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USE CASE ELEVATOR PITCH



our

products and services

want to

help(s)

Jjobs to be done

Tip
Add at the beginning

| or end of sentence:

your own verb (e.g., increasing, enabling)

who

customer segment

by

and

your own verb (e.g., reducing, avoiding)

unlike

competing value proposition



EXERCISE 1: PITCH YOUR USE CASE

Our help(s) who

products and services customer segment

want to by and

jobs to be done your own verb (e.g., reducing, avoiding)

e e D3

or end of sentence:

your own verb (e.g., increasing, enabling) competing value proposition
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VALUE PROPOSITION CANVAS




S

Value Proposition Customer Profile
Gain creators

Products Q ’_

& services o Customer

’ jobs —

Pain relievers

S8




Value Proposition Canvas

* Customer Profile
* Value Proposition



Value Proposition Canvas

e Customer Profile



Value Proposition Customer Profile
Gain creators

Products

& services Customer

jobs
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Customer Profile

Customer




NAME

Brian,
Top Manager

Motivations

Frustrations

e LowROI
¢ The product takes way too much time
to learn and integrate

NAME

Chris,

CRM Manager
TYPE

Artisan

Goals

Motivations

o Intuitive nmterface

e Easytoearnand us

Frustrations

¢ Messy navigation

e Not clear

what to do at each stage

NAME

Kevin,

IT Specialist
TYPE
Guardian

Goals

Motivations

. "‘-. ntegration with the c

nfrastructure

e Security

Frustrations

¢ Requires a lot of support

Jrren



EXERCISE 2: VPC - CUSTOMER PROFILE

Value Proposition Customer Profile
* Who are your Al product

Ga:;?rs customers?
Erﬁé‘r“vﬁiis icolf—stomer * What are their jobs?
N

Pain relievers

33

* What are their
pains/gains?




Value Proposition Canvas

* Value Proposition



Value Proposition

Gain creators

33




DataNews Nieuws VvV Analyse vV Opinies Reviews Carriere v  Events

Al-tools boosten vooral de
productiviteit van de
individuele medewerker, niet
die van het bedrijf

Charles Boutens

Mede-oprichter en CEO van de Gentse scale-up Uman ¢ 10:50 +¢ Bijgewerkt op: 10:51 =
Bron: Data News ¢



Value Proposition Canvas

* Value Proposition

* Value Stream
 Data & Al Use Cases
* Business Value Pyramids



Value Proposition Canvas

* Value Proposition
e Value Stream



Value Stream

Trigger

1

REPEAT FOR PRODUCT LIFETIME |
© Scaled Agile, Inc.




Value Stream

* The sequence of activities needed to deliver a product or
service to a customer.

« Components:

* Trigger - A request for a product or service, initiates the flow.

* Steps - Activities needed to process the order. Each step takes time to
complete.

* Lead time - The sum of all the processing-step times, plus the delay
periods between them, is the ‘total lead time’

* Value — The delivered added value by the product or service for the
customer



Value Stream

Trigger K
STep -
Ao MERE
PILOCESSES

REPEAT FOR PRODUCT LIFETIME

© Scaled Agile, Inc.




Value Stream: Examples

¥

Loan need

Attract Quick Complete E[igibility Extend Award
e rate Ipan_ deC|S|on'a_1nd loan loan
quote application underwriting terms

Fulfillment operational value stream for a consumer loan

Setup
payment
terms

Repay
money

Close
loan

o

Loan repayment
with interest



Value Stream: Examples

¥

Loan need

¥

Order
received

Quick Complete Eligibility Extend Setup
le;ttt;?.ncér rate loan decision and loan /-I\t\;\:r:d payment
quote application underwriting terms terms
Fulfillment operational value stream for a consumer loan
Procure Manage Manufacture Assemble final Validate
materials inventory subassemblies product product

Manufacturing operational value stream for a vehicle

Repay
money

Package
and ship

Close

loan °

Loan repayment
with interest

Gl

Vehicle



Value Stream: Examples

Quick Complete Eligibility Extend Setup
le;ttt;?ﬁér rate loan decision and loan /-l\war:'d payment rﬁgﬁ:y |Colgﬁe
quote application underwriting terms oa terms y °
Loan need Fulfillment operational value stream for a consumer loan Loan repayment
with interest

Procure Manage Manufacture Assemble final Validate Package
subassemblies product product and ship

materials inventory
Vehicle

Order Manufacturing operational value stream for a vehicle
received

, Sales cycle Colri'gr;cst;gnd Provisioning Customer care Renewals ‘ | .

Order Software product operational value stream Software
received product



Value Stream: Examples

Setup
payment
terms

Quick Complete Eligibility Extend
le;ttt;?.r?ér rate loan decision and loan /-l\ward
quote application underwriting terms oan
Loan need Fulfillment operational value stream for a consumer loan
Procure Manage Manufacture Assemble final Validate
materials inventory subassemblies product product
Order Manufacturing operational value stream for a vehicle
received
, Sales cycle Cor:ntract_s i Provisioning Customer care Renewals
licensing
Order Software product operational value stream
received
Prep Engage Conduct Address Revise Audit
financials auditors the audit issues financials letter
Annual audit Supporting operational value stream for annual audit

requirement

Repay Close

money loan °

Loan repayment
with interest

Package
and ship

Vehicle

o

Software
product

Board
signoff

Audited

financials
© Scaled Agile, Inc.



Value Streams & Data
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Value Proposition Canvas

* Value Proposition

e Data & Al Use Cases



Data & Al Use Case (UC)

* = A specific scenario in which data is leveraged to achieve a Particular
Business Objective or solve a business problem.

* Demonstrate how data can Improve the Value Chain of an organization
to add Measurable Business Value.

* Business Value = The overall benefit that an organization derives from
its value chain ( activities, processes, or assets) encompassing both
tangible and intangible outcomes.

* Business Value is created for company stakeholders:

 Customers,

* Employees,
 Shareholders,
* Society



Use Cases in the Value Stream
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Data UC: Service Desk Example
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Data UC: Service Desk Example

DUSINESS VRLUE




Data UCs: Generic Overview
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Example: Travel Agency
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Example: Travel Agency
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spenders, ...)
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Automatic generation of the travel
description, based on a series of
inputs.



Example: Travel Agency
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Value Proposition Canvas

* Value Proposition

 Business Value Pyramids



Value Pyramids

* Delineate the objective and subjective Criteria of Business
Value for various stakeholders.

* Business-to-Consumer (B2C) Pyramid:
» Stakeholder focus: The customer
* Question: What motivates customers to buy your product or service?
* Value: The more customers, the more value for your organization

* Business-to-Business (B2B) Pyramid:

» Stakeholder focus: Your organization, company owner and its
shareholders

* Question: How to reach your organization’s business objectives?
* Online reference: Bain Inc. — Elements of Value



https://www.bain.com/insights/the-elements-of-value-hbr/

B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS ®
TO BUY YOUR PRODUCT OR SERVICE?

