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@LisaKaySolomon 
       

Designing Better Futures:
Mindsets & Practices 
of Innovation

Designing better futures 

“ 
This present 

moment used 
to be the 

unimaginable 
future.   

Stewart Brand ” 
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  Time compression via technology and information

  Global complexity via geopolitics, climate issues

  New actors via disruptive startups, new stakeholders

  New org forms via networks vs. hierarchies

  More digital work via shift to less tangible activities

Source: Adapted from Thomas Friedman’s “Thank you for Being 
Late”!
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FUTURE for NZ.

DESIGN
IS A SCALABLE
PROCESS

✔!

“We’ve got to be more 
innovative!”


IDEA  SCALABLE 
SOLUTIONX
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POV is a rally cry 
infused with 

common purpose.

“How might we 

make Aotearoa New Zealand 
the global exemplar – 
environmentally, 
economically and socially?”


POV: Aspirational Future

Design A Better Business 

POVPREPARE

UNDERSTAND

Design A Better Business 

PREPARE POV
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IDEATE UNDERSTAND

Design A Better Business 

PREPARE POV

UNDERSTAND

Design A Better Business 

PREPARE POV

IDEATE

PROTOTYPE

PREPARE POV

UNDERSTANDIDEATE

VALIDATE

Design A Better Business 

PREPARE POV

UNDERSTAND

PROTOTYPE

IDEATE
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VALIDATE

IDEATE

Design A Better Business 

PREPARE POV

UNDERSTAND

PROTOTYPE

PREPARE

Design A Better Business 

SCALE POV

UNDERSTAND

PROTOTYPEVALIDATE

IDEATE

DESIGN
AS A SCALABLE
SET OF TOOLS

✔! PAPER PROTOTYPING

RISKIEST ASSUMPTION

EXPERIMENT CANVAS

VALIDATION CANVAS

INVESTMENT READINESS

CREATIVE MATRIX

BUSINESS MODEL IDEATION

WALL OF IDEAS

INNOVATION MATRIX

SKETCHING

STORYTELLING CANVAS

CUSTOMER JOURNEY

VALUE PROPOSITION

CONTEXT CANVAS

BUSINESS MODEL CANVAS

SCREENPLAYS

TEAM CHARTER

FIVE BOLD STEPS VISION

COVER STORY VISION

DESIGN CRITERIA

VISUAL INDEX OF TOOLS
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Expanded Design Toolkit 
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© THE GROVE CONSULTANTS INTERNATIONAL  
THIS VERSION BY DESIGNABETTERBUSINESS.COM

DESIGN A
BETTER
BUSINESS

The cover story vision canvas was originally designed by David Sibbet

@

@

COVER STORY VISION® CANVAS

TWEETS

#HASHTAGS

INSTAGRAM PICTURES

BIG HEADLINESMAGAZINE COVER
The big headlines about your
business

QUOTES
Some great quotes to go with your
article

THE INTERVIEW
The in-depth interview about
your business

THE BOTTOM LINE
What does the finance
section say?

POV: Envisioned Success 

Based on the Context Map designed by David Sibbet

© THE GROVE CONSULTANTS INTERNATIONAL  
THIS VERSION BY DESIGNABETTERBUSINESS.COM

DESIGN A
BETTER
BUSINESSCONTEXT MAP® CANVAS

Look for data on demograph-
ics, education, employment.
Are there big changes that
will impact your business?

DEMOGRAPHIC TRENDS

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

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

CUSTOMER NEEDS

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

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

COMPETITION

YOUR
COMPANY

Do you see any big uncertainties?
Things that can have a big impact,

but it’s unclear how or when?

UNCERTAINTIES

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

ECONOMY & ENVIRONMENT

Understand: Context 

If you fight external trends, you’re 
probably fighting the future. Embrace 
them and you have a tailwind.


These big trends are not that hard to 
spot, but they can be strangely hard for 
large organizations to embrace.


“

Jeff Bezos l CEO Amazon 

Source: Amazon SEC 2016 Letter to Shareholders
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© BUSINESS MODEL FOUNDRY AG

DESIGN A
BETTER
BUSINESS

strategyzer.com

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

JOB-TO-BE-DONE
What is the job the customer

wants to get done in their 
work or life??

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

PAIN RELIEVERS
How can you help your customer

to relieve their pains? What problems
can you eradicate?

GAINS
What would make your customer

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

PAINS
What is annoying or troubling your cus-
tomer? What is preventing them from

getting the job done?

VALUE PROPOSITION CANVAS

Understand: Customer  

© BUSINESS MODEL FOUNDRY AG

DESIGN A
BETTER
BUSINESS

strategyzer.com

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

JOB-TO-BE-DONE
What is the job the customer

wants to get done in their 
work or life??

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

PAIN RELIEVERS
How can you help your customer

to relieve their pains? What problems
can you eradicate?

GAINS
What would make your customer

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

PAINS
What is annoying or troubling your cus-
tomer? What is preventing them from

getting the job done?

VALUE PROPOSITION CANVAS

Ideate: Customer  

DESIGNED BY BUSINESS MODEL FOUNDRY AG
This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.
http://creativecommons.org/licenses/by-sa/4.0 or send a letter to Creative Commons, 
171 Second Street, Suite 300, San Francisco, California, 94105, USA.

strategyzer.com

DESIGN A
BETTER
BUSINESS

KEY PARTNERS
Who are your key partners? 

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

REVENUE STREAMS
How do customers reward you for the
value you provide to them?

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

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

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

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

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

CUSTOMER SEGMENTS
Who are your customers?

BUSINESS MODEL CANVAS
Ideate: Biz Model(s) 

Our greatest 
challenges can 

become our greatest 
opportunities.



12/6/17!

9!

Scale: Igniting Change 

Problems we 
solve become 
stories we tell.

DESIGN
IS A SCALABLE
SET OF SKILLS

✔!
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DESIGN MBA 
Mastering Business 
Ambiguity

Design Skills 

Source: Duck Rabbit by Amy Krouse Rosenthal !

Embrace Uncertainty 
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Designing 
Better Futures
Starts with you!

@lisakaysolomon            
designabetterbusiness.com 


