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Your innovation must provide
recognizable value – if customers
•

cannot see the value, they will not
buy the product or service.

Your innovation must provide
value capture – if customers are
•

unwilling to pay enough to allow
you to make a profit, your
innovation will not be commercially
viable.

You must confirm both WTA and
WTP as early as possible – you
•

cannot wait until the completion of
your new product to determine
whether customers will pay and pay
enough. Assessing WTP must be an
integral part of the development
process.

YOU WILL ALSO GET
A LINK TO SOME
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CHAPTER 19:
WILL THEY PAY?
THE QUESTION TOO MANY
PEOPLE FORGET TO ASK

It just doesn’t matter how great your
new idea is; unless people pay for it, it
will not make a successful innovation.

An Idea Too Good to Fail.
Just eighteen months after being valued at $1.2 billion, Webvan declared
bankruptcy. No-one could understand it. The premise had sounded like a surefire success; order shopping online and have it delivered to your home the
same day. Investors believed it checked all the boxes. Except one; were people
willing to pay for the new service?
Webvan was the idea of entrepreneur Louis Borders, founder of the successful
Borders Bookstore chain. Within a few months of its launch in the mid-1990s,
Webvan had attracted over $800 million in private and public capital.

This chapter was co-written with Filip Hendrickx.
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In 1999, Webvan launched with distribution centers in ten major locations in
North America, including San Francisco, San Diego, Los Angeles, Chicago, and
Atlanta. No-one expected anything but a major success story.
In 2000, its first full year of operation, Webvan generated less than $200,000 in
gross revenues against a $200 million prediction. The value of Webvan shares
tumbled, and in 2001 it ran out of money entirely and declared bankruptcy.
How can an excellent new idea backed by so many successful, experienced,
knowledgeable people fail spectacularly as a business venture? The answer,
sadly, is all too common in new product failures. Webvan did everything right
apart from failing to get the answer to a fundamental question; were enough
people willing to pay for the service to make it a viable business model? They
carried out no surveys or questioned any focus groups. Webvan discovered that
the answer was a resounding “no” only after spending hundreds of millions of
dollars to launch the business.
“Build it, and they will come” is a concept that pervades the launch of many
new products. It implies that all you have to do is make something new and
great, and customers will buy it. Well, Webvan built it, but they did not come.
The most frightening thing is that the story of Webvan is not unique or even
particularly unusual. New products hit the market every single year without
anyone asking the essential question; will people pay for this?
That is what we will cover in this chapter. It looks at how you can embed the
notion of value capture at the heart of the innovation process to ensure that
any new product is commercially viable.

Innovation Success Is About Value and
Value Capture.
Any new product or service must provide value to customers; it must fulfill
a Job-To-Be-Done. But to become a commercially viable product, new ideas
must also provide value capture, the generation of income through customer
willingness to pay to get that job done. Too many new products like Webvan
fail because they focus on ensuring they provide value while failing to think
adequately or early enough about value capture.
On behalf of the Professional Pricing Society, Global strategy consulting company Simon-Kucher & Partners conduct a biennial survey that polls more than
1,500 senior executives and managers in over forty countries and across a wide
range of industries. The survey consistently shows that over 70% of new products fail to meet their revenue targets. A quarter of all organizations report that
not one of their new products managed to hit profitability goals.
That is a fundamental problem. It does not matter how wonderful your innovation is because if it will not or cannot generate revenue, it is not a viable business model. Yet, so many companies still come to the market with products
that they cannot sell or cannot sell enough of to ensure a profit.
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Many other studies confirm these findings; half of all new products fail because
they do not offer sufficient value to the customer. A further 25% fail because
customers are unwilling to pay for them and 12.5% more fail because customers are reluctant to pay enough. These new products all seemed like good ideas
to someone, and all went through development and refinement, yet figures
consistently show that almost 90% of new products fail. In many cases, those
failures are caused by leaving the assessment of value capture too late in the
innovation process or ignoring it altogether.
If your innovation is to become one of the 12.5% of new products that customers want to buy and commercial successes, it must provide both value to the
customer and value capture to you. In his book Zero to One, author Peter Thiel
provides what may just be the most profound formula in business:
Value x Value Capture = Success
If Value Capture is zero, it does not matter how high Value is; success will be
zero.

