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Agenda
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• 09:30 – 10:00 Vision 2.0 with Vision Board

• 10:00 – 10:30 Product/Service Portfolio

• 10:30 – 11:30 Business Model 2.0

• 11:30 – 12:30 USP & Value Proposition

• 12:30 – 13:30 Lunch

• 13:45 – 14:45 Stakeholder Analysis

Breaks in between as needed



Vision Board

3

• Imagine meeting your role model 25 years in the future – your company 
is a huge success

• What do they say to you, or to others about you/your company?

• Consider: values, company size, market share, impact, brand 
recognition, achievements, HR, customer value, profit, ...

• How to:

– 5-10 min individual brainwriting

– Presentation to group

– Clustering, discussion: do we miss important aspects/topics?



Portfolio

4



Business Model 2.0
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• By example of one product/service

• Use your current Business Model as base line - where do you want to 
go from here? Dare to dream big!

• How to:

– Split up into 2 teams

– Get familiar with tools (10 min)

– Work with tools (30 min)

– Present results (5 min per team)

– Q&A (10 min)



Business Model 2.0
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• Sustainable Business Model 
Canvas (à Impact!)

• Focus on most important 
aspects in each area

• Use Post-it sheets to fill in

Team Canvas

• MethodKit for StartUps
• Work with pre-selected cards
• Use Post-it sheets and other 

cards to note and express 
thoughts, ideas, ...

Team MethodKit



60 min Lunch Break
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Stakeholder Analysis – Mapping
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Stakeholder Analysis – Matrix
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„Barriers“ – keep satisfied„Bystanders“ – monitor

„Advocates“ „Champions“



Stakeholder Analysis – Involvement
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• In relation to the 
business, to a 
specific topic of the 
business

• level of interest
• interest explained 

(impact on eco, 
social, econ)

• Power to influence 
business (results)

• level of influence
• influence explained

• Opportunities to 
engage!



Appendix: Other Useful Tools
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• SWOT Analysis

• PESTEL Framework

• BCG Portfolio Matrix

• Target Groups & Customer Segments

• Personas

• Value Proposition Canvas, USP



SWOT Analysis
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https://www.strategicmanagementinsight.com/tools/swot-analysis-how-to-do-it.html



SWOT Strategies
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Use internal 
strengths to 

exploit external 
opportunities

Use internal 
strengths to 

avoid/minimize 
impact of 

external threats

Make sure your 
weaknesses do 
not stop you 

from expoliting 
opportunities

Fix weaknesses 
that will likely 
result in real 

negative impact 
of threats



PEST(EL)
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Environ-
mental 
analysis

Legal 
analysis

https://www.strategicmanagementinsight.com/tools/pest-pestel-analysis.html



Portfolio analysis
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Target Groups & Customer Segments

16



Personas (simple)
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Personas (elaborate)
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Value Proposition Canvas
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Understand your Customer
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Wants – emotional 
drivers of purchasing? 
What kind of results do 
they want to achieve by 
getting/using your offer?

Needs – rational drivers 
of purchasing? Also: 
hidden needs! What 

problems do they face, 
hurdles, challenges?

Fears – Risks of switching 
to your product?

Which tasks do they have 
to fulfill (functional, 
emotional, social)?



Understand your Offer
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How does your offer 
contribute to relieving 

needs/pains?

What is the value added 
of your product? How 
does it contribute to 

fulfillig your customer‘s 
tasks/jobs/functions?

How does your offer 
contribute to achieving 

wants/gains? How does it 
benefit your customer?



Value Proposition Exercise
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• Describe selected product in 
detail, have customer in mind

Team Product

• Describe selected customer in 
detail, have product in mind

Team Customer

• Choose a product/service
• Choose a typical customer for this product/service
• Split up into two teams

• Converge – present results to each other
• Discussion/reflection

Together

Together



USP – Unique Selling Proposition
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Our ________________________ (product/service)
helps _______________________ (customer)
by __________________________ (value prop)

Our product/service is unique, because
_______________________________ (USP).


