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HUMANIZED GROWTH

ABUNDANT 

MARKETS

EVOLVING

EXPERIENCES

MULTIPLE MODELS

OPEN CULTURE

ANTICIPATIVE

ORGANIZATION

WHOLE-BRAINED

The 7 

Building Blocks 

of Real Growth 



Evolving expectations

Your previous best

experience, is the baseline 

expectation for the next



Constantly improving 

your experience 



Overperformers rewrite 
the culture script



Building an ecosystem 

with complementary 
partners 

External

connectivity

39%
67%



More diverse strategic 
decision-making 

Diversity in strategic

decision making 

48%
72%



“Procedures, 
structure & quality”

Index

underperformers 133

overperformers 83



Index

underperformers 83

overperformers 150

“Innovation, change & 
entrepreneurship”







Creating an antifragile culture

Growth through 
Experimentation



1. Experimentation  = 

A Growth Mindset





LOSERS

In the last 15 years, 52% of the 

fortune 500 companies have 

disappeared.

1995
average life expectancy 

= 75 years 

2015
average life expectancy 

= 15 years 

vs

WINNERS

The world’s most innovative and 
fast growing businesses are 

customer and experiment 

obsessed.

1300 2000 7000

2000 7000 100k+





Transformation Pyramid Of Needs

MINDSET 
TOOLING

(Tech)

PROCESS

(Org + Test & Learn)

PEOPLE

(Culture change + Talent / Capabilities)

STRATEGY

You CAN’T 
ACHIEVE THIS

Without this



Growth Mindset

MINDSET 

Mindset Talent & Capabilities

Growth Mindset

PEOPLE
(Culture change + Talent / Capabilities)



Growth Mindset

MINDSET 

Growth Mindset



Growth Mindset

MINDSET 

Growth Mindset

GROWTH MINDSET FIXED MINDSET



Organisational characteristics

Fixed Mindset Growth Mindset

A small handful of “star” players are 
highly valued. Big focus on status

More rigid planning, more waterfall 
approaches and less innovative thinking

More likely to hire from outside (‘Buy’ talent) 
and emphasize applicants’ credentials and 
past accomplishments

More positive views on potential to be unlocked
across a wider range of colleagues & employees

More innovative, risk-taking culture. More 
experimentation and less fear of uncertainty

Likely to hire from within ranks and value 
potential and a passion for learning

Organisational
characteristics



Being a “work in progress”
Individuals / organisations who believe their talents can be 

developed (through hard work, good strategies, and input 

from others)

RealityMyth 

Being ‘open’ or positive’
I’m flexible or open-minded or with having a positive 

outlook

Rewarding effort is enough

Any and all effort can and should be rewarded

It will happen naturally

Just espouse a growth mindset, and good things will 

happen

Implementation is key

Organizations that embody a growth mindset encourage 

appropriate risk-taking, and organize around it. They 

enable psychological safety.

Rewarding learnings and progress

Reward learning and progress. Emphasize the processes that yield 

these things, such as seeking help from others, trying new strategies, 

and capitalizing on setbacks to move forward effectively

Misconceptions



Experimenters Index

S&P 500

Stock Performance of 
Leading Experimenters

Source: 
Experimentation Works 2020, 
Stefan H. Thomke

Walmart, State Farm Insurance, the Dow Jones & 

Company, BBC, Sky UK, Nike, FedEx, Kohl’s, Publix 
Super Markets, and Petco

Growth Mindset Index



➔ Data Visualisation

➔ Data Storytelling

➔ Data Analytics

➔ Machine Learning

➔ Statistical Inference

➔ Data Project Mgmt

➔ Stakeholder Mgmt

➔ Data Strategies

➔ Data Fundamentals 

Managers

➔ Service Design

➔ Customer research

➔ User Experience Design

➔ Omnichannel strategy

➔ Behavioural science

➔ Communication & 

copywriting

➔ Customer Lifecycles

➔ Product Mgmt

➔ Experimentation

➔ Digital channels

➔ Change management

➔ Agile

➔ Digital Marketing

➔ Business modeling

➔ Conversion Rate 

Optimisation

➔ Branding and Culture 

➔ Automation

Customer ExperienceGrowth & InnovationData & Analytics

➔ Growth Mindset

➔ Outside-in Mindset

➔ Self-learning Mindset

➔ Data-driven Mindset

➔ Experiment Mindset

➔ Productivity Mindset

Building Foundational
Capabilities 

Mindset



Source: Coursera Global Skills Index 2020



Our success at Amazon is a function of 

how many experiments we do per year, per month, per week and 

per day.  Being wrong might hurt you a bit but being slow will kill you.



