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On December 2nd, 2013, forty senior 
leaders from the AEC, Manufacturing and 
Entertainment industries met at Autodesk 
University to explore the evolution of their 
organizations’ business models. 

Using a practice called Visual Strategy, the 
participants mapped global drivers, 
explored the deep structure of their 
industry, identified emerging workflow and 
new business models and determined bold 
steps for new and thriving organizations. 

The exercises provided participants with 
opportunities to work together closely to 
think through big issues, identify common 
patterns between industries, and prototype 
new organizations with new business 
models that will thrive in a turbulent future.
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NEW BUSINESS MODELS
The participants developed seven new 
business models in their industries. 
Common themes emerged: 

• To thrive in the evolving economies, 
businesses must deliver more complete 
service offerings, rather than point 
solutions. 

• Success depends one creating new 
mechanisms and incentives for 
collaboration with clients and partners. 
delivering services.

• Businesses must incorporate more data 
driven decision-making approaches. 

• There are many more opportunities to 
include successive prototyping at all 
levels of business.
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WELCOME AND INTRODUCTION
Jon Pittman, VP Autodesk Strategy 
welcomed the participants to IDEAS.

Tom Wujec, Autodesk Fellow, acted as the 
facilitator, leading the group through the exercises.



INTRODUCTION
The goal of the workshop was to 
collectively explore how to reinvent the 
business models of design. Using the Visual 
Strategy approach, participants engaged in 
a series of systems model exercises to map 
out the key business model elements.



INTRODUCTION
The workshop began with a warm up 
exercise which involved drawing pictures of 
how they felt about their industry today. 

 Working in industry teams, these drawings 
became incorporated into team posters 
that charted collective attitudes and 
introduced the participants.



INTRODUCTION TEAM ONE: 
Architecture, Engineering, Construction



INTRODUCTION TEAM TWO: 
Architecture, Engineering, Firms



INTRODUCTION TEAM THREE: 
Built Environment



INTRODUCTION TEAM FOUR: 
Managing Design & Build



INTRODUCTION TEAM FIVE: 
Design & Manufacturing



INTRODUCTION TEAM SIX: 
Design & Construction



INTRODUCTION TEAM SEVEN: 
Entertainment



SYSTEMS THINKING



SYSTEMS THINKING
Participants continued with an exercise 
called ‘Draw How to Make Toast’ which 
provided a shared framework on systems 
thinking.  

The essential nature of diagraming is to 
identify parts of the a system and label 
them as nodes and identify the 
connections between the nodes as links. 
The combination of links and nodes 
produces a visual model of a system.



HOW TO MAKE TOAST DRAWINGS
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HOW TO MAKE TOAST DRAWINGS
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HOW TO MAKE TOAST DRAWINGS



BUSINESS MODEL 
SYSTEMS THINKING
The remaining bulk of the workshop focused on 
developing comprehensive systems models at 
five focal settings. 

1) Global Drivers  
2) Industry Structure 
3) Workflow and Life Cycle 
4) Business Model 
5) Bold Steps for Success 

Each systems model provided participants with a 
way to identify key nodes, analyze their 
relationships and synthesize their meaning.
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FRAME05
BOLD STEPS What must your organization do to grow and thrive?

FOR WHO THE IS A THAT

Benefit 2. Benefit 3.

UNLIKE WE

Your key 
stakeholders.

Who are they?
- Customers
- Buyers
- End Users
- Clients
- Suppliers
- Partners

Have the following
needs, motivations,
opportunities and
jobs to be done.

Specfically, what 
can you address?
- Financial
- Process
- Emotional

Name of your
bold steps
initiative.

Give it a 
snappy and
evocative
name.

Describe the 
nature of your
Bold Steps.

- Strategic Plan
- Operational
   effectiveness
   initiative
- Cultural Change
- etc

Provide the 
following benefits:.

- Benefit 1.

Provide the 
following benefits:

- Benefit 2.

Provide the 
following benefits:

- Benefit 3.

Other growth
initiatives.

Such as
- Training
- Alignment
- Lean
- Digital Prototyping
- BIM

Will do the
following things
to differentiate
ourselves.

- Differentiation 1

Will do the
following things
to differentiate
ourselves.

- Differentiation 2

Will do the
following things
to differentiate
ourselves.

- Differentiation 3

BOLD STEPS
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FRAME04
BUSINESS MODEL CANVAS

What are the most important costs inherent in your business model?
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

Revenue Streams

Through which Channels do your Customer Segments want to be reached? 
How are you reaching them now?
How are our Channels integrated? Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines? 

For what value are your customers really willing to pay?
For what do they currently pay?
How are they currently paying? 
How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?  

