- facilitated by CoLAB, |. ))
Strategy D@Slgﬂ \/\/OI’KShOD @2024 International Gastronomy '9TC
In Collaboration With FOREFOQOD Accelerator Tourism Centre (iGTC) =

f O © @mijuigtc \. +6653 873 151

GROWING  The Miih
GROWTH Of I NINKING
STRATEGY 50lc ane
TR KNG
jﬂ@

#FOREFOOD #FIACCELERATOR #FoodInnopolis #NSTDA
#PMUC #MJUIGTC #iGTCCoLAB #iGTCGrowthModel Image B it Cotton Bro Studio

fore . :.} AC |(W3MICJJJ IGTC #f@ F@f@ © @ﬂ 9

food @ @ @ Accelerator |5 || v A
www.mjuigtc.com

celerator |



https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/

Where To Play

Market

Development
emerging market

Product

Diversification
breakthrough innovation

Market

Penetration
core enhancement

Market Newness

Product
Development
emerging capability

Product Newness

Goal Setting

¥ @mijuigtc

exploring

..-

How To Win

Situation Analysis

How To Grow

) @mjuigtc

OPPORTUNITIES
[ External Factor ]

~AO

-----

Marketing Strategy

Source: The Growth Learning Loop
adapted from Marketing Planning Process, Malcolm McDonald (2016)

www.mjuigtc.com

What To Do

‘excerpted frorn Gust De Backer, Ward van Gasteren (202

Marketing Mix

What To Learn

NORTH STAR METRIC (NSM)

Company

Wide North Star Metric

PIRATE FUNNEL CANVAS 8 mons

Pirate Metrics Exact Number Bottleneck

#FOREFOOD @

#FOREFOOD

FUNNEL /

5

Implementation

NORTHSTAR

#FOR

=FOO0




- facilitated by CoLAB,
Strategy Design Workshop @2024 e S GTC

In Collaboration With FOREFOOD Accelerator Tourism Centre (iGTC) |I&
B E emjuigic W +66 53 873 151

Strategy Design Learning @2024 facilitated by CoLAB,

Growing Growth Strategy: International Gastronomy
The Myth of Thinking Bold Tourism Centre (iGTC)
and Thinking Big ' :

o« BSESEPINSRERIG
af | B —

facilitated by CoLAB, )

Strategy Design Workshop @2024 International Gastronomy |IGTC
In Collaboration With FOREFOOD Accelerator Tourism Centre (iGTC) |/
f @ I @mjuigtc . +6653 873 151

B GrROWING e Wivih
%ggl‘_" GROWTH  of Thmkﬁ%
STRATEGY Bold ane

DOWNLOAD . T[h]ﬂ[mkﬂ'[m@
B¢

#FOREFOOD #FIACCELERATOR #FoodInnopolis #NSTDA

i _t C ) C O m/ . - 1 #PMUC #MJUIGTC #iGTCCoLAB #iGTCGrowthModel Image Credit: Cotton Bro Studio
9 =l #iorefood =

OWth 775 plﬂYbOO k | = |l www.mjuigtc.com

#FOREFOOD #FIACCELERATOR #Foodlnnopolis #NSTDA
#PMUC #MJUIGTC #1IGTCCoLAB #1GTCGrowthModel

We }) rNoNoon oLIS '
J:jj o Accelerator



https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/
https://mjuigtc.com/growth-playbook/

powered by
Miro Online Visual Workspace

° Strategy Design Learning @2024 facilitated by CoLAB, [ ]
m m I rO Growing Growth Strategy: International Gastronomy [ |GTC
The Myth of Thinking Bold Tourism Centre (IGTC) Bl
and Thinking Big B O E emjuigtc M +e653873151 |

i,

@i
- i
mm }
m P.l1t In Collaboratic

RGeS

J e [ | TnnopoLt 5
°°°°°° " J‘ ® A ccelera t -

#IGTCCoLAB

DOWNLOAD


https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/

powered by
Miro Online Visual Workspace

M Miro

End of Workshop
Business Design

Business Design

Fiw e Sn U e o s s Am s

Strategy Design

Strategy Design

OSM ArgoafEetting

i,

n_u }I

)

et
I

INTERNATIONAL
GASTRONOMY

TOURISM
CENTRE

s |

DOWNLOAD

D @

1 00:10 =——

Following ANUWAT CHURYEN

Growth Strategy

' M, s
. S

3 AMarkating Strategy

PIRATE FUNNEL CANVAS

3 X

NSM

The Hook

NORTH STAR METRIC NEM:
£y Nonh Star Metric
~ TN N TR

~ e+ @



https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/

powered by
Miro Online Visual Workspace

1. Goal Setting -

ANUWAT CHURYEN

@mijuigtc (M +66 53 873 151

ictc’| iIGTC CoLAB:
o The Future is Collaborative

Market Product

ANSOFFE MATRIX o | | oo o
ANSOFE MATRIX
ANSOFF MATRIX
ANSOFF MATRIX

. | ANSOFF MATRIIX
@ L s ~ ANSOFF MATRIX

()
1)
(0]
C
3
EgEN I z | Market Product
2 | Penetration Development
|| g core enhancement emerging capability

::-l'l-

Product Newness >

EHEMRIEEG YR
(O) D
#FOREFOOL

1.

