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Copyrighted and Proprietary Materia

Business Model Hackers®

© 2022, Business Model Hackers LLC All Rights Reserved



Agenda

Introduction

Chapter 1: STC — An Introduction and General Framework?

Chapter 2: Tuning STC to How the Mind Works

Chapter 3: Vertical Logic and the Vocabulary of STC — A Formula for Life

Chapter 4: Horizontal Logic—Story Structure Through Structured Thinking and Hierarchy
Chapter 5: Storytelling Hacks

Chapter 6: Putting It All Together

Rules Of Thumb

Copyrighted and Proprietary Material Business Model Hackers® © 2022, Business Model Hackers LLC All Rights Reserved 2



Stories can adds a premium to identical physical goods

STC Framework Chart and Slide Elements

amazon 1 ebay 1
v"

American Flag 3x5Ft, Embroidered Stars 3'x5' USA Flag Vintage 1940's Dettras Stantest Bunting 48 Star

Outdoor Heavy Duty and Double Edge Sewing American Flag 3' x 5'

- 17

: Buy It Now
Price $5.99 y
US $300.00
e Quality Material: American flag constructed with strong e This is a 48 star, cotton, US flag made with printed stars, and

hand sewn stripes. It was made by the Dettra Flag Co. of
Oaks, PA. Stantest bunting was introduced in the 1920's and
was used until the 1950's.

Bunting was discontinued as a result of the addition of the
49th star in 1959. This flag has been dated 1942-1945
because of the presence of distinctive wartime grommets

material to withstand any outdoor weather
e Embroidered Stars: The stars are embroidered using
densely filled rich white thread.
e The stripes are sewn together with two rows of double o

stitches for added strength

Source: STC team research
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Learning languages is much harder than learning STC

Language and STC Analogy

Language Analogy STC Equivalent
Description Lemmas Experience
- Basic communication 100 None 3 Rookie
- Will help you speak a language in a day-to-day setting 800 Some 10 6 months
- Understand dialogues in film or TV 3,000 Structure 20 2 years
- Read and understand a novel and news articles 8,000 Advanced 20 5 years
- Native speaker 15,000+ Native 20 10+ years

Source: STC team analysis
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The 3DF

Dimension 1

~ Dimension 3

Dimension 2 :
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The Three-Dimensional Framework (3DF) of STC

Logic

——— -

s

Emotions Engagement
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Robert Plutchik's Wheel of Emotions

optimism _ _

-
-

- love

\
\
\

\ . .
\ Submission

contempt ‘\
\

\
\

remorse disapproval
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Cognitive Ease

Left Brain

)

Influence

Engagement | Right Brain
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STC High Level Content Structure

R
e

Frameworks Visua‘ Cues Storytelling Hacks
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Horizontal and Vertical Logic Relationship

The main Goal of the presentation of deck

The Strategic Objectives that the presentation or
deck need to achieve to reach the goal

The Headlines, messages or claims of each
slide in the deck that link to strategic Headlines
objectives and goal

The Chart is the visual that supports
the headline message and claim Charts

Copyrighted and Proprietary Material Business Model Hackers® © 2022, Business Model Hackers LLC All Rights Reserved 11



The “Horizontal Logic” reflects the story from the sequence of the headlines in a
completed presentation or deck

Horizontal Logic: If you read your Charts Headlines in sequence individually, they tell the story —

Without the need to see the content of each chart

L il = P
e i s mon-—criteal
100-Day Plgn ESTIBHEiEn Compaiy by 202 ' p e Fues 10 (averaging
Proposal Present Sl - - Vil hgic alliance -
a '..., el , ol Pl e e oot
n BhL would
ZAmRBUS |! T —
=T B ———
) wo wiate
ot

Source: Business Model Hackers; STC Toolkit
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The “Vertical Logic” is the visualized evidence or story (i.e., the chart) that
supports and/or proves the claim in the headline

»Headline and Claim
Supports or Proves | I

Vertical Logic: /ﬁCompanies that succeed at hacking their business model outperform traditional

Are the innovators and industry peers ... ;
. A . ] TSR! Premium over Industry Peers — Median Performance? (in %) :
individual slides : (2010-2019) !
and depICt ho W E = Process and product innovators  m Business model innovators (Disruptive) o Difference Rationale

h O W y O ur In the short-term, disruptive innovation, which is a )

g * [ [ N S L S lot I tly upfront, hieve high-impact

headline or claim ROCE whie producproceesdren rovatio

C h a rt V| su al _®—l would take longer to reap the benefit
Sh O UId b e A five-year period would still be too short for most )
O I e R&D intensi d the valley of t

supported by the Voepatthorien,.
H @ In the long-term, both strategies merge to similar :
Con ten t I n th e results as product innovation returns start bearing ]
C h ,-t 257 e fruit but time value of money still has an negative \

0.1
Three-year period Five-year period Ten-year period

: 1. TSR = Total Shareholder Return; 2. Performance captures median performance for the period
, Source: Bloomberg; S&P Capital IQ

Confidential And Proprietary Business Model Hackers® © 202X, ACME Inc All Rights Reserved 4

Source: Business Model Hackers; STC Toolkit
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STC Vertical document example

Vertical Document Front and Back Cover

Mekko Histogram

StoryTelling
with Chart

Vertical Logic

Vertical Logic

Flag/Bar

|
|
[
|

]
Waterfall

Vertical Logic

Spider/Radar

al

Scattergram Treemap

ontal Logic

-

A Framework to

Quickly Master the
Art and Science of

Telling Engaging
Stories with Charts

Sam Schreim

StoryTelling with Charts

StoryTelling with Charts (STC) is a complete system designed to capture a
unique methodology that’s recently been growing in popularity and has been
in use for over half a decade in a proprietary framework.

The “Charts” in a story consist of hybrid collection of qualitative and
quantitative charts. Quantitative charts are data-driven while qualitative charts
are conceptual, or framework-driven. They’re combined to deliver powerful
messages, when put together make up a full engaging story that captivate
audiences.

STC not only focuses on creating effective charts, but it also goes deeper into
the art and science of storytelling.

The StoryTelling method outlined in this book is a powerful tool that help you
build a connection with your audience, allowing them to resonate with what
you are presenting and motivates them to take action.

Most books and methods on the market focus on a single dimension or aspect
of professional storytelling such as data visualization or narrative of stories,
leaving out essential methodologies that gives a holistic system for .

This book gives you what is lacking in the market and what you exactly need
to create pro-level presentations that help you persuade your audience.

This book was not written by a random creator. Sam Schreim has been a
practicing senior strategy consultant for over two decades. In his role, as with
other strategy consultants, most of their time is spent telling stories with
charts. His work has helped secure engagements worth over half a billion US
dollars for top consulting firms. He went through an extensive process of trial
and error before finding the elixir of STC.

www.storytellingwithcharts.com.

