content | Security and Trust
K'f:i'. 0w
Investment =2 Risk “1aF
s there a budget? What are hurdles are anticipated?
‘What funding and funding sources are avallable? (ke Adoption, Cost/Pricing to user)

Timing

What
Is thes

are the target timelines?
re an important deadline or event?

September 15,2017+ v1.0

Irspired by and based on Strategyzer's Business Model Carvas  This work is censed under Creative Commons Attribution-Share Alke 4.0 international.

Created by the Network o e

https://oecd-opsi.org/toolkits/digital-policy-model-canvas/
122 — Digital Marketing Canvas

To review a copy of this license, visit hitps//creativecommons.onlicenses/by-sa/é O

©@00®®

The Digital Marketing Canvas

Develop a strategy to accelerate business growth

Mission

The company’s purpose and reason for being

Vision

o
@ The cc

mpany’s long-term, aspirational business goals

Acquisition

nnel

Getting visitors from scalable Pros

Value Propositions <Q )
s

.
nd unique differentiation

)

value to be del

Activation

to get to ‘aha moment

A measurable first happy experience

Revenue

A

Monetizing users behavior

Target Audience

Market

The company's market position relative to competition

Retention

Getting users

»me back to to AARR sections (as much as possible)

E

CIGIOICIOE———

Designed by Jererny Corman

https://www.tuzzit.com/en/canvas/digital_marketing_canvas
https://oecd-opsi.org/toolkits/digital-policy-model-canvas/
https://blog.thegovlab.org/post/introducing-the-digital-policy-model-canvas

www.digitalmarketingcanvas.co
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123 — Lean Marketing Canvas®

LEAN MARKETING CANVAS

ISSUES 0
problemi principoll da risolvere v

SOLUTIONS

soluzion! ad ogni problema/issue

CAUSES

identifica le cause

PERFORMANCE / KPI
risultat] attes! In termini quantitativ
€ qualtat / metriche chiave

BEST PRACTICE

soluzion esistenti alternative of problemi

¥

Progettato per:

VALUE PROPOSITION

perché scegliere ia tua soluzione

il

KEY ADVANTAGE

elemento chiave non coplable

Progettato da:

COMPETITIVE INTELUGENCE

R competitor e leader ol mercato
benchmark di riferimento

CHANNELS
distributivi promozionall  di
comunicazione

CUSTOMER

csents principall

2

USER
utentl principo di riferimento

PROMOTER - EVANGELIST
chi odotterd per primo Ia soluzione
chi diffonderd per primo la tua idea

%_ COSTS - ACTIVITIES

K= ottvita risorse @ partner

LEAN MARKETING CANVAS
Acation

&

REVENUE STREAMS - REVENUE MANAGEMENT

revenue marketing, ifetime volue, gross morgin, sales strategy

www.marketinglean.it

https://www.marketinglean.it/lean-marketing-canvas/?lang=en

124 — Sustainable Business Model Canvas

©@O0®®

¢} Positive Impacts (Maximise)

What are positive 2™ and 3™ order impacts of your product on planet, society, the economy or your

Q Negative Impacts (Minimise)

What are negative 1%, 2 and 3 order impacts, and how can these be minimised? Is harmful waste

organisation (e.g. brand)? How can these impacts be maximised along the complete product life cycle? generated that requires expensive disposal? Are there rebound & effects or new
risks?
Sustainable Sustainable it Sustainable Value |@ Sustainable an Responsible
Partners Value Creation Proposition Customer Relation customers

Who are possible partners in becoming
more sustainable?

Which are our key activities? How can we
adjust them (e.g. manufacturing) to
ensure sustainability?

Which enabling sustainable
technologies can be used?

How can we make the whole supply chain
sustainable, transparent and circular?

Can we cooperate with partners form other
industries to form an industrial symbiosis?

Can we shape anticipated environmental

Which problem do we solve, which
value do we create?

What are function & form of our
product or service?

Can we solve our customers’ problems
more sustainably?

Can we transform sustain-ability into

g and coop

customer value?

g by p
with relevant regulatory bodies?

j Sustainable Tech
& Resources

Which 1) natural, 2) energy and 3)

technical resources do we need?

Can we substitute any for more
sustainable resources?

Is ownership necessary or is the product
as a service model applicable?

Can we extend the product life cycle?

Which customer relationships satisfy
customer expectations and are
sustainable?

How can we make current relationships
more sustainable?

Who are our customers? How can we
enable them to act sustainably?

Which target customers may help to
promote our sustainable solution?

™%  Sust. Channels

How can we make our distribution channel
more sustainable and circular?

How do we best communicate the
sustainable aspect of our product / service?

¢ End of Life

What happens at the end of the product
life cycle’

Can the product be profitably recycled,
upcycled, reused, refurbished?

4 Cost Structure & Additional Costs

What are the required costs and investments for my endeavour?

Which resources / activities are the least
exist? Is switching economically reasonable?

Do

& Subsidisation

Do tax bonuses & subsidies or 3
party funding exist for my endeavour?

a

Revenue & Sustainability Premium

Which are existing and possible revenue sources?

Are customers willing to pay a premium for sustainability?

Can we create a unique ge due to

p ition elements?

Do price exist that

customer ?

https://www.threebility.com/post/the-sustainable-business-model-canvas-a-common-language-for-
sustainable-innovation
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125 — Nonprofit Business Model Canvas

KEY PARTNERS

WG B S Key PArLIers and Ky Su

Which ey rcas ard we acquiring n«m m partmars?
Wihich Key Activities do our partners perf:
Wit will fund us?

Example Partnerships
< Stratege allances betwasn,
- Jnint ventures to creste new
- Cause Markating Alliances

chacacy Allances
- Buyer-tupplier relationships 1o assure reliable

il e
- Bhilanthicgists

KEY ACTIVITIES

Wihich Fey Activities 0 our Scial Value Propesitions
sequira?
“ibat activities are needed 1o sustain operations?

Categories

- Marketing

- Praduction
Dawsloprant
Training

- Serace Delivery

KEY RESOURCES &g

What Ky Res0LIces & our Sc1al Value Fropositions.
Raquire?

What othes ey Resources are needed ot the

araciamant sal aee i aperations et

Examples
Physical

+ immliactusi {brand patents, copyrights, dats)
Human
Financiai

WHAT & WHY
OPERATIO

SOCIAL VALUE PROPOSITION 7

st prograrms snd services dawe el
wrns o s ari a1y 1o clun?

Stakenal

4 Idtors?
o ok Sahehekie

RELATIONS

What type of relationship does each of our Eustomer

Segrmants expact us Lo establish and maintain wa them?
© asablEnod?

re they intesratad with the rest of our business

How
mader
How castly ars they?

Examples

+ Community

- sel o
Ditect Actan
- Automated

CHANNELS Iy
M e reach Stashalders? baw do they wan 1o

e raached regarding the deery of cur Social Vakse
Frapesiticn? How do we prosda 2ngaing cemmunicatians,
SUpport, Brd emareness?

Examples
Bick and mortar
Grline

- Mobile

© Buschase Touchpaints

STAKEHOLDERS

Yo are ur Stakenolder
waluss? Whe halps us cri
e Proposiion

Category 1 Categol
Clmnls = Volunteers.
e Participants

Category 3
Customers

COST STRUCTURE

1t s it sl o8t 101N 9ur NONPIGAE OpATAKaNs? WhatGostsareInhersrt i o business maded? Which ey Resources

and Act

o tha mast axpensiva? What d

Exampl
ot et Espondiures
Addministrative ot

- Cverhead

jos it Gact 12 run and malntain the Dparations Lavel?

- Capital Expenditures

- Vasiable Costs

- Economies of ScalefScope.

VALUE CAPTURE

P
erretated Milestenesfoutomes

Membership Sign-ups

Other metrics and KBk

Traffic

Visitors

hat valus are Stakeholders tuly wiling 0 reruAn or contibute? What routines and processes o
they prafar? Missian-related milestonas

El The Nonprofit Business Model Canvas

Fond e s g o Sy . Thw

https://www.skylance.org/nonprofit-business-model-canvas

126 — 4 Returns Landscape Business Model Canvas

e e b st b e o et T @ @ @ @

(

4 Returns Landscape Business Model Canvas

4 losses to 4 returns
Inspiration

Natural capital

Value proposition(s)

Social capital

Financial capital

Customer segments

Customer relationships

Business channels

A

Key resources

Which activities are ~Production. processing
required to deliver our & (regenerative)
products and services?  marketing
-Connecting &
Categories: partneri
-Mobilizing investmants  -Knowledge sharing &
-Strategizing & piloting innovating
Which activities should Examples:
we undertake to help - Restaration/regeneration
build resilient systems in - Community work
the landscape that lower - Outreach & education
costs and de-risk activitios - Cultural /i lnsplrahonal
for our business and - Disaster risk reduction
stakeholders? - Payment for ecosystem
services

Key partners

dscape governance

Deijl, R. van der, S.W. Moolenaar & N. Orentlicher, 2020. 4 Returns Landscape Business Model Canvas.

https://4returns.earth/toolbox/4-returns-business-model-canvas/#contact
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127 — Platform Business Model Canvas

SUPPLIERS PEOPLE & SKILLS CORE SERVICES VALUE EXPERIENCE CONSUMERS
PROPOSITICN

CORE VALUE

INVESTORS DATA PRODUCERS
MISSICN
Segments Meeds
e whal ar
investors? nter d to handle
longterm su " e
il wihat dataflows are core of your <t
platfor .
o ]
SUPPORTERS INFRASTRUCTURE usP PARTNERS
| Segments Needs
wiha are your cor what are key infrastructure slements
sup) nablers aves to pul in place to mal
pr tem werk
in it
—— J
COST STRUCTURE CORE METRIC VALUE CAPTURE

Revenue

what are the north st:
metric on

/™ PLATFORM BUSINESS MODEL CANVAS v30
__/ eoo .
https://platforminnovationkit.com/pik4/
http://platforminnovationkit.com/download-

area/?utm_source=mailchimp&utm_campaign=030046cde1f0&utm_medium=page
https://www.canvasgeneration.com/canvas/platform-business-model-canvas/

BUSINESS
MODEL

2
&
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128 — Platform Service Canvas v4.0

MOTIVATION

ATTRACT

ALTERNATIVES

v

KEY EXPECTATIONS

“
e
s
&
@

PLATFORM SERVICES

o‘*‘:LD
&
S

KEY INSIGHTS

KEY RESOURCES

CUSTOMER RELATIONSHIP
MANAGEMENT

v

SUCCESS FACTORS

TOUCH SERVICES /
POINTS ACTIONS
STAKEHOLDER E ’
SATISFACTION DRIVERS
BASIC PERFORMANCE DELIGHT

PLATFORM SERVICES v4.0

@ 00

https://www.canvasgeneration.com/canvas/platform-service-canvas/

129 — Lean Nonprofit Canvas (LNBC)

PROBLEM

List your top 1-3

EXISTING ALTERNATIVES

List your top 1-3 problems

UNIQUE SOCIAL VALUE
o st PROPOSITIO

[¢

SOLUTION

RELATIONS

CO-CREATORS

Define your target audiences

KEY METRICS

List the key numbers that tell you E
how you're doing in real time o bot

HIGH LEVEL CONGEPT

UNFAIR ADVANTAGE

t cannof be copied

inder th Croathe Gommons Afribu

pem—

EARLY ADOPTERS

COST STRUCTURE

costs and variable costs

OUTCOME STREAMS

List how you will make money ar

asoq #oem he makers of Busnass Modsl Generation an

The Busna:

T f—3}—5

8 | 9

Suggested Fill Order

Cavases mergad aurya ‘s Lean Canvas + Bryann

https://www.skylance.org/lean-nonprofit-canvas

Lean Nonprofit Canvas

‘s Nonprofit Business Mordel Ganva

Credit: Michal ldris Merchant
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130 — Innovator’s Canvas 3

Project Name

Designed By

Date & Ilteration

Customer Segment £

Channel(s) &
Awareness

Problem Statement

Sale

Job to Be Done +

Gains @

Pains @

Delivery

Support

Mission Statement Il

Business Structure [l

Legal Entity

Owners)

Value Proposition @

Key Resources *\

Gain Creators

Product/Service il

Pain Killers ©

Human Inteflectual
Physical Financial
Key Advantage &/ Key Partners «

Revenue Structure Pricing & Frequency B

Cost Structure Total Cost of Running the Business 3¢

Acquisition & Support

Cost of Goods & Services

General & Administrative

Value Creation &

Overall Market ics

Customer Trends

Market Size

Current Channels

Current

roviders Te Trends

Industry Trends

Reguiatory Trends

https://www.ignitionframework.com/innovators-canvas-3-quickly-effectively-document-validate-

innovation-idea/

131 — Team Service Model Canvas

Team Name: .
Team Service Model
Key Partners Key Activities Benefits Offered ) E’ Roles/Relationships Vb Clients/Customers Q)F%
e Bect
Key Resources How They Know the Team/ =
; . % How the Team Delivers ,fiQ @
Costs and Consequences K Compensation and Rewards
1|
g5 e

https://community.businessmodelyou.com/page/personal-business-model-canvas

®eoe®
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132 — Project Business Model Canvas

The Project Business Model

Canvas

The knﬁ\;vledge project
"Project Business Model"

Jorgen Dahiberg,
Eva Kammerfors

] 2013
frora 1.0

Key Partners

Who are involved in the
project?

Steering
group

Project
members

Sponsor

Key Activities

What key activities do we
need to ensure?

Project
management

Value Propositions

deliver and when are they
expected to be released?

Result #

New
Processes
in customer
care by Q2

Key Resources

What resources do we need
to plan, build and run?

Great people

2013

What results will this project

Stakeholder Relationships

How will we engage with our
stakeholder segments?

Partnership

Effects

What effects (monetary
and non-monetary) do
we expect the project
deliver and when

Cost Structure

What costs does the
project incur?

Consulting

A12%
increase in
sales 2014

Effect

Channels

How and where will we deliver
the results of the project?

Internet

Stakeholder Segments

Who will benefit or not
from this project?

Users

Customers

Revenue Streams
What revenues
(monetary and non-
monetary) do we
expect the project to
tap into for financing?

Initial
funding

The Project Business Model Canvas is innovated on ideas from www.businessmodelgeneration.com

https://enklare.wordpress.com/2013/03/04/the-project-business-model/
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133 — Smart City Model Canvas

Smart City - Business Model Canvas

Key Actors |Key Activities Value Proposition Actor Relationships INetwork Beneficiaries
Who are the smart aty network key actors? Which key activities are What value does each actce Which type of relaticnship  JWhich target users is the
(Completad by the scdubion procider in collaboration wvth required 1o realize the value delivers? dows each actor expect within value created for? g
the City) J Jproposition (e, build Which of the end wsers’ the network? How the larget users benefit
distzibuticn channels, problems is the smart dty Which coves are established? [from the value created and
o Actuy T (city) oustomer eelationships, IP""‘" helping s solve? JHow are they integrated with [what are their needs?
oAty 2 fenduwser) revenue streams, builkd What bundles of products and the rest of our business e ool \.Jhw‘ .urh,
®Actor 3 (core partuer) Jprodudsiervicesplatforms, 1o rvjces does the project offers 1o fmesel? etwork Deseficsy. SUe. 0.9,
*Actor 4 (supporting partiver) instal] equipment) cach end user? JHow cossly are they? Comnuity, bustoeor,
Which end-users needs is the archi crgasizations
Who are the Key supplicrs® (Completad by oach ackr project satisfying? (e {Conspletad by eack actr decision-making
(Conpletad by the swart city sodution procider) eovdoed b sealizing the ssoart Boerioemance, qustomization, irsodved in reaizing the smart  foodies/government and nc-
o Swpplier 1 city selution) price, getting the jb done, cont 1Y solibon) b
e Supplior 2 Actor 1 (eityk reduction, risk reduction, Act 1 (ailyl . .
o Swpplicr 3 Actor 2 lend-user) accessibility Achw 2 (end-wser) (Connpleted by the swnart cily
Ackor 3 lore partuer), ui\\'\'nim\.’t,"uqlnlit‘\') Actor 3 fawe partuer ) db,mm provider in
Ackor 4 supportinng partrer. What are Bie respective rget  [JACKY 3 fsupporting pastiter: boollaboration vtk oack acke
v aluesithresheld VKPLs 4o be iiwoed v redizing U
reached? propect)
Actor T festy)k
chow 2 tend-
(Completed by cach actor ausvdied Actor ; ,mlf wser)
i the st Gity prefect croating Actor 3 fawe partucr
nafue) - Actor 4 Guppawting parheer):
Acker 1 tatyr
Actor 2 lemd-user):
Actor 3 doove partwer).
Ackr 4 Bupprling partser)
[Key Actors Offerings (*) Key Resources and | REl RN |Deployment Channels
Infrastructure
PWhat alferings does cach adoe deliver? (Le. bechnalogy, What data will be made Through which channels do cur qustamers want o be
evelopment of products/processesiservices, R&D, What key rescarces are available from the services reached?
Kitizen Engagement) required %o realize the Value Jéesigned? How are we reaching them now?
Proposition (buildings, To wham and urwler what How are cur channels integrated?
Completed by the smart city Key Actors in collborations  Jvehiches, machines, systems, Joonditicas? Avallability and — hwnich coes woek best?
it ehe city) peént-ol-sale systems, and  Joypes of Open Data {Le. energy fwhich cees are most cost efficient?
Ackor 1 laityk: distributson, networks) elficiency, dimate indicatoes, [ are they integrating with the austomer roatines?
Actor 2 londouser): Our deployment channels?  Jtraffic eic)
Ackor 3 eore partuer ). Jur actor relaticaships? {Completod by the smart aily salution previder in colbaboration
Ackw 4 Gupporting partuer JRevenue streams? (Completad by the sanart ity with the city avd ackrs intvdied)
sofutson prevader in collaboration . B acaw T ity
- - Comspletad by the swart ity it the ity asnd actors ieoleed)  Qacn 2 fend-wser)
Ope -
ey Actors Co-creation rations (*) rolntiont provider in Actor 1 taityk Ackr 3 feore paytner):
_ collaboration with the city) Acter 2 bond-user? Actor 4 (supportiug pwbier ).
Vhich key operations do the key actors perform? (i.e. Ackr 1 Kity) Actor 3 Luwe parter).
pourdng of n?ah-m‘\ \_\‘\.km~ s design, qura?wn anvd Ackr 2 In::l-uwn Acter & Bupporting partaer ).
Fnonitor and |Impad mesrikwing of the smart ity Ackor 3 teore partuerk:
boluticans, deliver value, dty CONCrage and Hinks 40 othe] Ackr 4 (suppovting partrer s
prakchodders e.g. nnovaticn hubs)
[Completed by the smart dty Key Adiors in
collaboration with the aly)
Acskor | ity)
Ackor 2 fend-user ).
Acker 3 loore partuer x
Ackor 4 Lupporting partrer):
|Budget Cost Revenue Streams
What are the most impeetant costs inherent S each actor deploying a smart <ity salution? For what value 2re the network beneficaries really willing to pay?
Whikh key resouries ane the most expensive? For what do they currently pay?
Which key activities aze the st expensive? How are they currently paying?
What cost can be cowered by cach acloe? How much would they prefer o pay?
Is there apportunitiy for blending public funding with private financing? Which costs are covered by JHow much does exch revenue stream contribuling lo overall revenues?
leach mechanism? Which actors have revenies?
[Completed by the smart <ity sclution provider in cllaboration with the dty) What are the nan-meactary revenues?
Actor T feity)
Ackr 2 fensd-sses) (Completed by the smart city solubion procider 1w collaborstion with the city)
Actor 3 icore partuerf: Actor I feity)
Actor 4 (suppeeting parhrer): Ackr 2 fend-uier)
Ackr 3 (core partuer)
Actor 4 Suppoeiing parbeer)
|Environmental Impacts: Costs and Benefits rs«m Impacts: Values and Costs
. What s the negatave wcikal vakie gemeraond by the Sonaet Cry Sobatams?
:s:" 2 f:i“f.:“,".“" s domrrioy— iy i e Scapy 4 wakertiny Le. Socual chun dioral Beracy, acoesmibdey to Aledness evioss e
" :":’ B0 CCDMEITAYRURENR S S8 NILIW Sy St What & the postice sl valee grmerated Sy the Smart Cy Solutions!
Xz B ey S o he Growih, o covation. alr qualty, ke Tralfic cic )
N wdecng the envvnawnial fakprat
tod by M st ¢ I 2910 o 1 Mo smuar? gl
Completed by Bhe smart cRy sodatin prowaler aod the swart cRy) KRN A0 AR ity I ponilcy it )t a1y

