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Thelab of tomorrow (lot) programmeisa newandeffectivewayto

engagethe private sector in delivering lasting solutions to the

SustainableDevelopment Goals (SDG): It offers development

organisationsa programmeand proven tools to catalysetailored,

innovative businessventures that addresslocal SDGchallenges.

Thismanual consolidatesthe extensiveexperiencethat DL½Ωǎlot

project team has gained in conducting 19 such sustainable

businessdevelopment programmesin collaboration with more

than 300 companies (as of February 2023). It provides

comprehensiveguidelinesand supporting materials that enable

other interested development organisations and projects to

conductlot programsin a self-directedmanner.
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Preface: a new and effective way to engage the private sector

sitemap

lab of tomorrowwebsite
For the latest updates on current, upcoming 
and past lot programmes and the resulting 
ventures, please check out our website.
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Programmeplanners 

Programmeimplementers 

The manual is written for programme 
planners and programme implementers. 
Look for the  following icons:

https://www.lab-of-tomorrow.com/
https://www.lab-of-tomorrow.com/
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Thereare plenty of different waysto successfullywork through your own

lab of tomorrow programme. Theproceduredescribedin this manual is an

idealised flow aimed at fostering new sustainablebusinesses. The lot

programme has four phases: 0_prepare, 1_understand, 2_ideate and

3_incubate. In chapter2 of this manual,we describethe required outputs

for eachprogrammephaseandthe defaultstepsfor reachingthem.

We have worked hard to make the descriptions in this manual as

comprehensiveas possible. Rememberthat dependingon your resources

and desired outputs, each programme is a bit different. Therefore,it is

crucialthat you do not blindly follow the procedureasdescribedbut adapt

it wherenecessaryto fit your requirements. Let the desiredoutput of each

programmephaseand workstreambe your guidingstars. Alwaysrefer to

them to judgeif you want to applya certain tool, skipa specificactivity or

add extra steps. Pleasefeel free to mix and match the methods in a way

that fits yourgoalsandworkingstyle.

With this in mind, the manualshouldprovideyou with everythingyou need

to implementyourown labof tomorrow programmesuccessfully.

Wehopethat the manualwill inspireyourwork asmuchasours.

ςThelot team

Getting started: modular approach 

sitemap
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get to know the lab of tomorrow programme

²Ƙŀǘ ȅƻǳΩƭƭ ƭŜŀǊƴ

Understand what the lab of tomorrowprogrammeis and how it 

creates SDGimpact through new business. Get an overview of the 

programmecontents, its design principles, the roles involved and 

the necessary resources.
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The lab of tomorrow is a businessdevelopment programme to

solve specific challengesin developing countries and emerging

economies. The programme inspires local and European

businessesto jointly createnew productsand servicesthat meet

local needs,guidedby DesignThinkingprinciplesand supported

by topic experts and the public sector. The results are viable

ventures owned and driven by the private sector that make a

strong,self-scalingcontribution to reachingthe SDGs.

Thereare ampleopportunitiesfor creativebusinesssolutionsthat

meet the twin objectives of lasting positive impact on the

SustainableDevelopmentGoals(SDGs)and profit generationfor

businesses. For example, have you heard about solar-powered

cooling systemsthat enable Ugandanmilk producers to access

moredistantmarkets,in exchangeof a shareof their extraprofits?

A digital tool for small-scalehealthserviceprovidersin Kenya,that

facilitates stock management and timely sourcing of quality

medication? Or a commercial mobile fruit drying and

programmeingunit, that enablesUgandanfarmers to turn about

25% of their previoussurplusfruit into cash?All these examples

have one thing in common: they were developed in lab of

tomorrow (lot) programmes.

Sustainablebusinessmodelsaddressdevelopmentchallengesin a

self-sustaining manner, yet they often ŘƻƴΩǘhappen on their

own. While some sourcesestimate that the SDGsrepresent a

market potential of 12 trillion USD, businessesare often unaware

of localneedsandcommercialopportunities. Thelab of tomorrow

programme changes this by identifying cases for sustainable

business and enabling private sector actors to tackle these

potentials.

YƛŎƪǎǘŀǊǘƛƴƎ ōǳǎƛƴŜǎǎ ŀƴŘ ŘŜǾŜƭƻǇƳŜƴǘ ƛƴ ŜƳŜǊƎƛƴƎ ƳŀǊƪŜǘǎ

back basics Kickstarting business and development in emerging markets sitemap

http://businesscommission.org/news/release-sustainable-business-can-unlock-at-least-us-12-trillion-in-new-market-value-and-repair-economic-system


The lab of tomorrow ς
places and topics February 2023
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COMPLETED

Zambia// Increasingtax
revenuesfrom SMEs

Kenya// Food not waste

Access to medicines

Preventionand control of
non-communicablediseases

Preventionof food lossesin 
the fishsector

Cambodia// Sustainable
garmentproduction
througheffectivelabour
inspections

Uganda // Access to
affordableand reliable 
energy

Egypt // More and better
skilledstaff for the tourism
sector

Thailand // Decreasing
plasticwaste

Mexico // Connectingsolar 
PV projects

Rwanda // Circularfood
systems

Balkan // Trust in cross-
bordere-commerce

Namibia //  Strengthen
Biodiversity

Ghana // Preventionand 
control of non-
communicablediseases

IN PROGRESS

Tunisia// Improvingenergy
efficiency

Advancedmanufacturing
for cleaner production

Serbia// Utilizationof
biogenicwaste

Nigeria // Public 
transportation& e-
commerce

Egypt // Circularpackaging
systems

24
ventures
preparing

marketentry

14
businesses

alreadyactive
in market

6,8 Mioϵ 

3rd party
investments

мф
ǊǳƴƴƛƴƎϧ 
ŎƻƳǇƭŜǘŜŘ
ǇǊƻƎǊŀƳƳŜǎ

322
companies
participated



Perspective of the lot programme initiator

The lab of tomorrowis your opportunity to activate the private sector for achieving lasting SDG impact. 

It has been the choice of donors and companies for solving development challenges all over the world.

Each lab of tomorrowprogramme takes about 9 months in total and starts with a development 

challenge. The results are market-based solutions, developed and operated by private sector companies.  

As initiator, you are typically not part of the emerging ventures, but benefit from their impact.

What is your role as an initiator?

Å You provide the initial spark: As the initiator, you kick off your lot programme by selecting the 

development challenge and target country.

Å You implement and steer the programme as project manager.

Å You provide the necessary financial and human resources for implementing the programme.

Å You investigate local unmet needs with business potential in conjunction with topic experts for your 

participants to tackle.

Å You provide business development services such as facilitated workshops and coaching, enabling the 

programme participants to create new ventures.

How do you benefit as an initiator?

Engage the private sector to solve development challenges!

Å Harness private sector resources ςinnovation capabilities, capacity, finance and skills ςfor the SDGs

Å Foster tailored, user-centric solutions that effectively address local development challenges, rather 

ǘƘŀƴ ΨŜȄǇƻǊǘƛƴƎΩ ǇǊŜ-defined solutions

Å Promote long-term SDG impact through sustainable business models, as opposed to short-term,  

project-based approaches

Å Expand your network and contribute to building a local innovation eco-system

Perspectiveof companiesjoining the lot programme

The lab of tomorrow is your opportunity to gain facilitated and de-risked access to emerging markets and new 

revenue sources together with new business partners! The ~ 6-month business development programmes are 

tailored for companies who seek to develop their business sustainably in emerging economies. The results are viable 

ventures owned and driven by you. Each programme tackles business cases with a distinct topical and regional focus. 

It enables you to co-create a new product or service by matching you with relevant local and international business 

partners. If your team is committed, you receive business development coaching and further support to bring your 

new venture to the local market.

What is your role as a company?

Å You create new products or services that tackle opportunities for sustainable business in interdisciplinary teams.

Å You develop working business models and a minimum viable product for piloting in the target market.

Å You own, implement and scale the venture independent of donor money.

Your benefits in the ~ 6-month lab of tomorrow programme include:

Gain facilitated and de-risked access to new markets and revenue sources!

Å Business case sourcing: In the run-up to each programme, the programme initiator identifies unmet needsthat 

offer cases for sustainable business for you to choose from. They typically do so by leveraging their own strong 

on-the-ground insights and local business experts.

Å Participant sourcing & matching: The initiator matches you with relevant local and international companies in 

interdisciplinary teams.

Å Business development coaching: As a team, you co-create a new product or service in an Ideation Sprint. The 

best business ideas benefit from a subsequent 4-month incubation program with state-of-the-art business 

development coaching and further added benefits.

Å Partner network access: Gain access to further business partners, investors, mentors and political partners from 

the worldwide lot network.

Creating shared value for lot programme initiators and participating companies

back basics Kickstarting business and development in emerging markets sitemap



Benefits for different stakeholder groups at a glance

Kickstarting business and development in emerging markets sitemapback basics

Lb±9{¢hw{

LƴǾŜǎǘƛƴ ǇǊƻƳǎƛƴƎ

ǾŜƴǘǳǊŜǎǿƛǘƘǇƻǎƛǘƛǾŜ 

ǎƻŎƛŀƭŀƴŘ

ŜƴǾƛǊƻƴƳŜƴǘŀƭ 

ƛƳǇŀŎǘǎ

COMPANIES & 

ENTREPRENEURS

Gainfacilitatedandde-

riskedaccessto new

marketsandrevenue

sources

CUSTOMERS & 

BENEFICIARIES

Benefitfrom new

productsor services, e.g. 

througheconomic, social

or other SDG-related

improvements

INITIATORS

Engagethe private 

sectorto solve

developmentchallenges

LOCAL PUBLIC 

SECTOR

Strengthen

cooperationwith

companies, attract

foreigninvestmentand

drive innovationin 

their country

TARGET GROUPS & 

VALUE 

PROPOSITIONS

What makesthe lot programmeeffective? It alignsthe valuesand

interests of businesses, governmental and non-governmental

development partners as well as customers and beneficiariesof

solutions, and therefore produces shared benefits for everyone

involvedin the programme. Thegraphicsummarisesbenefitsfor key

stakeholdergroups.
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Å 8-10 months time

Å 50% capacity of a responsible full-time expert managing and 
owning the programme over the course of the programme

Å 100-200 expert days of assistance through Design Thinking and 
Business Design facilitators. The exact amount of required expert 
days depends on a number of variables, including:

Å Internal availability of human resources within your own 
project for implementing the lab of tomorrow programme 

Å Strength of existing relevant private sector network of your 
project

Å Need for additional research on the development challenge 
and your target group(s)

Å The desired number of business solutions you would like to 
catalyse (typically 2-6). Note: a higher number of desired 
solutions increases the chance that at least one solution will 
persist in the market, but also increases programme costs.

Average requirements for programme implementation

Activation of 30 relevant companies from target 
sectors and geographies

Generation of 6 new product or service ideas tailored 
to the unmet needs of the target group(s)

1-2 new businesses make it to the market/ enter the 
market

Long-term, self-scaling SDG impact through the new 
businesses. Typical impacts include

Å Creation of new paid jobs

Å CO2 savings

Å Economic empowerment

Average programme results

Kickstarting business and development in emerging markets
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The lab of tomorrow programme at a glance

Programme overview

0_prepare

1_understand

2_ideate

3_incubate
view >

ǾƛŜǿ Ҕ

view >

0_preparethe lot programme: defininga generaldevelopmentchallengeand settingup the programme. This

also includesdefining KPIs,completing the implementing team, distributing roles and tasksand creating an

implementationplan.

1_understand opportunities for sustainablebusiness: uncoveringunmet needsof people affected by the

challengeand potential customersof solutions. Investigatingthe interestsand needsof all stakeholdersof the

chosendevelopmentchallengeis essentialfor this. Theseinsightsform the basisfor definingopportunitiesfor

sustainablebusinessand attracting suitablecompanieswith the ideal backgroundsand capabilitiesfor creating

solutionsto the identifiedunmetneeds.

2_ideatenew productsor servicesthat tackleunmet target groupneeds: the participatingcompaniesςoften

supportedby actorsfrom local public sector,civil societyand academiaςideate tailored businesssolutionsin

small, interdisciplinarygroups. This typically happensin an ΨIdeation SprintΩςan intense 3-4 day workshop

supportedby professionalfacilitators. At the end of the IdeationSprint,participantswill havecomeup with an

initial outline of their businessmodel.

3_incubate the most promising ventures emerging from the programme: after the Ideation Sprint,

participating teams can apply for incubation supportςi.e. for refining, testing, and ultimately piloting their

businessmodel in the target market, to ensure that they addressthe needsof their target customersin a

practicaland viableway. Typically,the incubationphasetakesabout 3-4 monthsand encompassescoachingfor

the teamsby BusinessDesignexpertsand might also includeadditional in-kind support. Theincubationphase

closeswith a pitch in front of investorsandfollow-up programmerepresentatives.

sitemapback basics



The lab of tomorrow programme at a glance

tǊƻƎǊŀƳƳŜ ƻǾŜǊǾƛŜǿ sitemapback basics

UNDERSTAND 
BUSINESS OPPORTUNITIES

3-MONTHS RESEARCH

SUSTAINABLE
BUSINESS

ACTIVITIES

Å The lab of tomorrow programme
initiators and their partners
identify opportunities for
sustainablebusinessin emerging
marketsthroughfield research

!/¢L±L¢L9{

Å/ƻƳǇŀƴƛŜǎ ŀǇǇƭȅŦƻǊōǳǎƛƴŜǎǎ
ƻǇǇƻǊǘǳƴƛǘƛŜǎƻŦǘƘŜƛǊŎƘƻƛŎŜŀƴŘ 
ŀǊŜƳŀǘŎƘŜŘƛƴƛƴǘŜǊŘƛǎŎƛǇƭƛƴŀǊȅϧ 
ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǾŜƴǘǳǊŜǘŜŀƳǎ

Å±ŜƴǘǳǊŜǘŜŀƳǎǎƪŜǘŎƘōǳǎƛƴŜǎǎ
ǎƻƭǳǘƛƻƴǎƛƴ ŀƴ ƛŘŜŀǘƛƻƴǎǇǊƛƴǘΣ 
ŀƛŘŜŘōȅǘƻǇƛŎŀƴŘ ōǳǎƛƴŜǎǎ
ƛƴƴƻǾŀǘƛƻƴŜȄǇŜǊǘǎ

ACTIVITIES

Å Venture teamsdevelopmarket-
readyproducts
or services, coachedby business
innovationexperts

Å Venture teamspilot their
solutionsin their target market
and found inter-company
ventures

IDEATE 
SOLUTIONS

4-DAYS WORKSHOP

INCUBATE 
BUSINESSES

3-TO-9-MONTHS COACHING

DEVELOPMENT
CHALLENGE

ACTORS

GIZ, topic experts, 
Design Thinkingexperts

ACTORS

Local& EU companies, topic experts, 
Design Thinkingexperts

ACTORS

Local& EU companies, investors, 
Business Design experts
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1. User focus: Understandingthe unmet needsof people or

organisationsaffected by a specific development challenge

and derivative business opportunities is the basis for

developingdesirablebusinesssolutions.

2. Co-creation: Co-creationrefers to the joint developmentof

new solutions and business models by the participating

companies. By bringing in a broad range of expertise and

perspectives, multi-stakeholder co-creation is a critical

enablerof innovation.

3. Prototyping: Solutionsare prototyped, testedandassessed

with target customersas early as possiblein the innovation

programmeto verify their desirability from a user point of

view, their technical feasibility and their economicviability.

Prototypingthusreducesmarketrisksanddevelopmentcosts.

4. Iteration: Solutionideasandbusinessmodelsare constantly

refinedin order to produceincreasinglymaturesolutions.

Methods & Mindsetsback basics sitemap

Introduction: key principles of the lab of tomorrow programme
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lab of tomorrow methods: Design Thinking

Methods & Mindsets

Additional Resources:
Design Thinking Mindset for Innovation -
HPI

How An Innovative Mindset Can Take 
You Somewhere Unexpected ςForbes 

Source: FreshworksStudio

5ŜǎƛƎƴ¢ƘƛƴƪƛƴƎƛǎŀǇǊƻŎŜǎǎŦƻǊŎǊŜŀǘƛǾŜǇǊƻōƭŜƳǎƻƭǾƛƴƎΦ5ŜǎƛƎƴ¢ƘƛƴƪŜǊǎƭƻƻƪŀǘǇǊƻōƭŜƳǎǘƘǊƻǳƎƘǘƘŜƭŜƴǎƻŦǘƘƻǎŜŀŦŦŜŎǘŜŘŀƴŘ

ǘƘǳǎǇǳǘǘƘŜƳǎŜƭǾŜǎƛƴǘƘŜǊƻƭŜƻŦǘƘŜǳǎŜǊǿƘŜƴǎƻƭǾƛƴƎǇǊƻōƭŜƳǎΦ¢ƘŜȅƛŘŜŀǘŜŘƛŦŦŜǊŜƴǘǎƻƭǳǘƛƻƴƛŘŜŀǎŀƴŘǾŀƭƛŘŀǘŜǘƘŜǎŜǘƘǊƻǳƎƘŀ

ŎƻƴǎǘŀƴǘŎȅŎƭŜƻŦǇǊƻǘƻǘȅǇƛƴƎŀƴŘǘŜǎǘƛƴƎǿƛǘƘǘƘŜƛǊǘŀǊƎŜǘǳǎŜǊǎΦ!ƭƻƴƎǘƘŜǇǊƻƎǊŀƳƳŜƻŦƴŜǿǎƻƭǳǘƛƻƴŘŜǾŜƭƻǇƳŜƴǘΣ5ŜǎƛƎƴ¢ƘƛƴƪƛƴƎ

ƻŦŦŜǊǎǳǎŀǿŜŀƭǘƘƻŦǘƻƻƭǎŀƴŘƳƛƴŘǎŜǘǎΦ

5ŜǎƛƎƴ¢ƘƛƴƪƛƴƎƘŜƭǇǎǳǎǘƻ

Å .ŜǘǘŜǊǳƴŘŜǊǎǘŀƴŘǘƘŜǳƴƳŜǘƴŜŜŘǎƻŦǘƘŜǇŜƻǇƭŜǿŜŀƛƳǘƻŎŀǘŜǊƴŜǿǎƻƭǳǘƛƻƴǎǘƻ

Å /ǊŜŀǘŜƴŜǿǎƻƭǳǘƛƻƴǎǘƘŀǘŀǊŜŘŜǎƛǊŀōƭŜŦƻǊǘƘŜƛǊǘŀǊƎŜǘŎǳǎǘƻƳŜǊǎ

Å wŜŘǳŎŜǘƘŜǊƛǎƪŀǎǎƻŎƛŀǘŜŘǿƛǘƘƭŀǳƴŎƘƛƴƎƴŜǿƛŘŜŀǎΣǇǊƻŘǳŎǘǎΣŀƴŘǎŜǊǾƛŎŜǎΦ

In chapter 2 of this manual, placed at the 
beginning of each lot programme phase you 
will find a short mindset introduction. These 
are designed to help you understand why a 
specific mindset is helpful for this phase and 
how to apply it.

https://hpi-academy.de/design-thinking/design-thinking-mindset-for-innovation.html
https://www.forbes.com/sites/janinemaclachlan/2021/07/21/how-an-innovative-mindset-can-take-you-somewhere-unexpected/?sh=2ffc74c437a0
https://freshworks.io/design-thinking-process/
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lab of tomorrow methods: Business Design

DesignThinkingisa powerfulmethodfor creatingnew solutions

that are desirable for their target customers. But ideating a

desirableproduct or service is just the first step. To make a

solutionwork sustainably,it must alsobe technicallyfeasibleto

produceand deliver and financiallyviable for stakeholders. To

achievethis,we usethe BusinessDesignmethod.

BusinessDesignis the applicationof DesignThinkingprinciples

to businessdevelopment.

Business Designers design all the components of a new

venture ςfrom identifying customer segmentsto creating a

minimum viable product and understandingthe price people

arewilling to payςusingDesignThinkingtoolsandmindsets.

Å Createa minimumviableproductfast

Å De-riskbusinessdevelopment

Å Achievea maturebusinessmodelfast

aŜǘƘƻŘǎ ϧ aƛƴŘǎŜǘǎ

DESIRABILITY

VIABILITY FEASIBILITY

SUSTAINABLE 
BUSINESS 
MODELS



Throughoutthe lot programmeyou will apply the diamondmodel,wherebyyou switch

between two modes: the divergent mode, which is all about openly exploring

possibilitieswithout judgement; and the convergent mode, where you evaluate the

informationgatheredandmakeselectionsanddecisions.

In the caseof the lot programme, we gothroughthe diamondmodelthree times:

(1) UNDERSTANDphase: explore the problem space. Divergeby discoveringunmet

needsand perspectivesrelated to your problem. Convergeby breakingdown the

information you havegatheredand definingopportunitiesfor sustainablebusiness.

(2) IDEATEphase: openup the solutionspace. Divergeby ideatingsolution ideas(a lot

of them!) and converge through prototyping, testing and iterating the most

promisingsolutionideas.

(3) INCUBATEphase: designthe idealbusinessmodelaroundthe chosensolution idea.