Source: Business Model Hackers; STC Toolkit

Vertical Document Content

StoryTelling with Charts Table of Contents Vel s =
PP ——— =
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e : * [—
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New

Scope

Existing

F I EEEEEE SN SN EE SN SN EEEEEEEEEEEEEEEEEERGESR

Scale

Market () Product/Service

Development @‘“ Diversification
Form new alliances
Expand global reach Acquire new business
Expand geo-footprint Acquire new capabilities
Form cross-border strategic alliances Acquire new licenses

Product/Service
W=~ Development

gl%%M ket Penetrati
S50 arket Penetration

» Acquire new channels
» Expand distribution network
» Acquire/Merge with direct competitors

» Acquire technology and design
» Acquire development capabilities
» Acquire new licenses

Copyrighted and Proprietary Material Business Model Hackers® © 2022, Business Model Hackers LLC All Rights Reserved 16



Beliefs

Logic

Beliefs

Emotions Engagement
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Analytics, Narrative and Dopamine

Logic

Analytics

Beliefs

Dopamine Narrative
Emotions Engagement
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3DF in 3D visual

Logic

S e i
! O ! !
| S | i
i —_— 5\9 ! |
I (qv) ) X !
: N | !
e < & i e
Narrativei ' Engagement
! %] | 7
: ((\\Q |
P i
| QOQ i

Emotionsy .o
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Cognitive Bias CODEX

COGNITIVE BIAS CODEX

We store memories differently based
on how they were experienced

El
H
We reduce events and lists = =
5 3
What Should We totheir key elements ©" L
2% ; & 3
Remember? <% § 5 3s
38 2.8 28
839388 33
We discard specifics 132588
g
to form generalities @ 582352
2288383
855

We edit and reinforce
some memories after the fact

We favor simple-looking options 56,
and complete information over @
complex, ambiguous options

To avoid mistakes,

we aim to preserve autonomy °®
and group status, and avoid
irreversible decisions

Stat,
Soc o Qo
2l omparge s o
oy effect o
i Reactance o
‘everse psychology e
System justification e

Backfire effect
Endowment effect ®

g 32
Processing difficulty i?fi‘a .
o

pseudocertainty fect ® il
ion effe
Disposton s &

it

To get things done, we tend
to complete things we've @ > on

20008 e

invested time & energy in Ger e Con ®,

0
To stay focused, we favor the e
immediate, relatable thing @
in front of us

Need To
Act Fast

X
s

28

To act, we must be confident we g3
can make an impact and feel what @ g5
o 89

we do is important 2%

Fc)

2

We project our current mindset and
assumptions onto the past and future

DESIGNHACKS.CO - CATEGORIZATION BY BUSTER BENSON

+ ALGORITHMIC DESIGN BY JOHN MANOOGIAN III (JM3)

We notice things already primed in
memory or repeated often

Bizarre, funny, visually-striking, or
@ anthropomorphic things stick out more
s than non-bizarre/unfunny things

Too Much
Information

We notice when
[ ] something has changed

We are drawn to details
@ that confirm our own
existing beliefs

We notice flaws in others
@ more easily than than we
notice flaws in ourselves

el le size
ensitivity to samp
2 Neglect of probabilty
+ Anecdotal fallacy
o lllusion of validity We tend to find stories and
@ patterns even when looking

at sparse data

We fill in characteristics from

%0, 8};&: . stereotypes, generalities,
Ser and prior histories
Ve
%,
K3

We imagine things and people
@  we're familiar with or fond of

as better
33% 8%
Bys 2 We simplify probabilities and numbers Not Enough
3 '%. & . to make them easier to think about o
&2 Meaning

o We think we know what
other people are thinking

DATA BY WIKIPEDIA @%s @ @ attribution - share-alike
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BCG Growth Share Matrix

QUESTION MARK

CASH COW

Market Share
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New

Scope

Existing

F I EEEEEE SN SN EE SN SN EEEEEEEEEEEEEEEEEERGESR

Scale

Market () Product/Service

Development @‘“ Diversification
Form new alliances
Expand global reach Acquire new business
Expand geo-footprint Acquire new capabilities
Form cross-border strategic alliances Acquire new licenses

Product/Service
W=~ Development

gl%%M ket Penetrati
S50 arket Penetration

» Acquire new channels
» Expand distribution network
» Acquire/Merge with direct competitors

» Acquire technology and design
» Acquire development capabilities
» Acquire new licenses

Copyrighted and Proprietary Material Business Model Hackers® © 2022, Business Model Hackers LLC All Rights Reserved 22



Existing
New Markets Russian Roulette

Blood Ocean

Bunsix3

Scope
\ Products /
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The STC core concept, mechanism and levers thrived for 60 years and will
survive another 60, if you apply the “Lindy Effect” to determine its life expectancy

STC Core Concept and Its Life Expectancy

STC Core Concept, Mechanism and Levers STC Life Expectancy as Non-Perishable
D STC Age and Life to Date Life Expectancy

120
110
100 A
90 A
80 A
70
60
50 -
40 A
30 -
Dopamine Narrative 20 -
10 -

0 I I T T
1960 1980 2000 2020 2040 2060 2080

Logic
Analytics

Life (in Years)

Beliefs

Emotions Engagement

Calendar Year

1. Perishable are are elements that have an unavoidable organic expiration date, such as humans, light bulbs, canned food; 2. Nonperishable would be those with no organic, inevitable expiration date
Source: Antifragile: Things that gain from disorder, Nassim Taleb; Business Model Hackers; STC Toolkit
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Sketching a single slide in the year 40 BLC' was a long and painful process with
little room for error

Slide Deck Development in the Year 40 BLC

- 9000900000 -

.
)
900000000000

1. BLC = Before Laptops and Computers
Source: Business Model Hackers; STC Toolkit
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STC starts with the goal and the strategic objectives and not the data

The STC Framework Method

e

Identify and gather

relevant Data to fill

the Chart and answer D
Key Question ata

Q
>

o
Select the most suitable chart

Blueprint that answers the

Key Question that proves .
your Hypothesis Blueprint

[
Ask the Key Question that leads to %—
answers that can prove and validate H —X
the Hypothesis Key Question 3&

Main Issue and
Sub-Issues

For each articulated best-guessed
Hypothesis, proceed with vertical logic: Hypothesis

Hypotheses

headline message and chart design

Source: Business Model Hackers; STC Toolkit
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Emotions

Analytics

Narrative

4
e
4
e

Cognitive Ease -

Take Action

» ENngagement
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OQ

&
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ST I770/7ZL/r7,
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Determine a Solution to a Problem (DSP)

Emotions

»,

)

T

A
Analytics

1
>
v

4

Engagement
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CONFIDENTIAL

PRELIMINARY

DRAFT

ESTIMATE

EXAMPLE

FOR DISCUSSION ONLY

FOR DISCUSSION

DISGUISED

DISCUSSION DRAFT

NON-EXHAUSTIVE

DRAFT FOR DISCUSSION

PRELIMINARY

CLIENT EXAMPLE

REVISED

SAMPLE

CONCEPTUAL

PROPOSED

TO BE COMPLETED

BACKUP

HYPOTHESIS

ROUGH ESTIMATE

STRAW MAN
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Companies that succeed at hacking their business model outperform traditional
Innovators and industry peers

| ESTIMATE |

TSR! Premium over Industry Peers — Median Performance? (in %)
(2010-2019)

Process and product innovators  m Business model innovators (Disruptive) o Difference Rationale

In the short-term, disruptive innovation, which is a
lot less costly upfront, can achieve high-impact
ROCE, while product/process-driven innovation
would take longer to reap the benefit

A five-year period would still be too short for most

-------------------------------------------- R&D intensive program and the valley of tears
kicks in at this horizon

In the long-term, both strategies merge to similar
results as product innovation returns start bearing
2.7 e fruit but time value of money still has an negative

impact

Three-year period Five-year period Ten-year period

1. TSR = Total Shareholder Return; 2. Performance captures median performance for the period
Source: Bloomberg; S&P Capital IQ; Business Model Hackers analysis
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There are 15 key elements in a chart and slide that follow the STC framework
(1/2)