INTERNATIONAL
GASTRONOMY

EEEEEE

w8 SWGHYSe GO v (D

DOWNLOAD


https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/
https://miro.com/app/board/uXjVN8xrwm8=/

powered by
Abobe Acrobat Reader

- STRATEGIC
NESICN
TOOLBOX

GROWH
PLAYBOOK

facilitated by CoLAB,
International Gastronomy
Tourism Centre (iGTC)

DOWNLOAD



https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjEyNTQy&method=inline

GROWTH
THINKING

www.mjuigtc.com

REFOOL




GROWTH THINKING

product &
service design

@mjuigtc

project
management

building
a company

Source: Growth Thinking Comparing Methodologies
excerpted from Growth Thinking, Nader Sabry (2021)

www.mjuigtc.com

GROWTH

#FOR

=EFOO0




GROWTH THINKING

Offering Design

Design Thinking
Google Design Sprints
_ean Startup

Double Diamond Model

Kano Model

@mijuigtc

i
I i N
i
i
i
4
. : Buildin
Managing Project ! uilding
1 a Company
A
e Agile I« Business Model
* Scrum g Canvas
o \Waterfall - ¢ \alue Proposition
e Kanban Canvas
e PRINCEZ2 I ¢ Lean Canvas
i

e Blitzscaling Canvas
e Model Innovation
Framework

Source: Growth Thinking Comparing Methodologies
excerpted from Growth Thinking, Nader Sabry (2021)

www.mjuigtc.com

Accelerating

Growth

North Star Metric

Lean Canvas

Pirate Funnel AAARRR

G.R.O.W.S.-process

e T-shaped Growth Hacker
e One Metric That Matters

#FOR

=EFOO0




GROWTH SYSTEM

N\ /< vsiBmy @)

ﬁ‘
\__/ ==

@mijuigtc

\ =/ <37 INTEREST &

QUALIFY 41
CONVERT (¥

\ / MWW LovALTY O

: System
inking, Nader Sabry (2021)

www.mjuigtc.com

#FOR

=EFOO0




THINKING
BACKWARD

www.mjuigtc.com

EFOQOL




The Business Model Canvas

Key Partners

CSI

Customer
Satisfaction
Index

Key Resources

Designed for:

CES

Customer
Effort

Score
®

PMF

Product
Market
Fit

®
NPS
Net

Promoter
Score

Designed by:

Customer Relationships '

Channels

LB

Date: Version:

Customer Segments

OSM

Opportunity
Scoring
Matrix

Cost Structure

@ @ ‘ This work is licensed under the Creative Col
http://creativecommons.org/licenses/by:

DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer

mmons Attr
-sa/3.0,

/ or send a letter to Creative Col

ibution-Share Alike 3.0 Unported License. To view a copy of this license, visit
i mmons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

alal

Recency
Frequency
Monetary

(®Strategyzer

strategyzer.com

Business Model Canvas by Strategyzer | Customer Innovation Metrics by Anuwat Churyen (2018)



Return
On AJTUJATNJISN

funasnanAls
Marketlng /ﬂvesz'meﬂf profitability
/ ROM-|

9MNSIMNOUIINU Us:ansnaw

21NNIsavNUAIUNISANAaA (ROM-I) funasfsUs:losu
) ' ) o , INFUNSWe
InAIaIUISNIUNISESIINISSUSIIUSUR asset use
la:us=ansSnNIwnnN1snaInvadusBnsouln efficiency

WOOARUSITUAINUVOIAUIA
WanNw (productivity) UnnUagIwWe[n

Source: The New Customer Path
by Philip Kotler, Hermawan Kartajaya, lwan Setiawan (2017)

@mijuigtc

www.mjuigtc.com

BAR

nasnanu
N1JN1SIdu
financial

leverage

#IGTCCoLA

Y



@mjuigtc

AWARE APPEAL ADVOCATE

. Purchase Action Ratio - PAR

(ACT / AWARE )

Source: The New Customer Path
by Philip Kotler, Hermawan Kartajaya, lwan Setiawan (2017)

www.mjuigtc.com #IGTCGoLA

Y



@mjuigtc

AWARE APPEAL ASK

Brand Advocacy Ratio - BAR
( ADVOCATE / AWARE )

—

Source: The New Customer Path
by Philip Kotler, Hermawan Kartajaya, lwan Setiawan (2017)

www.mjuigtc.com

ACT ADVOCATE

_—

#IGTCCoLA

Y



Designed for: Designed by: Date: Version:

PATHWAY 1 OSM @ @ @ RFM

Customer Centricity

The Business Model Canvas

PATHWAY 2 OSM @ @ CLv

Marketing Productivity

@ @ ‘ This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA. ra e g y z e r
DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyze r.com

Business Model Canvas by Strategyzer | Customer Innovation Metrics by Anuwat Churyen (2018)



Designed for: Designed by: Date: Version:

The Business Model Canvas

Customer Segments ’

Critical Questions?

