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Today’s Agenda 
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Business Canvas using example 
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Evaluation & Close  



Poll Results

00%      14% 21% 45% 20%

00%      08% 08% 47% 37%

00%      18% 24% 45% 13%

In our strategy planning, I push for a more 
expanded definition of our market

In our company when we talk about the market 
we operate in, we typically use a human 
needs-based definition

The opportunity for our company is to change 
to a more human needs-based definition of the 
market we operate, and thus become more 
innovative



Overperformers 
play chess and 
checkers
simultaneously 

Willingness to accept new 
business models

39%
71%



From supermarket 
shelves to cafes & 
subscription models 



Talking about 
business models

• More often

• With different people

• Earlier in the process



Maaike Doyer 





> 3 million copies.
> 35 translations 



model canvas 
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at an example 

Let’s have a look 

























X



YOUR TURN!





Michael Dubin



Frustrated about 
expensive 
razor blades 



What if he 
would eliminate
the expense 
and hassle?



For $1 a month, We 
send high-quality 
razors right to 
your door 





2014:
‘own the men’s 
bathroom’
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BMC in your organization?

How might you use the



Discuss more often, with different people at an earlier stage

Play chess and checkers simultaneously

Business acumen ≠ a PhD in econometrics 

Take outs 



Exercise

Individually

Session reflections & 
next steps 

05 min







Excerpt from 
Humanizing Growth 
Series with Hans 
Ploos van Amstel, 
CFO Adecco
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Digital sameness 



Lead the cross-silo 
discussion 



Friday February 12
9 AM EDT | 2 PM BST | 10 PM CST

Alex Weller & 
Evelyn Doyle

Hosted by IRG Founder Frank van den Driest



Friday February 26
9 AM EDT | 2 PM BST | 10 PM CST

Charlotte Petri Gornitzka
Assistant Secretary General

Hosted by IRG Founder Marc de Swaan Arons

Register here



See you next week!


