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Before Your Bedtime You Will Have......

* Reviewed the three stages and three aspirations of EEX
* Discovered the 5/5/5 Challenges to improving the EEX

* Started your modeling career

I”

* Sampled Eiffel’s “remodel” EEX and best practices

* Been alerted to 6 EEX deadheads you can avoid with visual modeling



“Leaders must somehow
address both the self-
serving me and the group-
serving we. But the me-we
conflict is inevitable, so
eliminating it is impossible.
Instead, a good team-
builder uses this tension to
everyone’s benefit. The goal
is to shift people toward we
behavior by artfully
recognizing everyone’s me.”




3 EEX Stages 3 Aspirations

|. RECRUITMENT * Engagement

2. ONBOARDING  Business acumen
quote
3. PROGRESSION e Career Collaboration



Gets in the Way Needed

|. Lack of business acumen and * Interdependencies key for
systems thinking engagement
2. Job description myopia * Bigger picture of work

3. The dreaded OIRG CHART . Authorizing + OPERATING



Where Does Work Get Done?



Desirable talents wants to
know how things operate.

Business models show
them.




The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners 69

Who are our Key Partners?
Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS.
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

cATERGORIES

Problem Solving
Platform/Network

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segm

Which customer needs are we satlsfymg?

CHARACTERISTICS

tuction
ik Reduction
Accessibility
Convenioncerusabity

Key Resources

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

TvpEs oF REsouRcES
Physical
Intellectual (brand patents, copyrights, data)

uman
Financial

gl

o Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

Personal assistance
Dedicated Personal Assistance

Co-creation

L 4

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we 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?

CHANNEL pHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization's Value Proposition?
3. purchase

How do services?

v
How do we deliver a Value Proposition to customers?
5. Atter sales
How do we provide post-purchase customer support?

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Mult-sided Platform

n

Cost Structure

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

15 YouR BusINESS MORE

value  pr

SAMPLE CHARACTERISTICS
Fixed Costs (safaries, rents, utiites)
Variable costs

Economies of scale

Economies of scope

D

Tvees
Asset sale
usage fee

nsing
Brokerage fees
Advertising

Subscription Fees
Lending/Renting/Leasing

Revenue Streams

For what value are our 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?

Fixep priciNG oYNAMIC PRICING
List Price Negotiation (bargaining)
Product feature dependent Vield Management
Customer segm Real-time-Market
dependent

Volume dependent
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If your mission and
vision represent

where you’re
headed.....

....and your
strategy
represents the
chosen path
you will
take......

*.....your business
model is the
vehicle you will
operate along that
path to get you
there.



If you want to get
everyone on the

....don’t you
think you
should show
them the
bus.....?



The logic by

which value is

e

and
to Customers.



Presenter
Presentation Notes
Many of you are familiar with this, but let’s just review it briefly: A business model is the logic by which an organization creates and delivers value to Customers. Obviously, the organization is compensated for doing this.

Since organizations, by definition, are created to serve Customers, every organization--whether for-profit, non-profit, governmental, educational, or medical--has a business model.

Almost all modern organizations require cash to continue operating. If a non-profit entity runs out of money, its employees won't continue working there for long. At a very fundamental level, therefore, a business model must provide for the financial sustainability of an organization.


Business Modeling

e Business Model Generation
(2010)

* Created the business model
canvas

* Enterprise-level

e Qutward focus

You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow’s enterprises. It's a book for the...

BUSlneSS

Model

Genezuon

WRITTEN BY
Kevnde Cnbrrwpide & For P

CC' CREATED B“r’

o pna g Ceoed of W) peanc tignery, Trom 45 Counlne

DE51GMED BY




Next:

* Business Model You:A One-Page
Method for Reinventing Your Career

e Published 2012
* Individual focus

* Everyone is a one-person
business




Newest Addition

* Business Models for Teams: See
How Your Organization Really
Works and How Each Person Fits

In.

* Internal operations focus
* Individuals-teams-enterprise

* Three Questions career
management methodology






Presenter
Presentation Notes
This tool is called the Business Model Canvas. We call it a "Canvas" because it's like the blank, white canvases that artists used to paint pictures. We will use it to make visual depictions of business models. Draw because organizations are complex and hard to visualize.

The Canvas consists of nine building blocks, or components. Let's take a look at each one.
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The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners 69

Who are our Key Partners?
Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS.
Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

cATERGORIES

Problem Solving
Platform/Network

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segm

Which customer needs are we satlsfymg?