STC Framework Chart and Slide Elements

R# Element Visible Must Definition and Purpose Design Rule
Headline v v/ The main message on a slide extracted from the story No more than 2 lines
Title v v The description of a graphic or a chart within a slide Consistent location across all slides
Chart Area v The area in which the chart should fit and not exceed the margins The area isn’t marked but should be consistent throughout: Its
allocated to it - as set by the guides set by this template borders should have the same distance from the top and the left
Ghost v A text or graphic illustrating position in a story within the story g:;; SR IS CIrlelEit] Ell ERES AT EC LD IIEETRIER el Ll Gkl
Label v Description of highlights and visual cues Location should be consistent across the entire deck
Ribbon v Rlb_bong can be used to highlight an attrilbute or something on the It needs to go above the header
entire slide. Can also be used for disclaimer (see below)
. . Used to clarify and delimit the scope of proof in the chart that is Disclaimers can refer to a specific chart or the entire chart area.
Disclaimer v . . : : .
used to support the headline claim or message Multiple disclaimers can be added
Callout v A ca_llout is a text ora visual cue designed to stress or highlight a Avoid overcrowding the slide
particular message in the chart

Source: Business Model Hackers; STC Toolkit
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There are 15 key elements in a chart and slide that follow the STC framework
(2/2) — see the following pages for positioning visualization

R# Element Visible Must

Page # v v
Source v v
Footnote v
Note v
Footer v
Margins v

STC Framework Chart and Slide Elements

Definition and Purpose

Is a must on every page except the first page

The source of the chart or the data in the chart should go on every
slide. Every chart should have a source, i.e., if you have 2 charts
from different sources, include the 2 sources

This is a useful field to explain or justify specific elements, figures,
analysis, etc. in the chart area

Unlike the footnote, the note typically refers to the entire chart and
not specific elements within the chart.

A footer is only needed for branding, or adding disclaimers,
copyright and confidentiality marks

The position and the space and margins between the elements in
the chart including the headline, the title, and the source/note field

Design Rule

Format and location should be consistent throughout

Consistent location, font, size, format at the bottom of the page but
above the footer if there is one. Separate different sources with
semicolons

Use only when clarification or qualification is needed. Usually comes
before the source field listed in numerical order and use 10pt font or
less

Comes after the numbered footnote if there are any

It's recommended but may crowd out the slide

Positions of titles, internal charts (i.e., for a single chart or multiple
charts), margins, spacing between elements and the spacing from
the top and the left should be consistent throughout

Source: Business Model Hackers; STC Toolkit
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1. Headline Area (Fits maximum 2 lines aligned to the left)

2. Chart Title Area (Can be split up into 2, 3 or 4 titles one for each chart, can be centered or left-aligned)

3. Chart Area

1. XXXX 2. XXXX 3. XXXX

Note: Use font 9
Source: Include a source for every chart that you use; Separate each source with a semicolon followed by two spaces

Business Model Hackers® © 2022, Business Model Hackers LLC All Rights Reserved 35
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Companies that succeed at hacking their business model outperform traditional
Innovators and industry peers

| ESTIMATE |

TSR! Premium over Industry Peers — Median Performance? (in %)
(2010-2019)

Process and product innovators  m Business model innovators (Disruptive) o Difference Rationale

In the short-term, disruptive innovation, which is a
lot less costly upfront, can achieve high-impact
ROCE, while product/process-driven innovation
would take longer to reap the benefit

A five-year period would still be too short for most

-------------------------------------------- R&D intensive program and the valley of tears
kicks in at this horizon

In the long-term, both strategies merge to similar
results as product innovation returns start bearing
2.7 e fruit but time value of money still has an negative

impact

Three-year period Five-year period Ten-year period

1. TSR = Total Shareholder Return; 2. Performance captures median performance for the period
Source: Bloomberg; S&P Capital IQ; Business Model Hackers
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STC Framework Additional Chart and Slide Elements Sample Slide lllustration

6. Ribbon
Companies that succeed at hacking their business model outperform traditional
innovators and industry peers o
7. Disclaimer
1 . . o - | _ESTIMATE @
4. Ghost Area TSR! Premium over Industry Peers — Median Performance? (in %)
(2010-2019)
4, Label [ T R : ITTTTTmmmmooooooooooo- Tttt :
) Process and product innovators  m Business model innovators (Disruptive) . Rationale :
D e e e e e e e e e e e e e e e . . . = ————————————————— i
]
|
]
In the short-term, disruptive innovation, which is a :
_____________________________________________________________________________ lot less costly upfront, can achieve high-impact '
ROCE, while product/process-driven innovation '
8.5 @ would take longer to reap the benefit .
A five-year period would still be too short for most i
R&D intensive program and the valley of tears '
kicks in at this horizon X
]
In the long-term, both strategies merge to similar E
results as product innovation returns start bearing :
fruit but time value of money still has an negative !
. impact :
° 1
1
0.1
Three-year period Five-year period Ten-year period 8. Callout
1. TSR = Total Shareholder Return; 2. Performance captures median performance for the period
Source: Bloomberg; S&P Capital IQ
Confidential And Proprietary Business Model Hackers® © 202X, ACME Inc All Rights Reserved 4

Source: Business Model Hackers; STC Toolkit
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I 15. Margin area

15. Margin area

10, 11 & 12. Note, Footnote and Source Area
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14. Footer Area

Page




In addition, there are 8 best practice design rules for the slides in a deck that is in
compliance with the STC framework

STC Framework Best Practice Design Rules

R# Element Visible Must Definition and Purpose Best Practice Design Rule

If the data is not actual, or consists of a mix of actual and estimate, the

Date v !f ypu L0 (?n the slide, the date ofthe data is essential to date should include a letter to designate whether it's an estimate or a
(for Data) indicate on the slide
forecast
Units Vv The units of the number is essential to include and Con§|s.tency L ety to.use D across the depk. In addition, e.g., if
metric is used, the entire deck should be in metric
# of Digits v MlilePCI S Euldlsliiedisia e iGiis LIS Il This should be consistent across all numbers in the deck

than 3 digits, preferably 1 decimal point

The best practice is to have one type of font across the entire

Font Type v deck Font type should be chosen in the template
. Is the size that is set across all text elements in slide. Including, Size should be chosen in the template and should be consistent across
Font size v . .
the header, titles, chart content, text boxes, etc. the entire deck
Colors v v fg{:‘:elor palcigiandisticdiolia~oidithcliseiofiexCessive Set the color scheme to be the same across the entire deck
The template sets the position of the lead in, the margins, the It's a essential to work off a template, no matter what software is being
Template v
color palette, the fonts, etc. used
. . . Ask before and after the slide is completed: What is the purpose of the
So What? v PGSO (0 D0 ZElEe) &l s CIel e Y S16 19 erelie i slide? Is the takeaway clear from the headline? Does the slide address

addresses the story’s objective

the story’s objective?

Source: Business Model Hackers; STC Toolkit
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STC Framework Best Practice Design Rules Sample Slide lllustration

N ,

Companies that succeed at
innovators and industry peers

2. Units

cking their business model outperférm traditional

. . PSS ESTIMATE
TSR! Premium over Inqustry Peers — Median Performance? (in %) ¢ | |
> (2010-2019) !
Process and product innovators  m Business model innovators (Disruptive) o Difference Rationale
In the short-term, disruptive innovation, which is a
________________________________________________________________________________ lot less costly upfront, can achieve high-impact
8.5 ROCE, while product/process-driven innovation

@ would take longer to reap the benefit

A five-year period would still be too short for most
-------------------------------------------- R&D intensive program and the valley of tears
kicks in at this horizon

In the long-term, both strategies merge to similar

results as product innovation returns start bearing
27  f fruit but time value of money still has an negative
impact

3. # of Digits

1.7

0.1

Three-year period Five-year period Ten-year period 6. Colors

1. TSR = Total Shareholder Return; 2. Performance captures median performance for the period
Source: Bloomberg; S&P Capital IQ
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Whether you are presenting onscreen in a hall or a conference room, you can
use the following chart table to guide your font size

Best Viewing Distance by Screen Size

Screen Width

Font Size (in pt.) 3 meters 4 meters
Can you read this? 9 3 3
Can you read this? 10 3 4
Can you read this? 12 4 5
Can you read this? 14 5 6
Can you read this? 16 6 7
Can you read this? 18 7 9
Can you read this? 20 10 15
Can you read this? 22 12 17
Can you read this? 24 15 20
Can you read this? 28 17 24
Can you read this?| 20 26

Source: Business Model Hackers; STC Toolkit
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Fillers and bloaters include Table Of Content (TOC), Agenda, Separators, or
Chapter slides

Agenda Bloater Example

Agenda

Part 0: Introduction

Part 1: What is STC?