Divergeby exploringdifferent options for eachbusinessmodel componentςfrom

customersegments,offering and value proposition to revenuemodel, pricing and

distribution channels. Convergethrough prototyping, testing and iterating each

component.

back ōŀǎƛŎǎ

lab of tomorrow mindset: divergent and convergent thinking 

Problem Space Solution Space

UNDERSTAND INCUBATEIDEATE

sitemapMethods & Mindsets
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lab of tomorrow mindset: problem space and solution space

¢ƘŜƭƻǘǇǊƻƎǊŀƳƳŜŎŀƴōŜŘƛǾƛŘŜŘƛƴǘƻǘǿƻƳŀƧƻǊǎǇŀŎŜǎςǘƘŜǇǊƻōƭŜƳǎǇŀŎŜŀƴŘǘƘŜ

ǎƻƭǳǘƛƻƴǎǇŀŎŜΦ9ŀŎƘǊŜǉǳƛǊŜǎƛǘǎƻǿƴŘƛǎǘƛƴŎǘƳƛƴŘǎŜǘΦ

¢ƘŜǇǊƻōƭŜƳǎǇŀŎŜŦŀƭƭǎƛƴǘƻǇƘŀǎŜмς¦b59w{¢!b5ŀƴŘƛǎŀƭƭŀōƻǳǘƛŘŜƴǘƛŦȅƛƴƎǳƴƳŜǘ

ƴŜŜŘǎǘƘŀǘƻŦŦŜǊƻǇǇƻǊǘǳƴƛǘƛŜǎŦƻǊǎǳǎǘŀƛƴŀōƭŜōǳǎƛƴŜǎǎǎƻƭǳǘƛƻƴǎΦIŜǊŜΣǿŜŘƛƎŘŜŜǇǘƻ

ǳƴŘŜǊǎǘŀƴŘǘƘŜǊƻƻǘŎŀǳǎŜǎƻŦƻǳǊŎƘŀƭƭŜƴƎŜΦ²ŜǘŀƭƪǘƻǇŜƻǇƭŜŀŦŦŜŎǘŜŘǘƻŜƳǇŀǘƘƛǎŜ

ǿƛǘƘǘƘŜƳΣŎƻƭƭŜŎǘŘŀǘŀŀƴŘŀƴŀƭȅǎŜŦƛƴŘƛƴƎǎΦ²ŜŘŜŦŜǊǇǊŜƳŀǘǳǊŜƧǳŘƎŜƳŜƴǘǎŀƴŘǎǘŀȅ

ŎǳǊƛƻǳǎΦ¢ƘŜƛƴǎƛƎƘǘǎƭŜǘǳǎŦǊŀƳŜƻǇǇƻǊǘǳƴƛǘƛŜǎŦƻǊǎǳǎǘŀƛƴŀōƭŜōǳǎƛƴŜǎǎΦ

¢ƘŜǎƻƭǳǘƛƻƴǎǇŀŎŜŦŀƭƭǎƛƴǘƻǇƘŀǎŜǎнςL59!¢9ŀƴŘоςLb/¦.!¢9ΦhƴƭȅǿƘŜƴŜƴǘŜǊƛƴƎ

ǘƘŜǎƻƭǳǘƛƻƴǎǇŀŎŜΣǿŜǘƘƛƴƪŀōƻǳǘƘƻǿǘƻǎƻƭǾŜƻǳǊŎƘŀƭƭŜƴƎŜŀƴŘƭŜǾŜǊŀƎŜǘƘŜ

ƻǇǇƻǊǘǳƴƛǘƛŜǎŦƻǊǎǳǎǘŀƛƴŀōƭŜōǳǎƛƴŜǎǎΦLƴǘƘƛǎǎǇŀŎŜΣǘƘŜǇŀǊǘƛŎƛǇŀƴǘǎƻŦǘƘŜƭƻǘ

ǇǊƻƎǊŀƳƳŜƎŜƴŜǊŀǘŜǎƻƭǳǘƛƻƴǎƛŘŜŀǎŀƴŘƳŀƪŜǘƘŜƳǘŀƴƎƛōƭŜŀǎŦŀǎǘŀǎǇƻǎǎƛōƭŜǘƘǊƻǳƎƘ

ǇǊƻǘƻǘȅǇŜǎƛƴƻǊŘŜǊǘƻǘŜǎǘǘƘŜƳǿƛǘƘǘŀǊƎŜǘǳǎŜǊǎŀƴŘǎǘŀƪŜƘƻƭŘŜǊǎΦ

Problem Space Solution Space

UNDERSTAND INCUBATEIDEATE

sitemapMethods & Mindsets
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get to know the lab of tomorrow programme
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wƻƭŜǎ ƛƴ ǘƘŜ ƭŀō ƻŦ ǘƻƳƻǊǊƻǿ ǇǊƻƎǊŀƳƳŜΥ ŀƴ ƛƴǘǊƻŘǳŎǘƛƻƴ

Thelab of tomorrow is a complexmulti-stakeholderprogramme. In this section, you will learnwhichdifferent roles

and responsibilitiesexist. We differentiate four broad categories: programmeimplementers, supportingpartners,

participantsandcustomers& beneficiaries.

Roles

Study this section carefully to avoid 
confusion in the programme team 
and among stakeholders throughout 
the programme.

PROGRAMME TEAM

PARTICIPANTS

SUPPORTING PARTNERS

CUSTOMERS & BENEFICIARIES

tŀȅ ŦƻǊ 
ǎƻƭǳǘƛƻƴǎ

Provide 
solutions

Create business 
solutions & impact

Provides 
opportunities 
& programme

Support

Support



Overview of roles

Roles

tǊƻƎǊŀƳƳŜƭŜŀŘ

Facilitators(Design Thinking & 
Business Design experts)

Subject matter experts
(optional)

Political partners

Topic experts

Funding partners(optional)

(3) Participants

Local and European company

representatives and entrepreneurs

working in interdisciplinary venture

teams of 4-6 people to co-create

sustainablebusinessmodelsduring the

IdeationSprintandIncubationphases.

(2) Supporting partners

Helpto makethe programmea lasting

success. Supporting partners may

assumeone or severalpartner roles;

some organisationsmay also act as

both participantsandpartners.

όмύ tǊƻƎǊŀƳƳŜ ǘŜŀƳ

WƻƛƴǘƭȅǎǘŜŜǊǎŀƴŘƛƳǇƭŜƳŜƴǘǎǘƘŜ

ǇǊƻƎǊŀƳƳŜΦ¢ƘƛǎƳŀƴǳŀƭƛǎǿǊƛǘǘŜƴŦƻǊ

ǇǊƻƎǊŀƳƳŜƛƳǇƭŜƳŜƴǘŜǊǎΦ ¢ƘŜŎƻǊŜ

ƛƳǇƭŜƳŜƴǘƛƴƎǘŜŀƳƛƴŎƭǳŘŜǎŀǇǊƻƎǊŀƳƳŜ

ƭŜŀŘŀƴŘǎŜǾŜǊŀƭŦŀŎƛƭƛǘŀǘƻǊǎΦ

Venture teams

sitemapback basics

Follow-up partners(investors, 
incubators, accelerators)

Customers

.ŜƴŜŦƛŎƛŀǊƛŜǎ

(4) Customers & beneficiaries

Potential customers are willing to pay for

solutions to the challenge. Beneficiaries

benefit from solutions to the challenge.

While each customer is also a beneficiary,

other beneficiaries may receive positive

effects from solutions without paying

themselves.



PROGRAMME TEAM

back sitemap

Programme lead
(typicallyinitiator)

Facilitators

Implement the programme for the  programme lead: 
Å conduct research to identify opportunities for 

sustainable business 
Å facilitate the Ideation Sprint
Å coach the participant teams during Incubation

{ǘŜŜǊǎ ŀƴŘ ƳŀƴŀƎŜǎ ǘƘŜ ǇǊƻƎǊŀƳƳŜΥ
ÅtǊƻǾƛŘŜǎ ƻǊ ŎƻƴǘǊŀŎǘǎ ŦŀŎƛƭƛǘŀǘƻǊǎ ό5ŜǎƛƎƴ ¢ƘƛƴƪƛƴƎ ϧ 
.ǳǎƛƴŜǎǎ 5ŜǎƛƎƴ ŜȄǇŜǊǘǎύ

ÅƳŀƴŀƎŜǎ ǇǊƻƎǊŀƳƳŜ ǎǘŀƪŜƘƻƭŘŜǊǎ
ÅŀŎǉǳƛǊŜǎ ŎƻƳǇŀƴƛŜǎ ŀƴŘ ŜƴǘǊŜǇǊŜƴŜǳǊǎ

basics Roles

PARTICIPANTS

Companies & entrepreneurs

SUPPORTING PARTNERS

Political partners

CǳƴŘƛƴƎǇŀǊǘƴŜǊǎ

Topic experts

Follow-up partners

CUSTOMERS & BENEFICIARIES

Individuals, organisationsor
governments

Pay for 
solutions

Provide 
solutions

Manages wŜǇƻǊǘ

Create business 
solutions & impact

Provides 
opportunities 
& programme

Create and own new business solutions
Å Generate solutions at ideation sprint
Å Refine solutions during incubation phase
Å Bring solutions to the market and scale them 

independently

Buy and benefit from new 
solutions

Provide political backing

Provide topic expertise

Provide financial or in-kind 
support to the programme

LƴǾŜǎǘ ƛƴ ōǳǎƛƴŜǎǎ ǎƻƭǳǘƛƻƴǎ 
ǿƛǘƘ ŦƛƴŀƴŎƛŀƭ ƻǊ ƛƴπƪƛƴŘ 
ǊŜǎƻǳǊŎŜǎ

Support

Support



Overview of roles

Roles sitemapback ōŀǎƛŎǎ

Programme team

Participants

Supportingpartners

Customers

Venture team members

Topic experts

Follow-up partners

CǳƴŘƛƴƎǇŀǊǘƴŜǊǎόƻǇǘƛƻƴŀƭύ

Political actors

Programme lead

Facilitators

Beneficiaries

Customers & beneficiaries

People or organisationsaffectedby the challengewilling to
payfor solutionsto the challenge

People or organisationsaffectedby the challengewho would
benefit from solutions

/ƻƳǇŀƴƛŜǎ ƻǊŜƴǘǊŜǇǊŜƴŜǳǊǎǿƛƭƭƛƴƎǘƻŎƻπŎǊŜŀǘŜǎƻƭǳǘƛƻƴǎƻǘ
ǘƘŜŎƘŀƭƭŜƴƎŜƛƴ ǾŜƴǘǳǊŜǘŜŀƳǎ

Actorswho maysupportthe ventureteamswith investments
or in-kind services

Actors who maysupport the lot programme with fundsor in-
kind services

Expertsin the field of the challengewho cancontribute to
understandingthe challengeandits businesspotentials

Public sectoractorswho providepoliticalbackingfor the
programme 

The projector indvidualowningand steeringthe lot
programme

CATEGORY ROLE 59{/wLt¢Lhb
EXAMPLE 

lot 11 ςtackling non-comunicablediseasesin Ghana

Design Thinkingand Business Design expertsimplementingthe
lot programme

Potential customersincludedpatients, pharmacies, hospitals, 
medicalcompaniesandgovernmentinstitutions

People at riskof fallingill with non-communicablediseases, 
patients, medicalprofessionals, etc.

Seedstars, GreenTecCapital Partners, Impacc, Bayer Grants 4 Apps, 
Boehringer Ingelheim Making moreHealthandmanymore

Development cooperationprojectsworkingin the field of non-
communicablediseases, foundations, etc.

Expertsfrom publichealth institutions, healthpractitionerssuch as
pharmacists, doctorsandnurses, patient associations, NGOs, etc.

DƘŀƴŀ aƛƴƛǎǘŜǊȅƻŦIŜŀƭǘƘΣ DƘŀƴŀ bŀǘƛƻƴŀƭ IŜŀƭǘƘLƴǎǳǊŀƴŎŜ 
{ŎƘŜƳŜΣ ŜǘŎΦ

GIZprojectα{ǘǊŀǘŜƎƛŎ PartnershipTechnology in AfricaάΣ DL½ project
αDƘŀƴŀ IŜŀǊǘ LƴƛǘƛŀǘƛǾŜά

Design ThinkingGhana Hub

Novartis, Cardiolyse, PharmAccess, Cerner, Bayer, Boehringer, 
EmenaPharmacyGhana, Triggerise, Lecturioandmanymore

Subjectmatter experts
(optional)

Expertswho helpguidethe implementingteamwith
challenge-relatedexpertisethroughoutthe programme

Twomedicalprofessionalswith distinguishedon-the-groundhealth
systemexperienceand strong networks



Programmelead

The person with overall responsibility for the lab of 

tomorrow programme.

tǊƻƎǊŀƳƳŜ ǘŜŀƳ

basics

Theprogrammeleadtypicallyis a staff memberof a developmentorganisationwho seeksinnovativesolutionsto a specific

local developmentproblem. They lead the organisationof the lot programme,includingthe definition of the challenge,

provisionof facilitatorsand communicationwith all stakeholders. Theprogrammelead typically investsabout 50%of their

workingtime overa periodof about8-10monthsfor the lot programme. Additionalsupportby other staff might be required

in busytimessuchasthe acquisitionof participantsand the run-up to the IdeationSprint. Factorsinfluencingthe workload

arethe numberof ventureteamsthat enter incubationandthe extent to whichtasksareoutsourcedto facilitators.

Roles

Facilitators

The group of people responsible for the 

methodological conduct and implementation of the 

programme.

Facilitatorsare a team of consultantsprovidedor hired by the programmelead. Theyare expertsin BusinessDesignand

DesignThinkingand should also by proficient in project management. In practice, the programmelead often enters a

contract with a single agency which sub-contracts associated consultants. Ideally, one agency should assist the

entire lot programme,andfrom the IdeationSprinton, oneconsultantshouldsupporteachventureteam. Coretasksof the

facilitatorsincludeconductingqualitativefield research,implementingthe IdeationSprint,andcoachingthe venture teams

duringthe Incubationphase. Dependingon the programmeƭŜŀŘΩǎbudgetandcapacity,facilitatorsmayalsosteerthe overall

projectmanagement,andhelp to definethe developmentchallenge.

Theprogrammeleadmayalsohire consultantswho are expertsin the developmentchallengethat the lot programmeaims

to address. Areasof expertise may include knowledgeof local markets, technologicalpossibilities,legislation,cultural

circumstances,and local language. Theexpertmayhelp to define the challenge,assistin conductingresearchor advisethe

ventureteamsduringthe IdeationSprintandIncubationphase. Contractinga subjectmatter expert isoptionalanddepends

on the humanresourcesalreadyavailablein the implementingteam.

Subject matter experts (optional)

Contracted expert(s) with profound challenge-related 

expertise.

ōŀŎƪ sitemap



Supporting partners

back sitemapbasics wƻƭŜǎ

Topic experts

Expert(s) with profound challenge-related expertise.

Topicexpertsare individualswith outstandinginsightsin the field of the challenge. Theytypicallystemfrom academia,the

publicsector,NGOs,civil societyorganisationsor companyassociations. Theymaycontribute in oneor moreof the following

ways:

ÅParticipatein the ChallengeFramingWorkshopto shapethe focusof the lab of tomorrow programmetogether with

other topic experts

ÅBecomeinterviewpartnersto provideexpertiseto deepenthe lotǘŜŀƳΩǎunderstandingof the challenge

ÅBecomefeedbackproviders to support the venture teams with dedicatedexpertise,e.g. in legal matters, market

knowledge,etc.

ÅConductresearchfor the lot programmeon a topic specifiedby the lot team.

Political partners

Actors or entities providing political backing for the 

programme.

Political partners are local and international public sector actors with a shared interest in addressingthe development

challenge. Theymay facilitate the programmethrough their network and provide important information on the policyand

regulatorycontextof potential solutions.



Supporting partners

back ǎƛǘŜƳŀǇbasics Roles

Participate in the
Challenge Framing 
Workshop

Become interview 
partner

Shape the focus of 
the lab of tomorrow 
programme together 
with other topic 
experts.

Provide expertise to 
deepen the lot 
ǘŜŀƳΩǎ 
understanding of 
the challenge.

Investigate a topic 
specified by the lot 
team.

.ŜŎƻƳŜ ŦŜŜŘōŀŎƪ 
ǇŀǊǘƴŜǊ

Provide expertise to 
help the venture 
teams create 
impactful solutions.

Conduct research 
for the lot 
programme

3-4h workshop 1-2h interview 30 minutes per 
feedback session

Depending on scope 
of assigment

1 н 3 4

Opportunities for topic experts

Expert(s) with profound challenge-related expertise.



Supporting partners

back sitemapōŀǎƛŎǎRoles

Follow-up partners

Parties who may offer continued technical or financial 

support to the emerging venture teams after the end 

of the programme.

Follow-up partnersarecritical to facilitate the actualimplementationof sustainablebusinessmodelsbecausethe typical lot

programmeendsat a rather earlystageof businessdevelopment. Theymayinclude:

ÅIncubator,accelerator,and similarprogrammeshelpingventure teamsto bridge the gapbetweenan early stageand

fully operationalbusiness,e.g. throughadvice,networks,andseedcapital

ÅInvestorsprovidingthe financialmeansthat ventureteamsneedto scaletheir businessoperations

Funding partners (optional)

Parties interested in co-financing the programme ς

either with financial or with in-kind resources.

Fundingpartnerssharethe programmeƭŜŀŘΩǎinterest in finding solutionsto the developmentchallengeand are willing to

providefinancialsupportor in-kindsupportto the programme. Motivatorsfor fundingpartnersinclude

Åcontributingto solvingthe developmentchallenge(SDGimpact)

Åinfluencingthe framingof the challenge

Åpromotingtheir own productsor services(e.g. if providedasin-kindresources)

Åfosteringventurestheymayinvestin.

Fundingpartnersof past lot programmesincludecompanies,politicalorganisations,andfoundations.



Supporting partners

back sitemapbasics Roles

Opportunities for funding partners

Parties interested in co-financing the programme ς

either with financial or with in-kind resources.

Co-fund programme Support programme with 
in-kind services

Take over a certain 
percentage of the overall 
programme costs or cover 
selected costs.

tǊƻǾƛŘŜ ƴƻƴπŦƛƴŀƴŎƛŀƭ 
ǊŜǎƻǳǊŎŜǎ ǘƘŀǘ ŦŀŎƛƭƛǘŀǘŜ 
ǇǊƻƎǊŀƳƳŜ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴΦ

Provide non-financial 
resources to one or more 
individual ventures ς
WITHOUT earning shares of 
those ventures.

Support venture teams 
with funds

Provide money to one or 
more individual ventures ς
WITHOUT earning shares of 
those ventures.

Support venture teams 
with in-kind services

E.g. cover 20 % of 
programme costs or 
covering Sprint venue 
costs

E.g. host the Ideation 
Sprint in own facility

9ΦƎΦ ǇǊƻǾƛŘŜ млΦллл ϵ 
per venture team

9ΦƎΦ ǇǊƻǾƛŘŜ ǿŜō 
ŘŜǾŜƭƻǇƳŜƴǘ ǎŜǊǾƛŎŜǎ

1 2 3 4

Å contribute to solving the 
development challenge (SDG 
impact)

Å influence framing of the 
challenge

Å foster ventures they may invest 
in

Å Foster ventures they could 
market their own products or 
services to

Å contribute to solving the 
development challenge (SDG 
impact)

Å influence framing of the 
challenge

Å promote their own products or 
services (e.g. if provided as in-
kind resources)

Å foster ventures they may invest 
in

Å foster ventures they could 
market their own products or 
services to

Å contribute to solving the 
development challenge (SDG 
impact)

Å foster ventures they may invest 
in

Å Foster ventures they could 
market their own products or 
services to

ÅŎƻƴǘǊƛōǳǘŜ ǘƻ ǎƻƭǾƛƴƎ ǘƘŜ 
ŘŜǾŜƭƻǇƳŜƴǘ ŎƘŀƭƭŜƴƎŜ ό{5D 
ƛƳǇŀŎǘύ

ÅǇǊƻƳƻǘŜ ǘƘŜƛǊ ƻǿƴ ǇǊƻŘǳŎǘǎ ƻǊ 
ǎŜǊǾƛŎŜǎ όŜΦƎΦ ƛŦ ǇǊƻǾƛŘŜŘ ŀǎ ƛƴπ
ƪƛƴŘ ǊŜǎƻǳǊŎŜǎύ

ÅŦƻǎǘŜǊ ǾŜƴǘǳǊŜǎ ǘƘŜȅ Ƴŀȅ ƛƴǾŜǎǘ 
ƛƴ

ÅŦƻǎǘŜǊ ǾŜƴǘǳǊŜǎ ǘƘŜȅ ŎƻǳƭŘ 
ƳŀǊƪŜǘ ǘƘŜƛǊ ƻǿƴ ǇǊƻŘǳŎǘǎ ƻǊ 
ǎŜǊǾƛŎŜǎ ǘƻ



Venture teams

Interdisciplinary, international teams of programme 

participants who co-create a sustainable business 

model that addresses the development challenge (or 

one of its business opportunities) during the Ideation 

Sprint and Incubation phase.

Participants

back sitemapbasics Roles

!ǘǘǊŀŎǘƛƴƎǘƘŜǊƛƎƘǘǇǊƛǾŀǘŜǎŜŎǘƻǊǇŀǊǘƛŎƛǇŀƴǘǎƛǎŎǊǳŎƛŀƭŦƻǊƳŀƪƛƴƎǘƘŜƭƻǘǇǊƻƎǊŀƳƳŜŀǎǳŎŎŜǎǎΦtǊŜŦŜǊǊŜŘ

ǇǊƛǾǘŜǎŜŎǘƻǊōŀŎƪƎǊƻǳƴŘǎƛƴŎƭǳŘŜōǳǎƛƴŜǎǎŘŜǾŜƭƻǇƳŜƴǘΣƻǇŜǊŀǘƛƻƴǎΣƛƴƴƻǾŀǘƛƻƴŀƴŘǊŜǎŜŀǊŎƘϧŘŜǾŜƭƻǇƳŜƴǘΦ

¢ƘŜȅ ǎƘƻǳƭŘ ōǊƛƴƎΥ

ÅLŘŜŀǎƻǊŜȄƛǎǘƛƴƎǎƻƭǳǘƛƻƴǎǿƘƛŎƘŎŀƴōŜŀŘŀǇǘŜŘǘƻōŜǇŀǊǘƻŦǘƘŜǎƻƭǳǘƛƻƴǘƻōŜŘŜǾŜƭƻǇŜŘόŜΦƎΦнŀŎǘƻǊǎǇŜǊ

ǾŜƴǘǳǊŜǘŜŀƳǿƛǘƘǎǳŎƘύ

ÅhǘƘŜǊ/ŀǇŀōƛƭƛǘƛŜǎΣǊŜǎƻǳǊŎŜǎΣŀƴŘƴŜǘǿƻǊƪǎŦƻǊōǊƛƴƎƛƴƎǘƘŜǎƻƭǳǘƛƻƴǘƻǘƘŜƳŀǊƪŜǘόǘƘŜǎǳǇǇƻǊǘǇǊƻǾƛŘŜŘƛƴ

ǘƘŜƛƴŎǳōŀǘƛƻƴǇƘŀǎŜƻŦǘƘŜǇǊƻƎǊŀƳƳŜƛǎǘȅǇƛŎŀƭƭȅƴƻǘŦƛƴŀƴŎƛŀƭύ

Å/ƻƳƳƛǘƳŜƴǘǘƻƛƴǾŜǎǘǘƛƳŜŀƴŘǊŜǎƻǳǊŎŜǎŦƻǊŎǊŜŀǘƛƴƎŀƴŜǿōǳǎƛƴŜǎǎƳƻŘŜƭŀƴŘōǊƛƴƎƛƴƎƛǘǘƻƳŀǊƪŜǘ

ÅhǇŜƴƴŜǎǎǘƻŎƻπŎǊŜŀǘƛƻƴƻŦƴŜǿǎƻƭǳǘƛƻƴǎόǘƘŀǘƳŀȅŘŜǾƛŀǘŜŦǊƻƳǘƘŜƛǊŜȄƛǎǘƛƴƎǎƻƭǳǘƛƻƴŀǇǇǊƻŀŎƘŜǎύ

Å!ƴŜƴǘǊŜǇǊŜƴŜǳǊƛŀƭƳƛƴŘπǎŜǘŀƴŘƘŀƴŘǎπƻƴŀǘǘƛǘǳŘŜ

Å5ŜŘƛŎŀǘƛƻƴǘƻǎǳǎǘŀƛƴŀōƛƭƛǘȅ

ÅLŘŜŀƭƭȅΣǎǳŦŦƛŎƛŜƴǘŘŜŎƛǎƛƻƴǇƻǿŜǊǿƛǘƘƛƴǘƘŜƛǊƻǿƴƻǊƎŀƴƛǎŀǘƛƻƴ

Å Each venture team should include 4 to 6 participants who arecommitted to creating new sustainable business solutions 

and bring in relevant expertise and resources.