Yourself

Your direct team

Organisation

Department/BU

Very low Very high

Growth Mindset



2. Rituals of 
Experimentation



Rituals 



Embracing false positives

Let’s test it!Let’s test it!
This didn’t 
work out

But we 

learned 

this

Embracing false 
positives



Other rituals

Sprint planning

Retrospectives

Experiment design

Psychological 

safety

Escalation paths

Data-informed

decisions

Impediment 

removal team

Thinking in 

incremental bets

Cross functional 

teams

Rewarding 

learning

Learning time 

dedication

Stakeholder 

alignment

Qual & Quant 

research
Hypothesis 

ranking

Visible Kanban 

boards

Participatory 

budgeting

Win/Fail board & 

parties

Documentation & 

sharing

Experiment design

Data-informed

decisions

Thinking in 

incremental bets

Other rituals



SMALL POLL



POLL

How much do you as a leader enable your teams to 

embrace a growth mindset in their daily business?



How much do you as a leader enable your teams to 

embrace a growth mindset in their daily business?

Source: Growth Tribe n=376

82%

Leadership

“All the time + Often”

Teams

“All the time + Often”

❏ All the time

❏ Often

❏ Sometimes

❏ Rarely

❏ Not at all

POLL

14%



Source: Bain, “Closing the delivery gap”

POLL | careful with confirmation bias

To what extent does our organisation deliver a “superior 
experience to our customers?

What the companies say What the customer says

80% 8%



POLL | Leading indicators of growth mindset /       

experimentation adoption

✓ Data-informed

✓ Continuous experimentation

✓ Incremental approach

✓ Psychological safety “ok to fail”

✓ Continuous learning

✓ Systems thinking

✓ T-shaped

✓ Disruptive thinking



🚫 Failure is frowned upon / psychological safety

🚫 Lack of resources

🚫 Lack of time dedication

🚫 Lack of necessary capabilities (need to 

outsource) ex: Data; Experiment design...

🚫 Budget allocations

🚫 Yearly planning

🚫 Egos

🚫 “We’ve tried this already” attitude
🚫 No limited blast radius “what will the customer 
think?”

Source: Growth Tribe survey of 465 teams

🚫 Immune system not aligned

➔ Legal

➔ Compliance

➔ Branding

➔ Governance

🚫 Clear structures /escalation paths for support

🚫 No access to data / data is siloed off

🚫 No incentives to take risks

🚫 Incentives on velocity vs KPI improvement

🚫 Getting lost in ideation/discussions vs execution

🚫 I can’t access a credit card

POLL | Typical blockers to Growth Mindset / Experimentation



TREND 

FORECASTING

MACHINE 

LEARNING
DIGITAL INTUITION

CUSTOMER 

EMPATHY

WORKFORCE 

CAPITAL
DIVERSITY

NEW 

ORGANISATIONAL 
DESIGNS

DATA LITERACY DIGITAL STRATEGY
PERFORMANCE 

MANAGEMENT

SERVANT 

LEADERSHIP

CULTURAL 

TRANSFORMATION

GROWTH MINDSET 

AT SCALE

NEW BUSINESS 

MODELS

CUSTOMER 

CENTRICITY

CHANGE 

MANAGEMENT
EXPERIMENTATION

DATA-DRIVEN 

DECISION 
MAKING

POLL | T-shaped Leader 



Let’s look at some 
use cases for inspiration



3. Use Case 1





2-6 months lead time



Experiment 1

Experiment 2

Experiment 3

Experiment 4

Experiment 5

Experiment 6

Experiment 6

Experiment 7

Experiment 8

Experiment 9



2-6 months lead time



Experiment 6

Drive targeted traffic New landing page



“The Tesla model S, 
cheap and delivered 

quickly”

