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OVERVIEW LIVING LAB MANAGEMENT ROLES

Living Lab
/
Program
manager

Project /

Pilot
manager

Innovation

Panel manager

Manager
/ Stake-
holder

manager

https:/ /biblio.ugent.be/publication/5931264/file/5931265.pdf
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Innovation Management process:

problem space / solution space / adoption diffusion space / scaling space

European
Network of
Living Labs
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OVERVIEW LIVING LAB MANAGEMENT ROLES

Innovation
manager

https:/ /biblio.ugent.be/publication/5931264/file/5931265.pdf
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THREE ELEMENTS OF INNOVATIVE LIVING LAB SOLUTIONS
INNOVATION = DESIRABILITY + VIABILITY + FEASIBILITY

Sweet spot
of innovation N A solution adapted to
N
N the needs of your
N stakeholders & end-
N users

STAKEHOLDERS
- Desirability -

A solution that is
(technologically)
feasible and builds
upon your LL

A solution with a
sustainable business
model and a fit with

Nt

capabilities - & your strategic goals
TECHNOLOGY / BUSINESS /
SOLUTION ELEMENTS ST,R:',';FGY
- Feasibility - - Viability -

Bland, D. J., & Osterwalder, A. (2019). Testing business ideas: A field guide for rapid experimentation. John Wiley & Sons.
Hunsaker, B. T., & Thomas, D. E. (2017). The Viability Triad—Desirability, Feasibility, and Sustainability as the New Strategic Decision Imperative. J. Manag. Policies Pract, 5, 1-4.
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LIVING LAB INNOVATION MANAGEMENT PROCESS
SYSTEMATIC INVESTIGATION OF THESE INNOVATION ELEMENTS

FUZZY FRONT-END PROBLEM-SOLUTION FIT PRODUCT-MARKET FIT SCALING
PROBLEM SPACE { \ SOLUTION SPACE r \ ADOPTION-DIFFUSION SPACE r \ “LESS COMMON IN LIVING LABS”

U/ A/ U/

88 A2¥ I
7 = o

ST:KFH:!EPERS TICHNOLOGY / BUSINESS /

- Desirability - SOLUTION ELEMENTS STRATEGY

- Feasibility - - Viability -
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LIVING LAB INNOVATION MANAGEMENT PROCESS

FUZZY FRONT-END
PROBLEM SPACE
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LIVING LAB INNOVATION MANAGEMENT PROCESS
MAIN QUESTIONS &TYPICAL ACTIVITIES

FUZZY FRONT-END
PROBLEM SPACE

Who are the - Stakeholder mapping
main problem o
owners? - Contextual inquiry
What is the
issue/ gppor tunity? - Co-creation workshops
What options are - User interviews/surveys
there currently
avdilable to tackle the - State-of-the-Art research
problem?
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HELLO JENNY-CASE
IMPROVING QUALITY OF LIFEVIA CO-CREATIVETECHNOLOGY IMPLEMENTATION
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FUZZY

IDENTIFYING & SCOPING THE PROBLEM FRONT-END

KICK-OFF

WORKSHOPS

CONTEXT SCAN

s fa

Challenges in
urban care

Focus on elderly

Focus on social
isolation

https://www.mdpi.com/2071-1050/13/12/6954/ pdf
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DEEP UNDERSTANDING OF THE LONELY SENIOR _FuzzY
NEEDS & CURRENT PRACTICES

INTERVIEWS & OBSERVATION DESK RESEARCH FOR CURRENT WORKSHOPWITH

WITH ELDERY PRACTICES STUDENTS & CITY OFFICIALS
IN SOCIAL ISOLATION

Aan de slag met Gentlestudent

e n |aves

“Verken je stad, help je buren.

| Gentlestudent
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LIVING LAB INNOVATION MANAGEMENT PROCESS

FUZZY FRONT-END
PROBLEM SPACE

r@@/w

Who are the
main problem
owners?

What is the
issue/ gppor tunity?

What options are
there currently
avdilable to tackle the
problem?

“umec

- Elderly people in isolation
- City officials
- Students social work

- Reduce feeling of isolation
Improve matchmaking current initiative

- Personal initiative from elderly
‘Custom’ matchmaking by city officials

Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0
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LIVING LAB INNOVATION MANAGEMENT PROCESS
MAIN QUESTIONS &TYPICAL ACTIVITIES

PROBLEM-SOLUTION FIT
SOLUTION SPACE

What solution(s) - Applied research
(components) are available?

- Technology scouting / patent search

What value can they
bring to the problem - Co-design sessions
owners?
Can we create a - Small-scale / controlled testing
solution that really
makes the difference? - Qualitative evaluation

mec Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0
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MAKING EXPLICIT SOLUTION CHOICES R OBLER <L UTION FIt
(DESIGN/ USE CASE/ PROTOTYPING)
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PROBLEM-SOLUTION FIT
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LIVING LAB INNOVATION MANAGEMENT PROCESS

PROBLEM-SOLUTION FIT
SOLUTION SPACE

Smart speaker
- Motion detection sensors
Connection to existing systems

What solution(s)
(components) are available?

W:rqt Vilui h‘;“” 22?/ Pro-active detection of loneliness
mgrsg prooem Seamless communication & follow-up across devices

Can we create a
solution that really
makes the difference?

- More & better matches
Decreased feelings of anxiety & loneliness

timnec Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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LIVING LAB INNOVATION MANAGEMENT PROCESS

PRODUCT-MARKET FIT
ADOPTION-DIFFUSION SPACE

Who is the primary
user group of our
solution?
How does real-life and/or
longer term usage
impact our solution?

What are the business
moael/strategy
implications of our
solution?

“umec

Larger-scale /longer-term testing
Real-world testing
- Quantitative evaluation
Business model design & testing

Impact assessment

Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0
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TESTING FOR IMPACT
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Hello Jenny wint 'Slim in de stad'-
subsidie DeMorgen.

Gentse project ‘Hello Jenny’
zet technologie in om
eenzaamheid bij ouderen
tegen te gaan

Het Gentse project Hello Jenny heeft op 7 mei 2019 de 'Slim in de stad'-subsidie van de
Vlaamse overheid gewonnen. Het project zet slimme technologie in om ouderen in contact te
brengen met buddy’s uit de buurt, en zo vereenzaming tegen te gaan. De prijs is goed voor
145.000 euro.
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LIVING LAB INNOVATION MANAGEMENT PROCESS

PRODUCT-MARKET FIT
ADOPTION-DIFFUSION SPACE

Who is the primary
user group of our
solution?
How does real-life and/or
longer term usage
impact our solution?

What are the business
moael/strategy
implications of our
solution?

“umec

- Elderly people
- Public & private healthcare companies
- Caregivers

‘Loneliness’ detection /algorithm should be improved
- Difficult to prove long-term impact on mental health

- Not-invented-here syndrome

- Scale is needed for a viable business model, clear effects are

needed for a public roll-out

Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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LIVING LAB INNOVATION MANAGEMENT PROCESS

SCALING

“LESS COMMON IN LVING LABS”
_ . ST '
Who are the later We reused the technology in other projects with success!
adopter " Mo .
segments? @ ; @ @
How can we facilitate large- |
scale proauction & uptake | |
Of wr Solution? CHOIRBOX 1 CHOIRBOX 2 CHOIRBOX 3 CHOIRBOX 4
How do we ensure a

viable business model for
our solution?

https: / /www.imec-int.com/en/ articles/choirbox-enables-remote-and-real-time-choir-performances
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LIVING LAB INNOVATION MANAGEMENT PROCESS

FUZZY FRONT-END PROBLEM-SOLUTION FIT PRODUCT-MARKET FIT SCALING
PROBLEM SPACE { \ SOLUTION SPACE r \ ADOPTION-DIFFUSION SPACE r \ “UESS COMMON IN LIVING LABS”

A4 U/ U/

Who are the What solution(s) Who is the primary Who are the later

main problem (components) are available? ~ user group of our adopter

owners? solution? segments?