Å The venture team members should consist of an even mix of local and EU actors.

Å There should never be more than 1 representative from the same organisationin each team.

Å At least two thirds of the venture team members should be from the private sector.

Å Ideally, include at least one entrepreneur and / or start-up business representative per venture team. This increases the 

likelihood of sustained commitment after the Ideation Sprint.

Å Non-private sector venture team members might stem from the public sector, relevant NGOs, academia, etc.



Customers

Parties interested in buying business solutions 

emerging from the lot programme.

Customers & beneficiaries

Customersenter into a direct commercial transaction with businessesemerging from the lot programme. In practice,

customerscanbe

Åindividualconsumersof solutions(B2Cmarket)

Åcompanies(B2Bmarket)

Åpolitical institutionsseekinga solutionthat contributesto the SDGsςfor example,innovationsthat stimulateeconomic

growth,caterto underservedclients,or delivera broaderpublicgood(e.g. reducingplasticwaste).

Involvingpotential customerswhen definingbusinessopportunitiesand for testing early solution ideashelpsensurethat

businesssolutionsaredemand-orientedandviable.

back sitemapōŀǎƛŎǎRoles

Beneficiaries

Actors ultimately benefitting from business solutions 

emerging from the lot programme.

Beneficiariesultimately benefit from the businesssolutions, in line with SDGtargets. Although each customer is also a

beneficiary,beneficiariesmust not be the direct customersof solutions. They may also receive positive effects of the

solutionsindirectly.



learn how to implement the lab of tomorrowprogramme

²Ƙŀǘ ȅƻǳΩƭƭ ƭŜŀǊƴ

This chapter is a manual for the lab of tomorrowprogramme. It 

guides you through the four programmephases and explains all 

necessary workstreams and activities. Follow the manual to 

implement your own lab of tomorrow programmein a self-

directed manner!

Set up Programme0_prepare

мΦм 5ŜǾŜƭƻǇ .ǳǎƛƴŜǎǎ hǇǇƻǊǘǳƴƛǘȅ IȅǇƻǘƘŜǎŜǎ

1.2 Conduct Research

1.3 Define Business Opportunities

2.1 Acquire Supporting Partners

2.4 Prepare & Conduct GFM

1_understand

3_incubate

3.1 Prepare Incubation

оΦн {ǳǇǇƻǊǘ .ǳǎƛƴŜǎǎ 5ŜǎƛƎƴ

3.3 Support Market Pilot

view >

view >

2.3 Prepare Ideation Sprint

2.2 Acquire Participants

2_ideate
view >

/ƘŀǇǘŜǊ н ςtǊƻƎǊŀƳƳŜ

2.5 Conduct Ideation Sprint



the lab of tomorrowprogramme

Tutorial

sitemap



How to use the programmemanual: structure
¢ƘŜ ƭƻǘ ǇǊƻƎǊŀƳƳŜƘŀǎ п ǇƘŀǎŜǎΥ лψǇǊŜǇŀǊŜΣ мψǳƴŘŜǊǎǘŀƴŘΣ нψƛŘŜŀǘŜ ŀƴŘ 
оψƛƴŎǳōŀǘŜΦ

Each phase comprises one or more 
workstreams. Each workstream consists 
of a number of activities.

sitemap

Phase

Workstreams

Activities

back



Iƻǿ ǘƻ ǳǎŜ ǘƘŜ ǇǊƻƎǊŀƳƳŜƳŀƴǳŀƭΥ ǎǘǊǳŎǘǳǊŜ

We have included charts to visualize the 
programme. The overview chart lets you 
view the programmeon phase and 
workstream level.

In each phase you find a more detailed 
chart that lets you view the workstreams 
and activities within the phase.

sitemap

The colourfularrows below the chart 
illustrate which actors are predominantly 
active at different stages of the programme.

back



back 1 understand

1-3 months

1_understand

Make sure that the whole project team is on 

the same page and has similar expectations 

of the process when going into the 

Understand phase. 

sitemap

PRO
CESS

1_understand

What you will need:

ÅGeneral idea of the development challenge you want to 

tackle

ÅA project team with clearly defined roles

ÅProject plan

Purpose:

ÅExplore your challenge and create alignment in the 

implementing team

ÅIdentify unmet needs of your target user groups and 

constraints for business creation

ÅDefine actionable sub-challenges that can be tackled by the 

participating teams in the Ideation Sprint

ÅAcquire strong participants eager to tackle the challenge by 

co-creating business solutions

ÅAcquire relevant supporting partners for your process

During the UNDERSTAND phase you will: (1) frame your challenge, (2) conduct research and (3) define sub-challenges for the Ideation 

Sprint.

Overview

How to use the programmemanual: phase level

ǎƛǘŜƳŀǇ

Timeframe

SIDESTRIP ELEMENTS ON THIS LEVEL INCLUDE:

Options

Success Factors

Links

Overview of the phase 
contents

Description of the 
purpose and 
prerequisites for the 
phase

{ƛŘŜ ōŀǊ ǿƛǘƘ 
ŀŘŘƛǘƛƻƴŀƭ ƛƴŦƻǊƳŀǘƛƻƴ

At the phase level, we have 
ŀŘŘƛǘƛƻƴŀƭƭȅ ƛƴŎƭǳŘŜŘ ŀ ΨƳƛƴŘǎŜǘϥ ǎƭƛŘŜ 
that helps you approach the phase 
with the appropriate focus.

back



How to use the programmemanual: workstream level

sitemap

Description of the 
purpose of the 
workstream

Illustration of the 
contents and 
implementation flow of 
the phase / workstream

Ґ LƴǇǳǘ= Output

Click on each 
activity (white 
arrows) to view 
its description

Timeframe

Options

Success Factors

Links

SIDE BAR ELEMENTS ON THIS LEVEL INCLUDE:

{ƛŘŜ ōŀǊ ǿƛǘƘ 
ŀŘŘƛǘƛƻƴŀƭ ƛƴŦƻǊƳŀǘƛƻƴ

back



How to use the programmemanual: activity level

sitemap

Detailed descriptions of 
each programmeactivity

Roles

Options

{ǳŎŎŜǎǎ CŀŎǘƻǊǎ

Tools

Links

Notes

Tools referenced in the side bar link to 
the downloadable file on the lot website.

SIDE BAR ELEMENTS ON THIS LEVEL INCLUDE:

back



the lab of tomorrowprogramme

Programme overview

sitemap



ACTORS

Overview of the lot programme

Local & European companies & entrepreneurs ςassisted by Business Design coaches

Experts from the private sector, politics, research & civil society

[ƻŎŀƭ DL½ ǇǊƻƧŜŎǘ ςŀŘǾƛǎŜŘ ōȅ ƭŀō ƻŦ ǘƻƳƻǊǊƻǿ ǘŜŀƳ

Incubation programs,  acceleration programs, investors

Design Thinking & Business Design experts

1 month

0_prepare 1_understand 2_ideate

PHASE

оψƛƴŎǳōŀǘŜ

TIME

1 month 1 month 1 month 2 months 10 months

WORKSTREAM

нΦоψtǊŜǇŀǊŜ ǎǇǊƛƴǘ

1.3_Define business 
opportunities

2.2_Acquire participants 2.4_Conduct 
sprint

3.1_Prepare incubation

3.2_Support business 
design

(continued)

3.3_Support market pilot

IŀƴŘƻǾŜǊ 
ƻǇǘƛƻƴ м

Handover 
option 2

Start

Development 
Challenges

Goal

Sustainable
Business

sitemap

1.1_ Develop BO 
hypotheses 

мΦнψ/ƻƴŘǳŎǘ ǊŜǎŜŀǊŎƘ

2.1_Acquire supporting partners

back

Checklist

ÅDefine 
development 
challenge

ÅSet goals & 
KPIS

ÅPlan 
programme

ÅEngage 
political & 
supporting 
partners

ÅComplete 
implement-
tation team

ÅLaunch 
programme

2.4_Prepare 
& conduct 
GFM



the lab of tomorrowprogramme

лψǇǊŜǇŀǊŜ

1_understand

2_ideate

3_incubate

#1 Define development challenge
#2 Set goals & key performance indicators
#3 Plan programme
#4 Create briefing notes
#5 Engage supporting partners
#6 Complete implementation team
#7 Launch programme

sitemap



back 0 prepare

м ƳƻƴǘƘ0_prepare

Plan 
programme

Complete 
implementation team

Launch 
programme

Key Result  
Implementation plan

General development challenge

= Input Ґ hǳǘǇǳǘ

sitemap

Define development 
challenge

Engage political & 
funding partners

Set goals & 
KPIs

Go through the Prepare activities 
conscientiously and take the time needed 
for getting everybody on the same page. 
Setting up a clear working structure and 
expectations will benefit you throughout the 
programme. 

Activities in this workstream

At a glance:

Get started with your lot programmeby defining the topic, 

creating a lot programmeteam, developing a realistic project 

plan, and setting clear expectations, roles and tasks that will 

guide everybody through the programme.

tǳǊǇƻǎŜΥ

Å5ŜŦƛƴŜ ǿƘƛŎƘ ŘŜǾŜƭƻǇƳŜƴǘ ŎƘŀƭƭŜƴƎŜ ǿƛǘƘ ōǳǎƛƴŜǎǎ ǇƻǘŜƴǘƛŀƭ 

ȅƻǳ ǿŀƴǘ ǘƻ ǘŀŎƪƭŜΦ

Å{ŎƻǇŜ ŀƴŘ Ǉƭŀƴ ȅƻǳǊ ƭŀō ƻŦ ǘƻƳƻǊǊƻǿ ǇǊƻƎǊŀƳƳŜΦ

Å!ƭƭƻŎŀǘŜ ǘƘŜ ƴŜŎŜǎǎŀǊȅ ƘǳƳŀƴ ŀƴŘ ŦƛƴŀƴŎƛŀƭ ǊŜǎƻǳǊŎŜǎ ŀƴŘ 

ƭŀǳƴŎƘ ǘƘŜ ǇǊƻƎǊŀƳƳŜΦ

Create briefing 
notes



back 0 prepare sitemap

Adevelopmentchallengeisa socialor environmentalproblemthat offerspotential for market-basedsolutions.

Developmentchallengeexamples:
ÅάIƻǿ ƳƛƎƘǘ ǿŜ ǇǊŜǾŜƴǘ ŀƴŘ ŎƻƴǘǊƻƭ ƴƻƴ-ŎƻƳƳǳƴƛŎŀōƭŜ ŘƛǎŜŀǎŜǎ ƛƴ DƘŀƴŀ ƛƴ ƻǊŘŜǊ ǘƻ ǊŜƭƛŜǾŜ ǘƘŜ DƘŀƴŀƛŀƴ ƘŜŀƭǘƘ ǎȅǎǘŜƳΚέ

ÅάIƻǿ ƳƛƎƘǘ ǿŜ ŎƻƴǘǊƛōǳǘŜ ǘƻ ŀ ŎƛǊŎǳƭŀǊ ŦƻƻŘ ǎȅǎǘŜƳ wǿŀƴŘŀΚέ

ÅάIƻǿ ƳƛƎƘǘ ǿŜ ŜƴŀōƭŜ ŎƻƻƭŜŘ ǘǊŀƴǎǇƻǊǘ ƛƴ ²ŜǎǘŜǊƴ YŜƴȅŀ ǘƻ ǊŜŘǳŎŜ ŦƻƻŘ ƭƻǎǎŜǎΚέ

The challenge should neither be too broad to be actionable nor too limiting for creative solutions. 

It should offer both

Åopportunities for viable business solutions (i.e., there need to be actors willing to pay for solutions to the challenge or 
individual aspects of it); and 

Åsustainability impact (i.e., solutions to the challenge should contribute to reaching the UN Sustainable Development Goals)

9·t[!Lb9wΥ ²Ƙŀǘ ƛǎ ŀ ŘŜǾŜƭƻǇƳŜƴǘ ŎƘŀƭƭŜƴƎŜΚ



ProgrammeLead

#1 Define development challenge

To get started, define the development challenge you want to tackle with new business solutions. If you do not yet have a 
concrete idea for a development challenge, you may narrow down relevant social and environmental challenges in the 
field of your work by asking: 

ÅWhat are the unmet social, economic or environmental needs of our target group(s)? 

ÅWhy is there currently no solution? (This allows you to identify potential red flags for working on a specific need, 
such as restrictive regulations.)

ÅIs there potential for a sustainable business solution? (If the answer to this questions is yes and there are no 
major red flags speaking against tackling it, you may have found the right challenge for your 
programme.)

Once you have a general idea what the challenge might be, the Challenge Quiz helps you to quickly map and assess your 
challenge. The quiz will also prompt you to think about companies which might provide solutions.

We recommend to talk to some of these companies as early as possible in order to find out if the challenge is relevant to 
them and whether they see potential for business solutions. We also recommend talking to other key stakeholdesin the 
field of your challenge to learn their perspectives.

sitemapback

Challenge Quiz

!ǎǎŜǎǎƛƴƎ ŀƴŘ ǊŜŦƛƴƛƴƎ ǘƘŜ ŎƘŀƭƭŜƴƎŜ Ƨƻƛƴǘƭȅ 
ǿƛǘƘ ƪŜȅ ǎǘŀƪŜƘƻƭŘŜǊǎ ŀƭǎƻ
ƘŜƭǇǎ ǘƻ ƎŜǘ ǘƘŜƛǊ ōǳȅπƛƴ ŦƻǊ ŦǳǊǘƘŜǊ 
ǇŀǊǘƛŎƛǇŀǘƛƻƴ ƛƴ ǘƘŜ ǇǊƻƎǊŀƳƳŜΦ

In order to move ahead, it is crucial
that the companies consulted see the 
potential for business solutions to the 
challenge. 

BROAD VERSUS SPECIFIC CHALLENGES

+ is likely to attract more diverse 
participants

+ lends itself to a wider range of
possible solutions

- may increase the cost and 
duration of the programme.

! ōǊƻŀŘ ŎƘŀƭƭŜƴƎŜΧ

+ may enable more targeted 
participant acquisition

+ facilitates a more manageable 
research focus

- is likely to offer a more limited 
range of possible solutions

! ƳƻǊŜ ǎǇŜŎƛŦƛŎ ŎƘŀƭƭŜƴƎŜΧ

#1 Define development challengeл ǇǊŜǇŀǊŜ

https://www.lab-of-tomorrow.com/challenge/proposal/new


Programme Lead

Experience suggests that a programmewith 
more than 6 venture teams / more than 36 
active participants is difficult to manage.

#2 Set goals & key performance indicators

Based on your programmegoals, set KPIs for each phase and workstream of your programme. These will help you keep 
track of your progress and provide an objective basis for collaboration with facilitators. Examples of KPIs include:

Åthe target number of participants (16 to 36)

Åthe target distribution of participant backgrounds (private sector, public sector or other)

Åthe target number of venture teams in which your participants will work (4-6)

Åthe target number of participants per venture team (4-6)

Åthe target number of venture team coaches (ideally, 1 dedicated coach per venture team)

Åthe target number of venture teams that should apply (or enter) the incubation phase (e.g., 5 out of 6).

#2 Set goals & key performance indicators ǎƛǘŜƳŀǇback 0 prepare

It is normal that not all teams make it to the 
incubation stage. Put quality before 
quantity!



#3 Plan programme

ProgrammeLead

Cost Calculation
Project Plan Template

л ǇǊŜǇŀǊŜ

EXIT STRATEGY

There are two exit options for your 
incubation services: 

a) After Business Design (~ 3 1/2 months 
after the Ideation Sprint)
You assist the participating teams in creating 
the ideal business model for their solution 
but leave the support of market piloting to 
other partners. 
Please note: At this early stage the teams 
may find it difficult to convince investors or 
support programs of their business ideas. It 
is crucial that you assist the venture teams 
in finding follow-up partners ςe.g., through 
hosting a pitch in the end of the Business 
Design stage.

b) After Business Design and Market Pilot 
(~ 9 months after the Ideation Sprint)
You continue to support the venture teams 
throughout the pilot of their businesses in 
the target market. This requires extra 
resources for coaching. You may also 
provide additional financial or in-kind 
services to the teams to help them create 
and deploy their minimum viable product. 
Your support stops once there is clear 
evidence of the businesses' market 
potential. This exit option increases the 
chance of a smooth handover to follow-up 
programs or investors.

#3 Plan programme

Planning your programmeahead based on your defined goals and KPIs puts you in a strong position for efficient 
implementation. Begin by defining the overall set-up of the programme:

ÅWhat financial and human resources do you require? (You may use the Cost Calculation to gauge this 
information.) 

ÅWhat kinds of partnersdo you need for steering the programmeand making it a success?

ÅWhat (rough) timeline do you envision? (Duration of each phase & workstream, including Ideation Sprint 
date and location.) Start addingthesepointsdirectly into yourProject Plan. 

Next, think about the final stages of your programmeby defining:

Åfor how long you intend to provide incubation services to emerging businesses

Åwhat types of incubation services you will provide; typical options include providing general coaching, 
facilitation and advisory services only; providing additional targeted technical assistance and advice to 
specific business models; and / or additional financial support. At this point, you do not need to agree on 
every detail, but you should have clearly defined your service offer before starting your participant 
acquisition

Åwhat your exit strategyis (see option in the side bar), i.e., when do you plan to hand over the emerging 
businesses to investors or other follow-up partners such as other incubation or accelerator programs?

Planning ahead this way allows you to 

Åensure clear expectation management with partners and participants 

Åcontract facilitators based on clear terms of reference

Åadopt a coherent project management approach.

sitemapback



tǊƻƎǊŀƳƳŜ[ŜŀŘ#4 Create briefing notes

Create two Briefing Notes: a Participant Briefing Notethat helps you to approach potential participants and a Supporting 
Partner Briefing Notefor potential supporting partners (such as topic experts, political partners, etc.).Information to 
include in your briefing notes:

ÅIntroduction to the lab of tomorrow programme(goals, methods, timeline)

ÅTopic and background of challenge

ÅBusiness opportunities (once defined)

ÅBenefits of participating in or supporting the programme

ÅHow to get involved

ÅContact

In addition to the Briefing Notes, you may create a One Pager as a shorter version which can be shared with potential 
partners (and participants) as a brief introduction to your lab of tomorrow programme.

#4 Create briefing notes sitemapback 0 prepare

tŀǊǘƛŎƛǇŀƴǘ .ǊƛŜŦƛƴƎbƻǘŜ ¢ŜƳǇƭŀǘŜ 
{ǳǇǇƻǊǘƛƴƎ tŀǊǘƴŜǊ .ǊƛŜŦƛƴƎ bƻǘŜ ¢ŜƳǇƭŀǘŜ 
hƴŜ tŀƎŜǊ ¢ŜƳǇƭŀǘŜ

Keep updating your briefing 
notesthroughout the programmeas you 
learn more about the challenge and its 
potential business opportunities



ProgrammeLead#5 Engage supporting partners

Use theSupporting PartnerBriefing Noteto engage relevant supporting partners early on:

ÅPolitical partnerswhose backing you need (such as BMZ and relevant public sector actors from the target 
country).

ÅFunding partners, i.e.organisationswho might be interested in co-funding your programmeor the resulting 
ventures(such as relevant foundations, other development cooperation projects, impact investors, etc.).

ÅTopic experts(e.g.from academia, the private sector, civil society, etc.)who can help you to develop a better 
understanding of the target market and opportunities for sustainable business during the understand phase or 
support the ventures teams during ideate and incubate phases with their expertise.

Gaining the support of partner organisationsmakes participant acquisition much easier by giving your programme
additional traction and networks to leverage.

NOTE: Once you know the broad topic of your lot programme, you should start with engaging supporting partners. 
Please refer to section 2.1 in the manual for information on supporting partner acquisition. 

#5 Engage supporting partners ǎƛǘŜƳŀǇback 0 prepare

Supporting Partner Briefing Note Template 
One Pager Template

Keep updating your briefing note 
throughout the programmeas you learn 
more about the challenge and its potential 
business opportunities



ProgrammeLead

In-house or outsourced project 
management
In case of sufficient internal staff capacity 
and resources, the programmelead may 
take a more active role in programme
management and delegate less to the 
facilitators. 
²ǊƛǘŜ ǇǊŜŎƛǎŜ ŀƴŘ ŎƭŜŀǊ ¢ŜǊƳǎ ƻŦ wŜŦŜǊŜƴŎŜ 
ŎƭŀǊƛŦȅƛƴƎ ǊŜǎǇƻƴǎƛōƛƭƛǘƛŜǎ ŀƴŘ YtLπōŀǎŜŘ 
ŘŜƭƛǾŜǊŀōƭŜǎΦ wŜǉǳƛǊŜ ǘƘŜ ŦŀŎƛƭƛǘŀǘƻǊǎ ǘƻ 
ŀǎǎƛƎƴ ƻƴŜ ƭŜŀŘ ǇǊƻƧŜŎǘ ƳŀƴŀƎŜǊ ǘƻ ŜƴǎǳǊŜ 
ŜŦŦƛŎƛŜƴǘ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǿƛǘƘ ǘƘŜ 
ǇǊƻƎǊŀƳƳŜƭŜŀŘΦ 

Example Terms of Reference

ProgrammeLead, Facilitators

Contract the facilitators as early as possible 
to ensure a shared vision and drive 
ownership.