Giourka, P.; Sanders, M.W.J.L.; Angelakoglou, K.; Pramangioulis, D.; Nikolopoulos, N.; Rakopoulos, D.;
Tryferidis, A.; Tzovaras, D. The Smart City Business Model Canvas—A Smart City Business Modeling
Framework and Practical Tool. Energies 2019, 12, 4798.

https://doi.org/10.3390/en12244798
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134 — Canvas Canvas (2)

The Canvas Canvas

If you don’t feel the urge to create your own Canvas, you probably don’t feel your pulse either. (Caution: might contain traces of sarcasm.)

1. Your motivation

What do you want to achieve with this
Canvas?

Is it progress in your career, more
visibility among experts or potential
clients or an actual contribution to
progress?

(hopefully, not the latter, because a
Canvas is clearly not the option of
choice for this noble ambition!)

3. Target Audience
Who shall hire/pay/see you
(for that next job — let's be honest)?

>

<

/o)
0

;

5. The Hot Topic

What is currently important for your
audience?

Which topic would make them look
smart among their peers?

6. Associated Buzzwords
Look at the sub headlines of the most
important blog posts or articles (or
simply take the ones you found first)!

# of fields in your canvas
5to 10 s perfect!
Less appears too easy to be smart

& more tends to become messy!

~
2. Your current skills
Leave blank — doesn‘t matter for
creating a compelling canvas!
Awesome, right?

T3
&I:ﬂ
(==]

~

4. Requirements

Imagine to be your own target
audience: What kind of a canvas
would they love?

Complex or Simple
Beautiful or Pragmatic

Buzzwordy or with Rea! “Expertise”

N

8. Fancy Title

Itis getting serious: this is important!
Capitalize on everything you have —
you want traction!

Combine the identified keywords from
(5) & (6) with strong language like
sinspirational”, ,real” or “slick”. Start
with , The“, because of reasons! End
with ,Canvas”, because this is how
you do it!

Nail it!

<

~N

7. Shape

Blocks, circles, diamonds, triangles?
Use shapes your audience knows &
spare your creativity for (8). Throw the
buzzwords from (6) randomly into the
shape.

The less logic,

the more consultancy €ffort!

R

Congratulations! You just invented: The

Your next Steps:

1: Register a domain, because this WILL skyrocket.
A one-pager is enough. Remember: you are cutting-edge.

Author: Christoph Déolitzsch

Canvas

2: Spread the word over all channels you have
& don't be shy: The masses want to know!

https://medium.com/swlh/the-canvas-canvas-6fd0fd888cd3

3: Don‘t rest: create more Canvases,
because there can never be enough Canvases!
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135 — City Model Canvas (CMC)

1. Mission achievement: What is the ultimate goal that the city seeks to achieve?

7. Key activities

What must the city

6. Key partnerships )
council do to create

the beneficiaries?
Who can access key
resources that the
city council does not
have?

8. Key infrastructure
& key resources

What key resources
does the city council
have to create and
deliver the value?

problems does the
proposed service
solve or alleviate?

4. Buy-in &
support

Whose buy-in is
needed in order to

Who can help the and deliver the 2. Value deploy the service

city deliver the proposed value? proposition (legal, policy, 3. Beneficiaries
t, etc.)?

proposed value to What specific procurement, etc.) Who will directly

benefit from the

5. Deployment proposed services?

How will the city
solve the problems
of the Value
proposition
specifically?

9. Budget costs

What costs will the creation and delivery of the
proposed services entail?

10. Revenue streams

What sources of revenue for the city do the proposed
services provide? What other sources of revenue does
the city have?

11. Environmental cost

What negative environmental impacts can the
proposed services cause?

12. Environmental benefits

What environmental benefits will the proposed
services deliver?

13. Social costs

What are some of the potential social risks that the
proposed service entails? Who is most vulnerable as a
result?

14. Social benefits

What social benefits will the proposed services bring
about? For whom will these benefits materialise?

https://ec.europa.eu/research/participants/documents/downloadPublic?documentlds=080166e5b318b5b8&

appld=PPGMS

Timeus, K., Vinaixa, J. & Pardo-Bosch, F. (2020). Creating business models for smart cities: a practical
framework. Public Management Review. 1-20. 10.1080/14719037.2020.1718187.
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136 — Growth Marketing Blueprint™
THE GROWTH MARKETING BLUEPRINT ™

i GARY FOX £.CO
Design your growth. Systematically design, develop and implement growth.

W www.garyfox.co

TARGET AUDIENCE <> ] VALUE PROPOSITION(S) é
WOW MOMENT © RELEVANCE (D

Auence sre wowed by the value propostion Astience ¢lestly UAderstand how ou Salve thelr praiemis)

AWARENESS 11 ACQUISITION ﬁé’ ACTIVATION = REVENUE &

6
CROSS SELL/UPSELL &6

1

RETENTION 4l

Desiged o Dais

2

INTIMACY

Vou personliss and develop the relationship with the audience

© Copyright Gary Fox 2018

REFERRAL &=

:

@ ™3
Pains Communications _ Pain Relievers
ﬁé ] 1 Experiences g %
Gains Gain Relievers
GROWTH METRICS il ] 0

https://www.garyfox.co/canvas-models/growth-marketing-blueprint-canvas/

137 — Digital Strategy Canvas
Digital Strategy Canvas For Status Date

Our Organisation
Strategic Context

What are our organ rities? Business plan? Strangths, wesknesses, apportunities, theats?

Our Digital Programmes
Management and Governance
H 507

Menitering, Support, Maintenance and Development

upported:

Content Infrastructure Services

- What dighal services do we provide? What stale are they in

Traffic

Value Capture

Inceme from Digital

What maney is caming in through our clgital programmes?

Key Suppliers and Partners
v rs ancl partners for

o partnars for our

Expenditure on Digital

What ara wa spanding on o  programmas?

wwvi.cogapp.comidigital_strategy_canvas

https://www.cogapp.com/digital-strategy-canvas

Our Customers
Customer Intelligence

Gustomer Relationships

5 o

Our Environment

Key Technolegies, Social
Media and Digital Services

What are the significant developments?

Cultural Trends

@ Cagnitive Applications Limited, 2017
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138 — Forrester’s Business Innovation Canvas
FORRESTER Business Innovation Canvas Designed for: By:

O Pain
points
What pain points do customers

experience in their journey to
outcome today?

Your
technologies
* What are the critical

technology capabilities we
will leverage?

Value
propositions

» How can we create new value
for these customers?

Your

customers

For whom are we creating value?
+ Demographics
« Geography
« Growth rate

» How will we help satisfy

customers' desires? * How can we maximize agility?

= How will new products/services
better help customers toward
outcomes?

« Personas

« Digital profile
« Social profile
¢« Ecosystem

* Motivations
* Goals

Desired

ﬁ Strategic
capabilities
* What are the critical (strategic)

business capabilities will we
leverage?

* How can we maximize agility?

outcomes

What cutcomes do these
customers most desire?

* Outcome

* Time pericd
* Related outcomes

o % » Ecosystem
A7 capabilities

Which business partner capabilities do we need?

Existing
products

« What products do customers currently use to achieve their desired
outcome?

« What do customers currently pay?
« How long does it take to get to the desired outcome?

https://go.forrester.com/blogs/business-innovation-canvas/

139 — Digital Transformation Canvas

Digital Transformation Canvas
The 7 Action Fields of Transformation

Customer Centricity

gan tron

New Technologies
=

Version:

Cost
structure

« What are the critical costs?

= Which resources are most
expensive?

= Which activities are most
expensive?

« How can we minimize fixed
costs?

« How can we maximize cash
flow?

Revenue
streams

« What are customers willing to
pay for the value we bring?

= How are they paying now, and
how would they prefer to pay?

« Types (e.g., asset sale, usage
fee, license, advertising, and
commission)

« Fixed pricing (e.g., market, list,
features, customer segment,
and volume)

« Dynamic pricing (e.g.,
real-time market, yield
[outcome], and negotiated)

tal Leadership & Culture

tion is dr e proce: ich

PSUTINOIC LDINGUISE 40 UOIEND ‘UoN2NPeIds) PSZUDLINELN “2U] YMBSSSY J91sauod 2102

Cloud and Data

https://www.marcpeter.com/
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140 — Digital Engagement Framework
digital engagement framework

assets

What is it that makes you
stand out? What does
your organisation have to
offer? What makes you
unique?

outreach

How can we reach out to new audiences? ‘
Where do we have to be to meet our audience online?

content

Which specific assets will

you focus on?

activities

How will you make the
connection between your
audience and your
assets?

Qlatforms

here can you find your
audience? Which plat-
forms do you use?

How

enggeqement

rn passers-by into
brand advocates that are highly engaged?

audience

Who do you reach and
who do you want to
reach? What does
your audience look
like?

ambition

Why do you use digital media?
Where do you want to go?

g

oals

at do you want to achieve?

values

What are the things you stand for?

© Sumo & Inspired by Coffee, 2012. Available under a creative commons attribution-share alike license.

https://themuseumofthefuture.com/2012/05/22/duende-a-story-about-digital-strategy/
141 — Digital Transformation Canvas (2)

1) Business Driven Product / || 3) Key Stakeholders

Service Description

4) Data Objects in Scope

7) Partnerships

5) Data Objects Current
Available format

8) Business Value Drivers

6) Machine Readable DO

transformation technologies

9) Implementation Model

2) Business Value Proposition

10) KPI's

https://medium.com/@ricardoivison/the-digital-transformation-canvas-a56b29ed219d
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142 — Personal Service Model

Name:

Personal Service Model

Who Helps You What You Do Benefits You Offer Roles/Relationships vy Who You Help
e @ e ' bt ﬁ ’- A r(i’zﬁ
Who You Are /_i.\. :uw ;heyDlzrll.ow You/ 2
o % fow You Deffver K;Q@
Costs and Consequences N Compensation and Rewards
= By 50| =9
eé—ai'
: o s e ®
https://community.businessmodelyou.com/page/personal-business-model-canvas
143 — Platform Design Canvas Toolkit 2.2
THE PLATFORM DESIGN CANVAS
PLATFORM DESIGN TOOLKIT 2.2 ‘
PLATFORM Enabling Servi C Val @-
. OWNERS . . (githPftoingce?S F Prg;isi;:izﬁ « . Transactions . PARTNERS
F( Ancillary Value
Propositions
PLATFORM Empowering PEERS
) STAKEHOLDERS - . Services 0:) &(éhalzne:s . (producers)
(Platform to Peer Producers) OuLexts
Infrastructures and
E Core Components
h .
WO Ot o

Peer Consumers)

This work released by Boundaryless Srl was greatly inspired by Business Model Generation Canvas by Strategyzer.com, and is licensed under the Creative Commons Attribution - Share

pot

Alike 4.0 International License. To view a copy of this license, visit http://cr

8/

https://platformdesigntoolkit.com/toolkit/#download

/4.0. This work is available for d

load on www.platfe

(consumers)

©@®O

it.com
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144 — GovTech Business Model Canvas
GovTech Business Model Canvas

Buying Process o Urgency
Will you need to go through an RFP and
procurement? If s, map out the process

Does it make sense to land the customer by
pricing below the procurement threshold initially
and then land and expand?

Why now? What's changed that either makes the
“gain” more pronounced, or allows you ta solve

the problem when it couldn't be solved befora?

Is there a new regulation/policy?

4

5 Issue/Opportunity Defi

What is the problem you're trying to solve? Why

E:JQ does it create a “pain” for individuals?

What process are you making more efficient?
What value are you trying to create?

Product & Features

How do you plan to build the product?

Will the product be self-serve?

Define the "need to have features vs. the "nice to
have” features.

Are there important data security/compliance
standards?

What does the product readmap look like?

What integrations are important?

Stakeholders & Buyers

Can your ideal user profile make the purchasing
decision?

Who are the stakeholders your ideal user has ta
go through to make a fast buying decision?

Will other departments need to get involved?
Are there others within the govermnment/agency

that experience the same problem and can help
create urgency?

Ideal User Profile 5

Who is the ideal user of the preduct? This should
be the person that is experiencing the "pain” that
your trying to alleviate.

What are the responsibilities of the ideal user in
small, medium, and large size governments/
agencies?

1
N = . P .
Funding = Risks & Competition Thought Leadership
How do you plan to fund the company? What are the anticipated hurdles in How do you plan 1a "define the new way?"
Venture funding? Angels? Seed funds? adoption, the unit economics, etc? Whao are the theught leaders?
Grants? Who are the competitors and what do they How do you plan ta share the custamer
How do you plan to get the company to offer? success stories?
cash flow break-even? Hew are you differentiated?
6 7 8 9

Created by Storm Ventures, inspired by the "Digital Policy Model Canvas” from the World Economic Forum

https://blog.stormventures.com/govtech-business-model-canvas-3b8246af8a93

145 — ROKS KPI Canvas
ROKS KPI Canvas

maDE 10 Measure KPls

madetemeasureKPls.com

oove"w

Designed by: Designed for:

Date Version

|‘BE| KPI Name Definition or Formula

Purpose
Why we should measure this?

i
i

i

If there’s any calculation, how is the measure worked out?
What is and is not included in the values used?

Targets
What score do we want to achieve? [If we know at this stage)

Target Outcomes

What will achieving the target deliver?

a Customers Production Resources

Who will use this KPI?

What resources are needed to produce the KPIl and reports?

@é Production Cost
v What is the cost of implementing and producing this KPI?

§Q Data Sources Problems and Errors
)

Where will the KPI data come from?

What are the known issues with KP| production & accuracy?

DESIGMED BY: Bernie Smith Version 1.4 @@@ @ This wark is licensed under the Creative Commans Atribution-ShareAlike £.0 International License. To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/é.0/ ar

Turning Strategy into Results. 26th Sept 2017

send a letter to Creative Commans, PO Box 1868, Mountain View, Ci 94042, USA

https://madetomeasurekpis.com/download/roks-kpi-canvas-template
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146 — Marketing Canvas

THE MARKETING CANVAS

GOALS

Define your goals qualitatively and
quantitatively? What is your growth gap?

€ (= i CUSLOMEIS X ...

oo €/mONth X 12) fOF the EriOd ..o

MARKET

Define the market where you will play!
Where is your market on the growth curve?
Measure the market where you will play!

BRAND

Why you do business is more important
than how you do business.

VALUE PROPOSITION

It goes deep into the problems you want to solve for peaple,
and what makes you the right one for the job.