What is the What value can they How does real-life and/or  How can we fadilitate large-
Issue/ oppor turity? bring to the problem longer term usage scale production & uptake
owners? impact our solution? of our solution?
What options are Can we create a
there currently solution that really What are the business How do we ensure a
available to tackle the makes the difference? model/strategy viable business model for
problem? implications of our our solution?

. tmec Solution? CONFIDENTIAL



MI RO EXE RC I S E 1 https://miro.com/app/board/uXjVMUO19Gk=/?share_link_id=599044126518

FUZZY FRONT-END PROBLEM-SOLUTION FIT PRODUCT-MARKET FIT SCALING

PROBLEM SPACE { \ SOLUTION SPACE r \ ADOPTION-DIFFUSION SPACE r \

U/ A/ U/

o_‘\.l.‘i‘ 5
R AGE =
TS
STAKEHOLDERS TECHNOLOGY / BUSINESS /
- Desirability - SOLUTION ELEMENTS STRATEGY
- Feasibility - - Viability -
For your Living Lab, list For vour Living Lab, list your For vour Living Lab, list your
your (max. three) main (max. three) main (max. three) main For your Living Lab,
PROBLEM OWNERS SOLUTION ELEMENTS / BUSINESS / STRAEGY whether you engage in
TECHNOLOGY GOALS saaling of solutions and
COMPONENTS how
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Panel Management tips & tricks
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OVERVIEW LIVING LAB MANAGEMENT ROLES

Panel
Manager
/ Stake-

holder
manager

https: / /biblio.ugent.be/publication/5931264/file/5931265. pdf
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WHAT DOES A PANEL MANAGER DO?

.] In essence,we do 4 things:

Panel of test users Network of partners JHGEAIE
recruitment

Set up a User involvement strategy

Engage

Set up a User involvement infrastructure

Protect GDPR-compliant
Execution of research steps

: ALL:%::
lmec g Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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PANEL MANAGEMENT INSIGHTS

Panel Community Hired Panel
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4

SoR S0 208
_ﬁﬁ-
Time investment ++ (super high) )

Operating cost + ++

(Mostly) local - ++ (very local) /

Frequency of projects e + /

Type of projects/research Much is possible Community Mainly surveys
- oriented

Committed testers + ++

For leamning/interest +/- T

For the incentive +/- ) no

Circulation of participants - -- +

Added value + ++ (super high) +/-

m Dropout rates + _ e |



HOW TO..COMMUNITY?

* You can only facilitate, not create,a community
« Community working can be time-consuming and complex
« Communication within communities is harder to control

* Enough interesting content and/or activities are needed to keep a
community active

* Not all your panel members will be active members of your
community

lmec ? Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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TYPES OF DROP-OUT IN LIVING LAB FIELD TESTS

Participant-related drop-out

Participants only participate in the startup of the field test,
but they have not started to test that innovation

Innovation-related drop-out

Participants stop using the innovation because of motivational
or technical reasons related to the innovation

Research-related drop-out

Participants stop participating in the research component of
the field test, you don't get feedback anymore from them

lmec » Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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TAXONOMY FOR DROP-OUT IN LIVING LAB FIELD TESTS

Technological
problems

Perceived usefulness

Task design

Research-related : Innovation-related

Timing
Participant-related
. . > ee: Participants’
Participants’ attitude Personal context Cesolrces

https://timreview.ca/article/1155

Perceived

ease of use

lmec 8 Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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PROBLEM SPACE HELLO JENNY
USER INVOLVEMENT

STAKEHOLDER People from city of |Elderly in isolation Students
Ghent

User type involved Consortium partners Inhabitants of specific Target user group
‘problematic’ building of current practice

Recruitment strategy Via intrinsic Via project partner Via ‘owner’ of
motivation (open (city of Ghent) ‘current practice’
call to consortium) (professor)

Incentive A potential solution Human contact Intrinsic motivation
for their problems & study points

Intensity of HIGH - Involvement MEDIUM - Interviews  MEDIUM - Co-

involvement in three scoping ‘in situ’ creation workshop
workshops

- lTI'IEC 34 CONFIDENTIAL



SOLUTION SPACE HELLO JENNY

STAKEHOLDER People from city of |Elderly immobile
Ghent

User type involved Consortium partners 3 inhabitants of Target user group

specific of current practice
‘problematic’ building

Recruitment strategy Via intrinsic motivation Via project partner Via ‘owner’ of

(city of Ghent) ‘current practice’
(professor)
Incentive A potential solution  Traveling outside of Intrinsic motivation
for their problems their homes & study points
Intensity of HIGH - Involvement HIGH - Prototype MEDIUM - Co-design
involvement in project follow-up testing in controlled  workshop
meetings + co- lab- setting

design workshops +
user recruitment



ADOPTION DIFFUSION SPACE HELLO JENNY

STAKEHOLDER People from city of |Elderly immobile
Ghent

User type involved Consortium partners 10 inhabitants of 10 students
specific
‘problematic’ building

Recruitment strategy Via intrinsic motivation Via project partner Via ‘owner’ of

(city of Ghent) ‘current practice’
(professor)
Incentive A potential solution =~ Human contact Intrinsic motivation
for their problems & study points
Intensity of HIGH - Involvement HIGH - Involvement HIGH - Involvement
involverment in project follow-up  ‘in situ’ field trial ‘in situ’ field trial

+ recruitment
immobile elderly +
testing of prototype



Pilot Management process

& mapping canvas

ropean
Network of
Living Labs
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OVERVIEW LIVING LAB MANAGEMENT ROLES

Project /

Pilot
manager

https:/ /biblio.ugent.be/publication/5931264/file/5931265.pdf
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PILOT MANAGEMENT:OPTION 1

https: / /biblio.ugent.be/publication/5931264/file/5931265.pdf

lmec “ Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL



https://biblio.ugent.be/publication/5931264/file/5931265.pdf
https://creativecommons.org/licenses/by-nc-nd/4.0/

PILOT MANAGEMENT:OPTION 2
PER PILOT/PROJECT

FUZZY FRONT-END r\ PROBLEM-SOLUTION FIT PRODUCT-MARKET FIT SCALING
PROBLEM SPACE SOLUTION SPACE r \ ADOPTION-DIFFUSION SPACE r \ “IESS COMMON IN LIVING LABS”

U/ U/ /

e ene
~
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PILOT MANAGEMENT PROCESS

1. Align on pilot scope & goals (with #pilots and/or within the LL project)

2. Choose a supporting methodology & supporting pilot canvas (to be used across
#pilots and by #people)

3. Train the methodology & canvas (for the #pilots)

4. Execute the pilot activities & report in the supporting canvas (#people report
their activities)

5. Follow-up via the canvasses (by the pilot/project manager)

tinec “ Ready  ENoLL,2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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INNOVATRIX - ASSUMPTION BASED INNOVATION FRAMEWORK