BAR

f$auUs=unnulunisinnismanm INAWaRNIWKSaIL? A dl?/rgggcy
dsuNISSUS IWUgoAVIE KSo Nasasviusuna [Jinao Ratio
“AuAT” 1IATKU? JUs=ansnwiwein ‘t
N19:USU “NANY” N1sdodansiniu nountagls ? ROM
_ . D Return
MUNU / KUDY (cost-pers) UANINNIAS ? On
v = 3 "[ N — Mal’ketlng
revenue streams lifNA: category UU “healthy” IAlKU ? ©1N
1) Cost per Thousand Impression (CPM “cost per mille”), ?
2) Cost per Click (CPC) vs Click Through Rate (CTR), PAR
3) Cost per Conversion (CPC) incl Cost per Sale (CPS) or P h
B2C; Customer Acquisition Cost (CAC) / B2B; Cost per Lead (CPL), urc : ase
4) “Cost Ratio Model” CPS < Gross Margin r&0 CAC < CLV; 1 : 3 Action
Ratio
Cost Structure @ Revenue Streams é
©O@O® @ | I S I T G)Strategyzer
e e e L tion Strategyzer strategyzer.com

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

Onsite Workshop @2024 | Business Model Validation

Tom= SchoolofTourism
e ISZ)EVE!_h PL‘4WEI>IT
uccess roug isdom

n.:?!,f;a Maejo University

T
:::::

12:46

——

= _':ﬁﬁgf T T
LA ol :

Business
Model
validation

»

th

.
e ——
(=
i B
! E Al
\
.

— @'J:g: - "

INTERNATIONAL
GASTRONOMY
TOURISM
CENTRE

C LG LA DR Neh )
> — - s . p
= ; (ennnnn h’-’. !
o ‘!l»!llll 1y L
Ve m L) —= - -
. 4 0 7 :
F ! R el T S ..
-4 VJA 1 e -- N
ver e RN 4
At R WAL Tt

Download Now

mjuigtc.com/training/
testing-business-ideas

#FOREFOOD #FIACCELERATOR #FoodInnopolis #NSTDA

#PMUC #MJUIGTC #1IGTCCoLAB #IGTCBMV gg Sutaty ! i

soudas1Iassh

Tao oudn iSo1fu YgwdeNS IGTC | _
A:WAIUINISNoYIRE undnerdunule

i e |
— ———
—— — —
i LT i EEER | 7T l“l.i!!.

r
I W TR e —
I (T e S



https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/
https://mjuigtc.com/training/testing-business-ideas/

Designed for: Designed by: Date: Version:

The Business Model Canvas

w
H
A
T

MONEY

@ @ ‘ This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA. l a e g y z el
DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyzer.com

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

Designed for: Designed by: Date: Version:

The Business Model Canvas

TRACK TEST

TRACE

@ @ @ ® ‘ This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:

http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA. ra e g y z e r
DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyze r.com

Business Model Canvas by Strategyzer | Customer Innovation Metrics by Anuwat Churyen (2018)



: PLAYBOOK

[
Q
—
@

Business Model
Validation

TEST TRACK TRACE Testing Card

Business Model ieTc’
Validation

www.mjuigtc.com
TOOLBOX DOWNLOAD

w

TEST TRACK TRACE Testing Card

J - -
aTc”| @mijuigte
' b CONNECTING
COMMUNITIES

The Newman Design Squiggle (2002)

TESTING
CARD

M Miro

Designed by:

DOWNLOAD

Date: Version:

m°

Customer Relationships '

BAR
Brand

Advocacy
Ratio

\

ROM ___

Customer Segments

OSM

Opportunity
Scoring
Matrix

@
@

Business Model Canvas by Strategyzer | Customer Innovation Metrics by Anuwat Churyen (2018)

www.mjuigtc.com

#IGTCCoLA

Chann Reotlljl]rn .B @
TEST MORE Markstng &
PAR RFM
Purchase Recency
ANUWAT CHURYEN (2023) Action Freq uency
) Ratio Monetary
1 | | 5
Cost Structure @ Revenue Streams ¢ é
CAC CLV RFM
Customer Customer @ Recency
Acquisition Lifetime Frequency
S| DOWNLOAD Cost Value Monetary
.‘) &tliqtna-%ourgi,nrggslc%eas
u(i @s e e e e e e @)Strategyzer
sl strategyzer.com

Y


https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/

Business Model
Validation

TEST TRACK TRACE Testing Card

Business Model
Validation

www.mjuigtc.com
TOOLBOX DOWNLOAD

w

TEST TRACK TRACE Testing Card

Business Model iGTC’
Validation

Business Model i6TC
Validation

www. mjuigtc.com
TEST MODE VALIDATION

TEST Mode 1 Testing Card TRACK Mode 2 Testing Card

Business Model
Validation

www.mjuigtc.com
TRACE MODE VALIDATION

TRACE Mode 3

)
iGTC

Testing Card

The Business Model Canvas

Designed for:

Designed by:

DOWNLOAD

Date: Version:

PIM

Power
Interest
Matrix

@
@
O,
@

CIA

Key Partners & Key Activities

CsSl

Customer
Satisfaction
Index

I
IPA

Importance

Performance =%

Analysis

i
ESI

I3
L

Value Propositions

CES

Customer
Effort
Score

J
PMF

Product
Market
Fit

{
NPS

Customer Relationships '

