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Social Business Canvas (Super hero canvas)

Superhero story - What's your nemesis and how will you defeat it?

Social Value

What's the problem?

Who benefits?

How will they benefit?

How will you know they benefit?
(metric)

User Value

Who's using it?

Why do they choose to use it?
What problem is it solving for
them?

Key Activities
What are the key activities you
need to do to deliver your value?

Key Resources

What do you need to for it to
work?

What have you got (incl skills,
networks people)

What are you missing?

Competitive Advantage
What's your unique super
power?

Risks and Threats
What could defeat you? (It
could be internal, market or
macro environment risks)

Channels
How will you reach your users
AND clients?

Partners
Who are the key partners in
making this happen?

Financial Value and Revenue

Who pays for this?
Why do they pay?
How do they pay

Cost Structure

What are the key costs for your business model (fixed, variable,

economies of scale?)
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Innovation = Invention x Commercialization
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Product Innovation
(udanssuwaantun)
Service Innovation
(uscanssuusns)
Process Innovation
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Business Model Innovation
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differentiated relevant to

7 GUIDE /
COMMOOITIZATION
exper‘lences
STAGE
/ COMMODITIZATION need

posi

commodities COMMODITIZATION
undifferentiated EXTRACT R

pricing ConversationAgent.com

[illustration of the concepts B. Joseph Pine |l and James H. Gilmore use to describe product innovation in
consumer markets as a five-staged “progression of economic value” from commaodities to goods to services to

experiences to transformations, where the customer undergoes a positive change.]



Commodity to

Remarkability

$2.00 - $5.00
EXPERIENCE

75¢ - $1.50
SERVICE

1¢ - 2¢
COMMODITY

source: Pine & Gilmore | “Experience Economy”
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Perceptual Map

Starbucks
Caribou .

Mc Donald’s

7 Eleven

Dunkin’ Donuts




Reduces Rewards  Nostalgia Design/ Badge
anxiety me aesthetics value
I e ny’n .
Wellness Therapeutic Fun/ Attractiveness  Provides
value entertainment access
FUNCTIONAL
00 .
o mE didn B (O
i R &
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
Reduces Avoids Reduces Quality Variety Senso Informs
effort hassles cost appea
SOURCE 2015 BAIN & COMPANY INC

FROM "“THE ELEMENTS OF VALUE.”" SEPTEMBER 2016 HBR.ORG



The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.
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30 Elements of Value for Consumers*

* Self-
Transcendence

Social Impact

* Provides Hope

» Self-Actualization

* Motivation

* Heirloom

» Affiliation and Belonging

Life Changing

Reduces Anxiety * Wellness

* Rewards me * Therapeutic Value
* Nostalgia * Fun/Entertainment
* Design/Aesthetics Attractiveness

* Badge Value * Provides Access

Emotional

+ Saves Time * Connects * Sensory Appeal

« Simplifies * Reduces Effort * Informs

» Makes Money * Avoids Hassles * Integrates
Functional + Reduces Risk * Reduces Cost * Variety

+ Organizes * Quality

*Rotman Management




40 B2B Elements of Value*

*Vision
*Hope
*Social Responsibility
Career
*Marketability
*Network Expansion
*Reputational Assurance

Personal
*Design & Aesthetics *Fun & Perks

*Growth & Development *Relaxed Anxiety

Productivity Relationship

*Time Savings *Responsiveness
*Decreased Hassles *Expertise
*Reduced Effort *Commitment
eInformation *Stability
*Transparency *Culture Fit

Operational Access Strategic

_ _ *Availability
*Connection eIntegration Variety Risk Reduction *Reach
*Organization <Simplification *Configurability = sFlexibility *Component Quality
Economic Performance
*Improved Top Line  +Cost Reduction *Product Quality Scalability eInnovation

*Meets Specifications *Acceptable Price *Regulatory Compliance *Ethical Standards
*Rotman Management
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Early Early Late
Adopters Majority  Majority

Laggards

Innovators

PIVOT

JSunagns

MVP - Minimum Viable Product The Whole Product

Tﬁe
Chasm

Crossing the Chasm : Marketing and Selling High-Tech Products to Mainstream Customers or simply Crossing the Chasm - Geoffrey A. Moore



Points-of-parity (POPs)
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Points-of-difference (PODs)
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Unique
Value

Proposition

Customer’s Perception
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AR TASTE THE WORLD
48 SAVOR ASIA

28 May - 01 June 2019

IMPACT Exhibition and Convention Center
Bangkok, Thailand
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Diagnose

" Problem definition "

. Visualising
ideas

Idea
generation
workshops

Writing
the brief

Prototyping A recordof the
process

Collating and
distributing
conclusions

Propositions

Specification

Creating
a visual

w@ -

Development
Methodologies

Discover

T

Sprint #1
Develop ’ o Discover
.

Develop

Discover Agile Method

Design

Develop

’ Test

Waterfall Method

Ry

Sprint #2
/

Tes



Discover ______ Define Develop T

Idea
generation
workshops

Mapping and
visualising Writing
the customer the brief
journey Creating

a visual
record of the
process

Visualising Prototyping
ideas
Creating
user
profiles

Collating and
distributing
conclusions

Propositions

Diagnose Specification
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Social Business Canvas (Super hero canvas)

Superhero story - What's your nemesis and how will you defeat it?