CUSTOMER SEGMENT
- Desirability -
CURRENT PRACTICES
O f
VALUE PROPOSITION _:QB:__O
TECHNOLOGY /
SOLUTION SOLUTION ELEMENTS
- Feasibility -
KEY PARTNER @
BUSINESS /
STRATEGY
VALUE CAPTURE - Viability -
BARRIERS
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FUZZY

FRONT-END

CUSTOMER ENGAGED STUDENTS W ITH INTERESTS
SEGMENT LONELY & IMMOBILE SENIOR OCMW EMPLOYEES IN CARE & INNOVATION
Social contact to prevent loneliness o
Being reached by information channels/care e : :
Nitiatives ] Support. from vqlunteers/ citizen .lmtlatlves ) Being socially engaged [
Signalization on physical (immobility) and ) Better signalization of needs senior )
psychological (anxiety) barriers to ask for help
CU RRENT Visit from fam]ly - Fixed visits - EX]St]ng volunteer initiatives -
PRACTICES Visit from caregivers = Compulsory intemship o
VALUE Overcome barriers to ask for help “0  More support from network (students) ) Link between senior & student )
PROPOSITION Communication of passive signals for loneliness 1 Better insights in the need for visit ) Incentive through credits/badges [

lmec Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL



https://creativecommons.org/licenses/by-nc-nd/4.0/

SOLUTION CONNECTING CUSTOMER SEGMENTS

CUSTOMER
SEGMENT

LOMELY & IMMOBILE SENIOR

Social contact to prevent loneliness I
Being reached by information channels/care initiatives 0
signalization on physical (immobility) and psychological

(anxiety) barriers to ask for help ]

CURRENT Visit from family -
PRACTICES Wisit from caregivers =
VALUE Overcome barriers to ask for help :

PRQ pﬂ SlTlﬂN Communication of passive signals for loneliness

Detection of activity with door and window sensor
SOLUTION Communication with interface through buttons

“umec

OCMW EMPLOYEES

Support from volunteers/citizen initiatives
Better signalization of needs senior

Fixed visits

More support from network (students)
Better insights in the need for visit

Dashboard with data on interactions senior & student®™

Dashboard to montor loneliness senior

Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0

PROBLEM-SOLUTION FIT

ENGAGED STUDENTS WITH INTERESTS
IN CARE & INNOVATION

Being socially engaged

Existing volunteer initiatives
Compulsory internship

Link between senior & student
Incentive through credits/badges

Technology to receive question for visit from senior |

CONFIDENTIAL
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PROBLEM-SOLUTION FIT PRODUCT-MARKET FIT

VALUE Positive impact on wellbeing of vulnerable citizens . More efficiency Positive impact on wellbeing of vulnerable citizens
CAPTURE Data that can feed policy making 1 Increased job satisfaction P Inclusive image of the city among students &=
&=
IMEC OCMW
KEY PARTNERS Students B Gentlestudent B . deStudent
OCMW | L
) Lack of quality control & Quali
BARRIERS Bmzziydae\;z'\l’ondiness using sensor data - Technology aversivencss =@ T:cahnolcont:\cl)lmivmess
ng L Skeptical on detection loneliness through sensors ol O8Y AN

. ALL statatate
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CUSTOMER
SEGMENT

CURRENT
PRACTICES

VALUE
PROPOSITION

SOLUTION

FIT?

VALUE
CAPTURE
KEY PARTNERS

BARRIERS
tnec

LONEL & IMMOBILE SENIOR

Social contact to prevent loneliness

Being reached by information channels/care initiatives
Signalization on physical (immobility) and psychological

(anxiety) barriers to ask for help

Visit from family
Visit from caregivers

Overcome barriers to ask for help
Communication of passive signals for loneliness

Detection of activity with door and window sensor
Communication with interface through buttons

Positive impact on wellbeing of vulnerable citizens
Data that can feed policy making

IMEC
Students
OCMW

Technology aversiveness
Difficult to detect loneliness using sensor data

PRODUCT-MARKET FIT

OCMW EMPLOYEES

Support from volunteers/citizen initiatives
Better signalization of needs senior

Fixed visits

More support from network (students)
Better insights in the need for visit

Dashboard with data on interactions senior & student
Dashboard to monitor loneliness senior

More efficiency
Increased job satisfaction

Gentlestudent

Lack of quality control
Technology aversiveness
Skeptical on detection loneliness through sensors

ENGAGED STUDENTS WITH INTERESTS
IN CARE & INNOVATION

Being socially engaged

Existing volunteer initiatives
Compulsory internship

Link between senior & student
Incentive through credits/badges

Technology to receive question for visit from senior

Positive impact on wellbeing of vulnerable citizens
Inclusive image of the city among students

OCMW
GentleStudent

Quality control
Technology aversiveness

AL
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GENERIC CANVASES BUSINESS MODEL CANVAS

Designed for Designed by. Date Version.

The Business Model Canvas

Key Partners Key Activities &% | customer Relationships @ | Customer Segments  J§

What Type of setalonshp Soes each of our P e e we Cealry) vehe'
C Wha ere cur et moorient atorens”

The most well-known sl -l S
and used =

P e

Easy to understand, less
easy to go in detail KyR Channes

No explicit links
between the elements

Cost Structure Revenue Streams

Not suited for more ol
complex ecosystems

BO8 P | Tomrsemtnon @ Strategyzer

Tha mart & e o e Cuates Cemeees AIDERSON Shars Ae )0 Urpoed Lasres T sww 4 CO0y Of T SEeee et
Nk et g oot Ty -S4 o s & Wher 20 Cruative Civvemas. 171 oo Seveet, S 300, Ban Pranadss, CAMaTed, I LA strategyzer.com
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GENERIC CANVASES VALUE PROPOSITION CANVAS

The Value Proposition Canvas

ooooooooooooooo Customer Segment

Good addition to BMC

Needs to be
combined with other
canvasses
pornd s
Not suited for complex il
ecosystems o

Pain Relievers

(®Strategyzer

=r ¥
I MAbY o BUINS ) M TN /RTINS a BT ITRZ T strategyzer.com
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GENERIC CANVASES

Update to BMC

More focussed on
iterative testing

Not suited for more
complex ecosystems

No visual link
between segments
and other
characteristics

“umec

LEAN CANVAS

List your top 1-3 problems.

