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I am an experience designer and strategist by trade, and visual artist by 
nature, and human centric by curiosity. I’m constantly looking for ways to 
create WOW for humans… and sometimes non-humans as well.
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Make new 
behaviors stick

HOW TO USE THESE STICKERS:

OUT WITH THE OLD AUDIT BEHAVIORS – IN WITH THE NEW! NEW MINDSETS 

TAKE REMINDERS. THESE NIFTY STICKERS WILL HELP YOU KEEP YOUR NEW 

BUSINESS ADVOCATE ATTITUDE TOP OF MIND.

aim higher, think bold, 
and shoot for the 
moon (and beyond)...

Give yourself room to be 
creative, and new insights 
will follow!

What can you do to make 
your clients champions of 

their business- and yours?

The future is not a 
cookie cutter approach.  
pro-actively look for 
opportunities and challenges.

Let’s remember 
that being human is 
at the core of IA!

You stand on the precipice 
of possibility. Use your 

vantage point to explore 
your clients’ future.

Help your client to 
explore new avenues... 
Lead the way, sherpa !!!

Don’t let surface 
level satisfy. 
Keep digging.

This is what 
we’re all about. 
Never forget it!

Always put 
your client in 

the center - not 
our products 
and services.

Be all ears. 
Listen long and 
hard, before 
you share your 
observations.

always exceed 
expectations.

We’ve got to 
switch our thinking 

if we want to 
create real value 
for our clients.

We’ve made 
constraints more 
limiting than they 
really are!

Stop ticking the box. 
Your job is to create 
value for your client. 
one size doesn’t fit all.

PICK AND STICK

A sticker a day keeps bad 

client joojoo away! Pick a new 

behavior you want to practice. 

Find a corresponding sticker – 

and make it stick. 

SPREAD THE WORD

Bedazzle  your work environment 

with these stickers. Signal to your 

colleagues – and the world – how 

you’re embracing business advocacy. 

LEAD THE MOVEMENT

Be the change. Which of these 

stickers is your rallying cry – for 

others to follow?
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CULTURE CHANGE,
SILICON VALLEY CHALLENGE

Challenge

WACKER, an international 
chemical manufacturer based 
in Germany, wanted to chal-
lenge the status quo and find 
new future-proof business 
models while educating the 
next generation of innovators 
in design thinking tools, skills, 
and mindset. Thusly changing 
the internal culture and be-
coming more agile and future 
proof in a fiercely competitive 
industry.

Approach

To do this, the Silicon Valley 
Challenge (SVC) was initiated. 
Our team designed the four-
week accelerator program 
including a series of train-
ing workshops, inspirational 
Silicon Valley company visits, 
program branding, creative 
artifacts, and individual 
branding elements for each 
team. During this program, the 
participants had to work on 
new business models. Besides 
designing the accelerator – 
based on design thinking, and 
tailored to WACKER culture 
– we coached and trained 
the participants to become 
comfortable with uncertainty 
and design thinking, chal-
lenged their point of view and 
helped them understand the 
broader context of WACKER 
and their customers. Out of 
350 applicants, 19 employees 
were selected and formed 3 
multi-disciplinary, cross-orga-
nizational teams.

Result

After four weeks of ideation, 
prototyping, validation and 
multiple iterations facilitated 
by me and two colleagues, 
the teams had generated 
300+ ideas, 14 initial busi-
ness models, and 4 validated 
business models. The journey 
ended in Germany, where the 
three teams pitched their 
business models to WACKER’s 
board. The results were clear: 
three out of four business 
models were resourced. More 
importantly, the participants 
became true ambassadors of 
innovation, with many valuable 
learning experiences in their 
pocket.

Co-designed the 
program and 
co-created the 
curriculum.

Led the creative 
team delivering 
the branding 
and artifacts 
for the program 
as well as for 
each of the four 
startup teams.

Ran the work-
shops around 
prototyping and 
strategic story-
telling.

Coached the 
four client start-
up teams.

Responsible for 
the research, 
material design 
and creation of 
triggers.

My role

2019

strategy design coaching branding

business model innovation

Read my blog:
www.businessmodelsinc.com/client-story/wacker/

strategic storytelling
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Backpack for 
every par-
ticipant with 
all the tools 
and means to 
survive San 
Francisco as 
well as the de-
sign journey.

TODAY, WE GOT TO SEE 
A GLIMPSE OF THE 
FUTURE OF WACKER”

BOARD OF WACKER

“
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CULTURE CHANGE,
BUSINESS ADVOCATES

Challenge

The consulting industry has changed radical-
ly in the last several decades and continues 
to change at an exponential rate. Crowe, an 
accounting, consulting and technology firm 
recognized that, in order to take control of its 
own destiny (and disruption), stay ahead of 
competition, and better forecast trends, speed 
and uncertainty must become strengths. 
Something had to change on all levels of the 
organization.

Approach

Together with Crowe, our team created a 6 
month process called “Garages”, where a 
team from each business unit would tinker on 
future business models. While the lock down 
initiated by the COVID-19 pandemic forced us 
to change this from a physical to 100% digital 
event, we pivoted and delivered all of the 
event artifacts, branding, and training online.

Result

3 Business units developed successful busi-
ness models that are being implemented as 
we speak. The taste for a more customer cen-
tric approach helped transform the Garages 
into a internal change program. With Crowe 
we co-created an interactive communication 
plan to help the whole organization shift from 
sales towards business advocacy.

My role

Co-designed the 
Garages program 
and co-created the 
curriculum.

Ran the workshops 
around prototyp-
ing and strategic 
storytelling.

Coached of the 
client teams.

Responsible for 
the design and 
development of 
the artifacts sup-
porting the change 
program and its 
communication.

Responsible for 
the branding of the 
Garages.

Ran the change 
program together 
with a team at 
Crowe.

Led client faced 
brainstorm and 
strategy sessions.

2020

strategy design coaching

business model innovation strategic storytelling

The project was initially intended as a physical 
event for 2000 people. Due to COVID -19 we had to 
translate it into an online event. This allowed us to 
omit the limitations of and be creative with the use 
of location and time.

branding

4
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C U L T U R E  S H I F T

Our business    is to advocate
business

FOR EONS, WE’VE BEEN DOING INTERNAL 

AUDIT THE SAME OLD WAY. OUR CUSTOMERS 

THINK WE WALTZ IN, WAVE A RED PEN, AND 

NUDGE THEM TO MAKE SOME TWEAKS. RINSE 

AND REPEAT. THIS WAY OF DOING THINGS 

ISN’T JUST TIRED, IT’S EXTINCT. LIKE, 

DINOSAUR EXTINCT.

Extinction or Evolution? 
You choose.

Post “Garages”:  how 
do we go from here? A 
carefully planned com-

munication plan will 
ease the stakeholders 
into the new mindset. 

Of course there is no 
such thing as “one size 

fits all.”  We divided 
the stakeholders into 4 
groups (from nay-say-

ers to the curious) and 
communicate with 
them accordingly. 

“
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. Cost conscious Connie partnership PETE Tailored Tina

Connie’s biggest fear is that the audit will go over budget and 
take up her valuable time. She might be in a small department 
with limited resources, so she doesn’t have time for constant 
check-ins. She wants the job done quickly– but without cutting 
corners.

Want to make Connie’s day? Ensure her– and her boss that you’re making 
the best use of company resources, delivering the solid value for the price. 
Trim o� anything that she might perceive as “excess.”
 
She’s used to stretching resources, so she can tend to expect more than 
what they paid for out of the “basic” audit. 

She may be all nuts and bolts, but don’t be afraid to dance with Connie! 
Dare to dream with her- o�er her glimpses of bigger, strategic changes 
she could implement.

Pete’s an optimistic guy, but he frets that he’ll miss something 
important in the audit. He wants all the information up front. 
He likes to get a lay of the land, so he can gain context for his 
own business purview.