) @ Q O)
N @ &) 2
Purpose Positioning Values Identity Features Emotions Pricing Proof

CUSTOMERS

Portrait 3 personas that represent your

customers in the chosen market

& 5 a
COMPETITOR CONVERSATION E& ﬁ}] A {5 A ,. JOURNEY
In the chosen morket, what does the More than monologue, it s all the conversations The /U”’”?V[f:Y 0 ("9 « "mﬂ’*’{‘ e sum of
ti 5 experiences that your customers go
Coinpeion ool et Yo hiove With youridect buyer Jobtobedone Aspirations  Pains/Gains  Engagement through when interacting with your brand,
3 '
’ 0N af?p By e
2 Un 7 080~ e §
£ AVvASE- 3 ) Y
Listening Content Media Influencers Moments  Experience  Channels Magic
& Stories
TRENDS METRICS
In the chosen market, what are Metrics you should define for  viable business f\
the most influential trends? model and strategy
Users ARPU Lifetime Budget

@ 0 e e | Designed by LAURENT BOUTY https://marketingcanvas.eu
Marketing Canvas Is licensed under a Creative Commons 40 License.

https://laurentbouty.com/marketing-canvas-structure
https://laurentbouty.com/blog/2017/discover-marketing-canvas-2

147 — Brand-Building Canvas
Brand-Building Canvas Lkl

II. Product
27 2. Authority

Version:

I Brand Essence:

¢ 1. 1.Vision

3. Qualities

5. Target Customers

® @

6. Prototypical Users

I1l. Customers

&2 12. Personality

IV. Character
i 9. Culture

@ 4 Value Proposition

3" 7. Brand-related Self

& 11 Face 55& 10. Theme

2r V1. 14. Touchpoints

292 8. Community

&3 VII. 15. Expression

425D V. 13 Relationships

VIII. Business Process
17.Key Activities

7 16. Key Resources
4

?@ 18. Key Partners
-

Klaus Heine (2019) Build aBrand to

https://upmarkit.com/brand-building-canvas

19. Cost Structure

IX. Cashflow
SL.20. Revenue Streams

96




148 — Brand Story Canvas
h

Themes

Context

https://creativesupply.com/en/resources/brand-story-canvas/

149 — Fashion Business Model Canvas

THE DIGITAL BRANDS CANVAS o e
ECOMMERCE SUPPLY CHAIN VALUE BRANDING BUYER
INFRASTRUCTURE PROPOSITION PERSONAS
(Software, (inventory, (Market Noed) (Storytelling, (Target Market)
Tools) Production, Brand identity,
Logistics) Visuals)
| 8 3 4
ECOMMERCE KEY PEOPLE v [ CUSTOMER . POSITIONING
KEY METRICS RELATIONSHIPS STRATEGY
(Users) (Production, (Product Offering) (Funnels) (Competition)
Creativity,
Business)
AL 1t
| ! ]
OPERATIONAL MARKETING REVENUES &
COSTS COSTS PROJECTIONS
(Business, (Production, (Paid Ads, (Break Even Point,
Product, Team) Influencers, Projections,
Orders) Promotions) Cash Fiow)
N pe o] A I
Al : - o

https://www.ftaccelerator.it/blog/business-model-canvas-fashion/
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150 — Agile Sprint Report Canvas

'd I
PrOjECt name ® Personal © Team @ Project @ Personal + Project The Agile Sprint Report Canvas
The name of project/ product In? by Luca Merolla

Sprint name M Project | NMetrics B Project

The name of the Sprint Story points: done/committed
I Project I Project

Objectives Positive Negative Progress
List all the objectives of the List all the Positive aspects of the sprints: List all the Negative aspects of the sprints List all significant progresses
Sprint Feelings Process Feelings Process and improvements from the
project point of view.
tives should be set Methodolgy Etc... Methodolgy Etc...
at the beginning of the :
Milestones
- Personal & Personal 4+ I Project .
Project scope
Perceived Efficiency Motivation Vision Features ready
Perceived efficiency as Team Personal motivation Personal vision of the project Stakeholders
expressed with expressed with expressed with: Etc...
Mark from 0 to 10 Mark from O to 10 Mark from 010 10
B8 Project BB Project
Issues Risk/Action
List all the issues faced during the sprint, like: List all the risks that might materialize in future sprints. Also report the actions that
should be taken in the next Sprint
problems that have impacted the project
. . (R) - Identify a risk that could occur
{usually) unpredicted technical problems
(A} - Identify an action to be performed in the next iteration
s
https://lucamerolla.wordpress.com/2014/05/16/agile-sprint-report-canvas/
PROjECT TMLE: CREATEDBY:
THE PROJECT CANVAS
WHERE/ WHEN:

PURPOSE
What is the cause of the project? (also: motivation, reason)

Y for whom?

i ) \
El ENVIRONS 7% || waAYpPOINTS 3z

How much money is available? Who should be on it? Which known forces Which stages of progress would lly happy 11 \\\

How flexible i the budget?
How much money is needed for

.. the Teaw (internal/external)?

... the necessary RESOURCES?

Whois

. in the core team?

. in the extended team?
... on external partner?

... the project manager?

(events, conditions, people)
affect the project

as tailwind?

as headwind?

be a good reason to celebrate?
Are there dates for

- partial and interim results?
.. visible and measurable successes?

... steering decisions?

.. the Resulr of the project?

How do the CUSTOMERS in the project want

. the WAYPOINTS along the way within the project?

to be informed and brought in?
What exactly s to be deflvered %
to the CUSTOMER ot the end of the project?

s it most linely to be

a new product?

anew service?

%
Who s the actual customerof the.  JJ
project, that is, who are the people that
.. start & end the project {owners)?

... getthe project results (recipients)?
... finance the project (sponsors)?

https://overthefence.com.de/project-canvas/

(TME PROJECT CANVAS Version 4.0, Apr 2018)

... new knowledge (findings)?
gt g When there are several people:
Are there hnown conflicts?
RISKS + /&7 A
= ==

What s needed for CHANCES
.. work tools (including software)? Which uncertain events would
... materials? (fthey/occierad)
... methods and models? ... endanger the project?
... project work spaces? ... stimulate the project?
.. meeting spaces (on-site/virtual)? R ] i

tain events should b regarded as snvinoMS.
When does What will be required (L. documents)?
When i the project really closed? What will be required (.. documents, approvals)?
How flexible s the start date of the project? How flexible is the end date of the project?

Over the Fence overthefence.com de This work a Creative C ibutionShareAlike 4.

License. View a copy ofti
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152 — Lean Project Canvas

Lean Project Canvas

<Title / headline>

Problem | Customer | Success Possible | Business
Top 3 problems | seagments | metrics | solutions | readiness
PR What is needed
Early adopters? | Lea & el features & | o deploy and
benefits for su
- pport the
Exnstmg/ Channels customers & solution?
alternative Path to business
solutions customers (Staff, budget, training,
systems, support, operations
dependencies on projects/
vendors)
Business value Cost of delay Costs
1. User & business value linear People, training, capital, marketing, etc.
2. Cost of Delay (urgency) ~ + Objective justification
3. risk reduction/opportunity enablement §
+ Objective justification 1,2,3,5,8,13,21 k- - 1,2.3,5,8,13,21
‘ Market Product :

https://lwww.agile42.com/en/blog/2013/04/11/lean-project-canvas/
153 — Lean Change Canvas

| |
Ve

Plays-In-Business.com

Lean Change Canvas — Lean Change Method

Lean Change Canvas, ©leff Anderson, https://leanpub.com/leanchangemethod

b1 4
Urgency AN

Top 3 drivers and needs to
change

©)

Target State

Strategic pillars, common
enablers, etc.

-0

Q5

Success Criteria

Change will stick when

Vision
Single compelling statement that

describes what the , destination”
looks like

Key Behaviour

20

2

Communication

2 way path of communication

Change Recipients n

Who is impacted by the change

Action

Key methods used to
implement change

Guiding Teams

Required Investments

Constraints around time, cost, and effort

Commitment from recipients, leaders, and change agents

Wins
Moral

Capability

Performance

https://www.plays-in-business.com/lean-change-canvas-how-to-deliver-change-best/
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154 — Al Project Canvas

Al Project Canvas Title:
Data =  Skills @  Value Proposition ¥  Integration
Output (c] Stakeholders

Cost {§:  Revenue

A Customers

223
pedelel

https://towardsdatascience.com/introducing-the-ai-project-canvas-e88e29eb7024

155 — GO Model Canvas

Modele celow
—-- oo STRATEGIA - - - = - - - - - , dacaleimy
| : GO Model Canvas
: L !
I + ;
! |
1
'_____.___________________' Cel jednosti
biznesowej wymagajacy
Modele biznesu "
Dopasowane wsparcie HR 14
Cel wspierajacy Model celdw
H‘m D HR b HR Business
Inicjatywa HR (szkolenie)
Inicjatywa HR (mentoring) %
Inicjatywa HR (coaching) I I 11

A
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https://www.gomodelcanvas.pl/go-model

156 — Scrum Product Canvas

’ Name

Product or Service Name

&2 Personas

Q Vision Statement

Aim of the product

Name, background and needs

their needs

P How Personas Live the Product

Describe how the various personas interact with the product satisfying

User Stories

Detailed features of the product
backlog

ﬁ Epics

High level main

features of the product

mDesign

Visual design

’ Contrains

External constrains

https://www.agile-scrum.be/blog/scrum-product-backlog/agile-scrum-visual-scrum-product-canvas/
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Product Management Canvas (PMC)

157 —
The Product Management Canvas
Idea & | varket &2 | Business Value €| Features w Metrics e
Customer Segment e.,:.
o* Risks

. Go To Market

o Key Resources

Evangelism "' Visual Identity

http://www.ddiinnxx.com/product-management-canvas/
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158 — Pitch Canvas (2)

Simple Statement of what change you and your product are making in the world.

Problem (pain) Product {or solution)

Product Demo What's Unigue {unique value proposition)
Customar Traction Business Model

Imvestment Team

Call to Action and End Statement

Why You?

https://upmetrics.co/canvas/pitch-canvas
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159 — Supply Chain Management Canvas

Eﬁo Strategok Supply Chain Management Canvas

BY JAVIER GONZALEZ

Design Plan Source & Make Deliver CUSTOMER
Supply Chain Design f Supply Chain Planning Procurement & Sourdng Warehousing Supply Chain Segmentation [Z 21
- How many warehause . DEMAND PLAN - How de you optimize the G5 | What storage systems? £ -What is your preduct arfand E 4
and factories should you - What is the market plan? purchasing price? - What material handling? market segmentation?
have? - Product/brand plan? - How do you optimize the - What putaway strategy? - What are the segmentation
= Where should they be located? - Sales plan? operational costs? = Which order types? attributes?

- Salles forecast?

- Pramotion plan?

- Master scheduling plan?
- Capacity plan?

- How big should they be? - How do you optimize the - Efficiency vs. Responsiveness?
transaction costs?

- What is the classification of your
purchasing materials requirements?

- What Is the strategic positioning and

action plan?

- What removal strategy?
- What picking strategy?
- How do you control inventory?

- Production plan?

- Resouree plan?

- Inventary plan?

- Distribution plan?

- Warehouse plan?

- Transportation plan?

Supply Chain Analytics 1 ERP/IT Manufacturing Transportation Quality & Returns
- How is your organization - Material Requirernents - What is the preduction - What is the modal mix? - What are our differentiated
performing? Planning (MRP)? = | environment (MTS, MTO, - What is the right packing? quality process?

- What did it happen?
- What will happen?
- How can we make it happen?

- Warehouse Management Sustem
[whs)?

- Labor Management Systern (LMS)?

- Transportation Management System

ete.) for our products?
- What is our production strategy?

- What s the right number of
carriers?

- Should we have our own fleet?

- What is the right fleet size,

- How are we managing
complaints?

= How do we manage supply chain
risks?

Efficiency
anjep

(Tms)? equipment mix, and location? - How do we minimize returns impact?
- Supply Chain Optimization - How many routes should we have?
Software?

- Supply Chain Analytics Software?

Inventory
- What to stock
- 15 your investment toa high?

Account Payable
- What maney is owed this
period? What percentage

- Procurement savings?

Fixed Assets %
- What is your zssets tumum? %
- What is the inventory

What are your bottleneck Lol

| s
@ ,&:/k, owrspreeie | G
company?

eperations? - In what quantities to stock? is past due? carrying costs? - How flexible?
- Qutsourcing strategy? - Where to stock? - How quickly Is the organization - Total fulfilment cost? - How adaptable?
- Capital budgeting? - Lean approach vs. stock? paying? - Total supply chain costs?

- Lean waste costs?

- Reverse logistics costs?

- Cost Of Poor Quality (COPQ)?

- What is the cost-to serve?

- What is the supply chain carbon
footprint & GHG emissions?

- Should you make a facility
expansion?

- What percentage of accounts is not
meeting terms? What is the value
of overdue accounts?

- which vendors are problematic?

- What is the average/weighted
average days past due?

- Reliable & responsive supply chain?
- Are your fill rates too low?

- Safety stack vs. raise service?

- Risk pooling?

Balance Sheet

Cradit icans authar: htps

https://strategok.com/supply-chain-management-canvas/

laticon.com

160 — Growth by Design Canvas

GROWTH BY DESIGN CANVAS

CULTURE ©

Describe the behaviours & values you need to achieve your
transformation goals

e.g. purpose & values, culture code, desired behaviour, language, stories,
leadership posture

S SKILLS

Identify the key skills teams need to develop)

e.g. Design Thinking, Lean Startup, business model innovation,
customer centricity, agility and digital skills

STRATEGY ®

Depict your ambition and

£7SOLUTIONS

Select the solutions you need to

overarching strategic priorities to
provide a clear focal point (for your

realise your
strategic goals

transformation effort)
e.g. purpose, context, vision, mission,
ambition, innovation thesis

e.g. labs, programs, training &
Xav playbooks, agile teams, partnerships,
GOVERNANCE {,:“ (open) innovation methods
Design your decision making processes, governance
structures & performance management systems to
accelerate your strategy
e.g. strategic-, portfolio- and funnel management,
allocation of funding & resources, metrics

FTOOLS

List the tools you need to empower your teams and
organisation

e.g. IT tools, communication platforms, portfolio
tools, canvasses

ORGANISATION &8

Design your organisation to facilitate teams to achieve
your strategic goals & individuals to flourish

e.g. structure, teams composition, roles, level of autonomy,
centralised versus decentralised

OPLACES
Design the physical surroundings where your teams
need to get their work done|

e.g. brainstorm facilities, (co)location of teams,
workspace for teams

©OOO|:-:

DESIGNED BY STRATEGIEMAKERS

https://www.growthbydesign.nl/

STRATEGIEMAKERS @
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161 — Marketing Canvas 2.0
MARKETING CANVAS 2.0

GOALS METR'CS Overall: CAC ARPU (LY
SMART Compaign specific
BUDGET
MARKET SUBSTITUTES/ BRAND VALUE
POSITIONING ALTERNATIVES IDENTITY PROPOSITION
- how is the market evolving? - what are your customers using - purpose/vision (your why) - features
- who are the key players? now to solve their problem? - mission - benefits
- opportunities/threats - how are they using it? - values -value
- where are you? - personality -Use
CUSTOMER
JOBS TO PAINS/ MOTIVATION/ PERSONA
BE DONE GAINS BLOCKERS PROFILE
JOURNEY EXPER ENCE CONVERSATIONS
- touchpoints - media: owned, paid, earned
- emotions - stories ( content type)
- thannels - what, where and when (ideas board)

https://innovatingsociety.com/design-thinking-in-marketing-program

162 — Human-Centered Al Canvas

Designed for. Designed by: Date: Version:

The Human-Centered Al Canvas

A @
A.l. Promise Machine
Activities
o &
Jobs-to- v Collaborati Human
be-Done v oflaboration Reinforcement
G Q
Benefits Human
for Humans Activities
& ® ©
Critical Thinking Considerations Change
& Biases & Implications Management

https://medium.com/@albmlit/introducing-the-human-centered-ai-canvas-a4c9d2fc127e
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163 — Digital Business Model

CUSTOMER

1. Experience orientation

2. Merging of online/offline

3. Intuitive user design.

4. On-demand orientation

5. Security

6. Transparency

7. Convenience

8. Customere experience driven

INFLUENCES

DIGITAL TRENDS MEGATRENDS
1. Artifical intelligence 1. Individualization
2. Big data 2. Health

3. Immersive media
4. Internet of Things
5. Voice assistants

3. Cyber-security
4, Urbanization
5. Social imbalance

PARTNER

1. Open source

2. Radical collaborations
3.Dyanamic Infrastructures
4. Non-intermediary

5. Customer-relationships
6. Digital twin

7. Smart factory

8. Virtual personal assistant

e

VALUE
PROPOSITION

6. Blockchain 6. Gender shift
7. Robotics 7. Mobility
8. 3D Printing 8. Sustainability

1. Sensors and actuators
2.IT Infrastructure

3. Process tools

4. Brands

5. Patents

6. Customer and market data
7. Cloud

8. Problem-solving mindset
9. Liguidity and investors

ACTIVITIES & SKILLS

1. Creative thinking

2. Digital analytics

3. Transformation management
4. Individualized working

5. Individual learning

6. Agility

7. Space and work design

8. Work-life blending

9. Platform thinking

https://www.garyfox.co/digital-business-model/

164 — Business Ecosystem Design Canvas

1. Social networks

2. Social collaboration

3. Swarm intelligence

4, Trust

5. Digital platforms

6. Loose coupling of networks
7. Knowledge sharing

8. Autonomous organization

CHANNELS

1. Individual customer profiles

2. Automation

3. Chatbots

4, Gesture and voice recognition
5. Multi-sensor technology

6. Augmented reality

7. Digitally interactive surfaces
8. Omnichannel

9. Seamless trade

1. Price transparency

2. Dyanmic pricing

3. Sharing economy

4. Swapping

5. Solutions as a service

6. Use instead of ownership
7. Mobile payment

8. Crypto currencies

9. Crowdsourcing

2

Client/User

Core Value Proposition @

Needs

Description of
the actors

=l

Explore

I

/':r

Design/Re-Design

N

Business Ecosystem

£

s8] /pling

—
-—

Definition
of the value
streams

Prototype, Test &
Improve Ecosystem

Analysis of the

of each actor

4

advantages/disadvantages

+ g ~

Multidimensional

models

=2+ D

assessment of business =%

https://inform.tmforum.org/insights/2018/09/minimumviable-ecosystem-mve-key-milestone-initial-

problem-scalable-solution/
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165 — Platform Ecosystem Canvas

Producers

Network effects

economy

Capture/Monetizing

Governance

ef

https://www.vttresearch.com/en/news-and-ideas/platform-ecosystem-canvas-defining-core-elements-new-

Filtering

Resilience

Co-operative Boundary Resources

Korhonen, H. et al. “The Core Interaction of Platforms: How Startups Connect Users and Producers.”
Technology Innovation Management Review 7 (2017): 17-29.

