
Institutional leaders know they 
need a new innovation approach. 

BUSINESS MODELS DON’T LAST AS LONG AS 
THEY USED TO. DISRUPTION IS EVERYWHERE. 

BIF HELPS LEADERS EXPLORE, TEST, AND COMMERCIALIZE 
NEXT PRACTICES AND NEW BUSINESS MODELS. 

TODAY’S INNOVATION STRATEGIES ARE 
PRODUCING TWEAKS NOT TRANSFORMATION. 

TWEAKSSTATUS QUO NEXT PRACTICES NEW BUSINESS MODELS

INTRODUCING

BIF’s DESIGN METHODOLOGY
FOR NEXT PRACTICES AND NEW BUSINESS MODELS
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Designed to tweak your 
existing business model

Traditional market research Hoping commercial-scale 
offerings are market ready

Letting scale and change 
management questions 

prevent early exploration

Traditional business planning

5 months

2 months

EXISTING
BUSINESS MODEL

PATH TO MARKET FOR 
NEXT PRACTICES AND 
NEW BUSINESS MODELS

COMMERCIALIZE

PROTOTYPE & TEST

MINIMUM VIABLE BUSINESS MODEL

Once a customer's job-to-be-done is identified we can 
imagine a new customer experience and begin developing a 
next practice or business model concept ready to be taken 

off the whiteboard and into the market for testing. 

With a conceptual next practice or new business model 
idea ready to test, a low-fidelity prototype is developed 

and taken into the market to test iteratively for 
feasibility and viability in the real world. 

With a market tested minimum viable 
business model organizations are in the 
best position to develop a go-to-market 

strategy and implementation plan to 
successfully commercialize next 

practices and new business models. CREATE

 

CONCEPTUAL BUSINESS MODEL

CUSTOMER EXPERIENCE AS 

A FOUNDATION FOR DESIGN 

DELIVER CAPTURE

CONCEPTUAL DESIGN

3 months

2 months

SHIFT

Shi�ing the organization’s lens enables 
leaders to see transformational 

opportunities from the customer’s 
perspective, translating them into an 

actionable foundation for design. 

BIF’s DESIGN METHODOLOGY
FOR NEXT PRACTICES AND NEW BUSINESS MODELS

NOTOUR PROCESS IS NOT NOT NOT NOT

COMMERCIALIZATION PLAN

THE PULL THAT MOST ORGANIZATIONS EXPERIENCE THROUGHOUT THE PROCESS
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CUSTOMER EXPERIENCE 
AS A FOUNDATION 

FOR DESIGN
DEVELOP RESEARCH 
STRATEGY AND PLAN

RECRUIT CUSTOMERS TO
OBSERVE EXPERIENCE

GAIN DEEP UNDERSTANDING
OF CUSTOMER EXPERIENCE 

SHIFT

In order to align and focus next 
practice and new business model 
design on customer experience it is 
important to identify a target 
job-to-be-done (what the customer is 
actually trying to do or a problem 
they’re trying to solve).

Shi� starts by identifying target 
customer cohorts, developing 
selection criteria and 
recruitment goals, developing 
research materials and an 
actionable plan to recruit the 
desired group of customers to 
participate in field research. 

Recruiting the right customers 
willing to participate in a 
human-centered design 
approach involving immersive 
observational techniques is 
important. It is always harder to 
do and takes longer than for 
traditional market research. 

To fully understand the 
customer experience, not just 
what customers say they want, 
ethnographic research is 
conducted using methods such 
as qualitative interviews, 
observation, shadowing, and 
generative activities to get at 
behaviors and decision making. 

Identify key actionable insights 
that will help stakeholders see 
what is important about today’s 
customer experience viewed 
through a customer lens. Seeing 
customer experience with a 
different lens opens up new 
opportunities to address pain 
points and develop new 
solutions to address them. 

Shi�ing the organization’s lens enables leaders to see 
transformational opportunities from the customer’s perspective, 
translating them into an actionable foundation for design.

IDENTIFY KEY 
ACTIONABLE INSIGHTS 

IDENTIFY KEY 
JOB-TO-BEDONE

 Develop storytelling assets of the 
customer experience that can be 
shared with others to see through the 
lens of the customer. Stories will 
engage stakeholders of the 
organization to move in the direction 
of transformational change. 

