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IRG 100 Roadmap
Why » What » How

1.1 Humanized Growth Study 2.1 Abundant Markets 3.1 Human-Centric Transformation

1.2 Leading Humanized Growth

2.2 Multiple Business Models 3.2 Open Culture

1.3 Decoding the World

2.3 Evolving Experiences 3.3 Anticipative Organisation

1.4 Humanized Growth 2.4 Da Vinci Growth CMO 3.4 Whole-Brained

1.5 Personal Passion & Purpose

3.5 Diversity for Growth

2.5 Da Vinci CMO Attitudes & behaviours

Key
. Set-up & Finale Sparring

. Core cirriculum Milestone
. Leadership @ Feedback




Today's Agenda

05’ Introduction
25’ Business Canvas using example
30’ Group Exercise

25’ Plenary Discussion

05’ Evaluation & Close
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In our strategy planning, | 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
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Willingness to accept new
business models



From supermarket
shelves to cafes &
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Introducing

Oesi. HomeMade
Created by us.
Made by you.
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Talking about
ousiness models

* More often

« With different people

* Earlier in the process
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> 3 million copies. \ 7

You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow's enterprises. It's a book for the..
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An amazing crowd of 470 practitio

DESIGNED BY

Alan Smith, The Mavement




The business




Business model canvas
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DOLLAR SHAVE CLUB
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Frustrated about
expensive
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SMAVE TIME. SHAVE MOBMaEY.

For S1 a month, We
send high-quality

CHOOSE YOUR BLADE
We have 3 high quality
options for you.

TREAT YOURSELF
Pop on a fresh new
blade when you want.

ADJUSTAS YOU GO
Blades and frequency
— you're in control.

EASY CANCEL
Seriously, we should
make it harder.

“I like shaving

with a dull razor.”
- No one, ever.

—— CHANGE YOUR BLADE EACH WEEXK —




OUR
BLADES

ARE

F**KING

GREAT

DollarShaveClub.com - Our Blades Are F***ing Great

26.771.310 weergaven * 6 mrt. 2012 il 134k &) 26K » DELEN =4 OPSLAAN




2014: R :

WELCOME TO YOUR
BETTER BATHROOM

FAUST GOT A LOT COOLER IN TH




DOLLAR SHAVE g_%

~ SHAVE TIME. SHAVE MONE)
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Take outs

M Business acumen # a PhD in econometrics
M Play chess and checkers simultaneously

M Discuss more often, with different people at an earlier stage




Exercise

Individually

Session reflections &
next steps




MT

MANAGEMENT

SLOAN SCHOOL

FALL 2016 ISSUE

Clayton M. Christensen
Thomas Bartman
Derek van Bever

The Hard Truth
About Business
Model Innovation

Many attempts at business model innovation fail. To change
that, executives need to understand how business models
develop through predictable stages over time — and then
apply that understanding to key decisions about new business
models.



HBR

it HBRIdeaCast

Harvard Business Review

Every Business Can Be a Subscription Business
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Alex Wel

Evelyn D¢

Friday February 12

9 AMEDT | 2 PM BST | 10 PM CST

patagonia

Hosted by IRG Founder Frank van den Driest



Charloite Petri Gorn

Assistant Secretary General

Friday February 26

? AMEDT | 2PMBST | 10 PM CST

unicef e

\

Hosted by IRG Founder Marc de Swaan Arons
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