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Networked 
economy and 
new markets  
New ways of 

organizing and 
new customer 

segments 

Technology 
Empowerment 
and (lateral) 

accountability 

Shift in needs 
and mindsets 

Customer 
preferences 

and employee 
(un-) 

productivity 

Need to innovate across organizations  

Challenges 



Millennial thought leaders 



Generation “Why?”  



Traditional models 

Esteem 
Needs 

Emotional Needs 

Safety Needs 

Material Needs 

Self-actualization Maslow’s	
Hierarchy	of	
Needs…		



Self 
Actualizat

ion 

Material 
Needs 

Safety 
Needs 

Esteem 
Needs 

Emotional 
Needs ✔	

An ‘enlightened circle’ of needs 



KPIs/
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Action-
driven 

purpose 

Genuine 
values 

Technology 
Gover-
nance 

Organizational frame 



Answer the “why?” (Sinek) 

Make it about your followers, not about you/the leaders 

Establish relevant community-links: Become part of broader, 
meaningful conversations (e.g., Coca Cola & Global Shapers) 
 
>> increased legitimacy, joint ‘credible’ content, ‘buy-in’, appeal 
 

Action-driven purpose 



Genuine values 



Source:	TEDx	

Decentralized connectivity 



Technology 



Source:	Aravind	

OKRs/KPIs/Incentives 



1) Shape culture of innovation 

2) Move from product to experience (>> design-thinking 
toolkit) 

3) Develop revised business model (>> business model 
toolkit) 

4) Develop strong ecosystems and facilitate effective 
communities (>> community-toolkit) 

Action steps  



  

Source:	CColeman	

1) Culture of innovation 



“Never doubt that a small group of thoughtful, 
committed people can change the world. Indeed, it is 
the only thing that ever has” 
 
Margaret Mead 



  

Source:	Ideo;	Own	

2) From product to experience 



  

Design thinking toolkit 

Source:	Stanford	D-School;	LSE;	Own	

Empathize 

•  Observe 
•  Engage 
•  Watch 
•  Listen 

Define 

•  Identify 
patterns 

•  Clarify 
real 
needs 
and 
wants 

Ideate 

•  Brainstor
ming 

•  Mind-
mapping  

Prototype 

•  Start 
building 

•  Rapid 
iterations 

•  Identify 
variables 
to test 

•  Build 
with user 
in mind 

Test 

•  Show 
don’t tell 

•  Create 
experien
ces 

•  Ask 
users to 
compare 



3) Competitive business model 
•  Needs/problem/trend 

•  Objective 

•  Customers 

•  Value proposition 

•  Key activities 

•  Network/partners 

•  Revenue model 



1) Increase know-how/openness (e.g., trips and ed. 
programs)  

2) Identify the relevent stakeholders; map their interests 
and steps to engage 

3) Create artefacts such as awards to signal genuine 
interest  

4) Engage different parties in iterative process  

Business model innovation 

5) Build local capacity 

Source: Brown; Intercorp; Own 



4) Building effective ecosystems 

Create parameters based on shared values 

Identify and empower ambassadors 

Facilitate decentralised connectivity  

Engender lateral accountability 

Facilitate homogenous experience, not 
homogenous community 



System-innovation rather than only product- or 
business model- innovation  

Sync ‘reputation’ across platforms 

Reverse innovation; jugaad 
	
Bigger societal issues   

BoP market/developing countries (e.g., remittances) 

Future 



“If you take man as he is, you make 
him worse, but if you take man as 
what he could be, you make him 
capable of becoming what he can 
be.” 
 
Goethe (& Frankl!) 
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Progressive organizations 