You may use an online, non-static project 
management tool (such as Asana or Trello) 
to manage tasks more efficiently.

Project Plan Example
Roles and Responsibilities Template

#6 Complete implementation team

! ŎƻƳǇƭŜǘŜ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ǘŜŀƳ ƛƴŎƭǳŘŜǎ ǘƘŜ ǊƻƭŜǎ Ψƭƻǘ ǇǊƻƎǊŀƳƳŜƭŜŀŘΩ ŀƴŘ ΨŦŀŎƛƭƛǘŀǘƻǊǎΩ ŀƴŘ Ƴŀȅ ƻǇǘƛƻƴŀƭƭȅ ŀƭǎƻ 
ƛƴŎƭǳŘŜ ŀŘŘƛǘƛƻƴŀƭ ΨǎǳōƧŜŎǘ ƳŀǘǘŜǊ ŜȄǇŜǊǘǎΩΦ 

LŦ ǘƘŜ ǇǊƻƎǊŀƳƳŜƭŜŀŘ ŀƴŘ ǘƘŜƛǊ ǘŜŀƳ Ŏŀƴƴƻǘ ǘŀƪŜ ƻƴ ǘƘŜ ǊƻƭŜ ƻŦ ǘƘŜ ŦŀŎƛƭƛǘŀǘƻǊǎ ǘƘŜƳǎŜƭǾŜǎΣ ǘƘŜȅ ƴŜŜŘ ǘƻ ƛŘŜƴǘƛŦȅ ŀƴŘ 
ŎƻƴǘǊŀŎǘ ŜȄǘŜǊƴŀƭ ŦŀŎƛƭƛǘŀǘƻǊǎ ǿƘƻ ǎƘƻǳƭŘΧ

ÅƘŀǾŜ ǎǘǊƻƴƎ ŜȄǇŜǊǘƛǎŜ ƛƴ ǇǊƻƧŜŎǘ ƳŀƴŀƎŜƳŜƴǘΣ 5ŜǎƛƎƴ ¢ƘƛƴƪƛƴƎ ŀƴŘ .ǳǎƛƴŜǎǎ 5ŜǎƛƎƴ

ÅƛƳǇƭŜƳŜƴǘ ǘƘŜ ǇǊƻƎǊŀƳƳŜǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ŘƛŦŦŜǊŜƴǘ ǇƘŀǎŜǎ όǊŜǎŜŀǊŎƘΣ ǿƻǊƪǎƘƻǇǎΣ ŎƻŀŎƘƛƴƎΣ ŜǘŎΦύ

wŜŦŜǊ ǘƻ ǘƘŜ 9ȄŀƳǇƭŜ ¢ŜǊƳǎ ƻŦ wŜŦŜǊŜƴŎŜ ŦƻǊ ŎƻƴǘǊŀŎǘƛƴƎ ǎǳƛǘŀōƭŜ ŜȄǇŜǊǘǎΦ

!ŘŘƛǘƛƻƴŀƭ ǎǳōƧŜŎǘ ƳŀǘǘŜǊ ŜȄǇŜǊǘǎ Ƴŀȅ ōŜ ŎƻƴǘǊŀŎǘŜŘ ŀǘ ǘƘƛǎ Ǉƻƛƴǘ ƻǊ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǇǊƻƎǊŀƳƳŜƛƴ ǎƛǘǳŀǘƛƻƴǎ ǿƘŜǊŜ ǘƘŜ 
ǇǊƻƎǊŀƳƳŜƭŜŀŘ ŀƴŘ ǘƘŜ ŦŀŎƛƭƛǘŀǘƻǊǎ ƭŀŎƪ ƴŜŎŜǎǎŀǊȅ ǘƻǇƛŎ ŜȄǇŜǊǘƛǎŜ όŜΦƎΦΣ ŦƻǊ ŦǊŀƳƛƴƎ ǘƘŜ ŎƘŀƭƭŜƴƎŜ ƻǊ ƳŀƪƛƴƎ ŜŦŦŜŎǘƛǾŜ 
ŘŜŎƛǎƛƻƴǎ ǿƘƛŎƘ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ǘŀƪŜ ŦƻǊǿŀǊŘ ǘƻ ǘƘŜ ǎǇǊƛƴǘύΦ

LŦ ǘƘŜ ǘŜŀƳ ŘƻŜǎ ƴƻǘ ƘŀǾŜ ƎƻƻŘ ŀŎŎŜǎǎ ǘƻ ǇƻǘŜƴǘƛŀƭ ǇŀǊǘƛŎƛǇŀƴǘǎ ŀƴŘ ǎǳǇǇƻǊǘƛƴƎ ǇŀǊǘƴŜǊǎΣ ƛƴŎƭǳŘƛƴƎ ŀ ǇŀǊǘȅ ǿƛǘƘ ŀ ǎǘǊƻƴƎ 
ƴŜǘǿƻǊƪ ƛƴ ǘƘŜ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ǘŜŀƳ ƛǎ ǊŜŎƻƳƳŜƴŘŜŘ όŜΦƎΦ ōǳǎƛƴŜǎǎ ŎƭǳǎǘŜǊ ŦǊƻƳ ǊŜƭŜǾŀƴǘ ƛƴŘǳǎǘǊȅύΦ

#7 Launch programme

Start your programmewith a kick-off in the whole implementation team by jointly reviewing and defining the

Åprogrammegoals and format

Ådistribution of roles and responsibilities (for this use the Roles and Responsibilities Template)

ÅMeans and structure of communication and collaboration.

Fill the Project Plan for your joint implementation.

#6 Complete implementation team
#7 Launch programme

sitemapback 0 prepare

! ǎƘŀǊŜŘ ǇǊƻƧŜŎǘ Ǉƭŀƴ ŀƴŘ ŎƭŜŀǊ ŘƛǎǘǊƛōǳǘƛƻƴ 
ƻŦ ǊƻƭŜǎ ŀƴŘ ǘŀǎƪǎ ŀǊŜ ŜǎǎŜƴǘƛŀƭ ŦƻǊ ƳŀƪƛƴƎ 
ǘƘŜ ǇǊƻƎǊŀƳƳŜŀ ǎǳŎŎŜǎǎΦ



the lab of tomorrowprogramme

2_ideate

3_incubate

#1 Explore challenge

#2 Map stakeholders& ecosystem

Optional - #3 Conduct Challenge Framing Workshop ςframe and refinechallengewith key stakeholders

#4 Define business opportunity hypotheses

0_prepare

мψǳƴŘŜǊǎǘŀƴŘ

1.1 Develop Business Opportunity Hypotheses 

#1 Plan research

#2 Conduct human-centred research

#3 Conduct topic research

#4 Document Research

1.2 Conduct Research

#1 Optional: Synthesiseresearch findings

#2 Test business opportunity hypotheses

#3 Conduct business opportunity selection workshop

#4 Create insights report

1.3 Define Business Opportunities

sitemap



back м ǳƴŘŜǊǎǘŀƴŘ

3 months1_understand

Make sure that the whole project team is on 
the same page and has similar expectations 
of the programmewhen going into the 
Understand phase. 

sitemap

What you will need:

ÅThe development challenge you want to tackle

ÅA general idea about potential business opportunities

ÅA project team with clearly defined roles

ÅProject plan

Purpose:

ÅExplore your challenge, select focus areas and create 

alignment in the implementing team

ÅIdentify unmet needs of potential customers and constraints 

for business creation

ÅDefine actionable business opportunities that can be tackled 

by the participating teams in the Ideation Sprint

ÅAcquire strong participants eager to tackle the opportunities 

by co-creating business solutions

ÅAcquire relevant supporting partners for your programme

5ǳǊƛƴƎ ǘƘŜ ¦b59w{¢!b5 ǇƘŀǎŜ ȅƻǳ ǿƛƭƭΥ όмύ ŦǊŀƳŜ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘȅ ƘȅǇƻǘƘŜǎŜǎΣ όнύ ŎƻƴŘǳŎǘ ǊŜǎŜŀǊŎƘ ŀƴŘ όоύ ŘŜŦƛƴŜ ǘƘŜ Ŧƛƴŀƭ 

ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘΦ

Overview



back

3 months

sitemap

EXPLOREthe ProblemSpace

Duringthe UNDERSTANDphase,focuson identifyingthe needsandperspectivesof peopleor organizationsaffectedby your challenge

in order to learnmoreabout the problem(s)andto identify opportunitiesfor sustainablebusiness. Donot think aboutsolutionsat this

stageςthat is the focusof phase2_ideate!

HOW?

Takethe time to properlydive into needsandperspectivesby empathizingwith the peopleor organisationsaffectedby the challenge.

Deferyour own judgementandassumptions. Beopen-minded,curiousandalwaysdig deeper. Definethe businessopportunitiesonly

onceyoufeel youhaveexploredenoughaspectsandspokento enoughpeopleaffected.

WHY?

It is important not to get caught in one's own assumptionsat this point, sincethey can obscurewhere the true opportunities for

sustainablebusinesslie that your target participantswould want to tackleand that peopleaffectedby the challengewould reallybe

willing to payfor.

1_understand

9ȄŜǊŎƛǎƛƴƎ ŜƳǇŀǘƘȅ ǿƛǘƘ ǘƘŜ ǇŜƻǇƭŜ ŀŦŦŜŎǘŜŘ 
ōȅ ŀ ŎƘŀƭƭŜƴƎŜ Ǉƭŀȅǎ ŀ ōƛƎ ǊƻƭŜ ƛƴ ǳƴŎƻǾŜǊƛƴƎ 
ǘƘŜƛǊ ǳƴƳŜǘ ƴŜŜŘǎΦ /ƘŜŎƪ ǘƘƛǎ L59h ŀǊǘƛŎƭŜ 
ǘƻ ƭŜŀǊƴ ƳƻǊŜΥ 9ƳǇŀǘƘȅ ƻƴ ǘƘŜ 9ŘƎŜ

U N D E R S T A N D

Mindset

1 understand

https://new-ideo-com.s3.amazonaws.com/assets/files/pdfs/news/Empathy_on_the_Edge.pdf


WORKSTREAM

1 month м ƳƻƴǘƘ1 month

1_understand

PHASE

TIME

1.3_Define business opportunities

1.1_Develop businessopportunity hypotheses

Define Business 
Opportunity Hypotheses 

/ǊŜŀǘŜ 
ƛƴǎƛƎƘǘǎ 
ǊŜǇƻǊǘ

Key Result  
Insights Report

Explore challenge & unpack
knowledge 

1.2_Conduct research

Map stakeholders & 
Ecosystem

Plan research

Conduct User-
Centred Research

Conduct Topic 
Research

/ƻƴŘǳŎǘ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘȅ 
{ŜƭŜŎǘƛƻƴ ²ƻǊƪǎƘƻǇ
!ǎǎŜǎǎ ϧ ŘŜŎƛŘŜ ǿƘƛŎƘ ōǳǎƛƴŜǎǎ 
ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ǘŀƪŜ ƛƴǘƻ ƛŘŜŀǘƛƻƴ

back sitemap

1_understand

1 understand

CharettingTool 

- Business OpportunityHypotheses
Matrix Tool

π{ŜƳŀƴǘƛŎ!ƴŀƭȅǎƛǎ ¢ƻƻƭ 

- Stakeholder/EcosystemMapTool

- HMW Questions Tool 

Conduct Challenge 
Framing Workshop 

Optional

Key Result  
Business OpportunityHypotheses 
& Identified Knowledge Gaps

Document Research

πwŜǎŜŀǊŎƘ 5ƻŎǳƳŜƴǘŀǘƛƻƴ¢ƻƻƭ 

Conduct Empathy 
Interviews 

- businessopportunitySelectionMatrix Tool 

Affinity Map Tool 
PrepareEmpathy

Interviews

Synthesise
Findings

Key Result  
Research Findings

Ia² vǳŜǎǘƛƻƴǎ 
ϧ th± ¢ƻƻƭ

Derivebusiness
opportunities

Test business 
opportunity 
Hypotheses

Key Result  
Business Opportunities



1 understand 1.1 Develop Business Opportunity Hypotheses 

мπо ƳƻƴǘƘǎ1.1 Develop Business OpportunityHypotheses 

= Input = Output

sitemapback

Activities in this workstream

DŜƴŜǊŀƭ ŎƘŀƭƭŜƴƎŜ

At a glance:

Start by unpacking everything you know about the challenge in 

the project team. Talk to experts to learn about the context, 

root causes, drivers and effects of the challenge. Break down 

the challenge into its different components and develop 

business opportunity hypotheses. Identify potential customers 

and beneficiaries of solutions, hypothesise about their unmet 

needs and identify knowledge gaps for your research.

Purpose:

ÅExplore your challenge and create alignment in the 

implementing team

ÅDefine initial business opportunityhypotheses

ÅIdentify knowledge gaps for your research

ÅGauge stakeholder interest in your challenge

Focus on exploring the challenge and 
identifying the unmet needs of the people 
affected by it at this stage. Do not spend too 
much time thinking about potential 
solutions yet!

1.1_Develop Business Opportunity Hypotheses 

Define Business 
Opportunity Hypotheses 

Explore challenge / Unpack 
knowledge 

Map stakeholders & 
Ecosystem

/ƘŀǊŜǘǘƛƴƎ
¢ƻƻƭ 

- businessopportunityHypotheses
Matrix Tool

- SemanticAnalysis Tool 

- Stakeholder/EcosystemMapTool

- HMW Questions Tool 

Conduct Challenge 
Framing Workshop 

Optional

YŜȅ wŜǎǳƭǘ  
.ǳǎƛƴŜǎǎ hǇǇƻǊǘǳƴƛǘȅ IȅǇƻǘƘŜǎŜǎ 
ϧ LŘŜƴǘƛŦƛŜŘ YƴƻǿƭŜŘƎŜ DŀǇǎ

LC ǿŜ ŘƻƴΨǘ Ŧǳƭƭȅ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ Ǌƻƻǘ 
causes of the challenge
AND/OR
LC ǇƻǘŜƴǘƛŀƭ ǳǎŜǊ ƎǊƻǳǇǎ ŀǊŜƴΨǘ ŎƭŜŀǊ
AND/OR
IF we don't have a comprehensive 
understanding of their specific needs

IF we don't have the internal 
resources / knowledge to complete 
the charettingprogrammewithout 
external support
AND/ OR
IF we want to gauge the interest of 
potential supporting partners



1 understand sitemapback

A businessopportunity describesan unmet need of a clearly

defined target group with a willingnessto pay for a solution to

that need.

To check the strength of a businessopportunity, fill in the Business

Opportunity Matrix andexplorethe followingquestions:

ÅIsthere a clearunmetneed?

ÅIsit clearwho would benefit from a solution?

ÅIsit clearwho would be willing to payfor a solution?

ÅAre there companiesand entrepreneurs interested in creating new

productsor servicesthat tacklethe unmetneed?

ÅAre the constraintsof tackling this opportunity clear? (Under which

conditionsςsuchas regulatory restrictions,competition, etc. ςdoes

the solutionneedto work?)

ÅIs there potential for different types of solutions?(The corridor of

potential solutions should be neither too broad nor to narrow.

Differentkindsof solutionsshouldbe possibleto makethe mostout of

the creativeideationprogramme,but the businessopportunity should

alsonot feel too broadto tackle.)

ÅAre there anytechnicalor regulatoryreasonsspeakingagainsttackling

the businessopportunity?

5ŜǾŜƭƻǇƳŜƴǘŎƘŀƭƭŜƴƎŜŜȄŀƳǇƭŜΥ

άIƻǿƳƛƎƘǘǿŜōŜǘǘŜǊǇǊƻǘŜŎǘǘƘŜōƛƻŘƛǾŜǊǎƛǘȅƛƴbŀƳƛōƛŀōȅŎǊŜŀǝƴƎ

ŘƛƎƛǘŀƭΣōƛƻŘƛǾŜǊǎƛǘȅπōŀǎŜŘōǳǎƛƴŜǎǎŜǎƛƴǘƘŜŎƻƴǎŜǊǾŀǝƻƴƭŀƴŘǎŎŀǇŜǎŀƴŘ

ōȅŎŀǇƛǘŀƭƛǎƛƴƎƻƴǘƘŜƭƻŎŀƭǇƻǇǳƭŀǝƻƴ ȳǎŜȄǇŜǊǘƛǎŜŀƴŘǊŜǎƻǳǊŎŜǎΚέ

.ǳǎƛƴŜǎǎƻǇǇƻǊǘǳƴƛǘȅŜȄŀƳǇƭŜǎΥ

ÅIƻǿƳƛƎƘǘǿŜŜƴŀōƭŜǘƘŜǘƻǳǊƛǎƳǎŜŎǘƻǊŀƴŘȊƻƻǎǘƻŀŘŘƴŜǿƛƴŎƻƳŜ

ǎǘǊŜŀƳǎōȅŀƭƭƻǿƛƴƎǇŜƻǇƭŜǘƻŜȄǇŜǊƛŜƴŎŜbŀƳƛōƛŀƴƴŀǘǳǊŜǾƛǊǘǳŀƭƭȅǾƛŀ

ŘƛƎƛǘŀƭόƭƛǾŜύŎƻƴǘŜƴǘǇǊƻǾƛŘŜŘōȅƭƻŎŀƭǘƻǳǊƛǎƳŀŎǘƻǊǎŀƴŘǊŜǎŜŀǊŎƘ

ƛƴǎǘƛǘǳǘƛƻƴǎΣŀǎǿŜƭƭŀǎƭŀƴŘπǎŎŀǇŜƎǳŀǊŘƛŀƴǎΚ

ÅIƻǿƳƛƎƘǘǿŜŜƴŎƻǳǊŀƎŜƎŀƳŜǊǎŀƴŘƴŀǘǳǊŜƭƻǾŜǊǎǘƻŜƴƎŀƎŜƛƴ

ōƛƻŘƛǾŜǊǎƛǘȅπōŀǎŜŘŘƛƎƛǘŀƭŀƴŘƎŀƳƛŦƛŜŘŜȄǇŜǊƛŜƴŎŜǎΣǘƘŀǘōǳƛƭŘƻƴ

ŎƻƴǘŜƴǘǇǊƻǾƛŘŜŘōȅƭƻŎŀƭŎƻƳƳǳƴƛǘƛŜǎΚ

ÅIƻǿƳƛƎƘǘǿŜŘƛƎƛǘŀƭƭȅŀƴŘŘƛǊŜŎǘƭȅŎƻƴƴŜŎǘƴŀǘǳǊŜπƭƻǾŜǊǎǿƛǘƘƭƻŎŀƭ

ŎƻƳƳǳƴƛǘƛŜǎƎǳŀǊŘƛƴƎǿƛƭŘƭƛŦŜόƭŀƴŘǎŎŀǇŜƎǳŀǊŘƛŀƴǎύǘƻƛƴŎǊŜŀǎŜ

ǎǇŜƴŘƛƴƎŦƻǊƴŀǘǳǊŜǇǊƻǘŜŎǘƛƻƴΚ

!ŘŘƛǘƛƻƴŀƭŘŀǘŀŀƴŘƛƴŦƻǊƳŀǘƛƻƴŀōƻǳǘŜŀŎƘōǳǎƛƴŜǎǎƻǇǇƻǊǘǳƴƛǘȅǎƘƻǳƭŘ

ōŜŎƻƳǇƛƭŜŘƛƴŀƴLƴǎƛƎƘǘǎwŜǇƻǊǘŀŦǘŜǊǘƘƻǊƻǳƎƘǊŜǎŜŀǊŎƘΦ

Talk to topic experts to explore potential 
business opportunities.

Start by creating business opportunity 
hypotheses: which potentials for sustainable 
business do you see? Then conduct research 
to fill in knowledge gaps and discover 
additional business opportunities. Compile 
what you have learned in an insights report. 
Provide the insights report to the 
participants of your lot programmeto help 
them prepare for the ideation of viable 
solutions.

1.1 Develop Business Opportunity Hypotheses 

EXPLAINER: What is a business opportunity?



#1 Explore challenge & unpack knowledge

ProgrammeLead, Facilitators

Semantic Analysis
Charetting(Optional)
Briefing Note Template

!ǎǎŜǎǎƛƴƎ ŀƴŘ ǊŜŦƛƴƛƴƎ ǘƘŜ ŎƘŀƭƭŜƴƎŜ Ƨƻƛƴǘƭȅ 
ǿƛǘƘ ƪŜȅ ǎǘŀƪŜƘƻƭŘŜǊǎ ŀƭǎƻ
ƘŜƭǇǎ ǘƻ ƎŜǘ ǘƘŜƛǊ ōǳȅπƛƴ ŦƻǊ ŦǳǊǘƘŜǊ 
ǇŀǊǘƛŎƛǇŀǘƛƻƴ ƛƴ ǘƘŜ ǇǊƻƎǊŀƳƳŜΦ

#1 Explore challenge & unpack knowledge

At this stage, you are mainly exploring the challenge on a systemic level, trying to get a good overview of its context, root
causes, and the actors involved.

Start by unpacking what you know already about the challenge in the project team and create alignment. The Semantic 
Analysis can help you to do so. Also consider the following questions: 

ÅWhat assumptions do you have around the challenge?

ÅWhy is there an opportunity for sustainable business in the current landscape? 

ÅWhat makes this challenge appealing to you and what do you hope to learn and explore?

We recommend to consult with selected stakeholders with a good overview such as political institutions, private sector 
associations, and research institutions as early as possible to learn their perspectives on your challenge and frame it in its 
economic, cultural, political and regulatory context.

Optional:

LC ȅƻǳ  ŘƻƴΨǘ Ŧǳƭƭȅ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ Ǌƻƻǘ ŎŀǳǎŜǎ ƻŦ ǘƘŜ ŎƘŀƭƭŜƴƎŜ

!b5κhw LC ǇƻǘŜƴǘƛŀƭ ǳǎŜǊ ƎǊƻǳǇǎ ŀǊŜƴΨǘ ŎƭŜŀǊ

AND/OR IF you don't have a comprehensive understanding of their specific needs

We recommend to break the challenge down into different areas. This can help you to prioritise which areas of the 
challenge you want to focus on. To arrive at the different areas that compose the challenge, you may conduct a 
Charettingsession in the project team to arrive at potential users and unmet needs that you can then cluster into areas.

Later on you can take these areas (and the outputs from Charetting) with you to the optional challenge framing workshop 
όǎŜŜ άhǇǘƛƻƴŀƭΥ /ƻƴŘǳŎǘ ŎƘŀƭƭŜƴƎŜ ŦǊŀƳƛƴƎ ǿƻǊƪǎƘƻǇέ ƛƴ ǘƘƛǎ ǎŜŎǘƛƻƴύand assess and refine the different areas together 
with key stakeholders of the challenge to make an informed decision which ones to focus on down the programme.