Pete is looking for a partner– someone he can pedal alongside, even 
grab a beer with.  He wants to know he can count on his trusted advisor 
give him some the context to help him think di�erently and be more 
strategic. Sometimes Pete can shoot for the moon- which makes him 
a blast to work with. Know when to rope him back to reality. 

Just because Pete’s a natural collaborator doesn’t mean that he won’t 
need you to take on more of the heavy lifting down the road.

Tina knows where her business is going. Her business has a lot 
of moving parts, and Tina is concerned that the standard audit 
won’t cut it.

Want to earn Tina’s trust? Let her know that the process will make her 
contributions stand out. 

She wants a bespoke audit- one that’s custom-fit to current needs but 
has built-in stretch to accommodate growth.She’s looking to use audit in-
sights to guide leadership in making decisions to gain a competitive edge. 

Tina wants the best, so when things don’t go as planned, she might 
blame her consultant.

Tina is a fierce driver of change, but there may be times when she needs 
a sounding board. 

Communicate only 
the necessary things 
with me.”

MY BUSINNESS IS TOO 
COMPLEX FOR A CANNED 
APPROACH.”

I need partners 
    who don’t dismiss 
        my concerns.”

“ “
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GREETINGS PEOPLE OF CROWE. 
THIS IS THE FUTURE!

A METEOR HAS OBLITERATED 
PLANET INTERNAL AUDIT AS 
YOU KNOW IT.

YOU SAW IT COMING. PLANET 
IA WAS ON THE BRINK OF 
COLLAPSE. OUR CUSTOMERS 
WARNED US. THEY TOLD US OUR 
ONE-SIZE-FITS-ALL APPROACH 
DIDN’T CUT IT ANYMORE. 
THEY WANTED MORE THAN RISK 
MANAGEMENT, MORE BANG FOR 
THEIR BUCK. WE TWEAKED OUR 
APPROACH. TOO LATE.

PENT UP FORCES OF RAPIDLY 
CHANGING TECHNOLOGY 
TRIGGERED AN EXPLOSION OF 
CUSTOMER DEMANDS, HURTLING 
A CATACLYSMIC METEOR 
TOWARD OUR PLANET.

AND, BAM. THAT WORLD WAS 
DECIMATED, DUST. 

BUT DON’T WORRY. THE 
ROBOTS HAVEN’T TAKEN OVER. 
I’M HERE TO TELL YOU, 
THE FUTURE OF IA ISN’T 
SATELLITES AND SPACESHIPS.

YOU ARE THE FUTURE OF THIS 
NEW IA. FUTURE YOU ISN’T 
ANDROID OR AVATAR. FUTURE 
YOU IS DIRT-UNDER-YOUR 

FINGERNAILS, FEET ON THE 
GROUND, FLESHY, FULLY 
HUMAN YOU.

FUTURE YOU IS WHAT OUR 
CUSTOMERS HAVE BEEN 
CLAMORING FOR: A HUMAN 
ADVISOR TUNED INTO THEIR 
HUMAN CUSTOMERS. A HUMAN 
ADVISOR WHO UNLEASHES 
THEIR SUPERHUMAN POWERS 
OF CREATIVITY, CURIOSITY, 
AND CARE TO CREATE BETTER 
SOLUTIONS FOR THEIR 
BUSINESS. 

THE BUSINESS OF FUTURE YOU 
IS TO MAKE THE CLIENT’S 
BUSINESS, YOURS. YEP, 
YOU’RE NO LONGER AN 
AUDITOR. YOU ARE A BUSINESS 
ADVOCATE.

WHERE ARE THE ROBOTS, 
YOU ASK? THEY’RE IN THE 
BACKGROUND, DOING THEIR 
THING SO YOU CAN DO YOURS: 
MAKING THE CUSTOMER THE 
HERO.

OH, AND BY THE WAY – THAT 
METEOR WAS YOU. YOU ARE THE 
DISRUPTION.

WELCOME TO 
OUR FUTURE

OUR MANIFESTO

AS
K 

7X
 

WH
Y

SOLVE 
> SELL

BE A
HUMAN,

NOT AN 
AUDITOR

(NOR A STAT)

OUR CLIENT  IS 
OUR HERO

BE
CURIOUS

BE
CREATIVE

CARE !

Make new 
behaviors stick

HOW TO USE THESE STICKERS:

OUT WITH THE OLD AUDIT BEHAVIORS – IN WITH THE NEW! NEW MINDSETS 

TAKE REMINDERS. THESE NIFTY STICKERS WILL HELP YOU KEEP YOUR NEW 

BUSINESS ADVOCATE ATTITUDE TOP OF MIND.

aim higher, think bold, 
and shoot for the 
moon (and beyond)...

Give yourself room to be 
creative, and new insights 
will follow!

What can you do to make 
your clients champions of 

their business- and yours?

The future is not a 
cookie cutter approach.  
pro-actively look for 
opportunities and challenges.

Let’s remember 
that being human is 
at the core of IA!

You stand on the precipice 
of possibility. Use your 

vantage point to explore 
your clients’ future.

Help your client to 
explore new avenues... 
Lead the way, sherpa !!!

Don’t let surface 
level satisfy. 
Keep digging.

This is what 
we’re all about. 
Never forget it!

Always put 
your client in 

the center - not 
our products 
and services.

Be all ears. 
Listen long and 
hard, before 
you share your 
observations.

always exceed 
expectations.

We’ve got to 
switch our thinking 

if we want to 
create real value 
for our clients.

We’ve made 
constraints more 
limiting than they 
really are!

Stop ticking the box. 
Your job is to create 
value for your client. 
one size doesn’t fit all.

PICK AND STICK

A sticker a day keeps bad 

client joojoo away! Pick a new 

behavior you want to practice. 

Find a corresponding sticker – 

and make it stick. 

SPREAD THE WORD

Bedazzle  your work environment 

with these stickers. Signal to your 

colleagues – and the world – how 

you’re embracing business advocacy. 

LEAD THE MOVEMENT

Be the change. Which of these 

stickers is your rallying cry – for 

others to follow?
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Surface shared connections and com-
mon interests. Did your kids go to 
the same school? Did artwork in 
their Zoom background catch your 
eye? Ask about it. Showing interest 
outside the audit will show you see 
your client as a person, not a job.

Your client is not helped with 
“not my scope” or “above my 
paygrade. Don’t think about 
what you can’t do, but what you 
can do for you client.

Show that you are as invested in the proj-
ect as they are. We’ll make sure that 
doesn’t happen again. If they got a prob-
lem, we’ve got a problem. If they’re suc-
cessful, we’re successful. We’re their 
sherpa to a prosperous business.

MAKE IT PERSONAL

DON’T BE RIGID

WALK IN THEIR SHOES

I’M
ALL
IN

LET’S 
ZOOM OUT 
TO THE 
BIGGER 
PICTURE

SPRECHEN SIE
CUSTOMER NEEDS? Try to understand what has changed. Ask 

questions to dig deeper. Is it a change of 
heart because of new insights or is it lack 
of knowledge?Sim fuga. Sunt que quo occae 
molent laciet ut la vera sitibus volum har-
chicia delessimo quam, sequiandi duntis.

THEIR NEEDS HAVE CHANGED

Being an advocate isn’t being a “Yes 
Man/Woman.” Being a partner means 
giving that honest feedback that 
helps them see their reality clear-
ly- and what it’ll take to get their 
business to grow. 

Of course, it’s your job to 
let them know the risk in 
pursuing that terrible idea. 
But how you tell them could 
spell disaster- or opportu-
nity. Try to discover those 
risks, together. 

THEY HAVE A BAD IDEA

Establish communication expectations, 
together. How often do they want a 
check-in? Which meetings do they want 
you at? Do they prefer text, email, 
phonecall, or...?