CHARACTERISTICS

tuction
ik Reduction
Accessibility
Convenioncerusabity

Key Resources

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

TvpEs oF REsouRcES
Physical
Intellectual (brand patents, copyrights, data)

uman
Financial

gl

o Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

Personal assistance
Dedicated Personal Assistance

Co-creation

L 4

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we 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?

CHANNEL pHASES
1. Awareness

How do we raise awareness about our company’s products and services?
2. Evaluation

How do we help customers evaluate our organization's Value Proposition?
3. purchase

How do services?

v
How do we deliver a Value Proposition to customers?
5. Atter sales
How do we provide post-purchase customer support?

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Mult-sided Platform

n

Cost Structure

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

15 YouR BusINESS MORE

value  pr

SAMPLE CHARACTERISTICS
Fixed Costs (safaries, rents, utiites)
Variable costs

Economies of scale

Economies of scope

D

Tvees
Asset sale
usage fee

nsing
Brokerage fees
Advertising

Subscription Fees
Lending/Renting/Leasing

Revenue Streams

For what value are our 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?

Fixep priciNG oYNAMIC PRICING
List Price Negotiation (bargaining)
Product feature dependent Vield Management
Customer segm Real-time-Market
dependent

Volume dependent
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Designed for: Designed by: Date: Version:

The Business Model Canvas

Key Partners 9 Key Activities Value Propositions o Customer Relationships Customer Segments
¢ 13

Who are our Key Partners? What Key Activities df What value do we deliver to the customer? What type of relationship does each of our For whom are we creating value?
Who are our key suppliers? Our Distribution Chat Which one of our customer’s problems are we Customer Segments expect us to establish Who are our most important customers?
Which Key Resources are we acquairing from partners? Customer Relationsh helping to solve? and maintain with them?
Which Key Activities do partners perform? Revenue streams? What bundles of products and services are we Which ones H Mass Market

offering to each Customer Segment? How are the Niche Market
[PS——— carencomes Which customer needs are we satisfying? business mof segmented
Optimization and economy oduction iversifie
Redluction of risk and uncertainty Problem Solving How costly a| Mult-sided Platform

cHaRACTERISTICS
Acquisition of particular resources and activities Patform/Netuwork Newness ExampLes

Performance personal assistar)

Dedicated Persor

“Getting the Job Done" Self-service

Design Automated Servi

Brand/status Communities

price Co-creation

Cost Reduction

Risk Reduction

Accessibilty

Convenioncerusabity

~an
What Key Resources do our Value Propositions require? Through which Channels
Our Distribution Channels? Customer Relationships? want to be reached?
Revenue Streams? How are we reaching ther
How are our Channels intg
TYPEs oF ResouRces Which ones work best?
Physical Which ones are most cost}
Intelioctual (brand patents, copyrights, data)
Human How are we integrating th)
Financial
cuanneL pHases
1. Awareness
How do we raise awareness about our company’s products and services?
2. Evaluation
fow do we help customers evaluate our organization’s Value Proposition?
3. Purchase
How do we
4. Delivery
How do we deliver a
5. After sales
How do we provide
What are the most important costs inherent in our business model? For what value are our customers really willing to pay?
Which Key Resources are most expensive? For what do they currently pay?
Which Key Activities are most expensive? How are they currently paying?
How would they prefer to pay?
15 YOUR BusiNess more. How much does each Revenue Stream contribute to overall revenues?
value  pr
Tees Fixep priciNG vnAmC prICING
sampLe characTERISTICS Asset sate List Price Negotiation (bargaining)
Fixed Costs (salaries, rents, utilties) usage fee Product feature dependent  Yield Management
Variabe costs Subscription Fees Customer segment Real-time-Market
Economies of scale Lending/Renting/Leasing dependent
Economies of scope nsing Volume dependent
Brokerage fees
Advertising

@ @ @ ‘ DESIGNED BY: Business Model Foundry AG
The makers of Business Model Generation and Strategyzer
This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
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Presentation Notes
Ask why stickies????        Iterative Design thinking VUCA vs. business plan and execute     Volatility  Uncertain Complex Ambig


The 5/5/5 Challenges: #1Career stages

5 CAREER STAGES THAT ANYONE CAN BE IN
|. Test what you've learned
. Develop a specialty

| ead others in that specialty

pi
3
4. |Lead across functions
5

Lead more complexity (VUCA)



The 5/5/5 Challenges: #2 Generations
and Search for Common Ground

5 GENERATIONS
Great
Boomer

X

Y Millennial
yA

Ui b W N —

Customizing prohibitive



The 5/5/5 Challenges: Career Management

Common Ground FOUND

* 5 of the Gallup Q12 questions relate to career progression

In the last six At work, |
months, have the
someone at opportunity

work has talked to do what |
do best every

to me about
my progress. 06

There is someone at work day.

who encourages my
development.




