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Source: Global uncertainty is on the wane
published 24th May 2021 by The Economist
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The calm after the storm
Global Uncertainty Index*, GDP-weighted average
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New Rules
New Realities
The Next New Things
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New Rules

(+) social rules

(-) density mass /+
quality mass

(+) value reverse
a. sustenance

+ sanitation
+ safety
+ security
b. sustainability
+ sufficiency
+ serenity
+ spaciousness




Emerging COVID19

New Consumption Chain

Key Consumer Behaviour Thresholds
identified as the Coronavirus Outbreak evolves

i
PROACTIVE HEALTH-
MINDED BUYING

CONSUMER BEHAVIOR SHIFTS

Interest rises in products that
support overall maintenance of
health and wellness.

COMMON COVID-19 EVENT MARKERS

Minimal localized cases of
COVID-19 generally linked to an
arrival from another infected
country.

Source: Nielsen, 2020

[ https://www.nielsen.com/us/en/insights/article/2020/key-consumer-behavior-
thresholds-identified-as-the-coronavirus-outbreak-evolves/ ]

Prioritize products essential to
virus containment, health and
public safety. E.g. face masks

#4
(QUARANTINED LIVING

#3
PANTRY PREPARATION

#3
RESTRICTED LIVING

PREPARATION
CONSUMER BEHAVIOR SHIFTS

Increased online shopping, a

decline in store visits, rising

out-of-stocks, strains on the
supply chain.

Severely restricted shopping
trips, online fulfillment is
limited, price concerns rise
as limited stock availability
Impacts pricing in some cases.

Small quarantines begin; borders
close more broadly.
Often represented by

COMMON COVID-19 EVENT MARKERS

Localized COVID-19 emergency
actions. Restrictions against
large gatherings; schools
and public places close

Mass cases of COVID-19.
Communities ordered
into lockdown. Restaurant
closures, restrictions on small
gatherings.

accelerating cases of COVID-19,
but not necessarily by deaths.

down. Percentage of people
diagnosed continues to
increase.

NOTE: These represent TYPICAL markers of these stages but are not always consistent, especially with number of cases or deaths

#6
LIVING ANEW NORMAL

People return to daily routines
(work, school, etc.) but operate
with a renewed cautiousness
about health. Permanent
shifts in supply chain, the use
of e-commerce and hygiene
practices.

COVID-19 quarantines lift
beyond region/country’s most-
affected hotspots and life starts

to return to normal.
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K #MJUIGTC

DATA RICH and INFORMATION POOR [

May you have the HINDSIGHT to know where you've been,
The FORESIGHT to know where you are going, and
The INSIGHT to know when you have gone too far.
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What if...?

“If A Then B”
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* Fast-Moving Consumer Goods

Source: Internal Consulting Service by iGTC (2020)
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What if...?

“If A Then B”
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What if...?

“If A Then B”
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What if...?

“If A Then B”
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What if...?

“If A Then B”
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What if...?

“If A Then B”
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What if...?

“If A Then B”

1U9...Confidence rin

Consumption K1Y
// //

Source: Internal Consulting Service by iGTC (2020)

IGTC



MJUIGTC

What if...?

“If A Then B”

Do...*AruNW” ogintiosnAn
“ANR95J 1S1 AWSOU 11a: §oUINY”
// //

Source: Internal Consulting Service by iGTC (2020)

IGTC



MJUIGTC

What if...?

“If A Then B”

IU9...[annygnIws1=0Nnm INBIRUDUNAR
2:UNHISOBIVU
// //

Source: Internal Consulting Service by iGTC (2020)

IGTC



DESIGNING THE RIGHT THING DESIGNING THINGS RIGHT
Activitly Discover Define Develop Deliver
Phase Research Synthesis Ideation Implementation
O . O
>/ Primary & %
© Q O L
. Research Z 2 75,
S » &
< | [ 2|
- - 1T Q
Brief in: Cluster 2 gl5 g
L ) Ideate Cl B |H1|83 B
Ripit. | topics > | @ § § o
Q. — -
> & A=)
o s | 3
s [ 8 | @
Don't know o Do know
Secondary Set of
Research Ideas
Could be Should be
Question, Unstructured Final brief, ldeas, Answer,
Challenge, research HMW- hypothetical product,
Client brief findings Question answers solution



Futures Cone

NOW

Possible Future
Preferable Future Plausible Future

Probable Future

TIME

Source: Futures Cone adapted from Voros (2003);
idea, terms and name from Hancock & Bezold (1994)



How To Think About Time

Preferable Futur o Systems-level
R Vision yevolution

Source: Amy Webb, Future Today Institute via How to Do Strategic
Planning Like a Futurist, Harvard Business Review (2019)



How To Think About Time

A Futurist’s Framework
for Strategic Planning

Instead of arbitrarily assigning goals on a quarterly or
yearly time line, use a cone instead. First identify highly
probable events for which there’s already data or
evidence, and then work outward. Each section of the 75 D
cone is a strategic approach, and it encompasses the
one before it until you reach major systems-level
evolution at your company.