‘Limited blast radius’



1 Person

Drive targeted traffic New landing page

Email sent out

New self service
onboarding

Experiment 6





2 Days

1 Hard Conversion (sale) 

in the 1st day

1 Person

€130 + 
Labour Cost + 

€5-8 / Lead

Early signals of 
Experiment 6



800% increase in 

leads and sales



MINDSE

T 

Customer Experience

Growth & Innovation

Data & Analytics

Mindset

Experiment 1

Experiment 2

Experiment 3

Experiment 4

Experiment 5

Experiment 6

Experiment 6

Experiment 7

Experiment 8

Experiment 9



Developing a vision 

and strategy

Establishing a sense 

of urgency

Communicating the 

change vision

Creating the 

guiding coalition

Empowering broad-

based action

Consolidating gains 

and producing more 

wins

Generating short-

term wins

Anchoring new 

approaches in the 

culture

Kotter 8 steps to 

leading change





4. Use Case 2



Reducing Friction

Source: https://builtformars.co.uk/

Reducing Friction



Source: https://builtformars.co.uk/

Reducing Friction



Significantly less effort Significantly less time

Reducing Friction



Open an account directly 

through the app

Creating a memorable 

experience when your card 

arrives

Changed the perspective of 

when your account is ‘open’

Remove the worst part of the 

traditional experience

Reducing Friction



By the way

By the way



Open account at ING: 50+ steps, >8 days

Land on page

Accept cookies

Select account type

Scroll down

Read information

Click CTA

Read form info

Select extra options

Scroll down

Click CTA

First name

Last name

Phone number

E-mail address

Sir/Miss

Click CTA

Enter zipcode

Select office

Click CTA

Account Number !!

Free up 30 minutes + 

travel time in your 

schedule

Select time slot

Click CTA

Read confirmation

Click Confirm

Wait

Transport to the 

office

Report at desk

Wait

Enter meeting room

Have conversation

Fill in form

Hand over Passport

Wait for verification

Account Number

Signature

Account Number !!

Open account at ING:
5-+ steps, >8 days



Time to WOW-moment

+22% in sign-ups / account creations

Flipping the wow



How long did 
that take?

97 Days

22+ Account creations

14 Person

€28000 
(out of pocket +Labour 

Cost)



A typical journey



Change at the 

molecular
level



Our Activity



‘Every journey starts 
with the first step’



OMTM
One Metric That Matters



I/We believe that

To verify that, we will

We are right if

Describe your experiment 

on how to deliver a greater 

customer experience

And measure

Brief description of the 
experiment

Start date 

End date

Possible blockers 

Estimated costs

We believe that by doing X the outcome can be Y

(Make sure it’s testable, measurable and not too broad)

Describe your experiment in detail

(Include as much detail as possible)

Describe what you will measure to validate or invalidate your 

experiment

(Both quantitative and qualitative data)

Describe your minimum success criteria

(What is the minimum goal we are setting to decide whether 

our hypothesis is validated or not)

Working around challenges rather than 

being blocked

Experiment 

Design 



I/We believe that

To verify that, we will

We are right if

Experiment 

Design 

And measure

Brief description of the 
experiment

Start date 

End date

Possible blockers 

Estimated costs



Our success at Amazon is a function of 

how many experiments we do per year, per month, per week and 

per day.  Being wrong might hurt you a bit but being slow will kill you.



Thanks ☺



Deepdives
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Challenger 
Board 



Agency 
Partnering 







Jun

Virtual Cannes Finale 

in your calendar

Alexis Nasard
CEO

Kantar

Conny Braams
Chief Digital & 

Marketing Officer

Unilever

Sanda Ojiambo
CEO

United Nations 

Global Compact

Mark Read
CEO

WPP

Carol Chen
Global Marketing 

VP

Shell

Hans Ploos van 
Amstel
CFO

The Partners Group

Monday June 21
9 AM EDT | 2 PM BST | 9 PM CST



See you next week!