Four Common Value Capture Mistakes.
Before we talk about best practice, let’s look at the four most common mistakes people make in terms of value capture.
1. All you have to do is create a great new product, and people will
buy it. If you produce something new and great, people will buy it. Right?
Sadly, that just is not the case. Business history is littered with great new
products that did not succeed commercially, not because they did not
provide value but because they could not deliver value capture. Take the
Betamax video format that Sony introduced back in the early 1970s. In
technical terms, it offered higher quality than its main competitor, VHS.
And yet, during the 1980s, Betamax lost market share until it eventually disappeared altogether. Customers understood that Betamax offered
better quality, but they were unwilling to pay higher costs for the more
complex Betamax recorders. It was a great idea killed by a failure to
understand that customers will not necessarily pay more for something
that only offers slightly better quality and functionality.
2. Successful innovation can happen in isolation. A common mistake
is to engage a “bunker” mentality when developing innovation, to
become completely focused on the internal development of the latest,
greatest new idea, and ignore outside information. This concept rarely
works. Successful innovation is a cycle of refinement and development
driven by customer feedback. If you try to innovate without talking to
customers and getting feedback, there is a high risk that you will produce
something that is not relevant to market needs or that customers will
not be prepared to pay for.
3. You cannot get feedback until development is complete. Even
companies that recognize the need for customer feedback often delay
this until completing their testing and development. But by that time,
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it may be too late to make changes to the product if customers do
not like what you have created. You do not need a finished product or
even a prototype to determine what customers are willing to pay for. For
example, in the late 1990s, German carmaker Porsche was struggling to
retain market share and badly needed a new line to boost sales. Their
idea was an SUV, a growing sector in car markets around the world. But
Porsche could not afford to build a new car that customers were not
interested in or willing to buy.
Before they even began designing what would become the Porsche
Cayenne, the company first surveyed large numbers of existing and
potential customers to find out whether they would welcome a Porsche
SUV? When they got an overwhelmingly positive response, they then
asked customers about every single potential feature of the new car and
assessed their willingness to pay. Only when they had this feedback did
they begin detailed design work, and the first Cayenne did not roll out
of the factory until 2002. The new car went on to become a massive
commercial success and Porsche’s most important model in terms of
revenue generation. Customers can understand concepts, and you can
and must use this to get feedback as early as possible in the innovation
process.
4. Some new products will inevitably be commercial failures. When
they see the figures for new products that are commercial failures, many
people just shrug and say something like, “Hey, a new product, who
really knew if it was going to sell?”. There appears to be a widespread
acceptance that these failures are merely part of the cost of innovation.
It does not have to be that way. There are good methods for assessing what customers will pay long before you have a finished product.
You must approach this process with the same rigor that you apply to
the product’s development and testing. If you know that customers are
willing to pay and pay enough for you to make a profit, your chances
of producing a commercially successful product increase exponentially.
New products that are commercial failures do not just happen through
chance; they directly result from a failure to embed the notion of value
capture in the innovation process.

Making Both Value and Value Capture Part of
the Innovation Process.
As we discussed back in the Aligning Your Business with Customer Value
chapter, one of the first steps in assessing whether an idea has the potential
to become a product is the question of whether it delivers value; does it do a
job for the customer? Unless you can clearly identify the value that the new
product or service provides, there is no point in going any further. However, it
is equally important to understand the product’s potential for value capture; is
the customer willing to pay to get this job done?
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All too often, this latter question is left unanswered until too late in the
innovation process. It means that organizations work on research, design, and
even building before the question of value capture is addressed. Here you risk
discovering a value capture problem too late in the development process to
change the product.
To avoid this, you must obtain feedback from customers to confirm a market
for the new product as early as possible in the development process. If the
answer is “yes,” you then need to move on to describing features and attributes
and finding out how much customers are willing to pay. If a particular feature
has a high cost and low customer value, maybe it needs to be dropped? Or
perhaps you need to add features to ensure that the product offers sufficient
value to provide adequate value capture? Value capture is not something you
think about when development work is complete; it must inform and support
the whole development process.
It is also worth remembering that producing a product that is marginally better
than the alternatives is unlikely to succeed commercially. As a rule of thumb,
if your new product is not ten times better than the other options at half the
price or half as good at one-tenth of the price, it is not going to sell. Many
new products fail because they are just ten or twenty percent better than the
alternatives.
Right at the start, you need to think about whether the finished product can
be significantly better than the alternatives at a lower cost or whether it can
be sold substantially cheaper while still offering value and value capture? If you
cannot answer an emphatic “yes”, you need to seriously ask whether it is worth
devoting time and money to develop the idea?