BE ACCESSIBLE

How do you take 
your feedback? 
With dessert or 
after? Take the 
time to learn how 
and when they want 
feedback. Some may 
like to receive 
input along the 
way. Others might 
prefer one big re-
veal at the end. 

They know they need to 
improve. A spoonful of 
sugar makes the medicine 
go down. So, share the 
good, along with what 
needs to change.

What's a recent exchange you had 
with a customer? Did it seem 
like you were talking past each 
other? What could you have done 
differently to result in under-
standing?

ASK FEEDBACK

WHAT’S GOING WELL?

WHAT WOULD YOU DO?

PUSH BACK

A R E  Y O U  S P E A K I N G  Y O U R 
C U S T O M E R ' S  L O V E  L A N G U A G E ?

SELLING RISK assesment audit plan FiELD work FOLLOW UP

REPORTING

uncover the

of your client

THE�CLIENT,
THE�TEAM,
THEIR�BUSINESS

?What do I know about

WHY
would they
want to
work with

you?

D
oes the proposal

reflect their w
orld

STE��I�T��THE
SH�ES����THE
MA�A�EME�T�TEAM
Do you have common interests?
How about both your kids?
Make time for human moments.
It can’t be just transactional.

(

E F

s

$

X

G

opportunities

LISTEN FOR,
ACCOUNT FOR,
INCLUDE
growth!

How did we
arrive at the

risk
rankings?

Are you truly
fostering a 
risk dialogue

between
stake-

holders?

W
E

’R
E
�
I�

�
T
H
IS
�
T
�
�
E
T
H
E
R

AGILE

H
no such thing as a

“management
 oversight.”

for y
our department?”

“Any BIG PLANS

At the kick-off meeting

Give them a c
han

ce
 to

weigh in on t
he 

fin
din

gs

Get feedback

Reinforce

good
behavior

Connect report to

THEIR
STRATE�IES
A�����A�S�

Follow up with
process
owners

�����
�����������
with horse shoes
and hand
granades

!

broadcast
shared
success

Create a safe space for
a candid client interview

Is your final report

timely
relevant & actionable
for your client?

Connect the
strategy dots

GIVE THEM DIRECTION

Are you taking them to
THE�E������E

THE�RE�����E

or stopping in

Get to the root of their issue.

Ask WHY, 500 times

U

h

REAL
NEEDS

?

???

Looking at the whole picture:
$ statements • news articles

• prior reports • strategic plans •
outlier and newcomer perspectives

How can we change your world today?

IS
���R
A��IT
��A�

AS�AN�A����

15
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business advocate’s guide 
to client touchpoints O R  C H I C K E N 

S O U P  F O R 
T H E  S O U L

   For an overview of this process, see p. 26.

For the identity of the project I decided to go for 
the opposite of a corporate brand. No excuses to 
hide behind business as usual.

Development of a design thinking card 
game tailored to Crowe’s business.
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CO-INNOVATION:
CISCO HYPER INNOVATION
 LIVING LABS

Challenge

Companies face challenges that, oftentimes, 
are bigger than a single company. Cisco won-
dered how to create an intensely focused 
innovation experience that could turn the tra-
ditional innovation model on its head. Bringing 
together a select group of customers, vendors, 
designers, and hackers to solve a common in-
dustry challenge, Cisco Hyper Innovation Living 
Labs (CHILL) was born.

Approach

Business Models Inc was brought in to co-de-
sign, produce, and facilitate the CHILL Labs. 
Starting with the initial emails to executives 
from some of Cisco’s largest partners, to co-de-
signing CHILL’s branding, the flow of content 
and the innovation lab itself, to facilitating the 
individual concept teams on their innovation 
journeys, Business Models Inc., worked side-
by-side with the Cisco CHILL team to create an 
environment that enabled what O’Keeffe calls, 
“hyper innovation.”

My role

Co-ran client faced 
(pitch) meetings 
and ideation ses-
sions.

Co-designed the 
flow of CHILL and 
co-created the 
curriculum.

Responsible for all 
physical and digital 
experience, includ-
ing the brand iden-
tity of every CHILL 
event as well as 
all the artifacts, 
visual triggers and 
prototypes.

Led creative teams 
responsible for the 
recording of the 
events. 

2017-2019

strategy design experience designcoaching

business model innovation strategic storytelling

For our pitch to Cisco I translated our 
vision, approach and ideas into a visu-

al representing the world of CHILL.

This immersive approach  made Cisco 
choose us as their CHILL partner.

Global CFO. 
Numbers + 
Strategy WIz.

Maaike Doyer

Chief  
experience 
designer + 
prototyping 
badass.

Maarten van Lieshout

lead  
strategy 
designer + 
corporate 
innovator.

Justin Lokitz 

Design + 
Business  
Hybrid.
Franzi Sessler

Let’s design + 
Realize Impact 
through  
Co-creation !

chillthejourney.com
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MAX HEIGHT: 12ʼ
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MIN HEIGHT: 24”
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MAX HEIGHT: 8ʼ

CURVED WALL
MAX HEIGHT: 8ʼ
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HEIGHT WALL: 7”
LENGTH:  7 X 40”
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HEIGHT WALL: 7”
LENGTH:  7 X 40”

PROTOTYPING
“LOADING DOCK AREA”
HEIGHT WALL: 7”
LENGTH:  7 X 40”

STAGED
PALLETS AND BOXES

DIMENSIONS POD
HEIGHT WALL: 7”
LENGTH:  7 X 40”

DIMENSIONS WAL
HEIGHT WALL: 15ʼ10”
LENGTH:  14ʼ X 0,5”

DIMENSIONS WAL
HEIGHT WALL: 13ʼ
LENGTH:  23ʼ X 1”

DIMENSIONS POD
HEIGHT WALL: 7”
LENGTH:  7 X 40”

CONCEPT TEAM – ORAN
G

E

60”

CONCEPT TEAM – GREEN
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CO
N

CE
PT

 TE
AM – BLUE

Electricity

Bar

Build team
materials

Interview room

Restrooms

Nursing room

Breakfast/lunch
dinner/snacks

End user room

Cloak room

Breakfast
+ snacks

Espresso!

14’

105 in

branding
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Result

The overwhelmingly wild success of the lab was a direct result of the 
immersive and engaging character of this pressure-cooker environ-
ment (i.e. in a 48-hour sprint) with the over thirty senior leaders, 
including C-levels and SVPs. There were almost fifty end users, many 
also occupying senior level positions at large companies, there to help 
validate (or invalidate) the concepts being developed by the teams.
By the end of these CHILL events, several new initiatives – including 
startups – were created and financed by interested investors, proving 
that co-innovation really works. Based on the success of our part-
nership, we designed and ran all CHILL events until the program was 
pivoted into an internal incubator program.
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I created a detailed floor design 
that would change a large space 

in an inspiring and immersive 
“maker” space for the c-suite 

participants.

I used every part 
of the space to 
implement trig-
gers. Wherever 
the participants 
would go, they 
were inspired.

Every detailed touchpoint with the 
participants was designed with intent.

 By Kate O’Keeffe, Nathan Furr, Jeffrey H. Dyer
 HBR NOVEMBER 2016

MANAGING 
MULTIPARTY

INNOVATION

8
Cisco Confidential

ABOUT
SUPPLY
CHAIN
TODAY

11BN TONS 
90%
70-80%

$486BN

OF GOODS HANDLED BY SHIPS PER YEAR

OF ALL THE DATA IN THE WORLD HAS BEEN GENERATED OVER THE LAST 2 YEARS. 

