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How to create sustainable value by tomorrow

Business by Design
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All the information in this presentation is confidential
© 2012 / Copyrights VanBerlo

Ik hoor graag het antwoord op de volgende vraag
van u:

Wat gaat u toevoegen aan uw volgende
project?

Wilt u meer weten, dan kunt u me altijd mailen of bellen:

Mark Hoevenaars

Email: m.hoevenaars@vanberlo.nl
Website: www.vanberlo.nl
Telefoon: 040 —292 90 90
Mobiel: 06 —-12 27 16 22
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Portfolio / Product

Portfolio / User interface
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VANBERLO

Encourage

Transformation
Staging (—2
o Experiences
Customization )
Deliver

Services
Make (—)
Goods Commoditization
Extract €——

Commodities

Source: The Experience Economy - Work Is Theatre & Every Business a Stage, by
B. Joseph Pine Il and James H. Gilmore, (1999) Harvard Business School Press.

PRODUCT
SERVICE
EXPER
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THE
SATISFACTION

MOMENT
OF TRUTH

MOMENT
OF TRUTH

MOMENT
| OF TRUTH

MOMENT
OF TRUTH

DELIVERY

ENVIRONME

Business Thinking Design Thinking Creative Thinking

Left brain Both sides Right brain

Rational & Structured Switching between Emotional Intuitive
Rational and Emotional

Analysis Iterating between Analysis Synthesis
and Synthesis

Well defined problems Il defined problems Undefined problems
Problem needs to Problem is the start There is no problem

be solved

Analysis -> Decision Analysis > Ideate > Prototype Perceive > Ideate > Decide

> Evaluate >Decide

Focus on parts Zoom in and out Holistic

Source: Brand Driven innovation, by Erik Roscam Abbing, (2010) ASA Publishing. f
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Design

Aesthetics What the product

looks like

How the user
interacts with the
product

What the product
does

Interaction

Performance

Construction What the product is
made of and how it

is made

Meaning What meaning the
product sets out to

convey

What the What the
communication interaction looks
looks like like

How the user How the interaction
interacts with the feels
communication

What the What the
communications interaction does
does

What technology /  How the interaction
medium the is made/
communication programmed

uses

What meaning the
communication sets
out to convey

What meaning the
interaction sets out
to convey

Source: Brand Driven innovation, by Erik Roscam Abbing, (2010) ASA Publishing.

What the service
looks like

How the user
interacts with the
service

What the service
does

What technologies
the service uses

What meaning the
sevice sets out to
convey

K.
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Strategy / Business Model Canvas

Key Value Customer
Activities Proposition Relationships

Key
Partners

Costs Key Revenue
Resources Channels

Business Model Canvas, Alexander Osterwalder drawings by JAM f 17

360° Trendreports /

e CES, Las Vegas

¢ [ISPO Winter, Munich

« Ambiente, Frankfurt

¢ ISH, Frankfurt %
* Salone del Mobile, Milan

* I[FA, Berlin

* Eurobike, Friedrichshafen

* Kind + Jugend, Cologne B
* IAA, Frankfurt Ali h
|

03600 ; ﬁ{)lﬁ(
+ ]

* Anuga, Cologne
* Medica, Dusseldorf

360°
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FOCUS GROUPS & | -
ONLINE SURVEYS
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Strategy / Persona’s
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Positioning the brand and its competitors
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Strategy / Dresscode

Core
proposition
Mos ivating

Brand personality
How would the brand talk and behave?

VANBERLO

L
e

VANBERLO BULLS EYE
BRAND PERSONALITY
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SATINO BLACK
CASE
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Case Sustainable Toilet paper

27

Swalmen The Netherlands
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IT'S SO EASY TO GO GREEN

‘Dore TO b BLAC‘(

50 t I n o SATINO BLACK
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Dare to be BLACK Dare to be BLACK Dare to be BLACK Dare to be BLACK Dare to be BLACK
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VANBERLO

. N
1. Market 2 Brand 3 Competitors 4 Scenario 5 Storytelling 6 Next Level
Insights Puzzle Nightmare Planting Concept
\. J
| Diverging | Converging ‘
LEAP FROG PROCESS ﬂ’
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