BAR
Brand

Advocacy
Ratio

\

Chann

Return
on He
Marketing

:
PAR

ROM __|

Customer Segments

OSM

Opportunity
Scoring
Matrix

O,
@
9,
@

RFM

Cross Employee Net Purchase Recency
Impact Satisfaction Promoter Action Frequency
Analysis Index Score Ratio Monetary
?
Cost Structure @ Revenue Streams ‘L
Customer Customer @ Recency
Acquisition Lifetime Frequency
DOWNLOAD Cost Value Monetary
| e
©@OO® ® eyl e ® Strategyzer

DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer

strategyzer.com

Business Model Canvas by Strategyzer | Customer Innovation Metrics by Anuwat Churyen (2018)

: PLAYBOOK

c

#1GTCCoLA

(e www.mjuigtc.com

gu



https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/
https://miro.com/app/board/uXjVPc_rE0Q=/

Designed for: Designed by: Date: Version:

The Business Model Canvas

CID o~ o -

Corporate Profitability

PATHWAY 2 + + +

Customer Equity

TRACE

@ @ ® ‘ This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:

http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA. ra e g y z e r
DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyzer.com

Business Model Canvas by Strategyzer | Customer Innovation Metrics by Anuwat Churyen (2018)



Powered by

TRACE - Business Viability ) CIED

PDFs for Printing

PATHWAY 1 CAC CLV > e @

Corporate Profitapility

A, 2 ININANALLNY BEINNTIUNAM LY niAEURaAITiAauIINgnaT azsw i
asinadulng lednwmiealnu winazdSuAsmau Mldyadgs uddanmauen
IWgndasidn CEO dasrnadnsls

P

“..CLV lWlddauanistsailuyanluauing (Valuation) udidyzigninuaiianiinis
dndulalinneheldasreassd dedanaieniugnen (Proposition) liiAaauanyilu
<0817 (Retention) laanaae...”


https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY4&method=inline

Powered by

TRACE - Business Viability 7

PATHWAY 2 @

“ ! ”» = & o “ ! ” i~ ;
a&am (monetary value)” 1831 wudl “aaudn (customer value)” lulaau n3ald

Customer Equity

muuwwmmmmsmmma udanavzdaslaniy innzliiiayad1zasgnén “Customer
Equity” =1ake aaamﬂm’maaumsrﬂmmlam UIENATUTUAUSILL UG “Brand Community”
snLRBInafias zuaulannias aﬂmumﬂﬂﬂaaLLmu@ﬂwaﬂmsﬂ LTBETILLRERAN N
wlauiuiwnle Sianidsevanu “Super Fan” aaaa lu HagadanIalal luuTsminm

p A o = % [ A ~ 1 1 d ~ Q/ .
..1/5147/1535/4wa")zwg’mu?\/uwugtm e NUAUTILDTaLNEIDIFITNT. ..


https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline
https://erp.mju.ac.th/openFile.aspx?id=NjAyNzY5&method=inline

SUPER FAN POWER

NOSE TEA tumned SUPER FAN asset
INto business value viabllity creating
an endless ripple of brand communities.

[aondaideu]

W doulsu Iflligounamodd

NZZY

IVEIY 70g8

Asuaondoidsu

TR @

daanqoyvl(s
Kgoaurslanii 250% (u 3 Wou

Source: Nose Tea
Rroyii (2021) and Long Tun Girl via Blockdit (2023)



REVENUE STREAMS

SUPSCRITION UNIT SALE ADVERTISING LICENCE
FEE FEE FEE FEE

Source: Revenue Streams Exemplars
illustrated by Anuwat Churyen (2020)



GROWTH MODEL PATTERNS

FREEMIUM FLAT RATE OPEN BUSINESS LICENCING

NETFLIX

WIKIPEDIA

3 M m .4
N (BEsy
Dollar Tree.

PEER-TO-PEER FRANCHISING
LENDING STRUCTURE

@ KUM @I\] [i’gﬂ!gllps AS A SERVICE
« -NESTIFLY dGTERRA

fundaztic i a\vﬁ IBM Cloud

Source: Growth Model Patterns
adapted from Oliver Gassmann, Korolin Frankenberger & Michaela Csik (2014) / illustrated by Anuwat Churyen (2020)



-WHAT’S YOURS?

ROBINHOOD WHITE LABEL SHOP-IN-SHOP ULTIMATE
LUXURY

Help Sell The Same Integrate
the Rich Product with Different Brands Focus on
to Reach Different Brand within the Same the Upper Side of
the Poor Names Space Society's Pyramid

REVENUE ADD-ON REVERSE LOCK-IN
SHARING ENGINEERING

Benefit Incur
Share Revenues Customer from Obtain a Substantial

with Their a Variable Competitor's SW|tCh|ng
Stakeholders Offer Product Costs

Source: Growth Model Patterns
adapted from Oliver Gassmann, Korolin Frankenberger & Michaela Csik (2014) / illustrated by Anuwat Churyen (2020)



5M | e Lab

tab | Business Model Navigator

Explore: Network

Selected Business Model Pattern:

Lock-In

Customers are locked into a
vendor's world of products and
services. Using another vendor
is impossible without incurring
substantial switching costs,
and thus protecting the
company from losing
customers. This lock-in is
either generated by
technological mechanisms or
substantial interdependencies
of products or services.