Social-impact elements

SOCIAL IMPACT ELEMENTS %
THE Customers buy your product because itis connects
& B2C VALUE PYRAMID with something larger, such as other people, nature, TeibGE
SELFRANSCENDENCE or a higher power.
T s e

PROVIDES HOPE  SELF-ACTUALZATION
[ J

W y 8~

2 2

; \8/

MOTIVATION ~ HERLOOM  AFFILIATION AND

BELONGING

LIFE CHANGING ELEMENTS

Customers buy your product instead of others because it guides - i%ﬂg
them in life changing events. For example, providing hope or *

Emotional elements

motivation
ﬂ’lﬂ’ B L.@ % & EMOTIONAL ELEMENTS
FDUCES | REWARDSME NOSGI. OSSN BADGE VALE Customers buy your product instead of others %
because it triggers emotions. For example, nostalgia _ .
i e i [ fun/entertaining factor. TICEH
0z 5 U ' or a fun/entertaining factor.
Functonal olements / Tt
T o % - FUNCTIONAL ELEMENTS
X o & =g B »

SAVES TIME SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES CONNECTS

(

Customers buy your product because its fulfills their %
- Y e ® 9 ﬂ needs. For example, it helps them to.make money or
ik A% it reduces effort

U
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|

Tri GLER




B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?

SOCIAL IMPACT ELEMENTS

THE ey .
B2C VALUE PYRAMID Customers buy your product because it is connects

Social-impact elements

A

SELF-TRANSCENDENCE

or a higher power.

Life-changing elements
4 4

PROVIDES HOPE ~ SELF-ACTUALIZATION

Y O

LIFE CHANGING ELEMENTS

Customers buy your product instead of others because it guides
them in life changing events. For example, providing hope or

_________________________ o wonane_\ motivation
‘motional elements

E ﬂw B E % ~®# EMOTIONAL ELEMENTS

t“\ .

FDUCES | REWARDSME NOSGI. OSSN BADGE VALE Customers buy your product instead of others

because it triggers emotions. For example, nostalgia

/43 U |i or a fun/entertaining factor.

N o 1. FUNCTIONAL ELEMENTS

I o=ip (S K= K : ..
MERERE FECROEN SN e Sben Customers buy your product because its fulfills their

needs. For example, it helps them to make money or

@ @
o Y - ‘/ * ﬂ it reduces effort

S
7

with something larger, such as other people, nature, Tei CGER

7

T GHER

7

T GLEN
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Inspirational value
Social-impact elements
SELF.TRANSCENDENCE
lfechanging elements /7
e e e e e A e i e e e e e et 2 s e i
PROVIDES HOPE ~ SELF-ACTUALZATION
%v /8N
|I @ 2 . 2000 U UUNS J = el et
# 8/
MOTIVATION  HEIRLOOM AFFILATION AND
________________________________________ s S
Emotional elements
ﬂ ﬂ AT \S X e e e
Q- Ease of doing business value

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXIETY AESTHETICS

@ 12 ® 0
U I
WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS PROVIDESACCESS \ =  f icccecsmccssscccccccacacascacad  hecccccccscncssnmccnanannannes

ENTERTAINMENT OPERATIONAL ' STRATEGIC

---------------------------------------------------- ¢ SO
Functional elemer ra Q ! s@ofs @ e o
CRGANZATION SWPUFICATON CONNECTION INTEGRATON| CONAGUR- | RISK  REACH  FLEXIBILTY COMPONENT
TTT T T T Teonomic T T T T T TTTTTTT PERFORMANCE \_ F Funclionol value
SIMPUFES ~ MAKESMONEY  REDUCESRISK  ORGANIZES  INTEGRATES  CONNECTS %
>~ Y & 2* &9 @ ol
REDUCES EFFORT  AVOIDS HASSIES  REDUCES COST VARIETY SENSORY APPEAL  INFORMS

[Bain Inc. — Elements of Value]



https://www.bain.com/insights/the-elements-of-value-hbr/

trivago

trivago

Hotel site

Park Hotel O $220
Hotel

per night
Rome, It aly v

Hotels.com
8.7 Excellent (1402 reviews) W $250

per night

.

Our lowest price

$220
per night

v

3
3

3
N
A

A

A,
AW

%
W3

A

N

<

W

3
>



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUALIZATION
B o
i& /8N
A L2 2
.Il A %
MOTIVATION ~ HERLOOM  AFFILIATION AND
Emotional elements

% o B S

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXIETY AESTHETICS

® 2 u B

WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS
VALUE ENTERTAINMENT

X 2 o =15 B ¥

SAVES TIME SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

0 2 O

VARIETY SENSORY APPEAL

REDUCES EFFORT AVOIDS HASSIES REDUCES COST

' STRATEGIC
: ‘e,
= Eadl G4
ORGANZATION SIWPLFICATION CONNECTION INTEGRATION|  CONPGUR- | RISK REACH  FLEXIBUTY COMPONENT

PERFORMANCE

£

[Bain Inc. — Elements of Value]
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Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUALIZATION
B o
i& /8N
A L2 2
.Il A %
MOTIVATION ~ HERLOOM  AFFILIATION AND
Emotional elements

% o B S

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXIETY AESTHETICS

7 % & r
P /"9 U I
WELLNESS THERAPEUTIC FUN/

VALUE ENTERTAINMENT

e

SAVES TIME SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES

ATTRACTIVENESS ~ PROVIDES ACCESS

INTEGRATES ~ CONNECTS

~ Y & @ 2% w2 0O

REDUCES EFFORT AVOIDS HASSIES REDUCES COST VARIETY SENSORY APPEAL IN

i STRATEGIC

| @ols @ Ve &

RISK REACH FLEXIBILTY  COMPONENT
REDUCTION QUALITY

[Bain Inc. — Elements of Value]
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& Roundtrip ~ X.q Economy =

O Chicago oso € © LosAngeles Lax (™ FriFeb24 <¢ > Mon,Feb27 ¢ >

IZ Al filters Stops ~ Airlines = Bags ~ Price ~ Times ~ Emissions ~ Connecting airports ~ Duration ~

A Trackprices () Feb24-27 M@  Anydates M 22 Dategrid @ Price graph
Travel Feb 25-27 for ‘.
s118

Best departing flights Change dates

Ranked based on price and convenience (D Prices include required taxes + fees for 1 adult. Optional charges and bag fees may Shpp. - pe vA

w600 AM - 8:46 AM 4 hr 46 min Nonstop 166 kg CO; W $184
Spirnt ORD-LAX 6% emissions © round trip

a 6:10 PM - 8:26 PM 4 hr 16 min Nonstop 157 kg CO, wss0
United ORD-LAX “11% emissions O round trip
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‘ Amernican ORD-~LAX Avg emassions O round trip

«"=» Prices are currently typical for your search View price history v

Other departing flights

A 2:10 PM - 8:10 PM 8hr 1stop 364 kg CO; $239
em Delta ORD-LAX 43 min SEA +105% emissions © round trip
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eeeee Verizon = 9:25 PM 50% W »

< &

Italy Trip
You owe $119.56
Settle up Balances

May 2016

“ Tip for dinner Sorrento v borrowed

Jef! G. paid $15.00 S375

" Dlnner in Sorrento you borrowed

: paid $152.00 $38.00

Car to Sorrento _ you lent

You paid $90.00 56750

@ Pazze in Praiano you borrowed
Astrid paid $20.00 $5_OO

Drinks at Praiano Beach you lent

seee Verizon ¥ 9:26 PM

X Edit bill

With you and: All of Italy Trip

é Wine near museum

$35.65

Paidby you andsplit equally .