OF DELAYS IN AIR CARGO ARE PAPERWORK-RELATED

GOODS SOLD BY THE U.S. TO THE WORLD
IN CROSS-BORDER E-COMMERCE BY 2020

~80%
MEN

~20%
WOMEN

JOBS IN THE SUPPLY CHAIN

IMPROVEMENTS IN BORDER 
ADMINISTRATION AND TRANSPORT 
& TELECOMMUNICATIONS 
INFRASTRUCTURE AND SERVICES 
COULD RESULT IN AN UP TO 4.7% 
INCREASE IN GLOBAL GDP

15
Cisco Confidential

SAFE, CERTIFIED & CIRCULAR SUPPLY CHAIN

INTELLIGENCE AT THE EDGE

CROSS BORDER TRANSACTIONS

SECURING THE VIRTUAL SUPPLY CHAIN

MANUFAC-
TURING

LOGISTICS 
& DISTRIBUTION

CUSTOMERRETAILERSUPPLIERRAW
MATERIALS

AREAS OF
OPPORTUNITY

Cisco Confidential
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NEW WAYS 
TO MOVE

70% of world’s population will be living in cities by 2050. How does this impact 

how goods are delivered to people? What new solutions and business models are 

needed to ensure people get what they need, when they need it, while ensuring 

their privacy and security as well as that of the goods being shipped?

AREAS OF OPPORTUNITY BENEFITS
• Responsive last mile delivery

• Transportation solutions to address 

urban 

traffic congestion

• Reduce pollution

• Greater vision and granularity in 

product tracking

DRIVERS
• Growing urban traffic jams

• I-want-it-now consumer expectations

• Environmental Sustainability

ENABLERS
• Drones

• Autonomous vehicles

• Artificial intelligence

• Electric vehicles

• Connected containers

• IoT 

  

CHINAGERMANYUS

40%
90% 
YES

2025

€ 70bn

POLICY-MAKERS EXPECT AUTONOMOUS VEHICLES TO GRADUALLY BECOME REALITY

COST OF GLOBAL

PARCEL DELIVERY

EXCLUDING PIC
KUP,

LINE-HAUL, A
ND SORTIN

G

US SAME-DAY DELIVERY MARKET COULD GROW TO

Cisco Confidential
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VALIDADE AND SUPPORT YOU’RE 
IDEAS DIRECTLY WITH END USERS 

AND INDEPTH RESEARCH 

BUILD AMAZING 
PROTOTYPES (AND 
AGAIN VALIDATE 
THEM WITH END 

USERS)

PITCH YOUR PROTOTYPE AND BUSI-
NESS CASE TO THE INVESTMENT 

PANEL

LET’S 
TALK

YOU
(CONCEPT DEVELOPMENT TEAM MEMBER)

INVESTMENT PANEL
They include executive sponsors and decision-makers 

who are aligned to the innovation ambition. 

CONCEPT DEVELOPMENT TEAM
Conceptors are responsible for collaborating with industry peers on the team 

to define and prototype a groundbreaking new solution.

ROLES

Instead of assuming or discussing Concept Teams can 
turn directly to end users and get immediate feedback.

END USERS

Expert in translating concepts, user needs and design 
features into bespoke business cases. They analyze data 

sets and craft business models around the concepts.

INSIGHTS TEAM

BUILD LIAISON

Their mission is to build prototypes, based on information 
from their designated concept development team.

BUILD TEAM

BUILDERS, PROTOTYPERS, DESIGNERS

FACILITATOR

YOUR CONCEPT TEAM COLLEAGUESCISCO SMEDISTINGUISHED
ENTREPRENEUR

All the people who you’ll be working with and who will support you and your team. 

Cisco Confidential

29

iHANGAR

ADAGIO

3601 Lyon Street
Palace of Fine Arts Exhibition Hall
San Francisco, CA 94123

550 Geary Street
San Francisco, CA 94102
Phone: 415-775-5000
Fax: 415-775-9388

Hotel

Living Labs Location

P
Public parking: there are parking spots 
along Palace Drive and on Lyon St., Bay 
St. and Baker St.

SHUTTLE

Cisco Confidential

38
INFLIGHT MAGAZINE

SECURING
THE DIGITIZED

SUPPLY
CHAIN*

*POWERED BY BLOCKCHAIN

Cisco Confidential

My prototype 
apparel

“WOW! FROM IDEA TO 
PRODUCT IN TWO DAYS!”
         CHILL PARTICIPANT

SHUTTLE TICKET
HOTEL ADAGIO

DESTINATION:

VALID:

TUE., MAY 2-2017 

TICKET W
ILL ONLY BE VALID W

HEN ISSUED BY BUILD TEAM AFTER RECEIVING A FULL BRIEF.

# OF END USERS YOU MET?

# OF DARLINGS KILLED?

YOUR BIGGEST A-HA MOMENT:

3-4 End users

None

5-10 End users

1-5

Not enough

More than 6

NOTES OF TODAY:

CHILL W
ISHES YOU A GREAT 

EVENING AND HOPES TO 

SEE YOU BACK AT iHANGAR 

W
ED. MAY 3-2017 8:30AM.
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 INNOVATION
AT AUDI

Challenge

The auto industry has changed 
radically and continues to 
change at an exponential rate. 
And, Audi, a wholly owned 
brand of VW, was desperately 
working to get ahead of the 
curve. In what would normally 
be 8-10 year design cycles, 
Audi’s challenge was to speed 
up it’s own innovation to meet 
(or beat) that of the rest of the 
world, including competitors, 
like Tesla.

How can Audi adopt way of 
innovating that streamlines 
ideas and projects, and im-
proves the quality and speed? 
What would the future of Audi 
look like?

Approach

We were asked to help them 
create a more unifying and 
systematic innovation ap-
proach. We also explored 
several future “what if” sce-
narios with Audi. What would 
a business model of Audi look 
like, when the world stops 
buying cars? How might Audi 
create a more unified platform 
of services for customers?

To ensure the success of the 
outcomes, I decided to share 
this with the organization in a 
different way. To make it stand 
out and be noticed amongst all 
the other messages. One ap-
proach was to ignore standard 
channels and processes.

Result

We created a funnel approach 
consisting of 6 phases: from 
sensing to actual implemen-
tation. And together with a 
mixed team we developed and 
validated several business 
models that could live in the 
future Audi world.

In order to position this future 
strategy differently and not as 
“yet another strategy propos-
al.” I helped the stakeholders 
design a board meeting , in-
cluding all visual artifacts, that 
would stand out in impact, 
flow and interaction.  At the 
end of the actual board meet-
ing, one of the members stood 
up and stated: “Finally, an 
inspiring meeting that made 
sense!”

My role

Co-creation and 
validation of a 
funnel approach 
and its pilot.

Creation of work 
materials, tools 
and guides for 
Audi teams.

Directed an Audi 
teams in creation 
of internal commu-
nication.

Design and prepa-
ration of the board 
meeting with a 
Audi team at Audi 
HQ, including all 
visual artifacts and 
story coaching.

Creation of board 
meeting presenta-
tion material.

2017

strategy design

business model innovation

strategic storytelling

The first setup of our 
innovation approach. By 

making it a draft, Audi felt 
more compelled to help 

build it instead of looking 
at a seemingly shiny end 

product.

Designing structure and scope of inno-
vation journey with Audi with markers, 
post-its and lots of blank paper helped to 
set the scene. A start of a truly creative 
journey.

branding

8



THE EMPLOYEE EXPERIENCE

THE FUTURE 
OF WORK IS 
ALREADY 
THERE P7

culture + technology + physical workspace 

P27

THE JOB 
HOPPER 
LIFESTYLE
P23

THE FIGHT 
FOR TALENT 

P13

INNOVATION & 
LEADERSHIP P39

“FINALLY A BOARD
 MEETING THAT
 MADE SENSE”

AUDI BOARD MEMBER

A magazine or 
movie describing 
the world of each 
product or service 
that came out of 
the project seemed 
way more inspiring 
to me than just a 
report.

