INVESTMENT READINESS LEVEL £ s

BUSINESS

LEVEL9 7\ HIGH
Identify and Validate Metrics That Matter M)
LEVEL 8

Validate Value Delivery (Left Side of Canvas)

LEVEL7

Prototype High-Fidelity Minimum Viable Product

LEVEL6

Validate Revenue Model (Right side of Canvas)

LEVELS MEDIUM

Validate Product/Market Fit

LEVEL 4

Prototype Low-Fidelity Minimum Viable Product

LEVEL 3

Problem/Solution Validation

LEVEL?2

Market Size/Competitive Analysis

LEVELT LOW

Complete First-Pass Business Model Canvas
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STORYTELLING CANVAS Q-

SUBJECT GOAL AUDIENCE

What is the story about? What do you want to What is your story’s
achieve with this story? audience? What are their
needs?

BEFORE 1. SETTHE SCENE 2. MAKEYOUR POINT 3. CONCLUSION AFTER

What does your audience think, What do you need to introduce? ~ :  The audience’s A-Ha moment. i The end of your story. What is the What does your audience think,
feel, know, want, before they have What should be set up or ex- i conclusion? What is your call to feel, know, want, after they have
' action? experienced your story?

experienced your story? plained?
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BLANK CANVAS 5 s’
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RISKIEST ASSUMPTION FINDER

DESIGN A
>52 BETTER
Y BUSINESS

ALREADY VALIDATED

Validated assumptions and
facts go in this box.

RISKIEST ASSUMPTION

There can be only one riskiest
assumption.

LOW IMPACT

HIGH IMPACT
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EXPERIMENT CANVAS - sma

RISKIEST ASSUMPTION RESULTS

What is the riskiest assumption Record the qualitative or
you want to test? quantitative results of the experiment

FALSIFIABLE HYPOTHESIS

Construct your hypothesis

We believe that < specific, testable action >

Will drive < specific, measurable outcome >

CONCLUSION

Within < timeframe > Did your results match your hypothesis?
Or did they contradict your hypothesis?
And was your result clear enough?

VALIDATED

EXPERIMENT SETUP
What kind of experiment will you use? |N\/A|_|DATED

What are you measuring? How many times?

INCONCLUSIVE

NEXT STEPS

What is your next move?
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CONTEXT MAP® CANVAS

DESIGN A
>52 BETTER
Y BUSINESS

DEMOGRAPHICTRENDS

Look for data on demograph-
ics, education, employment.

Are there big changes that
will impact your business?

RULES & REGULATIONS

Are there trends in rules and regu-
lations that will impact your business
in the near future?

ECONOMY & ENVIRONMENT

What are trends in the economy and in the
environment that will impact your business?

COMPETITION

What trends do you see among your
competitors? Are there new entries?

YOUR
COMPANY

TECHNOLOGY TRENDS

What are the big technological
changes that will impact your business
in the near future?

CUSTOMER NEEDS

What are the big trends in customer
needs? How do the expectations of
customers develop in the near future?

UNCERTAINTIES

Do you see any big uncertainties?
Things that can have a big impact,
but it's unclear how or when?

© THE GROVE CONSULTANTS INTERNATIONAL
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5 BOLD STEPS VISION® CANVAS - sma

VISION STATEMENT

What is the future state of

your business? How are you
going to help your
customer?

BOLD STEPS

The big steps towards your vision

CHALLENGES

What are the challenges
that hinder you while
reaching your vision?

SUPPORTS

What are the supports
that strengthen you while
reaching your vision?
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BUSINESS MODEL CANVAS

KEY PARTNERS

Who are your key partners?

KEY ACTIVITIES

What are the activities you per-
form every day to deliver your
value proposition?

KEY RESOURCES

What are the resources you
need to deliver your value
proposition?

VALUE PROPOSITION

What is the value you deliver
to your customer? What is the
customer need that your
value proposition addresses?