EXISTING ALTERNATIVES

Outline a possible solution for each

List the key numbers that tell you

UNIQUE VALUE PROPOSITION

HIGH-LEVEL CONCEPT

UNFAIR ADVANTAGE

List your path to customers (inbound

CUSTOMER SEGMENTS

EARLY ADOPTERS
List the characteristics of

COST STRUCTURE

REVENUE STREAMS

jolV)

Created by Spark59 // Online version available at www.l com
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GENERIC CANVASES PRODUCT/MARKET FIT CANVAS

The Product/Market Fit Canvas

CUSTOMER SEGMENT: PRODUCT OR SERVICE:

Characteristics & jobs to be done Alternatives

Great canvas for P/M fit
testing

TS L '::""‘ 1Cal CUst | V(
ind what job(s) he/she is trying to get do

Problems & needs

Assumes you have a
good view on your
customer segment(s)

Needs to be
combined with other
Canvasses Key metrics

mer is getting real value
d Product-Market Fit

Co-created by a group of innovation practitioners from all around the world. Further information at www.productmarketfitcanvas.com

]
This work is licensed under the Creative LOMmmi ; Attribution-Share Alike 3.0 Unported License Tt 12w 3 copy of this license, visit 1[. creativecommons.ora/licenses/pv-sa/3.0/ or
l]]] e c @ @ @ @ send a letter to Creative 'ju'-" wons, 171 Second Street, Suite f‘ltl‘ San Francisco, California, 94105, USA | | | . |



GENERIC CANVASES INNOVATRIX

INNOVATRIX iecivingin: “umec

Combination of BMC,
value proposition

canvas, lean canvas
and P/M fit canvas

CURRENT
PRACTICES

VALUE
PROPOSITION
KEY
PARTNERS

Assumes multiple
customer/stakeholder/
user segments

Assumes different
needs, practices,...
per segment

VALUE
CAPTURE

o - ---

“umec



FOLLOW-UPVIA ONLINETOOL

IMEC DIGITALTOOLBOX FOR INNOVATION MANAGEMENT

Imec’s platform for innovation and venture
coaching

= Each Living Labs received login credentials
= Digital win canvas

= Assumption-based approach to innovation
=  Map assumptions
= Validation activities
= Update board
= Update /iterate / pivot

“umec

@ Campaigns  Projects  Manage

Sample Project

88 Dashboard @ Project Info

Digital Twin Innovatrix

Kick-off

Z Y Filter Collapse all

Main Stakeholder

+ Add assumption

Needs

+ Add assumption

Current Practices

+ Add assumption

Current Datasets / Models

+ Add assumption

Jobs-to-be-done

+ Add assumption

Value Creation

+ Add assumption

Main Stakeholder

+ Ad 1 assumption

Needs

+ Add assumption

Current Practices

4+ Add assumption

Current Datasets / Models

4+ Add assumption

Jobs-to-be-done

4+ Add assumption

Value Creation

4+ Add assumption

Main Stakeholder

4+ Add assumption

Needs

4+ Add assumption

Current Practices

+ Add assumption

Current Datasets / Models

+ Add assumption

Jobs-to-be-done

+ Add assumption

Value Creation

4+ Add assumption

CONFIDENTIAL



MIRO EXERCISE
ADAPTYOUR OWN PILOT/PROJECT CANVAS

= Less is more - it should display the most relevant and critical information regarding
your innovation project

= Customize - adapt existing canvasses to your own needs, rephrase wordings, add/delete
catagories, co-create the canvas with your LL stakeholders

= Update & archive - keep track of updates and archive them, in later stages it is
extremely useful to have a ‘logbook’ of actions taken and of the shifting knowledge

regarding your innovation project - by thinking this through, you select the most
critical/essential elements to be included

“umec o

ENoLL, 2023. Licensed under CC BY-NC-ND 4.0
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IMPACT ASSESSMENT

European
Network of
Living Labs

Ready ENoLL, 2023. Licensed under CC BY-NC-ND 4.0



https://creativecommons.org/licenses/by-nc-nd/4.0/

TYPES OF IMPACT ASSESSMENT

= IMPACT ON THE ENVIRONMENT - SCIENTIFIC IMPACT - o

= Experimental setting with control variables manager

Project /

= |IMPACT ON USER’S NEEDS Innovati
vation Pilot

= Real-world testing manager manager

= IMPACT ON STRATEGIC GOALS

. Living Lab Project /
= Long-term testing / Program Pilot

Manager Manager

mec & Ready ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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STRUCTURED & ITERATIVETESTING

I N N OVAT RI x Esetfﬂ:'irlzgl:isvnumﬂou MATRIX “umec

PRACTICES VALIDATE

E Define

‘ ’ m- key assumptions

VALIDATE/INVALIDATE
ITERATE

Validate/Anvalidate
Assumptions
o "
o] i‘ 0 < @'
aﬂ, B et
key assumptions

lmec Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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TESTING FOR IMPACT

1. Pre-post test format with
control conditions

2. Loneliness & general
wellbeing

3. Input for business model
scenarios

lmec Ready ~ ENoLL,2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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DEFINE SUCCESS CRITERIA FORYOUR CRITICAL ASSUMPTIONS

TEST CARD

STEP |: hypothesis
We believe that

STEFP 2: test

To verify that, we will

STEP 3: metric
And measure

STEP 4: criteria
We are rightif

“umec

TEST CARD

STEP |: hypothesis
We believe that

STEFP 2: test

To verify that, we will

STEP 3: metric
And measure

STEP 4: criteria
Ve are rightif

TEST CARD

STEP |: hypothesis
We believe that

STEFP 2: test

To verify that, we will

STEP 3: metric
And measure

STEP 4: criteria
Ve are rightif

CONFIDENTIAL



TEST CARD

I_Befare you

start testing

STEP |: hypothesis

We believe that

soccer coaches are looking for a way to save
time

STEP 2: test
To verify that, we will

s imec
unec

Gesponsord 6
Geen Excel spreadsheets, last-minute-berichten of eindeloze kettingen van
e-mails meerl XXX s een uitgebreide voetbal team management
applicatie waarmee je een hoop tijd bespaart als coach

run an ad on Facebook with time saving as USP

STEP 3: metric
And measure

big to CTR will be against the
other ad

STEP 4: criteria
We are rightif

DISPLAYURL COM
PXL APP
Probeer hem nu GRATIS!

the CTR is significantly higher than the other ad

o Vind ik leuk (O Reageren

European
Network of
Living Labs

CTR:1,04 %

nnnnnnnnn

ENoLL, 2023. Licensed under CC BY-NC-ND 4.0
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NEXT SESSION

=  Co-creation methods & tools

= Testing and validation methods & tools

= Repurposing of today’s content to your specific cases

lmec Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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FURTHER READING...

= |nnovatrix: https://timreview.ca/article/1225

= Testing: https://timreview.ca/article/1204

= Living Labs & Lean-Startup: https://timreview.ca/article/1201

= Living Lab methodology: https.//timreview.ca/article/956

= |mpact measurement in Living Labs: https://doi.org/10.1016/j.tele.2018.02.003

= PhD on Living Labs: https://biblio.ugent.be/publication/5931264/file/5931265.pdf

lmec Ready  ENoLL, 2023. Licensed under CC BY-NC-ND 4.0 CONFIDENTIAL
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Dimitri Schuurman

Innovation Expert Methodology &

Monitoring
dimitri.schuurman®@imec.be

Gilles Wuyts

Business analyst
gilles.wuyts@imec.be

https://mediatheque.inrae.fr/

This project has received funding from the
European Union’s Horizon 2020 research
and innovation programme under grant
agreement No 101000349 (ALL-Ready).

ALL:.:2..
Ready

ENoLL, 2023. Licensed under CC BY-NC-ND 4.0

www.all-ready-project.eu



http://www.all-ready-project.eu/
https://creativecommons.org/licenses/by-nc-nd/4.0/
mailto:dimitri.schuurman@imec.be
mailto:gilles.wuyts@imec.be

LIeC

embracing a better life

mec  CONFIDENTIAL



INNOVATION CANVASSES
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GENERIC CANVASES

i

Generic canvases

“umec

VALUE PROPOSITION CANVAS

The Value Proposition Canvas

ooooooooooooooo ustomer Segment

Gain Creators

Customer
Job(s)

Products
& Services

' —
' —
O w——

Pain Relievers

e S AN (@ Strategyzer
U NALY 7 BUINNS | M Tenes v strategyzer.com
confidential



GENERIC CANVASES

The Business Model Canvas

" 4

Key Partners

Wi 4 O Sy e Trweest
Who are our ey SesoRers?