Where the Rubber Hits the Road:
WTP Testing.
There are two key concepts when assessing the value capture potential of your
new product or service. Willingness to Accept (WTA) is the minimum price that
will allow you to break-even, and Willingness to Pay (WTP) is the m
 aximum
amount a customer will pay for the new product. The greater the gap between
WTA and WTP, the greater the potential competitive advantage your new
product will have. WTA is relatively easy to calculate because it is based on
your costs, but how do you estimate WTP?
There are four core methods used to test WTP, and there are hundreds of
variants on these methods. None are perfect, but they are all better than the
method used by 98% of companies, that is - to do nothing. WTP testing is a
complex process, and I do not propose to provide a detailed analysis here as
there are many books and courses that do this. I will give an overview of the
four main methods and their advantages and disadvantages.
Monadic tests. Two or more surveys are created to test customer reactions to
different prices for a particular product. Each version of the survey uses a different price, and this method provides a basis for price sensitivity measurement.
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A detailed description of the new product is provided, and the subject is asked
how likely they are to buy the product at a specified price point. Another identical survey is created that asks the same question but incorporates a h
 igher
or lower price. You can do as many surveys as desired, covering a range of
possible prices.
Advantages; cost-effective, results are simple to understand and easily
allow the identification of the WTP.
Disadvantages; answers to surveys do not always reflect what a customer will do in reality. They may answer a survey by saying that they
would be likely to buy a particular product at a specified price, but this
does not necessarily mean that they will buy that product.
Discrete choice (also known as Conjoint Analysis). Customers are presented
with a range of products at varying prices and asked to consider a simulated
purchase activity; for example, “which of these items would you be most likely to
purchase on your next visit to a convenience store?”
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Advantages; cost-effective and can be used to compare a range of different products.
Disadvantages; it can be challenging for consumers to answer accurately. It is rarely appropriate for complex products, and the results can
be difficult to interpret.
Van Westendorp price test (also known as the Price Sensitivity Meter). One
problem with monadic and discrete choice testing is that studies show that
respondents often provide lower answers than their actual WTP. In response,
Dutch economist Peter van Westendorp created a test that examines the key
psychological markers that affect purchase decisions rather than looking directly at prices. The Van Westendorp Price Test involves asking four questions
about a product:
1. At what price would you consider the product to be so expensive that you
would not consider buying it? (Too expensive)
2. At what price would you consider the product to be priced so low that you
would feel the quality couldn’t be very good? (Too cheap)
3. At what price would you consider the product starting to get expensive, so
that it is not out of the question, but you would have to give some thought
to buying it? (Expensive)
4. At what price would you consider the product to be a bargain—a great buy
for the money? (Bargain)
Answers can be open-ended, where respondents enter their own price or
choose from a range of provided prices. The results are then entered into a
Price Map.
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Interpretation of this Price Map allows identifying an acceptable price range
within which perceptions are that the product is neither too expensive nor so
cheap that it may be regarded as low quality.
Advantages; simple, and respondents only have to answer four questions. The Price Map allows responses to be plotted in a way that clearly
defines the optimum price.
Disadvantages; not suitable for complex products with multiple features.
Smoke testing. The ultimate way to test what customers are willing to pay is
to offer the product for sale. However, you do not necessarily have to have a
product to do this. It is commonly done through online advertising where the
customer views a product that is apparently for sale. They are given the option
to purchase and enter payment details, but they are then told that the product
is not available. This method provides far more reliable data than any survey;
there is a huge difference between checking the “yes” box in a survey and clicking the “Buy Now” button on what appears to be a sales page.
In some cases, smoke testing can be done off-line too. San Francisco-based
design studio Upwell Design developed a new product, Walhub, a functional
switch cover that incorporated storage space for small items such as keys, mail,
umbrellas, and scarves. They wanted to test customer reaction to this product,
so Justin Porcano, the founder of Upwell, purchased an Ikea uniform on eBay
and then went to a local Ikea store and put Walhub on display. Then he placed
hidden cameras and microphones to record customer responses. It provided real
customer reaction to Walhub, though when interested customers attempted to
purchase, they quickly found that was not possible. (If you want a fun break,
check out this short video: https://www.youtube.com/watch?v=XVnqSIVG6WE).
Advantages; allowing customers to reach the point where they are willing to pay for your product is much more useful than responding to any
survey question; it confirms that customers will pay for your product, not
that they think they might. The fact that people are ready to buy is the
ultimate test of WTP.
Disadvantages; is it ethical to offer something for sale when it is not
available? Do you risk alienating potential customers when they discover
that the product is not really for sale? Are you risking revealing what you
are working on to competitors? In the Ikea stunt by Upwell, is it legal,
and might you face potential liability issues?
Whichever method you choose, defining WTP as early as possible in the innovation process is absolutely essential. WTP is important because it is based on
empirical data. Hunches are great for identifying potential new products, but
they are not an acceptable way to approach pricing. If the gap between WTA
and WTP is too small or non-existent, your product just will not make money,
and you need to shift your focus to something that will. Our recommendation
is simple; there are many useful tools for calculating WTP, so choose one that
works for you. What is important is not what tool you choose but that you have
evidence that customers are willing to pay as early as possible.
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XYZ Testing. In his great book, “The Right it”, Alberto Savoia describes a
method to get feedback by setting up what he calls an XYZ experiment. He
describes the XYZs as the business hypotheses that need to be true for your
idea to work.
X: The percentage of your target market that you can engage/capture …
Y: who your target market (or audience) is and …
Z: what action your target market will take in regards to your product/service/
idea.
If you can test these hypotheses directly; great. However, chances are this
might not be possible. When it is not possible, he recommends what he calls
“hyper-zooming” to find a proxy test. In a proxy test, you look for ways to test
some of your hypotheses via a pretotype.
In his book, he famously provides an example of a person that would like to
set up a business selling 2nd-day Sushi. The question is would this idea work. A
small xyz test could be the answer. Xyz in small letters are small tests that give
insight into the big hypotheses. The small xyz are indications of the big XYZ
hypotheses.
He suggests 2nd-day sushi might simply test by offering regular sushi labelled
as 2nd-day sushi and then watching to see if people will buy when they find
the product next to regular sushi. This would measure Z; what percentage of
people might actually buy. If this is zero, 2nd-day sushi might be a bad idea.

