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Data Use Cases

e Value Streams
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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
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Value Stream: Examples
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Loan need

Quick Complete Eligibility Extend
c[ﬁ\sttg?ncztar rate loan decision and loan ﬁ\c‘?;ar:d
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

4

Loan need

4

Order
received

Quick Complete Eligibility Extend Setup
Clgttt(;?ncér rate loan decision and loan ﬁ\c‘faar: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
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. The company not anly owns advanced offline structures like shipping, hiring, and delivery, but also has the
Firm Infrastucture sophisticatedonline support and digital solutions.

The company is able to hire and retain talented and professional employees.
Human RESDUFCES Amazon has a firm infrastructure supported by technolagy to ensure maximum cooperation between the firm and the workforce.

Scalable Amazon Wen Services for Amazon.com's technology infrastructure, ;
B2C and B2B customers.
Technologgy Advanced delivery with drones. 3>
Voice shopping with Alexa Al Echo devices. ﬂ
%

Augmentad reality technology.

SUPPORT ACTIVITIES

Inbound > QOutbound Marketin .

(%2 o Operations - 9 Services
L logistics Logistics & Sales
- i .
— e Vertically integrated & AWS operations s Order fulfillment s Print and media ad
} suppliers * Marketplace operations (around 175 fulfilment centers) campaigns, sales
— I * Packaging (storage, storage, supply, and promotions, events, public
oo * Decentralized ® Device and content distribution) relations, and targeted
O fulfillment centers S * Order handling and dispatch customer marketing.

e Advanced logistics » Al-software * Invaicing : Attractive prices

cti igital deli Fast del

< system Sophisticated development  Digital defivary of prockicts . L S
)— inventory systems * Order & customer tracking
o e Strict quality control * Segmentation
o
(a

[Value Chain of Amazon]



https://boardmix.com/examples/value-chain-analysis/

Business Organization Infrastructure

quality management, legal matters handling, accounting, financing, planning and strategic management

Human Resouce Management

recruiting, selecting, training, rewarding, performance management

Support

Activities Procurement Management

automation software, technology-supported customer service, product design research and data analytics

Techology Aspects

equipment, machinery, raw material, supplies, raw material

Inbound Operations Outbound Marketing and

Services

Logistics

Retrieve raw
material

Store the inputs
Distribute the
raw material and
components

Machining
Packing
Assembling
Testing
Equipment repair
Maintenance

Logistics

Material handling
Warehousing
Scheduling,
Order processing
Transporting
Delivering

Sales

Sales force
Advertising
Promotional
activities

Pricing

Channel selection
Quoting

Building relations
with channel
members

e pre-sale service
e Post-sale services

-—

Primary Activities

[Value Chain of an Outbound Logistics Company]
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Data Use Cases

e Exercise 1



EXERCISE

WHAT’S THE VALUE STREAM OF YOUR CUSTOMER?

| . j\ -




Data Use Cases

* 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,
e Shareholders,
* Society



Use Cases in the Value Stream

K_/ PEOPLE
i S S \m
RFCD(ZUL‘>>A§:;EEMLW \>0L;r2:l >>N‘DMH{> E LCV[;ZSCE> %

“LUD(F\'
NEEDED

b

CusTOMEWL SALES Lom\l CV?_t:\O\ T PcNT\ MONEY VeLvE
SYSTERS  PRE- ASSESSMENT SELURITY Lovnony
+ SU}S‘FFP"\ 5\-/5754"'\ 5\/§TE!"\
WERS| TE
N \ TT Systemd |

Vo

i

DATR

‘ = Application of Data ina UC



Firm Infrastucture

Human Resources

Technologgy

SUPPORT ACTIVITIES

logistics

Vertically integrated
suppliers
Decentralized
fulfillment centers
Advanced logistics
system Sophisticated
inventory systems
Strict guality control

PRIMARY ACTIVITIES

[Value Chain of Amazon]

L

The company not anly owns advanced offline structures like shipping, hiring, and delivery, but also has the
sophisticatedonline support and digital solutions.

The company is able to hire and retain talented and professional employees.
Amazon has a firm infrastructure supported by technolagy to ensure maximum cooperation between the firm and the workforce.

Scalable Amazon Wen Services for Amazon.com's technology infrastructure,
B2C and B2B customers.

Advanced delivery with drones.

Voice shopping with Alexa Al Echo devices,

Augmentad reality technology.