Start with a unique
framework for career
management............



YOUR NAME HERE

’s Personal Business Model Canvas

Key Partner

List the people who help
vou create and deliver Value

Key Activities

b Describe the key activities

that distinguish your work
from other occupations

Value Provided
Describe specific benefits
vou deliver or problems you
help solve

Customer Relationships

Customers

List the people/organizations
who depend on vour help to

Describe how you interact
with Customers

get jobs done

Key Resources Channels
Interests
Personality
Abilities/skills

Describe how Customers
find out about vou, how you
deliver, and how you follow-up

Costs

Revenue and Benefits
Describe the time, energy, or other resources you devote to work, and stress or

Describe both tangible and intangible benefits you receive
other “costs” you incur

BusinessModelYou.com — The Personal Business Model Canvas is a derivative work from
BusinessModelGeneration.com, and is licensed under Creative Commons CC BY-SA 3.0.
To view a copy of this license, visit http:/creativecommons.org/licenses/by-sa/3.0/

CIGIOXCRO),




WhatYou Do How)You Help How You Interact

Who You
Help

Who Helps

4

ﬂowThey Know You and What You Get
ow You Deliver

WhatYou Give

Who You Are and
WhatYou Have



Your Name Here and Job Title

Key Partner

Key Activities

’s Personal Business Model Canvas

List the people who help
vou create and deliver Value

Describe the key activities
that distinguish your work
from other occupations

Value Provided
Describe specific benefits
vou deliver or problems you

Customer Relationships
Describe how you interact
with Customers

Customers

List the people/organizations

help solve

(£

who depend on vour help to
get jobs done

You
have 5
minutes

Key Resources

Interests
Personality
Abilities/skills

Channels

Describe how Customers
find out about vou, how you
deliver, and how you follow-up

Costs

Revenue and Benefits
Describe the time, energy, or other resources you devote to work, and stress o1

other “costs” you incur

Describe both tangible and intangible benefits you receive

BusinessModelYou.com — The Personal Business Model Canvas is a derivative work from
BusinessModelGeneration.com, and is licensed under Creative Commons CC BY-SA 3.0.
To view a copy of this license, visit http:/creativecommons.org/licenses/by-sa/3.0/

CIGIOXCRO),




Distinguish from

|. Speaker: Introduce yourself using your
model and state the Key Activities you
perform at work each day

2. Listeners: Guess the (s) created
by each Activity

THEN SWITCH. 3min each




Like? Dislike? As a new way to intro.

* Why are Value Propositions difficult?
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triz's "as-is" Training Team Mode
] - @7 vatuc rropo

Bea

Design & deliver project
managment training

Boost engineerin
External cgp? abi?i‘r)gll eering Training advisors

consultants | Design & deliver . Training advis
ering training

Training co-

Outside trainers Boost project creators
management

bili
Key Resources aefprelaifiny Channels

Through

Nhat assets do our Valul

hich Ch

D e - o Corp R&D assigns
E | work

Training On-site
methods workshops &
training
sessions

Facilities

Cost Structure | Revenue Streams .
' Allocation from

corporate R&D
budget

For what benefits are our Customers truly willing to pay?

How do they pay now? How might they prefer to pay?

What are our biggest Costs?
Which Key Resources and Key Activities

What n alites do we gengl S'\'a‘ff SG|G|"y &
: benefits
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This is Beatriz “as is” canvas for her R&D Training Department Ask about Improve, Eliminate, Reinforce, Realign, Leverage, Add   R.E.A.L.A.I.R


Beatriz's “as-is’

S

g

External
consultants

Outside trainers

Division

training
departments

' Training Team Mode

Design & deliver project
managment training

Design & deliver
engineering fraining

B — |

Design & deli
ver product
Management Training

i | \\‘{% \
Trainin
| Staff
Training
me‘\'hOdS
Facilities

Cost Structure

What are our biggest Costs?
Which Key Resources and Key Activities

Boost engineering
capability

Boost project
management
capability

Training advisors
to other Depts

Training co-
creators

Boost prodyct
Management
capabilities

Channels

Corp R&D assigns
| work

Through
hich Cl

On-site
workshops &
training
sessions

1 Engineers

Project
MC(HGger's

Finance
staff

Staff salary &
benefits

Revenue Streams

enefits are our Customers truly willing to pay?