Part 2: Why the STC Method Will Live Forever
Part 3: The Anatomy of STC

Part 4: The Anatomy of Charts

Part 5: The Universal Framework

Part 6: Using the Toolkit for Chart Selection
Part 7: Horizontal Logic and Storylines
Rules Of Thumb

Confidential And Proprietary Business Model Hackers® © 2023, ACME Inc All Rights Reserved 2

Source: Business Model Hackers; STC Toolkit
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The five steps universal framework is centered around asking the right questions

( Iterative Steps

— Horizontal Logic —— Vertical Logic (SSUF) —

)

the strategic objective or the
problem

The main issue derived from [> The different sub-

issues that stem out
of the main issues

Sub-Issue

Best-guess
hypothesis

Key Question
that leads to

answers that

prove hypothesis

Analysis needed to
answer the question

Data required to conduct
analysis and its source

(______Step5 |
Chart most suited to prove
answer to key question

Issue

Source: Business Model Hackers; S'I;C Toolkit

Copyrighted and Proprietary Material

Sub-Issue

| Blueprint ' Data |
Hypothesis Key Question

| Analysis | Chart |

| Blueprint ' Data |
Hypothesis Key Question

|__Analysis | | Chart |

| Blueprint Data |
Hypothesis Key Question

|__Analysis | | Chart |
Hypothesis Key Question -----
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Posing the right question is driven by the type of hypotheses designed during
horizontal logic blueprinting process

Hypothesis — Question Example

Issue: Sales and profits are declining

Sub-Issue 1: The company is losing market share to new entrants and competitors
Hypothesis Question

The technology adopted in the company’s product is old dated and undesired

. : 5
by customers Is a new or emerging technology replacing the old one*

How many customers switched over the past three years? Where did

Growing attrition of users who are switching to substitute products .
customers purchase or switch to?

Product prices of like-for-like features are too high 1I:-:;\’:\lljr((i;;’)the product prices compare to competitors’ products for the same
Users are increasingly dissatisfied with the product Are users unhappy with our product?

What happens to our sales or financials if we don’t launch a new product and

A new product launch is required to retain customers .
the current sales trend continues?

A new state-of-the-art technology will be required to remain competitive If the company copies a competitor, wouldn't it be just playing catch up?

Acquiring a new company or startup in a new emerging technology space is What are the options to get out of this vicious cycle and how do these options
one of the best and quickest ways out of the vicious circle compare to each other?

Source: Business Model Hackers; STC Toolkit
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Selecting the right chart follows a simple framework driven by a single equation

Chart Type =

F(T, V, MA)

Quantitative Chart Selection Universal Equation

A

T = Multiperiod = From the Past Until Now

:

*We are|Gaining|/Market Share+

| |

A

V =2 or More = Us + Competitors MA = Comparison of Us vs. Them

A

Symbol Variable Explanation
T Time Variant Is there a time factor, meaning is it static in time or trending over time? The answer is yes or no
\"/ Number of Variables Is it a single or multiple variables? The answer is the number of variable, i.e., 1, 2 3 or more
MA Message Attribute What is the insight that needs to be shown? i.e., Is it a comparison, breakdown, relationship, distribution or frequency?

Source: Business Model Hackers; STC Toolkit
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Fundamentally, there are 16 families of charts that can visualize almost every
guantitative scenario you can imagine

The 16 Families of Charts

Column Flag/Bar Line Pie Spider/Radar Area Bubble Stacked Column

%

Scattergram . Waterfall Mekko Histogram Treemap Donut/Sunburst Box & Whisker Heatmap

il 0N
1 - 7N\ ¥ é
PN e JEE
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A 4

Comparison

A 4

Relationship

.| Frequency/
"| Distribution

A
bl e

coo W AT E T 9
<«—Time?
i W AEaEE o

. | Breakdown/
" |Composition

» Hierarchy
Mes_sage Yes v i ' i -I -I
—— Attribute <«—Time? Ji. [ ||
(WA =7 - -I L. “3
No ] il

|

fl Start Here i
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Lookup table and cheat sheet is to be used until STC becomes intuitive

TV

Static: Single Point in Time

Trending: Changing over Time

1 Variable 2 Variable 3 Variable 4+ Variable 1 Variable 2+ Variables
Mekko Mekk i
Multi flags _ S Line Line
Fla Multi flags Multi flags Column
9 Spider/Radar Spider/Radar
Heatmap Column Flag
Heatmap Heatmap
Scattergram Scattergram Subble 3D Bubble Scattergram Bubbl
ubble
. E Surface/3D Scattergram 9
Histogram Multi histograms Multi histograms
; ; Multi line Multi line
Single line Box and Whisker Box and Whisker Box and Whisker
Scattergram Bubble
Column Box and Whisker Box and Whisker
Pie Multi-stacked column Multi-stacked column Multi pie Area
Donut/Sunburst
Multi pie Mekko Stacked Column Donut/Sunburst
Waterfall
Mekko Waterfall
Donut/Sunburst i — Treemap Donut/Sunburst L RECET
onut/Sunburs
Stacked Column Waterfall
Waterfall Treemap Waterfall
Treemap Mekko
Treemap Treemap Mekko Mekko
Donut/Sunburst Donut/Sunburst Donut/Sunburst Donut/Sunburst Donut/Sunburst Donut/Sunburst
. Treemap = Treemap .
reema reema reema
p Mekko Treemap P Mekko ’
Histogram Multi histogram Mekko Mekko Multi histogram Mekko

Source: Business Model Hackers; STC Toolkit
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Most data analysis in consulting relies on common sense, but sometimes
requires you to go a step further and use more advanced methods

Technique
Name

Origin

Description

Use Case
Examples

Fermi Thinking

Named after physicist Enrico
Fermi

* An estimation techniques

adopted for problems are
extreme and cannot be solved
mathematically or scientifically

» The solutions involve adopting

the answers as an estimate
that is an order of magnitude.
The Fermi estimation gives a
quick, simple way to obtain this
frame of reference for what
might reasonably be expected
to be the answer

Data Triangulation

Derived from Latin,
“Triangulum”

» When sourcing data, it’s often

the case that different data
sources have conflicted data
sets

Triangulation is a metaphorical
reference to validating the
accuracy of data points by
examining the data from
different angles and by cross-
checking the sanity of each
data source and how it was
obtained

Examples of Methods Used in Analysis

The 80/20 Rule and the
Pareto Principle

Named after the civil engineer

Wilfredo Pareto

* Pareto distribution is easily

modeled in a spreadsheet and
graphed on a powerful but
simple two-dimension graph
visual. It reveals major insights
in large datasets and complex
problems, systems and
programs. It’s also a simplified
visual of power law distribution
It’s a good rule of thumb to
assess and determine the 20%
area of focus or quick wins

Sensitivities and
Scenarios

Often used in financial
modeling and simulations

* One of the areas to test when

validating hypotheses with
data are the assumptions
made to lead to the conclusion
that the hypothesis is valid
Sensitivities and scenarios
allow the stress testing of how
variances in assumptions can
affect your conclusion and thus
the confidence in the proof of
your hypothesis

Used to check if data is within
a reasonable range

Use to validate and more
accurately select data sets
from multiple sources

Used to understand structure
of dependent datasets or for
prioritization and focus

Used to stress test the
robustness of forecasts,
conclusions, claims, etc.