Today . haly Trip

12 3
4 5 8
7 | 8 | 9o

PQRS Tuv WXYZ

eeee Verizon ¥ 9:26 PM

SPEYT-WISE

you owe you are owed

$119.56 $0.00

@ 'taly Trip

You owe Astrid $87.10
You owe Jeff G, $23.15

You owe Cocoa! $9.31

Non-group expenses

+ Start a new group

total balance

-$119.56

you owe

$119.56

no expenses



B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?

Social-impact elements

SOCIAL IMPACT ELEMENTS

THE Customers buy your product because it is connects
B2CVALUE PYRAMID with something larger, such as other people, nature,

or a higher power.

LIFE CHANGING ELEMENTS

Customers buy your product instead of others because it guides
them in life changing events. For example, providing hope or
motivation

l BTE B EMOTIONAL ELEMENTS
B SRR N oo il S Customers buy your product instead of others
because it triggers emotions. For example, nostalgia

A

SELF-TRANSCENDENCE

Life-changing elements
4 4

PROVIDES HOPE  SELF-ACTUALIZATION

[ J
%v ' \ /8N
‘ £ e
f e/
MOTIVATION HEIRLOOM AFFILIATION AND
BELONGING

o G ¢ ’ or a fun/entertaining factor.
Functional elements. L AR TUNT VLT TNV NETIRPETTETTTRTTEOVEEreres
T o % FUNCTIONAL ELEMENTS
X 2> 6 =g W x
SAVES TIME SIMPUFIES ~ MAKES MONEY  REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS CUStomerS buy your pr0dUCt because itS fulfills their
= ® needs. For example, it helps them to make money or
>~ Y & ix 4?2 O

it reduces effort

REDUCES EFFORT AVOIDS HASSLES REDUCES COST QUALTY VARIETY SENSORY APPEAL INFORMS
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Social-impact elements

Life-changing elements

REDUCES REWARDS M
ANKXIETY

m A S
WELLNESS THERAPEUTIC
VALUE

SAVES TIME SIMPUFIES MAKES MONEY

REDUCES EFFORT AVOIDS HASSIES REDUCES COST

SELF-TRANSCENDENCE

PROVIDES HOPE ~ SELF-ACTUALZATION

e O

MOTIVATION  HEIRLOOM AFFILATION AND

| B ~&:

NOSTAIGIA  ESIGN/SSBADGE VAIUE
STHETICS

g U’ ’ ﬂ
a =
FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS

ENTERTAINMENT

REDUCES RISK ORGANIZES

INTEGRATES ~ CONNECTS

0 2 O

VARIETY

OPERATIONAL ' i STRATEGIC

:-lﬂll @ Ve &

RISK REACH FLEXIBILTY  COMPONENT
QUALITY

[Bain Inc. — Elements of Value]
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS

TO BUY YOUR PRODUCT OR SERVICE?

Social-impact elements

THE

A

SELF-TRANSCENDENCE

Life-changing elements -

€  SELF-ACTUALZATION

; 5 -\
III \ \8/

MOTIVATI HEIRLO N C

00 e B 28

REDUCES REWARDS ME NOSTAIGIA DESIGN/ BADGE VALUE

Emotional elements

ANXIETY AESTHETICS

s

WELLNESS

2

THERAPEUTIC
VALUE

&

FUN/
ENTERTAINMENT

U

Functional elements

SAVES TIME

§>} -[-éa L =l %

SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES

on
Ax

REDUCES EFFORT VARIETY

B2C VALUE PYRAMID

SOCIAL IMPACT ELEMENTS

Customers buy your product because it is connects %
with something larger, such as other people, nature, TeiboE
or a higher power.

T GGER

LIFE CHANGING ELEMENTS

Customers buy your product instead of others because it guides

them in life changing events. For example, providing hope or

motivation

EMOTIONAL ELEMENTS

Customers buy your product instead of others

because it triggers emotions. For example, nostalgia

|i or a fun/entertaining factor.

7

TriGGER

ATTRACTIVENESS ~ PROVIDES ACCESS

-!_=_ 3 FUNCTIONAL ELEMENTS

INTEGRATES ~ CONNECTS

2 )

SENSORY APPEAL INFORMS

Customers buy your product because its fulfills their
needs. For example, it helps them to make money or
it reduces effort

7

Tri GLER
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AI/ Endurance

Al optimized training

A scientific, data-driven training plan that actually
improves your performance - we have the data to
back it up. Artificial intelligence is your edge.

Whether you're a runner, cyclist, or triathlete, Al
Endurance helps you get the best results from the
time you invest in training. Our app creates
personalized training plans using Al, to prepare you
for any race or to simply keep you in shape.

Try 14 days FREE with no upfront payment
information required!

Get Started { Learn More ]

Product

Pricing

About

FAQ Blog Contact API

My Plan Composition

My 26

Juy 27

@D
Juy 28 w

July 29 m
~‘Anaerol.‘lc Run
ke 0 mi

Wirmy




Social-impact elements

Inspirational valve
PURPOSE
VISION
Life-changing elements RESPONSIBILITY
Individual value
ok k
PROVI [ELF-ACTUALZATION =
NETWORK  MARKETABILTY REPUTATIONAL
J /8N
) B\ 2 2 \N U U= U U= f smmediaiiiacsiteescancioaioiiia.
.II A %
MOTIVATION ~ HERLOOM  AFFILIATION AND 222 )
BELONGING %
Eml *ﬂlm AESTHETICS  DEVELOPMENT  ANXIETY EHS‘
YR 3, 1 < e e e e e e
“Qh~ RELATIONSHIP Ease of doing business value
REDUCES REWARDS ME NOSTAIGIA DESIGN/ BADGE VALUE ‘ O’
ANXIETY AESTHETICS
a = = r
@ 0 U
WELINESS ~ THERAPEUTIC FUN/
VALUE

ATTRACTIVENESS ~ PROVIDES ACCESS
ENTERTAINMENT

g .

L s
i 9 [QJ L W=l - FR
SAVES TIME SIMPLIFIES MAKES MONEY REDUCES RISK ORGANIZES

INTEGRATES CONNECTS
m

e Y % .

REDUCES EFFORT

TN i
A
AVOIDS HASSLES REDUCES COST

VARIETY

STRATEGIC
l'l’
- @ ¥ G
RISK REACH  FLEXIBUTY COMPONENT
e SRS S S e RO s NSt BROUCTION ., tacl, A RGN ot N o e
PERFORMANCE Functional value
£
a Q
SCALABILTY

[Bain Inc. — Elements of Value]



https://www.bain.com/insights/the-elements-of-value-hbr/

Dashboard

Time smoke free

3m 2d 16h

EXPLORE

Your health improvements

100% 65% 25% ‘

Gum texture  Immunity and Reduced risk
lung function  of heart dis-
ease

=) ] 1%

Dashboard Support Diary Cravings Missions




B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS ®
TO BUY YOUR PRODUCT OR SERVICE?