NUCh Reve er CC
How do they pay now? How might they prefer to pay? What positive externalities do we generate?

Allocation from
corporate R&D
budget
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This is Beatriz “as is” canvas for her R&D Training Department Ask about Improve, Eliminate, Reinforce, Realign, Leverage, Add   R.E.A.L.A.I.R


Why We Created “Service Model”

* What most employees don’t do.....
* Healthcare, NFP, NGO, public sector

* What these enterprises often lack...


Presenter
Presentation Notes
CUSTOMER CONTACT    OHSU    BUSINESS SAVVY





Team Name:

TEAM YOU WORK IN OR CONSULT Team Service Mode

Key Partners Key Activities — Benefits Offered Roles/Relationships v Clients/Customers
i ide a key Resource andfor scribe the activities most essential to defivering How do paople benefit from the werk your team does? (Characterize the ro - “Who beneits from your teants work?
Ky Activ our tean's behalf. s and following up with clients/customers. Be spedfic. Benefits could include: the ralationship it ‘Who dapands onyour work to gat their own
I Kay Partners. Distinguish betwean - Basic nead fuffillment (food, clothing shalter, health customer segment =~ work dona?
(without whomn dalivary andfor cara, ity) anter, consultant, produck/s N Y Basuretn be both externd and internal
follow-Lp would be impossible) and ordinary - Emationd satisfaction change agent, atc.). dientsfcustomers.
suppliarswho are readly raplaceable. - Social need fulfilimant
- Increasad enjoyment
- Lovwver cast
- Reduced risk

- Impraved performance

- Batter comvanience ar usahility
- Impraved operations

- Batter s

Key Resources How They Know the Team/
Five types e IW' How the Team Delivers

1. Paople oo s chace
2 Intelectual (methodologies, processss, brands, ::a:.n_t‘[a;;ls'%:s fvesenicestzges:
patants, atc) . AWaraness ) ) )
- E nefitsy = orovidas?
3 Brysica (ol mahireny, supplis) . :-::;u-1iorﬁorls find out abioust thie benefits your team provides?
4. Financial (cash, cash equivalents) " ow o peorle knoyou are the gt teamto dothe wark?
5 Cufture (values, purpose, beliefs) ‘e S pRopieknmyed are e rght eamto o the work?
3. Agreement

ou agree upon theterms ofthas

Dasaibe resourcas assantial to ces dical(s) your teamwill provi

banafits and foll owing up with diants/cus

Describa whereyhow your team delivers service.
5 Follow-up
ur team follow up to make sure cliemtscustomers

In each stage, what portion of activity

conducted in-person? Ramaotely?

Costs and Consequences

Describe the finandal co:

Compensation and Rewards
Describea the compensati
4 alocation, grants, dona
- High employea tumaver ‘Which form of compet
- Suboptimd financial contribution Describe the non-financid rewards y
- Worker disangagament contribiution, recogni sanse of b

your taam enjoys (revenus, budget

BusinessModelsForTeams, com — Tha Team S Modl 1.1.8) 1s darived from work by
SeTETVE 0 and s lloansod undr CroadvoC ommens CC BYSA 10,
Taviaw 2 Cony of s 1nsa, visi ML e eoammens. o Tloanses - 5/ 3.0/

s @ @O ® @
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Presentation Notes
Enlarge on the screen and discuss Know and Deliver = MARKETING INSIDE