Channels

Customer Relationships Customer Segments

PHASES
- Awarenesss:  How do we raise awareness about our company’s offerings?
-. Evaluation:  How do we help customers evaluate our Value Proposition?
-. Purchase:  How do we allow customers to purchase specific offerings?
-. Delivery:  How do we deliver a Value Proposition to customers?
-. After Sales: How do we provide post-purchase customer support?
 

KINDS OF OFFERING
- Mass Market
- Niche Market
- Diversified
- Segmented
- Multi-sided Platform

EXAMPLES
- Personal assistance
- Dedicated
- Personal Assistance
- Self-Service
- Automated Services
- Communities
- Co-creation

For whom are you creating value?
Who are your most important customers?
How do customers measure value economically?
How do customers measure value emotionally?

What type of relationship does each of your Customer Segments expect you
to establish and maintain with them?
Which ones have you established?
How are they integrated with the rest of your business model? How costly are they? 

Value PropositionsKey ActivitiesKey Partners

Key Resources

Cost Structure

What value do you deliver to the customer?
Which one of your customer’s problems are you helping to solve?
What bundles of products and services are you offering to each Customer Segment?
Which customer needs are you satisfying?

What Key Activities do your Value Propositions 
require our Distribution Channels? 
How do you manage our Customer Relationships?
How do you create Revenue Streams? 

Who are your Key Partners?
Who are your key suppliers?
Which Key Activities do partners perform?
Which Key Resources are you acquiring from partners? 

What Key Resources do your Value Propositions require?
Distribution Channels? 
Customer Relationships?
Revenue Streams?

CHARACTERISTICS
- Newness
- Performance
- Customization
- Getting the Job Done
- Design
- Brand/Status
- Cost Reduction
- Risk Reducti
- Accessibility
- Convenience/Usability

CATEGORIES
- Production
- Problem Solving
- Platform/Networkries

TYPES OF RESOURCES
Physical
Intellectual (brand patents,
copyrights, data)
Human
Financial

MOTIVATIONS FOR PARTNERSHIPS
- Optimization and economy
- Reduction of risk and uncertainty
- Acquisition of particular
- Resources and activities 

BUSINESS NATURE
- Cost Driven 
- Leanest cost structure, 
- Low price value proposition 
- Maximum automation 
- Extensive outsourcing

Value Driven 
- Focused on value creation
- Premium value proposition

Fixed Costs 
- Salaries, rents, utilities

Variable costs
- Economies of scale
- Economies of scope

www.businessmodelgeneration.com

TYPES
- Asset sale
- Usage fee
- Subscription Fees
- Lending/Renting/Leasing
- Licensing
- Brokerage fees
- Advertising

FIXED PRICING
- List Price
- Product feature dependent
- Customer segment depe
- Volume dependentndent

DYNAMIC PRICING
- Negotiation (bargaining)
- Yield Management
- Real-time-Market

What is the business model of your organization?

Common Operating FrameworksCommon Operating Frameworks

FRAME03
INDUSTRY LIFECYCLE & WORKFLOW

Who is involved in making work happen?

STAKEHOLDERS

What are the major stages of value creation?

PHASES OF WORK

 

How is value created in your organization?

What are the major deliverables?

OUTPUTS

What technologies augment value creation?

TOOLS

Common Operating FrameworksCommon Operating Frameworks

What are the dynamics within your industry? 
FRAME02
INDUSTRY STRUCTURE

COMPETITIVE
RIVALRY
What is the nature of the industry competition: Price? Quality? 
Speed? Reliability? How do they differentiate themselves?
Illustrate how the industry players battle for business.

SUPPLIERS
Who are your suppliers?
What products and services do they 
provide? Who is indispensible?

Entry barriers protect an industry from newcomers 
who would add new
capacity and seek to gain market share.

SUPPLIER
BARGAINING
POWER
Powerful suppliers can charge higher 
prices or insist on more favorable 
terms, lowering industry profits.
When suppliers serve alternative in-
dustries. they exert more force on any 
one industry.

BUYER
BARGAINING
POWER
Powerful buyers can force prices down or 
demand more value in the product, 
capturing more of the value for themselves. 
When buyers see little differentiation in the 
industry’s products, they have the power to 
pit one vendor against another.

THREAT OF
SUBSTITUTIONS
Effective substitutes can provide an attractive 
price performance trade-off relative to the
industry’s product. They put a cap on industry 
profitability.

BUYERS
Who are your buyers? 
What offerings are most important to them?

NEW
ENTRANTS

SUBSTITUTE
SOLUTIONS
Substitutes are offerings that meet the same basic needs 
as the industry’s product, but in a different way. Substi-
tutes are not direct rivals, they often come from unex-
pected places. This makes substitutes difficult to antici-
pate or even to see once they appear.THREAT OF 

NEW ENTRANTS
Entry barriers protect an industry from
newcomers who add new capacity.
What are the specific barriers to entry? How 
might these barriers be lowered or raised?