Systems-level
evolution

Source: Amy Webb, Future Today Institute via How to Do Strategic
Planning Like a Futurist, Harvard Business Review (2019)
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OPENMEALS

Food Singularity

open-meals.com



OPENMEALS

Food Singularity
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OPENMEALS

Food Singularity

HEALTH TEST KITS

open-meals.com



HEALTH ID

Nutritional status

xmaklaje mxpa

Sleep quality
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Food Singularity

open-meals.com



Beyond the future of sushi.

A world which sees sushi going digital and linked with the net will come about.

Two revolutions are envisioned:

1) Sushi will connect people around the world, and will be produced, edited, and shared
online in the form of "new sushi”.
2) Sushi combined with biometrics will enable hyper-personalization based on biometric and

genomic data.
Sushi will break away from conventional concepts of food and be continually revised and

updated at exponential speed!

Humans know nothing about Sushi!

SUSHI
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Three high-tech concepts converge to enable the Food Revolution

/ N

01/
Fabrication
Machine

Future kitchens with cutting-edge technologies, such as bespoke 3D printers and artificial light farms. Data

food can be output in any shape or form. Just like computers once did in the past, this huge machine will

eventually be downsized and appear in every home.




02/
Operation
System

Development of the world's first operating system to design food digitally is underway! It will disassemble
the elements that make up dishes and then reconstitute them at the centimeter scale. Nine element-based
algorithms enable food creators around the world to produce, edit, and share food data, creating a stream of

new foods. The design data is recorded in [.cube] format.

1_Nutrition
2_Flavors
3_Texture

4 Fragrance
5_Temperature
6_3D Shape

7 _Ingredients
8_Colors

9 _Fabrication
Method

PRINTING ™™

bt
Mis
LN

Scattering
Analysis

SFNS_ Social "Food” Network Service Light Scattering Analysis [Patented]

A Asoital nlattnem far nmnannla amatnAd 2ha wranld ¢4 chavwa fAand A simitcnnsa Isoohet onattavnins toarnhnitiana ram ha 11o0ad ¢ amaloss




Health
Identification

Hyper-personalization will become common for future foods. Based on DNA, urine, and intestinal tests, people

will each have individual health IDs. This identity is analyzed and nutritional matching is performed to

match nourishment needs with biometrics, thus the person is automatically provided with the optimal diet.

HEALTH ID

Health Test Kits

When restaurant reservations are made, test kits such as
*Genes," "Enterobacteriaceae,” and "Nutritional status" are
sent, and health IDs are issued with data on finely tuned

constitution and undernourishment.

* T P v

Health Data Analysis / Health ID
Interface for comprehensively analyzing wvarious health
data. Cooking ingredients are optimized, nutrients are

formulated, and instructions are sent to the FFM.
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v
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Beyond the future of sushi.

A world which sees sushi going digital and linked with the net will come about.

Two revolutions are envisioned:

1) Sushi will connect people around the world, and will be produced, edited, and shared
online in the form of "new sushi”.
2) Sushi combined with biometrics will enable hyper-personalization based on biometric and

genomic data.
Sushi will break away from conventional concepts of food and be continually revised and

updated at exponential speed!

Humans know nothing about Sushi!
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TOP
PROJECTS

CONTACT

#Birth of the Social Food Network Service[SFNS]

#A World Without Hunger

#Passing on/Preserving Traditional Dishes Forever #Popularizing Food as Art

#Sharing Homemade Food

#Food Provision Infrastructure for Disaster Stricken Areas

#Transmitting Food into Outer Space

#Generate Food from Cooking Shows at Home
#Ultimate Healthy Food for Athletes
#Data-based Food Vending Machines Spread Throughout Japan

#Web Restaurants Open



op #Ultimate Healthy Food for Athletes
PROJECTS #Data-based Food Vending Machines Spread Throughout Japan

#Web Restaurants Open

#Remote Food Research and Development
#Flavor Data Turned into an App
#Meal Sales on Memory Cards #Ultimate Personalized Medical Diet

#Provision of World Cuisine at International Events

ruture- 2 100
CONTACT
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Futures Cone

NOW

Possible Future
Preferable Future Plausible Future

Probable Future

TIME

Source: Futures Cone adapted from Voros (2003);
idea, terms and name from Hancock & Bezold (1994)
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Stakeholder Map

Adjacency Matrix

A B CDEFGH I J KL M
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@® Competitor
® Partner
Promoter

Source: Anuwat Churyen (2018), adapted from Theodore Jay Gordon (1994)
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Cross Impact Analysis - CIA O——> Data Visualisation - SNA

CQ@pﬁephi

® Competitor
® Partner
Promoter

Source: Anuwat Churyen (2018), adapted from Theodore Jay Gordon (1994)
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Cross Impact Analysis - CIA O——> Data Visualisation - SNA

® Competitor
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Promoter

Source: Anuwat Churyen (2018), adapted from Theodore Jay Gordon (1994)
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Cross Impact Analysis - CIA O——> Data Visualisation - SNA