Sociakmpoct slements SOCIAL IMPACT ELEMENTS %

THE Customers buy your product because itis connects
‘ B2CVALUE PYRAMID with something larger, such as other people, nature, 1 GGER
or a higher power.

Life-changing elements

LIFE CHANGING ELEMENTS %

Customers buy your product instead of others because it guides
them in life changing events. For example, providing hope or

PROVIDES HOPE  SELF-ACTUALIZATION

~ y \ 78N
i P >

MOTIVATION  HEIRLOOM AFFILATION AND

Tri GLER
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B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S ®

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value
NETWORK MAB ITY REPUTATIONAL
EXPANSION ASSURANCE
PERSONAL
X 2 O
DESIGN & GROWTH & REDUCED FUN &
AEST ICS  DEVELOPMENT ANXIETY PERKS
RELATIONSHIP Ease of doing business value

llllll

3

ORGANIZATION  SIMVPURICATION  CONNECTION INTEGRANON , - CONRIGUR RISK REACH FLEXIBILTY COMPONENT
ABLTY REDUCTION QUALITY

o trdvyh PERFORMANCE Functional value

1 94; E n Q

. " l . =
IMPROVED COST ' PRODUCT SCALABILTY INNCVATION
TOP UNE QUALITY

Table siokes
(Z4]

ACCEPTABLE
SPECIFICATIONS PRICE

INSPIRATIONAL VALUE

Creating an inpiring organization that gives purpose to its stakeholders

E.g.: Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Ethical



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S ®
BUSINESS OBJECTIVES?

. INSPIRATIONAL VALUE
Creating an inpiring organization that gives purpose to its stakeholders
E.g.: Helping to be more Social Responsible

THE

B2B VALUE PYRAMID

Individual valve

g u INDIVIDUAL VALUE

N0, e Helping colleagues and other stakeholders to improve

SO iy TR E.g. : Personal Development, Making employees more

3§ &5 Ef marketable
""""""""""""""""""" Eose of doing Business volue

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.

E.g. : Increase productivity or become more accessible

CRGAMIATCN SWACADON CECTEN NIGHION, CowR. | | a0 nbaurY coppcne FUNCTIONAL VALUE

------- R e i o em ) Rl Improving the organization’s way of working.

al 8 ik -~

SCALABILTY
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E.g.: Deliver Better Product or Service Quality

T ATION
REDUCTION

o S “ TABLE STAKES
— : ' Improving the basics of the product/service. E.g.: Ethical
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Ethical Face Recognition

98.7% 68.6% 100%

. . F‘W £ j

92.9%

DARKER DARKER LIGHTER LIGHTER
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Data Regulations

*
x ** General

Data
Protection
Regulation

E
EU Al Act

ion of the and of
the Council Laying Down Harmonsed Rules on
Artificial Intelligence (Artificial Intelligence Act)
and Certain Union L ive Acts

*
*
*

* 4 *

Compliance with data regulations is a fundamental requirement; failure to do so can result in significant
fines for your organization.



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S @
BUSINESS OBJECTIVES?

i INSPIRATIONAL VALUE
Creating an inpiring organization that gives purpose to its stakeholders

THE

B2B VALUE PYRAMID E.g.: Helping to be more Social Responsible
g u INDIVIDUAL VALUE
IENON, Wmm Helping colleagues and other stakeholders to improve
SO iy TR E.g. : Personal Development, Making employees more
;ﬁ‘ ;5.3 Efo marketable
TTTPRODUCTIVITY | ACCESS | F REATIONSHP N\ Ease of doing business value
8 = o & EASE OF DOING BUSINESS VALUE
e "o | St Improving how an organization is doing business.
® @ F & 7 & xt E.g. : Increase productivity or become more accessible
& gk & Rl t . 8 FUNCTIONAL VALUE
_______________ n‘=”" Improving the organization’s way of working.
- - ‘ ” s E.g.: Deliver Better Product or Service Quality
i S . s \bleskes
/ . S \ TABLE STAKES

Improving the basics of the product/service. E.g.: Ethical
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Automating Repetitive Work
for Consistent Results

Physical

\ ot

-

Description

Locations

AAAAAAAAAAA

Cobots: Automating Al-Based Product Descripion
Production Steps



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
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Automated Shelf Auditing

Automatically detect nearly empty shelves and restock them without human intervention,
enabling supermarkets to efficiently scale during periods of high demand.



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S @

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value
&

NETWORK  MARKETABIUTY REPUTATIONAL
EXPANSION ASSURANCE
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INSPIRATIONAL VALUE

Creating an inpiring organization that gives purpose to its stakeholders

E.g.: Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Ethical
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Customer Segmentation
Lo

$3500

n Elite Families

@© Upper-Middle Families

C u Educated Urbanites Large Market
>10% of national pop.
u Middle Age Suburban

$3,000
@' F Middle Class Suburbs
Medium Market
n ‘ >5% of national pop.
doe
1 B H Young Professionals
G M ’ Niche Market
F . <5% of national pop.

Niche Performers

Core Customers

Customer Spend

$2,500
u Rural Low Income
Ignore
H L Hispanic Families
G
M Urban Low Income
$2,000
2.50% 5.00% 7.50% 10.00% 12.50% 15.00% 17.50% 19.00%

% of Customers

Reports provide a transparent and unbiased perspective on various aspects of the organization, enabling
data-driven, fact-based decision-making.
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Chatbot

Jimmy 5:41 PM

How can | change my password?

€D Pete the Chatbot 5:42 PM

Please give me your email address.

I’ll send you a special link.

Jim.my 5:41 PM

jimmy@sample.com

o

€D Pete the Chatbot 5:42 PM

Thanks! Please check your
email inbox! ®

X support X password

X newsletter
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B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S @
BUSINESS OBJECTIVES?

THE

B2B VALUE PYRAMID

A
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Individual value
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INSPIRATIONAL VALUE

Creating an inpiring organization that gives purpose to its stakeholders

E.g.: Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Ethical
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Marketability

-
e

DATA SCIENTIST

This confirms that Elis Doe has been certified as a Data
Scientist by DataCamp

Certified on April 14, 2024

datacawp %

Jonathan Cornelissen, CEO

Certifications about data knowledge (such as Datacamp) are industry-recognized credentials for data
professionals.



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S KS\

BUSINESS OBJECTIVES?