Common Operating FrameworksCommon Operating Frameworks

FRAME01
GLOBAL DRIVERS

SOCIETY
How is society changing? 
How are people changing? Physically? Emotionally? Physically? 
What are people doing more of? Less of? 
What trends do you see in cultural behaviors, values and beliefs?  

INCREASING
Which factors are growing?

DECREASING
Which factors are shinking?

TECHNOLOGY
How is technology evolving?
Which tools - digital and physical - are having an impact on the way your industry works? 
Which technologies have the greatest potential to advance and disrupt your industry?

ENVIRONMENT
What is the state of the economy? 
Locally? Regionally? Nationally? Globally? 
How does the economic climate affect the ecosystem 
of your suppliers, customers and employees?

ECONOMY
How is the physical environment changing?
Which environmental drivers affect your business?
From local living conditions to global changes, 
how does environmental change shape your industry?

POLICY
Which policies, laws and regulations shape your industry?
What new regulations will augment or constrain your business? 
How much is your business shaped by legistation?

What are the broad forces shaping your industry? 

IMPLICATIONS
What do these trends mean for your industry?

Common Operating FrameworksCommon Operating Frameworks

!

What BroAd 
ForCes are 

ShaPing Your 
IndUstry? 

!

What is 
ChaNging 
in Your 

IndUstry? 

!

how are 
OrgAnIzaTions 

CreAting 
ValUe? 

!

how are 
BusIness 
ModEls 

ChaNging? 

!

What Must 
OrgAnIzaTions 

do to 
ThrIvE? 

FIVE KEY QUESTIONS
The workshop identified five central topics for 
discussion, each of which had its its own systems 
diagram.



FRAME 01 
GLOBAL DRIVERS



The first focal setting identified the major 
relevant forces in five categories: 

• Society 
• Technology 
• Economy 
• Environment 
• Politics 
!
Within each category, participants 
determined what has increasing, 
decreasing, and what reached a milestone.

With these factors identified, each group 
developed a thesis of the central impact of 
the changing world on their industry.

FRAME 01 
GLOBAL DRIVERS



FRAME01
GLOBAL DRIVERS

SOCIETY
How is society changing? 
How are people changing? Physically? Emotionally? Physically? 
What are people doing more of? Less of? 
What trends do you see in cultural behaviors, values and beliefs?  

INCREASING
Which factors are growing?

DECREASING
Which factors are shinking?

TECHNOLOGY
How is technology evolving?
Which tools - digital and physical - are having an impact on the way your industry works? 
Which technologies have the greatest potential to advance and disrupt your industry?

ENVIRONMENT
What is the state of the economy? 
Locally? Regionally? Nationally? Globally? 
How does the economic climate affect the ecosystem 
of your suppliers, customers and employees?

ECONOMY
How is the physical environment changing?
Which environmental drivers affect your business?
From local living conditions to global changes, 
how does environmental change shape your industry?

POLICY
Which policies, laws and regulations shape your industry?
What new regulations will augment or constrain your business? 
How much is your business shaped by legistation?

What are the broad forces shaping your industry? 

IMPLICATIONS
What do these trends mean for your industry?

Common Operating FrameworksCommon Operating Frameworks
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FRAME01
GLOBAL DRIVERS

SOCIETY
How is society changing? 
How are people changing? Physically? Emotionally? Physically? 
What are people doing more of? Less of? 
What trends do you see in cultural behaviors, values and beliefs?  

INCREASING
Which factors are growing?

DECREASING
Which factors are shinking?

TECHNOLOGY
How is technology evolving?
Which tools - digital and physical - are having an impact on the way your industry works? 
Which technologies have the greatest potential to advance and disrupt your industry?

ENVIRONMENT
What is the state of the economy? 
Locally? Regionally? Nationally? Globally? 
How does the economic climate affect the ecosystem 
of your suppliers, customers and employees?

ECONOMY
How is the physical environment changing?
Which environmental drivers affect your business?
From local living conditions to global changes, 
how does environmental change shape your industry?

POLICY
Which policies, laws and regulations shape your industry?
What new regulations will augment or constrain your business? 
How much is your business shaped by legistation?

What are the broad forces shaping your industry? 

IMPLICATIONS
What do these trends mean for your industry?
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SOCIETY
How is society changing? 
How are people changing? Physically? Emotionally? Physically? 
What are people doing more of? Less of? 
What trends do you see in cultural behaviors, values and beliefs?  



TECHNOLOGY
How is technology evolving?
Which tools - digital and physical - are having an impact on the way your industry works? 
Which technologies have the greatest potential to advance and disrupt your industry?