D e Rl T
Which My Acthotion O Sartaen pariommd

Generic canvases

67

Key Activities

WYGH Wiy AL Tt ) (o Vilhe® SYOERrTan s Anipsmn
Our Detrbastion Channets®
[ e e

Key Resources

What Say Apacurces O O vele PTopostions regues’
Ovr DI Crareets® Cuntumer Suidianstass’
Hovere Wreare’

Croen os 0w s ae

——a
- et v e Sere

Designed for

Value Propositions

WAL sl 00 we Ophwer &

BUSINESS MODEL CANVAS

Designed by. Date Version.

Customer Relationships Customer Segments

What Type of seanonsivg does each of our Yo . e e ety vt
CuUstOmer Segments sspect ws to estabiieh Wha e cur mest mooriett uatomens”
4 A weth them?
WrCh ones Mave we estabasred? ]
How are Sy Segrated with the reet of our o teter
Duwness mooe? Vogm—an e
Mow contly are they?

s —
P e

Channels

Through which Chanreis 3o sur Customer Segrants
.t 10 e

Mo 48 - TG e now)

Mo arw e Charvs Piegrated

W s work Get

Which ones are mont cost-efSoers?

i e . P Mg T T LA

Cenmas resees
S dme—

Cost Structure

What e T MOM #P OO tare COMTE FRETErt ¥ Our BT ol !
WHCT Ky ROARITEN 478 TIOMT W (e’
Whee sy Actwitmn e remt engwrve!

@ @ @ @ @ DESIONED BY: Business Model Foundry AG
The mavers of Business Modke/ Generation and Strategyrer

Tha mark & ered Gner the Cruates Commue AhEton Share Ae 30 Urpoted Lusees T sww & E30y O T e et

“umec

O et e v s e et Ty S 3T or wewad & wier % Craative Cavvrees 177 feersd Bt Sute 300 See Frece acn Cadeves WITE USA

Revenue Streams

POr il vahse e tns Cuwioremt s feaily wileeg %0 Oay
For wihat (3 ey CarTerry Gy
ow are they curmeetly sayeg?
v e ] [y eber 00 oty
MO T OB SR ArveTue SR COmErEate O Oversd reveruss’

rmans -
Nt Te s e
- .a
R

@ Strategyzer

strategyzer.com
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GENERIC CANVASES

LEAN CANVAS

Generic canvases

“umec

PROBLEM SOLUTION

Outline a po«
problem.

ion for each

KEY METRICS

UNIQUE VALUEPROPOSITION | UNFAIR ADVANTAGE

List your path to customers (inbound
nr o na)

CUSTOMER SEGMENTS

License.

Alike 3.0 Un-ported

nsed under the Creative Commons Attribution-Sh

EXISTING ALTERNATIVES HIGH-LEVEL CONCEPT EARLY ADOPTERS §

COST STRUCTURE

REVENUE STREAMS

Model Canvas

s is adapted from The Business

*—0—9 m

4 9 ?

1 3 2 =
8 5 o l® LR

® ®
7 6 ®
CANVAS FILL ORDER RISK ITERATION PATH

o@oeo

Lean Canvas

Created by Spark59 // Online version available at www.

confidential



INNOVATION CANVAS

The Innovation Canvas

GENERIC CANVASES

Design

69

Generic canvases

Stories Ke
., External Syst v Q
mNU—OH.@ Scenarios, and I RySIems Functions M mm;@
Interactions
Opportunity Identification
Concept Statement
- Accepts/Does/Provides
Learning Value Key
Proposition Features
Critical to Success WES%
- Metrics, Tlities, Standards Teams
Key Critical Cost Customer Chamnels Customer
Components/Modules Risks Structue Segments Relationships
Key Key Key
Partners Activities Resources

Market

B R R SRR Y AR LD I M a0 R AL S0 S S AN SRR D S o Shered Tl eanae @ ® @rfidential

Version A3V1

tinec



GENERIC CANVASES

Generic canvases

“umec

@ Innovation Canvas | @

Use the questions on the back of =t |
the canvas to find strengthe and —

weaknesses in your innovation.

INNOVATION CANVAS (KTN)

Mark yourself from 1 to 6 on how well you can answer Deach

the questions. Make a note of specific issuea.

lI}-Needs work - Sorted

you nead to do now and next. %

S Use low scores to identify your top challenges; | ’j\ |
[ own poirne decide actions to solve them. Focus on what o

Approach

E] Description
I:] User gains

[ ] usp

Experience

[] Discovery
|:| Transaction

E] User experience

Impact

D Economic

[ ] social

I:] Environmental

IP

[ ] Existing ip
D Licensing

[ ] New intellectual property

® Offer

Needs
[] Userneeds

[[] Pain points
[[] Customer

Market

[] size &trends
[] Barriersto entry
[] Competition

Rules
[ ] Freedom to operate

[] Legislation
[ ] standards

Risk
[] 1dentify
D Assess

[] Mitigate

@ Opportunity

Top challenges:
Review the topics where you've given yourself a low score.
List specific challenges which you need to work on to move your

project forward. Focus on the two or three most important.

Action points:
Make a note of what you can do to address each challenge.
Be realistic and give yourself deadlines for action. You may

find it helpful to discuss options with a colleague or advisor.

Leadership
D Champions
[ ] Management
[ ] strategy

Finance

[:] Cost
[ ] Funding
[ ] cashflow

@ Capability

Operation
|:] Skills & people

[ ] Equipment & materials

D Collaboration

R&D

E] Ideas
| ] Design

D Technology

Trinwork is licensed un
vRwa copy ol thia lcens
1101 10 G COMM

confidential



GENERIC CANVASES PRODUCT/MARKET FIT CANVAS

The Product/Market Fit Canvas

CUSTOMER SEGMENT: PRODUCT OR SERVICE:

Characteristics & jobs to be done Alternatives

ical customer for vour p

ind what job(s) he/she is try

Problems & needs

Generic canvases

Value for the channel

The value yvour channel will get by

"'iv“'fl'lv'_].‘l‘.: -,M'n_: VOL Cl

Key metrics

f your customer is getting real value

vou've achieved Product-Market Fit

Co-created by a group of innovation practitioners from all around the world. Further information at www.productmarketfitcanvas.com

]
This work is licensed der the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of tt cense, vi http://creativecomn
l111 e c @ @ @ @ send a letter to Cre ,:I .jl,,v-‘- 171 Seco 'x| I-; _l-., I[ ‘,,I ) Francisco, California, 94105, USA . =

ns,
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GENERIC CANVASES

> datentreiber”

Designed for

BUSINESS CASE CANVAS

Designed by:

Date:

Generic canvases

Partnerships &

Business Model

Which suppliers supply us with the required
resources and which service providers take over
crucial activities for us?

Examples: part manufacturers, raw material suppliers,
agencies, recruiters etc.