166 — Template for designing triple bottom line business models
template for designing triple bottom line business models

key partners

key partners: who do you work with to deliver
your value proposition?

do not forget to list your partners in your
social impact mission - e.g., charities,
community groups, and so on

ecological impact mission - e.g., eco-
certification agencies, closed-loop partners,
reforestation initiatives

key activities
key activities: what do you do yourself to
deliver your customer value proposition?

value prop
value proposition: what jobs do you perform for
your customers? what pains do you alleviate?
what gains do you contribute? also list what
makes your value proposition distinctive relative
1o others! see link for further detail

what kind of relationship do you maintain with
your different customers? see link for
examples

groups
which customer groups do you service? note
that multi-sided business models may have
many different customers! also distinguish
between 'users’ (e.g., facebook users — who
would also be their key resource) and paying

how do you reach your customers? how do
you integrate with their routines? also
describe your multi-channel strategy, if any!

t (eg

key resources

what resources you draw on to deliver your
value proposition? consider physical, human,
and financial resources. specifically consider
your intellectual assets: ip plus intellectual
capital!

social impact mission

describe here your social impact mission. how do
you demonstrate good citizenship? how do you
contribute to your local community? how do you
improve people’s lives and the general societal
well-being beyond your core business mission?

sk ahold

nity T i hi
Y P
what relationships do you maintain with the
local communities where you are present?
how do you engage these

who are the beneficiaries of your social impact
mission? note that your business may have

social channels

what are the specific channels and activities
through which you deliver on your social
impact mission?

direct (those directly targeted)
and secondary ones (those experiencing
secondary benefits such as greater prosperity.
lower unemployment, reduced crime rate)

ecosystem services

here list the natural ecosystem services your
operation uses: biomass, minerals, water, air,
soil, forests, non-renewable energy. we are
interested in your environmental footprint

governance

how do you ensure you do not lose sight on
your social and environmental missions? list
the governance structures and procedures
that ensure that these impact propositions are
incorporated in your corporate decision
making!

ecological impact mission

how are you going to deliver a positive impact on
your natural environment? e.g.. how do you
minimise your ecosystem footprint, deliver a
specific ecosystem impact beyond your business
mission (e.g.. reforestation projects), or, for

b ies

ecosystem
what are the specific channels and
mechanisms through which you deliver your
impact on the natural ecosystem? these might
be internal (e.g., recycling, repairing,
rematerialisation) and extemal (e.g..

example, eliminate activities
from your business model? how do you make
your business and the natural environment more
ecologically sustainable?

in specific initiatives)

Y
who are your ecosystem beneficiaries? these
may be living things (inhabitants of the
ecosphere) and non-living ones (ecosystem
resources such as air, water, minerals)

cost structure

what is the cost structure of your business? indicate both direct costs generated by your intemal
activities as well as costs generated through outsourcing, license agreements, and similar. also
elaborate costs associated with your social and ecological impact missions

surplus streams and mission
integration

does your business generate specific surpluses to
support your social and ecological impact
missions? these might be financial (e.g.,
donations by customers, share of profit) or
material (e.g., collected materials for recycling).
also describe here how your business, social, and
ecological missions integrate and reinforce one
another!

revenue streams

how does your business generate revenue? indicate both primary sources of revenue (from
primary interactions within the business model) and secondary sources (e.g., monetisation of
data resources and additional ip generated by the primary interactions)

Designed by Erkko Auto (2018). PowerPoint version available from me.
This canvas builds on and extends the business model canvas by Strateqyzer AG. Hyperlinks point back to Strategyzer
This work is licensed under a Creative Commons Attribution-Sh: 40 License. Feel free to use and build on with appropriate atiribution to my Linkedin page.

http://www.businessmodelcommunity.com/Other_Resources.E.htm
http://www.businessmodelcommunity.com/fs/Root/ely3n-triple_canvas_2018.pdf
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167 — Platform Canvas

o) o\
[\ A\glh
[— [—

Producer Segments Interaction Consumer Segments

N @ Y ¥ 2

Producer Producer Value Facilitation Consumer Value | Consumer
Substitutes Propositions Propositions Substitutes

Metrics

® &=

Cost Model Monetization

www.theplatformcanvas.com -
https://www.theplatformcanvas.com/
https://www.forbes.com/sites/tedladd/2019/11/26/designing-and-analyzing-multi-sided-platform-
companies-with-the-platform-canvas/?sh=4d9af36128da
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168 — Startup Canvas (2)

VALUE PROPOSITION

Why you are different and worth
buying?

SOLUTION

Top 3 Product Features.

PROBLEM

Top 3 problems you solve

CUSTOMER SEGMENTS

List your target customers and
users.

TEAM

List you team, Founders,
Advisers and Partners.

CHANNEL

Path to customers for marketing

& sales.

REVENUE MODEL

How you make money.

MARKET

Type and size of your market

control.

EXTERNAL RISKS

Market or ecosystem threats beyond your

KEY PERFORMANCE INDICATORS

Which three metrics will we use to measure
our success as a company?

Is it new, existing or re-segmented?

https://upmetrics.co/canvas/startup-canvas

169 — Social Media Strategy Canvas
@101 SOCIAL MEDIA STRATEGY CANVAS

4 )

Objectives

o Organisational
Objectives
* Increase revenue
* Decrease costs

« Increase stakeholder
satisfaction (external
or internal)

O Strategic
Objectives

* Awareness (brand,
campaign or advocacy)

« Prospects/ leads

« Sales

* Customer service

« Event support

* Recruitment

« Crisis management

-

6 (.‘.ontent\

© Target Audiences -
Requirement
Define as a demographic, Short-form
affinity group, custom text
cohort, buyer persona or L f
existing fans/ followers ongion
text
- Images
O Platform Selection (&) a0
& Audience Reach Short-form
video
Organic Paid
u Long-form
Facebook D [:] video
B wieee (O 3] Audio
0 vnean (] (7
Instagram D D oBUdg?t
Allocation
Pinterest D D
B vouruve (] X of
S
Blog D @ « per campaign
n D D * per cycle

/

- J

GAudience\

Actions

. Engagement

* Likes
* Comments
* Shares

a Media
Consumption
* Views
* Plays
* Downloads

Participation

* Poll responses
* Entries

* RSVPs

« Offer claims
« Form submits

CTA Bridge

LS b

© strategic
objective

ROI analysis
(reach benchmarks)

\ J
[

reporting

ROI analysis
(actions benchmarks)

£

Visit Website

e (e

<
3
e
&

e

Acct/ Post

/
m Website

e

Campaign URLS

"9 Contact
\ Centre

Physical
Location

Social
f Media

\

© Events

* Website visit

* Online payment

* Reservation

* Make an appointment
« Create an account

« View product/ service details
* Find a location

* Donation

* Enquiry

« Application

* Email subscription

* Download

* Page views

* Time spent on site

* Media views

* Enquiry

o Lead

* Sale

* Customer service

¢ Trial/ browse
* Purchase

¢ Meet

« Attend

* Follow
 Join event/ group

ROI analysis

(events benchmarks)

https://www.digital-marketing-course.com.au/blog/the-net101-social-media-strategy-canvas/
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170 — Business Transformation Canvas (BTC)

The Business Transformation Canvas (BTC) and its 10 elements

V_Jan2020

Conceptual Target State

Detailed Target State

Transformation Themes

Culture, People and
Leadership Capabilities

Gap Analysis

Current State

Culture, People and

Leadership Capabilities

Target Metrics, Performance, Customer Sensing

Roadmap & Governance

Current State Metrics, Performance, Customer

Pain Points

The Business Transformation Canvas is adapted from the Business Model Canvas (www,Strategyzer.com)
and itis licensed under the Creative Commons Attribution-ShareAlike 3.0 Unported License

https://agiledigitalenterprise.com/resources/

171 — Social Lean Canvas

social
lean
canvas

Created by Antonio Urquiza
Based on the book The Agile Digital Enterprise

akina

PURPOSE

IMPACT MODEL

PROBLEM

SOLUTION

KEY METRICS

UNIQUE VALUE PROPOSITION UNFAIR ADVANTAGE

CHANNELS

CUSTOMER SEGMENTS

COST STRUCTURE

REVENUE

https://www.theimpactinitiative.org.nz/toolkit-for-se/social-lean-canvas
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172 — Business Innovation Canvas

Business Innovation Canvas

|(ompang Name

Project Name

| Date

}“ Social context D

Problem/Need

Describe the prablem/need External
Tacit understandin

Haw the problem/need affocts people Resource
Haw you plan to salve the problem /recd Network

Size of the problem/need
Sufficiently forused prablem/need

RAD partners

Key Stakeholders

Means ‘:I

Technalogy partners
Manufacture partners
Service partners

Distribution partners
Marketing partners

Platfarm partners
Intellectual property partners
Campanent cupply partners

Market
Requirements

Functional improvements
Seruice improvements
Price reduction

Quality impravements
Improved recycle ability
Sacial compatibility

MR

T

Technology

Technclogical upgrade
Hew technology

Hew combinatian of
technclogy

thangs technology

Pesple Laaming Relationzhi
Custamers Trachin " ERN
Competitors Data & statistics
Rngulstars O on one
Sacieties / councils / statutory bodies Sacial media
Senvice providers Conferences
Funding agencies Hetwarking events
Distributars Sunveys
Retaiters Interview:

Manufacturers Opinian leaders
Recyclers

Key Industry Factors

Han-Human
Ecanoemic dimate
Economic palicy
Infrastructure
Prevailing business medels
Essential technologies
Green environment requirements
Market sectar norms
ultural norms

Leasming method
Data & statistics
Opinion leaders
Policy & mports
Canferences
Mews channels
Sacial media

MNew product styling options
MNew markating strategy

New sacial media campaign
Mews cultural compatibiling

Creativity

Problems from custamers
Problems from manufacture

Problems from senice providers
et o
Froblems fram retailer:

Problem from induseny badits
Problems from enviranment Iobby
Problems fram cultural incompatibility
Social upliftment challenges

Ideas
Mew patent potential solutions
Mew salutions (disruptive)
Mew salutions (continuaus)

Inventions

Experimentation |:|

Design —» Make
Refine +— Test

C J

Function Experimental Methods

Computer Rided Design CAD Questian:

Application design & coding Minimum functional criteria?

User experience design Best methods?

Chemical design Resaurce swailabiling?

Electronic design Capabilities?

Genetic design External partners!

Concaptusl amalations Hansgemeat of taxts?

Furxtional Prototyping Results integrin

Business modal canvaes Evidence of minimum viable
criteria

Market Experimental Methods

Guestions
Minimumm market criteria?
Hest methods?

Hesource availability?
Capabilities?

External partners?
Management of tests?
Flesults integrity?

Evidence of minimum viable
criteria

Experiment check list

Appropriate methas (inchuding business madel canvas)
Minimum viable result

Bias cantral

Recard of experiments

Focus graup
Survey

ompetition

ving lab

Scenario

Sorial media

Market standards certification
Business model canvs

Function Acceptance

Market Acceptance

@Hlm ngpe

@ Product
% Service

Differentiate from
= Compete with ...
* New product / service / process
* New revenue stream

[

 Nature [
('\ Process * Improvement

* New Continuous
@ Business Model * New Discontinuous (Disruptive)

[

9} Risk

Total
* Low 6-9
*  Medium 10- 14
* High 15- 18

https: //|nnovate4prof|t co zal

173 — Curriculum Innovation Canvas

Senior Management Approval

| Appointed Innovation Leader

N4

| Appointment of innovation team

Stakeholder
Groups

Stakeholder
Relationships

Communication
Processes

Design & Content

Value Propositions Activities

Co-creation of outhentic v

Jor oll parties

e

Outcomes & Impacts

Resources

Constraints .

Icons made by Freepik and OCHA from www. flaticon.com

https://files.eric.ed.gov/fulltext/EJ1139524.pdf
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174 — Triple Layered Business Model Canvas

174a - Economic Business Model Canvas

Economic Business model Canvas

Partners
.

Costs

Activities
o

Resources

-

174b - Social stakeholder Business Model Canvas

Environmental Life Cycle Buiness model Canvas

Value

Proposition

Customer
Relationship

Customer
Segments

Revenues

|
o

st/

Supplies Production

and

Out-sourcing M
Materials

(g

axon

Functional
Value

&

End-of-Life

il

|

Distribution

Use Phase

Environmental

€

Impacts

D_

Environmental Benefits

By
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174c - Environmental Life Cycle Business Model Canvas

Social Stakeholder Buiness model Canvas

Governance
)

r

ﬁﬁﬂ Employees

£i
Social Impacts o o

-

Local
Communities

Societal
Social Culture End-User
Value
. -
Scale of q
Qutreach

.S

Social Benefits

https://sustainablebusinessmodel.org/2015/04/17/the-triple-layered-business-model-canvas-a-tool-to-

design-more-sustainable-business-models/

A. Joyce, R. L. Paquin, The Triple Layered Business Model Canvas: A Tool to Design More Sustainable
Business Models. Journal of Cleaner Production, 2016, vol. 135, s. 1474-1486.

http://dx.doi.org/10.1016/j.jclepro.2016.06.067

175 — Business Model Canvas M15™

mega trendivw majg | bedy miaty najwigkszy wplyw na model biznesowy?

Procesy

rocesy sg kluczowe dia sprawnege dzialania

http://www.cepolska.pl/firma-doradcza-konsultingowa-model-biznesowy-firmy.html
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176 — Product Market Fit Canvas 1.0

Product-Market Fit Canvas 1.0

Become a Co-Creator of this canvas at ProductMarketFitCanvas.com

Value Proposition

P .-_» -

051tlonmg

The way you have to position
your product in terms of
branding, pricing and channels to

.rC'JCh your t'd.r‘i{Ct customer

Product & services

The list of product and services
your customer needs to get

. . . ]
their job done.

Key features

) Rl a 1
The essential elements that
your product & services have to
have to meet your customers

problems & needs.
Key Metrics
The way you have to measure

the pmvidcd value to your

CUSTOIMET Or User.

a
& Customer Segment

Characteristics
WHO is the typical customer
or user for your product &

services?

Jobs to be done

WHY does your customer need

to Uuse your producf. & services?

Problems & needs
WHAT problems & needs

does your customer have to get
the job done?

User Experience

HOW does your customer
interact with your product/
service in order to get real value

of it?

WHY?

Alternatives

WHAT other product/services are customers using?

HOW are they using them?

’bw BRINKLEY WARREN

Creative Leadership - Innovative impact

https://www.brinkleywarren.com/product-market-fit-canvas-1-0-help-create-it/

@GNS
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177 — Innovator’s Canvas

Low Risk or Validated Assumption

Med Risk or Partially-Validated Assumption TH E I N N OVATO R, S CANVAS

. High Risk or Invalidated Assumption

Key Resources M | wetric That matters Brand Promise — The Why U | customer Relationships #® | customer Segment &

Stage 1. Empathy & burning pain discovery:

Stage 2. Problem — solution fit:

Stage 3. Product — market fit:
Value Proposition d

Stage 4. The metric for scaling:

4y -
Key Partners -4 Unfair Advantage PR Gaincreators 4" | channeis @ | cains © =
g
w o
8 o
3 g
@ 3
o @
z Pain Killers & Pains ®
°
3
3
[ T
Cost Structure E Revenue Streams

THE INNOVATOR’S CANVAS ORDER OF VALIDATION STEPS

Key Resources. B | metric Thatmatters BB | Brand Promiss _ The Why W | Customer Relationships oy omer Sooment &
Boge 1. £y &g o amcovey:
Prpr———
o a—
Value Proposit’ rd
The meiric for scaling. |
Key Partners ‘°| ~rdvantage & | ol _reators 2 | channels 5 | Gains € g
g
H g
H 2
5 3
-u Pain Killers & Pains @
F
3
2
£
Cost Structure B | revenue stecams -

Problem Identification: We have verified a customer segment with a burning problem/need that they are willing to pay to fix.
Problem / Solution Fit: We have verified a solution to their problem that they would buy right now if it were available.
Product / Market Fit: We have verified a channel to reach customers for sale and delivery of solution

Scalability: We have verified that the business model can be scaled profitably and sustainably

https://www.ignitionframework.com/the-innovators-canvas-a-step-by-step-guide-to-business-model-
innovation/

pPON=

115




178 — Business Model Zen Canvas

li Business Model Zen Canvas

Generating |deas A perator (§) Whowes e - plimepiotire Do & Test
tar novason
Wi shauld Lwark wih 1o e ke the Mark? ’
e gr—— L T - PFSINE Ty . [
Whaiamy proviato iy MISSION PRRRER—————— L Oomitruve int wivetiges omrmycamputiond AAVAMAGE | oy corapt e amsind ant s aene  1IGN CONCEP
| [T PRI |
[T ——— B
. insde - g wists whikis human cammofi
Exploring Opportunities tacrukgy hit ans curg g Whit e oot stresure of my s s Cost o wa e purtd it o b chrge? - L€2IN & Pivot
This wark & lcensed under he Crestive Cammans Afribution-Sham Alke 30 Urparted License. hito:/fbus e,
To view a copy o this license, vist hp Jicreatvecammans. o ficense stry-sad O b KK on,.com
( J Business Model Zen Canvas Zen Checklist for business model design Version 1.0.4
=
Generating Ideas Cooperator for Innovation . Do & Test

What are the potential ideas that can be represenied 1o solve the customer’s problem?