Social Value

What's the problem?

Who benefits?

How will they benefit?

How will you know they benefit?
(metric)

User Value

Who's using it?

Why do they choose to use it?
What problem is it solving for
them?

Key Activities
What are the key activities you
need to do to deliver your value?

Key Resources

What do you need to for it to
work?

What have you got (incl skills,
networks people)

What are you missing?

Competitive Advantage
What's your unique super
power?

Risks and Threats
What could defeat you? (It
could be internal, market or
macro environment risks)

Channels
How will you reach your users
AND clients?

Partners
Who are the key partners in
making this happen?

Financial Value and Revenue

Who pays for this?
Why do they pay?
How do they pay

Cost Structure

What are the key costs for your business model (fixed, variable,

economies of scale?)
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PROJECT END GOALS
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Vhat does be
HEAR?

what friends say
what boss say
what influencers say

VWhat does be
THINK AND FEEL?

what really counts
major preoccupations

warries & aspirations

What does bhe
SAY AND DO?

attitude in public
appearance
behavior towards others

VWhat does he
SEE?

environment
friends
what the market offers

Saurce: Adapted from XPLANE

PAIN

fears
frustrations
obstacles

Empathy Map courtesy of
www.eventmodelgeneration.com

GAIN

“wants” / needs
measures of success
obstacles




anfdowaantur

1S191n%9an KU

siwagavanm / Unykifio fiwavavanm / Jrykifio

3

anmwadywaanun
govls198vls/ vandadnutuzla

lomaidoaoun lomaidoaoun

lomandaoui




D2 DEFINE



EX;

Stakeholder

Mapping

Men
¥ ISR
e .:l‘h‘ll?'
M& Y‘"
- N\ﬁ“y"ll

"D, sy

Nice, ™
R T )
;ao -. Y !
v



o TOOL TEMPLATE 02 f
STAKEHOLDER MAP

ed
s:udNifeadal

| . o
niss:ud i eades I KUNUaIMsaan LU
- & - [ & '
UEMIsUU A wnsnEuldie s NinnisaIAmuD
« TnsAeadidusnisyainry
« TnsAednDduneadearius:uuuEnisl

-l hJ -l J s - - J-
« Tnsfiadh Ddzuifesdemmdniunuusnisi

4 th J ) =
‘J.]F'I-FIIJ'J.]ELI[LFTDJHJLJHUFI"JU[HEJ'JUDJHHHUDJ
- " = =
nuusms du anAl AS2UASIULALW aUdBd

anfi wEagKuEnIsKan

JanaussuenudatansathuAnueenil ua
Duaciasiuuims U KitenukéoauAnsA
varenuuims kEadiMusnmsua:didusms
nudou




annsav



EX: Stakeholder Mapping
Customers - Employee / Leadership - Partners

Leadership

Motivation- Maximize profit margin and refine
the brand image.

Challenges- How to implement change without
compromising on custemer experience and
keeping brand values consistent.

Partners

Motivation- Provide TFM with good quality fresh
ingredients efficiently in order to establish
longer contracts.

Challenges- Short conlracls

-

Source :THE FRESH MARKET - Service Design

Redesigning a gourmet supermarket to reengage customers

LEGAL
ADERCLID ORGANI- Able
LEADERSHIF ZATION G?A\E'ENT
INSUR-
Ceo .: ;
CNO
Cio
TERTIARY
SECONDARY

re

‘0
.
.
L]
L)
.
- .
- W
CONSULT-} H
ING n
1l
:
PARTNERS '.'
EMPLOYEE

<

.

Customers

Motivation- Find good quality. specialty items
aligned with their values of healthy and
exclusitivily.

Challenges- Finding new items within time
constraints.

Employee

Motivation- Provide high quality customer
service.,

Challenges- How to promote and manage new
products.
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HMW Example

How Might We Action

What
for Stakeholder
in order to What change?

: | .‘ uakcmbw

- | putton blve

"

NOT TOO BROAD NOT TOO NARROW EXAMPLE

Sample Words of HMW
Build Inspire Create Change Align
Make Disrupt Help Motivate Show
Empower Encaurage | Show | Imagine Develop
Ignite Connect | Innovate | Connect Assemble
Energize Engage ‘Solve ‘Contruct Share




HMW Example

. _ How Might We Action
1S1UN0: ..... (RONSsU) What
............ (o:ls) for Stakeholder
> S— (nduidhkue) alilic ik aliages
WWo....... (riKiianiswasuudasdindu)

151U19: (asv)

___________ ( A p p li ca ti lo) n) NOT TOO BROAD NOT TOO NARROW. EXAMPLE
z -~ Sample Words of HMW
K............. (I-n Uc'sns) Build Inspire Create Change Align
i - o B Make Disrupt | Help Motivate Show

AD.......([TNuAlumsvisvosldssuatazaon) | | Mot
Empower Encaurage Show Imagine Develop
Ignite Connect Innovate Connect Assemble
Energize Engage Solve Contruct Share
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