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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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ULTURE CHANGE,

ILICON VALLEY CHALLENGE

Strategy design
business model innovation strategic storytelling

2019

My role

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.

Read my blog:

www.businessmodelsinc.com/client-story/wacker/

WACKER

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.
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ULTURE CHANGE,
USINESS ADVOCATES

2020

strategy design
business model innovation strategic storytelling

/\ Crowe

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.

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.

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.

Design for succeas.
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OUR (FUTURE) CUSTOMERS TEND TO FALL INTO 3 DIFFERENT TYPES, OR

PEOPLE EVOLVE, YOU KNOW.

BUT LET'S STAY VIGILANT:

PERSONAS

SOLVE
>SELL

bF

CREATIVE

COSTCONSCIouS connie

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. T0O 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.
I7M 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

P@RTNERSHIP PETE

kst somere b o g

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 NAKE THE CLIENT’S
BUSINESS, YOURS. YEP,
YOU'RE NO LONGER Al

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
RO.

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

WELCOME TO ,
OUR FUTURE ¢
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2017-2019

,0-INNOVATION:
ISCO HYPER INNOVAT
IVING LABS

strategy design

business model innovation

strategic storytelling

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.

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.

For our pitch to Cisco | 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.

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.”



| created a detailed floor design

that would change a large space
in an inspiring and immersive
“maker” space for the c-suite
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Every detailed touchpoint with the
participants was designed with intent.
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| used every part
of the space to
implement trig-
gers. Wherever
the participants
would go, they
were inspired.

M o
[ ke
............................. P, o,
. R
e
. T EE, o

CHILL PARTICIPANT “'-;é

{

w,
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.



2017

journey.

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.

NNOVATION
\T AUDI

strategy design strategic storytelling
business model innovation

Designing structure and scope of inno- (o
vation journey with Audi with markers,

post-its and lots of blank paper helped to

set the scene. A start of a truly creative

AUD NN TIMNEL

\
\

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.

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?

p

BRAINSTORM

(Nasphvbome) g e’ ,,"

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, | 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
strateqgy 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!”
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00KS

strategy design
graphic design

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

“YET ANOTHER

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, iftustrations,
tools and market-
ing materials.

Keynotes
appearances.

Developing and.run
workshops around
the topic.

y Keep 1T

Y FOI
SIMPLE. LEARN SHIT. THE BRAIN.

YOU'RE HERE
TO CREATE
SOMETHING
NEW.

- P ~
ILLEDWITH PERSONAL STORIES
0 EXPERIENCES FROM 29

EXPLORING THE

FLOW AND

IMMERSIVE USE

SILVER BULLET.”

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.

READING! D>

NI VEN > REAP

YEAH WELL,
THAT’S JUST

YOUR OPINION,

MAN. «

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. 0
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Snackable cases

Chatbots to

“Just Venmo me” order your pizza

Women need to take the first step
to contact the other persor

Business models will
reach their sell-by

dates more
quickly [...]
The 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,”

el you want to use, you can get in

the pizza bot, and
orderthe pizza you want.
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TRATEGIC STORYTELLING

BRANDING

2021

strategy design
strategic storytelling

Brand for a concept
product for Heineken: a
tough beer for women.

Logo for the Management
University of BNP Paribas.

MoneyWatcher
financial app

aap. noot. mies en i

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

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-

- X

resents 1 of the 4 core values:

I04x

Read my blog:

www.businessmodelsinc.com/strategic-storytelling/

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/Ul and
graphic designers,
animators, content
developers.

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

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, | 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 | made
sure | knew as much as | could
about it's board members,

| 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!” 2
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Dura-Line: building
- a new strategic story

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.

In 2018 we ey,
manufactured ;| ;
1.4b feet of
conduit.
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'RODUCT DESIGN

0

Challenge: When we Challenge: beer brands focussed
shop we don't always on the women's market treats
need a big or small their audience as lemonade-loving
bag. Yet we never people with a sweet tooth.
seem to have the right
bag with us. My goal: create a thought-
through, tasteful beer with
My goal: create a gusto and gumption for women.
flexible bag that Something that would fit in a
could change size male-dominated market.

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 | 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.

Sams@nite

FLUORESCENT LABEL
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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.

bloeddruk
132 78

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: Every season asparagus growers need to Challenge: How can we make the elegance and
replant their fields. The very first crop produced by flavor of the Dutch white asparagus tangible for
the young beds is very delicate of taste and tender of the foreign (dominantly Japanese) market.

structure. Yet, they never market that.
My goal: create an edible perfume - Eau

My goal: Figure out what “Beaujolais Primeur" for d'Asperges - that encapsulates the essence and

asparagus would look like. The result: Asperlettes: the delicacy of this wild gold.

queen of the asparagus. Only available for the real

foodies and high-end restaurants for a short period.

S,
ASPERLETTES®
QD)

Dé Koningin onder de asperges
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HAT PEOPLE SAY
BOUT ME

Each time | worked with Maarten
| 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. |
recommend him highly.

Dorothy Hill
Global Head of Digital, Platforms
& Cl 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 | 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.

| 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. | 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