‘What is the closest manner o solving the customer problem among the existing solutions in the
existing market?

Do you think the ideas you prepared were deduced much enough?

Categorize innumerably deduced ideas into three themes

Who will you cooperate with for the solution
completion?

Is it easy to cooperate with the innovative
cooperator?

Don't you rely on the irreplaceable cooperation?
Aren't you overiooking although you need
cooperation?

What action will you take specifically for the
practice?

What is the plan for approaching to the initial
market?

Isn't there any problem revealing before the

practice?
Who will ite with for the rket advi ?
= What are the ideas that finally passed when they were evaluated in the aspect of customer and . lsi[mm t;!:cpera:a\:m err: anroi’e « What resource and ability will you secure?
company? . Y = How will you contact early adaptor?

Who is my core customer?

Who is my non-customer (STB, rejecting,
potential)?

How is the customer segment divided?
How can you define persona?

What is my customer’s unsatisfied need?

Is the customer aware of that problem?

Is the customer aware of it as a fully important
problem?

Are competitors also aware of that problem?
How has the customer solved that problem

Don't you rely on the irreplaceable cooperation?
Aren't you overlooking although you need
cooperation?

Cooperator for Market

« Did core solution come out as a result of idea
conception?

What is consequently my value proposal on the
problem the customer has?

How will you compose MVP?
How will you conduct A/B test?

How will you aliract the empathy from the
customer?

How will you sell the customer’s presumed
needs(problem) o himmer?

How will you convince the customer that your
solution can solve that problem best?

before? - N
- - = What are competitive goods, substitute goods, | . Does my concept have the sensitive/cultural
« What is the object | do business? - Isthe A of desire one Teels and alternative goods of the solution based on aspect?
. ] h? i
+ What is my promise to the customer? enoug _ the customer’s problem? - What short and poweriul slogan will you
Ave object and mission of company and the * 15 1 NuMber oftolal cusiomers big &NOUIN? . g my solution have the comparative prosent?
customer correspond with each other? = I6he feslure or the 1o emer? cannot look down on?

Mi

What are the new opportunity lactors conceming the change of business environment?
How are needs or s life style gi

‘What is the part to look at carefully in ierms of social culture?

What are the contents of the lechnology change that will affect in a middie and long term?
What are the customer’s needs that do not change regardiess of this change?

Besides, does the remarkable new business exist?

Exploring Opportunities

Business Model Zen Canvas-Checkiist by Business Madel Zen is licensed under a Creative Commons Atribution-NonCommercial-
4 i License. ( i a/d 0/ )

Advantage

Revenue

What is the main revenue source of my business?
What will account for the greatest portion among
revenue source?
What is the revenue source you can secure from
the beginning?
What is the total life time value while securing one
customer?
What is the main cost structure of my business?
What is the fixed cost ilem? (independent sales)
What is the variable cost item? (subordinate

sales)
E3

How much it cost to secure/maintain
one customer?

Can you make them your fan without

High Concept

persuasion?

(Before Action)
What are the indexes to measure for the
hypothesis confirmation during action?

(After Action)

.

What caused the difference between the action
result and hypothesis?
Is it enough by partial conlrol? Do you need a

big change?

http://businessmodelzen.com

http://businessmodelzen.com/business-model-zen-canvas/
https://next.canvanizer.com/demo/business-model-zen-
canvas?utm_source=newcanvas&utm_medium=Ilink_page&utm_campaign=next
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Park, Sanghyeok, & Oh, Seunghee. (2017). Design thinking and Business Model Zen linkage
methodology for social innovation project implementation. Journal of the Digital Industry Information
Society, 13 (1), 185-196. https://doi.org/10.17662/KSDIM.2017.13.1.185

179 — Moonfish circular business model tool

fish moonftisn circular business mogae

key resources  What are your most important Who are your partnors and How does your circular proposition How do you reach your target

rosources? suppliers? What do they do? value for users Hohceed st o key touchpoints g7 What do they experience?

caoole Wha roekied How does your service work?

Keyactivities | \Yiat sciwtes are wial o your - :""“: Moo oK value for companies. “:;"p.,,." oo _ AR ke cl Yol pasiies iy 2
o or

Remanufacturi ng

el
Reselling @

Maintainance

Required amount
of Energy, Time
and Money

https://strategicvalueofdesign.wordpress.com/2014/06/17/creating-sustainable-value-for-the-future/

117




180 — Data Strategy Canvas (1)
Data Strategy Canvas

Company name

Date

SUPPLIERS DATA SOURCES SKILLS & CAPABILITIES CONSUMERS
GOALS
TOOLS & TECH CHANNELS

STRENGTHS & ASSETS WEAKNESSES & RISKS
https://www.measurelab.co.uk/blog/what-is-a-data-strategy-and-do-i-need-one/#gref
181 — Data Strategy Canvas (2)

Data Strategy Canvas

. Mission:

F Goals ALandscape Q Solutions

Partners: Competitors: Existing
Type: Source:
. Stakeholders Opportunities: Threats: :::: -

https://www.prometheusresearch.com/wp-content/uploads/2019/08/Breakthrough-Toolkit-Data-Strategy-

Canvas.pdf

118



https://www.prometheusresearch.com/wp-content/uploads/2019/08/Breakthrough-Toolkit-Data-Strategy-Canvas.pdf
https://www.prometheusresearch.com/wp-content/uploads/2019/08/Breakthrough-Toolkit-Data-Strategy-Canvas.pdf

182 — Data Strategy Canvas (3)

Data Strategy Canvas Demo

Sourcing Refinement Utilization

Tools

People Partners

Brainstorming Space

(CCBY-SA 4.0
https://www.datentreiber.de/methode/
https://canvanizer.com/new/data-strategy-canvas

183 — Decentralized Business Model Canvas (DBMC)

Business Decentralization Canvas @

m Proposed Solution 53 H Validator Incentive g ] m Value Proposition %ﬁ& Network Governance 2 ! 2,

Lz ()

e

Reaching Trust ooo m Interaction Channels
it S

Revenue Streams ‘%é’

m Cost Structure @.E

DoloDo

https://medium.com/mvp-workshop/decentralized-business-model-canvas-1-9daf6e4bc9fe
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184 — Disruptive Business Model
Disruption by Design Canvas

Job To Be Done | Unfair Advantage Unique Addressable Customer Segment
Describe the ey job your Cannot be easiy bought or - | Vialue Proposition | Market Scarcity | Torget customer profie,
target customer needs to coped, including especialy micro-segments
get done ond how your - patents, copyrights, frade for <target customer> Descrioe in simple ferms by importance of desired
solution accomplishes it: secrefs who needs <JTBD», the nature of the market resulte
- market share shortage (scarcity) that
- exclusive relationships @roduct> debvers e your innovation addresses
- Unique process of improvements> relative and the evidence of its
to <3 most important existence.
3 Most Important S
compared with
Outcomes Key Metrics acosbatly Channels
List the three most Eosily fracked numbers «affordable costs. How customers can
imporfant outcomes indicating progrese/ acquire products/services.
(desired results) prioritized success or risk factors on
by value + uniqueness of key goals
your product in delvering
those results.

Cost Structure
List of fixed + Variable costs

Revenue Streams
How money is earned - list all sources

Figure 9-1. Disruption by Design Canvas is an adapted work copyrighted under the Creative Commons Attribution-Share Alike 3.0 Unported
License. To view a copy of this license, vistit http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, |71
Second Street, Suite 300, San Francisco, California, 94105, USA. The Disruption by Design Canvas is attributed to the Business Model Canvas, created
by Alex Osterwalder and Yves Pigneur, which can be found here: http://businessmodelgeneration.com/canvas/bmc. It is also attributed to Ash
Maurya’s Lean Canvas, which can be found here: http://practicetrumpstheory.com/business-model/.

http://www.disruption-by-design.com/

Paetz P. (2014) A Disruptive Business Model. In: Disruption by Design. Apress, Berkeley, CA.

https://doi.org/10.1007/978-1-4302-4633-6_9

185 — EBG Product Canvas
EBG Product Canvas 1/2

PRODUCT CANVAS (1/2)

Procuct

Organization

Bote Version

Vision < | Revenue Streams

Cost Factors

Channels

What cost factors are there to discover, deliver,
market, sell, and service our product? What activities AN
and assets are most expensive? Most risky?

Houw do we keep our customers coming
back? How do we cbtain, retain, and grow
customer awareness of our product?

Wihat do we strive to be? What do we do that
changes the world? What differentiates us? Tagline?
Visual image?

T
A, | How do e fund ow produer? @ Uﬁ:ﬂ
Where does our revenue come from? N

Value

What outcomes do

technology partners want (e.g.,
increase architectural readiness,
improve reliability, reduce future
cost to service, develop technical
expertise, ete. )7

Product Partner:
Technelogy
Who designs, builds, tests,

deploys, services, trains, supports
the product

Value value
What outeomes do

customer partners want {e.g.. save time,
reduce effort, smpifty access, appeal fo
aesthetics, etc.)?

Product Partner: f\
Customer

Who needs or uses our produet?
Who are aur target customers?
Vihat market or market segment do
we serve?

Value value
What outcames do

business partners want (e.g.,
ncreased revenue, cost reduction.
risk reduction, brand projection,
customer satisfaction, elc |7

Product Partner: [ value i*\
Business [
Wiho are the people in the

business (ours, others) who legitimize,
autherize, pay for, or help us promote the
praduct? Wha has domain experience

we need to draw upon?

Competitive/Leader Landscape o Inr tion Waves (tech gy | platforms | standards)
Who competes with us? What are their strengths? Weaknesses? Who is the leader? What is their superior capability? ™\ What ehanges are happening now or possibly in future to hardware, software, platforms, or standards? What trends
—="1_ | mightimpact the design, development, acquisition, deployment or servicing of the product? —=
Competition: Capability/Threat. Leader: Superiar Capability. e
@ 0 @ This work is the Ci 0 Intemational Licensa

DESIGNED BY. Ellen Goliesdiener, EBG Consulting | @alengoll

EBG Product Canvas 2/2

sion 20.02 ebgconsulling.com
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PRODUCT CANVAS (2/2)

People, systems, and devices that
interact with the praduct

Proguct Organization Date Version
ac—> ‘ =
Interface Action Data Control Environment Elualit%(e

Connections to and from users,
systems, and devices

Capabilities provided for users

Data and useful information the
product stores and uses

Constraints, policies, regulations, and
business rules enforced by the
product

Technalogy platforms (software and
hardware companents, standards, and
physical properties) the product
conforms with

Attribu
Measurable properties that qualify
the product’s operation and
development

Creatie C:

Intemationsl Licsnss

DESIGNED BY: Ellen Goliesdiener, EBG Consulbng | @ellengott | version 19.01

ProductCanvas pef

oy

ebgeonsulting.com

186 — MatchUp Canvas

https://www.ebgconsulting.com/blog/using-product-canvas-define-product-getting-
started/?utm_source=FebBlog

The MatchUp Canvas

Company

Toam

Name

My Gpals

&

| offer...(you can depend on me for...)
Skils, nelp, knowiedge, capabilles, ats | can peovide

Things | have that | can provide to help other meet their goals

What | can offer to help us achieve our team purpose

Who needs my skills, knowledge...

People who need what | have 1o offer

=

| need...(from others)

Skills, help, knowledge | need to be successful
What will enable me 1o be successful, that others can provide

Who can | depend on...(from others)

People who can help me with what | need

000

This work is icensed under the Creative Commens Atribution-ShareAlike 4.0 Intemational License

DESIGNED BY: Ellen Gotiesdiener, EBG Consuling | @ebengelt | version 2003

pf

ey

ebgconsulting.com

https://www.ebgconsulting.com/blog/matchup-canvas-improve-team-interdependency/
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187 — MVP Experiment Canvas

MVP Experiment Canvas

Project Name: Made by:

START date / time

END date / time:

4. Customer Engagement ¥

LN

7. Experiment Scenario / Workflow &)

1. Your Customer Segment £

R 2
2. Value Proposition @

10. Results &2

11. Learnings & Insights ./~

8. Metrics

3. Channel(s) &

5. Riskiest Assumption(s) @

6. Experiment Format = 9. Success Criteria ¥

12. Next steps B

EONE) Fretterg s
https://themvpcanvas.com/

Learn more and download the canvas at themvpcanvas.com

https://bramkanstein.com/mvpcanvas/

Made by Bram Kanstein (twitter.com/bramk)
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188 — S3 Organization Canvas

S3 Organization Canvas

rev. 2017-05-15

Key Drivers Key Deliverab

les Customer Segment

Early Adopters

Key Partners Key Resources and Skills

Unique Value Proposition

Key Challenges

Channels

Key Metrics | Key Values

Cost Structure | Revenue Streams

TR " 53 Oeezation Camvas by Bernhard Bockelorink i licensed under a Creative Commans Attribution ShareAlike 40 International License.
“This work Is a derivative of the Business Mode| Canvas by Alexander Dsterwakder and Strategyzer, and of the Lean Canvas by Ash Maurya.

http://s3canvas.sociocracy30.0rg/s3-organization-canvas.html
Creative Commons Attribution-ShareAlike 4.0 International License.

More information on the 53 canwas series, and versions for printing the canvas in
various formats can be found at hitp://s3canwas soclacracy30.0rg
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189 — S3 Delegation Canvas

S3 Delegation Canvas |__'

rev. 2017-08-11

Primary Driver / Mission Key Responsibilities

Key Challenges Key Constraints

Key Deliverables

Delegator Responsibilities

Key Metrics Key Resources

Evaluation Dependencies

COIEETR T 53 Delezstion Canvas by Bermhard Bockelbrink i icensed under  Creative Commons Attibution ShareAlike 40 Internation
ice

http://s3canvas.sociocracy30.org/s3-delegation-canvas.html

More information on the 53 canvas series, and versions for printing the canvas in
various formats can be found at hitp://s3canvas.soclocracy30.0rg

Creative Commons Attribution-ShareAlike 4.0 International License.
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190 — S3 Team Canvas

- N Y
S3 Team Canvas |
rev. 2017-05-15 . _ \_ /
( People Matrix Key Values / Code of Conduct A
Required Skills Roles and Responsibilities Team Development and Goals
Personal Goals and Growing Edges
People's Needs and Expectations
Key Agreements
Events

A S

The 53 Team Canwas by Bernhard Bockalbrink is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
http://s3canvas.sociocracy30.0rg/s3-team-canvas.htmi

More information on the 53 canvas series, and versions for printing the canvas in
warlous formats can be found at hrtp/fs3canvas.soclocracy30.0rg

Creative Commons Attribution-ShareAlike 4.0 International License.

191 — Learning Design Canvas V02 - LDfram

e

Learning Learning Setting Titie: Organizationsl Goals / KPls: Contact Budget: Canvas Version:

Design

Canvas (Loc)

PARTNER & Q | KEY ACTIVITIES “& | LEARNING GOALS / ENGAGEMENT & :QO LEARNER PERSPECTIVE @

STAKEHOLDER VALUE FOR THE LEARNER TRANSFER

KEY RESOURCES ss LEARNING DELIVERY i}

COSTS @ | OUTCOME - KEY METRICS / EVALUATION / ANALYTICS / BENEFITS Wil

tts

developed by janfoelsingde 2018 vO1

https://Idframe.com/learning-design-canvas/

@ @ @ @ Find more information about the license under https://creativecommons.org/Boenses/by-nc-sa/4.0/

|
LDFramecom  [©OSO)
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192 — Organization Canvas
ORGANISATIONS-CANVAS

+ kansultativer Einzelentscheid
- Kansent

- Konsens

« Mehrheitswahl

. Einzelentscheidungen

-Widerstandsabfrage

- Integrative Decision Making
{Saciocracy, Holacracy}

Entscheidungs-
verfahren
B,

Rechtlicher
Rahmen
zB.

AG mit Aktien fir alle
GmbH

Slicing the Pie
Freelancer-Metzwerk

Hiiter der
Struktur

®

28
Eigentiimer

- Geschaftsfuhrung/Vorstand
ierarchische Fihrungskraft
rechtlich veraniert

System-
reichweite

=)

2B
- ganzes Unternehmen
- elnzelne Abtellungen

e Gehaltssystem

2
allenabhangia

erfahrungsabhangiy
fahigkeitenabhangig
Gehaltslarmel
selbst festgeleqt
Festlegung In der Gruppe
Tarifsystem

. erfolgsabhangig/Bori

@ Arbeitsmessung

2.

- zeitbasiert

(kontrolliertinicht kontrolliert)
- ergebnishasiert

- Mischform

Einheiten)

~Vorgesetzter und Proj

- verschachtelte Kreise e
Autoritit (Sociacragy, Holacracy}

- parallele autonome Teams

- Cell of One

- anderes

e
- Matrixorganisation (disziplinarischer

e Verteilung der Autoritat

iiber unten entscheiden,

Zugang zu
Informationen

i

wie einsehbar?