Source: Business Model Hackers; STC Toolkit
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Lookup table and cheat sheet is to be used until STC becomes intuitive

TV

Static: Single Point in Time

Trending: Changing over Time

1 Variable 2 Variable 3 Variable 4+ Variable 1 Variable 2+ Variables
Mekko Mekk i
Multi flags _ S Line Line
Fla Multi flags Multi flags Column
9 Spider/Radar Spider/Radar
Heatmap Column Flag
Heatmap Heatmap
Scattergram Scattergram Subble 3D Bubble Scattergram Bubbl
ubble
. E Surface/3D Scattergram 9
Histogram Multi histograms Multi histograms
; ; Multi line Multi line
Single line Box and Whisker Box and Whisker Box and Whisker
Scattergram Bubble
Column Box and Whisker Box and Whisker
Pie Multi-stacked column Multi-stacked column Multi pie Area
Donut/Sunburst
Multi pie Mekko Stacked Column Donut/Sunburst
Waterfall
Mekko Waterfall
Donut/Sunburst i — Treemap Donut/Sunburst L RECET
onut/Sunburs
Stacked Column Waterfall
Waterfall Treemap Waterfall
Treemap Mekko
Treemap Treemap Mekko Mekko
Donut/Sunburst Donut/Sunburst Donut/Sunburst Donut/Sunburst Donut/Sunburst Donut/Sunburst
. Treemap = Treemap .
reema reema reema
p Mekko Treemap P Mekko ’
Histogram Multi histogram Mekko Mekko Multi histogram Mekko

Source: Business Model Hackers; STC Toolkit
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Quantitative charts can range from simple to understand chart to multi-chart
requiring brain strain to back the claim in the headline

Examples of Quantitative Charts

Faster fashion implies higher profit margins at much lower
prices thus disrupting the entire fashion industry

Expected Selling Price and Unit Cost for Different Lead Times Specialty/Traditional Apparel Productivity

Source: Business Model Hackers; STC Toolkit

120
Fabric shows | | _Previous Runway Media “Bu Reg price cocs Wl margin
Season Ends Shows Coverage etc. 5 10
H
] . . .
: : : : i® 2017 witnessed to a record number of major retail
| | | | Trend - S 60 .
i i i i Expected =
g ! ‘ ‘ | fopeced g waonn | DANkruptcies between 2006-217
g : : Syl |selingPrice 24
% ; cassic | 4 H Maior Retail Bankruptcies®
: : cosuugn L 20 | S%C0Gs@ ajor Retail Bankruptcies
H | | 5 Reg (Number of Companies)
' ! 5 ——
| | e—» Costperpiece & 0 5
H | ! Uniits per squarg
] ' Lead Time (weeks) L . .
+ - - 120 Fast Fashion Productivity
52+ 40] 126 ia 0
P— - rend” 00
Optimal “Classic”  Optimal “Style”  Optimal “Trend! = - ~20% price advantage 20
Lead Time Lead Time Lead Time % 80
| | : ; ' 18
: ' : £
| ! v =
i i Trend I §-20. In the short-term disruptive innovation
Product £ 50 ssxcocs@ which is a lot less costly upfront can
H St [ R— 5 Reg 11 Rationale achieve high-impact ROCE, while
Cassc Fraane e I % o EEEEEE——— 10 9 product/process-driven innovation )
Development Manufacturing I3 8 o s 1 8 would take longer to reap the benefit
Source: EGNYT Analysis Units per squar 7 7 6
Confideatial And Proprietary =GNYT © 2018, EGNYT Al Rights Reserved 5 10
3 9
8
7
6
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 s
* Defined a companes with > 550 milion nabltes 4
Source: Al Priners; The eal
Confidenttal And Proprietary =GNYT © 2018, EGNYT All Rights Reserved 3 17
N .
R 01
0

Three-year period
Process and product innovators

A five-year period would still be
too short for most R&D intensive
program and the valley of tears

Kicks in at this horizon

Five-year period

Companies that succeed at hacking their business model
outperform traditional innovators and industry peers

TSR premium over industry peers, median performance? (%)

In the long-term, both strated
to similar results as product i
returns start bearing fruit bu
of money still has an negative

@ pifference in percentay

Ten-year period
m Business model innovators (Disruptive)

TSR premium
Source: BusinessWeek

innovators'

that of their i P

Proprietary

Business Model Hackers® ® 2020,

Around 20% of customers contribute to 80% of sales but
half of the sales comes from ~6% of customers

Pareto Analysis of Customer To Sales Contribution

Aggregate:
i

/" sou
1 geo
| Ho )
N, 20 /
0%

30% a0 0% 0% 0% s0% S0 100%
% of Customers

Location 2

0% 10% 206 30% 40K SOk 60K 70K 80K 90K 100%
% of Customers.

0% 10% 20% 30% 40% SO% 60% 70K 80% 90% 100%

% of Customers
Location 3
100%

Location 4

100%
son
3 o
3 00
2o
o

0% 10% 206 30% 40% SO% 6% 70% B0% SO% 100% 0% 10% 20% 30% 4% SO% 60% 70% 80% SO% 100%
% of Customers % of Customers

Source: Google My Business; Milennium Software; EGNYT analysis

=ONIT®
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Visual Cues and icons are very useful in directing your audience’s attention

towards the chart highlights and key takeaways

The Top Three Reasons Why M&A Deals Fail

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Lack of strategic fit

. Poor deal selection

‘ ) Paid higher than fair value price
. and execution

Wrong target selection

Cultural fit

| Lack of Synergies

. Poor post merger .\o ynerg

. integration o v Organizational complexity

| Postmerger integration issues
Bad timing Eﬁ Bull market timing

Source: Business Model Hackers; STC Toolkit
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64
63
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PowerPoint Smart Art has imbedded lots of qualitative chart options, but they

lack the flexibility of free-form objects

Initiatives Prioritization Framework

SmartArt Options
mmm e B meE g BB % BE = =
22| cee ¢e¢ mmx =t = 88 T I | T

5
iy
(K 4
o
(0}
¢
0
%D :j:,
|
1
1

el 83 | B B = = = E
& =B B2 B3 B = B e
I 2 = ) = £
el i iy 7 B &= &5
i IC RS AR E T e e e
3| @ ar| &g | & (OO0 | BD| m|[m— =
S A L e st BE=E | == = | WD mP

Source: Business Model Hackers; STC Toolkit

SmartArt Look and Feel
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R —
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We defined three types of qualitative charts that we grouped into three
categories

™

i }>G Qualitative Charts Categories

=

N

—
M=
gl

of the same concept. Convert a whole a bunch of text into a
concise and nice

Text to visual metaphor

} ‘ These are the most common charts. They are simple variation

2 dr";b Conceptual Framework These are explanatory charts to illustrate an intellectual
) Np@P# charts concept visual

—

\

3 "Tle[F| Framework for structuring
Ji_H___ = storylines

miniature ghosts to guide the reader through a complex deck
or a storyline within a storyline

} ‘ These are simple flowing charts that are used as used as

Source: Business Model Hackers; STC Toolkit
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There are so numerous forms of text-to-visual metaphors, and the most common
ones are bullet point and tables replacement

N

1 )) Text to visual metaphor
=

Visual lllustration of Corporate Business Unit Portfolio Distribution

g
re Businesses / Annuitié:

Matu

Development End State
Goal: Market entry, Strategic Market leadership,
learning differentiation market driving positions
Issues: Options renewal, Resource constraints Annuity rate drop
innovation pipeline Growth expectation Tradeables vs. strategic core

Source: Business Model Hackers; STC Toolkit

Text-to-Visual Metaphor Examples

Business Unit Portfolio Management Strategies in the Form of a
Lookup Table or Cheat Sheet

Portfolio
Value Balance
Creation Lever

Options

Can we supercharge the

Growth Stocks

Annuities

: upside by buying assets In which sector and Which markets will
Margin Plays v . . s
(Market with significant geographies can we experience precipitous

. .. optionality? Which accumulate assets at the | margin decline positions
Discontinuities) - NS ECREty e bottom of the cycle? are tradeable?
faster than market?
Where are we ) )

the next strategic
leadership play and
which innovations will
define future market
leaders?