Business Case

Which partners help us developing and operating
our analytics solutions? Which tools, data or expertise
do they provide us with or which crucial activities

do they take over?

Examples: analytics tool provider,
data science service provider,
data marketplace etc.

=]
Resources ~

Business Model

Which tangible and intangible resources

do we need to produce our products and services
and to market them?

Examples: employees, factories, machinery,
financial assets, patents, trademarks, data, software.

Business Case
Which resources do we need for the development
and the operation of our (analytics) solution?

Examples: analytics experts, specialized databases,
cloud platforms, analytics tools.

Activities §§’

Business Model
Which activities do we need to execute
to be able to provide our products and services?

Examples: product development, production,
consulting, marketing, sales, customer service.

Business Case
Which activities are required for the development
and operation of our analytics solution?

Examples: data cleansing, model training
and management, UX development,
application monitoring

Solutions

Business Model
Which products and services do we offer
to our customers?

Examples: consumer products, machinery, software,
tools, consulting etc.

Business Case
Which (analytics) applications do we want to provide
the users (employees, customers etc.) with?

Analytical solutions are often called ,analytics”
or data products”

Examples: automated reporting, KPI dashboard
forecasting tool

Benefits A

Business Model
Which benefits do the customers expect
from our products and services?

Examples: save time, higher comfort,
greater efficiency, less risk etc.

Business Case
What are the promised benefits
of our (analytics) solution?

Examples: reliable information, faster decisions,
less effort, higher effectiveness etc

Version:

Channels ®

Business Model

Through which channels do we advertise,
sell and deliver our products and services
to our customers?

Examples:
marketing channels: social media platforms,
billboards, tv spots

sales channels: online shop, retail, teleshopping.

distribution channels: parcel delivery,
in store collection, online download.

Business Case
How do we provide our users with
our (analytics) solution?

Examples: SaaS, website download,
via intranet, app store

Relationships M

Business Model
Which relationships do we cultivate
with our customers?

Examples: indirect via (sales) intermediaries,
personal relationship, anonymous via internet

Business Case
How does the supply of the (analytics) solution
to our users take place?

Examples: intensive assistance and training,
restricted access only for certified users,
public and anonymous access.

Business Model / Case

Users, Buyers 8 %)

& Decision-Makers

Business Model

Which are our customer segments?
Who is using the products & services?
Who is paying for it?

Who is deciding about the purchase?

Examples: child is the user; parents decide and pay.

Business Case

Who are the (analytics) solution’s stakeholders?
Who is going to use the solution?

Who is going to provide the budget?

Who is going to decide about it?

Examples: sales managers are the users; head of sales
is the decision-maker; and the buyer is the Bl department.

Costs & Risks

Business Model

Which costs occur for us because of the resources, the activities and as part of the partnerships?

Which risks of our business model do we have to consider?

Examples: salaries, acquisition costs for machinery, material costs, royalties for external partners.

Business Case

Which costs occur for the development and the operation of the analytics solution? Which risks does this bring along?

Business Model

Business Case
Which (monetary) benefits can we realize for us respectively our users by using our analytics solution?

Revenues & Advantages

Which revenue sources do we tap by selling our products and services?
Which other (monetary) trade-offs do we receive from our customers (for example data as part of a data exchange)?

< Examples: direct sales, royalties, pay per use, subscription based models etc.

w

Examples: fees for data science experts, trainings for employees, royalties for analytics software, fees for data subscriptions. Examples: cost reduction, revenue increase, time savings, faster decisions.

We drive your business forward. datentreiber.de

“umec
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GENERIC CANVASES

Generic canvases

“umec

People Storytelling

wWho do we need to invoive? How will we communicote over

the course of the project?

Problem

Whiat problems will we solve?
e o
Don't have a verified problem? Start
Pere wilh o potentiy opportunty ol
PyDOthesis) and explors 1he
probom space
{potentia)
Challenges
What will we need 10 iiress
Discover Define
Management
Mow will we deliver the project

ang manitor progress?

Solution

Whnt solutions will we ¢

e 4

Have a vonhed probiam o
dosign brief? Start Pere 300
esplore soLON spece

Develop

DESIGN THINKING CANVAS

Vision

What does our vision logk like?

Solution
(validated)

What gifference will we

Deliver

ne

Oetrung the purpose of your
propect? Start by complpting
Vision, mpact. Cnalenges
el Pecpie

Impact

ke

confidential



TECHNOLOGY CANVAS

GENERIC CANVASES

Orange Hills™ GmbH | www.orangehils.de | Follow s on Twitter: @orangehillsgmbh Y
What’s next?
. . Use the_“custo,mer Scenario” template . ’
Technological readiness el

Functional principle Components
How “mature” is our technology and

What are the main components of our technology and
what evidence helps us make this assessment?

How does our technology work?
how do they work together?

Unfair advantage

Benefits
What makes us as a team / organisation “special”, which is hard to copy?

G .
What (perceivable) benefits is our technology able to create for different stakeholders? Who s part of our team and how committed and qualified are we (really)?
-l

Weighting

Weighting

Design your business in your browser | http://www.rapidmodeler.de_.
connuenicial

Customer scenarios

Business Design GAME | Playing seriously with innovation

© 2015 Orange HillsTv GmbH. All rights reserved.

“umec



GENERIC CANVASES

TECHNOLOGY CANVAS

Generic canvases

“umec

Business Strategy

* What key business priorities
does technology need to
support?

* What technology challenges
are limiting your ability to
meet business objectives?

*  What is the desired future
state of your business-enabling
technology?

* What are the key success

measures?

Solution(s)

* What are the key products / services

supported by the technology strategy?
* Are the solutions currently in market?
* New product or service not yet developed?

75

Ecosystem

* How does the software system
fit into the business
ecosystem?

Integration / partners

*  What are the third-party
dependencies?

Architecture / Design

What is the supporting
architecture?

What is the technology stack(s)
supporting the system?

Consider, compute, storage,
databases, operating system,
platform, infrastructure

Channels

What interaction channels are
supported within the system?
Face-to-face, web, mobile,
devices, etc?

Are there any key
considerations / objectives in
enabling the user experience?

Security, Identity &

compliance

* What is the current security
model? (e.g. defence in depth,
egg shell, etc)

* What is the worst thing that
could happen?

*  What is the level of risk around
these events?

* What controls do we have in
place?

Data & Analytics

*  What data do we collect?

* How available is the data for
use?

* What systems support data
capture and exchange?

* What kind of analytics do we
require and how often?

* Do we require real-time or
batch data?

* Are we sharing data with third-
parties?

People & Capability

What is the skill base of the
teams supporting technology?
What gaps exists?

Are their any immediate areas
for uplift or resourcing?

What is the current state of
the culture within the
technology area?

Ways of working

What processes and
governance are in place?
What challenges exist
associated with culture and
ways of working?

Cost structure

* What areas of the system consume the greatest cost?
* What are the areas with potential for cost saving?
* What are the areas that pose risk of cost increase?

DevOps

* What is the current velocity of delivery?

* What kind of delivery standards are in place?

* Are there clearly defined performance metrics around the
software delivery cycle?

* What level of automation is there for deployment and testing?