- frei

- feste Budgets

- Dbergrenzen

- nach Freigaben

- eigene virtuelle Konten

@ Einsatz von finanziellen Mitteln durch Einzelne

)

B

elnzelne Persanen geben frel

(2.8, Lead Link)

gemeinsamer Topf (first come, first serve)
Gremienentscheidungen

selbstindig (eigene virtuelle Konten)
Mehrheitsentscheidungen

Ressourcenverteilung im Unternehmen
(Finanziell, Arbeitszeit, Tatigkeiten)

@ @ @ @ wnw.creaffective.de

https://www.creaffective.de/produkt/organisations-canvas/

193 — Personal Business Model Canvas

Name

's Personal Business Model Canvas

wonepsyos ) wnatyouco 8.

v

How you interact

How they know you & Q]
how you deliver

Who you help

= [°e®

What you give

What.‘.fOU get

(4

e carvas s femcibmd ¢ dma b 1 i bk Laneams Mt Yo ot b T Clt

Sty - dmgmd 2y SR (33,00

https://www.tuzzit.com/en/canvas/personal_business_model_canvas

| SUNS———"

v o comy ot b e e s o crmpan L)
= serd 4 e 2 e oo, 17 S S, St 390, Sam P, Caoman, 4335, 54
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194 — Product Vision Board Extended Canvas
THE PRODUCT VISION BOARD EXTENDED

a .
=, romanpichler

@ VISION What is your motivation for creating the product?

Which positive change should it bring about?

@ TARGET GROUP

Which market or market segment does the
product address?

Who are the target customers and users?

o NEEDS

Which problem does the product solve?
What benefit does it provide?

0 PRODUCT

What product is it?
What makes it stand out?
Is it feasible to develop the product?

@ BUSINESS GOALS

How is the product going to benefit the
company?

What are the business goals?

@ COMPETITORS

Who are your main competitors?
What are their strengths and weaknesses?

@ REVENUE STREAMS

How can you monetise your product and
generate revenues?

% COST FACTORS

What are the main cost factors to develop,
market, sell, and service the product?

Q CHANNELS

How will you market and sell your product?

Do the channels exist today?

www.romanpichler.com
Template version 09/15

This work is licensed under a Creative Commons @ @ @

Attribution-ShareAlike 3.0 Unported License
BY SA

https://www.romanpichler.com/tools/product-vision-board/

195 — Product Market Fit Canvas

The Product/Market Fit Canvas S

CUSTOMER SEGMENT: PRODUCT OR SERVICE:

Characteristics & jobs to be done P Alternatives

.I T <> :“ 15iNC

Key features

Problems & needs A *

<>

Value for the channel

Channel g ﬁ

<>

Key metrics

User experience @ @

<>

Co-created by a group of innovation practitioners from all around the world. Further information at www.productmarketfitcanvas.com
PeO®®

https://conceptboard.com/blog/product-market-fit-canvas-template/
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196 — Circular business model
)

First sale (with
prolonged use)

Collect & reintegrate

Collect & reintegrate
(reduce primary materials)

VALUE (organize take-back)

PROPOSITION

Offer
Value proposition
Customer segments

Relationships
customers/partners

VALUE CREATION
AND DELIVERY

Key activities

Key resources/
capabilities

Key partners

Channels

VALUE CAPTURE

Costs

Revenue flows

(

/ /
Additional sale of Enable material
product or parts recovery

https://www.researchgate.net/publication/325785621 A _circular_business_model_mapping_tool_for crea

ting_value_from_prolonged_product_lifetime_and_closed _material _loops

197 — Elevator Pitch Canvas
tlevator Pitch Canvas

Goal of this EP

Recipients of this EP ¥~
g

Product Target Group Product, Service

: ﬁ Unfair Advantage oo
‘ L
.. ooo

Customer Pains Solution: Customer Benefits

® ©)

Competitors

lllustrative Elements L

<

High-Level Concept, Your X for Y, Tagline, Zen-Statement, Describing Slogan, Shortest Description

Elevator Pitch Canvas by Elke Fleing is licensed under the Crezlive Attrib n-Sh. e 4.0 International Licen:

https://www.canvasgeneration. com/canvas/elevator pltch -canvas/

©O®
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198 — Blue Ocean 4 Actions Framework Canvas

.
Eliminate e 07 Reduce A% Raise
Which factors that the industry takes for granted ! Which factors should be reduced \f) Which factors should be raised

‘should be eliminated?

/AN
/ Q

A

) i
g Pain relievers
'
!
'
)
)
'
'
'
'
'
'
'
!
'
!
'
i
'
i
'
)

Low

well below the industry’s standard?

well above the industry's standard?

) \//ﬁ Create
A " Which factors should be created
(/\ that the industry has never offered?

Gain creators

https://www.canvasgeneration.com/canvas/blue-ocean-4-actions-framework-canvas/

199 — Minimal Viable Platform Canvas

KEY ASSUMPTIONS / HYPOTHESIS

STAKEHOLDER ASSUMPTION

v

TESTS & VALIDATION

TEST METRIC / CRITERIA

REQUIRED RESOURCES

MINIMAL VIABLE PLATFOR

Pa
D

KEY ASSUMPTIONS / HYPOTHESIS

STAKEHOLDER ASSUMPTION

v

TESTS & VALIDATION

TEST METRIC / CRITERIA

VIABILITY
(How do we make money?)

BN

KEY ASSUMPTIONS / HYPOTHESIS

STAKEHOLDER ASSUMPTION

v

TESTS & VALIDATION

TEST

LEVERS / ASSETS

METRIC / CRITERIA

M CANVAS b _
e platform generation LANE

https://www.canvasgeneration.com/canvas/minimal-viable-platform-canvas/
http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page
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200 — Minimum Viable Canvas
Minimum Viable Canvas

Problem Solution Unique Value
Proposition
Single, clear, compelling
message that states why
you are different and
worth paying attention
Key Metrics
Key activities you
measure
Cost Structure
Customer Acquisition Costs
Distribution Costs
Hosting
People etc

https://medium.com/minimum-viable-canvas/using-the-minimum-viable-canvas-fae7e027cafc
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201 — MVP - Minimum Viable Product

5 MVP - MINI PROD

GOAL / OBJECTIVE CUSTOMERS

Why are you building this MyP? Who are the users who benefit from this product?
Who are you going to test it with?

HYPOTHESIS WE ARE RIGHT IF...

‘What do you believe to be true? i What do you expect to discover from your test?
‘What do you need to validate for your product idea to be successful? i How would you define and measure a successful MyP?

D

BUSINESS ELEMENTS

List elements and metrics of the business
wiability and market-solution fit

HUMAN ELEMENTS

Describe the customer experience that you
need to deliver

Businass

Technolagy

TECHNOLOGY ELEMENTS

Drescribe the form or toels used ta build this MVP

V.21 © 5D VISION - WWW.5DVISION.COM

https://www.5dvision.com/agile-product-frameworks/mvp/
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202 — EBM Canvas

EBM CANVAS

1EEI|! EX MACHINA

TARGET CONDITION

What do you expec ve ecific. It must be wit
t must be a motivating force, c and achievable, but n

]

r control
Ik in the park.

QUTCOME

What cutcome do
Which of ollo

u expect?
) KEY VALUE AREA(s) does the target condition relate to?

[] current vawue (cv) [] unreausep vawue (uv)

[] aewity To INnoOVATE (a21) [] miME To MARKET/DELIVER (T2M)

What init
to try to
What freque

HYPOTHESES
ves you're going &

t! utcome?
are you going to
otheses? Every

1e come about?
ed for this to be solved?

What de &

value and why?

@
&’

@ VALUVE ) Q.

COSTS
low much investment are you willing to spend to deliver the outcome?
List forecast Capex and Opex costs

651 REVENUE SOURCES :@
@ ‘Where will the investment come from to start to work on each of the hypotheses?
will each hypotheses be funded all together or only one after the other?

DESIGNED BY: 7en Ex Machina®

Download this canvos at: zenesmaching com febm,/ @ @ @ @

This work is licensed under the Crective Commans Attribution -Noncemmercial-NoDerivatives-Share Allke 3.0 Unported License,

https://zenexmachina.com/improving-program-agility-using-evidence-based-measures-of-agility-in-okrs
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203 — Platform Opportunity Canvas 4.0

CONSUMERS PARTNERS

PARTNER NEEDS

CONSUMERS
CONSUMER NEEDS ‘ )

ADDRESSABLE MARKET

CORE VALUE PROPOSITION(S)

MONETIZATION

CORE VALUE

PLATFORM OPPORTUNITY v4.0

@ 00

https://www.canvasgeneration.com/canvas/platform-idea-canvas
http://platforminnovationkit.com/download-

area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

PRODUCERS

PRODUCER NEEDS

KEY ACTIVITIES

KEY RESOURCES
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204 — Platform Monetization Canvas

OPERATIONAL COSTS ACQUISITION COSTS UNIT COSTS CONSUMERS REVENUES CONSUMERS
Wrhat are cquire the Whal & Reverue Data Insights Others
differc
PRODUCERS REVENUES PRODUCERS
Revenue Data Insights Others
PARTNERS REVENUES PARTNERS
Revenue Data Insights Others

v v

TOTAL COSTS TOTAL REVENUE

PLATFORM MONETIZATION CANVAS v3o

https://www.canvasgeneration.com/canvas/platform-monetization-canvas
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https://www.canvasgeneration.com/canvas/platform-monetization-canvas

205 — Trends Canvas

. ol
Innovation e
Technelogies and innovations 27 ¢4
? ; e

Yoow i
b N
2y

B

Key Trends

People z. ‘ :'.

Secietal and cultural trends

https://www.canvasgeneration.com/canvas/trends-canvas/
https://www.wedesignthinking.com/en/tools/trend-cards/

Economy

4 IMPORTANT
s,
P Regulation
G b Regulatory trende
\_-—'-sx

Socioeconomic rends

LESS IMPORTANT »
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206 — Business Model Environment Canvas

Key Trends

Industry Forces

| g Market Forces
I

Macroeconomic Forces

Business Model Environment Canvas :. LTl o oo >l
Inspired by the method from www businessmodelgeneration com Eﬁ Sl .

= knowledge i e et e @OO®@®
https://www.canvasgeneration.com/canvas/business-model-environment-canvas

207 — Golden Circle Pitch Canvas

207a - Golden Circle Pitch Canvas I
/— \

N Pitch o ]
What o
S\
5T
RN
How
N ey \
=
Why
ot
/
/
/
/

Y

&
LT
:?/@\

we Golden Circle Pitch Template .

deg|gn Brainstorm your Why, How and What, define your Story scope and create pitches for f—
every idea, product or business. This template works great with the Multiple Pitch Template,
th in kl n g Value Proposition Design Template and Persona Template.
This template is licensed under the C

ive Commons Attributi
license, visit http://cre

narelike 4.0 Inter
-commons.arg/lice

Inspired by the Golden Gircle method by Simon Sinek. More info at www.startwithwhy.com

To view a copy of



https://www.canvasgeneration.com/canvas/business-model-environment-canvas

207a - Golden Circle Pitch Canvas II 7_

Why st @ Cr

o N

0
How =z @ j./

What seep3

s {1 =)

Why Fichpant @

Pitch

/

%

How Pichzan2 @

What Fichpanz @

I

https://www.wedesignthinking.com/en/tools/golden-circle-pitch-canvas

208 — Business Macroeconomics Canvas

Macroeconomics Canvas z.

usinessmodelgeneration.com

Inspired by the method from v

= knowledge.li
https://www.canvasgeneration.com/canvas/business-macroeconomics-canvas

Global Market Conditions  Economic Infrastructure

!‘( e
Ak &
.
Macroeconomic
Forces

Capital Markets

Gapital market conditions from venture capital to credit

f the market in which you operate

Commodities and other Resources

Markets and prices of commodities and resources you need

=] 5-[=]l Project
[=];

Workshop

saved oniine [JJJ]
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209 — Platform Crisis Response Canvas

VIABILITY IMPACT

BUSINESS PERSEVERANCE

What is the current runway?
Actual cash in hand?
Can runway be extended?

‘CURRENT
RUNWAY wmoNTH
COST CUTTING OPTIONS

How can you cut costs 1o extend runway?

BRING IN CASH OPTIONS

What options you have to bring in cash?
(Crediis, Investors. .}

CONSUMERS

NEEDS

NEW BUSINESS OPPORTUNITIES

‘What are opportunities to change / adopt the.
business model?

@ 090

PARTNERS

PLATFORM CRISIS RESPONSE CANVAS o3

http://platforminnovationkit.com/corona

RABILITY

PRODUCERS

FEASIBILITY IMPACT

WORKFORCE PROTECTION

(Policies. Preventive actions, communication
chains, reportings, ensure productivity)

IT & DATA PROTECTION

(Critical infrastructure, protection plans. mitigation
plans)

SUPPLY CHAIN STABILIZATION

risk transparency across value-chain, identify
critical parts, mitigation actions)

ECOSYSTEM SUPPORT
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210 — Ecosystem Journey Canvas 4.0

v

~\ ECOSYSTEM JOURNEY
/] @00

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page
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211 — Environment Scan Canvas 4.0

s/ Y
| ~y

KEY TRENDS MARKET FORCES

R,
N 23
NG cus ToMeR & MARKE

fl A
» e
INDUSTRY FORCES MACROECONOMIC
: FORCES

ENVIRONMENT SCAN vs.0

@ 00

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

212 — Value Chain Scan Canvas 4.0

ENABLERS PRODUCERS DISTRIBUTORS ORCHESTRATORS VALUE

CORE VALUE CHAIN

JOB-TO-BE-DONE

VALUE CHAIN SCAN v4.0
@ 00




http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

213 — Stakeholder Persona Canvas 4.0

e DRIVERS OF CHANGE —
GAIN CREATORS L % GAINS
i external drivers forcing the stakeholder to
onsider the platform as alternative / solution >
\ ,/
L y
- o
p g
N N > &
\ / ;
/
N / /
\ y /
\ /7 4 /
\ / /
\ / /
\ 5 \ / \
\ \ / /
\ / /
\ /
\ /
\ f /
\ I \ |
LATFORM | l ‘
VALUE OB sk ‘ IMPACT NEED JOBS-TO-BE-DONE
| ! \
| \ ] \
/ \
/ \
/ \
\
/ / \
/ / \
/ / \ \
A / A
A ' ) F N
. J/ \\\
/ / \ N\
; w N\
Lo . 4
pd ~
” N
o CONTRIBUTION N
PAIN RELIEVERS _— which assets can the stakeholder bring to the S PAINS
s platform: .

\ PLATFORM STAKEHOLDER PERSONA v41
/' @ oo

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cde1f0&utm_medium=page

214 — Problem-Platform-Fit Canvas 4.1

-O‘.L CONSUMER SEGMENTS PLATFORM PRODUCER SEGMENTS
=N SOLUTION
STACK
/
<
\ d
N A
NEEDS

™\ PROBLEM-PLATFORM-FIT MATRIX v41

]

FOUNDERS
NI
© 00 LANE

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page
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215 — Platform Business Model Canvas 4.0

SUPPLIERS KEY PEOPLE & SKILLS CORE SERVICES VALUE TOUCHPOINTS & EXPERIENCE PARTNERS
PROPOSITION
MISSION
CONSUMERS
CORE
VALUE
. PROPOSITIONS
INVESTORS KEY DATA
SUPPORTERS KEY INFRASTRUCTURE
PRODUCERS
COST STRUCTURE USER ACTIVATION VALUE CAPTURE
METRIC
tructur S: farketi ha
1

PLATFORM BUSINESS MODEL v4.0

FOUNDERS
@ 00 - LANE

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

216 — Platform Value Canvas 4.0

CONSUMERS PRODUCERS

VALUE PROPOSITIONS TRANSACTIONS

PARTNERS OWNERS

PLATFORM VALUE CANVAS vs.0

@ 00

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page
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217 — Platform Architecture Canvas 4.0

CONSUMERS PRODUCERS

=

& P"‘Q [

PARTNERS OWNERS

~\ PLATFORM ARCHITECTURE CANVAS v30

@ 00

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

218 — User Behaviour and Governance Canvas 4.0

STAKEHOLDER

FRICTION / HURDLES

TRANSACT /

ONBOARDING MATCH INTERACT

ENGAGE

STAKEHOLDER BEHAVIOUR

ALTERNATIVES

\ oo LANE

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cde1f0&utm_medium=page
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219 — Platform Monetization Canvas 4.0

OPERATIONAL ACQUISITION COSTS TRANSACTION COSTS
PLATFORM COSTS

ACQUISITION COSTS TRANSACTION COSTS

ACQUISITION COSTS TRANSACTION COSTS

v

TOTAL COSTS
20

™\ PLATFORM MONETIZATION CANVAS v4.0

@ 00

CONSUMER REVENUES

PRODUCER REVENUES

Strategie

PARTNER REVENUES

v

TOTAL REVENUE
20

FOUNDERS | &
LANE

http://platforminnovationkit.com/download-

area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

220 — Platform Strategy Canvas 4.0

PLATFORM STRATEGY CANVAS v4.0

@ 00

STAKEHOLDERS BUSINESS DRIVERS COMPETITION

o4 ENDOGENOUS EXOGENOUS

w

Q

<

w

2

-

w

Z

VISION (internal) MISSION (external)

Z

Q

=

8

s UNFAIR ADVANTAGES

RESOURCE-BASED STRATEGY BUSINESS CASE MARKET-BASED STRATEGY

%]

w

(&

w

b=

<<

o

=

%))

FOUNDERS
LANE

http://platforminnovationkit.com/download-

area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page
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221 — Network Effects Stimulation Canvas 4.0

RELATIONSHIPS PLATFORM OWNER

VALUE
STAKEHOLDER RELEVANC BENEFIT PROPOSITION SENEFIT RELEVANC STAKEHOLDER RELEVANCE STIMULATION ACTIVITIES

( 4
{ 4
- { 4
{ 4
( )

\ / @oe

™ NETWORK EFFECTS STIMULATION v4.0

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

222 — Platform Evolution Canvas 4.0

CONSUMER-SIDE

PHASE 1 PHASE 2 PHASE 3

PRODUCER-SIDE

WHO -> NEED -> VALUE PROPOSITION

™\ PLATFORM EVOLUTION CANVAS v4.0

\__/ oo

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cde1f0&utm_medium=page
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223 — Minimal Viable Platform Canvas 4.0 (simple)

KEY ASSUMPTIONS KEY ASSUMPTIONS
CONSUMER NEEDS / WANTS PRODUCER NEEDS / WANTS

TESTS & VALIDATION

KEY ASSUMPTIONS
SOLUTION

KEY ASSUMPTIONS
BUSINESS-MODEL

MAIN OBJECTIVE
OF THE MVP

TESTS & VALIDATION TESTS & VALIDATION

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdel1f0&utm_medium=page

224 — Platform Stakeholder Relationship Canvas 3.0

STAKEHOLDER RELATIONSHIPS PLATFORM

O O

STIMULATION ACTIVITIES

OO

e'®
O =
O

JORE RELATIONSHIP

.
.