® Competitor
® Partner
Promoter

Source: Anuwat Churyen (2018), adapted from Theodore Jay Gordon (1994)

@mjuigtc www.mjuigtc.com #IGTCGolLA




& Overview | Data Laboratory

Preview Settings x

¢ Presets

Default Curved

Settings  Manage renderers

Nodes
Fixed Border Width
Border Width
Border Color
Opacity
Per-Node Opacity
Node Labels
Show Labels
Font
Proportional size
Color
Shorten label
Max characters
Outline size
Outline color
Outline opacity
Box
Box color
Box opacity
Edges
Show Edges
Thickness
Rescale weight
Min. rescaled weight
Max. rescaled weight
Color
Opacity
Curved
Radius
Edge Arrows
Size
Edge Labels
Show Labels
Font
Color
Shorten label
Max characters
Outline size
Outline color
Outline opacity

Preview ratio: 100%

-0
Export:  SVG/PDF/PNG

darker
100.0

Arial 18 Plain
v

custom [0,0,0]

30
0.0

= Preview

—  Graph x
5] %% Dragging (Configure)
v R

&7

custom [255,255,... |...

80.0

parent
100.0

10.0

V]

Arial 14 Plain
original

V]

30

0.0

custom [255,255,... .. O

70.0

@ Refresh

Workspace 1 x

SNA Ex 1 - Gephi Edges - edge x

A- A- Arial-BoldMT, 32 -@

SNA Ex 1 - Gephi Nodes - node x

HE

Statistics x
Settings

| Network Overview
Average Degree

Avg. Weighted Degree
Network Diameter
Graph Density

HITS

PageRank

Connected Components
= Community Detection
Modularity

Statistical Inference

i~} Node Overview
Avg. Clustering Coefficient

MultiMode Networks Projection  Preview x

& [J Background Reset zoom

+

1.312

1.312

0.087

0.538

Run

Run

Run

Run

Run

Run

Run

Run

Run

Run



Cross Impact Analysis - CIA O——> Data Visualisation - SNA
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SCENARIO

Key uncertainty
Jadswanwu A

PROJECT DATE

Better

Public Health vs Economic Policy

Tom= SchoolofTourism
o DEVELOPMENT
Maejo Ungiversity

s

IGTCXx

growth
Virus spread
"\ and public-

¥ health
¢ - e ” response

Effectiveness
of public-
health
response

Worse

source:
McKinsey Scenarios for COVID Economy (2020)

SCENARIO MATRIX

Scenarios for the economic impact of the COVID-19 crisis

Rapid and effective
control of virus spread
Strong public-health
response succeeds in
controlling spread in
each country within
2-3 months

Effective response,
but virus recurs
Public-health response
succeeds, but measures
are not sufficient to
prevent recurrence, so
physical distancing
continues (regionally)
for several months

Broad failure of
public-health
interventions
Public-health response
fails to control virus
spread for an extended
period of time (eg, until
vaccines are available)

GDP impact of COVID-19 spread, public-health response, and economic policies

Virus contained but
sector damage; lower
long-term trend growth

o

Time

GDP

Virus contained:;
slow recovery

v

Virus contained; strong
growth rebound

Virus recurrence; slow
long-term growth

Virus recurrence; slow
long-term growth;
muted world recovery

"

Virus recurrence; return
to trend growth;
strong world rebound

\d

Pandemic escalation;
prolonged downturn

Pandemic escalation;
slow progression toward

Pandemic escalation;
delayed but full economic

Worse «

without economic recovery economic recovery recovery
Ineffective Partially effective Effective

interventions
Self-reinforcing recession
dynamics kick in; wide-
spread bankruptcies and
credit defaults; potential
banking crisis

interventions
Policy responses
partially offset economic
damage; banking crisis
avoided; recovery
levels muted

Knock-on effects and economic-policy response

interventions
Strong policy response
prevents structural
damage; recovery to
precrisis fundamentals
and momentum

» Better

Effectiveness of government economic policy



SCENARIO

PROJECT DATE

SCENARIO MATRIX

A framework can help classify behavioral changes for the next normal.

XX% growth X XX% intent to continue = XX% potential next normal usership

Key uncertainty

User growth since crisis

U2egwanwu

User Growth vs User Intention

Tom= SchoolofTourism
@ DEVELOPMENT
<smeee Maejo Ungi’versity

e
O rousus 06V©

IGTCXx

Exciting ... fornow

Stopgap solutions with

potential for user erosion
after COVID-19 crisis

Fast accelerators

Exciting replacements for
In-person experiences that will
likely persist in the next normal

High
(>100% growth)
g rowth Example: Example:
A Professional videoconferencing Telemedicine for mental health
4

Low
(<100% growth)

source:
McKinsey Consumer Sentiment Study, April (2020)

64% % 37% = +247%

Return to old normal

Mature or less-relevant
experiences that may not
sustain COVID-19 growth

Example:
Restaurant delivery

29% x 38% = +8%

Low
(<50% intent)