Kill or Go?
It does not matter how great your idea is; if you cannot capture value from it, it
will never be a commercially viable product. An objective assessment of value
capture must be built into every project kill point. If you are not certain that the
new product will be commercially viable, kill the project. There are five strategic
questions you need to ask every time you consider value capture:
1. Will customers pay? This question is fundamental, and the one you
need to ask from the very beginning. Unless you have evidence that
customers will pay, kill the project. If they will pay, but not enough to
make it profitable, can you change the product or the way you sell it?
2. Can you price differently? If your research shows that customers are
willing to pay, but not enough for you to make a profit, can you price
differently? For example, back in 2007, the band Radiohead was preparing to release their new album, In Rainbows. Album sales were generally
declining, so they adopted a novel strategy at the time; the album was
available only for download from the band’s website and only for a limited
time. For pricing, they adopted an even more novel strategy by making
the price “Pay What You Want.” In other words, each customer decided
what they would pay, including nothing at all. There were more than one
million downloads in the first month, with more than 60% of customers
electing to pay nothing. However, 38% elected to pay an average of $6
per download. Although many customers paid nothing, Radiohead made
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more money from In Rainbows than all their previous albums combined.
Can you use a different pricing strategy to increase profitability? Can you
offer certain core features free and then charge for anything above that?
3. Can you remove features and still offer value? Can you identify
the essential, core features in your product that provide value to the
customer? Can you remove non-core features to reduce WTA and create
or improve profitability?
4. Can you make money through volume? The idea that selling early
examples of a product may lose money but will change as sales volume
increases is common, but it is not always true. It may apply to some products and some sectors, but are you really sure that future sales will bring
economies of scale that will improve profitability? Where is your evidence?
5. Can you sell it for a completely different JTBD? History is full of
examples of innovations that were successful because they found a completely different JTBD. Shopify began life as an online snowboarding
retailer. When it did not work out, founders Tobias Lutke, Daniel Weinand,
and Scott Lake decided to sell the online storefront they had created to
other vendors. Post-It Notes were created when a new glue developed
by 3M was judged to be a failure because it was not sticky enough. This
is the last resort but, if the answer to the preceding four questions is “no”,
then you either need to find a completely new JTBD for your product or
you need to kill the project. Sit back, get creative, and try to think about
completely new ways your product can offer value.