ENVIRONMENT
How is the physical environment changing?
Which environmental drivers affect your business?
From local living conditions to global changes, 
how does environmental change shape your industry?



What is the state of the economy? 
Locally? Regionally? Nationally? Globally? 
How does the economic climate affect the ecosystem 
of your suppliers, customers and employees?

ECONOMY



POLICY
Which policies, laws and regulations shape your industry?
What new regulations will augment or constrain your business? 
How much is your business shaped by legistation?



INCREASING
Which factors are growing?

DECREASING
Which factors are shinking?

IMPLICATIONS
What do these trends mean for your industry?



GLOBAL DRIVERS PRESENTATIONS
Each team delivered a short presentation 
describing their themes.



GLOBAL DRIVERS TEAM ONE: 
Increased demand for speed of cost reduction.



GLOBAL DRIVERS TEAM TWO: 
Cool the Potato: Intelligent Risk Management



GLOBAL DRIVERS TEAM THREE: 
Stop Denying the Global Forces.



GLOBAL DRIVERS TEAM FOUR: Increasing client consumer 
expectation of Integrated Data.



GLOBAL DRIVERS TEAM FIVE: Friendlier tools, better processes, 
lowers the barriers to sustainable manufacturing.



GLOBAL DRIVERS TEAM SIX: Economic disparity and global 
connectedness is forcing agility & strategic balance.



GLOBAL DRIVERS TEAM SEVEN: 
Give people stories they love.



FRAME 02 
INDUSTRY STRUCTURE



Each group explored the underlying 
structure of their industry through the 
Porter Five Forces Model: 

• Supplier Bargaining Power 
• Customer Buying Power 
• Threat of New Entrants 
• Threat of New Substitutions 
• Competitive Churn 
!
Each Industry charted the nodes and links 
of each system and presented their 
findings.

FRAME 02 
INDUSTRY STRUCTURE



What are the dynamics within your industry? 
FRAME02
INDUSTRY STRUCTURE

COMPETITIVE
RIVALRY
What is the nature of the industry competition: Price? Quality? 
Speed? Reliability? How do they differentiate themselves?
Illustrate how the industry players battle for business.

SUPPLIERS
Who are your suppliers?
What products and services do they 
provide? Who is indispensible?

Entry barriers protect an industry from newcomers 
who would add new
capacity and seek to gain market share.

SUPPLIER
BARGAINING
POWER
Powerful suppliers can charge higher 
prices or insist on more favorable 
terms, lowering industry profits.
When suppliers serve alternative in-
dustries. they exert more force on any 
one industry.

BUYER
BARGAINING
POWER
Powerful buyers can force prices down or 
demand more value in the product, 
capturing more of the value for themselves. 
When buyers see little differentiation in the 
industry’s products, they have the power to 
pit one vendor against another.

THREAT OF
SUBSTITUTIONS
Effective substitutes can provide an attractive 
price performance trade-off relative to the
industry’s product. They put a cap on industry 
profitability.

BUYERS
Who are your buyers? 
What offerings are most important to them?

NEW
ENTRANTS

SUBSTITUTE
SOLUTIONS
Substitutes are offerings that meet the same basic needs 
as the industry’s product, but in a different way. Substi-
tutes are not direct rivals, they often come from unex-
pected places. This makes substitutes difficult to antici-
pate or even to see once they appear.THREAT OF 

NEW ENTRANTS
Entry barriers protect an industry from
newcomers who add new capacity.
What are the specific barriers to entry? How 
might these barriers be lowered or raised?

Common Operating FrameworksCommon Operating Frameworks



FRAME02
INDUSTRY STRUCTURE

SUPPLIERS
Who are your suppliers?
What products and services do they 
provide? Who is indispensible?



BUYER

BUYERS
Who are your buyers? 
What offerings are most important to them?



SUBSTITUTE
SOLUTIONS
Substitutes are offerings that meet the same basic needs 
as the industry’s product, but in a different way. Substi-
tutes are not direct rivals, they often come from unex-
pected places. This makes substitutes difficult to antici-
pate or even to see once they appear.



Entry barriers protect an industry from newcomers 
who would add new
capacity and seek to gain market share.

NEW
ENTRANTS



COMPETITIVE
RIVALRY
What is the nature of the industry competition: Price? Quality? 
Speed? Reliability? How do they differentiate themselves?
Illustrate how the industry players battle for business.



What are the dynamics within your industry? 
FRAME02
INDUSTRY STRUCTURE

COMPETITIVE
RIVALRY
What is the nature of the industry competition: Price? Quality? 
Speed? Reliability? How do they differentiate themselves?
Illustrate how the industry players battle for business.

SUPPLIERS
Who are your suppliers?
What products and services do they 
provide? Who is indispensible?