91% x 48% = +447%

Potential to stick

New experiences with
momentum and the potential to
be cemented in the next normal

Example:
Wellness apps

28% %X 68% = +19%

Medium to high
(>50% intent)

Intent to continue use after crisis
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SCENARIO PROJECT

CIRCLE OF COMPETENCE

what you think
you know

@

T SchoolofTourism | . J| = illustrated b
§ prvoment iore (ST (CX Y
¥ Maejo University | |E ANUWAT CHURYEN (2018)

DATE

NEW MENTAL MODEL

MJUIGTC

Source: The Circle of Competence, Warren Buffett (1996)
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Tom® ISDChOOIO Tourism

COMMUNICATION

PROJECT

Scenario
Story

Negative
Development

i G TCX illustrated by

ANUWAT CHURYEN (2018)

SCENARIO STORY

DISTRIBUTION

Positive
Development

Scenario A Scenario B

Positive
Development

Scenario C Scenario D

Negative
Development

Source: Wulf, Meibner Stubner (2010)
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COMMUNICATION

PROJECT
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i G TCX illustrated by
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DISTRIBUTION
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Development Scenario

Story

Scenario A Scenario B

Positive
Development

Scenario C Scenario D

Negative
Development

Source: Wulf, Meibner Stubner (2010)
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COMMUNICATION
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Development
iGTCJJJ . GTC illustrated by
= I X ANUWAT CHURYEN (2018)
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Source: Wulf, Meibner Stubner (2010)
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Positive
Development

Scenario A Scenario B

Positive
Development

Negative
Development

Scenario C Scenario D

COMMUNICATION

Scenario

Negative
Development Story
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iGTCJJJ . GTC illustrated by
. I X ANUWAT CHURYEN (2018)

Source: Wulf, Meibner Stubner (2010)
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i G TCX illustrated by
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SCENARIO STORY

DISTRIBUTION

Positive
Development Best Case

Scenario

Scenario A Scenario B

Positive
Development

Scenario C Scenario D

Negative
Development

Source: Wulf, Meibner Stubner (2010)
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COMMUNICATION

PROJECT

Alternative
Scenario

Negative
Development

i G TCX illustrated by

ANUWAT CHURYEN (2018)
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Development
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Positive
Development
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Development Scenario

Source: Wulf, Meibner Stubner (2010)
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Scenario _
Development u Shell Scenarios

= .
2rocess e °
“...The Gentle Art of Re-Perceiving...They’re stories about the

FUTURE // they’re NOT about prediction...they’re about understanding
and believing in the Scenario...” - Cho Khong, PhD (2017)”

EE—— )

i LRLLLL

o

e
[lfllg

-

L -

i, . Dr Cho Khong
| Chief Political Analyst

i e not predictions of the future but help people explore and learn from possibilities

Source:

« Shell “Windows on the future: modeling scenarios”,
published Dec 8th, 2017

n#M‘JUIGTC www.mjuigtc.com #@DF@@Zﬂ



https://youtu.be/l4MDcGYif4k

I : .
 Birth of FORESIGHT '\, | Foundation of . Methods & . Organizational Emergence of

. Discipline  future Institutes | | processes . Ability Foresight jobs

1 I~ J {RC
: RAND o Gt
Shel! Trends analysis ;..::: (Q) %@ "
Scenario & weak signals Road RIS EP Cogntzak

' Age of scenarios

|

GASTON BERGER CORPORATION
-

Futures Studies
Instituttet for Fremtidsforskning

technique : o
: MapPINg - Corporate Foresight is
: o implemented
% ,(/”’/’ B KAIROS systematically

) FUTURE

loday tomorrow

Source: Future Station (2020)



Foresight Toolbox

* Horizon Scanning * Scenario Planning
* Trend Analysis

* Bibliometric

* Futures Workshop
* Delphi Method

DISCOVERING DRAWING
s:ulusIGuy ManwauIAa
na:AdUIVAguNUaL

DEPLOYING | DESIGNING
DIVNWUINISURUG. | ooniiuugnsAaas

- Stakeholder Analysis
* Risk Management

* Backcasting
* Roadmapping

* Innovation Management * Strategy Formulation

Source: Innovation Foresight Institute (2019)
National Innovation Agency (NIA)
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Forecast Foresight

ESIGHT

Scenario Planning

" Forecast Planning

Scenario 1 Scenario 2

A F 'eCast
Scenario 4 ;
s 9 Scenario 3
on S
£'5
= 2
X % =g Srady
- = Uncertainties/Unknowns
r
=
=
What we know today What we know today

Source: Future Station (2020)



SCENARIO PROJECT DATE

SCENARIO DEVELOPMENT PROCESS

N
n = O

\ 4
1. Framing The 2. Driving Forces & 3. Critical
Futures Linkage Uncertainties
m E N <
4. Indications & 5. Implications & 6. Scenario /. Scenario
Signposts Options Stories Matrix

TS ism _ JJJ n .
@ D , iGTC GTC illustrated by
o University |22 | X ANUWAT GHURYEN (2018)




DESIGNING THE RIGHT THING DESIGNING THINGS RIGHT

Activitly Discover Define Develop Deliver

Phase Research Synthesis |deation Implementation
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Research & 0,
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Don't know a Do know
Secondary Set of
Research Ideas
Could be Should be
Question, Unstructured Final brief, ldeas, Answer,
Challenge, research HMW- hypothetical product,

Client brief findings Question answers solution
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NOTES IDEAS CRAZY 8s SOLUTION SKETCH

.0

O
— /\
O

Gather key info Doodle rough solutions Try rapid variations Figure out the detalls
20 min. 20 min. 8 min. 30+ min.