DOWNLOAD

@ businessmodelnavigator.com B C ® [1] ar

Zoom [ Granularity: 1

@ swwormeet @ From Pushto-sull

@ Trasnte-cast @ Robin Hood

@ Frachisng

@ Foverse ingresing

@ Target The Poce

° @ Pay What You Waen
Revorse irnovation

@ Orchestrasce Oroesetsanang

Explore: Network

Selected Business Model Pattern:

. Prosumer

Lock-In

Customers are locked into a vendor's
world of products and services. Using
another vendor is impossible without
incurring substantial switching costs,
and thus protecting the company from
losing customers. This lock-in is either
generated by technological
mechanisms or substantial
interdependencies of products or
services.

1ding

Source: Growth Model Patterns

ONE SIZE DOESN’T FIT ALL

w | | Business Model Navigator

Zoom / Granularity: 1

- TV UL TP

. Franchising . Target The Poor
@ supermarket @ No Frills @ sensor As A Service
@ rikido
. Barter
. Experience Selling
@ Integrator
. Mass Customization
. Reverse Innovation
. Customer Loyalty
. Flat Rate . User Designed .
@ &-commerce @ cross seling
. Licanns . Ultimate Luxury
Crowdsourcin:
. Long Tail . Direct Selling . 9
@ Razor And Blade @ Peer-to-peer @ seif-service
@ Affiliation @ orchestrator
; Leverage Customer Data @ Pay What You Want
@ Hidden Revenue ® ge @ shop-in-shop
. Digitization
‘-— / ' Cash Machine
. Subscription @ Rent Instead Of Buy
@ Two-sided Ma 1’ ® S
. Revenue Sharing : .'Lock-in
. Auction
@ Fractional Ownership
@ Guaranteed Availability
. Solution Provider
. Open Source
@ Freemium @ Layer Player @ Performance-based Contracting
@ Whitelabel
@ Add-on @ Pay Per Use
. Ingredient Branding
. \nktualization

. Make More Of It

adapted from Oliver Gassmann, Korolin Frankenberger & Michaela Csik (2014) / illustrated by Anuwat Churyen (2020)


https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore
https://businessmodelnavigator.com/explore

EXPERIENCE ECOSYSTEM

Starbucks adds BTS' Jungkook’s solo
song "My Time'’ to their "Starbucks
Coffeehouse Pop’ playlist on Spotity

COFFEEHOUSE POP

STARBUCKS
Music

Starbucks Coffeehouse Pop

A playlist for when you need a quick burst of
glorious uptempo pop music!

B Starbucks
145,010 likes « 22h 26m

My Time
7 BTS

t “» Jungkook SNS OO X

S/ @Jungkook_SNS - Follow

INFO | Starbucks added 'My Time' by Jungkook to their
playlist 'Starbucks Coffeehouse Pop', announced by
Starbucks on Twitter.

It is the only BTS solo song included in the playlist.

Starbucks have been playing My Time on majority of their
outlets from more than an year now.

ours, bestie! we added #BTS N
"My Time" and "Black Swan" on
our Coffeehouse Pop Playlist right
here: tinyurl.com/6d6pdnkv

Starbucks Coffeehouse Pop

% NO on CA RECALL @kalepascool - 1d

this starbucks is playing BTS W whose
nlaviiet ie thie?? | wanna ha friande
-

U Starbucks

o5 10 werndr - hveard wry Veme on ey

b vcal Mtarbuchs tearch mortha ago

the jolt of adrenaline whenever i
hear bts in public & | heard My
Time in starbucks and hung up on
my mom to listen proparly &

© Startracks Meakc © rb 19
wdded AY

‘o"u'n' -
;) @hQedta

Heard My Time on &Starbuck:
radio again, = =* Can they put
more SETS twt songs on the
plaglist?

9:40 PM - Aug 27, 2021 @

® 615 @ Reply 1 Share

Read 5 replies

Source: Starbucks adds BTS’ Jungkook’s solo song

All K Pop (2021)
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SILPIN launched the first national
front Gastronomic Experience
at Bangkok Design Week 2024

astronomic Experience \
y | | \
31 JANUARY -4 FEBRUARY 2024

VIP ROOM1, 5TH FLOOR
AT THAILAND CREATIVE & DESIGN CENTER (TCDC)

Ticket Available Now

YELLABAN
CREATIVE MEDIA
STUDIO

Source: SILPIN SENSE STORY
Bangkok Design Week 2024



The Nation’s First Launch
of the Scent Space Design

Unfolding the Flavour Flow System

Image Credit: iIGTC (2023) #Th@@@@@@@ﬁ@[ﬁy
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What is your Secret Sauce?
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Entry Barrier Power
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Exit Barrier Power
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To The Mothership

GASTRONOMY
EEEEE
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Where To Play

Goal Setting

¥ @mijuigtc

How To Win How To Grow What To Do

L

4

Situation Analysis Marketing Strategy Marketing Mix

Source: The Growth Learning Loop
adapted from Marketing Planning Process, Malcolm McDonald (2016)

www.mjuigtc.com

What To Learn

Implementation
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Where To Play How To Win How To Grow What To Do What To Learn

1 Draft Mission Staterlnent
2 Define Corporate Objectives
' 3. Identify Opportunities
4. Revise Business Landscape
5. Analyse SWOT '
6. Explore PESTEL