Strategy Plays
(Competitive

Discontinuities)

bang opportunities from
leveraging our strategies
and where can we
redefine the rules of the
game in large markets?

Where are we the
undisputed market
leaders, able to set the
terms of trade?

Turnaround
Plays
(Operational
Discontinuities)

Can we enter somewhere
advantageously by
buying or turning a

weakling around?

Where can we roll-up or
fix weak competitors?

Which under-performing
mature businesses offer
the potential for market
leadership and are there
any mature business
units worth fixing?

Copyrighted and Proprietary Material
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By following the STC structured process, qualitative chart blueprinting becomes
more science and inspiration than art

Ny
1 /) Text to visual metaphor
—

Expanded Basic 1

Expanded Basic 2

Examples of Text-to-Visual Metaphor Inspirations’

Flows to&from Center

- Arrow Variations

Funnel Flow

Graduated
Segmented
Arrows

Horizontal Flow -
Left Side Cut 1

&
&
Se=
=
1))

L)) )

Bullet Alternatives Ribbon

Bullet Alternatives Side Tabs

Circle &
Call-Out Boxes

Circle and Branches

Four Column Callouts

Six Column Callouts

1. More comprehensive set of inspirational cheat sheet can be found in the qualitative package of the toolkit

Source: Business Model Hackers; STC Toolkit

=

Conflict

Confusion
& Clarity

Diagonal Arrow
Trend Timeline

Diagonally Cut —
Horizontal Flow 1

Diagonally Cut —
Horizontal Flow 2

Elongated Bottom —
Horizontal Flow

-

= [T
it]

e

I

NANNNN

NARARAN
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Conceptual framework charts are are explanatory charts designed to simplify the
illustration of an intellectual or complex concept in a easy to grasp visual

{

2 ¥ Conceptual Framework
) W4l charts

Examples of Popular Conceptual Frameworksc

Matrices Sliding Scale
Fully Owned / M&A B =quity/Funding relationship - Strategic Cooperation Operating Model Options °
ok ‘ l Rational
s Characteristics
% P
; Funding Poolng | CG,E0Y | shared Equiy | - Fuy Ownca o1 e . s
-« a -
5 <« Types of Alliances e e n
E 13 . C bl Likel ffe
E 3 Sharing Qore mmmoanm:es: & e‘n:r‘gl:oc?n:ac;v
S o Strategic Resource Pooling [/ &I Option Swap Shared Equity
3 5 i Volatile and A able
-l Information 9 Uncertain x o
£ Environment Differs by N Same across
[ = @ . business — business
% Sharing .Core . . . Clear and N Unclearand
8 Marketing Cross Licensing Programmatic R&D unambiguous = intertwined
g information B M H B i L]
B usiness .
Shared Information Shared Resource Shared Funding Cross Equity Shared Equity Wholly-Owned v M od el Strateg I es Indirect role & Direct Role
Ownership and/or Contractual Structure Create New Market - “White Space” N
Delegated & Centralized
, . - Risk / Cost +
BCG S GrOWth Share Matrlx v 8 - FY— Ven Dlag rams
I c
% KSF: First-mover, KSEF: Visionary patient
] patents, quick acting, shareholders, internal
- e (3 agility, fast adapting, capabilities
oo customer adoption
T Question mark Challenges: High Analytlcs
< Challenges: Low risk, rewards that comes with
g Minimal or many Copycats high risk Radical
= No Technology KES: Cost savings, profit Technology
() Change margins, customer Change
; uptake, speed, etc. B e I '- efS
o) 9 0 Challenges: Perceived
- low investment risk, low
Cash cow reward, high risk of
being disrupted .. -
i Heuristics Narrative
I_OW H |gh - Traditional >
Market Share N Emotions Engagement
Manage Existing Market

Source: Business Model Hackers; STC Toolkit
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Initiatives can be prioritized by adopting a three-step sequential and iterative
process across four interdependent criteria

Initiatives Prioritization Framework

ILLUSTRATIVE

Priority

" Select
L Quick Wins
1

Source: Business Model Hackers; STC Toolkit
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We define we kinds of operating models for corporate structures, each suited for

a different level of control

2 _.?‘.ﬁ_ Conceptual Framework
) W4l charts

Holding Company

“We just want to know your results”

Type

Level of Control

Medium-Low

Strategic Oversight

“We want to know what you do”

Medium-High

Active Involvement
“We want to know how you do it”

Operationally Involved
“We will work with you to do it”

oo Meet corporate governance,
Mission

fiduciary and legal
responsibilities

* Mandatory activities (e.g.,
governance, fiduciary responsibility,
legal compliance and manage liability)

. * Provide strategic oversight

Leadership * Acquire/divest businesses with a
Activities portfolio approach (risk, return,

diversification)

Allocate funding to businesses

Add value where the business
cannot and leverage synergies
between the Business Units

Corporate wide activities which the
businesses cannot provide for
themselves

Give strategic, financial and value
creation guidance

Oversee activities that span across
businesses

Provide direction/guidance and
expert support to businesses

Proactive strategic guidance to
businesses via expertise sharing
Proactive risk management and
expertise services to businesses (e.g.
capital, people, strategic planning,
financial analysis)

Manage activities that span across
businesses

Run the enterprise essentially as
one business

* Active ownership of key strategic and
operational decisions — limited
business unit authority

* All staff functions required to support
decision making, e.g., Planning &
financial analysis, business
development, human resources, legal)

Y, V. W, W,
* Value is created by individual business . .
* Value is created by individual Value /s_created by individual units using corporate expertise Value is created by corporate expertise
. companies close to customers . . . and control
companies close to customers ; . . * Businesses exploit synergies at . . -
. ) . * Businesses present potential synergies . * Business lines are similar
Rationale * There are no potential synergies ; ; various levels ) ; . »
L ; at various levels (e.g., production, . . .. * The primary dimension of competition
between individual companies P * Co-ordination of business strategies is . . -
distribution) . is cost / operational efficiency
y J required y y

Examples Berkshire Hathaway, Carlyle

Source: Business Model Hackers

Alphabet, Procter & Gamble

Facebook, Coca-Cola

Walmart, Starbucks
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iInvolvement model

2 _;’E‘\“ Conceptual Framework
/ W4l charts

Characteristics

Different for each

Strategy &

Holding Company Oversight

Operating Model Selection

Operating Model Options

Active & Selective
Involvement

Operationally

Involved Characteristics

W

Linkages

business

Unique to each

business

Containable

within a business

Volatile and
Uncertain
Environment Differs by
business
L Clear and
unambiguous
® 0 o
Structure MUTHRIE
eo_0 Indirect role
s
[ )
Bule Delegated

P
<

'

Same or very

v

A 4

A

v

a

A 4

a

v

A

v

a

a

A 4

A 4

consistent

Commingled

Likely to affect
entire company

Stable

Same across
business

Unclear and
intertwined

One

Direct Role

Centralized

The most suitable operating model for Acme may be a hybrid strategy and active

Rational

2
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A number of challenges and issues were identified across 6 of the 8 key

performance factors

2 _.?‘.ﬁ_ Conceptual Framework
) W4l charts

Gap Assessment Branch Performance

Assessment Basis
B Hypothesis?
Il Fact or Analysis

Rationale

Performance’