Conclusion.
Too many new products are not based on a viable business model. It is partly
because the WTP is often considered too late in the development process to
allow changes to be made to the product. Some do not consider this until
completion of development, and others barely consider it at all. These are fundamental errors that contribute directly to the failure of the majority of new
products. It does not have to be that way.
There are tried and tested methods of assessing WTP. While none are perfect,
all will indicate what customers will pay for your new product. Best of all, these
methods can be applied when the product is still a concept; provided you can
describe it clearly, you can assess WTP. That means that you can calculate it right
at the start of the development process, and if necessary, you can change what
you are doing to ensure that your new product delivers viable WTP. You must
also continue to check and reassess WTP throughout the development process.
It just does not matter how great your idea is; if you cannot make money from
it, there is no point in spending time and effort on development. Use WTP to
make an honest, objective, and realistic assessment. From there, you have a
tough decision to make; if you are not entirely sure that you can capture value
from turning your idea into a product, and you cannot change the way you sell
it or the product itself to extract more value, kill the project.
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That is not going to be easy. You have invested time, energy, and enthusiasm
into persuading people that your idea has potential. But unless you are certain it
will deliver a viable commercial product, you must move on to something else.

Key Take-Aways
• Your innovation must provide recognizable value – if
customers cannot see the value, they will not buy the
product or service.
• Your innovation must provide value capture – if customers are u
 nwilling
to pay enough to allow you to make a profit, your innovation will not be
commercially viable.
• You must confirm both WTA and WTP as early as possible – you
cannot wait until the completion of your new product to determine
whether customers will pay and pay enough. Assessing WTP must be an
integral part of the development process.

Next Steps: Most of the canvases in this book are about things

you can do immediately. This one is different because a ssessing WTP
is not something you can do on paper. You can always ask people
would they be willing to pay. And they might tell you the truth. The
gold standard is a 2-step approach. Step 1: is an honest assessment
of how good is your solution. Step 2: is some sort of test like an xyz
test to measure your real ability to extract value. Keep in mind the big
questions are: 1. Is there evidence people will pay? and 2. Will they be
willing to pay enough?

221

.

Chapter 19
The Power of Clarity: Understanding, Humility, and
the Curse of Knowledge.
Objectives

Deliverables

Minutes

How to

An objective evaluation of the
value of your solution, plus ways
to test this value. Are people
willing to pay/ can you capture
value?

The most common question
innovators forget to ask is “will
people pay?”. This canvas will help
you identify if there is REAL evidence
of willingness to pay.

60

The question here is “Are people willing to pay” and “willing to pay
enough” for your solution.
Step 1: Objectively access the value of your solution.
Step 2: Identify ways to test you are offering this value. Think in terms
of a measurable XYZ test.
Step 3: Look at the objective information you can collect. Do you have
real evidence of WTP if not, identify ways to test or kill your idea?
"

The Full Communicate/Check Canvas
The 4 P'S Canvas

Created for:

To Make Your Ideas Clear

Created by:

Easy Market Research

Date:

Don't boil the Ocean... Focus on the big questions

Created for:

Created by:

Date:

Name

For simplicity choose a descriptive
name

This Chapter
Communicate And Check Canvas

Present your ideas (one at a time)

1

Step by Step

Name: For simplicity choose a descriptive name

Clarify

News Headline: In one sentence, what's that big
idea ? (Hint: think newspaper headline)

Talk to 5 people

Payoff

Date:

It is clear?

If yes, how are they solving it now?

Analysis

Is there value?
Talk to 10 people

No Value
(Kill)

Get Feedback (one at a time)

3

Why would it fail?

Test: How meaningful / Unique idea

The idea would fail because :
Meaningful

Real Value
(Continue)

How meaningful?
How unique?

How
good is your solution?
Problem

Will they pay?

Clarity
No Value
(Kill)

Meaningful

1) ...................................................................................................
2) ...................................................................................................

Unique

3)....................................................................................................

Test : Ability to extract value

Think: Are you 10X better at half the price? 10X cheaper at half the value?

Analysis

Proof

Promise

No (Redo cycle from start if not clear)

Analysis

Payoff: (Dramatic difference): How will their life
be different because of this?

Promise

Problem

Proof

Yes (Proceed on next step)

2

Proof: Why should the customer believe you can
deliver this promise?