DEVELOP STORYTELLING ASSETS 
TO ENGAGE STAKEHOLDERS

BIF’S DESIGN METHODOLOGY
FOR NEXT PRACTICES AND BUSINESS MODEL INNOVATION

EXISTING
BUSINESS MODEL

PATH TO MARKET FOR NEXT PRACTICES 
AND NEW BUSINESS MODELS

COMMERCIALIZE

COMMERCIALIZATION PLANMINIMUM VIABLE BUSINESS MODELCUSTOMER EXPERIENCE AS 
A FOUNDATION FOR DESIGN 

CONCEPTUAL BUSINESS MODEL

3 months 2 months 5 months 2 months
PROTOTYPE & TESTSHIFT CREATE DELIVER CAPTURE
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TRANSLATE 
JOB-TO-BE-DONE INTO 
A VALUE PROPOSITION 

IMAGINE A NEW 
CUSTOMER 

EXPERIENCE
ISOLATE THE LYNCHPIN 

CAPABILITIES

DEPICT HOW THE 
CAPABILITIES WORK 

TOGETHER

FILL OUT DETAILS OF 
PROCESS, PEOPLE, 

AND TECH
IDENTIFY POTENTIAL 

REVENUE STREAMS 
IDENTIFY KEY 
COST DRIVERS

CONCEPTUAL 
BUSINESS MODEL

CONCEPTUAL DESIGN

The value proposition is 
the promise that an 
organization makes to the 
customer of how a next 
practice or new business 
model will solve the 
customer’s fundamental 
job-to-be-done. 

The value proposition 
serves as a foundation to 
imagine and create a 
shared view of the new 
customer experience 
required to deliver on an 
organization’s promise to 
help a customer with 
their job-to-be-done. 

From the target 
job-to-be-done and 
shared view of a new 
customer experience it is 
important to identify the 
most important lynchpin 
capabilities essential to 
deliver the new 
experience and value to 
the customer.  

Once the lynchpin 
capabilities are identified 
it is important to create a 
shared high-level 
operating vision and 
picture of how they relate 
and connect to each 
other in order to deliver 
customer value. 

Brainstorm and identify 
potential revenue streams, 
where financial resources 
will come from, in order to 
capture value from the new 
customer experience and to 
evaluate ways to financially 
sustain value delivery. 

Identify the most 
important cost drivers in 
the conceptual next 
practice or new business 
model so that even in the 
prototyping and test 
phase an organization 
can begin to understand 
the economics of 
delivering value. 

We can’t analyze our way to transformation, it’s a generative act. The goal is to 
develop a high-level conceptual design, that we can quickly test and improve in 
the market, of how we imagine a next practice or new business model that will 
help customers with their job-to-be-done, transforming the customer experience. 

CREATE DELIVER CAPTURE

BIF’S DESIGN METHODOLOGY
FOR NEXT PRACTICES AND BUSINESS MODEL INNOVATION

CUSTOMER EXPERIENCE 
AS A FOUNDATION 

FOR DESIGN

Each lynchpin capability is 
comprised of people (roles 
and skills), process (inputs, 
key activities, flow and 
outputs) and technologies 
(enabling tools) integrated 
to deliver customer value in 
a new way.  

EXISTING
BUSINESS MODEL

PATH TO MARKET FOR NEXT PRACTICES 
AND NEW BUSINESS MODELS

COMMERCIALIZE

COMMERCIALIZATION PLANMINIMUM VIABLE BUSINESS MODELCUSTOMER EXPERIENCE AS 
A FOUNDATION FOR DESIGN 

CONCEPTUAL BUSINESS MODEL

3 months 2 months 5 months 2 months
PROTOTYPE & TESTSHIFT CREATE DELIVER CAPTURE
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EXISTING
BUSINESS MODEL

PATH TO MARKET FOR NEXT PRACTICES 
AND NEW BUSINESS MODELS

COMMERCIALIZE

COMMERCIALIZATION PLANMINIMUM VIABLE BUSINESS MODELCUSTOMER EXPERIENCE AS 
A FOUNDATION FOR DESIGN 

CONCEPTUAL BUSINESS MODEL

3 months 2 months 5 months 2 months
PROTOTYPE & TESTSHIFT CREATE DELIVER CAPTURE

PROTOTYPE & TEST

PLAN 
PROTOTYPE

RECRUIT 
PARTICIPANTS

BUILD 
PROTOTYPE

RUN 
PROTOTYPE

ITERATE 
PROTOTYPE

INCORPORATE 
KEY LEARNINGS 

MINIMUM VIABLE 
BUSINESS MODEL

CONCEPTUAL 
BUSINESS MODEL

Testing and iterating a low-fidelity prototype results in a next practice or new 
business model that has survived customer contact and has been validated in a 
real world marketplace.  