Inspirational value

INSPIRATIONAL VALUE

THE Creating an inpiring organization that gives purpose to its stakeholders

B2B VALUE PYRAMID /| =«
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E.g. : Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Ethical
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S

| Top types of business value from applying GenAl |

Increase productivity .  74%
Enhance customer experience T 49%

Drive digital transformation I 31%

Improve employee experience I 24%

Drive innovation I 18%

Reduce cost I 18%

Increase business agility I 17%

Improve profitability s 12%

Enhance competitive differentiation Il 8% @

Reduce business risk N 8%

Reduce time-to-market HEE 8% Business value areas
Grow market share B 5% around revenue and
Improve regulatory compliance Bl 5% profitability were low
Transform organizational culture Bl 5%

Improve coordination with external 3o
partners/vendors/suppliers

Grow revenue Hm 3%

Gartner



EXERCISE 3: VALUE PROPOSITION

Value Proposition Customer Profile * Which Business Value

brings your Al Use Case?
Inspired by the “Value Pyramids”

e \WWhich Business
Processes are

Gain creators

P

Products

- stomer
& services Cu

S Jobs 1= impacted?
S S * How does it attribute to
% the pains/gains of your
customers?

e Draw/Schematize if
possible
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3.RETURN ON INVESTMENT (ROI) METHODOLOGY

Organization has a framework for tracking ROl that is consistently applied or Al
initiatives are fully accounted for on our balance sheet, fully quantified and assessed

as if it were any other business initiative.

Al ROI Methodology

Q9: How does your organization account for the value delivered with data, analytics, and Al initiatives?

>

Fully accounted for on our balance sheet, fully quantified and assessed as if it were any other
business initiative

We have a framework that is consistently applied

We have a framework that is inconsistently applied

Anecdotally

We don't track value or ROl delivered with Al

moOn®

[Dataiku: Al, Today (400 respondents —2024)]



EXERCISE 4: RETURN
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MERSURE L GUANTIFY = ESTIMATE TUE

QU RRENT € | TU AT OR] [ M PID VE MENT

Quantify the value that your Al solution will bring
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ALTERNATIVE SOLUTIONS



Blockers & Alternative Solutions

* |s Al the right solution for your product?
* |s Al better than other solutions?



EXERCISE 5: ALTERNATIVE SOLUTIONS

* List non-Al solutions for your use case
* Indicate why Al will be better (or not)
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NEEDED Al CAPABILITIES



Al Models have Varying Capabilities S)
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EXERCISE 6: IDENTIFY THE CAPABILITIES

* Which Al capabilities do you need in your case?

* Are there similar tools that do this (but in another sector for
example)
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IMPLEMENTATION
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Implementation

* Data
* Al Tooling
* Monitoring



Implementation

e Data
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Barriers to Preventing Organizations From Delivering More Value
From Data, Analytics, and Al

Q11: Please rank all barriers preventing you from delivering more value from data, analytics, and
Al, where 1 is the biggest/most present barrier (Note: Other (n=41) not shown):

% Ranking Each 'Rank 1 - Biggest/Most Present Barrier,' 'Rank 2," or 'Rank 3'

53% 56%
58% 53% 43% 43%

Lack of quality data Inability to quickly Lack of visibility and Lack of data talent

or ability to easily operationalize and control of data, or data-literate
access the right data iterate on data, analytics, and Al workforce
analytics, and Al proiects across the
projects organization
Years:

38% 22% 34%
2023
35% 28% 28%
Infrastructure thatis Cost Lack of a clear 2024

too complex business case

[Dataiku: Al, Today (400 respondents —2024)]



53%
58%

Lack of quality data
or ability to easily
access the right data




What are the top reasons preventing your company from moving faster with generative Al?

Company tech platform not ready for
generative Al

Lack of in-house expertise or resources - +5
— T
I -

Company data not ready for generative Al
Unproven investment returns of generative Al
Lack of executive support

Concerns with intellectual property

Quality and accuracy concerns (i.e.,
hallucinations) B Organizational readiness
Uncertainty around regulation or regulatory B Investment returns/output quality

issues
B Risk and legal concerns

Lack of understanding of use cases

Data security and privacy concerns

Percentage-point change between October 2023 and February 2024

Sources: Bain Generative Al Surveys, October 2023 (N=198) and February 2024 (N=200)



Company data not ready for generative Al

Data security and privacy concerns -10 l



[l Tech B Nontech

Data readiness for generative Al

B s
5.5%

4

E
1.5

Data Readiness for Generative Al

Structured and unstructured data are centralized, quality controlled and readily
available

Structured and unstructured data are available, but both need to be quality
controlled and centralized

Structured data is readily available, unstructured data takes some time to collect,
process and check quality

Structured and unstructured data can be made available, but doing so requires
significant effort and enhancements

Structured and unstructured data are not readily available.

Source: Bain Generative Artificial Intelligence Survey, February 2024 (N=200)



Structured data is readily available, unstructured data takes some time to collect,

process and check quality
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The Bigger Picture S
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EXERCISE 7: DATA

* Which data do you need for your use case”?
* |s this data available?
* What are the most important characteristics of this data?



Implementation

* Al Tooling
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1.

Hiring Data Scientists

2. AutoML

3.

“Off the Shelf” Al

3 Approaches



1.

3 Approaches

Hiring Data Scientists



Classic Approach: Hiring Data Scientists
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Dutch iT Leaders Q =

secsrone OBDHE

Nieuwe opleiding moet tekort aan data
scientists terugdringen

Data Big data Analytics Arbeidsmarkt Detachering & opleidingen

Amsterdam

School of Data Science
I

De Universiteit van Amsterdam, de Vrije Universiteit en de Hogeschool van Amsterdam
slaan de handen ineen met de oprichting van de Amsterdam School of Data Science. De
drie kennisinstellingen willen met het grootste opleidingsaanbod van Europa het nijpende
tekort aan data scientists op de arbeidsmarkt terugdringen. Kajsa Ollongren, wethouder
en locoburgemeester van Amsterdam, verzorgt op 24 maart de officiéle opening van het
nieuwe opleidingsplatform.

Harvard .
= Business Subscribe Sign In Q
Review

Data Scientist: The
Sexiest Job of the 21st
Century

Meet the people who can coax treasure out of messy,
unstructured data. by Thomas H. Davenport and DJ Patil

Andrew J Buboltz, silk screen on a page from a high school yearbook, 8.5 x 12, 2011



 Home Page - Selectorcreatear. X & Decision Tree Regression in Jupy X = N7 — o X
C O @ localhost:8888/notebooks/Decision%20Tree%20Regression%20in%20Jupyter¥%20Notebook.ipynb Qe x D@
it Apps @ Programtoprintal. @ SENDCODE G Imageresultforeg.. [ JSON Formatter &.. @ €O EarthEngine Pytho.. G salib tutorial - Goo.. [ Whyisthe filenam.. 4 Sensitivity Analysis »  [E Reading list
— Jupyter Decision Tree Regression in Jupyter Notebook (utosave) A Logout
File Edit View Insert Cell Kernel Widgets Help Trusted | Python 3 O
B f < @B 4+ & PRn B C M coe v|| e
6 ©0.000041 ©0.018358 26.80 27.56 642.568 244.449
7 ©.000044 0.018319 25.80 26.56 765.452 266.611
8 0.000041 0.018766 26.70 26.48 448.680 269.184
9 0.000037 0.015654 27.00 27.04 201.872 248.631
In [58]: M # Splitting the dataset into training and testing dataset
from sklearn.model_selection import train_test_split
# Splitting the dataset
X_train, X_test, y train, y_test = train_test_split(X, y, test_size = 0.20)
In [59]: M print(X_train.shape, X_test.shape, y_train.shape, y_test.shape)

(192, 6) (48, 6) (192,) (48,)
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£ Type here to search
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2. AutoML

3 Approaches



Automated Approach: AutoML

PREP?{A::‘SS)M AL MODEL SELECTON
- TeamNinG L VALIOATION

— _— - L

ST - A d
Ol|-|[—|F =z —

O — _ T - = ?

a|l=| =k Ofif=
Al —=] |T
V\/\J\/\f’\/\r'K/V\.