Alternatively, you can run the entire Charettingexercise in the challenge framing workshop

Once you have achieved a common understanding of the challenge, update the Briefing Note that helps you approach 
stakeholders.

sitemapback

Consider hiring topic experts who can help 
you exploring (and narrowing down) the 
challenge.

м ǳƴŘŜǊǎǘŀƴŘ1.1 Develop Business Opportunity Hypotheses 



sitemapback

Creating the Stakeholder  Ecosystem Map 
can also show your team where information 
on the stakeholder ecosystem is lacking. 
These might be areas where more research 
or expert knowledge is necessary.

Programme Lead, Facilitators

Keep refining your Stakeholder Ecosystem 
Map up to date  as you learn more about 
the development challenge and possible 
solutions. 

{ǘŀƪŜƘƻƭŘŜǊ 9ŎƻǎȅǎǘŜƳ aŀǇ

#2 Map stakeholders & ecosystem

At this stage you identify the most important stakeholders of your lab of tomorrow programmeand visualize them on the 
Stakeholder Ecosystem MapΦ ¢Ƙƛǎ ŎǊǳŎƛŀƭ ŀƴŀƭȅǘƛŎŀƭ ǎǘŜǇ ǿƛƭƭ ŀƭƭƻǿ ȅƻǳ ǘƻ ǊŜŘǳŎŜ ǘƘŜ ŎƻƳǇƭŜȄƛǘȅ ƻŦ ȅƻǳǊ ǇǊƻƧŜŎǘΩǎ 
stakeholder landscape by grouping stakeholders with common needs and interests relative to your development 
challenge. Eventually the Stakeholder Ecosystem Mapis a key step towards a structured and efficient partner acquisition 
for the later Ideation Sprint. 

Identify and map all important stakeholders along their sector affiliation and their scope of operation, including:  

ÅPrivate actors (such as investors, service providers, suppliers etc.) are potential solution providers

ÅPublic sector actors that are contributing to the challenge or may have an interest in solving the challenge.

ÅCivil society representatives/organizations that are relevant for the success of potential solutions

ÅUsers and organisationsthat might be willing to pay for solutions

ÅBeneficiaries that are affected by the development challenge and would befit from a solution

ÅCompanies that may be interested in the business opportunity associated with the challenge

ÅTopic experts that could help to learn more about the challenge and its business potential

ÅFunding partners who might be interested in supporting a solution

The clustering of stakeholder into subgroups and the identification of key actors within, will then allow you to reduce 
complexity of the relevant stakeholder landscape. Furthermore,this step allows you to identify key actors with regards to 
their leverage and relevance regarding your development challenge. This information can be directly translated into 
ά!Ŏǉǳƛǎƛǘƛƻƴ [ƛǎǘέof your LoT-Project Plan.

In an additional step you might also want to take a systemic perspective on the development challenge by visualisingthe 
relations and interactions of the most important stakeholders. In this regard the Stakeholder Ecosystem Map is great for 
communicating and exploring the challenge with stakeholders and provides a great basis for your later research. 

1 understand

Transfer the most important stakeholders 
into the LoT-Project Plan and make use of 
ȅƻǳ {ǘŀƪŜƘƻƭŘŜǊ 9ŎƻǎȅǎǘŜƳ aŀǇΩǎ ŦƛƴŘƛƴƎ ǘƻ 
plan your Ideation Sprint acquisition 

#2 Map stakeholders & ecosystem1.1 Develop Business Opportunity Hypotheses 



tǊƻƎǊŀƳƳŜ[ŜŀŘΣ CŀŎƛƭƛǘŀǘƻǊǎ

For an efficient workshop, prepare the 
Semantic Analysis and Stakeholder & 
Ecosystem Map in advance.

You may also conduct multiple challenge 
framing workshops. For example, you may 
subdivide the workshop into two parts: the 
first part for conducting a semantic analysis, 
refining your Stakeholder & Ecosystem Map. 
The second part for conducting Charetting.

Semantic Analysis
Stakeholder & Ecosystem Map
Charetting

Optional: Conduct challenge framing workshop

IF we don't have the internal resources / knowledge to complete the charettingprogrammewithout external support

AND/ ORIF we want to gauge the interest of potential supporting partners

We recommend conducting a challenge framing workshop. The challenge framing workshop is a 2-4 hour workshop with 
about 5-10 key stakeholders of your challenge. It helps you

Ågauge stakeholder interest in tackling the challenge

Ådeepen your insight into the challenge

Åselect business opportunity hypotheses and identify knowledge gaps as starting points for your research

Åidentify potential customers of solutions to the challenge

Åhypothesiseŀōƻǳǘ ǇƻǘŜƴǘƛŀƭ ŎǳǎǘƻƳŜǊǎΩ ǇƻǎǎƛōƭŜ ōŀŎƪƎǊƻǳƴŘǎΣ ǇǊƻōƭŜƳǎΣ ŀƴŘ ƴŜŜŘǎ

Brief your participants with your completed Semantic Analysis and Stakeholder & Ecosystem Mapand bring a list of the 
most relevant areas of your challenge to the workshop. During the workshop, let participants add to and refine the 
different areas of the challenge. Prioritisethe different areas and choose the most relevant ones for your subsequent 
research. Have the participants work through the Charettingexercise for each focus area . 

We recommend to involve stakeholders who can help you to obtain a good overview on the 

Åantecedents and effects of the challenge

Ådifferent stakeholders affected by it and their unmet needs / pain points

Ålocal market and challenge-related business opportunities

Åcontext (economic, political, social, technological, ...).

For a help in acquiring relevant topic experts, check the Topic Expert Acquisition Guideline. Relevant actors from the 
following stakeholder groups are of particular interest: academia, private sector associations, political institutions, 
organisationsrepresenting potential users (you may also include actual potential users if feasible), civil society 
organisations.

sitemapōŀŎƪ

Follow up by inviting the workshop 
participants to in-depth expert interviews 
ŘǳǊƛƴƎ мΦн Ψ/ƻƴŘǳŎǘ wŜǎŜŀǊŎƘΩ

If your development challenge is occurring 
in a single value chain, you may not need to 
break it down into different areas and 
prioritisethem but can start with Charetting
directly. 

1 understand

#3

#3 Conduct challenge framing workshop1.1 Develop Business Opportunity Hypotheses 



ProgrammeLead, Facilitators

Iƻǿ aƛƎƘǘ ²Ŝ vǳŜǎǘƛƻƴǎ ¢ƻƻƭ
.ǳǎƛƴŜǎǎhǇǇƻǊǘǳƴƛǘȅIȅǇƻǘƘŜǎŜǎ aŀǘǊƛȄ

Define business opportunity hypotheses

The key result of this first part of the Understand phase is a set of identified business opportunity hypotheses and 
identified knowledge gaps. You reach thesebusiness opportunity hypotheses by breaking your general development
challenge down into separate assumed business opportunities that are the basis of specific business opportunities the 
venture teams will focus on in the ideation sprint and work on throughout the lab of tomorrow cycle. At this stage, these 
assumed business opportunities are mostly hypotheses as in-depth analyses on these will only follow in the next steps of 
the Understand phase. The How Might We Questions Tool will help you in formulating business opportunity Hypotheses. 
HMW questions are jumping-off points for generating ideas: good questions are the foundation for clear, targeted, and 
user-oriented business solutions in the Ideation Sprint. A good example might be the question: άIƻǿ ƳƛƎƘǘ ǿŜ ƛƳǇǊƻǾŜ 
access to diagnostics in rural hospitals to help medical staff prevent and control non-ŎƻƳƳǳƴƛŎŀōƭŜ ŘƛǎŜŀǎŜǎ ƛƴ DƘŀƴŀΚέ

These formulated business opportunities can then be integrated in the BusinessOpportunity Matrix Tool which will help 
you with assessing the suitability and quality of the formulated business opportunity Hypotheses. Further, it provides a 
framework and initial set of questions that will be crucial for getting a clearer picture of how comprehensive your 
knowledge about each of these business opportunity hypotheses is and what knowledge gaps remain. These knowledge 
gaps will then guide you through the research phase afterwards.

The BusinessOpportunity Matrix Tool is one of the most central tools in the programmeand you will come back to the 
results of this exercise and extensions and variations of the tool several times throughout the understand phase. We 
therefore recommend doing this exercise very thoroughly.

NOTE: Once the Business Opportunity Hypotheses are completed, you should add these to the Briefing Note and start 
immediately with participant acquisition in parallel to the remaining steps of the Understand Phase. Please refer to 
sections 2.2 in the manual (pages 88 tp 93) for information on participant acquisition. 

sitemapback

If you have very thorough knowledge 
internally about the general challenge you 
are working on, you may already have a 
pretty clear idea what the business 
opportunity hypotheses might be at the 
start of the Understand phase and use the 
different steps rather for refining your initial 
ideas. 

1 understand

Іп

#4 Define business opportunity hypotheses1.1 Develop Business Opportunity Hypotheses 

Once the Business Opportunity Hypotheses 
are completed, you should add these to the 
Briefing Note and start immediately with 
participant acquisition
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1-3 months1.2 Conduct Research

ǎƛǘŜƳŀǇ1 understand

= Input = Output

Activities in this workstream

At a glance:

After you have defined your business opportunity hypotheses 

and identified your knowledge gaps, it is time to zoom in: 

Deepen your understanding of the underlying problems and 

the potentials for business solutions through 

Åhuman-centredresearch (interviews with potential 

customers of solutions & other challenge stakeholders)

Åtopic research (secondary research)

Purpose:

ÅUncover the unmet needs of people affected by the 

challenge and learn what they value ( ςand what they would 

pay for)

ÅIdentify the constraints that your programmeparticipants will 

need to consider when designing their business solutions 

(such as local market conditions, regulations, and 

technological standards)

мΦнψ/ƻƴŘǳŎǘ ǊŜǎŜŀǊŎƘ

Plan research

Conduct User-
Centred Research

Conduct Topic 
Research

Document Research

- Research DocumentationTool 

Conduct Empathy
Interviews 

PrepareEmpathy
Interviews

Key Result  
Research Findings

BusinessOpportunity Hypotheses & 
Identified Knowledge Gaps

IF we don't know enough about the 
user groups' needs and demands
AND/ OR
IF the identified knowledge gaps are 
related to potential insights from user 
groups



1 understand sitemapback

¸ƻǳǊǊŜǎŜŀǊŎƘǎƘƻǳƭŘƘŜƭǇȅƻǳǘƻŎƭƻǎŜȅƻǳǊƪƴƻǿƭŜŘƎŜƎŀǇǎƛŘŜƴǘƛŦƛŜŘƛƴǘƘŜ.ǳǎƛƴŜǎǎhǇǇƻǊǘǳƴƛǘȅaŀǘǊƛȄ¢ƻƻƭΦ¢ƘƛǎǘƘŜƴƘŜƭǇǎȅƻǳ

ǘƻǘŜǎǘȅƻǳǊŘŜǊƛǾŜŘƘȅǇƻǘƘŜǎŜǎŀƴŘƛƴǘƘŜŦƛƴŀƭǎǘŜǇŘŜŎƛŘŜǿƘƛŎƘōǳǎƛƴŜǎǎƻǇǇƻǊǘǳƴƛǘƛŜǎŀǊŜǎǳƛǘŀōƭŜΦ

tƻǎǎƛōƭŜǊŜǎŜŀǊŎƘǉǳŜǎǘƛƻƴǎǘƻŦƛƭƭȅƻǳǊƪƴƻǿƭŜŘƎŜƎŀǇǎŎƻǳƭŘōŜǘƘŜŦƻƭƭƻǿƛƴƎΥ

Å²ƘƻŀǊŜǘƘŜŀŎǘƻǊǎŀŦŦŜŎǘŜŘōȅǘƘŜŎƘŀƭƭŜƴƎŜΚ

Å²ƘŀǘŀǊŜǘƘŜƛǊǳƴƳŜǘƴŜŜŘǎǊŜƭŀǘŜŘǘƻǘƘŜŎƘŀƭƭŜƴƎŜΚ

Å²ƘƛŎƘƻŦǘƘŜǎŜƴŜŜŘǎŀǊŜƳƻǎǘǳǊƎŜƴǘΚ

Å²ƘƛŎƘŎǳǊǊŜƴǘŦƛȄŜǎŘƻǇŜƻǇƭŜǳǎŜǘƻŎƻǇŜǿƛǘƘǘƘŜŎƘŀƭƭŜƴƎŜΚ

Å²ƘƻǿƻǳƭŘōŜǿƛƭƭƛƴƎǘƻǇŀȅŦƻǊǎƻƭǳǘƛƻƴǎΚ

Å²ƘƛŎƘŎƻƳǇŀƴƛŜǎƻǊŜƴǘǊŜǇǊŜƴŜǳǊǎƳƛƎƘǘōŜƛƴǘŜǊŜǎǘŜŘƛƴŎǊŜŀǘƛƴƎƴŜǿǇǊƻŘǳŎǘǎƻǊǎŜǊǾƛŎŜǎǘƻŎŀǘŜǊǘƻǘƘƻǎŜƴŜŜŘǎΚ

Å²ƘŀǘŀǊŜǘƘŜƳŀǊƪŜǘŎƻƴŘƛǘƛƻƴǎƛƴǘƘŜŦƛŜƭŘƻŦǘƘŜŎƘŀƭƭŜƴƎŜΚ

Å²ƘƛŎƘǊŜƎǳƭŀǘƛƻƴǎŀŦŦŜŎǘǿƻǊƪƛƴƎƻƴǘƘŜŎƘŀƭƭŜƴƎŜΚ

ÅΧ

aƻǊŜƻǾŜǊΣŦǳǊǘƘŜǊǊŜǎŜŀǊŎƘŀōƻǳǘǘƘŜǘƻǇƛŎƻŦȅƻǳǊŎƘŀƭƭŜƴƎŜόōŜȅƻƴŘǘƘŜƪƴƻǿƭŜŘƎŜƎŀǇǎύŎŀƴƘŜƭǇȅƻǳǘƻƎŜǘŀƳƻǊŜƘƻƭƛǎǘƛŎ

ǳƴŘŜǊǎǘŀƴŘƛƴƎƻŦƛǘƻǊǘƻŘƛǎŎƻǾŜǊŀŘŘƛǘƛƻƴŀƭōǳǎƛƴŜǎǎƻǇǇƻǊǘǳƴƛǘƛŜǎΦ

CƻǊƳƻǊŜƻǊƛŜƴǘŀǘƛƻƴǿƘƛŎƘƛƴŦƻǊƳŀǘƛƻƴȅƻǳǎƘƻǳƭŘƘŀǾŜƎŀǘƘŜǊŜŘōȅǘƘŜŜƴŘƻŦȅƻǳǊǊŜǎŜŀǊŎƘŀƴŘǎǳōǎŜǉǳŜƴǘǎȅƴǘƘŜǎƛǎΣŎƘŜŎƪǘƘŜ

LƴǎƛƎƘǘǎwŜǇƻǊǘ9ȄŀƳǇƭŜΦ

1.2 Conduct Research

EXPLAINER: Which data should you collect in your research?



back #1 Plan research

Facilitators

Research Plan Example
Interview Guideline Example
BusinessOpportunity Hypotheses Matrix
Research Documentation Tool
Preparing Empathy Interviews (Optional but 
recommended)

#1 tƭŀƴ ǊŜǎŜŀǊŎƘ

Take a look at the business opportunity hypotheses andknowledge gaps that you have identified in 1.1 Develop business 
opportunity Hypotheses. The hypotheses and knowledge gaps should be great starting points for your research, pointing 
you at who you need to talk to and what information you need to obtain. Two layers of research will have to be 
conducted: user-centred research and topic research

Create a Research Plan and include information such as

ÅWhat information can you get out of desk research?

ÅWho do you need to talk to?

ÅWhat do you want to learn from this person or organisation?

ÅWho will conduct the interview?

ÅWhat is the scheduling status of the interview?

The BusinessOpportunity Matrix Tool from the previous step is an important navigator for identifying your key research 
questions and key knowledge gaps you need to focus on in your research.

Optional (but recommended): 

IF we don't know enough about the user groups' needs and demands

AND/ ORIF the identified knowledge gaps are related to potential insights from user groups

We strongly recommend conducting Empathy Interviews. Prepare Interview Guidelines for semi-structured Empathy 
Interviews according to the information that you want to learn from your target interviewees. Schedule interviews with 
the people of interest or, if possible, speak to them directly in the field. The latter also allows you to observe their 
everyday environment, which can go a long way in empathisingwith them and in understanding their needs.

Good preparation also includes having a plan for documenting your findings. We recommend following the logic of the 
Research Documentation Tool to allow each of your researchers to systematically capture data from their desk research 
or interviews. 

sitemap1.2 Conduct Research1 understand



#2 Conduct human-centredresearch

Facilitators

/ƻƴŘǳŎǘƛƴƎ  9ƳǇŀǘƘȅ LƴǘŜǊǾƛŜǿǎ όhǇǘƛƻƴŀƭ 
ōǳǘ ǊŜŎƻƳƳŜƴŘŜŘύ
wŜǎŜŀǊŎƘ 5ƻŎǳƳŜƴǘŀǘƛƻƴ ¢ƻƻƭ

#2 Conduct human-centred research

Qualitative, human-centredresearch in the field helps you to better understand the people and organisationsaffected by 
your challenge, including their unmet needs, motivations, behaviours, attitudes, and personal circumstances. In most 
cases this is done with the help of empathy interviews. To learn more about this technique, check Preparing Empathy 
Interviews and Conducting Empathy Interviews.

Optional (but recommended):

IF we don't know enough about the user groups' needs and demands

AND/ ORIF the identified knowledge gaps are related to potential insights from user groups

We strongly recommend conducting Empathy Interviews.

The most important group to understand and empathisewith are the potential customers (and other beneficiaries) of 
would-be business solutions that might emerge from your programme. Ideally, speak to them in their everyday 
environment and make the interview feel like a casual conversation. Engage all senses in your interviews: how people say 
things can often be more telling than what they are saying, and a glimpse of their circumstances can sometimes yield 
more information than a catalogue of questions.

Also talk to other stakeholders of the challenge. These might include potential solution providers (companies or 
entrepreneurs), universities and research institutes, political actors, civil society organisations, and NGOs, etc. Knowing 
different perspectives on the challenge will help you a great deal in distilling the most important information from your 
research findings, avail the definition of the right business opportunities, and facilitate the invitation of suitable 
programmeparticipants.

Consider hiring local field researchers for 
deeper qualitative insights. They have a 
better understanding of the cultural context 
of their research subjects.

Capture key moments from your field 
research in photos, videos, or audio, if 
possible. 

sitemapōŀŎƪ 1.2 Conduct Research1 understand



#3 Conduct topic research

Facilitators, Topic experts (optional)#3 Conduct topic research

Additional research about the topic of your challenge can help you to get a more holistic understanding of it, including 
insights into:

Åtarget markets and socio-economic trends

Åpolitical and regulatory circumstances

Åtechnological possibilities.

This allows you to identify the constraints that your programme participants will need to consider when designing their 
business solutions. This could either be done through desk research or through interviews.

¸ƻǳ Ƴŀȅ ƘƛǊŜ ŘŜŘƛŎŀǘŜŘ ǘƻǇƛŎ ŜȄǇŜǊǘǎ ŦƻǊ ǘƘƛǎ όǎŜŜ ǊƻƭŜ ΨǘƻǇƛŎ ŜȄǇŜǊǘǎΩ ƛƴ ŎŀǘŜƎƻǊȅ ΨǇǊƻƎǊŀƳƳŜ ƛƳǇƭŜƳŜƴǘŜǊǎΩύΦ

/ƻƴǎƛŘŜǊ ƘƛǊƛƴƎ ǘƻǇƛŎ ŜȄǇŜǊǘǎ ǘƻ ŜȄǇƭƻǊŜ 
ǘŜŎƘƴƻƭƻƎƛŎŀƭ ŀƴŘ ǊŜƎǳƭŀǘƻǊȅ ŀǎǇŜŎǘǎ ŀƴŘ 
ǘƘŜ ƳŀǊƪŜǘ ŎƻƴǘŜȄǘ ƻŦ ȅƻǳǊ ŎƘŀƭƭŜƴƎŜΦ

sitemapback 1.2 Conduct Research1 understand



#4 Document Research

Facilitators, Researchers

wŜǎŜŀǊŎƘ 5ƻŎǳƳŜƴǘŀǘƛƻƴ ¢ƻƻƭ

#4 Document Research

Properly documenting your research findings in a lean, efficient and effective manner is crucial for the research 
programme. We recommend following the logic of the Research Documentation Tool to allow each of your researchers 
to systematically capture data from their desk research or interviews. This Tool strongly builds on the business 
opportunity Matrix Tool and will thus allow for very targeted research documentation with a focus on your previously 
identifiedknowledge gaps and business opportunity hypotheses and will hence be instrumental for testing your business 
opportunity hypotheses in the next step.

During your research, your team spread out and gathered as much information as it could. Now it is time to get back 
together and jointly unpack what you have found. Through your research you will likely dig up hundreds of interesting 
data points. For example, each researcher may first capture their notes individually on paper or in a digital document and 
filter out the most relevant information. This filtered information then needs to becaptured on a shared online 
document such as the Research Documentation Toolto join up the findings from different researchers.

sitemapback 1.2 Conduct Researchм ǳƴŘŜǊǎǘŀƴŘ



1 understand
1.3 Define business 
opportunities

1-3 months1.3 Define Business Opportunities

= Input = Output

sitemapōŀŎƪ

Activities in this workstream

Research findings

At a glance:

You have gathered lots of information about your business 

opportunity hypothesesand have filled your previously 

identified knowledge gaps. Now it is time to make sense out of 

this information. Refine your business opportunity hypotheses 

or derive additional business opportunities based on concrete 

user groups and their needs that can be tackled with new 

sustainable products or services. Compile insights for each 

business opportunity in a report.