BIF’S DESIGN METHODOLOGY
FOR NEXT PRACTICES AND BUSINESS MODEL INNOVATION

The experimentation 
strategy and plan outlines 
how a new concept will be 
converted into a 
low-fidelity prototype, a 
sourcing plan for lynchpin 
capabilities, what 
conditions are necessary 
for testing it, and the key 
activities, roles, and 
resources required.

A low-fidelity prototype can 
now be assembled, including 
recruiting and training 
people for their assumed 
roles in the lynchpin 
capabilities.  The prototype 
is now ready to be moved off 
of the whiteboard into the 
real word.

A representative sample of 
customers are recruited to 
experience the prototype to 
gain feedback on how the 
prototype solves their 
job-to-be-done.  The 
participants are selected to 
provide multiple 
perspectives from which to 
measure efficacy.

Having real customers go 
through the experience is 
the fastest way to 
understand what works and 
what doesn’t. The entire 
experience, or key aspects 
of it, may repeat multiple 
times to arrive at a model 
that works consistently in a 
efficient manner to create 
real value for customers.

An adaptable prototype is 
responsive to the actual 
needs of customers by 
eliminating and adding 
capabilities to support a 
desirable and effective 
experience. Observing the 
customer experience 
enables changes to be 
made to quickly and to see 
their impact.  

Incorporate the key 
learnings from the 
prototype to update the 
conceptual model with the 
changes that were made 
when testing it with 
customers in the real-world. 
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COMMERCIALIZE

EVALUATE ALTERNATIVES AND 
SELECT STRATEGIC OPTION

IDENTIFY COMMERCIALIZATION 
REQUIREMENTS FOR SELECTED STRATEGY

DEVELOP IMPLEMENTATION 
ROADMAP

COMMERCIALIZATION 
PLAN

Evaluate commercialization strategy 
options including harvest key 
learnings, pilot at a larger scale, 
integrate directly into core business 
model, change core business model 
or spin off new business model. 

Develop a clear implementation roadmap 
detailing the plan, roles, timeframe, 
milestones and key activities to 
commercialize a market tested next 
practice or new business model. 

Identify key operating, change 
management, performance goals and 
metrics, and resource requirements for the 
selected commercialization strategy.

Evaluating multiple strategic options to commercialize a next practice or new 
business model will inform a decision on whether and how best to go-to-market. 
Identifying key operating and change management implications will inform the 
development of an implementation roadmap for commercialization.

BIF’S DESIGN METHODOLOGY
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MINIMUM VIABLE 
BUSINESS MODEL

EXISTING
BUSINESS MODEL

PATH TO MARKET FOR NEXT PRACTICES 
AND NEW BUSINESS MODELS

COMMERCIALIZE

COMMERCIALIZATION PLANMINIMUM VIABLE BUSINESS MODELCUSTOMER EXPERIENCE AS 
A FOUNDATION FOR DESIGN 

CONCEPTUAL BUSINESS MODEL

3 months 2 months 5 months 2 months
PROTOTYPE & TESTSHIFT CREATE DELIVER CAPTURE
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NEXT PRACTICES LAB

EXPERIMENT ALL THE TIME
R&D FOR NEXT PRACTICES AND NEW BUSINESS MODELS IS THE STRATEGIC IMPERATIVE

A NEW STRATEGIC IMPERATIVE A NEW  STRATEGIC CAPACITY
When disruption is the new norm, envisioning and realizing next practices and new business 
models is a strategic capability that should be practiced on an ongoing basis. Corporate 
innovation strategies must create discrete approaches to deliver incremental improvements 
to today’s models, while also enabling the exploration of entire new models. Doing so will 
require more clarity on the objectives of the innovation lab, as well as recognizing that the 
same structure, approach, resourcing, staffing, and governance will not work for both 
incremental and transformational innovation.

A Next Practices Lab delivers the capacity to manage a portfolio of next practice and new 
business model projects on an ongoing basis.

You can either think of BIF as your Next Practices Lab or we will enable your organization to 
establish a Next Practices Lab internally. 

GOVERNANCE FOR TRANSFORMATION
Providing sponsorship, oversight, resources, and decision making processes

ONGOING PORTFOLIO OF PROJECTS
Running an ongoing portfolio of next practice and new 

business model design projects

CUSTOMER EXPERIENCE AS A DESIGN FOUNDATION
Ensuring that customer experience and job-to-be-done is the foundation for design

SOURCING PROJECT IDEAS
Sourcing and selecting transformational project ideas

STORYTELLING AND ENGAGEMENT
Storytelling builds emotional connections and engagement to drive transformation

SHIFT

CREATE

DELIVER

CAPTURE
PROTOTYPE & TEST

COMMERCIALIZE
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