. o I
Oq 0@ |

ME-SIDE

™\ STAKEHOLDER RELATIONSHIP CANVAS v30

http://platforminnovationkit.com/download-
area/?utm_source=mailchimp&utm_campaign=030046cdelf0&utm_medium=page
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225 — Sustainable business model canvas (2)

Key Activities
Processes,
development,
technology from a
systemic point of
Key view.
stakeholders
Suppliers,
co-financiers,
distributors,
reverse logistics
and partners for
positive impact.

Value
Creation

Key Resources
and capabilities
Materials, human,
financial, network,
infrastructure,
brand image, data,
knowledge etc.

Profit
Superior value that is offered to
customers compared to competitors

Value
Proposition

People
Positive impact
for common
interest of
society

Cost structure
for stakeholders in
the entire system

Customer

Relationships

Relation between

customer and

company
Planet
Positive impact
for the
environment

Value
Delivery

Channels
Touchpoints with
customers incl
how to retrieve
Revenue products
streams
for stakeholders
in the entire

system

Customer

Segments

Targetgroups
who make use
of the offering

Bocken, N.M., Schuit, C.S., & Kraaijenhagen, C. Experimenting with a circular business model: Lessons
from eight cases. Environmental Innovation and Societal Transitions,

Volume 28, 2018, Pages 79-95.

https://doi.org/10.1016/j.eist.2018.02.001

226 — Team Canvas Basic

Team Canvas Basic

Most important things to agree on to kick off effective team project
and get members to know each other better

Version 0.8 | com |

Team name | | Date |

GOALS

82 ROLES & SKILLS

PURPOSE

) VALUES

%= RULES & ACTIVITIES

http://theteamcanvas.com/learn
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227 — Minimum Viable Product (MVP) Canvas

Minimum + Viable

Good features to test the users response

Minimum

£
J _____________ (0] LT Viable
Crappy producis nobody wants o use '\l \/ w The products you want fo build

r\

- )

&=

\ Other products
Waste

Workshop Done .
saved oniine [JJJ

ribution-ShareAlike 4.0 international License. @ @ @ ®
https://www.canvasgeneration.com/canvas/minimum-viable-product-mvp-canvas

228 — Market Analysis Canvas

Market segments (;‘\ @ Needs & demands
"

Customer segments 5 Market noeds. Are they well served?

Offer

Products & services from you

Revenue attractiveness P>

What are customers willng to pay for? = ] 3
N

~ Products & services
from competitors

;
-

r;\%

(s

Switching costs A t‘,i

What binds customers and prevents them from switching? U \Wl

Market issues

Key issues driving and transforming your market

Market Analysis Canvas 2.

Inspired by the method from

“# knowledge.| s o the ¢

https://thecanvasrevolution.com/product/market-analysis-canvas

Teeee®
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229 — Empathy Map Canvas

What does she
THINK AND
FEEL?

what really counts
major preoccupations
worries & aspirations

What does she What does she

HEAR? SEE?
0 what friends say environment

what boss says friends

what influencers say what the market offers

What does she

SAY AND
DO?
attitude in public
appearance
behavior toward others

PAIN GAIN
fears wants,/needs
frustrations measures of success

obstacles obstacles

Source : Adapted from XPLANE

Osterwalder, A., & Pigneur, Y. (2010). Business model generation: a handbook for visionaries, game
changers, and challengers. John Wiley & Sons, p.130.
https://businessmodelanalyst.com/downloads/empathy-map-template
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230 — Feature Canvas (Basic version)
Felature Canvas Basic

Idea description

Why?

Contextual situations

Customer problems

Customer outcomes

Restrictions and Limitations

Capabilities

Nick Efimov featurecanvas.com

http://featurecanvas.com/

231 — Feature Canvas (Full version)

Feature Canvas

This work is licensed under a Cre

ative Commens Attribution-ShareAlike 4.0 Internation

= © OO

Idea description

Why?

Contextual situations

Customer problems

Affected customers

Customer tasks

Awareness

Support needed

Customer outcomes

Current behavior and habits

Restrictions and Limitations

Capabilities

Business outcomes

Success criteria

Key activities

Nick Efimov featurecanvas.com

http://featurecanvas.com/

[CHONC}
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232 — Design Sprint Canvas
Sprint week

Sketch Decide Prototype Test

O Lightning demos am O Critique solutions am [0 Create a protatype Alday O Interview

StOMErs Allday

olution asm h & learn Al doy

[0 Sketch solutions em

lew customers [ Create a storyboard em

[ Create a map am O Findinte
[J Ask the experts pu far Friday aiday

[ Choose a target moment s

Problem Challenge Stack of Prototype Realistic Evaluated
=50 definition solutions storyboard prototype solution

The challenge

spl‘ll'l‘l gocl e.g. "To make something awesome in 12-18 months”

Don't
I(ey metric How will you measure success? forget!

» Breaks & lunch
= Snacks

Sprint questions o Wil customers pay for this? Audience Whoare you targeting?
= Timekeeping
(set a timer to keep on schedule)

+ Housekeeping
(using mobiles, computers etc)

est risk/opportunity?

Target moment where is if

Download this canvas
clearleft.com/services/design-sprints

SPRINT Clearleft

THE DESIGN SPRINT CANVAS

https://clearleft.com/posts/the-design-sprint-canvas

151




233 — Cloverleaf Business Model Canvas

&
[ N
' 0.‘
-

Collaborative

Interconnect Win-win

4@: Principles
. Interactive

communication

Y = ® \ //QWD Q"ﬂ.

' ;ﬁ‘ Design Structure Community st
Design team Why and who
(Toolkit) / Offer \
e Reciprocal /
Acllvmes ‘ Give and take

Values

Social Economic

Environmental

&

https://lwww.researchgate.net/publication/324159791_Sharing_Experiences_On_Embedding_Social_Enter
prise_Design_And_Analysis_In_A_Business_School_Proceedings_of the_24th_EDINEB_Contributions_

of Business_and_Economics_Education_to_Social_Innovation_Utrech

Sheombar, A., & Ravesteijn, P. (2017). Sharing Experiences On Embedding Social Enterprise Design And

Analysis In A Business School Curriculum. In Proceedings of the 24th EDINEB Conference:

Contributions from Business and Economics Education to Social Innovation. Hogeschool Utrecht.

https://www.bruna.nl/images/active/InkijkPDF/cb/9789462200869.pdf
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234 — Visual Communication Planner v 4.9

LANNER

VISUAL
COMMUNICATION
|:

A

Tk work & heensed under the Ceaativ Commans
e bt Shorebl ke 4.0 imberealioeal i
[ wirwa copyal s Beansa, visk

e Fereatinesa inons argTrenes - s 00

Drwedad 2 sheies gn:
Tilpso!y vl N THTILCAL) B ST 1 143

https://visualcommunicationplanner.com/
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235 — Mansmith Business Model Map

Mansmith Busin

ess Model Map

1 Target Market

3 Channel

6 V:

2 Value Proposition

4 Customer Bonding

11 Cost " 5 Revenue Model

Mw@irﬂ

MANSMITH AND FIELDERS, INC.

https://josiahgo.com/reflections-about-business-model/

https://josiahgo.com/the-11-building-blocks-of-a-business-model/
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https://josiahgo.com/reflections-about-business-model/
https://josiahgo.com/the-11-building-blocks-of-a-business-model/

236 — Innovation Dashboard Canvas Add-On

% INNOVATION DASHBOARD-uws rov-on

for: Desgred.

The Business Model Canvas

INNOVATION
CARD

000!

Senanco or
e masars o harets e Gaersen 4 1 e

|
@ @ @ @ e 1
BT | ) |

https://www.haniwnaguib.com/innovationdashboardcanvasaddon

237 — Sustainable Business Canvas

Vision & Mission m
®

1

Key Key Value M Customers gAg Competitors
partnership C'? activities E proposition @ \‘ Ii

EPICENTER
CARD

. www.haniwnaguib.com

o o [ o o
7 4
Key Other relevant
resources stakeholders  ege

m

o o

9 8 2 3 5

Cost structure b Revenue model |£

I o

10 6

. Classical leading questions . Sustainability-specific leading questions

Tiemann, I. and Fichter, K. (2016): Developing business models with the Sustainable Business Canvas.
Manual for conducting workshops, Oldenburg and Berlin.

https://start-

green.net/media/cms_page_media/2015/12/8/Fichter_Tiemann_2015_ Sustainable_Business_Canvas_0812
.2015.pdf
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238 — OKR Canvas — Exploration
J 70 OBJECTIVES AND KEY RESULTS - OKR - CANVAS EXPLORATION

Koy Result 3: Problem:
KeyResultl: | Problem:
Objective: Key Result 1 Problem:
Key Result 3: Problem:
Key Result 1: Problem:
Objective: Key Result 1: Problem: 1.
2.
ey Result roblam: 13
2.
ey Result roblem: 13

2

3.

https://www.garyfox.co/canvas-models/okr-canvas-pdf-templates/2/

239 — OKR Canvas — Brainstorming

GARY FOX £ CO

,&. wussyos  OBJEGTIVES AND KEY RESULTS - OKR - CANVAS  BRAINSTORMING

Vision/Long term OKR

Objective Why Lag measures Lead measures (0] 431
Aspirational, qualitative Ask why, multiple times Outcomes, impact... Activities, milestones... Objectives:
Key Results:

https://www.garyfox.co/canvas-models/okr-canvas-pdf-templates/2/
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240 — OKR Canvas — Team Board

i‘ GARY FOX £CO
u www.garyfox.co

OBJECTIVES AND KEY RESULTS - OKR - CANVAS

TEAM BOARD

STRATEGIC INITIATIVE STRATEGIC INITIATIVE STRATEGIC INITIATIVE STRATEGIC INITIATIVE

Sirategic Iniative

Strategic Infiative

Sirategic Inftative

Strategic Initiative

Objective Objective Objective Objective
I I I I
[ I | [ | 1 [
Key Result Key Result Key Result Key Resuft Key Result Key Result Key Result Key Result Key Result Key Result Key Result Key Result
r— — fr— b cesaty, b — [ — —_ — —_
Objectiv Objective Objective Objective
I I I Il
[ I | [ | 1 [
Koy Result Key Result Key Result Key Result Key Rasult Key Result Key Result Key Result Key Result Key Result Key Result Key Result
[r—— _ Jr—— — —_ e | | — - [— - — J— arat
Objectiv Objective Objective Objective
T | | I
I | [
Key Result Key Result Key Result Key Result Key Result Key Result Key Result ey Result Key Result Key Result Key Result Key Result
[ s b o . st oo st st s oo . s, e s e . et

https://www.garyfox.co/canvas-models/okr-canvas-pdf-templates/2/

241 — OKR Canvas

OKR Canvas

OBJECTIVES

KEY RESULTS

VISION
Longterm, 3-5 years

STRATEGIC GOALS
Mid-term, 1-3 years

NORTHSTAR

The one metric that matters

What do you want to achieve?

How do you want to achieve it?

1 1 1
2 2 2
3 3 3

https://pragmaticchange.com/get-your-okr-canvas
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242 — Play-to-Win Strategy Canvas v3.0

The Play-to-Win Strategy Canvas

Strategic Choice-Making Reverse Engineering Strategic Testing
@ STRATEGIC ISSUE/OPPORTUNITY #& 1 WINNING ASPIRATION What Must Be True? @ CRITICAL RISK

Y A CONCEPT TEST
)'. 2. WHERE TO PLAY

Q 3. HowTowiN

A
66 VALIDATED LEARNING

é 4. CRITICAL CAPABILITIES % 5. REQUIRED SYSTEMS

https://www.linkedin.com/pulse/play-to-strategy-canvas-v30-matthew-e-may/
!, Wining Aaprtion Play-to-Win Strategy Canvas

STRATEGIC ISSUE

Why do we need a new stiategy?

6. Reverse
What e
What
NDUSTRY
CUSTOMER VALUE

RELATIVE POSITION

COMPETITION

? \ " . Tt TR — kWl 5 S T o, 5 gl b s s e st s
Sy ot ey 2 b st et 1 [rnum—
CONDITION 2 HYPOTHESIS 3 EXPERIMENT
NAME VERSION DATE

MATTHEW MAY.com X553

https://matthewemay.com/wp-égntmétr;tm ploads/2015/08/A3-P2WCanvas.pdf
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243 — OKR Canvas (1)

nd Key Aesults
fep.

Veur ComaanyPramet Mame. ‘

D date

Abiays rema bt then o Dbjectives shauld g you £k towaedls th hghes gosls

3rd: Brainstorm your Objective

n.n-gno.xmmue g your purpces,

e b s o e il o o

and mizsion

o g o i ooy R oy K,

)
o/

2nd Your higher level OKRs
vady aising Ik whichyou e refring 0 kh s cams:
o it f compar o dmpariert

Tong e s o, e ot

In Seop=

Out of Scope.

4th: Put your focus on Objectives that matter

Aon your et

i sccs of youn Vs, Masion, 0o fong ferm Ot anc cko o i o an s cbfectve

High Ambition | Low Ambsition |

Py — Revesa Object

i baclag

[ o —

Sth Brainstorming of Key Results
.. i bt sl 5. B s o KBl
e, b i By,

&th: Prioritization of Key Results

gt sccsedingly on the st
i

simia Ky Resuls 1 e spociic newm K Besul,

Estimate ingock e Relbity for £ath of the Key Aol e
Focus oo Ky Resus ther cresees hgh i
Corecidai

7th: Finalize your Dh]ectwes and Key Results
s -

w 1S mith 2y 00 e the Chfuctive.

Ty 1 ot s s s v K Rl D i e ™ S

]

it 1o achiens,
e e it ot bt abways et (outcmn) owards auhiosing yous siassivn

‘. ‘ I 3
Erairmterm K Brarsiomm Kis Ecsirmemrm ke

Imgact of KRs

[Objective 1 Objective 2 [Cbjective 3 |
Call L1 [ |
KA1z [CE] CEH .
Can Whzh Wi O

|mz = ||N. |
s =3

15w Feasibility of KRs a

eaation Fitke, Version 1.0 - Undate Cictobar 2inel, 2020

https://okr-canvas.com/

244 — Cloud Strategy Canvas
aws CLOUD STRATEGY CANVAS

CORE PURPOSE
Why are you considering a move to the cloud?

(Example: Increase the speed and agility of our technology organization.)

IT PORTFOLIO SNAPSHOT

1. LARGE ENTERPRISE or WEB APPS 2. STAGNANT

(€., SAP, WW
she

her commercial off the
plications)

(e.g. being used to run the business, but
little/no active developmen

BUSINESS NEEDS
What key business priorities does technology need to support?

(Examples: user growth, cost containment, competitive threats, speed to market, etc))

3. SENSITIVE 4. NON-PERFORMING

(e & PIl, comy
will be scutinizs

liance, regulated workloads
from the autside)

" 100 slow, unstable, not
st heartburn)

TECHNOLOGY CHALLENGES
What technology challenges are limiting your ability to meet business objectives?

(Examples: release requency, B, app Stability, app Security, etc)
| —

5. NET NEW 6. DWH | BIG DATA PLATFORMS

leg. new

considered,

(e.g. ESB, mex ng CMS, virtualization

platforms)

ves/projects being
under developrent)

APPLICATIONS TO MOVE
Where should we start?

APPLICATION] WORKLOAD: TRATEGY:
CIREHOST
[JREPURCHASE
ATIREUTE ADDRESSES: [JREPLATFORM
[ Low Risk [ Business Neeos
REARCHITECT
I o Fire [ Teew Craences g
[ Proor Poinr [ BiTeex Goaws [JNET NEW
S PLICATION/WORKLOAD:
STRATEGY:
[JREHOST
[CJREPURCHASE
ATTRBUTE Jr— [JREPLATFORM
[ Low Risk [ Business Necos
o Fiee [0 Tecw Croaviences LIREARCHITECT
[ Proos Ponr [ BreTecn Gonus [CINET NEW
AP PLICATION/ WORKLOAD:
STRATEGY:
[JREHOST
[JREPURCHASE
ATTRiBUTE; ADDRESSES: [JREPLATFORM
[ Low Risk [ Business Nesos
D On Fire D TecH CHALLENGES D REARCHITECT
[ Pracr Pon [ BieTecx Goats CINET NEW

BIZTECH GOALS
What is the desired future state of your business-enabling technology?

PRECONDITIONS FOR SUCCESS
For the cloud to be a viable strategy, what must be true about:

OUR HI-LEVEL
BUSINESS CASE?

OUR PEOPLE,
PROCESS, CULTURE?