If you haven’t considered any of the lesser-
known tech hubs like Des Moines, Iowa, or 
Raleigh-Durham, North Carolina it’s time to 
reconsider your options. Like Silicon Val-
ley, which is populated with startups com-
ing from big tech schools, like Stanford uni-
versity, UC Berkeley (University of Califor-
nia, Berkeley), CalTech (California Institute 
of Technology), or MIT (Massachusetts In-
stitute of Technology), the East Coast 
equivalent, these newer tech hubs are 
forming around well-known universities. 
Various other places throughout the US 
are gaining momentum in the tech 
world by focusing on specific 
areas of high-tech, often 
where legacy industries ex-
ist(ed) or good universities 
are located.

For example, Southeast 
Michigan, located between 
Detroit and Ann Arbor, is 
quickly becoming an attrac-
tive tech hub. One of the rea-
sons for Michigan’s rapidly 
growing technology corridor 
is the access to a handful 
of amazing universities 
such as the University of 
Michigan, Ann Arbor. 
The university’s Electri-
cal Engineering and 

Computer Science (EECS) department 
plays an instrumental role in the growth of 
the AI scene in the state. In fact, a study 
by U.S. News and World Report released 
in March 2018 ranked University of Michi-
gan 11th for the best graduate schools to 
offer computer science programs with 
1039 program enrollments in the fall 2017 
and 324 graduates in the academic year 
2016-2017.

14

New
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A. University of Washington (WA)
B. University of Oregon (OR)
C. Brigham Young University (UT)
D. UC Berkeley (CA)
E. Stanford (CA)
F. University of Denver (CO)
G. University of Arizona (AZ)
H. University of Texas (TX)
I. Southern Methodist University (TX)
J. University of Michigan (MI)
K. Carnegie Mellon University (PA)
L. Cornell University (NY)

Prestigious 
Tech 
Universities 
and upcoming 
tech hubs in 
the U.S.

% growth of high tech jobs in the U.S. 2013-2014 2015-2016

Silicon
Bayou

Silicon
Swamp

Silicon
Prairie

Silicon
Alley

Silicon
Jersey

I

J K

M

O

N

L
P

Q

R

S
Roboburg

h

0

10

20

30

40

Indianapolis Dallas San Francisco San Jose

15.7

39.4

12.5
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The west coast is 
not the only tech 

hotspot anymore. 
The rest of the U.S. 
is slowly but surely 
becoming ‘silicon.’

AI won’t replace 
recruiters. 

Recruiters who 
use AI will replace 
recruiters who 
don’t.

Come visit us on FacebookAbout the flexible worker
25

Marcus Oliveira 

Senior Director of 
People Operations at 
Avenue Code

“We currently recruit 
more and more in Brazil. 
It is an interesting 
option, if you are 
looking for qualified 
software engineers and 
reasonable wage costs, 
especially in the region 
in and around Sao 
Paolo. If you make an 
offer to pay in US 
dollars you definitely 
have a competitive 
advantage.” ■

Jason Fried  
Author of Remote: 
Office Not Required

“Forcing everyone into 
the office every day is 
an organizational 
SPoF.” ■

Bruno Haid

Founder and 
CEO Roam

“The idea of Roam was 
born out of a challenge 
that we experienced 
ourselves while traveling 
and working abroad: we 
waste too much time on 
organizing our 
workplace set up as well 
as looking for 
accommodation. A hotel 
room is quite expensive 
if you want to stay for a 
longer time, plus, the 
anonymous atmosphere 
is something that you 
won’t enjoy for a longer 
stay. However, 
apartment leases are 
hard to find and usually 
won’t work for a shorter 
period. With roam, we 
are changing this.” ■

Sam Hatoum
Founder of Xolv.io, 
San Francisco

“Running a software 
startup, I have my 
programmer in Austin, 
but my design people 
are sitting in Poland. I 
believe in distributed 
teams, where every unit 
has a clear task. The 
key to success is clear 
communication and 
responsibilities.” ■

Happy employees...
How satisfied employees are at some 
of the biggest (tech) companies.
Source: greatplacetowork.com 2017
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E M O T I O N A L  C U R R E N T S

IDEATEI

Cape Not Invented Here

Single Solution

Complacency

Darlings

That will never work

Ivory Tower

Next Best Thing

Idea Wall

Yellow Hat

Crazy Combinations

Zero G

Random Roll

Pet Project

O P T I O N  I S L A N D S

Comfort Zone Plate

B r e a k t h r o u g h  R e e f

C
l o s e  t o  h o m e  r e e fB r a i n s t o r m  R a n g e

I n  t h e  w o o d s

P
l a y i n g  F a v o r i t e s

W e  a l r e a d y  t r i e d  t h a t  c o a s t

O p e n n e s s  

2016:	 DESIGN	A	BETTER	BUSINESS	–	WILEY
2020:	BUSINESS	MODEL	SHIFT	–	WILEY

strategy design

graphic design

content creation

Challenge

Most books tend to be rather 
theory driven. From our per-
spective it was important to 
create something that people 
could use day in day out as 
a reference, a guide and as a 
inspirational book to read, and 
of course something that is a 
worthy family member of the 
book Business Model Gener-
ation that first appeared in 
2010.

Approach

For both books we decided to 
eat our own dog food. In-
stead of the traditional linear 
approach, we took it upon our-
selves to apply our own design 
thinking methodology to the 
creation process. In a period of 
100 days we went from early 
ideation to overwhelming ela-
tion when actually sending the 
finished files to the publisher. 

For me design is not a step 
in a process, it needs to be 
an intrinsic part of the de-
velopment. It encompasses 
everything from experience, 
clarity, recognition to sticki-
ness. It’s not cosmetic, it’s an 
uncompromising part of the 
message.

Result

The advantage of this ap-
proach was that the books and 
each part of the content were 
prototyped, validated and 
changed where necessary. Ad-
ditionally the end result wasn’t 
a word document molded into 
a design, but a result of design 
and content creation as a sym-
biotic exercise.

Bottom line, a book is not a 
practical and financially inter-
esting labor, per se. As part of 
the business it does help to 
bolster ideas and make them 
super concise. It also helped in 
being perceived as a expert in 
the matter.

My role

Co-developed an 
early idea into a 
bolstered premise 
and point of view.

Co-author.

Design of the book, 
its flow and the 
content.

Managed a team of 
designers.

Created infograph-
ics, illustrations, 
tools and market-
ing materials.

Keynotes 
appearances.

Developing and run 
workshops around 
the topic.

BOOKS
ship of the design, both while working on the design, and when it comes to pitching ideas to other stakeholders. Designing the right roles helps team members understand how and where they can best contribute to the end result. �e roles people play on your design team will vary from ambassadors to sales, and from visual thinkers to engineers.Just as you’ll intentionally design who’s on the team, you also need to design the roles people play on that team. When your team doesn’t know the plays, you can’t score a touchdown.   WHEN TO ASSEMBLE A TEAMWhen considering your design team, it’s essential that you 

assemble the right people, with the right attitudes, at the right time. You’ll need this team for design workshops, brainstorming and fieldwork, when you need to get out of the office to under-stand what your customers want, need, and do. You’ll need to assemble a team to design and produce prototypes. Unlike in most corporate settings, do not assemble a team for a project or to simply join meetings or discussions. Do not assemble a team to engage in planning if that same team is not going to engage in the design process. Do not assemble a team for project communication; that’s what the facilitator is for. Your design team’s goal is to do and make and learn and deliver results.   

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

31

PREPARE  INTRODUCTION  PREPARE YOUR TEAM

KEEP IT
SIMPLE.

Just start. Don’t try to build the

final product. Don’t add 

features that don’t solve real 

problems.

SET UP SMALL 
EXPERIMENTS AND 
LEARN SHIT.

Every little iteration and 

trial will net tons of useful new 

insights – things you wouldn’t 

have learned if you just started 

building. Reality is different 

than what you assume.

EMBRACE UNCERTAIN-
TY. IT’S CANDY FOR 
THE BRAIN.

Except for change, there is no 

such thing as certainty in busi-

ness. Accept this and harness 

opportunities from uncertainty.