/. Reach Potential Target

8. Set Measurable Goals

9. Allocate Optimal Budget:
‘ 1 O Develop Product Release

1 ; Rollout Pricing Strategy

12. Layout Distribution Channel
3. Design Promotion @ampaign

14; Turn Vision into Action
15, Monrtor Results

Goal Setting Situation Analysis Marketing Strategy Marketing Mix Implementation

Source: The Growth Learning Loop
adapted from Marketing Planning Process, Malcolm McDonald (2016)

¥ @mijuigtc www.miuigtc.com #EFORBREFOO
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JI iGTC CoLAB:
The Future i1s Collaborative

Market Product
ANSOEE MATRIX Dove P | | persrloator
ANSOFFE MATRIX

ANSOFF MATRIX
ANSOFF MATRIX

ANSOEF MATRIX
ANSOIFFE MATRIX
extend -+—t——>
Market Product
Penetration Development
core enhancement emerging capability

Product Newness =——l-
Source: Adapted from Ilgor Ansoff (1957) # F@ R EI F@ @ D




Market
Development

emerging market

Market
Penetration

core enhancement

Source: Adapted from Igor Ansoff (1957)

Product
Diversification

breakthrough innovation

Product
Development

emerging capability

flo|® &

You grow by selling more of

your existing products to
current markets.

Several ways to do this, including:

e [ntice customers away from
competitors

* [Encourage existing customers to
become more frequent users

e Acquire a competitor

#FORIEFOQD




Market
Development

emerging market

extend

Market
Penetration

core enhancement

Source: Adapted from Igor Ansoff (1957)

Product
Diversification

breakthrough innovation

Product
Development

emerging capability

flo]® &

You grow by selling existing
products to new markets.

Several ways to do this:

—Nter new territories

Creating new product dimensions
New distribution channels

Create products targeted at different
market segments

#FORIEFOQD




Market
Development

emerging market

extend

Market
Penetration

core enhancement

Source: Adapted from Igor Ansoff (1957)

Product
Diversification

breakthrough innovation

Product
Development

emerging capability

flo|® &

You grow by selling new
products to your existing
markets.

There are many ways to iImplement:

e [nvestment In research and
development

e Buying the rights to someone else’s
product

e Bring out new product updates

#FOREFOO




Market
Development

emerging market

extend

Market
Penetration

core enhancement

Source: Adapted from Igor Ansoff (1957)

Product
Diversification

breakthrough innovation

Product
Development

emerging capability

flo|® &

You grow by offering new
products to new market
segments.

There are two types of diversification:

e Related diversification
e Unrelated diversitication

#FOREFOO




cTc’| IGTC CoLAB:
e The Future is Collaborative

SWOTT MA_'_%_X
SWOT WATRIX
SWOT MATRIX
SWOT MATRIX
SWOT MATRIX
SWOT MATRIX

EJ @mijuigtc #FOREFOOD



B0 E) @mjuigtc W +66 53 873 151

otc’| iIGTC COLAB:
B The Future is Collaborative

STRENGTHS WEAKNESSES

@W@f MA I I_%_X [ Internal Factor] [ [Internal Factor ]
SWOT AT RIX
SWOT MATRIX
SWOT MATRIX
SWOT AT RIX
SWOT MATRIX

£ omiuigtc #EOREEOOD



B0 E) @mjuigtc W +66 53 873 151

otc’| iGTC CoLAB:
Br= The Future is Collaborative

SWOT MA-R:X PESTEL
SWOT MATRIX
SWOT MATRIX
SWOT MATRIX -
SWOT MATRIIX

SWOT MATRIX

THREATS
[ External Factor |

£l emiuigte #EOREEOOD



B0 E) @mjuigtc W +66 53 873 151

otc’| iIGTC COLAB:
B The Future is Collaborative

STRENGTHS WEAKNESSES

f@W@ M A I I_%_X [ Internal Factor] [ [Internal Factor ]
TOWS WIATRIX
TOWS MATRIX
TOWS MATRIX o
TOWS WIATRIX

TOWS MATRIX

THREATS
[ External Factor |

Ed emjuigt #EOREEOOD
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o1c’| iGTC COLAB:

NNNNNNNNNNNNN

e The Future is Collaborative

STRENGTHS WEAKNESSES

f@W@ M A I _%:X [ Internal Factor] [ [Internal Factor ]
TOWS WMATRIX

TOWS MATRIX
T O W S M AT R IX [O;xli;)rSaTluFlilcthrs'] ° m
TOWS MATRIX
TOWS MATRIX
[Ex’;tlrillzlfztor] ! n

3 @mijuigtc #EOREEOOD
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SPACE - Strateqgic Fosition and
Action cvaluation Analysis

The SPACE analysis refers to four groups of factors: financial strength (FS), competitive advantage
(CA), Industry strength (IS), and environmental stability (ES). It seeks to strike the balance among all

variables of the internal and the external environment. The financial strengtnh and the competit

advantage factors refer to the evaluation of the internal strategic position of an organization, while

the industry strength and the environmental stability factors deal with its external strategic pos

£ @mijuigtc S ey #@GTCCoLA
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o1’ IGTC CoLAB:
The Future i1s Collaborative

SPAGE MATRIX
SPAGE MATRIX
SPACE MATRIX

SPACE MATRIX

SPAGE MATRIX
SPAGE MATRIX
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SPACE MATRIX

Financial
Strength - FS

[ +]