O 0O

QOBA

DATA  SCIEMTISTS
.+

AVTD
ML




Traditional ML training
workflow

Define
problem

Collect data

Train model Preprocess
data

AutoML
workflow

Define
problem

AutoML Collect data




/STANDARD MACHINE LEARNING WORKFLOW

Data prep Feature Feature Model
and cleaning selection engineering selection

¢

Model tuning

Deploy and
make
predictions

/AUTOML WORKFLOW

AUTOMATIC MACHINE LEARNING, AUTOML

Deploy and
make

predictions




Automated machine learning

Iterations Training scores

R User inputs

A‘ Features + Algorithm + Parameters W)  50%

AZ Features + Algorithm + Parameters W) 76%

&

A4 Features + Algorithm + Parameters W) 95%

|

Features + Algorithm + Parameters W) 53%

&

" Features + Algorithm + Parameters )  43%



Model

Logistic Regression

Decision Tree

Random Forest

SVM

K-Nearest
Neighbors

Al Model Accuracy On Diabetes Dataset

Accuracy

0.71910112359550
56

0.6853932584269
663

0.7303370786516
854

0.7303370786516
854

0.6966292134831
461

Model

Logistic Regression

Decision Tree

Random Forest

SVM

K-Nearest
Neighbors

Training Accuracy

0.73371104815864
02

1.0

1.0

0.8101983002832
861

0.7847025495750
708

Training And Test Accuracies For Al Models

Test Accuracy

0.7640449438202
247

0.6629213483146
067

0.7303370786516
854

0.7303370786516
854

0.7078651685393
258
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“Off the Shelf” Al

3 Approaches



Automated Approach: Off The Shelf S

Also called ‘Vertical Al’ (vs ‘Horizontal Al’)
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Scalability and Cost-effective
extensibility solutions

N

Support and Benefits of Off-
maintenance the-shelf Al
costs Software

Speed of
deployment

Time to Reduced risk
customize




Organizations are pursuing a mix of off-the-shelf generative Al capabilities and
also significantly customizing models or developing their own.

Strategy for developing generative Al (gen Al) capabilities, % of reported instances of gen Al use

customization

or developed

I Primarily off
little or no
customization

and medical products
professional services

Question was asked only of respondents who said their organizations regularly use generative Al in at least 1 business function.
Figures were calculated after removing respondents who said “don’t know.”
Source: McKinsey Global Survey on Al, 1,363 participants at all levels of the organization, Feb 22-Mar 5, 2024

McKinsey & Company
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FlyPix Al -

Geospatial
Al Platform

With FlyPix




LEGALFLY

LA

() Dashboard

Software Licence Agreement

THIS SOFTWARE LICENCE AGREEMENT (the "Agreement") dated this 1st day

Review of September, 2023 (the "Execution Date")

Z Drafting BETWEEN: First Name Last Name of | Company Name (the "Vendor")
o Discovery &

= Compare First Name Last Name of Company Name (the "Licensee")

¥. Translate Background

The Vendor wishes to licence computer software to the Licensee and the Licensee desires
5 Documents to purchase the software licence under the terms and conditions stated below.
u
IN CONSIDERATION OF the provisions contained in this Agreement and for other good and
valuable consideration, the receipt and sufficiency of which is acknowledged, the parties
agree as follows:
Licence 1. Under this Agreement the Vendor grants to the Licensee a non-exclusive and

non-transferable

(0 Playbooks

7 LegalFly \* Time saved: 2 hours 38 mins <> Anonymisation @9 CP Feeback

O

(=) Copilot i~ Review “J Anonymisation

A Playbook 6 items

¥ Clear terms on data collection, usage, and protection

The agreement clearly outlines the terms of data
collection, usage, and protection, specifying that
Customer Data will not be used to train the SaaS Solution
without Customer's consent.

O Explain (4, Re-draft d P

¥ Specifics of licensing rights and restrictions

The agreement provides specific details on licensing rights
and restrictions, granting the Customer and its Affiliates a
limited, revocable, non-exclusive, worldwide right to
access and use the Saa$S Solution.

O Explain Z Re-draft
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F timefold Planning models Developers v Resources v Pricing KS

Planning Models

Field Service Routing Employee Shift Scheduling Last Mile Delivery Routing

Reduce fuel costs and boost Field Team Timefold's employee shift scheduling API Timefold's last mile delivery routing Planning
productivity with Timefold's Planning Al. platform automates planning so you can Al optimizes the final leg of the delivery
Automate complex scheduling to save... schedule shifts for thousands of employee... process resulting in efficient delivery fleet...
Read more Read more Read more

Vehicle Routing (VRP) Maintenance Scheduling Machine Job Scheduling



Topic Extraction Tool by Al

The Topic Extraction tool utilizes Al to analyze documents or text, aiding in quickly and
effectively identifying the topics that the text addresses based on semantics

Entity Extraction Keyword Extraction

words count: 1176 / 5,000

John Fitzgerald Kennedy (May 29, 1917 - November 22, 1963), often
referred to as JFK, was an American politician who served as the 35th
president of the United States from 1961 until his assassination in
1963. He was the youngest person elected president.[a] Kennedy
served at the height of the Cold War, and the majority of his foreign
policy concerned relations with the Soviet Union and Cuba. A
Democrat, Kennedy represented Massachusetts in both houses of the
United States Congress prior to his presidency.

Born into the prominent Kennedy family in Brookline, Massachusetts,
Kennedy graduated from Harvard University in 1940, joining the U.S.
Naval Reserve the following year. During World War Il, he commanded
PT boats in the Pacific theater. Kennedy's survival following the
sinking of PT-109 and his rescue of his fellow sailors made him a war
hero and earned the Navy and Marine Corps Medal, but left him with
serious injuries. After a brief stint in journalism, Kennedy represented a
working-class Boston district in the U.S. House of Representatives

¥ ST Y AW L PN 7. Y . W I I TS P U U S I o S . S——— %

Topic Extraction

Topic Extraction Text Summarizer

Topic

John F. Kennedy

Cold War

President

Massachusetts

Harvard University

Soviet Union

Cuba

© If you need to help, join Telegram group AIKTP Telegram Group

@ Copy

words count: O

=
S
@
-

19 %

3%

4%

2%



It’s a Buy vs
Build Decision

BUILD VS BUY
Build Vs Buy Decision - Making Challenges

Project Impact Vs
Complexity

High

Most likely Ambitious
to build projects
Strategic
Impact of
Application
Low impact Most likely
projects to buy
Low

Low —— g h
Application Complexity



Generative Al Solutions: Build vs Buy Comparison

Criteria

Cost

Implementation
Time

Customization

Use Cases

Scalability

Build

High upfront investment and
ongoing costs

Longer due to the development
and testing phases

Highly customizable to specific
needs

Tailored to unique and specific use
cases

Designed for high scalability

Buy

Potential lower upfront costs, mainly for
subscription or licensing fees

Shorter, as the solution is ready-made

Limited customization options

General use cases

Depends on the provider's infrastructure



EXERCISE 8: PREFERRED Al APPROACH

* Buy or Build?