CUSTOMER RELATIONSHIPS

What relationship does each
customer segment expect you
to establish and maintain?

CHANNELS

How do your customer seg-
ments want to be reached?

CUSTOMER SEGMENTS

Who are your customers?

COST STRUCTURE

What are the important costs you
make to deliver the value proposition?

REVENUE STREAMS

How do customers reward you for the
value you provide to them?
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DESIGN CRITERIA CANVAS 4 sma

MUST

Must-haves and
non-negotiables

SHOULD

Should-haves and
important features

COULD

Could-haves and optional
features

WON'T
Won't haves - things that are

definitely not on the table.
Also non-negotiables.
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DESIGN A
INNOVATION MATRIX B
SUBSTANTIAL
COST ‘ REVENUE
INCREMENTAL
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TEAM CHARTER CANVAS - sma

TEAMVALUES

What are the values that
are recognized by all
team members that the
team live by?

EXPECTATIONS

What do team members
expect from eachother in
order to be(come) a

successful team?

DRIVER TEAM GOALS

Who is behind the wheel? Who What is the goal the team
is the navigator? How will the team want to reach? When is the
choose a direction? How will the effort a success?

team take decisions? n

TEAM MEMBERS

Who is on the bus and what
do they bring to the team?
Roles, values, skills,
character traits?

TROUBLE .

What will you do
when the shit hits
the “van”?

ENERGY SOURCE

What generates energy in
the group? What gets every-
one going?

OBSTACLES

What would prevent the
team to reach their goal?
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VALIDATION CANVAS 4 sma

START PVOTT - PIVOT - PvOT3 - pIvor 4

-----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

RISKIEST
ASSUMPTION

CUSTOMER
SEGMENT

-----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

CUSTOMER
NEED

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

PROTOTYPE
T0 VALIDATEWITH

___________________________________________________________________________________________________________________________________________________________________________________________________

-----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

MINIMAL SUCCESS
CRITERION

""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""

RESULT

©Q@® @ @® @ | 5YDESIGNABETTERBUSINESS (O
This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License
http://creativecommons.org/licenses/by-sa/4.0 or send a letter to Creative Common:



COVER STORY VISION® CANVAS Q-

MAGAZINE COVER BIG HEADLINES THE INTERVIEW THE BOTTOM LINE
w The big headlines about your i The in-depth interview about i What does the finance
business i your business i section say?
QUOTES
Some great quotes to go with your E

article

E‘

(34

N
#HASHTAGS ?

&&F INSTAGRAM PICTURES
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CUSTOMER JOURNEY CANVAS 4 sma

CUSTOMER NEEDS

What are the customer’s basic
needs at this moment?

KEY MOMENT

What does the snapshot picture
of this moment look
like?

CUSTOMER SATISFACTION

How satisfied is the customer at
this moment?

©
O
&
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PERSONA CANVAS & s’

NEGATIVE TRENDS

Negative trends from the
environment

POSITIVE TRENDS
O go Positive trends from the

environment

HEADACHES S NEED S OPPORTUNITIES

Professional and work l- : ! What does this person . X ‘ Professional and work related
related issues . : really want? ' ' . positive outcomes
FEARS - NAME ‘. HOPES
Personal issues Personal goals and

ROLE hopes
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HERO’S JOURNEY CANVAS 4 s

1. ORDINARY WORLD 2. CALLTO ADVENTURE

Setting the scene. The hero becomes aware of the
need to change.

3. REFUSAL OF THE CALL

The hero becomes aware of the
need to change.

12. RETURN WITH ELIXIR

The hero brings back the new know-
ledge for everyone to use.

ORDINARY WORLD

The world as it really is

4. MEETING THE MENTOR

Someone or something that
convinces the hero that change
is possible.

5. CROSS THE THRESHOLD

The hero takes action and has
initial success.

11. RESURRECTION

The hero realizes that he has survived
and that he has new knowledge. The
world is no longer the same.