Performance Lever
e

Customer Loyalty

(g

:’x Direct Response Marketing
X

L% Product Strategy

I;”

on

26} Pricing Strategy

/\\\

> New Customer Acquisition

Y

Branch Growth Strategy

DO *
DO
DO

@)

"Il Competitive Intelligence

| .?.-Sx@| Personalization Strategy

EREEE R
R

1. Performance is relative against “best in class”; 2. Hypotheses are preliminary and are awaiting validation with quantitative survey

Source: Business Model Hackers; Team analysis
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Story flow framework are designed to add structure to the main plot by
Incorporating stories within stories, usually tracked with a ghost

~
3 Framework for structuring
) 3 storylines

Story Flow Framework

There are so numerous forms of text-to-visual and the most comman |
ones are bullet point and tables replacement

Textito-Visual Metaphor Exampled By following the STC structured process, q chart hecome:

orporate Business Unit Portflio Distrbution o more science and inspiration than art

Conceptual charts are are y charts designed to simplify the
illustration of an intellectual or complex concept in a easy to grasp visual

Follow-on Story Framework
Ghost Tracker

(Gaz—] Examples of Popular Conceptusl Frameworks

We defined three types of qualitative £harts that we greuped into three %Mves canboprrized by acof 77

p process across four interdependent We define we kinds of operating m{ 7
categori Ca=—) iauves { @ diferentlevel of control The most suitablo operatig model
eorert o] Ca=—] involvement model Anumber of challenges and issues were identified across 6 of the 8 key
—_—————————
[O—= performance factors

‘Gap Assessment Branch Performance

Portormancs Laver Ratonsie

Glaz——

3 Diect Response uarksing

5 product susegy

e most common charts. They are simple variation
e same concept. Convért a whole a bunch of text into a
concise and nice,

tory charts to illustrate an intellectual

charts

Story flow framework are designed to add structure to the main plot by
incorporating stories within stories, usually tracked with a ghost

3 )i Story Flow Framework

SN

3 Framework for structuring
2 storylines

2 flowing charts that are used as used as
to guide the reader through a complex deck

|
|
|
|
|
| 2 ‘ i:é:i Conceptual Framework
|
|
|
: in a storyline

e e e =
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The “Issue Diagram” may be the only tool you’'ll need in structuring your

horizontals

— Horizontal Logic —— Vertical Logic (SSUF) —

)

( Iterative Steps

the strategic objective or the
problem

The main issue derived from [> The different sub-

issues that stem out
of the main issues

Sub-Issue

Best-guess
hypothesis

Key Question
that leads to

answers that

prove hypothesis

Analysis needed to
answer the question

Data required to conduct
analysis and its source

ST Y
Chart most suited to prove
answer to key question

Issue

Source: Business Model Hackers; S'I;C Toolkit
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Sub-Issue

| Blueprint ' Data |
Hypothesis Key Question

| Analysis | Chart |

| Blueprint ' Data |
Hypothesis Key Question

|__Analysis | | Chart |

| Blueprint Data |
Hypothesis Key Question

|__Analysis | | Chart |
Hypothesis Key Question -----
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Start with your goal, your strategic objectives and as you complete the steps,
repeat the process to update your strategic objectives if necessary

( \ Iterative Steps The STC Framework Method

_____________________________________________________________________________________________________________

Identify and gather
relevant Data to fill
the Chart and answer
Data

Key Question %
>
Select the most suitable chart
Blueprint that answers the
Key Question that proves Bl ueprint

your Hypothesis

%
_ Ask the Key Question that leads to %—
Main Issue and answers that can prove and validate Key Question %

the Hypothesis
Sub-Issues -

For each articulated best-guessed .
Hypoth eses Hypothesis, proceed with vertical logic: HypotheS|s

headline message and chart design

Source: Business Model Hackers; STC Toolkit
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To help accelerate and advance horizontal logic and structured thinking, several
hack and ROTs can be helpful

Structured Thinking Hacks and ROTs

NON-EXHAUSTIVE

Factor answer (which is reflected or interpreted from the headline) does not link (directly or
A indirectly) to the strategic objectives or goal, then slide should be either removed the
deck or revised it to establish such link

Fermi thinking, described earlier, is a method that you can adopt as a rule of
Fermi Thinking ROT thumb to test whether a hypothesis holds before you dive into analysis or data

@ The “So What?" Every time a chart is completed, a the “So What?” question should be asked. If the
[~

to Validate Hypothesis | mining. This can help eliminate some hypotheses that may not appear solid
and can save time down the line

. Once all headlines are completed, the sequence of headline should lead a smooth and
Designing the logical flow. C les for the logical flow and fid lies t
Flow of Ideas and | 0gical flow. Commonsense rules for the logical flow and sequence of ideas applies to
Messages most headlines. In more complex and nested storylines, the abstraction thinking

method could be used to group and place stories within stories

/

Source: Business Model Hackers; STC Toolkit
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Hierarchy starts with the big idea and cascades downward to the main story,
which breaks down to its individual stories

The Abstraction Thinking Method

N Title and Subtitle

N;+2 N+2 No+2

Parent

A single headline at a parent level
breaks down to children headlines
revealing the storyline of the children

Child

The Main Storyline

N3+2

Source: Business Model Hackers; STC Toolkit
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The Pyramid Principle, developed and written by Barbara Minto an ex-McKinsey
partner, can also be adopted for structuring horizontal logic

INTERNATIONAL BESTSELLER

A

THE

PYRAMID PRINGIPLE

GARBARA MINTO

LOGIG IN-WRITING
AND THINKING

[ Preosice Hat

See all 2 images

Follow the Author

Source: Amazon

The Pyramid Principle: Logic in Writing and Thinking 3rd Edition
by Barbara Minto - (Author)
AR A KXY v 512 ratings

Part of: Financial Times (2 books)

See all formats and editions

Hardcover
$49.14

4 Used from $49.13

How many times have you written an email at work, read it back and found that it didn't make as much sense as you'd hoped? or
worse, someone else has told you that they can't follow it. The Pyramid Principle will show you how to communicate your ideas
clearly and succinctly.Barbara Minto reveals that the mind automatically sorts information into distinctive pyramidal groupings.
However, if any group of ideas are arranged into a pyramid structure in the first place, not only will it save valuable time and effort
to write, it will take even less effort to read and comprehend it.The Pyramid Principle explains how to:  think creatively, reason
lucidly, and express ideas with clarity « define complex problems and establish the objectives of any document « assess your ideas
v Read more

©J Report incorrect product information.

ISBN-10 ISBN-13 Edition Publisher Publication date Language
] {11 # Fo ® >
0273710516 978-0273710516 3rd Prentice Hall January 1, 2010 English

Buy used: $49.14
$3.98 delivery November 4 - 10.
Details

Or fastest delivery November 2 - 7.
Details

© Deliver to Walid - Milton 02186

Used: Good | Details
Sold by glenthebookseller

Access codes and supplements are not

guaranteed with used items.

Add to Cart

Add to List | v ’

share M1 Y ®

Have one to sell?