Competitive
Advantage - CA

[-]

»;\0(\
RS
N
((/@
> FS
Q
\6
O
CA 1S
ES \)(3;&\00
N
({/@
>
Q
)
@1“

Source: Strategic Management and Policy
adapted from H. Rowe, R. Mason, and K Dichel (1982)

Industry
Strength - IS

[ +]

Environment
Stability - ES

[-]
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SPACE FACTORS
Financial Strength - FS

1) Return On Investment Low 0123456 Hgh
2) Financial Leverage Low 0123456 Hgh
3) Liquidity [low 012 3456 High
4) Working Capital Low 012345 6 High
5) Cash Flow [low 0123456 High
6) Ease of Exit Low 012345 6 High
/) Risk Involved in Business Low 0123456 Hgh

Toolkit & Legend!:
Average Scores of the Factors / Competitor Comparison Chart

Source: Strategic Management and Policy

adapted from H. Rowe, R. Mason, and K Dichel (1982)



SPACE FACTORS
Competitive Advantages - CA

1) Market Share Low 012345 6 High
2) Product Quality low 0123456 High
3) Product Life Cycle Low 012345 6 High
4) Product Replacement Cycle [ow 012345 6 High
5) Customer Loyalty Low 0123456 High
6) Vertical Integration Low 012345 6 High
/) Speed of New Product Introductions [Low 012345 6 High

Toolkit & Legend!:
Average Scores of the Factors / Competitor Comparison Chart

Source: Strategic Management and Policy

adapted from H. Rowe, R. Mason, and K Dichel (1982)



SPACE FACTORS
Industry Strength - IS

1) Growth Potential Low 012345 6 High
2) Profit Potential Low 0123456 High
3) Financial Stability Low 012345 6 High
4) Technological Know-How Low 0123456 High
5) Resource Utilisation Low 012345 6 High
6) Competition’s Capacity Utilisation [Low 012345 6 High
/) Capital Intensity [Low 012345 6 High
8) Ease of Entry Low 0123 45 6 High

Toolkit & Legend.
Average Scores of the Factors / Competitor Comparison Chart

Source: Strategic Management and Policy

adapted from H. Rowe, R. Mason, and K Dichel (1982)



SPACE FACTORS
Environmental Stability - ES

1) Technological Innovation Low 0123456 Hgh
2) Inflation Rate Low 0123 45 6 High
3) Demand Variability Low 012345 6 High
4) Price Range of Competing Products Low 012345 6 High
5) Barriers to Entry Low 012345 6 High
6) Competitive Pressure [Low 012345 6 High
/) Price Elasticity of Demand Low 012345 6 High
8) Pressure from Substitutes Low 012345 6 High

Toolkit & Legend.
Average Scores of the Factors / Competitor Comparison Chart

Source: Strategic Management and Policy
d K Dichel (1982)

adapted from H. Rowe, R. M
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SPACE FACTORS
Financial Strength - FS

m

1) Return On Investment Low 0 High
2) Financial Leverage Low 0 High
3) Liquidity Low O High
4) Working Capital Low 0 High
5) Cash Flow Low 0 High
6) Ease of Exit Low 0 High
/) Risk Involved in Business Low 0 High

Toolkit & Legend!:
Average Scores of the Factors / Competitor Comparison Chart

Source: Strategic Management and Policy

adapted from H. Rowe, R. Mason, and K Dichel (1982)



SPACE MATRIX
Strategic Profile

FS

Competitor

Competitor B CA

Competitor \

/

ES

Toolkit & Legend:
Average Scores of the Factors / Competitor Comparison Chart

1S

AGGRESSIVE
FS

CA 1S
N

ES

CONSERVATIVE
FS

CA 1S
/

ES

Source: Strategic Management and Policy

adapted from H. Rowe, R. Mason, and K Dichel (1982)

COMPETITIVE
FS

oA e s

ES

DEFENSIVE
FS

CA 1S
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PIRATE FUNNEL CANVAS

Source: Pirate Funnel AAARRR Framework
excerpted from Gust De Backer, Ward van Gasteren (2023)

Awareness

How many people do you reach with your marketing?

Acquisition

How many website visitors leave their mail address?

Activation

How many people take the first important step?

Revenue

How many people actually buy?

Retention

How many people buy more often than once?

Referral

How many people refer acquaintances?

@mijuigtc

Pirate Metrics Exact Number Bottleneck

www.mjuigtc.com #F@R
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PIRATE FUNNEL CANVAS

Source: Pirate Funnel AAARRR Framework
excerpted from Gust De Backer, Ward van Gasteren (2023)

Awareness

How many people do you reach with your marketing?

Acquisition

How many website visitors leave their mail address?

Activation

How many people take the first important step?

Revenue

How many people actually buy?

Retention

How many people buy more often than once?

Referral

How many people refer acquaintances?

@mijuigtc

Pirate Metrics

P.0O.E.M

Exact Number

Focus on Attention - Zero Moment of Truth (ZMOT)
« Number of Views from Google Ads
« Impressions in Google Search Console
« Reach from our Instagram & Facebook

100,000

Google

Analytics

Bottleneck

Number of unique visitors to the website in the past
month via Google Analytics; under Acquisition > All
Traffic > Channels FMOT

10%

10,000 “[

The first important step is that people ...
« Experience a “Wow” moment through our video
-« Sign up for a Free Trial or download a white paper,
brochure, client case, marketing collateral - SMOT

20%

'
’
4
'o
2,000 «
) R
.