\

adapted from
TOPTAL, LLC (2010)
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NOTES IDEAS CRAZY 8s SOLUTION SKETCH
—— —— CXO
S > O
Gather key info Doodle rough solutions Try rapid variations Figure out the details
20 min. 20 min. 8 min. 30+ min.

adapted from
TOPTAL, LLC (2010)



MJUIGTC

AHMW

“How might we...”

..// HMW findgomns n1dadounsnigoslinissu
Us:n1u a:Aon daungy la:
avNIwRm

U 9rsIviaumn,
[Wivasay, Insurnisauysniguan (Optimal
Health), Thornnsidugn “Uoavnunisnalsa”, o1k1s
wSouusy (Ready To Cook), 8n DIY Set + Up-
sell / Cross-sell 1JufU

Source: Internal Consulting Service by iGTC (2020)

IGTC
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asn
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AMW

“How might we...”

J “gvaisio” Boon-

RulKny Nauidsn=u”

1JumnoNISANSIBW

...// HMW Food for All uniduantuAini nognis

s1asulkAUNISISN WO 1IU
J, duniauina / usSIinAn

Source: Internal Consulting Service by iGTC (2020)
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AMW

“How might we...”

.. // HMW All for Food 10unnunaasoulodssig
WodunalunismosaIasunUITIISITHAU
Supply Chain [ngn19m “Aonany (middle trader)”
n8oTAVOWNISWIIUN / dulasuroulsniswanili
idusssuoanINs:uU Jaununasioniudsuan

wodnAuna Jusin Gaidiounalnanann

Source: Internal Consulting Service by iGTC (2020)

IGTC
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DESIGNING THE RIGHT THING

DESIGNING THINGS RIGHT

Activitly Discover Define Develop Deliver
Phase Research Synthesis |deation Implementation
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Don't know Do know
Could be Should be

Question, Unstructured Final brief, ldeas, Answer,

Challenge, research HMW- hypothetical product,

Client brief findings Question answers solution



MJUIGTC

XY Z Method

“We help X do Y doing Z”

We help non-technical marketers
discover return on investment in
social media
by turning engagement metrics
Into revenue metrics.

Source:Value Template designed by Steve Blank

IGTC
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XY Z Method

“We help do doing ”

We help
discover

by
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TTTTTTT
EEEEEE

“JiGTC
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MOONSHOT

THINKING.

& IGTC


https://youtu.be/24ZVvqtAprU

SIX KEYS TO
MOONSHOT THINKING

1. Aim for 10x not 10%

2. Fall in love with the problem

3. Embrace learning

4. Make Contact with the real world

5. Build In diverse perspectives
6. Fight the tendency to build it perfectly ® ®

MJ U iGTC Source: Courtney Hohne, Storyteller for Moonshots, X: The Moonshot Factory I G TC




MOONSHOT
BLUEPRINT
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Source: Moonshot Canvas, futur/io
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Purpose
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Social R o Environmental
*
Impact *e .
. .’
*
“How do you make sure your . .’ “How do you make sure your
social impact is positive?” “ N i j
. L4 is positive?”
. L/
. L
. “Who will benefit?” :
5 .
T - L]
M 0 O N S H 0 - .
|
- [ ]

A good Moonshot Idea can’t be executed by
tomorrow. The goal of a Moonshot is far beyond
today’s stage of development and it focuses to
shape Desirable Futures that might only come
to full fruition in a decade from now. A
Moonshot seems daring, bold - maybe even
impossible - but it has the pull of a mission that Fnenil
aims beyond our horizon and common '
understanding.

Breakthrough Technology

MJ U iGTC Source: Moonshot Canvas, futur/io
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SCENARIO PROJECT DATE

TRENDS MATRIX | PESTEL Analysis

Formerly CD Currently Emerging

Political

Economic

Social

Technological

Source: Trends Matrix by Vijay Kumar, 2013

Environmental

Legal

T BRVRORMERT fieTc!| T illustrated by
¥ Macjo University | [ |G CX ANUWAT CHURYEN (2018)
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SCENARIO PROJECT

CIRCLE OF COMPETENCE

what you think
you know

@

‘S’ E)CEEVE?_IC’%MJE&"% iGTCJJJ : illustrated by
=¥ Macjo University |12 |G I CX ANUWAT CHURYEN (2018)

DATE

Source: The Circle of Competence, Warren Buffett (1996)