13

INTRODUCTION  DESIGNER: A REBEL WITH A CAUSE

YOU’RE HERE 
TO CREATE 

SOMETHING 
NEW.

PROTOTYPE P152
At some point, your ideas must 

see the light of day. Prototyping 

is about bringing your ideas to 

life so that you can learn from 

them.

VALIDATE P180
Ideas are just thoughts based 

on assumptions. To understand 

where true value lies, you must 

test your ideas and measure 

the results.

SCALE P214
Design journeys are iterative, 

cyclical and designed to scale 

from small projects to organiza-

tion-wide cultural norms.

19

INTRODUCTION  THE DOUBLE LOOP

YEAH WELL, 
THAT’S JUST 
YOUR OPINION, 
MAN.

81

POINT OF VIEW  RECAP

HOW TO   USE THIS BOOK

START 
READING!

FILLED WITH PERSONAL STORIES 
AND EXPERIENCES FROM 29 
DESIGN PRACTITIONERS AND 
THOUGHT LEADERS SUCH AS...

TOOL ICON LEGEND

We’ve designed this book 

with you in mind! Unlike 

most books, this one can be 

read in several ways.

For one, you can read this 

one cover-to-cover. The 

chapters build on each 

other. You can also scan 

for things that interest you, 

like new tools and skills. 

Additionally we’ve included 

fast passes in this chapter 

(page 22) in case there is 

something specific you want 

to learn about right now. 

PERSONAL
This tool requires 
personality

TANGIBLE
This tool helps you 
build something

GENERATE OPTIONS
This tool helps you 
to create options

CREATE FOCUS
This tool helps you 
to decide and select

NORMAL SESSION
Normal work 
session

PRESSURE COOKER
High intensity 
session

TEAM SIZE
Small or large team 
sizes

REVISIT
How often do you 
need to revisit this

RENS DE JONG
RADIO & TV ANCHOR 
P.39

DOROTHY HILL
VP OF STRATEGY, ING BANK
P.63

ROB FITZPATRICK
AUTHOR, THE MOM TEST 
P.89

NOT 
“YET ANOTHER 

SILVER BULLET.”

EXPLORING THE 
FLOW AND 

IMMERSIVE USE

10



E M O T I O N A L  C U R R E N T S

IDEATEI

Cape Not Invented Here

Single Solution

Complacency

Darlings

That will never work

Ivory Tower
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W e  a l r e a d y  t r i e d  t h a t  c o a s t

O p e n n e s s  

NEW TOOLS, SKILLS, AND MINDSET 

FOR STRATEGY AND INNOVATION

Written by Patrick van der Pijl, Justin Lokitz, and Lisa Kay Solomon 

Designed by Erik van der Pluijm & Maarten van Lieshout

INCLUDING PERSONAL INSIGHTS
AND EXPERIENCES OF

30 DESIGNERSAND THOUGHT LEADERS

KEEP IT
SIMPLE.

Just start. Don’t try to build the

final product. Don’t add 

features that don’t solve real 

problems.

SET UP SMALL 
EXPERIMENTS AND 
LEARN SHIT.

Every little iteration and 

trial will net tons of useful new 

insights – things you wouldn’t 

have learned if you just started 

building. Reality is different 

than what you assume.

EMBRACE UNCERTAIN-
TY. IT’S CANDY FOR 
THE BRAIN.

Except for change, there is no 

such thing as certainty in busi-

ness. Accept this and harness 

opportunities from uncertainty.

13

INTRODUCTION  DESIGNER: A REBEL WITH A CAUSE

YOU’RE HERE 
TO CREATE 

SOMETHING 
NEW.

PROTOTYPE P152
At some point, your ideas must 

see the light of day. Prototyping 

is about bringing your ideas to 

life so that you can learn from 

them.

VALIDATE P180
Ideas are just thoughts based 

on assumptions. To understand 

where true value lies, you must 

test your ideas and measure 

the results.

SCALE P214
Design journeys are iterative, 

cyclical and designed to scale 

from small projects to organiza-

tion-wide cultural norms.

19

INTRODUCTION  THE DOUBLE LOOP

YEAH WELL, 
THAT’S JUST 
YOUR OPINION, 
MAN.

81

POINT OF VIEW  RECAP

HOW TO   USE THIS BOOK

START 
READING!

FILLED WITH PERSONAL STORIES 
AND EXPERIENCES FROM 29 
DESIGN PRACTITIONERS AND 
THOUGHT LEADERS SUCH AS...

TOOL ICON LEGEND

We’ve designed this book 

with you in mind! Unlike 

most books, this one can be 

read in several ways.

For one, you can read this 

one cover-to-cover. The 

chapters build on each 

other. You can also scan 

for things that interest you, 

like new tools and skills. 

Additionally we’ve included 

fast passes in this chapter 

(page 22) in case there is 

something specific you want 

to learn about right now. 

PERSONAL
This tool requires 
personality

TANGIBLE
This tool helps you 
build something

GENERATE OPTIONS
This tool helps you 
to create options

CREATE FOCUS
This tool helps you 
to decide and select

NORMAL SESSION
Normal work 
session

PRESSURE COOKER
High intensity 
session

TEAM SIZE
Small or large team 
sizes

REVISIT
How often do you 
need to revisit this

RENS DE JONG
RADIO & TV ANCHOR 
P.39

DOROTHY HILL
VP OF STRATEGY, ING BANK
P.63

ROB FITZPATRICK
AUTHOR, THE MOM TEST 
P.89

physical  k
92

Business models will 
reach their sell-by 
dates more 
quickly […] 
�e onus is on 
leaders to stay ahead 
of the curve for their 
industries’ evolving 
business models. “By 
the time it’s obvious 
you need to change, 
it’s usually too late,” 
John Chambers, Cisco’s CEO.

“
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LSalesforce L

Salesforce CRM

Digital �rst
The Salesforce online CRM 
eliminated the development, 
installation, and maintenance of  
software on-premise. 

IPO

Salesforce raises $110 million at a valuation 
of $1.1 billion. Their shares increase in value 
by 55% on the �rst day of trading. Salesforce 
Ohana is introduced to embed the shared 
values and the pursuit of a shared mission.

AppExchange

A marketplace for third parties, acting as an 
e-commerce website for apps that run on the 
Salesforce platform or connect to it. Later, 
entire companies were formed around the 
platform

Open innovation
Salesforce announces Apex, an on-demand 
programming language allowing third parties 
to write and run code on Salesforce’s.com 
multi-tenant, shared architecture. On top of that 
Visualforce was launched that allowed users to 
build any user interface they wanted.

2004 2005

Connect with customers 
in a whole new way

Implementation partners

 Independent 
Software Vendors

Organizing physical events

Developing 
the digital ecosytem

Better sales and services
with the cloud 

Salesforce CRM Salesforce.com

Direct sales

Try for free

Companies 
of any size

Investors Values: trust, customer 
success, innovation, and 

equality 

Work together in a single 
system

Cloud 
infrastructure and 

data centers

Giving back  
(Pledge 1%)

Teams Subscription fees

Digitally �t

Salesforce’s core business is to break-

down the traditional boundaries between 

departments (marketing, sales, service) in 

an organization, creating a single shared 

perspective on customers.  This seemingly 

simple but brilliant concept changed the 

way businesses connect with their custom-

ers by bringing companies and customers 

closer together.

Strategyzer.com
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Warby Parker
�e eyewear industry has been a monopoly for decades resulting in little (new)

value created for customers.Warby Parker wanted to make customers look good, 

leave money in their pockets  and donate a pair to a person in need. And it did so 

by starting with a digital strategy.