(e.g., costs less than on premises,
executive sponsorship, etch

(.2, we can map apps o cloud, we have a

(Examples: Real-time reporting, DevOps, Agile, etc.)

trained team, we can operate securely, etc)

KEY ACTIONS: READYING PEOPLE | PROCESS | CULTURE
What must we da to ensure preconditions are in fact true?

(Example: dedicated cloud team, secure cloud environment, identify consulting partner, etc )

KEY ACTIONS: BUILDING HI-LEVEL BUSINESS CASE

What must we do to ensure preconditions are in fact true?

(Example: accurate view of on-premises Cost, executive sponsorship, etc. )

https://aws.amazon.com/blogs/enterprise-strategy/the-cloud-strategy-canvas-a-users-guide/
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245 — Marketing

MARKETING CANVAS (Revision 2.1)

Canvas 2.1

BRAND

2 JOM

Purpose Positioning Vaiues

Wiy you do usiness is meove Amportont than how you do business.
The Brond describes your Ideciogy end your Core Purpase. 1 is is0 your identity.

/

Al

D)

Identity

mmmwwmwmmmmwwmmmmz
descrides the benefits

VALUE PROPOSITION

CUSEmers (on expect from o bundie of products ond services.

W WI QA

Features Prices Proofs

HUMAN

Often referved s hent/Customer/Buyer or User, They ore before
eveyything Human thot you should deeply understand Use personas first
03 you should undlerstond their emotions for creoting volue

& off about.

CONVERSATION

® _j 4

Content

mmmmwmmm

bl

LR %

Job to be done

Aspirations  Pains/Gains  Engagement]

OURNEY

It &5 your operotions through customer’s eyes. it &5 @ non kineor
of divergent ond converngent octivities. Grect customer
experiences leave nothing to chance

L)

A B

Ustening  Content Media Influencers Moments  Experience  Channels “‘::’;’:t";‘
BUDGET & ¢ @ R v X CLv
Al the OPEX& CAPEX spent for e mw - o Customer Lifetime Uokse of your
G s People  Knowiedge Capabilities Market  Users ARPU  Lifetime Susiness generated by 0 poid
.‘: Marketeg Canvas from Laurent Bowty is a Creative Commons A Porl oDy “0 License.
https /Mlaurentbouty.com/blog/2017/marketing-canvas-21-new-version
246 — Learning Design Canvas (LDC)
Learning Design Canvas for | Author: Date: ;
Participants Organizers Purpose Transfer:
Learners The situation that calls for the learning event Behavior change as they apply the new KSA's
Content Achievement-Based Objectives
Key Knowledge (K), Skills (S), & Attitudes (A) ‘What learners will have done to engage with each
content element by the end of the event
Facilitators. Impact:
‘Change in the situation after transfer occurs
Time Process Place

Both date(s) and total time =
Finish time - start time - (breaks + meals)

Titles of the Learning Tasks that the learners will complete to meet every ABO

‘Geographic location and venue details

Learning Design Canvas Template by Dwayne Hodgson, www.learningcycle.ca O i ‘u“ O based on Dialogue Education principles developed by Dr. Jane Vella, GLP, Inc.

http://dwaynehodgson.ca/learning-design-canvas
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247 — Happy Startup Canvas

PURPOSE & VISION

THE HAPPY STARTUP CANVAS

https://medium.com/the-happy-startup-school/introducing-the-happy-startup-canvas-76a7ledc4af8

248 — Learning Design Canvas™

The Leamlng DESIgn CanvasTM Instructional Designer: Organization:
8 Problem Statement Learning Objectives .,Oo\' Instructional Strategy ?/’ Development Methods
}&’u Target Audience ] @g} Communication Plan

||||' Evaluation Plan

! KY) Success Criteria

Delivery Date: @i:

https://www.instructionaldesigncentral.com/download-canvas
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249 — Learning Event Canvas

Concept Name: Learning Event Canvas

LEARNER CONTENT METHOD EXPERIENCE THEME
RESOURCES

PURPOSE MANDATE

Q0o

This template is licenced under a Creative Commons BY-NC-5A 4.0 International licence so it can be freely shared with attribution to the creator (Questa); it
cannot be used for commercial purposes; and it can be modified as long as others share alike

https://www.questo.com.au/resources/learning-event-canvas

250 — Business Planning Canvas

IGNITIONframework

Gt

WWW.questo.com.au

The Business Planning Canvas

Project Name

Designed By

Date & Iteration

2 Customer
@ Segment

#s Channel

& Awareness & Sale

. Solution

© Mission & Values

& Organization

™ Name, Owners & Resources

v Problem or Job to Be Done

%, Delivery & Support

® Product or Service

“\ Capabilities, Advantages & Partners

£ Competition: <3 Solution: & Variable Cost: & Variable : ; 3 Profit/ea: & Fixed Cost: & Profit:
Price & Frequency Price & Frequency Ads, Sales, Delivery & Support Costs COGS Contribution Margin: | General & Admini: i OP & Break n Volume
~ Market Environment
Segment Trends Market Size & Statistics Current Channels & Trends Solutions, Providers, & Technologies Industry Dynamics Regulatory Dynamics

https://www.ignitionframework.com/the-business-planning-canvas-a-simple-fast-and-effective-one-page-
business-planning-tool/
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251 — Machine Learning Canvas

The Machine Learning Canvas (v0.4)

Decisions

How are predictions used to {}
make decisions that provide
the proposed value to the end-user?

ML task

Input, output to predict,
type of problem.

Making
Predictions

1l

When do we make predictions on new
inputs? How long do we have to
featurize a new input and make a
prediction?

Offline
Evaluation

v X

Methods and metrics to evaluate the
system before deployment.

Value
Propositions

HiN
What are we trying to do for the

end-user(s) of the predictive system?
What objectives are we serving?

Data Sources

Which raw data sources can
we use (internal and
external)?

Collecting Data .
How do we get new data to |—
learn from (inputs and
outputs)?

Features

Input representations
extracted from raw data
sources.

E

Live Evaluation and
Monitoring
Methods and metrics to evaluate the

system after deployment, and to
quantify value creation.

Vi

Building Models

When do we create/update {1“}'
models with new training

data? How long do we have to
featurize training inputs and create a
model?

machinelearningcanvas.com by Louis Dorard, Ph.D.

Licensed under a Creative Commons Attribution-ShareAlike 4.0 International License. @ @ @ @
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The Machine Learning Canvas (v0.4) .

Decisions

How are predictions used to :
make decisions thal provide
the proposed value 1o the end-user?

PRE

ML task —
@

Input, output to predict,

type of problem

DICT

Making —
Predictions e

When do we make predictions on new
inputs? How long do we have to
featurize a new input and make a
prediction?

Offline
Evaluation

v X

Methode and matrice to evaluate the
system before deployment.

Value a8
Propositions ﬁr J
What are we trying 1o do for the

end-user(s) of the prediclive systemn?
What objectives are we serving?

Data Sources

Which raw data sources can
we use (inlernal and
external)?

REN

Collecting Data | .
How do we get new data 1o —
learn from (inpuls and
outputs)?

GOAL

(what, Whtl' who)

Features

Input representations
extracted from raw data
SOUTCAS.

Live Evaluation and

Building Models

Sy
When do we create/update il
models with new training
data? How long do we have to
featurize training inputs and create a
maodel?

aicemse OB Q@

Monitoring 0
Methods and matrics to evaluate the E VA L U A I E
system after deployment, and to
quanlify value creation,
hinelsarni nyas by Louis Dorard, Ph.D. Licensed under a Creative C 40 Ir

https://www.ownml.co/machine-learning-canvas
https://medium.com/louis-dorard/from-data-to-ai-with-the-machine-learning-canvas-part-i-d171b867b047

252 — Digital Transformation Canvas (3)

Digital Transformation Canvas

Q

Define New Core Business

misussiugsfionantiu

(-

=

New Value Proposition

dnauadatauamo
ATUANHUUDOESTD

Existing Digital Capabilities

NuawNsad

S

Digital Initiative & Roadmap
Sukunasaswioanuawnsndaiiasinlogduludaunna

04 o

02 ||

New Business Model

danuuululoassfiotnu

New Digital Capabilities
fkuaBonnuawisalnidwddna

06

ooo

Organisational Transformation

sanuuumsiduuavAnsgunadnia

07 || =

https://www.thanapongphan.com/canvas
Digital Transformation Canvas: A Business Transformation Model for New Growth Kindle Edition by

Thanapongphan Thanyarattakul (Author), Dr.Nattaporn Virunhagarun (Editor), Austin Stanly Robinson
(Editor), & 1 more Format: Kindle Edition January 24, 2021

Agile Strategy and Planning
wasunagnsua:msdndunudiouudio Agile

—
000

08

Building Collaborative Ecosystem
adwsuuloatifasemstdusuriu
s:Iwluna:uanavAns

03
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253 — Sustainable business model canvas (3)

Key
Partnerships

network
members

Key Activities

organizing
network and
stakeholder
dialogue,
assisting in
development
of businesses
strategies

Governance

financial
integration to
govern most
parts of the
supply chain

Key Resources

relational
resources,
financial
resources
through the
shareholders

Value Customer Customer
Proposition Relationships Segments
financial and private and network
organizational | network meetings companies
support for with member (customers
certified companies because they use
organic food services and
production, funds, only indirect
processing and engagement with
distribution end consumer)
Distribution Stakeholder
Channels
online and integrated
stationary retail, stakeholder
restaurants approach for
(network stockholders, key
members) partners, and end

customers

https://www.researchgate.net/publication/324544027_Local_and_sustainable_food_businesses_Assessing
_the_role_of supply_chain_coordination

254 — Digital Marketing Canvas (DMC)

Digital Marketing Canvas Date: Version:
Tactics (How?)
@ Value Proposition 2 Channel f@ Target Audience .. Customer Journey
(Why?) v (Where? ) o (Who?) ® 5 (When?)
C’)’ Objective
(What? )

(KPI)

Key Performance Indicator

R

Metrics

https://digitalmarketingcanvas.ca/

DigitalMarketingCanvas.Ca
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255 — Business Model Canvas Extended for Infrastructure

“ Palette I
)
[ Infr ucture E ded Busi Model Canvas Context ] Context

—

Supply side
w
consumption Social value . \

value proposition Value Proposition
proposition
R o D i Side
. '/
Economic L=J
Ecological

development

value : Value Capture

value 1y T ser
roposition
proposition Pope o "
L.

Fiscal Value Stream Social Value Stream

o

Development Value Ecological Value Stream

Stream

https://www.researchgate.net/publication/303069734_Low_carbon_infrastructure_investment_extending_
business_models_for_sustainability

Foxon, T. J., Bale, C. S., Busch, J., Bush, R., Hall, S., & Roelich, K. (2015). Low carbon infrastructure
investment: extending business models for sustainability. Infrastructure Complexity, 2(1), 1-13.
https://infrastructure-complexity.springeropen.com/track/pdf/10.1186/s40551-015-0009-4.pdf

256 — Business Model Innovation Canvas of Peter Lindgren

ttps://vdmbee.com/platform/business-model-canvase/
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257 — Lean Startup Canvas

Problem * /| Solution L+ Unique Value Proposition * || unfair Advantage * /| customer Segments L+
Low cost,
affordable SME
solution
Existing Alternatives + Key Metrics L+ High-level Concept L+ ]| channels + Early Adopters [l
Cost Structure + Revenue Streams L+
i
Lean Startup Comvas b taurya ok s prsana sen
https://vdmbee.com/platform/business-model-canvases/
Urgency = Target State ik Vision = Communication o Change Recipients %)
Capability of Org to execute . Action 2 Key Behaviours * Success Criteria - b

Guiding Teams

Required Investments

|*

Wins

httbs://\)dmbee.com/comrmunity/continuous-business-model-planning-cbmp/business-model-canvases/
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259 — Business Model Map

BUSINESS MODEL MAP (GRAPHICAL FORMAT)

Role/Position in the Value Chain

Key Suppliers and
Partnerships

Resources and Assets

Cost and Expenses

Products and Services

Value

Essential Proposition

Means

Intellectual Property Product Alternatives

Operating Activities Marketing Activities

Revenue Streams

Channels
of Distribution

Essential
Need/Want/
Desire

Customer Relationships

Target Customer

Industry/Economic
Environment

Current Position

Personal/Entrepreneurial/Technical/Strategic Fit

Exit Alternatives

http://mww.m.www.na-businesspress.com/JMDC/Leschke]_Web7_1_.pdf

260 — Strategy Sketc

h

STRATEGY SKETCH '?mcg‘

O desirability? O feasibility? O viability?

O strategic playground

TRENDS &
UNCERTAINTIES

PARTNERS

RISKS & COSTS

REVENUE MODEL
RESOURCES & VALUE R
COMPETENCES PROPOSITION
VALUES & GOALS

ORGANIZATIONAL CLIMATE

COMPETITORS

Strategy Sketchis a model from Jeroen ps:lf

(GHCle)

https:/imwww.pimcy.nl/business-model-canvas-lean-canvas-and-strategy-sketch-compared/
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261 — Business Model Orange Hills™

BUSINESS MODEL

Target groups

Brand & messages

Jobls] to
getdone

Profit formula

| Ty _

Offerings

Resources

Channels

Processes

Iteration Date

Partners

Unfair
advantage

Pattern Revenue streams & pricing Investments

o, When 81 Pew OfLEN 4 we ChAMGE cur CLStoMers? WhAL 87 0o r8vENUS SUTEAMS 40 N MUCh G0 U EUStamErs pay (per uri]? mpartant casts thesings? i Tch mone 00 we NESdta Spand Belare we saii?

https://businessdesign.org/knowledge-base/business-model

262 — Business model framework

Supply Model

Customer Model

vaiue ureation
Model

Financial Model

hm \Customer Segments

rMﬂﬂf;‘Marketing Channels

"23| Key Acitivities

@‘ Cost Structure

Describes the target
customers of the
business model

g3 lVaIue Proposition

Describes the value
the products and
services generate for
the customer

Describes how the
company gets in touch
with its customers and
provides its products

Discribes the relevant
tasks to fulfill the value
proposition

"y -)’ Key Resources

Lists the most impor-
tant cost drivers in the
context of the business
model's establishment

Incentive Model

Benefits (operator)

Value for the company
that operates the
business model that is
non financial (e.g.

and services Contains the resources and operation image gain)
needed to fullfill the
value proposition
@ ’Customer Relation °§§[ Value Chain (% ‘ Revenue Model @ Incentives (partner)

& lProducts/Services

Transfers the business
idea into marketable
products and services

Describes the nature of
the customer relation-
ship and the intensity
of the desired relation-
ship

Determines the
company's value chain
position

@‘ Key Partners

Contains partners
needed to fullfill the
value proposition

Describes how the
company plans to
transferr the value
proposition into reve-
nue

Benefit the partners
can obtain, when they
are participating in the
business model

G Risks that can occur during the establishment and operation of the business model

https://www.researchgate.net/publication/317234245 Pattern_based_business_model_development_-
_identification_structuring_and_application_of_business_model_patterns

Echterhoff, B., Koldewey, C., & Gausemeier, J. (2017). Pattern based business model development —
identification, structuring and application of business model patterns. Proceedings of the ISPIM
Innovation Forum, Mrz. 2017 International Society for Professional Innovation Management (ISPIM).
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263 — Social Business Model Canvas (2)
THE SOCIAL BUSINESS MODEL CANVAS

Social Venture: Mission/Vision:

MARKET VALUE PROPOSITION IMPLEMENTATION
L v |
CUSTOMER MACRO i PARTNERS S & ACTIVITIES
SEGMENTS ECONOMIC AN A Y RESOURCES fMect
. ENVIRONMENT . Who helps you make your .
Who are the people who will . What problem are you trying  puginess model work (i.c. What key activities will your
What is your target to solve? suppliers, distributors, venture focus on to be

buy your product/service?

‘Who are the people who will
benefit?

geographic market?

‘What are the economic,
social, and technological

What is the market failure?

What value will you deliver

changes taking place that
affect your market now and in

to beneficiaries?

What are the major cost drivers?

S'l'AI\'FURI)Eé Center for
LBUSINESS et

strategic partners)?

‘Who pays for what?

Donations versus earned income?

successful?

What resources do you own
or need to acquire/develop
(resource categories:
physical, intellectual, human

the future? ...to payers? & financial)?
.to funders/donors? SALES What will you personally do
COMPETITORS . . + MARKETING N in a typical day during the
g—rll?; g‘;ll you measure social What is your sales and."% SIF fellowship?
Who else plays in your space? marketing plan?
Why is your solution better or EIOWqu you ;each the
meets an unfulfilled need? eneficlanies:
How do you reach the payers?
What type of relationship does
each customer segment
need/expect?
COST STRUCTURE REVENUE STREAMS Zﬁ{

Inspired by The Business Model Canvas: wiw businessmodelgenaration com @

264 — Social Business Model Canvas (3)

ahd The YoUng Foundalion Socal BUsiness Nodel Canvas

https://studylib.net/doc/12465559/the-social-business-model-canvas-social-venture--mission-...

Social Business Name:

Social Business Model Canvas i .
virtval eollaboration template

e iy ey v o

e e fieeit

What is the Social Business Model Canvas?

'.‘l‘_ S,’, 000

ey

ey

Competitors & Coopetition

Furang oy

Macra Environment/ PESTEL

=]

Surplus - Reinvestment / Dnation, ot

5) & Tradabie Income, otc..

https://socialbusinessmodelcanvas.swarthmoré.edu/
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265 — Strategy Sketch (1)

Trends & Uncertainties
T
©
o
5
w
Resources & Customers &
Partners Competences Value Proposition Needs Competitors
5
om
Values & Goals
£
3]
°
ﬁ Organizational Climate
3
—
% Trends & Uncertainties

https://www.jeroenkraaijenbrink.com/articles/strategy-sketch-business-model-canvas
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