Entry barriers protect an industry from newcomers 
who would add new
capacity and seek to gain market share.

SUPPLIER
BARGAINING
POWER
Powerful suppliers can charge higher 
prices or insist on more favorable 
terms, lowering industry profits.
When suppliers serve alternative in-
dustries. they exert more force on any 
one industry.

BUYER
BARGAINING
POWER
Powerful buyers can force prices down or 
demand more value in the product, 
capturing more of the value for themselves. 
When buyers see little differentiation in the 
industry’s products, they have the power to 
pit one vendor against another.

THREAT OF
SUBSTITUTIONS
Effective substitutes can provide an attractive 
price performance trade-off relative to the
industry’s product. They put a cap on industry 
profitability.

BUYERS
Who are your buyers? 
What offerings are most important to them?

NEW
ENTRANTS

SUBSTITUTE
SOLUTIONS
Substitutes are offerings that meet the same basic needs 
as the industry’s product, but in a different way. Substi-
tutes are not direct rivals, they often come from unex-
pected places. This makes substitutes difficult to antici-
pate or even to see once they appear.THREAT OF 

NEW ENTRANTS
Entry barriers protect an industry from
newcomers who add new capacity.
What are the specific barriers to entry? How 
might these barriers be lowered or raised?
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COMPETITIVE
RIVALRY
What is the nature of the industry competition: Price? Quality? 
Speed? Reliability? How do they differentiate themselves?
Illustrate how the industry players battle for business.SUPPLIER

BARGAINING
POWER
Powerful suppliers can charge higher 
prices or insist on more favorable 
terms, lowering industry profits.
When suppliers serve alternative in-
dustries. they exert more force on any 
one industry.



COMPETITIVE
What is the nature of the industry competition: Price? Quality? 
Speed? Reliability? How do they differentiate themselves?
Illustrate how the industry players battle for business. BUYER

BARGAINING
POWER
Powerful buyers can force prices down or 
demand more value in the product, 
capturing more of the value for themselves. 
When buyers see little differentiation in the 
industry’s products, they have the power to 
pit one vendor against another.



THREAT OF
SUBSTITUTIONS
Effective substitutes can provide an attractive 
price performance trade-off relative to the
industry’s product. They put a cap on industry 
profitability.



THREAT OF 
NEW ENTRANTS
Entry barriers protect an industry from
newcomers who add new capacity.
What are the specific barriers to entry? How 
might these barriers be lowered or raised?



INDUSTRY STRUCTURE TEAM ONE: AEC Focus on Speed to Market, 
Own the Supply Chain and Control Data



INDUSTRY STRUCTURE TEAM TWO: AEC Own and manage the 
data analysis lifecycle. Leverage Skills. Copy 
the Internet Fremium Business Model.



INDUSTRY STRUCTURE TEAM THREE: Built Environment 
GlobalLocal Consulting Business Model using 
new Entrants to use Digital Data Backbone.



INDUSTRY STRUCTURE TEAM FOUR: Design & Build  Create an 
integrated cloud-based design environment with 
uniformity, compliance, security and harmony.



INDUSTRY STRUCTURE TEAM FIVE: Design & Manufacturing 
Sharing risk by understanding customer and using 
advanced technology.



INDUSTRY STRUCTURE TEAM SIX: Design & Construction 
Create client focused,, connected consultancy. 
Focus on solving problems, not projects.



INDUSTRY STRUCTURE TEAM SEVEN: Entertainment 
Create a business model that goes outside of 
traditional timing and structured development.



FRAME 03 
INDUSTRY LIFECYCLE / WORKFLOW



Each group charted the current set of  
processes to create value and identified 
pain points, issues, and risks.  

Simple line drawings chart the rise and fall  
of risk and profits across the project 
lifecycle. 

Each group used this as an opportunity to 
identify improvement, largely by 
integrating emerging technologies that 
enable new processes.

FRAME 03 
INDUSTRY LIFECYCLE / WORKFLOW



FRAME03
INDUSTRY LIFECYCLE & WORKFLOW

Who is involved in making work happen?

STAKEHOLDERS

What are the major stages of value creation?

PHASES OF WORK

 

How is value created in your organization?

What are the major deliverables?

OUTPUTS

What technologies augment value creation?

TOOLS
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STAKEHOLDERS

What are the major stages of value creation?

PHASES OF WORK



Who is involved in making work happen?

STAKEHOLDERS



 

What are the major deliverables?

OUTPUTS

TOOLS



What technologies augment value creation?

TOOLS
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INDUSTRY LIFECYCLE & WORKFLOW

Who is involved in making work happen?

STAKEHOLDERS

What are the major stages of value creation?

PHASES OF WORK

 

How is value created in your organization?

