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EXERCISE 1: PITCH YOUR USE CASE
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Value Proposition Canvas

• Customer Profile
• Value Proposition
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EXERCISE 2:  VPC – CUSTOMER PROFILE

• Who are your AI product  
customers?

• What are their jobs?

• What are their 
pains/gains?



Value Proposition Canvas
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Value Stream



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



Value Stream: Examples
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Value Streams & Data



Value Proposition Canvas

• Customer Profile
• Value Proposition
• Value Stream
• Data & AI Use Cases
• Business Value Pyramids



Data & AI 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

= Application of AI in a UC



Data UC: Service Desk Example
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Data UCs: Generic Overview



Example: Travel Agency



Example: Travel Agency

Data-driven profiling of your 
customers (group travelers, big 

spenders, …)

Automatic generation of the travel 
description, based on a series of 

inputs.



Example: Travel Agency



Value Proposition Canvas

• Customer Profile
• Value Proposition
• Value Stream
• Data & AI Use Cases
• 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?

FUNCTIONAL ELEMENTS

EMOTIONAL  ELEMENTS

LIFE CHANGING  ELEMENTS

SOCIAL IMPACT ELEMENTS

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

it reduces effort

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

motivation 

Customers buy your product instead of others 
because it triggers emotions. For example, nostalgia 

or a fun/entertaining factor.

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

or a higher power.
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B2C B2B

[Bain Inc. – Elements of Value]

SAVES 
TIME

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




B2C B2B

[Bain Inc. – Elements of Value]

MAKES 
MONEY

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




B2C B2B

[Bain Inc. – Elements of Value]

INFORMS

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




B2C B2B

[Bain Inc. – Elements of Value]

REDUCES 
EFFORT

https://www.bain.com/insights/the-elements-of-value-hbr/
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B2C B2B

[Bain Inc. – Elements of Value]

NOSTALGIA

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


AI YearBook
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[Bain Inc. – Elements of Value]

MOTIVATION

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




B2C B2B

[Bain Inc. – Elements of Value]

PROVIDES 
HOPE

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




B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS 
TO BUY YOUR PRODUCT OR SERVICE?
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B2C B2B

[Bain Inc. – Elements of Value]

SELF-
TRANSENDENCE 

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




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

TABLE STAKES

FUNCTIONAL VALUE

EASE OF DOING BUSINESS VALUE

INDIVIDUAL VALUE

INSPIRATIONAL VALUE

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

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

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

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

marketable 

Creating an inpiring organization that gives purpose to its stakeholders
E.g. : Helping to be more Social Responsible
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B2C B2B

[Bain Inc. – Elements of Value]

ETHICAL 
STANDARDS

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


Ethical Face Recognition



B2C B2B

[Bain Inc. – Elements of Value]

REGULATORY 
COMPLIANCE

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


Data Regulations

REGULOTARY

Compliance with data regulations is a fundamental requirement; failure to do so can result in significant 
fines for your organization.
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B2C B2B

[Bain Inc. – Elements of Value]

Product 
Quality

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


Automating Repetitive Work 
for Consistent Results

Cobots: Automating 
Production Steps

AI-Based Product Descripion



B2C B2B

[Bain Inc. – Elements of Value]

Scalability

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


Automated Shelf Auditing

Automatically detect nearly empty shelves and restock them without human intervention, 
enabling supermarkets to efficiently scale during periods of high demand.
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B2C B2B

[Bain Inc. – Elements of Value]

TRANSPARENCY

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


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

Customer Segmentation



B2C B2B

[Bain Inc. – Elements of Value]

AVAILIBILITY

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


Chatbot



B2C B2B

[Bain Inc. – Elements of Value]

PRODUCTIVITY

https://www.bain.com/insights/the-elements-of-value-hbr/
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B2C B2B

[Bain Inc. – Elements of Value]

Marketability

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


Marketability

Certifications about data knowledge (such as Datacamp) are industry-recognized credentials for data 
professionals.
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B2C B2B

[Bain Inc. – Elements of Value]

SOCIAL
RESPONSIBILITY

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






EXERCISE 3:  VALUE PROPOSITION

• Which Business Value 
brings your AI Use Case?
Inspired by the “Value Pyramids”

• Which Business 
processes are 
impacted?

• How does it attribute to 
the pains/gains of your 
customers? 