Outbound Marketing

Logistics & Sales

AWS operations & Order fulfillment * Print and media ad
Marketplace operations (around 175 fulfillment centers) campaigns, sales
Packaging (storage, storage, supply, and promotions, events, public
Device and content distribution) _ relations, and targeted
creation * Order handling and dispatch customer marketing.
Al-soft * |nvoicing & Attractive prices
IR « Digital delivery of products * Fast delivery

development * Amazon prime services

* Order & customer tracking

* Segmentation
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Data UC: Service Desk Example
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Data UC: Service Desk Example
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Data UCs: Generic Overview
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Example: Travel Agency
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Example: Travel Agency
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Data Use Cases

* Business Value Pyramids



Value Pyramids

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

* Business-to-Consumer (B2C) Pyramid:
e Stakeholder focus: The customer
e 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
e 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/
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?

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.
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Italy Trip
You owe $119.56
Settle up Balances
May 2016
" Tip for dinner Sorrento v borroned
Jeff G. paid $15.00 3375
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X Edit bill
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SPLEIT-WISE

you owe you are owed total balance
$119.56 $0.00 -$119.56

i YOu OWe

Q Italy Trip $119.56

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

You owe Cocoa! $9.31

Non-group expenses

no expenses

+ Start a new group



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

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.
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS

TO BUY YOUR PRODUCT OR SERVICE?
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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 J

Product

Pricing

About

FAQ Blog Contact API

-

—
My Plan Composition

My 28

Juy 27

&z
Juy 28 m

Anaerobic Run
s D mi
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Dashboard

3m 2d 16h

EXPLORE

Your health improvements

100% ©65% 25% ‘

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

ease
N
= s ©
Dashboard Support Diary Cravings Missions




B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS

TO BUY YOUR PRODUCT OR SERVICE?

Social-impact elements

THE

B2C VALUE PYRAMID

Life-changing elements

P

PROVIDES HOPE  SELF-ACTUAUZATION
/8N

al >

MOTIVATION ~ HEIRLOOM AFFILATION AND
BELONGING

“®
t“\

REDUCES REWARDS ME NOSTAIGIA DESIGN/ BADGE VALUE

Emotional elements ﬂlﬂ -;%-; E %

ANXIETY AESTHETICS

@ 2

THERAPEUTIC
ENTERTAINMENT

VALUE

WELLNESS

Functional elements

z §}> Léil --uu—ﬁ

SAVES TIME SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES

o
Ax

VARIETY

ATTRACTIVENESS ~ PROVIDES ACCESS

SOCIAL IMPACT ELEMENTS

Customers buy your product because it is connects

with something larger, such as other people, nature, or
a higher power.

7

i GLER

LIFE CHANGING ELEMENTS

7

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 or a
fun/entertaining factor.

7

Tri GLE

1

FUNCTIONAL ELEMENTS

*
A8
@
.‘ -

INTEGRATES ~ CONNECTS

INFORMS

7

T GGER

S

Customers buy your product because its fulfills their

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

b9 reduces effort

SENSORY APPEAL
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THE

B2C VALUE PYRAMID

B2B VALUE PYRAMID

Individual value

PRODUCTIVITY ACCESS RELATIONSHIP Ease of doing business value

5@ iD'w
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'C(NWHNB" STABIITY  CULTURAL AT
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'a 'O?&' ’ a%-..:.. @ Ve @
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i 8 @ ik o 0
IMPROVED COST ) mwﬂ SCALABILTY INNOVATION




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

baplotcact wies 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 value

INDIVIDUAL VALUE
Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable
"""""""""""""""""""" Eowe of doing business vole
EASE OF DOING BUSINESS VALUE
T Improving how an organization is doing business.
tﬁ)& m?m MEW -‘ Of’ @ Sg’ﬂ E.g. : Increase productivity or become more accessible
& ok 9 o4 o 3 e FUNCTIONAL VALUE

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

REDUCTION

TABLE ST@S
“““““ : Improving the basics of the product/service. E.g.: Et XI



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value

DESIGN & GROWTH & REDU
AESTHENCS DEVELOPMENT  ANXETY

BEEE | . %
opom 9 iy
REDUCED AVAILARUTY 'RESPONSIVENESS EXPERTISE
T |
TR A
® O H %t
DE(.R&SA%D INFORMATION  TRANSPARENCY VARIETY COMMITMENT STABILITY  CULTURAL AT
HASSU
ORGANIZATION  SIWFURCATION CONNECTION INTEGRANION |  CONAIGUR- | RISK REACH FLEXIBILTY COMPONENT