* |If Build: How would you proceed?
* Do ityourself?
Do you need partners?
* New hires?
* First solution idea?

* If Buy: Can you find one or more tools that can help you?
* Pricing?
* How can you integrate this tool in your product?



Implementation

* Monitoring
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@ Overview [ 247 - Car Loan Prediction /| Performance

Car Loan Prediction
Binary classification

Monitoring

B Summary

~M Performance

Concept shift
L1l Covariate shift

Data quality

Management

K«

®

Add model o

Sort by Date range

= Filters  Recency of alerts v 2018-01-01 ~ 2018-10-30 D)

F1 Estimated performance (M-CBPE)

== Plot configuration

0.96

0.95

0.94

F1

0.93

0.92

0.91

Jan 2018 Mar 2018 May 2018 Jul 2018 Sep 2018 Nov 2018

Metric (reference) Alert Threshold

—e— Metric (analysis)

Confidence band (reference)
Confidence band (analysis)
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IDENTIFY POTENTIAL ROADBLOCKS



Roadblocks

Computing power / cloud
Distrust

No/Limited Al Literacy
Data Privacy / Security
Data Bias

Risk

Data Scarcity

N o o k=




1. 1T - Compute Power / Cloud




2. Distrust

In general, do you think new artificial intelligence technologies will have more of a positive
impact or more of a negative impact on your life, or no real impact at all?

46
25 24
m—

Positive Impact Negative Impact No Real Impact Not Sure

Source: Grinnell College National Poll--conducted by Selzer & Co., of 1,006 U.S. adulits,
October 2023



3. No/Limited Al Literacy
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4. Data Privacy / Security

Capabilities of Al

Intrusion

Identify individuals

Generate images

Discover personal attributes

Forecast user behaviors

Estimate personal attributes

Identification Increased Accessibility
Distortion Insecurity
Exposure Secondary Use

Aggregation Exclusion

Phrenology / Physiognomy Surveillance

Disclosure

Requirements of Al

| Share training data

{ Protect training data

| Process training data

{ Collect training data



5. Data Bias

How Al systems amplify bias

Image recognition systems that use biased machine learning data sets
will inadvertently magnify that bias. Rescarchers are
examining ways to reduce the effects.

MANT
[{ECs]
MAY L
T
MALE

15 B Cxarnpio of Gendior BRAA, H5a0L0d from & report DubBaned Ly researchvirs from the Usiversily
Of Vieginka and the University of Watshington, a viseal semant s role lalelng system has learned
10 Identify & POron Cooking a5 fomale, even whon the image i male,



6. Risk

EU Artificial Intelligence Act: Risk levels

Social scoring, mass
surveillance, manipulation of
behaviour causing harm

Access to employment,
education and public services,
safety components of vehicles,
law enforcement, etc.

Impersonation, Chatbots,
emotion recognition,
biometric categorization
deep fake

High risk

Limited risk

Remaining

Minimal risk

\\ \ ‘%g‘i Q| obligation
A

Prohibited

Conformity
assessment

pf\" Transparency

4
4 No

¥ obligation

N
N

§




6. Risk

Al Risk Ambition —
VR
I d \ Black Box Al

Explainable Al

Al Automates

Al Does, Human
Oversees

Full Risk/Speed
Ahead

-
v

Al Augments
Human in the Loop

Source: Gartner G a rtner
© 2024 Gartner, Inc. and/or its affiliates. All rights reserved. CM_GTS_2697008 ®



/. Data Scarcity
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EXERCISE : ASSESS THE ROADBLOCKS FOR YOUR CASE

Computing power / cloud
Distrust

No/Limited Al Literacy
Data Privacy / Security
Data Bias

Risk

Data Scarcity

N oo s b=
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MVP & VALIDATED LEARNING





https://www.youtube.com/watch?v=0AFchCuS96U




(£
The minimum viable product is that version

of a new product which allows a team to collect
the maximum amount of validated learning

5J

about customers with the least effort.

-Eric Ries







The Elephant Approach

How to Eat an Elephant?
O,

”
. Ve
-

{ One bite at a time. l

Learn to estimate the Return and Investment piece by piece.



EVOLUTIONAIRY DEVELOPMENT ®

Incremental Approach: Developing the product in pieces considering the original idea

Iterative Approach: Developing the raw version of the product, validating it, and then building it
further to increase its quality and functionality

Wwoman 3
N 07/

: .'§¢£m3 1




EVOLUTIONAIRY DEVELOPMENT ®
Which style do you prefer?

Incremental Approach: Developing the product in pieces considering the original idea

Iterative Approach: Developing the raw version of the product, validating it, and then building it
further to increase its quality and functionality

Wwoman 3
N 07/

: .'§¢£m3 1




EVOLUTIONAIRY DEVELOPMENT

Incremental Approach: Developing the product in pieces considering the original idea

Iterative Approach: Developing the raw version of the product, validating it, and then building it
further to increase its quality and functionality

FEEDBACK FEEDBACK FEEDBACK k FEEDBACK
| A A




MINIMUM VIABLE PRODUCT

The most rudimentary, Sufficient enough for Something tangible

bare-bones foundation early adopters customers can touch

of the solution possible and feel




EVOLUTIONAIRY DEVELOPMENT
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Welcome to Amazon.com
Books!

One million titles,
consistently low prices.

(If you explore just one thing, make it our personal notification service. We think it's wvery cooll)

SpoTLIGHT! - AUGUST 16TH
These are the books we love, offered at Amazon com low prices. The spotlight moves EVERY
day so please come often.

OnE MniioN TITLES
Search Amazon com's million title catalog by author, subject, title, keyword, and more... Or take
alook at the books we recommend in over 20 categones... Check out our customer reviews and
the award winners from the Hugo and Nebula to the Pulitzer and Nobel... and bestsellers are
30% off the publishers list...

Evis & EDITORS, A PERSONAL NOTIFICATION SERVICE
Like to know when that book you want comes out i paperback or when your favorite author
releases a new title? Eyes, our tireless, automated search agent, will send you mail Meanwhile,
our human editors are busy previewing galleys and reading advance reviews. They can let you
know when especially wonderful works are published in particular genres or subject areas. Come
in, meet Eves, and have it all explained.

Your Account
Check the status of your orders or change the email address and password ram hara ~n fila vty
us. Please note that you do not need an account to use the store. The firstti |[teration 1
order, you will be given the opportunity to create an account.