ASCENT DESCENT

The story continues The story progresses
back towards the towards a climax in
ordinary world the special world

SPECIALWORLD

The world as it could be

6. TESTS, ALLIES, ENEMIES

Progress becomes difficult, help
comes from unexpected sources.

10. THE ROAD BACK

The hero deals with the consequences
of his ordeal.

9. THE REWARD /. THE APPROACH

The hero now receives a means The hero starts to make headway,
to repeat his success more 8 ORDEAL DEATH & REB'RTH comes to the edge of the dangerous
easily. ) ! place where knowledge is hidden.

The hero barely overcomes the

mostdifficult test and jc changed

tribut
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VALUE PROPOSITION CANVAS

GAIN CREATORS

What can you offer your customer
to help them achieve their gains?

PRODUCTS & SERVICES

GAINS

What would make your customer
happy? What would make their life
and the job-to-be-done easier?

JOB-TO-BE-DONE

What are the products and ser-
vices you can offer your customer
so they can get their job done?

PAIN RELIEVERS

How can you help your customer
to relieve their pains? What problems
can you eradicate?

What is the job the customer
wants to get done in their
work or life??

PAINS

What is annoying or troubling your cus-
tomer? What is preventing them from
getting the job done?
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CREATIVE MATRIX - s’

CUSTOMER SEGMENT 1 CUSTOMER SEGMENT 2 CUSTOMER SEGMENT 3 CUSTOMER SEGMENM; CUSTOMER SEGMENT 5

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

CATEGORY 5
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DESIGN A
>52 BETTER
Y BUSINESS

WALL OF IDEAS
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MAGIC 8-BALL CANVAS

DESIGNA
>52 BETTER
Y BUSINESS

ABSOLUTELY!

Outcomes that are really
positive and that you try to get

ASK AGAIN LATER...

Outcomes that you can't be
sure of right now

OUTLOOK IS GOOD!

Outcomes that are
likely to happen

BETTER LUCK NEXT TIME!

Outcomes that are not what you want
but that you can live with

PROBABLY NOT

Outcomes that are probably
not going to happen

NO WAY JOSE!

Outcomes you are absolutely
trying to avoid
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WAR ROOM CHECKLIST

%

DESIGNA
BETTER
BUSINESS

PARTICIPANTS

need to work together have access
to the war room. They need to see it!

nl/<
]
Make sure all the people that @

WALL SPACE

Plenty of wall space to
put up templates

r/\_,%

and create an j | 0
. 2 = \

overview fv\ ,f~\

\
1 N
— S “
1
! )

R
\
i \
/s ‘
— \
[

4 1 \ ‘\
FLOOR SPACE PN
Plenty of space to move o

around helps building a big picture
and allows for fresh perspectives

S8
[ CAMERA

A camera is the easiest way to
keep notes in a visual war room.
Store them by date and see progress!

N

=) FACLITATOR

{
’ \
.

MOBILE FURNITURE

Standing desks and mobile furniture
prompt people to move and keep
. their minds active

5 3

POST-ITS AND MARKERS

Have enough colored post-its and
markers for everyone!
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PROTOTYPE CANVAS - s’

G) CUSTOMER | STEP 1 | STEP2 | STEP3 | STEP4 | = (USTOMER'S
PROMISE : JOB-TO-BE-DONE
ATRNATVE ATERNATVE ATERNATVE  © ATERNATVE
{2 KEY FEATURES  THEEXPERIENCE § THEDXPERIENGE ¢ THEEXPERIENCE  § THEEXPERIENCE | © CUSTOMER'S
+ Why can't we + Why can't we + Why can't we + Why can't we

skip this step?

skip this step?

skip this step?

skip this step?

BENEFIT(S)
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DIGITAL PROTOTYPE SKETCHPAD (IPHONE) ~$- s’

) ) )

o C— o C— o C—

\. Q v, \ Q J \_ Q y

TITLE TITLE TITLE
NOTES NOTES NOTES
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