ABLITY REDUCTION QUALITY

PRODUCTIVITY ACCESS RELATIONSHIP Ease ofdomg business value
o
TIME
SAVINGS  EFFOR
JPERATIONAL STRATEGIC
= 0 A 4 & e @ e O

PERFORMANCE le vohg

A | ” [®)
«nl % ! E @ =
IMPROVED cosT ' PRODUCT SCALABILTY INNOVATION
TOP UNE REDUC QUALTY

~ "\ Table stakes

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 ST@S
Improving the basics of the product/service. E.g.: Et EI
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Data Regulations

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

*x X % * X %
* General

* * *
& g Data * CS R D * Reports to local government,
*

PrOteCtion Corporate Sustainability Compa ny group) glObal Offlce) see

S Reporting Directive
* Regulation

) G ¢ * 5 K
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Ethical Face Recognition

98.7% 68.6% 100%

92.9%

DARKER DARKER LIGHTER LIGHTER

MALES FEMALES MALES

FEMALES



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value

DESIGN & GROWTH & DL R
AESTHENCS DEVELOPMENT  ANXETY PERKS

T T TPRODUCTIVITY | ACCESS  RELATONSHP N\ Base of do ';,.9’ business valve
: mEEE | . )
‘; mer | XD
SAVRIGS

REDUCED AVAILABLITY |RESPONSIVENESS EXPERTISE

EFFORI

@ @ d & 7 S =

D&ml) INFORMATION  TRANSPARENCY VARIETY COMMITMENT  STA)
k 1l

OPERATIONAL STRATEGIC

&= o ‘ﬁ{‘ a@% @ | o @ Y &

CRGANIZATION  SIVPURCATION CONNECTION INTEGRATION , G - RISK REACH FLEXIBILTY  COMPONENT
REDUCTION QUALITY

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 ST@S
Improving the basics of the product/service. E.g.: Et XI



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUAUZATION
(
%v o /8N
ll h 2 2
+ e/
MOTIVATION ~ HERLOOM  AFFILIATION AND
Emotional elements

I % o B 282

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXETY AESTHETICS

WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS
VALUE ENTERTAINMENT

SAVES TIME

~ Y &K & L% 2O

REDUCES EFFORT AVOIDS HASSIES REDUCES COST VARIETY

SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

PRODUCTIVITY

v @

TIME REDUCED
SAVINGS  EFFORT

40
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Automating Repetitive Work
for Consistent Results

- \ \z‘
s ; T oo et
o
. J L < Generate
Cobots: Automating Al-Based Product Descripion

Production Steps



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUALZATION
_iv g —— /8N
ll B\ 2 2
+ 4
MOTIVATION ~ HERLOOM  AFFILIATION AND
Emotional elements

0 e 8

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXETY AESTHETICS

WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS
VALUE ENTERTAINMENT

SAVES TIME

~ Y & @ 2% 2O

REDUCES EFFORT AVOIDS HASSIES REDUCES COST VARIETY

SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

PRODUCTIVITY ACCESS

OFE RAHONAL

ORGANIZATION  SIWAUICATION  CONNECTION INTEGRATION | comsuz

8 ¢ =T &

TIME REDUCED AVAILABUTY |RESPONSIVENESS  EXPERTISE
EFFORT ‘ '

o’ﬁ" Ql.lq-@q‘“‘&
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Automated Shelf Auditing

KT

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?

baplotcact wies 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 value

INDIVIDUAL VALUE

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

Ease of doing business value

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
»O M s 7 © xt E.g. : Increase productivity or become more accessible

| Lo & @ -
5" _________________ FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

COST 1 PRODUCT SCALABILTY
REDUCTION QUALTY

TABLE ST@S
Improving the basics of the product/service. E.g.: Et XI
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Customer Segmentation

$3500

$3,000

Niche Performers

Core Customers

Customer Spend

F
Upsell Cohort
$2,500
Ignore
G
$2,000
2.50% 5.00% 7.50% 10.00% 12.50% 15.00%

Reports provide a transparent and unbiased perspective on various aspects of the organization, enabling data-

% of Customers

driven, fact-based decision-making.

Ultra Wealthy

D=
© Upper-Middle Families

[+ o

o=

F Middle Class Suburbs

Retirement Years

H Young Professionals

- Young Starters
-

Large Market
>10% of national pop.
Medium Market
>5% of national pop.