Sell on Amazon
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Mindmapping can be useful in structuring the non-iterative aspects of the issue
diagram and can help structure and organize the horizontal logic flow

Mindmap Example

D Definition of KM go

L —
o Web based KnowledgeO
Management Systems

How to Manage Knowledge
in an Organization

Organizational Knowledge is

formed through unique patterns ©
of interactions between:

o Knowledge Management
is a process of:

o

Source: MindMeister
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Storyboarding and copyboarding are useful when conducted in both electronic
and/or paper format for blueprinting and structuring storylines

Storyboarding

'''''''

T

|
{110

Source: Business Model Hackers; STC Toolkit
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Storyboarding and Copyboarding

{11
L
0

| ] [
{hEEEB
LI

Copyboarding

A
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Putting it all together, STC boils down to 5 phases consisting of 17 steps through
an overall iterative and dynamic process

STC Entire Process Flow Map C torative

‘D

o v |

--- g
EHEE H Abstraction %1 Story/Copy
orizontal Logic I{ Issue Diagram iia . Foo-o .
9
dentif Draft the Key Questions Revise Blueprint as Needed
Identify Key 14 16
Set the ( '\ .
Main Goal Issues and 6 10 Conduct Analvsis Establish the Hierarchy of gevelc;;? Putnc?g/ I-llqeafllme;
Sub-lssues Design Initial Charts y Headlines and Storylines ccording to e Assigne
. N Sequence of Charts
Blueprint
11 Conduct Data
Steps 7 Mining/collection
4 Identify Analysis ( \ 15 17
Articulate Requirements 12 Select Final charts Type Visualize Hierarchy and Complete and Finalize the
Strategic Develop Linkages Through Storyline
L Hypotheses .
Objectives e Identify Data and Data 13 Develop all Individual Slides Abstraction Layers
Sourcing Requirements under the Vertical Logic
2] = Filled Out Issue S
- Th Bl I =] . ! Individual Ch n
i e g dea Diagram with Key bligiduateharts and Hlerarchy of the Full Story Told with
'ssues/Sub- Issber ; " Group of Charts — The "
, :)! P otheses Questions, Blueprint, Vertical Lokt Sforylme = Charts
Output /= T i Data and Analysis i 7w 7 v 7 e 7 i

Copyrighted and Proprietary Material Business Model Hackers® © 2022, Business Model Hackers LLC All Rights Reserved

73



In Phase |, develop the preliminary strategic objectives, issues and hypotheses

oOFF ) I )

The Big Idea and Hypotheses Horizontal Logic
The main issue derived The different sub- Best-quess
from the strategic objective issues that stem out gues

o hypothesis

or the problem of the main issues
Hypothesis
Sub-Issue ! Hypothesis
Hypothesis
Issue . Sub-Issue . Hypothesis

Hypotheses | |

Source: Business Model Hackers; STC Toolkit
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In Phase I, expand the “Issue Diagram”, fill out and identify key questions,
design charts blueprint and identify data and analysis requirements

)

the strategic objective or the
problem

The main issue derived from [> The different sub-

O ) )
G——

( \ Iterative Steps . Phase Il Actions

Horizontal Logic —— Vertical Logic (SSUF) —

)

issues that stem out
of the main issues

Sub-Issue

Step 1

Key Question
Best-guess [> that leads to

answers that
prove hypothesis

hypothesis

ILLUSTRATIVE

Blueprint of the chart Data required to conduct
based on key question / analysis and its source

Step 2 { D
Analysis needed to Chart most suited to prove
answer the question answer to key question

Hypothesis Key Question

Issue

Source: Business Model Hackers; STC Toolkit

Sub-Issue

Blueprint (
___ Chat ]

Hypothesis Key Question

Blueprint (
___ Chart ]

Hypothesis Key Question

Hypothesis Key Question

Blueprint (
___ Chart ]
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In Phase lll, complete all charts required to support the hypotheses and claims in
the form of vertical logic slides

) ol ) ) ILLUSTRATIVE

Vertical Logic Slides

Hypothesis Key Question — -L““"" ‘‘‘‘‘‘‘
- '~ [
Sub-Issue X <
Hypothesis Key Question wﬁ-*
ow (Y T
Hypothesis Key Question e W
Sub-Issue Hypothesis Key Question
Issue
Hypothesis Key Question

Sub-Issue Sub-Sub-lssue [——— Hypothesis Key Question

Hypothesis Key Question
Sub-Sub-Issue
Hypothesis Key Question

Source: Business Model Hackers; STC Toolkit
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In Phase |V, establish the storyline line hierarchy by applying the abstraction

thinking method
) oFEe )

N Title and Subtitle

The Abstraction Thinking Method

N;+2 N+2 No+2

ILLUSTRATIVE

Parent

A single headline at a parent level
breaks down to children headlines
revealing the storyline of the children

Child

The Main Storyline

N3+2

Source: Business Model Hackers; STC Toolkit
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In Phase V, develop punchy headlines according to the assigned sequence of
charts and complete and finalize the storyline

» » » o Copy/Story
Boarding

Storyboarding and Copyboarding

Storyboarding

Copyboarding

e
s y =
i é =
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Rules of Thumb

..never persuade through complicated The One Message Per Chart Rule is the one rule to rule them
slides; it’s the concept of "less is more." all. In other words, each chart should only provide one key
insight that the chart's content should fully support.
Always work your way from the hypothesis and claim and It takes exactly the same amount of time to present 2
have the visuals in mind before you jump on data mining. ideas on 1 slide as it does to present 1 idea on each of
2 slides.

you don’t need a lot of templates. The less you can work

with, the better and the more consistent “look and feel”
your deck will get.

If you hide the headline on a slide, you should be able to guess

what the the body looks like and vice versa, if you hide the body,
you should be able to guess the headline message.

Let quants drive your story and prioritize quantitative

The most important skill you’ll need is to develop
slides over qualitative slides.

the ability to ask the right question.

Source: Business Model Hackers; STC Toolkit
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Rules of Thumb

—

You should know that the best stories flow flawlessly from
beginning to end without bloaters. If your story doesn’t flow
properly without them, you may want to revisit it.

'\»»-MM%&W’WIMH e el

The less words you need to use in the chart to validate
- and make the claim come to light, the better the chart.

o -
o stRT

don’t make a single mistake. One mistake can discredit
your entire work, credibility or presentation

\ RS- . R a7

When in doubt, plot multiple versions for the data and pick
the visual that is most suited to stress the message or claim.

S

BT ; e —

D In STC, “numbers always speak louder
s “W S~

than words” . |
In the context of data validation, where applicable, apply R O s gttt N5

Fermi thinking to check if data is within a reasonable range. - M
g S W . Every time you complete a chart, ask the question at the end: So

What? If the answer does not link to your strategic objectives or goal,
than, either remove it from the deck or revise the chart to do so.

M A 2 ope ey 75,7 > oty

Source: Business Model Hackers; STC Toolkit
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Rules of Thumb

Persuasion cannot be achieved through long-
winded speeches and presentations.

There is no audience in the world that would ever
complain that your message was too easy to understand.

Always start with horizontal documents and then
convert to videos or vertical documents later.

3DF implies that story must be structured logically but
strategically enhanced with emotional and engaging content
and cues, which can be used to influence and maintain
engagement.

Source: Business Model Hackers; STC Toolkit
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You need to establish your presentation goal and strategic objectives
without wasting too much time on understanding your audience.

Think of the story as a series of individual messages that add
up to a full story. If we go back to the language analogy, we
can think of the words in a sentence as the vertical logic.

Follow the logic of your problem-solving skills to structure
and draft an effective presentation, thereby solving your
“problem.”
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Rules of Thumb

: M‘M —

Don’t make your presentation as a one-
sided brain activity

" csppeanEieE QW\MM >

- Let the quants drive your story, and always prioritize quantitative

slides over qualitative slides. Remember that numbers speak

- louder than words. 7
A I sy 7 -
z 5 & ST \

- T R 3 7
It is more important is establish your goal and strategic

objectives of the presentation than to waste too much
time understanding your audience

S »-“

Keep the number of main ideas you present in a
deck or story to five or less. >

g
e

The right and left sides of the brain need to be
tackled with 3DF.

. -W;w By 277

%;,\

Always work your way from the top and have the
visual in mind before you jump to data mining.

ey, f\ww@%s&— >

You need to keep your “ask” to a minimum in STC, no

matter what your purpose, goal or strategic objectives are.
mood.

'\fm_,,,mew R . > oo
'\—v—n—mzw Maacs PR i g
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Always try and keep your audience in a good

15,
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