• Draw/Schematize if 
possible



AI PRODUCT RETURN
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DOORHINGE

DOORHANDLE

HOOD









Q: Make the Production
 Planning More Accurate













[Dataiku: AI, Today (400 respondents – 2024)]



EXERCISE 4:  RETURN

Quantify the value that your AI solution will bring



ALTERNATIVE SOLUTIONS
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Blockers & Alternative Solutions

• Is AI the right solution for your product?
• Is AI better than other solutions?



• List non-AI solutions for your use case
• Indicate why AI will be better (or not)

EXERCISE 5:  ALTERNATIVE SOLUTIONS



NEEDED AI CAPABILITIES
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AI Models have Varying Capabilities



• Which AI capabilities do you need in your case?
• Are there similar tools that do this (but in another sector for 

example)

EXERCISE 6: IDENTIFY THE CAPABILITIES



IMPLEMENTATION
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AI Development Flow



AI Development Flow

1 2 3



Implementation

• Data
• AI Tooling
• Monitoring
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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.

Data Readiness for Generative AI
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The Bigger Picture



The Bigger Picture

If you can’t manage this

You won’t get 
sustainable 
value here



#1 One Common 
Data Language

#4 Increased 
Confidence in Data

#2 Improved Data 
Reusability

#5 Better Data 
Management Mechanisms

#3 Single Source of Truth



Data Governance and Data 
Management Practices

Data Platforms



WHICH CHARACTERISTICS 
HAVE YOUR DATA?











• Which data do you need for your use case?
• Is this data available?
• What are the most important characteristics of this data?

EXERCISE 7:  DATA



Implementation

• Data
• AI Tooling
• Monitoring



AI Development Flow

2



1. Hiring Data Scientists
2. AutoML
3. “Off the Shelf” AI

3 Approaches
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Classic Approach: Hiring Data Scientists







1. Hiring Data Scientists
2. AutoML
3. “Off the Shelf” AI

3 Approaches



Automated Approach: AutoML









DEMO



1. Hiring Data Scientists
2. AutoML
3. “Off the Shelf” AI

3 Approaches



Automated Approach: Off The Shelf
Also called ‘Vertical AI’ (vs ‘Horizontal AI’)







Without FlyPix With FlyPix











It’s a Buy vs 
Build Decision





• Buy or Build?
• If Build: How would you proceed?
• Do it yourself?
• 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?

EXERCISE 8:  PREFERRED AI APPROACH



Implementation

• Data
• AI Tooling
• Monitoring



AI Development Flow
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SCENARIO “BUILD” SCENARIO “BUY”



IDENTIFY POTENTIAL ROADBLOCKS
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Roadblocks

1. Computing power / cloud
2. Distrust
3. No/Limited AI Literacy
4. Data Privacy / Security
5. Data Bias
6. Risk
7. Data Scarcity



1. IT - Compute Power / Cloud



2. Distrust



3. No/Limited AI Literacy

You are here



4. Data Privacy / Security



5. Data Bias



6. Risk



6. Risk



7. Data Scarcity



EXERCISE :  ASSESS THE ROADBLOCKS FOR YOUR CASE

1. Computing power / cloud
2. Distrust
3. No/Limited AI Literacy
4. Data Privacy / Security
5. Data Bias
6. Risk
7. Data Scarcity



MVP & VALIDATED LEARNING
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Minimum viable product (youtube.com)

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








The Elephant Approach

Learn to estimate the Return and Investment piece by piece.



EVOLUTIONAIRY DEVELOPMENT



EVOLUTIONAIRY DEVELOPMENT
Which style do you prefer?



EVOLUTIONAIRY DEVELOPMENT

FEEDBACK FEEDBACK FEEDBACK FEEDBACK





EVOLUTIONAIRY DEVELOPMENT



Iteration 1

Iteration 8



MVP helps to estimate Return

A proxy measure
to estimate Return















EXERCISE :  VALIDATED LEARNING FOR YOUR CASE?

• Which first experiment (MVP) can you do?
• What do you expect to learn?



10X THINKING
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EXERCISE :  10X THINKING

• How can you get 10 times value?
• What would your new idea/vision be?



AI PORTFOLIO MANAGEMENT
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AI Portfolio Management



AI Portfolio Management



Source: [Introducing the AI Project Canvas]

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


EXERCISE :  TURN YOUR IDEA INTO A CANVAS



Questions?

linkedin.com/in/janmeskens

medium.com/@meskensjan

www.sievax.be

jan@sievax.be