Purpose:

ÅSynthesise your research findings into insights

ÅDefine actionable business opportunities that can be tackled 

by the participating teams in the Ideation Sprint

ÅCreate an insights report that will enable your programme 

participants to create user-centred business solutions

1.3_Define business opportunities

Create 
insights 
report

YŜȅ wŜǎǳƭǘ  
LƴǎƛƎƘǘǎ ǊŜǇƻǊǘ

Key Result  
business 
opportunities

Conduct business opportunity 
Selection Workshop
Assess & decide which business 
opportunities to take into ideation

- businessopportunitySelectionMatrix Tool 

Affinity Map Tool 

Synthesise
Findings

HMW Questions 
& POV Tool

Derivebusiness
opportunities

¢Ŝǎǘ ōǳǎƛƴŜǎǎ 
ƻǇǇƻǊǘǳƴƛǘȅ 
IȅǇƻǘƘŜǎŜǎ

IF our business opportunity hypotheseshave to be 
significantly changed based on research findings
AND/ OR
IF the testing of our business opportunity hypothesis shows 
a need for additional/new business opportunities

IF we don't have a sufficient 
structure in our research findings
AND/ OR
IF we want to identify patterns and 
themes within our findings beyond 
the Research Documentation tool



1 understand
1.3 Define business 
opportunities

sitemapōŀŎƪ

Onceyou havesynthesisedthe learningsfrom your researchanddecidedwhichbusinessopportunitiesto take forward to the ideation
sprint, it is time to create a report that informs your participants. This Insights Report captureseverything important about the
identified businessopportunities. Whencompilingthe information for the report, leanon the findingsfrom your BusinessOpportunity
Matrix.

Good insights reports have 3 qualities. 
1. They INFORMabout what potential customers need and want.
2. They INSPIREby motivating participants to create suitable solutions.
3. They are MEMORABLE: They are written in a vivid and compelling way. 

You may capture your insights in a presentation, website, or another suitable format. Make your insights accessible and tangible; where 
appropriate, video, audio, photos, and graphics beat text.

For more orientation which information you should compile, check the Insights Report Example.

EXPLAINER: What is an insights report?



#1 Synthesiseresearch findings sitemapback

CŀŎƛƭƛǘŀǘƻǊǎ

Make sure that you share the research 
findings (especially the insights from the 
interviews) with your fellow researchers as 
unfiltered as possible. Some details that 
ŘƻƴΩǘ ǎŜŜƳ ƛƳǇƻǊǘŀƴǘ ǘƻ ȅƻǳΣ ƳƛƎƘǘ ǘǳǊƴ ƻǳǘ 
to trigger additional thoughts by other team 
members. 

Affinity Map

Optional: Synthesise research findings

IF we don't have a sufficient structure in our research findings

AND/ ORIF we want to identify patterns and themes within our findings beyond the Matrix tool

We recommend to synthesiseyour research findings, as the Research Documentation Tool not always captures all your 
relevant insights, or you may still lack structure in some of your findings.

Building on the research findings and new insights gained from the Research Documentation Tool, the Affinity Map is 
used to take a second look at your Business Opportunity Hypotheses and if necessary to identify themes and areas for 
the development of new hypotheses. 
Affinity mapping helps you thus to obtain an overview of gathered research information, to attribute research findings to 
existing Business Opportunity Hypotheses and reflect on their coherence and to identify themes and areas for potential 
new Business Opportunity Hypotheses.

1 understand
1.3 Define business 
opportunities

#1



Ін ¢Ŝǎǘ .ǳǎƛƴŜǎǎ hǇǇƻǊǘǳƴƛǘȅIȅǇƻǘƘŜǎŜǎ sitemapback

Facilitators

BusinessOpportunity Matrix
How Might We Questions

#2 Test businessopportunity hypotheses

!ŦǘŜǊ ȅƻǳ ƘŀǾŜ ŘƻŎǳƳŜƴǘŜŘ ȅƻǳǊ ŦƛƴŘƛƴƎǎ ƛƴ ǘƘŜ wŜǎŜŀǊŎƘ 5ƻŎǳƳŜƴǘŀǘƛƻƴ ¢ƻƻƭ ŀƴŘ ƘŀǾŜ ŦƛƭƭŜŘ ŀƭƭ ŎǊǳŎƛŀƭ ƪƴƻǿƭŜŘƎŜ ƎŀǇǎ 
ŀƴŘ ƛƴ ǎƻƳŜ ŎŀǎŜǎ ƘŀǾŜ ǎȅƴǘƘŜǎƛǎŜŘŀŘŘƛǘƛƻƴŀƭ ǊŜǎŜŀǊŎƘ ŦƛƴŘƛƴƎǎΣ ƛǘ ƛǎ ǘƛƳŜ ǘƻ ǳǎŜ ǘƘŜǎŜ ƛƴǎƛƎƘǘǎ ŀƴŘ ŦƛƴŘƛƴƎǎ ǘƻ ǘŜǎǘ ȅƻǳǊ 
ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘȅ ƘȅǇƻǘƘŜǎŜǎΦ CƻƭƭƻǿƛƴƎ ǘƘŜ ƎǳƛŘƛƴƎ ǉǳŜǎǘƛƻƴǎ ƛƴ ǘƘŜ .ǳǎƛƴŜǎǎhǇǇƻǊǘǳƴƛǘȅaŀǘǊƛȄ ¢ƻƻƭΣ ȅƻǳ ƴŜŜŘ ǘƻ 
ƛŘŜƴǘƛŦȅ ǿƘƛŎƘ ƻŦ ǘƘŜ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘȅ ƘȅǇƻǘƘŜǎŜǎ Ƴŀȅ ŀŎǘǳŀƭƭȅ ōŜ ǎǳƛǘŀōƭŜ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎŦƻǊ ǘƘŜ ƛŘŜŀǘƛƻƴ 
ǎǇǊƛƴǘ ōŀǎŜŘ ƻƴ ȅƻǳǊ ǊŜǎŜŀǊŎƘ ŦƛƴŘƛƴƎǎΣ ǿƘƛŎƘ ƻƴŜǎ Ƴŀȅ ƘŀǾŜ ǘƻ ōŜ ǊŜŦƛƴŜŘΣ ŀƴŘ ǿƘƛŎƘ ƻƴŜǎ ƴŜŜŘ ǘƻ ōŜ ŘŜƭŜǘŜŘ 
ŀƭǘƻƎŜǘƘŜǊ ōŜŎŀǳǎŜ ǘƘŜ ƛƴƛǘƛŀƭ ƘȅǇƻǘƘŜǎƛǎ ŘƛŘƴΩǘ ƘƻƭŘ ǘǊǳŜΦ

CƻƭƭƻǿƛƴƎ ǘƘƛǎ ǇǊƻƎǊŀƳƳŜƻŦ ǘŜǎǘƛƴƎ ǘƘŜ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘȅ ƘȅǇƻǘƘŜǎŜǎ ŀƴŘ ǘǊŀƴǎŦƻǊƳƛƴƎ ǘƘŜ ǎǳƛǘŀōƭŜ ƻƴŜǎ ƛƴǘƻ ŀŎǘǳŀƭ 
ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎΣ ȅƻǳ ǿƛƭƭ ŜƛǘƘŜǊ ƳƻǾŜ ŘƛǊŜŎǘƭȅ ǘƻ ǎŜƭŜŎǘƛƴƎ ǘƘŜ Ƴƻǎǘ ǊŜƭŜǾŀƴǘ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ƻǳǘ ƻŦ ǘƘƛǎ 
ƭƻƴƎŜǊ ƭƛǎǘ ŦƻǊ ǘƘŜ ƛŘŜŀǘƛƻƴ ǎǇǊƛƴǘ ŀƴŘ ǇǊƛƻǊƛǘƛǎƛƴƎǘƘŜƳ ōȅ ōǳǎƛƴŜǎǎ ǇƻǘŜƴǘƛŀƭ ŀƴŘ ǎǳƛǘŀōƛƭƛǘȅ όǎŜŜ Ін /ƻƴŘǳŎǘ ōǳǎƛƴŜǎǎ 
ƻǇǇƻǊǘǳƴƛǘȅ ǎŜƭŜŎǘƛƻƴ ǿƻǊƪǎƘƻǇύ ƻǊ ȅƻǳ Řƻ ŀƴ ŜȄǘǊŀ ƭƻƻǇ ŀƴŘ ŘŜǾŜƭƻǇ ƴŜǿκŀŘŘƛǘƛƻƴŀƭ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ōŜȅƻƴŘ ȅƻǳǊ 
ƘȅǇƻǘƘŜǎŜǎ ƻǊ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŎƘŀƴƎŜ ǘƘŜ ƛƴƛǘƛŀƭ ƘȅƻǇǘƘŜǎŜǎǘƘǊƻǳƎƘ ǘƘŜ ƻǇǘƛƻƴŀƭ ǎǘŜǇ ƻŦ άhǇǘƛƻƴŀƭΥ 5ŜǊƛǾŜ ōǳǎƛƴŜǎǎ 
ƻǇǇƻǊǘǳƴƛǘƛŜǎέ όǎŜŜ ƴŜȄǘ ǎƭƛŘŜύ

1 understand
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Optional: Modify business opportunities or create new ones

IF our business opportunity hypotheseshave to be significantly changed based on research findings

AND/ ORIF the testing of our business opportunity hypothesis shows a need for additional/new business opportunities

We recommend doing an extra loop to derive business opportunities. In this step you can develop new or additional 
business opportunities beyond your tested business opportunity hypotheses and / or make significant changes to your 
hypotheses in order to transform them into suitable business opportunities. Make sure to frame business opportunities 
that are suitable starting points for the ideation of business solutions through the teams in our Ideation Sprint

For this step you can go back to the How Might We Questions Tool that will help you with reformulating your hypotheses 
or developing new business opportunities. The additional and reformulated business opportunities will then be added to 
the BusinessOpportunity Matrix Tool for the next step #2 Conduct business opportunity selection workshop.



#3 Conduct business opportunity selection workshop sitemapōŀŎƪ

If you choose to conduct a workshop with 
external stakeholders in this step, be 
pragmatic: a half-day workshop with 5-10 
participants is typically enough. business 
opportunities can still be reframed later, 
even during the Ideation Sprint. 

ProgrammeLead, Facilitators#3 Conduct business opportunity selection workshop

You may conduct a workshop with selected private sector stakeholders to gain their perspectives and assess their interest 
in the possible business opportunities or you complete this step through an internal workshop. Together you rank and 
pick the most promising business opportunities for the Ideation Sprint and further refine business opportunities if 
needed. Knowing your business opportunities will allow you to acquire relevant participants for the sprint in a targeted 
manner. You should use the BusinessOpportunity Matrix Tool for this process.

Check i.a. the following criteria to evaluate the strength of your business opportunities:

ÅIs there a clear target group? (Who will buy and benefit from a solution?)

ÅIs there a clear unmet need? (Which problem of the target group must be solved?)

ÅAre there potential solutions providers interested in creating new products or services that tackle the unmet 
need? (Which companies or entrepreneurs would be willing to provide a solution?)

ÅAre the constraints of tackling this challenge clear? (Under which conditions ςsuch as regulatory restrictions, 
market does the solution need to work?)

ÅIs there potential for different types of solutions? (The corridor of potential solutions should be neither too 
broad nor to narrow. Different kinds of solutions should be possible to make the most out of the creative 
ideation programme, but the business opportunity should also not feel too broad to tackle.)

ÅAre there any technical or regulatory reasons speaking against the business opportunity?

OPTIONAL

IF you do not feel 100% sure about which business opportunities to pick:

Include potential participants of your programmeand potential customers of solutions in the selection of the strongest 
business opportunities to make more robust decisions and gauge their interest.

After having chosen your business 
opportunities, you may conduct extra 
research if you feel that there are open 
questions remaining.

BusinessOpportunity Matrix

м ǳƴŘŜǊǎǘŀƴŘ
1.3 Define business 
opportunities



#4 Create insights report

Facilitators#4 Create insights report

Capture your research insights for the overall challenge and each selected business opportunity in an Insights Report. 
Make your insights accessible and tangible; where appropriate, video, audio, photos, and graphics beat text.

You may capture your insights in a presentation, website, or another suitable format.

sitemapback

Good insights reports have 3 qualities. 
1. They INFORM about what users need 

and want
2. They INSPIRE by motivating participants 

do find suitable solutions
3. They are MEMORABLE: They are written 

in a vivid and compelling way. 

Insights Report Template

Make the report easy to understand and 
tangible. Consider replacing text with video, 
audio, photos, and graphics.

1 understand
1.3 Define business 
opportunities



the lab of tomorrowprogramme

оψƛƴŎǳōŀǘŜ

0_prepare

#1 Design sprint

#2 Organise sprint

#3 Organise demo session
#1 Explain sprintrules

#2 Build team spirit

#3 Understanding the business potential

#4 Brainstorming solutions

#5 Prototyping solutions

#6 Testing solutions with users

#7 Refining solutions

#8 Moving from solutions to business models

#9 Demoing the business models for expert feedback
#10 Defining a roadmap for business incubation

#11 Applying for incubation support

1_understand

2.3 Prepare Ideation Sprint

2.5 Conduct Ideation Sprint

#1 Prepare acquisition process

#2 Source participants

#3 Reach out to target participants

#4 Select participants & create venture teams

нΦн !ŎǉǳƛǊŜ tŀǊǘƛŎƛǇŀƴǘǎ

#1 Engage political actors

#2 Engage follow-up partners

#3 Engage topic experts

#4 Engage potential customers

2.1 Acquire Supporting Actors

2_ideate

sitemap

#1 Prepare group formation meeting

#2 Conduct group formation meeting

2.4 Prepare & Conduct Group Formation Meeting



During the IDEATE phase you will: (1) prepare the ideation sprint, (2) acquire committed participants, (3) acquire supportingactors for 

sprint and incubation, and (4) conduct the ideation sprint.

ōŀŎƪ 2 ideate

2 months2_ideate

The Ideation Sprint as tried and tested in 
previous lab of tomorrowprogrammeesis 
an intense 3-5 day workshop that can be 
conducted in-person or remotely. Its core 
components are
Å team building of motivated 

interdisciplinary venture teams, each 
tackling a specific business opportunity

Å collaborative development of impactful 
business solutions in each venture team

Å rapid prototyping, testing with potential 
users, and refining of solutions based on 
user feedback

Å sketching viable sustainable business 
models for each solution in preparation 
of the subsequent incubation phase

Å presenting the sustainable business 
model sketches in front of an expert 
review group for rapid feedback

Å application for subsequent incubation 
support.

sitemap

What you will need:

ÅClearly defined business opportunities (if applicable)

Å4-6 teams consisting of 5-6 participants each

tǳǊǇƻǎŜΥ

Åtƭŀƴ ŀƴŘ ǇǊŜǇŀǊŜ ƛŘŜŀǘƛƻƴ ǎǇǊƛƴǘ ƛƴ ǿƘƛŎƘ ȅƻǳǊ 

ǇŀǊǘƛŎƛǇŀƴǘǎ ǿƛƭƭ ƎŜƴŜǊŀǘŜ ǎǳǎǘŀƛƴŀōƭŜ ōǳǎƛƴŜǎǎ ƛŘŜŀǎ

Å!ŎǉǳƛǊŜ ǇŀǊǘƛŎƛǇŀƴǘǎ ŜŀƎŜǊ ǘƻ ǘŀŎƪƭŜ ǘƘŜ ƛŘŜƴǘƛŦƛŜŘ 

ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǿƛǘƘ ƴŜǿ ǇǊƻŘǳŎǘǎ ƻǊ ǎŜǊǾƛŎŜǎ 

ŀƴŘ ƳŀǘŎƘ ǘƘŜƳ ƛƴ ƛƴǘŜǊŘƛǎŎƛǇƭƛƴŀǊȅ ǘŜŀƳǎ

Å!ŎǉǳƛǊŜ ǎǳǇǇƻǊǘƛƴƎ ŀŎǘƻǊǎ ŦƻǊ ǘƘŜ ǎǇǊƛƴǘ ŀƴŘ 

ǎǳōǎŜǉǳŜƴǘ ƛƴŎǳōŀǘƛƻƴ όǘƻǇƛŎ ŜȄǇŜǊǘǎΣ ƛƴǾŜǎǘƻǊǎΣ Χύ

Å/ƻƴŘǳŎǘ ǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ

PARALLEL CONDUCT OF 
3 WORKSTREAMS
The 3 workstreams 
Å άнΦм tǊŜǇŀǊŜ {ǇǊƛƴǘέΣ 
Å άнΦн !ŎǉǳƛǊŜ tŀǊǘƛŎƛǇŀƴǘǎέ ŀƴŘ
Å ά нΦо !ŎǉǳƛǊŜ {ǳǇǇƻǊǘƛƴƎ !ŎǘƻǊǎ ŦƻǊ 
{ǇǊƛƴǘ ϧ LƴŎǳōŀǘƛƻƴέ 

should be implemented in parallel!

Overview



back 2 ideate

2_ideate

sitemap

Additional Resources:
Å TED Talk: David Kelley ςHow to build 

your creative confidence 
Å TED Talk: Tom Wujec ςGot a wicked 

problem? First, tell me how to make 
toast

Å TED Talk: Duncan Wardle ςThe Theory 
of Creativity

Å TED Talk Tim Brown ςTales of creativity 
and play

н ƳƻƴǘƘǎ

FromProblemto SolutionSpace// EXPLORATIONandIDEATION

Duringthe IDEATEphase,the venture teamswill start from clearlydefined problems(businessopportunities)and then open up the

spacefor solutions. At this point of the programme, it is finally time to generatebrilliant solutionideas.

HOW?

In order to leveragethe creativepotentialof all programmeparticipants,encouragethem to:

WHY?

Creatinga safespace/no-judgment-zone,allowsall team membersto becomecreativeandencouragesout-of-the-box thinking,evenif

this issomethingthey arenot usedto. WeŘƻƴΩǘonlywant to comeup with obvioussolution,the goalis to digdeepandfind innovative

solutions. Sometimesthis meanssomethingcompletelynew,but often it meansapplyingexistingsolutionsto a newframework.

Build on 
the ideas 
of others

Defer
judgement

One 
conversation 
at the time 

Go for 
quantity 

Be 
visual 

Stay 
focused 

wŜƳŜƳōŜǊ 
ȅƻǳǊ ǇŜǊǎƻƴŀ 

Encourage
wild ideas

Mindset

https://www.ted.com/talks/david_kelley_how_to_build_your_creative_confidence
https://www.ted.com/talks/tom_wujec_got_a_wicked_problem_first_tell_me_how_you_make_toast
https://www.ted.com/talks/duncan_wardle_the_theory_of_creativity
https://www.ted.com/talks/tim_brown_tales_of_creativity_and_play


1-2 weeks

back

2_ideate

PHASE

²hwY{¢w9!a

TIME

2.5_Conduct ideation 
sprint

Key Result  
Motivated teams with 
incubation-ready business ideas

2.3_Prepare ideation sprint

Organise demo session
Design sprint

Organise sprint

sitemap

2_ideate

2.2_Acquire participants

Select
participants & create venture teams

Reach out to target participants

Prepare 
acquisition 
process

2.1_Acquire supporting partners

YŜȅ wŜǎǳƭǘ  
tŀǊǘƛŎƛǇŀƴǘǎ

Engage political actors

Engage follow-up partners

Engage topic experts

Source participants

Key Result  
Ideation sprint setup

1.5 months

Key Result  
Supporting partners

tI!{9PHASE

1_understand

2.4_Conduct Group 
Formation Meeting 

Key Result  
Strong venture teams

Prepare Group 
Formation 
Meeting

Conduct 
GFM

Input
Business Opportunity 
Hypotheses

м ƳƻƴǘƘ1 month 1 month

2 ideate

Engage potential customers



back

2.1 Acquire Supporting Partners

= Input Ґ hǳǘǇǳǘ

sitemap

Activities in this workstream

At a glance:

Continue to engage supporting partners for your programme

(see activity #5in 0_prepare) ςnow with focus on the ideation 

sprint.

Acquire supporting and enabling actors that can help make 

your Ideation Sprint and subsequent Incubation a success by 

providing feedback, financial resources, or in-kind services to 

the venture teams.

Purpose:

ÅAcquire political partners who can give your programme

credibility and facilitate access to further partners

ÅAcquire potential customers of solutions and topic experts as 

providers of valuable feedback for the venture teams

ÅAcquire follow-up partners for yourprogramme(e.g., 

investors, business incubation and acceleratorprogrammes)

2.1 Acquire Supporting Partners2 ideate

нΦмψ!ŎǉǳƛǊŜ ǎǳǇǇƻǊǘƛƴƎ ǇŀǊǘƴŜǊǎ

Engage political partners

Engage follow-up partners

Engage topic experts

Get the buy-in of potential follow-up 
partners by involving them as early as 
possible ςe.g., by inviting their feedback on 
business ideas at the end of the Ideation 
Sprint.

4 months

Engage potential customers
Key Result
Supporting partners



back
#1 Engage political actors
#2 Engage follow-up partners

#1 9ƴƎŀƎŜ ǇƻƭƛǘƛŎŀƭ ŀŎǘƻǊǎ

Based on your stakeholder map, select and engage public sector actors who might support your programmein one or 
more of the following roles:

ÅOpening words at the sprint

ÅάWǳǊȅέ ƳŜƳōŜǊ ŀǘ ǘƘŜ ǎǇǊƛƴǘ ŘŜƳƻ ǎŜǎǎƛƻƴ

ÅExpert for feedback sessions within the sprint

2.1 Acquire Supporting Actors sitemap

#2 Engage follow-up partners

Based on your stakeholder map, identify and reach out to relevant follow-up partners for the implementation and scaling 
up of the emerging business models after the end of your programme, including:

Åinvestorswho can provide finance to one or more of the emerging businesses

Åincubators, acceleratorsand similar programmesthat can offer continued financial and/or technical support

Åother actors who might offer in-kind or financial support to the teams, such as local GIZ projects or foundations.

Invite them to the demo session at the end of the Ideation Sprint and subsequent pitches in the 3_incubate.

tǊƻƎǊŀƳƳŜ [ŜŀŘΣ CŀŎƛƭƛǘŀǘƻǊǎ

Get the buy-in of potential follow-up 
partners by involving them as early as 
possible ςe.g., by inviting their feedback on 
business ideas at the end of the Ideation 
Sprint.

Supporting Partner Briefing Note

2 ideate

Programme Lead

Involve political actors whose backing is 
crucial to the success of your programme
and who can lend it credibility.

Supporting Partner Briefing Note



#3 Engage topic experts
#4 Engage potential customers

Programme Lead, Facilitators

You may engage topic experts already 
involved in 1_understand (e.g. for the 
Challenge Framing Workshop or as 
interviewees).