Team Name: _I_ S . M d
Key Partners Key Activities — Benefits Offered Roles/Relationships v Clients/Customers
Key Partnars provide a Ky Resounce andyor Describe the activities most essential to defivering vinm How do paople benefit from the work your team doas? Characterize tha role your team plays or -~ - “Who beneits from your teants work?
parform a Key Activity onyour tear's behalf. benefits and foll owing upwith clients/customers. wfm—— Ba spedific. Benafits could include: the ralationship it haswith each client or ‘Who depands onyour work to get their own
Dascribeyour Kay Partners. Distinguish betwean - Basic nead fulfillment (foad, clothing shalter, health customer segment (for axampla: revenue or - =~ work dona?
true partnars (without whom delvery andor cara, security) profit certer, consultant, product/service [ A Ba sureto desaibe both extarnal and internal
follow-Lp would ba impossible) and ordinary - Emationd satisfaction producar, change agent, atc.). diantsfcustomers.
supplierswho are readly replacaable. - Sacial naed fulfillment
- Increasad enjoymant
- Lower cost
- Reduced risk
- Improved performance
- Batter comvanience or usability
- Improved operations
- Batter sodaty
6 . t
Key Resources lw t O d O t O p ;  They Know the Team/
Fe pesinclids 3P « the Team Delivers
. Pacple S .
2 Intelectual (methodologies, processss, brands, i ;ﬁ;gh-s—ser-lcestages_ @
patarts, atc) L X . M
3. Physical buildings, machinery,supplies) T-jipeoﬂehni out about the benefits your team prowidas?
4, Financial (cash, cash equivalents) fuain . ) AR
5. Culture (valuas, purpose, belisfs) # do paople know you are the right taam to do the wiork?
i : aement
Dasiribe rescucas assantial to creating/dalivaring .-t doyou agree upon the terms of the senicals) your taamwill provide?
benefits and following up with dients/customars. Descrbaherehoweyour fam delvers senvic,
5 Follow-up
How doesyour team follow up to make sure clismts/customers
ana safisfied?
In each stage, what portion of activity is conducted in-person? Remotaly?
Costs and Consequences o Compensation and Rewards
Dascribe the financial costsyour team incurs (salaries, benefits, key operating axpanses). b @ Describe the compensation your team enjoys (revenus, budget
Dascribe the non-financial consequencas of doing your work. Consequences might include: alocation, grants, donations, ety
- High employea tumnovar ‘Which form of compansationis most important?
- Suboptima financial contribution Describe the non-financid rewards your taam anjoys (sodal
- Worker disangagament ibution, recognition, sanse of belonging. mastery, leaming).
- Missed opportunity Which non-finandal rewards are most impertant?
- Stress, bumnout, isolation, or injury
- Adversa socid impact or damagad reputation
e IIFEREREES @000 @

T viaw 2 Coy of ks 1ICenss, v ML/ CTRar e mmons. org o sesy -5 3.0/




Orient a New Team Member

* Pair with a new partner
* Using your Team Service Model, orient your partner to the team

 Orientation time = 3 minutes each



Ah Ha...............2 Insights?

* Did the model makes you a better explainer?

* New member, how did it help you “get it”? Ask questions?

« OTHER ADVANTAGES

* Model makes it clear when you’ve left out something important

* Offers “third object” safety for the conversation



Multi-Use Methodology: SUPERUSER

 Business acumen
* Engagement

 Career Collaboration




Why the name “Eiffel’’?




Partners

Kernactiviteiten

Projectmanagement

Selecteren en ontwikkelen
van professionals

Innovatie van dienstverlening

@p\ore
Kernresources

45 A Netwerk
Ondememende
professionals

Kennis van de Kiant
enons vz

Huis van
Kennis en sport

Waarde

Wij maken
strategie
werkzaam

esultaat,

Zajanti

Oplossingen
“Altijd integraal en verdienen

zichzelf terug”
>

Professionals

' i “Fit for the job!”

"

Klantrelatie

> W e

Distributie
Eiffelaars ' '

—

Database marketing @

& Inspired by topsport

e
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Tell the story of recruitment, onboarding, development


Leader and Employee Experiences
You Can Address

Deadheads!?
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* feambuilding that doesn’t last
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*Org charts that don’t explain how things work



Leader and Employee Experiences
You Can Address

Deadheads!?

* Teambuilding that doesn’t last
* Org charts that don’t explain how things work

*Job-description-myopia - employees don't
see the big picture



Leader and Employee Experiences
You Can Address

Deadheads!?

* Teambuilding that doesn’t last
* Org charts that don’t explain how things work

* Job-description-obsessed employees don’t see the big picture

* Jeams that isolate themselves in specialty
silos



Leader and Employee Experiences
You Can Address

Deadheads!?

* Teambuilding that doesn’t last

* Org charts that don’t explain how things work

* Job-description-obsessed employees don’t see the big picture
* Teams that isolate themselves in specialty silos

Collaborations that don’t share the
same operational model.



Leader and Employee Experiences
You Can Address

Deadheads!?
* Teambuilding that doesn’t last
* Org charts that don’t explain how things work
* Job-description-obsessed employees don’t see the big picture
* Teams that isolate themselves in specialty silos

* Collaborations that don’t start with common goals and definitions

*Lack of general business savvy about operations



Final Word and Questions

* Unique uses you can think of?

* Customized training, implementation consulting, leadership coaching
Bruce Hazen, M.S.
Principle
Business Models for Teams, LLI.C
503-502-5246




In More Depth:
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Start your modeling career
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