What are the major deliverables?

OUTPUTS

What technologies augment value creation?

TOOLS
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LIFECYCLE WORKFLOW TEAM ONE: 
Architecture, Engineering, Construction



LIFECYCLE WORKFLOW TEAM TWO: 
Architecture, Engineering, Firms



LIFECYCLE WORKFLOW TEAM THREE: 
Built Environment



LIFECYCLE WORKFLOW TEAM FOUR: 
Managing Design & Build



LIFECYCLE WORKFLOW TEAM FIVE: 
Design & Manufacturing



LIFECYCLE WORKFLOW TEAM SIX: 
Design & Construction



LIFECYCLE WORKFLOW TEAM SEVEN: 
Entertainment



FRAME 04 
BUSINESS MODEL CANVAS



Groups took their emerging ideas about 
places to create more streamlined 
workflow and plotted the elements of the 
business on a Canvas with 9 nodes: 

• Customer Segments 
• Value Propositions 
• Customer Relationship 
• Channel 
• Key Resources 
• Key Activities 
• Partners 
• Revenue Streams 
• Cost Structure

FRAME 04 
BUSINESS MODEL CANVAS



FRAME04
BUSINESS MODEL CANVAS

What are the most important costs inherent in your business model?
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

Revenue Streams

Through which Channels do your Customer Segments want to be reached? 
How are you reaching them now?
How are our Channels integrated? Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines? 

For what value are your customers really willing to pay?
For what do they currently pay?
How are they currently paying? 
How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?  

Channels

Customer Relationships Customer Segments

PHASES
- Awarenesss:  How do we raise awareness about our company’s offerings?
-. Evaluation:  How do we help customers evaluate our Value Proposition?
-. Purchase:  How do we allow customers to purchase specific offerings?
-. Delivery:  How do we deliver a Value Proposition to customers?
-. After Sales: How do we provide post-purchase customer support?
 

KINDS OF OFFERING
- Mass Market
- Niche Market
- Diversified
- Segmented
- Multi-sided Platform

EXAMPLES
- Personal assistance
- Dedicated
- Personal Assistance
- Self-Service
- Automated Services
- Communities
- Co-creation

For whom are you creating value?
Who are your most important customers?
How do customers measure value economically?
How do customers measure value emotionally?

What type of relationship does each of your Customer Segments expect you
to establish and maintain with them?
Which ones have you established?
How are they integrated with the rest of your business model? How costly are they? 

Value PropositionsKey ActivitiesKey Partners

Key Resources

Cost Structure

What value do you deliver to the customer?
Which one of your customer’s problems are you helping to solve?
What bundles of products and services are you offering to each Customer Segment?
Which customer needs are you satisfying?

What Key Activities do your Value Propositions 
require our Distribution Channels? 
How do you manage our Customer Relationships?
How do you create Revenue Streams? 

Who are your Key Partners?
Who are your key suppliers?
Which Key Activities do partners perform?
Which Key Resources are you acquiring from partners? 

What Key Resources do your Value Propositions require?
Distribution Channels? 
Customer Relationships?
Revenue Streams?

CHARACTERISTICS
- Newness
- Performance
- Customization
- Getting the Job Done
- Design
- Brand/Status
- Cost Reduction
- Risk Reducti
- Accessibility
- Convenience/Usability

CATEGORIES
- Production
- Problem Solving
- Platform/Networkries

TYPES OF RESOURCES
Physical
Intellectual (brand patents,
copyrights, data)
Human
Financial

MOTIVATIONS FOR PARTNERSHIPS
- Optimization and economy
- Reduction of risk and uncertainty
- Acquisition of particular
- Resources and activities 

BUSINESS NATURE
- Cost Driven 
- Leanest cost structure, 
- Low price value proposition 
- Maximum automation 
- Extensive outsourcing

Value Driven 
- Focused on value creation
- Premium value proposition

Fixed Costs 
- Salaries, rents, utilities

Variable costs
- Economies of scale
- Economies of scope

www.businessmodelgeneration.com

TYPES
- Asset sale
- Usage fee
- Subscription Fees
- Lending/Renting/Leasing
- Licensing
- Brokerage fees
- Advertising

FIXED PRICING
- List Price
- Product feature dependent
- Customer segment depe
- Volume dependentndent

DYNAMIC PRICING
- Negotiation (bargaining)
- Yield Management
- Real-time-Market

What is the business model of your organization?

Common Operating FrameworksCommon Operating Frameworks



Customer Segments

KINDS OF OFFERING
- Mass Market
- Niche Market
- Diversified
- Segmented
- Multi-sided Platform

For whom are you creating value?
Who are your most important customers?
How do customers measure value economically?
How do customers measure value emotionally?