SCENARIO PROJECT

CIRCLE OF COMPETENCE

what you think
you know

@

T SchoolofTourism | . J| = illustrated b
§ prvoment iore (ST (CX Y
¥ Maejo University | |E ANUWAT CHURYEN (2018)

DATE

NEW MENTAL MODEL

MJUIGTC

Source: The Circle of Competence, Warren Buffett (1996)
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SCENARIO PROJECT

CIRCLE OF COMPETENCE

what you think
you know

FUTURE STATE

TS 3 i - _
B E)th\?% -Il-g)ﬁg@n% iGTC G I C illustrated by
+¥ Maejo University | |55 | X ANUWAT GHURYEN (2018)
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ENVISIONING <-rerrerrieee

Pathway

Current State Future State

Create PATHWAY through
a service ecosystem

ANUWAT CHURYEN 2020



ENVISIONING REFRAMING

Pathway

Current State Future State

Create PATHWAY through
a service ecosystem



ENVISIONING REFRAMING

Pathway

Current State Future State

Create PATHWAY through
a service ecosystem



SCENARIO PROJECT

CIRCLE OF COMPETENCE

what you think
you know

@

T SchoolofTourism | . J| = illustrated b
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¥ Maejo University | |E ANUWAT CHURYEN (2018)

DATE
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Source: The Circle of Competence, Warren Buffett (1996)
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SCENARIO PROJECT DATE

IMPORTANCE PERFORMANCE ANALYSIS

Importance nowannny Discrepancy Score= g

Performance Score -

Performance Vnnd uau1sn importance Score

Attribute Performance (P) Importance (I) Discrepancy (D)
1 2345 | 12845 -ﬂﬂi
2 1 2 3 4 5 1 2 3 4 5 ( ) - ( )= ) —
'
3 1 2 8 45 1.2 3 45 ( )-( )=( ) O
4 123 45 123845 ( )-( )=() Q keep up the
5 1 2 345 12345 ( )-( )=( ) % good work
6 1 2 38 4 5 1 2 3 4 5 ( )-( )=( ) T
7 1 2 3 4 5 1 2 3 4 5 ( ) - ( ) = ( ) 8-
8 1 2 3 4 5 1 2 3 4 5 ( ) - ( ) =( ) E
9 1.2 38 4 5 1.2 8 4 5 ( )-( )=( ) e 4
10 1 2 3 4 5 1 2 3 4 5 ( ) - ( ) =( )
11 1 2 8 45 12345 ( )-( )=( ) Pg]f»iigg Waste
12 1.2 3 4 5 12 3 45 ( )-C )=C ) low priority
13 1 2 3 4 5 1 2 3 4 5 ( ) - ( ) =( )
14 1 2 3 4 6 1 2 3 4 5 ( ) - ( ) = ( ) 1
18 12345 12845 ()0 )=C) Performance (P)

T BRVRORMERT fieTc!| illustrated by
ST 9 IGTCX  Antwarchuaven ots)

Source: An Application of Importance Performance Analysis (IPA) by Rial, et al. 2008



User
EXxperience
Research Methods:

A Closer Look on the Building Block of User Research
Methods Landscape with the Lean Approach
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e GTC User Research Tools
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Focus Areas:

SI01
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Service Scenario Unit - SSU
Playbook & Toolbox - MPT

SI03 | Human Learning Design - HLD
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INSPIRATION IDEATION

Stakeholder Map [ D1 ]
Personas Map [ D2 ] Value Proposition Canvas [ D3 ] Business Model Canvas [ D4 ]
Empathy Map [ D2 ] Prioritisation Matrix [ D2 ] Service Blueprint [D4]
User Journey Map [ D2 ]

IMPLEMENTATION

Photo Courtesy of IDEO, modified by ANUWAT CHURYEN
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deliver
olutions that work

Discover Define
insight into the problem = the area to focus upon
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deliver
olutions that work

Discover Define
insight into the problem = the area to focus upon

Opportunity Scoring Matrix

)

Problem

CREATOR

Job Journey
Job Story

User Story

Key Insight




INSPIRATIONAL VALUE
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Vision
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Source: Customer Journey Map by Kat Kaplan NNIg (2016)

e e aymway llustrated Business Value Design Pathway



Source: Replacing The User Story With the Job Story by Alan Klement (2016)

"People don't want to buy a quarter-inch drill.
They want a quarter-inch hole!”