¥ | vour account | werp

QLU B00KS | MUSIC | VIDEO | TOYS & GAMES | ELECTRONICS | e-CARDS | AUCTIONS

SEARCH

i All Products v

[}

£ ]
(CTITTI 0" don Calling

* Books

Bestsellers, Computers,

= e

New Releases, Top

Sellers, Classical,

Soundtracks...

e Video

DVDs, Top Sellers, New

Releases, Kids &

Family...

e Auctions

Books, CDs, Photo

Equipment,
ollectibles...

e Electronics

Ivs, Cameras,

Computer Add-Ons,

DVD Players...

* Toy.

Toys for Grownups,

Games & Puzzles,

Action Figures, Baby

Toys...

e Free E-Cards

Raily Cards, Hi, Love,

Eriendship...

e ...And More

Women's Apparel,

Garden & Patio,

Software, Sporting

Goods...

Community
e Purchase Circles

Gift Services

o Gift Certificates
o Special-Occasion
Reminders

o Shipping

Need Help?

e Help Desk

o Site Guide

e Shipping_Policies
e Sen -mail

e Our Privacy Policy.

More to Explore
e Join Associates
o E-mail
Recommendations
e Pets.com

o drugstore.com
e Amazon.co.uk
® Amazon.de

HOW TO ORDER | OUR GUARANTEE | SITE GUIDE

Friday, August 27, 1999

=Sy amazon.com

|
Hello! Shopping at Amazon.com is 100% secure--guaranteed.

Already a customer? Sign_in.

%What are they
y- S listening to in
: Austin, Texas?
Wrapping up an ambitious reissue program, the  gxplore Amazon.com
great Penelope Fitzgerald delivers not one but Purchase Circles.
two classics in miniature. The Golden Child 1s
the British author's first novel, in which an
ancient mummy ignites a curatorial ruckus, while
At Freddie's revolves around a drama academy
and its deeply amusing student body. Go to Books

Amazon.com 100 Hot
ooks
Updated Hourly

1. Harry Potter and the
Prisoner of Azkaban
by J. K. Rowling

. Harry Potter and the
Sorcerer’s Stone
by J. K. Rowling

In Electronics
MiniDisc the Magnificent

Sony's BundleS M; isc package harmonizes two
separate products--a MiniDisc home recording deck

and a portable MiniDisc player--so you can record,

~N

edit, and title your own discs from both analog and digital sources, 3. Harry Potter and the
then enjoy them on the go. Go to Electronics Chamber of Secrets
by J. K. Rowling

In Toys & Games

Pack with Pride
We ain't lion: this adorable Goliath Backpack Pal is a
grrreat way to scare away those first-day-of-school Today in Music
jitters. Fill his tummy with books, toys, and treats, and  Free song downloads.
this furry beast will be your child's mane man in no
time. Go to Toys & Games

> More Hot Books

Music Top Sellers

R 1. Western Wall: The
In YIQQQ 3 % Tucson Sessions
Texas Two-Step? Linda Ronstadt,

In a stunning admission this week, the FBI confirmed Emmylou Harris

that in 1993 its agents fired flammable devices at the 2. Fly
Branch Davidian compound in Waco, Texas, hours Dixie Chicks
before the inferno erupted. But the Oscar-nominated 3. Supernatural
Waco: The Rules of Engagement suggested this Saotand
possibility back in 1997. Check out this fearless ﬁ » More Music Top Sellers
documentary and prepare to question the government's
spin. Go to Video
Today in Video
In Music Pre-order The Matrix on
Industrial Evolution DVD.

2 They've been accused of being Nine Inch Nails lite, vHS Top Sellers
) but on Jitle of Record, Filter weld their amped-up

techno-metal aggression to an uncanny pop 1. ng_IQggL
30% bility, creating am ble set of furious, AM./PM, Yoga for
o 7ot passionate songs sure to keep the mosh pit roiling 2. g&g%ﬁthmg
Go to Music About Mary (Special
" Edition)
In Auctions 3. Tae-Bo Workout:
Build a Better Brain Instructional and
Before you hit the books, visit Amazon com Auctions Basic

and check out the huge selection of educational
software. Whether you're teaching the ABCs or
writing a thesis, our sellers have the tools to help you

succeed. Go to Auctions

o » More VHS Top Sellers

» DVD Top Sellers

* “The New York Times" is the registered trademark of The New York Times Company, which is not affiliated with and does not sponsor or endorse the

services of Amazon com.

Text Only

1-Click Settings | Shopping Cart | Your Account | Help
About Amazon.com | Join Our Staff

Copyright and disclaimer © 1996-1999, Amazon.com, Inc
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MVP helps to estimate Return
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DOES COPILOT PRODUCTIVITY JUSTIFY COST?
CNBC BI-ANNUAL TECHNOLOGY EXECUTIVE COUNCIL SURVEY

25% 23% 50%

TOO SOON
TO KNOW

Microsoft Copilot Al use accelerates inside companies, but cost concerns weigh
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VAL ipATED LEARNING LOOP
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EXERCISE : VALIDATED LEARNING FOR YOUR CASE?

* Which first experiment (MVP) can you do?
* What do you expect to learn?
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10X THINKING









HERSTRUCTURERING

Italiaanse bank Intesa Sanpaolo

schrapt 9.000 banen door Al

Redactie Data News
25-10-2024, 09:51 + Bijgewerkt op: 25-10-2024, 09:53 * Bron: ANP -«

De grootste Italiaanse bank, Intesa Sanpaolo, heeft een
overeenkomst gesloten met vakbonden voor 9.000 vrijwillige
ontslagen. Dat is ongeveer tien procent van het
personeelsbestand. Het besluit komt voort uit digitalisering en
een groeiend gebruik van kunstmatige intelligentie (Al) in de
bankensector.

ok wil de bank tegen medio 2028 ongeveer 3.500 jonge, nieuwe
O medewerkers aannemen voor vermogensbeheer, staat in een
verklaring van Intesa Sanpaolo. Het plan ‘is gericht op het mogelijk maken
van een generatiewissel zonder sociale kosten’, aldus de bank. De
veranderingen zouden ook moeten leiden tot 500 miljoen euro aan

jaarlijkse besparingen op loonkosten vanaf2028.




EXERCISE : 10X THINKING

* How can you get 10 times value?
* What would your new idea/vision be?
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Al PORTFOLIO MANAGEMENT
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Al Project Canvas Title:

Data =  Skills @~  Value Proposition ¥  Integration

ent? your project? ntegroted?

Output Stakeholders

ore the ke

Cost {2 Revenue

S

Customers

afn

al

Source: [Introducing the Al Project Canvas]



https://towardsdatascience.com/introducing-the-ai-project-canvas-e88e29eb7024

EXERCISE : TURN YOUR IDEA INTO A CANVAS

Al Project Canvas Title:

Data =  Skills @~  Value Proposition ¥ | Integration &  Customers (-]
Which dota do you need? Which skills do you need for What is the value odded by How will the project be Who ore the end customers?
development? your project? integroted?
Output ©) Stakeholders 222
Which key metric are you Who are the key
optimizing for? stokeholders?
Cost i$: | Revenue A

What costs will the project incur? How will the project generate revenue?



Questions?

linkedin.com/in/janmeskens

G medium.com/@meskensjan

QS\ www.sievax.be

jan@sievax.be