What is the business model of your organization?



Value Propositions
What value do you deliver to the customer?
Which one of your customer’s problems are you helping to solve?
What bundles of products and services are you offering to each Customer Segment?
Which customer needs are you satisfying?

CHARACTERISTICS
- Newness
- Performance
- Customization
- Getting the Job Done
- Design
- Brand/Status
- Cost Reduction
- Risk Reducti
- Accessibility
- Convenience/Usability

What is the business model of your organization?



Customer Relationships

EXAMPLES
- Personal assistance
- Dedicated
- Personal Assistance
- Self-Service
- Automated Services
- Communities
- Co-creation

What type of relationship does each of your Customer Segments expect you
to establish and maintain with them?
Which ones have you established?
How are they integrated with the rest of your business model? How costly are they? 

What is the business model of your organization?



Through which Channels do your Customer Segments want to be reached? 
How are you reaching them now?
How are our Channels integrated? Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines? 

Channels

PHASES
- Awarenesss:  How do we raise awareness about our company’s offerings?
-. Evaluation:  How do we help customers evaluate our Value Proposition?
-. Purchase:  How do we allow customers to purchase specific offerings?
-. Delivery:  How do we deliver a Value Proposition to customers?
-. After Sales: How do we provide post-purchase customer support?
 



Revenue Streams
For what value are your customers really willing to pay?
For what do they currently pay?
How are they currently paying? 
How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?  
TYPES
- Asset sale
- Usage fee
- Subscription Fees
- Lending/Renting/Leasing
- Licensing
- Brokerage fees
- Advertising

FIXED PRICING
- List Price
- Product feature dependent
- Customer segment depe
- Volume dependentndent

DYNAMIC PRICING
- Negotiation (bargaining)
- Yield Management
- Real-time-Market



BUSINESS MODEL CANVAS
Key Activities
What Key Activities do your Value Propositions 
require our Distribution Channels? 
How do you manage our Customer Relationships?
How do you create Revenue Streams? 

CATEGORIES
- Production
- Problem Solving
- Platform/Networkries



Key Resources
What Key Resources do your Value Propositions require?
Distribution Channels? 
Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES
Physical
Intellectual (brand patents,
copyrights, data)
Human
Financial



BUSINESS MODEL CANVAS
Key Partners
Who are your Key Partners?
Who are your key suppliers?
Which Key Activities do partners perform?
Which Key Resources are you acquiring from partners? 

MOTIVATIONS FOR PARTNERSHIPS
- Optimization and economy
- Reduction of risk and uncertainty
- Acquisition of particular
- Resources and activities 



What are the most important costs inherent in your business model?
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

Cost Structure

BUSINESS NATURE
- Cost Driven 
- Leanest cost structure, 
- Low price value proposition 
- Maximum automation 
- Extensive outsourcing

Value Driven 
- Focused on value creation
- Premium value proposition

Fixed Costs 
- Salaries, rents, utilities

Variable costs
- Economies of scale
- Economies of scope
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For whom are you creating value?
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What type of relationship does each of your Customer Segments expect you
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How are they integrated with the rest of your business model? How costly are they? 
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Cost Structure

What value do you deliver to the customer?
Which one of your customer’s problems are you helping to solve?
What bundles of products and services are you offering to each Customer Segment?
Which customer needs are you satisfying?

What Key Activities do your Value Propositions 
require our Distribution Channels? 
How do you manage our Customer Relationships?
How do you create Revenue Streams? 

Who are your Key Partners?
Who are your key suppliers?
Which Key Activities do partners perform?
Which Key Resources are you acquiring from partners? 

What Key Resources do your Value Propositions require?
Distribution Channels? 
Customer Relationships?
Revenue Streams?

CHARACTERISTICS
- Newness
- Performance
- Customization
- Getting the Job Done
- Design
- Brand/Status
- Cost Reduction
- Risk Reducti
- Accessibility
- Convenience/Usability

CATEGORIES
- Production
- Problem Solving
- Platform/Networkries

TYPES OF RESOURCES
Physical
Intellectual (brand patents,
copyrights, data)
Human
Financial

MOTIVATIONS FOR PARTNERSHIPS
- Optimization and economy
- Reduction of risk and uncertainty
- Acquisition of particular
- Resources and activities 

BUSINESS NATURE
- Cost Driven 
- Leanest cost structure, 
- Low price value proposition 
- Maximum automation 
- Extensive outsourcing

Value Driven 
- Focused on value creation
- Premium value proposition

Fixed Costs 
- Salaries, rents, utilities

Variable costs
- Economies of scale
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www.businessmodelgeneration.com

TYPES
- Asset sale
- Usage fee
- Subscription Fees
- Lending/Renting/Leasing
- Licensing
- Brokerage fees
- Advertising

FIXED PRICING
- List Price
- Product feature dependent
- Customer segment depe
- Volume dependentndent

DYNAMIC PRICING
- Negotiation (bargaining)
- Yield Management
- Real-time-Market

What is the business model of your organization?
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BUSINESS CANVAS TEAM ONE: 
Identify new Concepts for Co-Creation.