Information and Monitoring

* What monitoring systems are
in place?
What level of redundancy is in
place?

confidential




GENERIC CANVASES

Generic canvases

Technology Evaluation Canvas

Deugned By -

TECHNOLOGY EVOLUTION CANVAS

Desgned For

Identifying MVP Value Perception Differentiate
Features Q Importancefor Q Customer Need * Customer Beneht 'Q: Technology | Competitor
Customer(+3 & -3) (+3&-3) o
Tech to Market Problem Validation

Problem - Solution Fit Solution - Market Fit

“umec

TRL Level / Development Levels Qj

Problem Q

~
L

Solution E

Customer
Segments

Co-Innovators / Partners &

Value Proposition ?

IPR Status ‘?

Risk and Barriers ==

Dt

Interviews

Teknical f

User )}

Decision Maker B

Partners 1”‘

confidential



GENERIC CANVASES

‘
%3 STRATEGYN

Jobs-To-Be-Done Canvas™

Powered by Outcome-Driven Innovation®

vz

JOBS TO BE DONE CANVAS

Job Executor

Core Functional Job-to-be-Done

Generic canvases

“umec

CONSUMPTION JOBS 1. DEFINE 2. LOCATE 3. PREPARE 4. CONFIRM
L J e (=] (-]
L J (] ) e
® @ a9 (=)
5. EXECUTE 6. MONITOR 7. MODIFY 8. CONCLUDE
® OV 3 o
k=] o o e
® L3 Q [}
RELATED JOBS DESIRED OUTCOMES
Overserved A Table Stakes
Appropriately
Serviced
EMOTIONAL JOBS ' :
Irrelevant Underserved

The Jobs-to-be-Done Canvas™ is licensed under a Creative Commons

wean  Attribution-NonCommercial-NoDerivatives 4.0 Intemational License.

Use the canvas in a team workshop as a starting point before

going into deeper ODI research

DEVELOPED BY: Tony Ulwick and Mike Boysen of Strategyn, LLC
information can be found at jobs-to-be-done.com and strategyn.com.

More

confidential



GENERIC CANVASES

Generic canvases

“umec

78

Project:
Team:
Version & Date:

Brief instructions: The aim is to record customer tasks
(jobs-to-be-done) in a structured way and to gain new
insights. The JTBD consists of three elements: (1)
description of the situation, (2) explanation of motivation
and (3) expected result.

JOB TO BE DONE CANVAS

JOBS TO BE PONE

More tips & tricks for this template on book page: 75

e« @\k\“
pesion W % e

THINKING -
TOOLBOX
-

Lewrick / Link / Leifer
The Pesign Thinking Toolbox
978-1-119-62919-1

Sentence:

Situation .

Describe the situation and application.

Whenl ..

1st iteration

Motivation 2

Explain the motivation.

| want to...

Expected result g

Define the result and goal of the task.

o | can ...

2nd iteration

g\

3rd iteration

g\

Get a PDF
Premium Design
Thinking Template:

JTP THE DESIGN THINKING TOOLBOX

BASIC TEMPLATE

WWW_.DT-TOOLBOOK. °°Méosn¥%fantial




GENERIC CANVASES

Generic canvases

“umec

U

CUSTOMER JOB TO BE DONE CANVAS

THE CUSTOMER_JOB_TO_BE_DONE CANVAS - i1 protoryee 002

The Customer_Job_To_Be_Done Canvas is built on the ideas of Clayton M. Christensen, Scott D. Anthony, Gerald Berstell and Denise Nitterhouse in their MIT Sloan Management Review Article Finding The Right Job For Your Product
It is also extended/influenced by Shoshana Zuboff's McKinsey Quarterly Article Creating Value in The Age of Distributed Capitalism.

THISTOOL IS A PROTOTYPE. NEVER USE IT AS IT IS. BUT UNDERSTAND IT, YOUR OWN SITUATION AND CUSTOMER JOB’S - AND THEN REDESIGN IT TO YOUR INDIVIDUAL NEEDS. GOOD LUCK

THEJOB THE CUSTOMER THE OPPORTUNITIES

JOB_TO_BE_DONE

In the customer’s words - what is the job they are doing that

causes them to pull the product or service into their life?

#ROLE
FUNCTIONAL

What is the functional role of the job?

HELGE
TENNQO

#ROLE
EMOTIONAL

What is the emotional role of the job?

i
i

SITUATION/LIFECYCLE

What, where, when and why did the job occur? As a decision

journey or as a part Of the customers everyday PFOCCSSQS?

#ROLE
SOCIAL

What is the social role of the job?

MOTIVATION

What motivated the customer to pull
the preduct into their life?

The last time they did the job and
didn’t use the product - what did they

use?

BARRIERS
What are the pains in the job the

product or service is solving?

GAINS
ROOT CAUSE / AMBITION
What is the root cause for the

customer doing the job?

RESCUE

What assets in today’s job could be

set free and digitized?

BYPASS

What process in today’s job
could as well be skipped?

RECONFIGURE
INDIVIDUALIZATION

What would the customer gain from

individual tailoring of the product?

SUPPORT
LONGEVITY

What would the customer gain from

helping with the job every day / in their every day

processes’

the company

©@®O

HELGETENNO.COM
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Generic canvases

1. Winning Aspiration

Wnat bold and meastrable outcomes define our strategic ambition?
What dedines winning with customers? Against Lop competitors?

EXAMPLES
looxf (1S oo fusiry bn constinmur sfufox thon anvd profiinddety
Bocame e Jooding vocks s platform fov bus

25y

nu-up-m- imiad srement thl b et @ i WED o 3t et CHTISmAT) and g YU W) e Compeaiars Rk paing b ey e s W1

PLAY TO WINCANVAS

Play-to-Win Strategy Canvas

STRATEGIC ISSUE

Wiy do we nood a now strategy?

EXAMPLES

Wonng Deored roasevy o
[ frny rowwvaw gomh
Noww (Civmgwitve Wy

“umec

2. Where To Play

What Should DO our playing BekI? In whnat Spaces will we competo?
What cuent Spaces should be changed? Wiere will we NOT focus?

EXAMPLES
Gonguptiex, (instoman segmonty, pvoskicty/services daributhn choonefy moducthon stges

3. How To Win

What aro (e Sources of our Sustainabie compotinve advantage?
What koy Oferings aifforentiato us and provido Supenon vsuwo?

EXAMINES
(haity;: pricer yrood o of e desigre dhabiity, comonionce fectmokgy; syl sipoe onvionce

n Chastn) WA b oy N hsocng WA 0o 0 i Do 0o E00mt  bo TR 3 WPTI. YETYWARTE S © hont sy o o1 n 1990 o oty 1 4 Dot b0 oquuten I nerjene e The O bk s 0 e ot o renticien B ok

4. Capabilities Needed 6. Reverse Engineering

WAL CATICAl Skits and Core activities must consistently Do performed at the What must De true in order for TS Strategy 10 DO & ST OF wWinning choxes?
PIGNEST Ioved In order 10 Achiove Ne aVantage in each of our chosen spaces? What conditions must be met? Wnt are the potential bariers Lo success?
[ XANIYES EXAMIAL S
Avved b devp cnstoumer understnaing. 05 1) prowesy cAorvmy ntthonsnp danting IvAniry st mvmasies sty chunnoty wilt ooy o provelinng compotiien ot wage O wer
INDUSTRY
WA TSt B Lri Wil st Do Tns
DOUt the sinctise DOWUT Ther MIraCive
of our noestry? of our segments?

n~~.'Fﬂ-“."-unﬂ(“'_‘_m“--““_‘ what (must Do L what must Do tha

5. Systems Required

What key Management SySLoms, processes, and SITUCTUS must wo nave in
oIy L0 SUSLaIN our Competitive capabilitios and SUPPOrt our strategic choices?