Theodore Levitt

Harvard Business School Marketing Professor

Job Stories

e Point B
A better future reality

| want to .......... Solcan.......... F
e —

SITUATION MOTIVATION EXPECTED OUTCOME Point A
Current Reality

Replacing The User Story With the Job Story
by Alan Klement (2016)

A Job-to-be-done



Opportunity Scoring Matrix (OSM)

Importance  Satisfaction
Point B
A better future reali PSS : e ': 8.0 Over-Served
P Satisfaction ¢
— —_ Gap g o
Point A 9 6 g N
Current Reality — — 3 4.0

| 3
o Appropriately Served
A Job-to-be-done Importance + Satisfaction Gap = Opportunity Score
9 + 6 = 15 e o e

a Procurement Manager Outcomes

Toolset designed by
Replacing The User Story With the Job Story

by Alan Klement (2016)

- : - illustrated by
Business Value Design Pathway illustrated |
by Anuwat Churyen (2018) ANUWAT CHURYEN (2018)
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time money risk
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SOURCE © 2015 BAIN & COMPANY INC.
FROM “THE ELEMENTS OF VALUE,” SEPTEMBER 2016 ¢ HBR.ORG

Ad-Lib
Value Proposition
Template

Ad-libs are a great way to quickly shape al- OBJECTIVE

ternative directions for your value proposition. Quickly shape potential value proposition directions
They force you to pinpoint how exactly you are OUTCOME

going to creating value. Prototype three to five Alternative prototypes in the form of “pitchable
different directions by filling out the blanks in the sentences

ad-lib below.

our

E Products and Services

help(s)
who want to

8 Jjobs to be done

N\ verb (e.g., reducing, avoiding) @ and a customer pain
a n d |
Ve

verb (e.g., increasing, enabling) @ and a customer gain

(unlike )

E competing value proposition

Copyright Strategyzer AG @ st rategyzer

The makers of Business Model Generation and Strategyzer Www‘strategyzer.com/vpd
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ternative directions for your value proposition.
They force you to pinpoint how exactly you are
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@ jobs to be done

 verb (e.g., reducing, avoiding) ® and a customer pain
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(e.g., increasing, enabling) G and a customer gain

E competing value proposition

@®Strategyzer

The makers of Business Model Generation and Strategyzer Www.strategyzer.com/vpd
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The Ritz-Carlton i1s a place where the genuine care
and comfort of our guests is our highest mission.

We pledge to provide the finest personal service
and facilities for our guests who will always enjoy
a warm, relaxed, yet refined ambience.

The Ritz-Carlton experience enlivens the senses,
instills well-being, and fulfills even the
unexpressed wishes and needs of our guests.

- -
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Rdryyn
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We pledge to provide the finest personal sepuet
and facilities for our guests who will always enjoy
a warm, relaxed, yet refined ambience.

- ! Q o
The Ritz-Carlton experience €nlivens the senses,
instills well-being, and fulfills even the
unexpressed wishes and needs of our guests.

- -



Employees are empowered to
create unique, memorable and
personal experiences for our
guests

Employees note all the
preferences of the guests and
fulfill these, even if the guest
doesn’'t ask it explicitly

Each employee has a budget to
serve the customer in any way he
ikes

Employees are also treated like
ladies and gentlemen

“We Are
Ladies and

Gentlemen

Serving

Ladies and

Gentlemen”

THE RITZ-CARLTON

2

THE Ritz-CARLTON®

CREDO

T'he Ritz-Carlton Hotel is a

place where the genuine care

and comfort of our guests is
our highest mission.

We pledge to provide the finest
personal service and facilities
for our guests who will always
enjoy a warm, relaxed vet
refined ambience.

The Ritz-Carlton experience
enlivens the senses, instills
well-being, and fulfills even
the unexpressed wishes
and needs of our guests.




THREE STEPS of SERVICE

A warm and sincere greeting.
//
Use the guest's name. Anticipation and fulfillment
of each guest's needs.
//
Fond farewell. Give a warm good-bye and use the
guest's name.

BBt ol Smam o= ——



DISCOVER : DEFINE

)

Immersion Interpret Your Findings
Questionnaires Find Meaning
Interviews |dentify Themes
Self-Documentation Tell Stories

Meetings Sort + Condense

Define Insights
Frame Opportunites
Set ‘Design Challenge’

User Experience Observations

Photo Courtesy of Design Council (UK) 2005, Double Diamond Model

DEVELOP

Brainstorm
Jam/Charrette
Designing

Visuval

Tactile
Experiential
Sketching

Graphic Recording

DELIVER

Making + doing
Role-Play
Prototyping
Storytelling

Pitch Document
Get Feedback
Capture Learnings
Define Success

EVOLVE

Track Learnings

Celebrate Achievements

Plan Next Steps

Building Partnerships
Engaging Others

Scale-Up

Deepen Roots

Remind People what Changed
(even if changes are subtle)
Build Network



AUKN AUWU : WRJUT ¢ nadou : ds1udassalnu

Track Learnings

Immersion Interpret Your Findings Brainstorm Making + doing Celebrate Achievements
Questionnaires Find Meaning Jam/Charrette Role-Play Plan Next Steps
Interviews |dentify Themes Designing Prototyping Building Partnerships
Self-Documentation Tell Stories Visual Storytelling Engaging Others
Meetings Sort + Condense Tactile Pitch Document Scale-Up
User Experience Observations o Define Insights Experiential Get Feedback Deepen Roots
Frame Opportunites Sketching Capture Learnings Remind People what Changed
Set ‘Design Challenge’ Graphic Recording Define Success (even if changes are subtle)