BUSINESS CANVAS TEAM TWO: 
Create a master apprentice C2C model



BUSINESS CANVAS TEAM THREE: 
Restructuring risk through integrated data.



BUSINESS CANVAS TEAM FOUR: 
Focus on ultimate Customer Satisfaction.



BUSINESS CANVAS TEAM FIVE: 
Share risk of design and operations.



BUSINESS CANVAS TEAM SIX: 
Build, own, lead and manage data model.



BUSINESS CANVAS TEAM SEVEN: 
Create an integrated prototyping system.



FRAME 05 
BOLD STEPS



Each team developed a vision for a new 
organization that would thrive in the new 
economy, identifying  

• WHO it would serve 
• WHAT problems it would solve 
• HOW it would solve the problems 
• WHY it was important 
• WHERE it would differentiate itself

FRAME 05 
BOLD STEPS



FRAME05
BOLD STEPS What must your organization do to grow and thrive?

FOR WHO THE IS A THAT

Benefit 2. Benefit 3.

UNLIKE WE

Your key 
stakeholders.

Who are they?
- Customers
- Buyers
- End Users
- Clients
- Suppliers
- Partners

Have the following
needs, motivations,
opportunities and
jobs to be done.

Specfically, what 
can you address?
- Financial
- Process
- Emotional

Name of your
bold steps
initiative.

Give it a 
snappy and
evocative
name.

Describe the 
nature of your
Bold Steps.

- Strategic Plan
- Operational
   effectiveness
   initiative
- Cultural Change
- etc

Provide the 
following benefits:.

- Benefit 1.

Provide the 
following benefits:

- Benefit 2.

Provide the 
following benefits:

- Benefit 3.

Other growth
initiatives.

Such as
- Training
- Alignment
- Lean
- Digital Prototyping
- BIM

Will do the
following things
to differentiate
ourselves.

- Differentiation 1

Will do the
following things
to differentiate
ourselves.

- Differentiation 2

Will do the
following things
to differentiate
ourselves.

- Differentiation 3

BOLD STEPS
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FOR WHO

Your key 
stakeholders.

Who are they?
- Customers
- Buyers
- End Users
- Clients
- Suppliers
- Partners

Have the following
needs, motivations,
opportunities and
jobs to be done.

Specfically, what 
can you address?
- Financial
- Process
- Emotional



FOR WHO THE IS A

Your key 
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Describe the 
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- Cultural Change
- etc



IS A THAT

Benefit 2. Benefit 3.Describe the 
nature of your
Bold Steps.

- Strategic Plan
- Operational
   effectiveness
   initiative
- Cultural Change
- etc

Provide the 
following benefits:.

- Benefit 1.

Provide the 
following benefits:

- Benefit 2.

Provide the 
following benefits:

- Benefit 3.



UNLIKE WE

Other growth
initiatives.

Such as
- Training
- Alignment
- Lean
- Digital Prototyping
- BIM

Will do the
following things
to differentiate
ourselves.

- Differentiation 1

Will do the
following things
to differentiate
ourselves.

- Differentiation 2

Will do the
following things
to differentiate
ourselves.

- Differentiation 3
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Specfically, what 
can you address?
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- Process
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Name of your
bold steps
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Give it a 
snappy and
evocative
name.

Describe the 
nature of your
Bold Steps.

- Strategic Plan
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   effectiveness
   initiative
- Cultural Change
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Provide the 
following benefits:.

- Benefit 1.

Provide the 
following benefits:
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Other growth
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BOLD STEPS TEAM ONE: 
Architecture, Engineering, Construction



BOLD STEPS TEAM TWO: 
Architecture, Engineering, Firms



BOLD STEPS TEAM THREE: 
Built Environment



BOLD STEPS TEAM FOUR: 
Managing Design & Build



BOLD STEPS TEAM FIVE: 
Design & Manufacturing



BOLD STEPS TEAM SIX: 
Design & Construction



BOLD STEPS TEAM SEVEN: 
Entertainment



BEST BUSINESS MODELS 
VOTE FOR THE BEST THREE



Each team make a 90 second pitch that 
illustrated their business model. 
Collectively, the group voted to select the 
best, most innovative model, as well as the 
best presentation.

BEST BUSINESS MODELS 
VOTE FOR THE BEST THREE































THE WINNERS - TEAM 7 
A NEW ENTERTAINMENT MODEL