Founders 
Neil Blumenthal, David 
Gilboa, Andrew Hunt, and 
Je�rey Raider

Founded in 2010 
in Ney York, USA                                    

Total revenue 
$250 million (2017)

Industry 
Online eyewear
Noble cause
 

Scale 
Almost 100 stores across the 
US and Canada, 4 million of 
glasses given away

M

Facts
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Content is king

The Times M

After the publication of the Innovation Re-

port, The Times kicked o� Project 2020. The 

goal of this project was to attract and retain 

subscribers by using innovative, high-qual-

ity, digital content. Leadership committed 

to doubling digital revenue to at least $800 

million by the end of 2020. The company 

invested in more tech talent, and the entire 

organization began to work more iteratively, 

taking a page out of the Beta Group’s book. 

The Times has become a digital juggernaut 

in the 2020s, learning the hard way that 

old strategies for monetization don’t make 

sense in the digital world. What customers 

really value, like high-quality news, coming 

from reliable sources, often needed to be 

re-discovered and designed to be consumed 

di�erently. By shifting to new digital value 

propositions and new ways of working, The 

Times actually beat its revenue goals a year 

earlier than expected and aims to double 

their current 5 million subscribers by 2025.

Digital proposition
Packaging a proven product i.e. 
high quality news and information, 
to make it easy to consume, anytime 
and anywhere. 

Digitally enabled

Using a two-week Agile sprint process, a tech standard, sta� rapidly 

improved existing digital products like Cooking and Crosswords, fo-

cusing on customer experience rather than details unseen by users. 

As The Times got better at developing digital value propositions that 

resonated with its customers, it released new experiences, focusing 

on its bread and butter, content.
Occasional reader

(internet surfer)

Shops and kiosks

Any device:
4 free articles/month

Readers
(local and global)

Personalized feed
Unlimited high-quality 
news and information

Engaging content
(e.g. cooking, puzzles)

Machine learning
and data

Customer centric 
mindset

Developing and testing
for engagement

Collecting and
producing content

Journalists 
& columnists

Content providers

Distribution
(also hosting)

Sales &
marketing

Digital product 
teams

Subscriptions
(multiple o�ers)

Single paper
sales

Logistics

Strategyzer.com
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Snackable cases

 “Just Venmo me”
Venmo was able to transform an 
awkward interaction between people, 
to make it something cool. If you need 
to split a bill, or ask money back from a 
friend, you can just send them a Venmo 
through the app, and the money will be 
transferred to you.

 

Using data for 
sportswear
With the investment of a billion dol-
lar Under Armour showcases that 
it takes the digital transformation 
seriously. Under Armour purchased 
three �tness apps, and is using the 
data to optimize their sportswear to 
provide you with ultimate perfor-
mance clothes. 

 

Chatbots to 
order your pizza 
Domino’s pizza is using chatbots 
to make the user experience easier 
and more fun. Via whatever chan-
nel you want to use, you can get in 
contact with Dom the pizza bot, and 
order the pizza you want.

Ring’s mission is to make neigh-
bourhoods simple. By their video 
doorbell, they can see who is ringing 
the door, as well as watch the foot-
age when somebody is close to your 
home. Not only does it help with 
security, but also with convenience. 

Bumble is taking the dating process 
online by connecting people that 
like each other. Via a swipe to the 
right, you can be matched with the 
person you like. However, Bumble is 
breaking the traditional stigma. 

Women need to take the �rst step 
to contact the other person.  

Better driving
The Porsche Digital lab is the so to say 
digital manufacture of Porsche. In this 
lab, Porsche is working on creating 
innovative solution for their drivers by 
using the latest technology available. 
With new digital products and services, 
Porsche wants to make the experience 
of driving a Porsche car even better.

You’ll never have to wait on the phone 
to reserve a table for a restaurant. With 
just a few clicks, you could book a table 
at one of the 54.000 restaurants world-
wide that OpenTable has in their net-
work. Taking away both the hassle for 
visitors and restaurants to have to deal 
with reservations and administration. 
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From
physical to digital

We humans are physical, tactical creatures. �e physicality of objects makes them more 

tangible to us. Yet, every day we take one step closer to some hybrid version of who we 

are, merging the online and o�ine worlds we live in.

DIGESTING 
FEEDBACK AND 

FINALIZING 
BOOKS

10 11



STRATEGIC STORYTELLING
 & BRANDING

The logo of 30X (the creative sister of BMI). 
The intention was to create a “PlayStation 
like” logo. Each of the parts of the logo rep-
resents 1 of the 4 core values:

Temporary brand for a 1-year Naturalis 
event arount chimpanzees and people.  

My role

Client facing 
conversations.

Translation of 
strategic needs or 
opportunities into 
conceptual prod-
ucts or services.

Designed brands 
and identities 
for temporary or 
longterm entities.

Creation of digital 
or physical stories.

Ran a creative 
team of UX/UI and 
graphic designers, 
animators, content 
developers.

Responsible for 
creative work, 
(strategic) posi-
tioning and brand 
related initiatives 
for BMI Global.

2021

strategy design

strategic storytelling

Logo for the Management 
University of BNP Paribas.

Read my blog:
www.businessmodelsinc.com/strategic-storytelling/

Challenge

All of the client projects 
that I’ve worked on result in 
change: a new way of working; 
a new business model; a shift 
in strategy. For a lot of people, 
change means resistance, fear 
or uncertainty. Change cannot 
be initiated or carried by one 
person. It needs ambassadors, 
believers and supporters. With 
change comes great responsi-
bility.

Approach

One of my focus areas in 
Business Models Inc is Stra-
tegic Storytelling. This also 
includes creating an identity 
for a project or an entity, that 
helps people relate, empathize 

and even aspire to. The crucial 
component here is the audi-
ence. What are they thinking 
now? What is their current 
modus operandi? In order to 
facilitate Strategic Storytelling 
sessions, I have created a cou-
ple of tools that help structure 
information, and build a story 
around a particular audi-
ence to get them to not only 
embrace but also promote 
change.

I’ve helped organizations 
ranging from startups to cor-
porates like Audi and ING to 
design their strategic story. In 
case of Audi, to create impact 
with the board. And in case of 
ING to launch and announce 
their global strategy to the 
world. 

Result

Every session I’ve done with 
clients yielded a crisp blue-
print for a pitch, marketing 
story or board presentation. 
A beneficial side effect is, 
that my approach also helps 
discover gaps in a strategy 
or story. It is a great way to 
bolster your strategy prior to 
sharing it with others.

In case of Audi, where I made 
sure I knew as much as I could 
about it’s board members, 
I designed the meeting and 
the story in such a way that 
all participants were fully 
engaged. One of the board 
members, at the end, stated: 
“Finally a meeting that made 
sense!”

branding

moneywatch[er]
your financial life in balance

oeoeoeAa
aap, noot, mies en jij     NATURALIS

15 MEI t/m
11 NOVEMBER

 2007 
Brand for a concept 

product for Heineken: a 
tough beer for women.

MoneyWatcher
financial app

12



Clean up of the logo. Over the 
years the old logo was too much 
connected to “business model 
canvas” where the company it-
self had transitioned to strategy 
and innovation beyond tools. 

BMI’s new headquarters in Amsterdam is called: 
Creative Village. In the Netherlands, all villages used 
to sprout around a church. I felt that this village also 
needed its religion: I created a stained glass design for 
a belief focused on the future. 

The new branding: sim-
plicity and transparency. A 
stage for clients and their 
journey. I made animations 
explaining different topics.

New

Old
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Dura-Line needed to shift from a very sales driven orga-
nization to a more customer centric organization. The 
focus was too much on their product and not what they 
made possible with their product for others.

My approach:
Step 1: interview several stakeholders (incl customers).

Step 2: Used the Storyboard canvas to plot the story 
with a small and divers team of Dura-Line.

Step 3: Created a hardcover book of the story in luxury 
box, that was sent to board.

Step 4: Collected feedback and finalized the story. 

Step 5: Trained sales teams in telling the new story.

Dura-Line: building
a new strategic story

“WE’RE THE LOW 
TECH ENABLER 

FOR A HIGH TECH 
WORLD.”