In Google Analytics we see how many conversions
there have been, or by looking in our CRM system at
the number of purchases and their average order value.
- UMOT

50%

[ ]
1
’
4
'l
OOO k‘
I 9

As a quick snapshot of marketing dashboard in our
CRM system, we can see how many of our customers
from this month have made purchases before.

20%

1
1
4
4
200 ‘
'O
A

We see all customers who rated as last month with an
eight or higher “8+ / Super Fan” as an ambassador, who
are likely to refer people.

25%

1
1
[
'
'
| 4
’
.
24
K

www.mjuigtc.com
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Finding North Star
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BBC Sky at Night Magazine

h Star Metric A9 KUDYUDR
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NORTH STAR METRIC DEFINITION

North Star Metric (NMS) is a tool to drive your product’s growth. In the Growth Hacking world,

. NMS is a single metric. The goal is to create focus.

. NMS is easy to understand, enabling everyone to speak the same language.

. NMS is customer-centric. Reflects how customers get value from the product.
. NMS ideally ensures the value is sustainable, typically by forming habits.

OO A~ W DD =

. NMS represents your progress toward vision / mission, fostering alignment among your
teams and inspiring them to move in the same direction.

o

. NMS is quantitative. It relies on numbers, not opinions.

/. NMS is actionable. Whether it increases or decreases, you will take action based on it.
Otherwise, what's the point of tracking it?

8. NMS serves as a leading indicator of your long-term business success.

Source: North Start Metric Definition
excerpted from Pawet Huryn (2023)



& Music

Input Metrics Input Metrics Output Metrics - NMS

USGFS Daily, Weekly, or
- _ Monthly Active Users
New Artist Recommen Get Back (DAU. WAU, MAU)

Notifications dations

to You

Time Spent
Listening
(TSL)

Increase

D (0

Song
Suggestions

the Users’
Session Time

Playlists

C

Source: North Start Metric Definition
excerpted from Pawet Huryn (2023)



@ airbnb

Linked {3

facebook




facebook

@ airbnb

NSM - Daily Active User (DAU) NSM - Daily Occupancy Rate (DOR)
° ®
e Spotify: Linked {3
NSM - Time Spent Listening (TSL) NSM - Monthly Active User (MAU)

amazon Quora

NSM - Gross Merchandise Value (GMV) NSM - No of Replies / Request (NRP)

Source: North Start Metric
Anuwat Churyen (2023)



NORTH STAR METRIC (NSM)

6 months

OMTM

One Metric That Matters

OMTM

Company -
Wide North Star Metric
2 months 4 months
> >
Tearm 1 OMTM OMTM
One Metric That Matters One Metric That Matters
Team 2 OMTM OMTM OMTM OMTM

One Metric That Matters One Metric That Matters One Metric That Matters

Source: North Start Metric
excerpted from Gust De Backer, Ward van Gasteren (2023)

@mijuigtc

www.mjuigtc.com

One Metric That Matters

One Metric That

Matters
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Where To Play How To Win How To Grow What To Do What To Learn

l Draft Mission Statement
2 Define Corporate Objectives
' E
4. Revise Business Landscape
5. Analyse SWOT '
6. Explore PESTEL

/. Reach Potential Target
8. Set Measurable Goals |

9. Allocate Optimal Budget:

‘ ] O Develop Product Release

1 ; Rollout Pricing Strategy

12. Layout Distribution Channel
3

. Design Promotion @ampaign
14, Turn Vision into Action
15, Monitor Results

5

Goal Setting Situation Analysis Marketing Strategy Marketing Mix Implementation

Source: The Growth Learning Loop
adapted from Marketing Planning Process, Malcolm McDonald (2016)

¥ @mijuigtc www.miuigtc.com #EFORBREFOO




Where To Play

How To Win How To Grow What To Do

What To Learn

PIRATE FUNNEL CANVAS

eucerpted from Gust De Backer, Ward van Gasteren (2023)

Pirate Metrics

NORTH STAR METRIC (NSM)

rrnid North Star Metric

6 months

Exact Number Bottleneck

Awareness A
T e do you reach with your marketing?

Acquisition A
ny website vistors leave ther mall address ?
ivation

#FOREFOOD

) @mjuigtc

Market

Development
emerging market

Product
Diversification
breakthrough innovation

©
S
3 3
% extend >
2z | Market Product
8 | Penetration Development
E core enhancement emerging capability
Product Newness

Goal Setting Situation Analysis

¥ @mijuigtc

Marketing Strategy Marketing Mix

Source: The Growth Learning Loop
adapted from Marketing Planning Process, Malcolm McDonald (2016)

www.mjuigtc.com

FUNNEL /

#FOREFOOD

NORTHSTAR

5

Implementation

#FOREFOO
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o1’ IGTC CoLAB:
The Future i1s Collaborative

GCONNEGTING
CGEIVIVIVININIES
CONNECTING

COMMUNITIES

CONNEGTING
CGOIVIVIVININRIES

youtube.com
/@mjuigtc

Youl['hi[:
i DOOK.

OEG o
WWWV,

@ /mjuigtc.com
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