EXANPLES

CRM spstore msafors

u L gy e TR gt sys il W b foodd 1 eyt i, e, Tppart e Mt e WY 591 of (o0 CopuAAI 1Y @ u Rk !t b U 5 500y B queston. Ancamring N0 queion B My s vt pelamtd hasters b e e vl

CUSTOMER LUK

00Ut Wil our e x

LR WERE (o
N e e T T Tty
customens truly volue? channots truly yohw?

VN RMEEVTINT V00 s, SOMSMEW TRIPNTIYI S Javiianmas » fiviws WAL TSt B Lr Wik et be s
ROUR O Capatiiiti 0t OUr Costs v
va. Ihe competitian the competition?

(.(MH TIMON

Wl sl e broe
Hout how ol

competiton will sact?

TEAM

MATTHEW :MAY.com

VERSION DATE

bt s Wt bt st 4 W $5 bt &
ihqmdt—m‘-lodm
i 8 b Bk L B

Wt BAt Oy Bl | B | ey

7. Strategic Tests [ vomon

How will we test our "what must be true® conditions?

TEST LIVEL

Lo

Sl s

Do

nn----——-m—--—-

whiat Conaiion ane
Wit i 1t that wa now Wil we 1ot our
W OSE Wormeo
mast eam? Iypothests
might not be tue

W 15 Our Testabn

What Lae0nd IMeasa
why s it %0 botkes?

Wil Do Our sAancisd

WOTISOme ? e 0w o XY

{ proof

Will Pagpen”)
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Scenario Canvas .

Create scenanos, understand and design user-product interaction

Images from www businessmodelgeneratios

Knowledge partner in User-centered Design: www in

m
ter

Find more canvasses, online workshops, workshop facnhlators and knowledge on

SCENARIO CANVAS

Designed for Designed by

Date

Iteration No

Events

Context

Goal

User

C>O

Actions

Product

# knowledge.li

This work is licensed under the Creative Commons Attnbutlon ShareAlike 4.0 International Llcense
To view a copy of this license, visit |

T@OO0O®
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W Atlassian

Experience Canvas Hwothesis:

Problem 5

EXPERIENCE CANVAS

Date:

Iteration:

Stakeholders & Personas $

End to end demo &

Decision:

Test results ®

confidential
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CPPR FRAMEWORK

Value Proposition
¢ What: Economic Value/Environmental Value/Social Value

MARKETING PRODUCTION
Strategy PRODUCT strategy
. AGIGHAS, — Self-aware, baged on WRREE pPoduces \BEEEEN
E autonomous decigion making ]

Value Delivery
* Who: Customers’ Segments & Relationships/Use & End-of-Lite/Society Culture
® Who: Distribution Channels/Distribution/Scale of Outreach

satisfies

CUSTOMER

1 N 4
ey = | CUSTOMER
Self-aszesment, based on
SUPELIER ®emie real-time analysis of
strategy needs/behaviors

Value Capture
¢ Why: Value Stream/Environmental Benefits/Social Benefits
e Why: Cost Structure/Environmental Impacts/Social Impacts

constraints

Value Creation 1

e When, Where, How: Key Actrvities/Production/Governance
¢ Whom: Key Partners/Suppliers/Local Community

i

FeGuUIres

PROCESS

Self-negotiating, based on
decentralized decision-
making

Value Creation I1
* What: Key Resources/Materials’ Employees
e Whom: Key Partners/Suppliers/Local Community

[ :
SUPPOITS
X, RESOURCE ;
L B Self-improving, based on CONSUMES  mm—
BUSINESS mtelligent decision-makmg MANUFACTURING
strategy strategy

confidential



GENERIC CANVASES CONSUMER TREND CANVAS

CONSUMER

;

1. ANALYZE 2. APPLY
¥ Basic Needs & Drivers of Change @~ Innovation Potential
Which deep consumer needs & desires does this trend address? Why is this trend emerging now? What's changing? How and where could you apply this trend to your business?
Shifts: Long-term, widespread macro changes Triggers: Recent, short-term changes or technologies

YOUR

Generic canvases INNOVATION(S!)

& Emerging Consumer

Expectations

What new consumer needs, wants and expectations are created by the changes identified above? * | ns p | I at| on Which (new) custoiier grosps coukf you

Where and how does this trend satisfy them?

apply this trend to? What would you have
How are other businesses applying this trend? to change?

‘umec ' =S

confidential



GENERIC CANVASES

THEORY OF CHANGE CANVAS

I
PIYOO

THEORY OF CHANGE

I want to clarify my priorities

Generic canvases

“umec

by defining my goals and the path to reach them

What is the long-

What is the prob-
lem you are trying
to solve?

Who is your key
audience?

What is your entry
point to reaching
your audience?

What steps are
needed to bring
about change?

What is the mea-
surable effect of
your work?

What are the wider
benefits of your
work?

measurable effect?

wider benefits?

measurable effect?

wider benefits?

term change you
see as your goal?

KEY ASSUMPTIONS

KEY ASSUMPTIONS

KEY ASSUMPTIONS

KEY ASSUMPTIONS

KEY ASSUMPTIONS

KEY ASSUMPTIONS

STAKEHOLDERS

confidential
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DIGITAL TRANSFORMATION

Project:
Team:

Version & Date:

PIGITAL TRANSFORMATION ROAPMAP

Brief instructions: The Digital Transformation Roadmap
helps to integrate initial digital product and service ideas
into the existing business model and at the same time to
develop a future business model. On the one hand, the
current and future customer needs are considered.

More tips & tricks for this template on book page: 281

RPN |rick / Link / Leifer
~ 4 The Pesign Thinking Toolbox
978-1-119-62919-1

———— 0;./
Tosion W ﬁa
THINKING + - = :

TOOLBOX
)

Digital implementation /7.

Determine the implementation.

Design of the value-added network

\and

Implementing the
business model

Designing
customer experience

Pigital fit D&

Evaluate the options.

1

Evaluating the
options

Pigital potentials |~

Ascertainments of

T

Design of the TARGET-

Ascertainments of

Outline the existing business model.
The aim is to understand reality in different
dimensions.

value chain

-

—.

Identify best practices and enablers. best practices business model enablers and external partners
Digital ambition =~ Defining of the

Define goals of the digital transformation. goa/s

Vigrl’al realltv =2 @ Analysis of Outline the ACTUAL business model Ascertainments the

customer requirements

Get a PDF
Premium Design
Thinking Template:

JTP THE DESIGN THINKING TOOLBOX

BASIC

TEMPLATE

WWW.DT-TOOLBOOK . COM/ SHOP, ..
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For more information on the ALL-Ready Capacity Building Programme,
please contact:
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Copyright: All photos have been downloaded from INRAE’s photo library https://mediatheque.inrae.fr/. All rights reserved.

ALL:i%
Ready

This project has received funding from the
European Union’s Horizon 2020 research
and innovation programme under grant
agreement No 101000349 (ALL-Ready).

www.all-ready-project.eu



mailto:isabelle.couture@enoll.org