Supporting Partner Briefing Note

Іо Engage topic experts

Inviting additional topic experts to the sprint can help the teams to improve their business ideas fast through access to 
deep local knowledge and early feedback. You may select and engage:

ÅPotential customers/users of solutions (e.g., for validation/testing sessions during sprint)

ÅTopic experts (e.g. relevant experts from academia, impact investors, NGOs, etc. Make sure to utiliseyour 
network of previously engaged experts!)

Ålot mentors (see also lot partner list)

Topic experts might support the teams in one or more of the following ways:

ÅAs feedback providers in expert feedback slots throughout the sprint

ÅAs feedback providers in the final demo session

Å!ǎ ŀ Ǉƻƻƭ ƻŦ άŦƭȅƛƴƎ ŜȄǇŜǊǘǎέ ŀǘ ǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ ǿƘƻ ǘƘŜ ǾŜƴǘǳǊŜ ǘŜŀƳǎ Ŏŀƴ ǘǳǊƴ ǘƻ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǎǇǊƛƴǘ ŦƻǊ 
information and feedback.

ÅAs "on-demand researchers" who the venture teams can turn to throughout the Sprint whenever they feel they 
need additional data (such as target group demographics, regularly conditions, etc.).

sitemapback 2.1 Acquire Supporting Actors2 ideate

Programme Lead, Facilitators

You may engage potential customers that 
you have met during your research.

Supporting Partner Briefing Note

Іп Engage potential customers

Make sure to also engage potential customers for each business opportunity as feedback experts / test users. This allows 
the venture teams to get feedback from the very start, enabling them to de-risk their business models early on.



back 2.2 Acquire Participants

3 months2.2 Acquire Participants

Number of participants

Ҍ ƭŜŀŘǎ ǘƻ ŀ ƳƻǊŜ ƳŀƴŀƎŜŀōƭŜ 
ǇǊƻƎǊŀƳƳŜΣ ǊŜǉǳƛǊƛƴƎ ƳƻǊŜ 
ƭƛƳƛǘŜŘ ƘǳƳŀƴ ŀƴŘ ŦƛƴŀƴŎƛŀƭ 
ǊŜǎƻǳǊŎŜǎ 

π ƳŜŀƴǎ ǘƘŀǘ ŦŜǿŜǊ ƛŘŜŀǎ ŀǊŜ ƭƛƪŜƭȅ 
ǘƻ ōŜ ŘŜǾŜƭƻǇŜŘ

hǇǘƛƴƎ ŦƻǊ ŦŜǿŜǊ ǇŀǊǘƛŎƛǇŀƴǘǎΧ 

+ increases the likelihood of 
generating at least one 
successful idea

+ reduces the risk that business 
ideas are discontinued if any 
participants drop out

- increases the number of 
resources that you will need

Opting for a higher number of 
participants 

Track and coordinate partner and 
participant acquisition in a shared contact 
management tool used by all implementing 
team members. 

= Input = Output

sitemap

!ŎǘƛǾƛǘƛŜǎ ƛƴ ǘƘƛǎ ǿƻǊƪǎǘǊŜŀƳ

At a glance:

The participants are the most critical resource for each lab of 

tomorrowprogramme. Selecting the right actors and 

composing them in well-balanced venture teams is crucial for 

making the programmea success.

Purpose:

ÅAcquire strong participants eager to co-create business 

solutions for the given challenge(s)

ÅCreate strong interdisciplinary venture teams and brief them 

about the business opportunity that they are about to tackle

2 ideate

2.2_Acquire participants

Select
participants & 
create 
venture teams

Reach out to target participants
tǊŜǇŀǊŜ 
ŀŎǉǳƛǎƛǘƛƻƴ 
ǇǊƻŎŜǎǎ

Key Result  
Participants

Source 
participants

Business opportunities
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EXPLAINER: How to set up a well-balanced venture team

Sort your participants according to business 
opportunity preferences and potential role:

Fill venture team template with suitable actors:
м 2

Fictional example:
3

2.2 Acquire Participants



#1 Prepare acquisition process

Programme Lead, Facilitators

A participation fee...

+ can help ensure that only committed   
candidates apply for your programme

+ can increase perceived value of the 
programme

- risks undermining the effectiveness of 
your programmeif a large or important 
share of participants are representatives 
from smaller organisationsor 
businesses. In this case, it may be better 
not to take a fee.

Depending on the nature of your challenge 
and target participants, carefully consider 
whether or not to ask for a participation fee 
(see options for more details). 

Acquisition Guideline
Application Form

#1 tǊŜǇŀǊŜ ŀŎǉǳƛǎƛǘƛƻƴ ǇǊƻŎŜǎǎ

Prepare your acquisition activities well to increase the chances of success.

Check the Acquisition Guideline to familiariseyourself with the acquisition programme. It includes:

ÅInformation about the ideal venture team composition

ÅIdeal participant profiles and participation criteria that should ideally be fulfilled by candidates

ÅA visualisationof the acquisition programmeand its steps

ÅKey selling points for winning over target participants.

Next, decide whether to take a participation fee (see option in sidebar).

Design an Application Form that lets you assess the fit and commitment of candidates. In the form, let candidates select 
the business opportunities (if applicable) that they are most interested in to inform the composition of venture teams. 

Update the challenge website of your programmeand set a clear deadline for applications.

Close applications 1-2 weeks before your 
Ideation Sprint to avoid being overwhelmed 
by late applications.

sitemapback 2.2 Acquire Participants2 ideate



#2 Source participants

Programme Lead, Facilitators

Get started with participants sourcing as 
soon as possible, or as soon as it makes for 
your programme. Sourcing a good 
combination of local and European 
participants can sometimes take a while.

tŀǊǘƛŎƛǇŀƴǘ !Ŏǉǳƛǎƛǘƛƻƴ DǳƛŘŜƭƛƴŜ
!Ŏǉǳƛǎƛǘƛƻƴ [ƛǎǘ ƛƴ tǊƻƧŜŎǘ tƭŀƴ
tŀǊǘƴŜǊ [ƛǎǘ ƛƴ tǊƻƧŜŎǘ tƭŀƴ

In your Acquisition List, note the capabilities 
and resources that make each candidate 
valuable for the lot programme. This helps 
you to get an overview which capabilities 
and resources may be available through 
prospect participants and where there are 
gaps.

#2 Source participants

For each business opportunity, search for adequate potential participants and add them to the Acquisition List (see tab in 
the lab of tomorrow Project Plan). Participants for each business opportunity should include local and international 
company representatives and entrepreneurs. To facilitate participant sourcing:

ÅContact entrepreneur and start-up networks

ÅContact relevant company networks (such as industry associations)

ÅContact universities

ÅContact GIZ networks

You can find examples for each of these multipliers in thelab of tomorrow Partner List.

sitemapback 2.2 Acquire Participants2 ideate



#3 Reach out to participants

tǊƻƎǊŀƳƳŜ [ŜŀŘΣ CŀŎƛƭƛǘŀǘƻǊǎ

In order to individualiseyour candidate 
outreach, make sure to understand their 
motivations and incentives, and how your 
programmecan be useful to them.

Participant Acquisition Guideline
Briefing Note

Manage expectations by making benefits 
and required inputs clear to your target 
participants. Be transparent about the terms 
and conditions of any potential financial or 
in-kind support you may provide during the 
incubation phase.

#3 Reach out to participants

For each business opportunity, create a longlist of companies that might be interested in tackling it with a profitable and 
sustainable new product or service.

To reach many potential participants at the same time:

ÅConsider attending events (conferences, fairs, workshops, etc.) where you can make contact with many 
potential participants.

ÅAdvertise your programmethrough all available channels of the implementing team and your supporting 
partners (e.g., Twitter, LinkedIn, mailing lists).

Reach out to individual companies (or entrepreneurs) in a personalized manner (refer to the Participant Acquisition 
Guideline for additional guidance):

ÅIdeally, establish contact to the business development department of the target company (or another relevant 
department, such as research & development or innovation).

ÅSend out a Briefing Note prior to a personal phone call.

ÅIn a phone call, brief them about the opportunity for business development that the lot programmeoffers 
them. Make it clear that the goal of the programmeis to create profitable joint ventures with positive SDG 
impact. 

ÅPresent them the business opportunities arising from your research. For each business opportunity they are 
interested in, the company may send 1 employee.

ÅAfter the phone call, the business development department should be able to pick the employee within their 
company with the ideal background for participating in the lab of tomorrow programme. This person should 
have strong expertise related to the business opportunity they are set to tackle. Typical backgrounds for such 
personnel include business operations, innovation departments and research & development.

ÅMake it clear that the person needs to apply for the lab of tomorrow programmevia the application form on the 
lab of tomorrowwebsite.

sitemapōŀŎƪ 2.2 Acquire Participants2 ideate



#4 Select participants & create venture teams

Programme Lead, Facilitators

Ideal participants bring:
Å Commitment to invest time and 

resources to create new business 
(commitment to participate in both the 
Ideation Sprint and Incubation Phase!)

Å An entrepreneurial mind-set and hands-
on attitude

Å Dedication to sustainability
Å Openness to co-creation
Å Expertise relevant to the challenge
Å Sufficient decision power within their 

own organisation.
Å For corporate participants, a background 

in business development, innovation 
management or business operations.

Participant Acquisition Guideline
Venture Team Template

#4 Select participants & create venture teams

Select the most promising applicants, based on your participation criteria (for reference, see success factor in sidebar). 
Particularly crucial: each participant should be committed to invest time and resources to create new business, meaning 
that they are committed to participate in both the Ideation Sprint and Incubation Phase!

Assign your participants to different venture teams, each dedicated to one of your business opportunities. Compose the 
venture teams according to the following criteria:

ÅEach venture team should include 4 to 6 participants who are committed to tackling the same business 

opportunity with business solutions and bring in relevant expertise and resources. 

ÅThe venture team members should consist of an even mix of local and EU actors. 

ÅThere should neverbe more than 1 representative from the same organisationin each team.

ÅAt least two thirds of the venture team members should be from the private sector (non-private sector venture 

team members might stem from the public sector, relevant NGOs, academia, etc.)

ÅPreferred private sector actor backgrounds include businessoperations, innovationand research& 

development

ÅIdeally, include at least one entrepreneurand / or start-up business representative per venture team. This 

increases the likelihood of sustained commitment after the Ideation Sprint.

ÅInclude actors with a balanced set of expertise, resources and networks to each team. You may use the 

Venture Team Template for this. Actors shouldeither bring:

o Existing solutions approaches that could be adapted

o Access to the target group/potential customers

o Product development expertise 

o Team development expertise

After you have composed the venture teams, share your insights report to help them prepare for the Ideation Sprint.

! ƭŀǊƎŜǊ ƴǳƳōŜǊ ƻŦ ǇŀǊǘƛŎƛǇŀƴǘǎ ŘƻŜǎ ƴƻǘ 
ƴŜŎŜǎǎŀǊƛƭȅ ƭŜŀŘ ǘƻ ƛƳǇǊƻǾŜŘ ǎǳŎŎŜǎǎΦ CŜǿŜǊ 
ƘƛƎƘƭȅ ŎƻƳƳƛǘǘŜŘ ǇŀǊǘƛŎƛǇŀƴǘǎ Ŏŀƴ ŎǊŜŀǘŜ 
ōŜǘǘŜǊ ǎƻƭǳǘƛƻƴǎ ǘƘŀƴ ŀ ŘƛǎŜƴƎŀƎŜŘ ŎǊƻǿŘΦ

sitemapback 2.2 Acquire Participants2 ideate

Consider creating several venture teams for 
the same business opportunity, if you have 
a high number of participants.

!ǾƻƛŘ ōŜƛƴƎ ǊƛƎƛŘ ŀōƻǳǘ ȅƻǳǊ ǾŜƴǘǳǊŜ ǘŜŀƳǎΩ 
composition ςlet members exchange their 
spots if necessary.

¸ƻǳ Ŏŀƴ ŜƛǘƘŜǊ ŀǎǎƛƎƴ ǇŀǊǘƛŎƛǇŀƴǘǎ ǘƻ 
ŘƛŦŦŜǊŜƴǘ ǘŜŀƳǎ ōŜŦƻǊŜ ǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ 
ƻǊ ƭŜŀǾŜ ǇŀǊǘƛŎƛǇŀƴǘǎ ǘƻ ŦƻǊƳ  ǘŜŀƳǎ ŀǘ ǘƘŜ 
ōŜƎƛƴƴƛƴƎ ƻŦ ǘƘŜ ǎǇǊƛƴǘΦ ¢ƘŜ ŦƛǊǎǘ ƻǇǘƛƻƴ 
ŀƭƭƻǿǎ ȅƻǳ ǘƻ ŜƴǎǳǊŜ ŀ ƎƻƻŘ ƳƛȄ ƻŦ 
ǇŀǊǘƛŎƛǇŀƴǘ ŜȄǇŜǊǘƛǎŜ ŀƴŘ ƛƴǘŜǊŜǎǘǎ ƛƴ ŜŀŎƘ 
ǘŜŀƳ ŀƴŘ ŦƻǊ ǘŜŀƳ ƳŜƳōŜǊǎ ǘƻ ƎŜǘ ǘƻ ƪƴƻǿ 
ŜŀŎƘ ƻǘƘŜǊ ōŜŦƻǊŜ ǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘΦ ¢ƘŜ 
ǎŜŎƻƴŘ ƻǇǘƛƻƴ ŦŀŎƛƭƛǘŀǘŜǎ ŀ ƎƻƻŘ Ŧƛǘ ƻŦ 
ǇŜǊǎƻƴŀƭƛǘƛŜǎ ƻƴ ǘƘŜ ǘŜŀƳΦ
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= Input = Output

sitemap2 ideate

Activities in this workstream

At a glance:

The Ideation Sprint is the core of the lab of tomorrow 

programme. This is where participants generate new 

sustainable business ideas. By thoroughly preparing the sprint 

you lay the groundwork for successful business creation.

tǳǊǇƻǎŜΥ

Å5ŜǎƛƎƴ ȅƻǳǊ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ ŦƻǊƳŀǘ ŀƴŘ ŎǊŜŀǘŜ ǿƻǊƪƛƴƎ 

ƳŀǘŜǊƛŀƭǎΦ 

Å¢ƘƻǊƻǳƎƘƭȅ Ǉƭŀƴ ŀƴŘ ƻǊƎŀƴƛǎŜǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ ŀǎ ŀ ōŀǎƛǎ 

ŦƻǊ ŜŦŦƛŎƛŜƴǘ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴΦ 

IN-PERSON VERSUS REMOTE SPRINT

+ facilitates an environment of 
trust

+ makes it easier to keep up a high 
energy level throughout the 
sprint and can help to reduce 
drop-outs

- may increase the costs and 
logistical efforts required

An in-ǇŜǊǎƻƴ ǎǇǊƛƴǘΧ

+ is more accessible for 
participants from all over the 
world and all company sizes

+ makes it easier to document all 
work steps by using online 
whiteboards that can be 
continued to work on during 
incubation

- makes it harder to foster trust in 
the newly formed venture teams

- can lead to more distractions 
and participant drop-outs

- is more difficult to moderate and 
makes it harder to encourage 
active participation

A remote sprint

2.3_Prepare ideation sprint

Organise demo session

5ŜǎƛƎƴ ǎǇǊƛƴǘOrganise sprint

Key Result  
Ideation sprint setup

Insights Report

2 months
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EXPLAINER: Example of an ideation sprint macro agenda



back #1 Design Ideation Sprint

Macro Agenda Example
Micro Agenda Example
All Tools for 2_ideate

Ім Design Ideation Sprint

Begin by developinga Macro Agenda: planning the date and location, rough outline of the sprint and who you need to 
involve. A typical sprint takes about 3-4 in-person days (or about 7 half-day remote modules). Carefully weigh the pros 
and cons of an in-person or remote sprint (see option on previous slide) and adjust the Ideation Sprint design to your 
specific needs and objectives. Different setups can work equally fine!

In a next step, define the Micro Agenda: fill the Macro Agenda with life by adding details. Which sessions do you want to 
host on which day? What are the required inputs and desired outputs of each session? Which methods do you want to 
use? Which (technical) tools will you use?

After having drafted the Micro Agenda, create working materials for your participants through which they can empathise
with their target users and understand the constraints under which new business solutions need to thrive. Base these 
materials on the insights from your research and the chosen methods. Continue by designing and preparing working 
materials for all planned activities from your Micro Agenda. Refer to the lab of tomorrow toolkit for a comprehensive 
collection of Ideation Sprint tools (see tools for 2_ideate).

It is recommended that the lead coach creates a Coach-Handbook for the other coaches, which lists the different tools 
and facilitation options. It is not compulsory for the design thinking agency to use the lot tools for the sprint and as long
as the goals are reached, you can use your own tools or combine different ones. It is also important that each coach 
assesses individually which tools are helpful for the specific team and, if necessary, leaves out or adds tools and sessions.

2.3 Prepare Ideation Sprint

Thorough preparation is key. The Ideation 
Sprint aims to achieve a lot in just a few 
days. A lack of preparation may cost you 
valuable time.

Facilitators

sitemapн ƛŘŜŀǘŜ

LOCATION OF IDEATION SPRINT

+ Easier inclusion of local actors

+ Facilitates user tests 

+ Possibly cheaper

- If your organisationdoesn't have 
any local staff: potentially more 
difficult to organise

In the target country

+ More feasible if you plan on 
having a majority of 
international participants

- Quality of solutions might suffer 
from lack of local context

- More difficult to implement user 
tests

Outside the target country

If you are opting for a remote sprint, you 
will need to set up online whiteboards. 
Provide a technical onboarding to avoid 
frustration at the beginning of the sprint.
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Facilitators

9ȄǇƭƻǊŜ ǿƘŜǘƘŜǊ ȅƻǳǊ ǇǊƻƎǊŀƳƳŜǇŀǊǘƴŜǊǎ 
ƳƛƎƘǘ ōŜ ŀōƭŜ ǘƻ ƻŦŦŜǊ ǘƻ ŀ ǎǳƛǘŀōƭŜ ǾŜƴǳŜΦ

#2 Organise Ideation Sprint

Find an inspiring venue to boost participants' creativity and collaboration. 

If feasible, include cultural events in the sprint ςyou may for example invite local musicians to provide an introduction on 
the first day and help participants to immerse themselves in the local context.

Carefully plan logistical aspects of your Ideation Sprint, including transportation and accommodation for the participants.

Organisecatering according to needs ςpreferably local food.

Organisethe documentation of the sprint (ideally photo and video).

In order to attract only committed 
participants, travel and accommodation 
costs should be paid by them.

Assess whether cultural and language 
barriers might affect your Ideation Sprint 
and plan how you can mitigate them (e.g., 
by hiring translators).

sitemapн ƛŘŜŀǘŜ
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Programme Lead, Facilitators#3 Organise Demo Session

Prepare the demo session that concludes the sprint. In the demo session, the venture teams present their solution ideas 
and business model sketches to an expert feedback circle and a broader audience of potential supporting actors who 
might help the teams to further develop their ideas.

Select and invite suitable feedback providers from the local and international start-up ecosystem, such as investors and 
ƛƴŎǳōŀǘƛƻƴ ŀƴŘ ŀŎŎŜƭŜǊŀǘƛƻƴ ǇǊƻƎǊŀƳǎ όǎŜŜ ŀŎǘƛǾƛǘȅ нΦоΦн ΨŜƴƎŀƎŜ Ŧƻƭƭƻǿ-ǳǇ ǇŀǊǘƴŜǊǎΩύΦ

You may distribute an Evaluation Sheet to feedback providers in order to get more structured feedback.

Invite other relevant partners and stakeholders (e.g., management from sending companies, political partners, topic 
experts, etc.) to the demo session get the venture teams exposure and backing.

sitemap2 ideate

{ǘǊƻƴƎΣ ŜƴŜǊƎŜǘƛŎ ƳƻŘŜǊŀǘƛƻƴ ŀƴŘ ŜȄŀŎǘ 
ǘƛƳŜ ƪŜŜǇƛƴƎ ŀǊŜ ŎǊǳŎƛŀƭ ŦƻǊ ŀ ǎǳŎŎŜǎǎŦǳƭ 
ŘŜƳƻ ŜǾŜƴǘΦ

Evaluation Sheet

Invite investors and representatives of 
potential follow-up programmesto the 
review group. 

Expert review circles can be involved in-
person or remotely. 

Their physical presence at the Ideation 
{ǇǊƛƴǘΧ
+ facilitates a more engaging presentation 

and feedback experience for your 
venture teams

+ allows venture teams to benefit from 
additional expert feedback in selected 
working sessions

- is more difficult to organisethan 
feedback via videoconferencing

Consider inviting your expert review group 
for additional feedback sessions during the 
business incubation phase.

Invite the management from the companies 
that are sending their employees to work in 
the venture teams to get their backing.



back
2.4 Prepare and conduct Group 
Formation Meeting

2 weeks

2.4 Prepare and conduct Group Formation Meeting 

Explain about the goal of the sprint, the 
necessary commitment and the used design 
thinking approach in order to make sure the 
expectations are set in the right way. 

ǎƛǘŜƳŀǇ2 ideate

Activities in this workstream

At a glance:

The right constellation of each venture team is crucial for the 

success of the Ideation Sprint and incorrect expectations might 

be a major risk for success of the Ideation Sprint. The intention 

of the Group Formation Meetingis to set the right 

expectations and strengthen the pre-assigned groups but also 

assess the fit of participants for the respective groups and 

allow for flexibility and changes between groups before the 

sprint if need be. 

Purpose:

ÅCreatestrong venture teams

ÅMake sure the right expectations are set for the sprint

ÅGive participants the possibility to change their assigned 

teams

ÅPossibilityfor participantsto askquestionsand meet the lot

Team

Once the sprint has started changes are 
theoretically still possible as case-by-case 
decisions but should ideally be prevented by 
the Group Formation Meeting and the 
opportunity for changing groups before the 
sprint 

2.4_Prepare and conduct Group Formation Meeting

hǊƎŀƴƛǎŜ DǊƻǳǇ 
CƻǊƳŀǘƛƻƴ aŜŜǘƛƴƎPrepare Group Formation Meeting

Key Result  
Strong venture teams

Pre-assignedventure teams

The Group Formation Meeting should be 
online so that local and international 
participants are able to join.
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Macro Agenda Example
Micro Agenda Example

#1 Prepare Group Formation Meeting

2.4 Prepare and conduct 
Group Formation Meeting

¢ƘƻǊƻǳƎƘ ǇǊŜǇŀǊŀǘƛƻƴ ƛǎ ƪŜȅΦ 

Facilitators

sitemap2 ideate

You will need to set up online whiteboards. 
Provide a technical onboarding to avoid 
frustration at the beginning of the sprint.