Build Network

Photo Courtesy of Design Council (UK) 2005, Double Diamond Model



RESEARCH | INSIGHTS : CONCEPT i PROTO : DESIGN

Uncertainty + Innovation : .Clanty/ Focus &

Photo Courtesy of Design Council (UK) 2005, Double Diamond Model
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Uncertainty * Innovation  : EClarity/ Focus °

Photo Courtesy of Design Council (UK) 2005, Double Diamond Model



()‘ Service Design Thinking is
Q‘/ an iterative process.
' / @ MARC STICKDORN
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Source: The Squiggle
by Damien Newman, Central Inc.
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UNCERTAINTY / PATTERNS / INSIGHTS CLARITY / FOCUS

s‘/@ validate
Apdn (@

©

prepare

~ A\ G o
\ 3‘ C ©

discover

o DESIGN

Source: The Squiggle
by Damien Newman, Central Inc.

= Schoolof Tourism
@y DEVELOPMENT
Succes S Through Wisc!om
emeee Maejo University




UNCERTAINTY / PATTERNS / INSIGHTS

CLARITY / FOCUS

define

@ validate

prepare @ :

o 2

discover

©

©®

implement

®

deliver

Source: The Squiggle
by Damien Newman, Central Inc.

Tam= SchoolofTourism
@y DEVELOPMENT

Succes S Through Wisc!om
emeee Maejo University




UNCERTAINTY / PATTERNS / INSIGHTS

CLARITY / FOCUS

define

@ validate
prepare @

@ iIdeate

discover

©®

implement

®

deliver

Source: The Squiggle
by Damien Newman, Central Inc.

Tam= SchoolofTourism
@y DEVELOPMENT

Succes S Through Wisc!om
ez Maejo University




()‘ Service Design Thinking is
Q‘/ an iterative process.
' / @ MARC STICKDORN
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N
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Source: The Squiggle
by Damien Newman, Central Inc.

= Schoolof Tourism
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Design Thinking

I ----ﬁ

Lean Startup

Build

l

--------ﬁ

Agile Development

Market Risk

Source: The Squiggle
by Damien Newman, Central Inc.

Business Risk

Technical Risk

Tam= SchoolofTourism
@y DEVELOPMENT
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ez Maejo University




Design Thinking Lean Startup Agile Development
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Learn Build
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Source: The Squiggle
by Damien Newman, Central Inc.
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Design Thinking
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Market Risk

Source: The Squiggle
by Damien Newman, Central Inc.
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Lean Startup
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Business Risk

Agile Development
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Technical Risk
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Design Thinking
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Lean Startup

----ﬁ

—

Market Risk

Source: The Squiggle
by Damien Newman, Central Inc.

Business Risk

Agile Development

Technical Risk

= Schoolof Tourism
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PROBLEM SOLUTION MARKET
CONCRETE SPACE SPACE SPACE
Plan
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ABSTRACT

NO UN-VALIDATED VALIDATED
BUSINESS MODEL BUSINESS MODEL BUSINESS MODEL

B

Source: Garner’s Innovation Framework
by Gartner Inc
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PROBLEM
CONCRETE SPACE

. Empathize

DESIGN THINKING

ABSTRACT

NO
BUSINESS MODEL

SOLUTION
SPACE

UN-VALIDATED
BUSINESS MODEL

Decide

Test

AGILE{SCrim)

MARKET
SPACE

VALIDATED

BUSINESS MODEL

Source: Garner’s Innovation Framework
by Gartner Inc
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A # |~

Validate your Create High LAUNCH:! Track the
Channels and Fidelity Minimum Metrics that
Revenue Model Viable Product really matter

= &

Test till you find Set up Legals Find CoFounders who Create a Minimum
Problem Solution Fit and Team share your vision and Revenue Product
>10% customers sign up Logistics will help you build it and start SELLING it
Craft your vision of  Create 15t Draft of Analyze Market Get Out of The
a better future and your Lean Business and Funding Building and start
o ¢ LEAD people to it Model Canvas Opportunities talking to Customers!
PN . By The Startup Race

jUigtC www.mjuigtc.com #SD[F2021
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EXxperience
Research Methods:
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So get outside.

K #MJUIGTC
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THE FOUR STEPS
TO THE EPIPHANY

Successful Strategiesfor ~ .~

Products that Win

The book that launched
the Lean Startup revolution

Steve Blank

Image credit: Amazon

THE STARTUP
OWNER’S MANUAL

The Step-by-Step Guide for
, _B_uilding'a Great Company

Steve Blank and Bob Dorf

oy

mage credit: Steve Blank




IGTC Customer
Discovery
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Get out

of the
building
\'\htefc the
magic happens

i g

Image credit: Alexej Jordanov

@mijuigtc

Best solution
iIs missed

www.mjuigtc.com

Exploration is based on
ethnographic research
techniques. The goal of
exploration is to collect a lot of
data on potential problem sets
within a given industry or
customer type, and to collect

detailed stories about customer

behavior.
- Trevor Owens

Exploration

Refine

Many alternate from here
so/vtions explored

Image credit: Trevor Owens
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