Problem

A short description:

Do they know they have a problem?
If no, why not?

Promise: What's in it for the customer What good

What is problem and for who?

Created by:

Workplace

Who Are You Targeting?

Problem:
idea address?

Headline

In one sentence, what's that big idea?

Created for:

Clarify

Can you do an XYZ TEST? X% of Y will do Z. Is there a way to do a smaller test?
Eg. If we show or ad to 1000 people (Y), 50 will click (X) and 5 will signup (Z)

Can you deliver real value ?
Avg. Meaningful
Scores

x0.6

Avg. Unique
Scores

x0.4

If this score< 6 = Kill (No value)
Evidence of Willingness to Pay
What is the proof of value extraction?

WTP Yes
(Continue)
WTP - No
(Kill)

Unique

Reason why they should believe you
and dramatic difference?

4

Why would this idea fail? , Ask for 3 reasons

Payoff

What do you like about the idea? How could it
be improved?

Dramatic difference how is their life
different and better?
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"It would fail because

"It would fail because

1.
2.
3.

1.
2.
3.

I like:
It could be improved by:

I like:
It could be improved by:

"It would fail because
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Communicate And Check Canvas

WTP Yes
(Continue)

I like:
It could be improved by:

DESIGNED BY: FAST BRIDGE CONSULTING
www.fast-bridge.com

Can you make it work?

Analysis

1.
2.
3.

WTP - No
(Kill)

Can you make it ?
Can you be the best?

If you’re in a dip.
Can you make it through the dip ? How ?

How Forward?

The right next steps and why

Can you make
it work?
Dead
End
(Kill)

Dip
(Continue)
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Dead End

WTP Enough
Continue and
optimize
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Move left to change issue of alignment with Analysis below

Analysis

How good is your
solution?

Will they pay?

Test : Ability to extract value

Think: Are you 10X better at half the price? 10X cheaper at half the
value?

Analysis

Can you do an XYZ TEST? X% of Y will do Z. Is there a way to do a
smaller test?
Eg. If we show or ad to 1000 people (Y), 50 will click (X) and 5 will
signup (Z)

WTP - Yes
(Continue)

WTP - No
(Kill)

Workplace
Evidence of Willingness to Pay

What is the proof of value extraction?

How do you know if you have done this canvas right ?

CHECK LIST
Be honest. Is your product offering enough to cut through the clutter? Think 10X better OR half the value
but 10X cheaper.
Evidence is NOT what you think. Identify experiments to objectively test willingness to pay.
{
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the end, no margin = no mission.
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Next Up: Having the determination and persistence to carry

on in the face of challenges and setbacks is an essential quality in
consistently successful innovators. However, these people share

another significant attribute that is less widely recognized; they also
know when to quit. Sometimes, the smartest thing you can do is
stop, but how do you know when that moment has arrived?
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and

portfolio

management

with

project

execution

and

product development. As president of the IIBA Brussels Chapter,
Filip helps support the BA profession and grow the BA community in
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Bryan is a passionate believer in anyone’s ability to innovate and
build new businesses. He has personally built 11 companies in 6
countries, with eight of these making money.
For the last eight years, Bryan has been coaching startups and
scale-ups and trying to help larger companies regain the spirit of
startups.

He

has

taught

at

the

KU

Leuven,

The

Solvay

business

school, EDHEC, ESCLA, and been a guest lecturer at the University
of Chicago, INSEAD, Cornell, Berkeley, and many other schools.
He has also led programs like Founder Institute Brussels and the
European Innovation Academy. This book results from four years of
research with over 400 companies on what really drives innovation
success.

BOOK CYCLES
Standing on the shoulders of giants…
Many of the leading methods- lean start up, scrum, agile
are built around the ideas of PDSA (Plan, do , study, act)

This book builds on these ideas, but thanks to the expertise
of 22 co-authors, goes one step further.

CYCLES doesn’t just tell you what to do, but shows you how
to do things step by step.

LEARN MORE
MORE INFORMATION ON THE CYCLES BOOK.
PLUS MORE SAMPLE CHAPTERS / FREE TOOLS

www.thecyclesbook.com

LINK TO OUR CYCLES TOOLKIT
28 CANVASES AND TOOLS FROM 22 INNOVATION EXPERTS TO
HELP GROW LITTLE IDEAS INTO BIG IDEAS.

www.tiny.cc/cyclestoolkit-ppt
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