DURA-LINE BOARD MEMBER

14



For BNP Paribas, we organize a yearly 
Management University for the manage-
ment level of the organization. The goal 
of these MU’s is to explore the future of 
BNP Paribas and banking in general. What 
are the skills, tools and mindset needed to 
leap into that future?

For the managers it is important that 
their teams also understand the sense 
of urgency. Although they don’t partici-
pate in these MU’s, we felt it is important 
there is a live and active dialogue around 
the bank and banking. A platform where 
employees share ideas, best practices and 
skills throughout the organization.

I designed a mock-up of what the 
interface could look like to further this 
conversation.

BNP PARIBAS: 
continuing the story
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PRODUCT DESIGN

F L U O R E S C E N T  L A B E L

F L U O R E S C E N T  L A B E L

Challenge: beer brands focussed 
on the women’s market treats 

their audience as lemonade-loving 
people with a sweet tooth.

My goal: create a thought-
through, tasteful beer with 

gusto and gumption for women. 
Something that would fit in a 

male-dominated market.

Challenge: When we 
shop we don’t always 
need a big or small 
bag. Yet we never 
seem to have the right 
bag with us.

My goal: create a 
flexible bag that 
could change size 
depending on the 
need, made from 
recycled material.

Challenge: post 9-11 has changed (air) travel 
security. Every luggage piece is scrutinized 

and prodded. How can I use that fact and 
change it into something sophisticated and 

tasteful?

My goal: design a suitcase line that doesn’t 
shy away from showing its content. A 

stylish way to say that you have nothing to 
hide.

16



ASPERLETTES
Dé Koningin onder de asperges

Nu exclusief verkrijgbaar bij

bloeddruk
132 78

herinnering
1x tablet bij avondeten

si
m

touchscreen ambilight indicator electronic paper

activity monitor medicare/telemonitoring health monitor
communication

protocol

sim card enabled

GPS

healthwatch

powered by

W H I T E  G O L D
by teboza

Challenge: Every season asparagus growers need to 
replant their fields. The very first crop produced by 
the young beds is very delicate of taste and tender of 
structure. Yet, they never market that.

My goal: Figure out what “Beaujolais Primeur” for 
asparagus would look like. The result: Asperlettes: the 
queen of the asparagus. Only available for the real 
foodies and high-end restaurants for a short period.

Challenge: Young and old: we all exercise and move 
and want to stay healthy. Yet, working on our health 
is not easy? Regardless of our age and (dis-)abilities.

My goal: Create a smartwatch for people in mo-
tion, tracking and communicating everything that 
is needed to keep a person healthy, mobile, and 
independent. This project ran in 2006 with KPN and 
other brands.

Challenge: How can we make the elegance and 
flavor of the Dutch white asparagus tangible for 
the foreign (dominantly Japanese) market.

My goal: create an edible perfume – Eau 
d’Asperges – that encapsulates the essence and 
delicacy of this wild gold.
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Challenge: Royal Goedewaagen is one of the oldest Blue 
Delft earthenware factories in Europe. How can we open 

up to new (younger) customer segments and rejuve-
nate our portfolio?

My goal: create a new portfolio of products by 
exploring different and seemingly unrelated ap-
plications for Blue Delft earthenware as a mate-
rial. I branded the marriage: Dutch Fusion.

What if you could have your kitchen (or home office interiors) 
match your prized and precious Blue Delft pattern. The way that 
Royal Goedewaagen bakes its earthenware in their kilns, makes 
for a sturdy material that is more resilient and sturdy than one 
would expect. The surface also feels cool to the touch.

A concept design for a 
stackable vase of Blue Delft 

earthenware in different 
colors.

I wanted to marry two 100% 
Dutch brands to make the 
generic beer bottle more 

personal and collectible. 

I designed a Blue Delft 
earthenware bottle for 
Heineken. And by doing 
so giving a modern twist 
to a forgotten tradition-
al way of bottling and 
preserving food and 
beverages.

Part of the concept was to 
have Dutch contemporary 
artists create their inter-
pretation of Blue Delft 
decoration for the bottle.

by Royal Goedewaagen
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oeoeoeAa
aap, noot, mies en jij     NATURALIS

15 MEI t/m
11 NOVEMBER

 2007 

ooeoe ie Aae

. naturalis

o oe oeieAae

. naturalis

oeoeoeAa
aap, noot, mies en jij      15/5 - 11/11 2007     

. naturalis

Challenge: In 2007, Naturalis – a nation-
al research institute and museum for 
biodiversity – wanted to spend a whole 
year around Chimpanzees. Their primary 
goal: create awareness and empathy with 
especially a younger audience for this 
endangered ape species.

My goal: create a brand from the per-
spective of the chimpanzee, with all main 
communications in “chimpanzee language” 
and subtitled for humans. This would cre-
ate a playful interaction between audience 
and brand and cause, allowing children to 
immerse themselves in the world of the 

chimpanzee. Additionally, I wanted the 
brand to be as agile as the chimpanzee, 
allowing for a flexible, playful yet consis-
tent use. The chimpanzee silhouettes could 
be rearranged in any pattern, depending 
on the application.
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WHEN I’M NOT WORKING:
 ILLUSTRATIONS
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WHEN I’M NOT WORKING:
CITY PHOTOGRAPHY
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WHEN I’M NOT WORKING:
CITY PHOTOGRAPHY
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WHAT PEOPLE SAY
ABOUT ME

Each time I worked with Maarten 
I was impressed with his ability 
to translate complex, conceptual 
material into something that is 
compelling and accessible. His 
way of graphic facilitation during 
meetings has proven to be a very 
valuable way to create alignment 
across different functions, 
create engagement, and give 
all participants a strong visual 
reminder of the key concepts. 
And on top of that, it’s a lot 
of fun to work with Maarten. I 
recommend him highly.

Dorothy Hill 
Global Head of Digital, Platforms 

& CI at ING

His creative and visual skills 
helped us make strategic 
decisions more quickly and focus 
on the importance of an agile 
way of working. On top of that 
all, the team and I had a lot of 
fun working with Maarten.

Larissa Braun
Project Manager Strategy 

Development AUDI AG

Great creative with a fantastic 
drive. Fun to work with!

Alexander Osterwalder
Co-Founder Strategizer, co-

author of Business Model 
Generation

Maarten is not only a great 
illustrator and graphic designer, 
he is a very creative and 
conceptual thinker with an 
enormous drive to deliver 
perfect results. He is an empathic 
listener with a broad interest 
and connects easily with divers 
persons. Maarten is a great guy 
to be and to work with, I’d like to 
have him in my team anytime!

Philippe Bancken
Managing Director Bemis EMEA

Maarten is a creative 
powerhouse. He has a fertile 
mind that never fails to produce 
impressive results. He is also one 
of those rare creative fellows 
who has a deep appreciation 
of business challenges without 
letting the constraints and 
realities of business dysfunction 
to get in the way of driving ahead 
to achieve the very best still with 
eye on making it special. 
 
I have had the pleasure of 
collaborating with Maarten on a 
pioneering marketing automation 
concept and customer loyalty 
program during my time at 
Xerox, where he played an 
essential role in ensuring project 
success. His passion for the work 
shines through and his energy 
is infectious. I am excited by 
the prospect of working with 
him again in the future if he 
hasn’t been kidnapped by selfish 
entrepreneurs.

Darren Abela
Principal, Service and Experience 

Design, Infosys

Maarten impressed me with 
his mix of creative innovation 
combined with an ability to 
deliver commercially viable 
solutions. He takes the time to 
understand the problems which 
customers face and can then 
come up with exciting new ideas 
to help an organization stand out 
in already crowded marketplaces. 
I’d have no hesitation in 
recommending Maarten to 
people looking for creative, 
cutting edge marketing solutions.

Bruce Miller
Director, Clickback
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