. Niche Market

<5% of national pop.

n Rural Low Income
Hispanic Families

M Urban Low Income

S



Social-impact elements
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Life-changing elements
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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?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value

o
A
PRODUCTIVITY ACCESS RELATIONSHIP Ease of doing business value
. mEmE | . ®
mm | 4D @
Timi REDUCED AVAILABLITY |RESPONSIVENESS  EXPERTISE
SAVINGS EFFORI '

@ @ d & 7 S =

D&ml) INFORMATION  TRANSPARENCY VARIETY COMMITMENT  STA)
k 1l

OPERATIONAL STRATEGIC

&= o ‘ﬁ{‘ a@% @ | o @ Y &

CRGANZATION SIWAFICATION CONNECTION INTEGRATION |  CONPGUR- | RISK REACH  FLEXIBLTY COMPONENT
it AsuTY | REDUCTION QUALITY L )
ECONOMIC PERFORMANCE Functional value
A ; ” [®)
ol g{ ! e @ =
IMPROVED cosT ' PRODUCT SCALABILITY INNOVATION
TOP UNE REDUCTION QUALITY
i = T
~ e « -
@ .
MEETNG ACCEFTABE REGULATORY
SPECFICATIONS PRICE COMPUANCE STANDARDS

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 ST@S
Improving the basics of the product/service. E.g.: Et XI



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUAUZATION
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Emotional elements
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REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXETY AESTHETICS

WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS
VALUE ENTERTAINMENT

SAVES TIME

~ Y & @ L
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Marketability

.
\ P
_/ —
~ _
I'(-— ]

1,234,345

DATA SCIENTIST

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

Certified on April 14, 2024

datacawp /

Jonathan Cornelissen, CEQ

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

professionals. KS\



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

INSPIRATIONAL VALUE

THE Creating an inpiring organization that gives purpose to its stakeholders

B2B VALUE PYRAMID /| =

CAREER Individual value

*E* *kk ok
A f 8 —

NETWORK  MARKETABILTY REPUTATIONAL
EXPANSION ASSURANCE

PERSONAL

X £
DESIGN & GROWTH & REDUCED RINA
AESTHENICS  DEVELOPMENT ANXETY PERKS

PRODUCTIVITY ACCESS RELATIONSHIP Ease of doing business value

gEmE | . ®
TIME REDUCED AVAILABLITY |RESPONSIVENESS EXPERTISE
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OPERATIONAL STRATEGIC
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ECONOMIC PERFORMANCE Functional value
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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 ST@S
Improving the basics of the product/service. E.g.: Et XI
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Data Use Cases

 Exercise 2



EXERCISE 2: FIND YOUR USE CASES

Business  sTrRATELY
VALVE

Uie (Ases

| | |
TR 6 b EN ' ’ l VALUE
5 \ \ m> gy

VALUE  Cd AN S




our

products and services

want to

help(s)

jobs 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



Name UC

Our help(s)

products and services

want to

“Valte”
Stream

Tip

Add at the beginning
| or end of sentence:

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

Value

User (Who)

who

customer segment

by

and

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

Value

unlike

competing value proposition

)



prod
Job: ne own verb (e. ducing, avoidin
Tip -
nnnnnnnnnnnnnnnnn u n ll ke
] or end of sentence:
your own verb (e.g., increasing, enabling) competing value proposition

"De CarriereNavigator stelt onze recruiters in staat om

kandid
onze

aten efficiént te koppelen aan passende vacatures bij
<lanten, door het identificeren van toekomstgerichte

opleic

ingspaden die aansluiten bij hun carrierepotentieel.”



our . help(s) . who

roducts and services

Tip -
Add at the beginnin u n ll ke
u or end of sentence:

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

"De CarriéreNavigator stelt onze recruiters in staat om

onze anten, door het
opleidingspaden die aansluiten bij hun carriérepotentieel."



prod
Job: ne own verb (e. ducing, avoidin
Tip -
nnnnnnnnnnnnnnnnn u n ll ke
] or end of sentence:
your own verb (e.g., increasing, enabling) competing value proposition

"InsightX helpt de R&D engineer om de verbanden tussen de
producteigenschappen en procesparameters beter te
voorspellen. Hierdoor kunnen ze hun kwaliteit verhogen,
kosten besparen en een snellere time to market realiseren.”






EXERCISE 3: PITCH YOUR USE CASES

Our E help(s) @ who

want to 6 bg @ and
@ . (Z= unlike E )

wn verb (e.g., increasing, enabling) KS\
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