Begin the preparationphasefor the Group Formation Meeting (GFM) by creatingan external MacroAgenda. The GFM 
should take around three hours and consist of four parts:

Å Introduction to Lot (plenary)

Å Team Building (group work)

Å Start of Business Opportunity Framing (group work)

Å Q&A session (plenary)

The MacroAgenda canbehigh levelbut shouldbedetailedenough, that participantsgetan understandingof what the
meetingentails.

In the nextstep, seta date for the GFM, createthe online event(on Zoom or Microsoft Teams) and sharethe link and 
informationwith the participants. Tomakesureeveryoneison the same pageat the start of the sprint, underlinethat
the attendanceis mandatory. 

Then define the Micro Agendaand fill it with life by adding details. Keep in mind the following questions: Which activities 
would you like to do in each session? Who will be facilitating which part? What are the required inputs and desired 
outputs of each session? Which methods do you want to use? Which online tools/whiteboards will you use?

Completethe online whiteboardsat least a few daysbeforethe eventso that everycoachcanget familiarwith it in 
advance. 



back #2 Conduct Group Formation Meeting
2.4 Prepare and conduct 
Group Formation Meeting

Facilitators

!ǘ ǘƘŜ ǎǘŀǊǘ ƻŦ ǘƘŜ ƎǊƻǳǇ ǎŜǎǎƛƻƴΣ ƎƛǾŜ ŀ 
ǎƘƻǊǘ ƛƴǘǊƻŘǳŎǘƛƻƴ ŀōƻǳǘ ǘƘŜ ƻƴƭƛƴŜ ǘƻƻƭǎ ǎƻ 
ǘƘŀǘ ŜǾŜǊȅƻƴŜ ƛǎ ŀōƭŜ ǘƻ ǳǎŜ ǘƘŜƳΦ

#2 Conduct Group Formation Meeting

Introduction to Lot (plenary): Introduce the whole lot team and the coaches and create a background slide with pictures 
and names so that its easier for the participants to remember them. Underline the approach, goal of the sprint and 
necessary commitment, so that expectations are set in the right way. Mention that a Non-Disclosure-Agreement will be 
signed on the first sprint day. Check whether some enterprises need it in advance to get the go from their company. 

Team Building (group work): There are multiple different possible approaches but it is important that participants share 
their names, location and what their business is doing so that everyone gets an idea of who is in the own team. On the 
right side there are examples of two helpful tools: World Map Tool and Skill Galaxy Tool.  

Start of Business Opportunity Framing (group work): The coaches briefly introduce the specific Business Opportunities to 
all participants in their group and in the next step, different aspects / problem fields within the business opportunity and 
underlying root causes are collected by the participants. The results are then presented to the other teams. During the 
session, the coaches check with their teams, whether there are already specific wishes or ideas for the testing excursion, 
so that suitable stakeholders can be contacted in advance. 

Q&A session (plenary): Briefly share the Macro Agenda for the Sprint and open the forum for all participants to ask 
questions about any remaining issues or topics regarding the upcoming sprint. Mention the possibility to change groups if 
participants think they would fit better to another group. However, in this case, participants should let the implementing 
organization know as soon as possible, so that the groups can be finaliseda few days before the sprint. 

Communicate to the participants that a 
Non-Disclosure-Agreement will be signed on 
the first day of the sprint. 

sitemap2 ideate

DǊƻǳǇ CƻǊƳŀǘƛƻƴ aŜŜǘƛƴƎ ¢ŜƳǇƭŀǘŜ
bƻƴπ5ƛǎŎƭƻǎǳǊŜπ!ƎǊŜŜƳŜƴǘ ¢ŜƳǇƭŀǘŜ
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2.5 Conduct Ideation Sprint

Provide clear guidance on good practices in 
Business Design and SDG impact 
orientation. The latter requires continuous 
attention, especially to broaden private 
sector participants' traditional business 
design priorities.

Maximiseopportunities for expert and 
stakeholder feedback to refine business 
ideas. Consider having the subject matter 
expert(s) on site so that your venture teams 
can access their expertise at any time during 
the sprint.2.5_Conduct ideation sprint

Key Result  
Motivated Teams with
incubation-ready business ideas

Explain 
sprint 
rules

Build 
team 
spirit

¦ƴŘŜǊπ
ǎǘŀƴŘƛƴƎ 
ǘƘŜ  
ōǳǎƛƴŜǎǎ 
ǇƻǘŜƴǘƛŀƭ    

Brain-
storming 
about 
solutions   

Proto-
typing 
solutions  

Testing 
solutions 
with 
users

Refining 
solutions

Moving from 
solutions to 
business 
models

Demoing 
the 
business 
models for 
expert 
feedback

Defining a 
roadmap for 
business 
incubation

!ǇǇƭȅƛƴƎ ŦƻǊ 
ƛƴŎǳōŀǘƛƻƴ 
ǎǳǇǇƻǊǘ

Expert feedback circle

= Input = Output
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Activities in this workstream

!ǘ ŀ ƎƭŀƴŎŜΥ

¢ƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ ƛǎ ǘƘŜ ōŜƎƛƴƴƛƴƎ ƻŦ ǘƘŜ ƧƻǳǊƴŜȅ ǘƻ ƴŜǿ 

ǎǳǎǘŀƛƴŀōƭŜ ōǳǎƛƴŜǎǎ ǎƻƭǳǘƛƻƴǎΦ ¢Ƙƛǎ ƛǎ ǿƘŜǊŜ ǘƘŜ ƳŀƎƛŎ 

ƘŀǇǇŜƴǎΥ ŜƴŀōƭŜ ǘƘŜ ǾŜƴǘǳǊŜ ǘŜŀƳǎ ǘƻ ƛŘŜŀǘŜ ƛƳǇŀŎǘŦǳƭ 

ǎƻƭǳǘƛƻƴǎ ŦƻǊ ǘƘŜƛǊ ŎƘƻǎŜƴ ōǳǎƛƴŜǎǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎΦ CƻŎǳǎ ƻƴ 

ōǳƛƭŘƛƴƎ ƳƻǘƛǾŀǘŜŘ ǘŜŀƳǎ ǿƛǘƘ ǎǘǊƻƴƎ ōǳǎƛƴŜǎǎ ƛŘŜŀǎ ŀƴŘ 

ŜƴŎƻǳǊŀƎŜ ǘƘŜƳ ǘƻ ōǊƛƴƎ ǘƘŜƛǊ ƛŘŜŀǎ ǘƻ ƭƛŦŜ ƛƴ ǘƘŜ ǎǳōǎŜǉǳŜƴǘ 

ƛƴŎǳōŀǘƛƻƴ ǇƘŀǎŜΦ

Purpose:

ÅBuild team spirit

ÅEnable teams to generate impactful business ideas

ÅFilled in Sustainable Business Model Canvases

ÅCreation of MVP development roadmaps

ÅTeam demo decks

Consider letting the team members get to 
know each other prior to the Ideation 
Sprint, e.g., via preparatory webinars.



ōŀŎƪ
#1 Explain sprint rules
#2 Build team spirit

Facilitators

Ideation Sprints work best when everyone is 
clear about the rules and different mindsets 
that should be applied at different stages of 
the programme.

Facilitators

Leverage the expertise of your participants 
by fostering a collaborative spirit not just 
within but also between teams.

#1 Explain sprint rules

tǊƻǾƛŘŜ ŀ ŎƻƳǇŜƭƭƛƴƎ ƛƴǘǊƻŘǳŎǘƛƻƴ ǘƻ ǘƘŜ ǇǊƛƴŎƛǇƭŜǎ ƻŦ ǘƘŜ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ ŀƴŘ ƳŀƪŜ ǎǳǊŜ ǘƘŀǘ ŀƭƭ ǇŀǊǘƛŎƛǇŀƴǘǎ ŀǊŜ ŀǘ ŜŀǎŜ 
ǿƛǘƘ ƛǘǎ ŎƻƭƭŀōƻǊŀǘƛǾŜ ŀǇǇǊƻŀŎƘ ŀƴŘ ǊŜǉǳƛǊŜŘ ƳƛƴŘǎŜǘΦ Lǘ ƛǎ ƪŜȅ ǘƘŀǘ ŀƭƭ ǇŀǊǘƛŎƛǇŀƴǘǎ ŎƻƭƭŀōƻǊŀǘŜ ŀǘ ŜȅŜ ƭŜǾŜƭ ǘƻ ŘŜǾŜƭƻǇ 
ōǊƛƭƭƛŀƴǘ ǎƻƭǳǘƛƻƴǎ ƛƴ ƳƻǘƛǾŀǘŜŘ ǘŜŀƳǎΦ 5ƻƴΩǘ ƘŜǎƛǘŀǘŜ ǘƻ ǊŜǇŜŀǘ ǘƘŜ ǊǳƭŜǎ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǎǇǊƛƴǘΦ /ƘŜŎƪ ǘƘŜ ƳƛƴŘǎŜǘ ǎƭƛŘŜ 
ŦƻǊ нψƛŘŜŀǘŜ ƛƴ ǘƘƛǎ ŎƘŀǇǘŜǊ ǘƻ ǾƛŜǿ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǊǳƭŜǎ ǘƻ ŎƻƴǾŜȅΦ

#2 Build team spirit

Provide enough time and a fun method to allow your participants get to know each other ςespecially within their 
venture teams. The Ideation Sprint is the beginning of the Business Design programme. Spending enough time on team-
building is important for motivating your teams. A Graphic Gameplan can be a good start for the venture teams to come 
together and find a common motivation and vision for their ventures. Since the time during the sprint can be limited, 
encourage your teams to engage with each other outside of the sprint as well. 

2.5 Conduct Ideation Sprint sitemap2 ideate

DǊŀǇƘƛŎ DŀƳŜǇƭŀƴ



#3 Understanding the problem and its business potential
#4 Brainstorming solutions

#3 ¦ƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ǇǊƻōƭŜƳ ŀƴŘ ƛǘǎ ōǳǎƛƴŜǎǎ ǇƻǘŜƴǘƛŀƭ

Make sure that participants have a clear understanding of the business opportunities that they will tackle. Within each 
venture team, let your participants share what they already know about the challenge they seek to tackle. Present key 
elements from your research that highlight the business potential and help the venture teams to immerse themselves 
into the needs of targeted users. Give the teams enough time to do some research and interviews on their own to 
develop an in-depth understanding of the problem they are trying to solve. For example, invite topic experts so that the 
venture teams can conduct Expert Interviews to gather more insights.

#4 Brainstorming solutions

¢ƘǊƻǳƎƘ ƛŘŜŀǘƛƻƴ ǘŜŎƘƴƛǉǳŜǎΣ ŦƻǎǘŜǊ ǘƘŜ ǾŜƴǘǳǊŜ ǘŜŀƳΩǎ ŎǊŜŀǘƛǾŜ ŀƴŘ ŎƻƭƭŀōƻǊŀǘƛǾŜ ǘƘƛƴƪƛƴƎ ǘƻ ƎŜƴŜǊŀǘŜ ǇƻǎǎƛōƭŜ ǎƻƭǳǘƛƻƴǎ 
for their business opportunities. Most participants already have an idea in their head from the start ςby creating a 
creative, safe, and collaborating space for everybody you are encouraging the participants to think beyond pre-existing 
ideas and think of new, innovative solutions. Take a look at the mindset slide for 2_ideate in this chapter to view the rules
for brainstorming and use the Ideation Tools (see sidestrip) to create such a space for your participants during the 
LŘŜŀǘƛƻƴ {ǇǊƛƴǘΦ ! ƴǳƳōŜǊ ƻŦ ŘƛŦŦŜǊŜƴǘ ǘƻƻƭǎ ŀƴŘ ƳŜǘƘƻŘǎ Ŏŀƴ ōŜ ǳǎŜŘ ŦƻǊ ƛŘŜŀ ƎŜƴŜǊŀǘƛƻƴΦ 5ƻƴΩǘ Ƨǳǎǘ ŦƻŎǳǎ ƻƴ ƻƴŜ 
method but encourage the teams to try out different ideation methods. 

Facilitators

Not everybody gets the opportunity to read 
the insights report before the Ideation 
Sprint. This is an important moment for 
building a common understanding of user 
needs in the field. 

Facilitators

9ƴŎƻǳǊŀƎŜ ǇŀǊǘƛŎƛǇŀƴǘǎϥ ƛƴǾŜƴǘƛǾŜƴŜǎǎ π
ǎƻƳŜǘƛƳŜǎ ƛǘ ƛǎ ǘƘŜ Ƴƻǎǘ ƛƳŀƎƛƴŀǘƛǾŜ ƛŘŜŀǎ 
ǘƘŀǘ ȅƛŜƭŘ ǘƘŜ ōŜǎǘ ǎƻƭǳǘƛƻƴǎΗ

Alternative Perspectives
Structuring and Selecting Ideas
Sanchez
Idea Napkin
Evaluating Ideas

sitemapback 2 ideate 2.5 Conduct Ideation Sprint

Expert Interviews



#5 Prototyping solutions
#6 Testing solutions with users 

Facilitators

Facilitators

aŀƪŜ ȅƻǳǊ ǘŜŀƳǎ ǘŜǎǘ ǘƘŜ ǊŜƭŜǾŀƴŎŜ ƻŦ ƛŘŜŀǎ 
ǿƛǘƘ ǇƻǘŜƴǘƛŀƭ ǳǎŜǊǎ ŀǎ ŜŀǊƭȅ ŀǎ ǇƻǎǎƛōƭŜΦ LŦ 
ǘƘŀǘ ƛǎ ƴƻǘ ŦŜŀǎƛōƭŜΣ ǊƻƭŜπǇƭŀȅƛƴƎ Ŏŀƴ ƘŜƭǇ 
ȅƻǳ ǘƻ ƎŜǘ ŦŜŜŘōŀŎƪΣ ǘƻƻΦ

Foster exchange between your venture 
teams. All participants bring relevant 
expertise and can be a great resource for 
cross-team feedback.

#5 Prototyping solutions

Help your venture teams to concretise their ideas through rapid prototyping. The main purpose of developing prototypes 
is to explore whether solutions are desirable, feasible, and viable. Prototypeshelp visualise the ideas, for the venture 
teams and user testing, without them it is harder for teams to gain valuable feedback. In order to figure out which 
prototypes make sense for each team, let them fill out the Experiment Template for First User Tests. This will help the 
teams understand which type of prototype they need in order to test their solution with users.

Different solutions lend themselves to different Prototyping Tools, e.g.:prototypes built from paper, Lego or other 
building materials, Storyboards, idea napkins, Wireframes, and role plays. 

#6 Testing solutions with users 

Help your venture teams get in touch with potential users for a Basic User Test of their prototypes. This allows them to 
collect feedback for refining their solutions. 

Depending on the location of your Ideation Sprint and the types of target users, there are different ways to do quick user 
tests. You may

Ålet your venture teams go out and talk to potential users directly,

Åinvite potential users on site, or

Åarrange video or telephone calls with potential users.

ǎƛǘŜƳŀǇback 2 ideate 2.5 Conduct Ideation Sprint

Experiment Template for First User Tests
Prototype Examples
Storyboards
Wireframes

Basic User Test
Feedback Grid



#7 Refining solutions 
#8 Moving from solutions to business models

#7 Refining solutions 

Help the teams to adjust and enhance their solutions based on the user feedback they received. What worked? What 
didn't work? How might the venture teams redesign their solutions to better meet the needs of their potential users? 
Refining solutions will also be important for the next phase, so ensure that this is something the venture teams 
understand and are able to conduct on their own.

Іу Moving from solutions to business models

Guide venture teams in turning their solutions into sustainable business models by filling in the Sustainable Business 
Model Canvas. Help the teams answer these key questions: 

ÅHow are they going to create value for their users?

ÅHow are they going to create social, economic and/or environmental value in line with the SDGs?

ÅWhat will be their rough cost structure?

ÅWhat revenue model suits their ideas best? 

ÅHow are they going to deliver their solution to users?

ÅWhat partners do they need?

ÅWhat is the eco-social cost of the solution?

You may also help the teams hone in on their value proposition (see bullets 1 & 2 above) using a Value Proposition 
Canvas.

Facilitators

Compile all questions and ideas emerging 
from the user feedback. If you can't act on 
all of them during the Ideation Sprint, they 
will provide valuable inputs to the 
subsequent incubation phase. 

Facilitators

Keep focusing participants' minds on the 
SDG impacts of their business models. This 
is not always easy given that many of your 
participants do not have a development 
background. 

Sustainable Business Model Canvas
Value Proposition Canvas

ǎƛǘŜƳŀǇback 2 ideate 2.5 Conduct Ideation Sprint



#9 Demoing the business models for expert feedback
#10 Defining a roadmap for business incubation

Consider inviting one or more members 
from your expert review group to provide 
ongoing feedback to your teams as "flying 
experts", for instance during the business 
modelling session.

Having one dedicated expert provide 
feedback on each of the four areas 
desirability, feasibility, viability, and 
sustainability can make the feedback 
programmemore efficient.

Demo Deck Template
Evaluation Sheet

MoUsamong venture team members can 
help to ensure commitment to the tasks 
agreed upon.

GraphicGameplan
Memorandumof Understanding

Іф Demoing the business models for expert feedback

Have the venture teams to create Demo Decks and present their solutions in front of your expert review group at the end 
of the Ideation Sprint. This allows them to collect valuable advice for moving forward and will serve as a practice for the 
final pitch at the end of the incubation phase. 

There are two ways to host your feedback session: 

Åon site, face-to-face

Ådigitally, streaming the teams' presentations live and having the experts provide feedback via video link.

#10 Defining a roadmap for business incubation

Let the venture teams revisit their Graphic Gameplansand assist them in agreeing on how they will address the expert 
feedback from the demo. This includes:

ÅIssues they need to focus on before entering the incubation phase; 

ÅIssues that they need to work on throughout incubation; and

ÅRoles, responsibilities and resources in the venture team. 

The roadmap should include steps towards MVP (minimum viable product) creation.

The definition of roles, responsibilities and resources can be done by means of a Memorandum of Understanding.

Facilitators

Facilitators

ǎƛǘŜƳŀǇback 2 ideate 2.5 Conduct Ideation Sprint



#11 Applying for incubation support

As outlined in 0_prepare, you may choose 
to support business incubation through
Å general coaching, facilitation, and 

advice;
Å targeted technical assistance and advice 

to specific business models; and/or
Å financial support.

Participants must be well informed about 
the documents required for applications and 
the selection criteria you will use. 
For instance, you might let the venture 
teams refine their business model sketches 
and roadmaps after the Ideation Sprint up to 
the application deadline and then base your 
decision on their refined business model 
sketches and roadmaps. For an example of 
ŎǊƛǘŜǊƛŀ ǘƻ ŀǇǇƭȅΣ ǎŜŜ ǘƻƻƭ Ψ{ŜƭŜŎǘƛƻƴ /ǊƛǘŜǊƛŀΩΦ

#11 Applying for incubation support

Towards the end of the Ideation Sprint, present the procedure for entering the incubation phase again to your
participants. Encourageventure teamswith promisingbusinessideasto apply for continuedsupport to incubation. Be
clear about the Criteria for admissionto the incubationphase. Alongwith a statement of their motivation and team
structure,ventureteamsare typicallyrequiredto submit their refinedbusinessmodelsketchesandroadmapswith their
applicationsby a fixeddeadline.

CŀŎƛƭƛǘŀǘƻǊǎ

Communicate very clearly what forms of 
support you offer during the business 
incubation phase.

Start the Incubation phase as soon as 
possible after the Ideation Sprint to keep up 
the momentum. If necessary, facilitate 
venture team applications by helping them 
to complete the required documents.

sitemap

Incubation Selection Criteria

back 2 ideate нΦр /ƻƴŘǳŎǘ LŘŜŀǘƛƻƴ {ǇǊƛƴǘ



the lab of tomorrowprogramme

3_incubate

лψǇǊŜǇŀǊŜ

#1 Creating a pilot roadmap

#2 Creating a minimum viable product

#3 Implementing the market pilot

#4 Pitching the piloted business models

3.3 Support Market Pilot

1_understand

2_ideate

#1 Map assumptions

#2 Getting a more nuanced understanding of target users

#3 Refining the value proposition

#4 Refining offer & MVP development

#5 Exploring the cost structure

#6 Refining the revenue model

#7 Deciding on sales channels

#8 Identifying necessary business partners

#9 Creating a funding strategy

#10 Pitching the refined business models to follow-up partners

3.2 Support Business Design

#1 Design coaching materials

#2 Select venture teams for incubation support

#3 Define mode of collaboration with venture teams

#4 Create & schedule tailored coaching plans for each team

оΦм tǊŜǇŀǊŜ LƴŎǳōŀǘƛƻƴ

3_incubate

sitemap



During the INCUBATE phase you will:  (1) prepare the incubation phase, (2) support Business Design, and (3) support market pilot. 

back 3 incubate

4-14 months3_incubate

5ŜǎƛƎƴƛƴƎ ǘƘŜ ƛŘŜŀƭ ōǳǎƛƴŜǎǎ ŘǳǊƛƴƎ 
ƛƴŎǳōŀǘƛƻƴ ǎƘƻǳƭŘ ōŜ ŀ ŦƭŜȄƛōƭŜ ǇǊƻƎǊŀƳƳŜΦ 
9ŀŎƘ ǾŜƴǘǳǊŜ ǘŜŀƳ Ƴǳǎǘ ŘŜǎƛƎƴ ŀƭƭ ƪŜȅ 
ŎƻƳǇƻƴŜƴǘǎ ƻŦ ǘƘŜƛǊ ōǳǎƛƴŜǎǎ ƳƻŘŜƭΣ ōǳǘ 
ǘƘŜ ŜȄŀŎǘ ƻǊŘŜǊ ƻŦ ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ ǘƛƳƛƴƎ ƻŦ 
ǘƘŜ ƳŀǊƪŜǘ Ǉƛƭƻǘ ƳƛƎƘǘ ǾŀǊȅ ōŜǘǿŜŜƴ 
ǾŜƴǘǳǊŜ ǘŜŀƳǎ ŘŜǇŜƴŘƛƴƎ ƻƴ ǘƘŜ ƴŀǘǳǊŜ ƻŦ 
ǘƘŜƛǊ ǎƻƭǳǘƛƻƴǎΦ

sitemap

What you will need:

Å Assumptions for each Business Model Component 

(filled in Sustainable Business Model Canvas from 

Ideation Sprint)

Å MVP development roadmap from Ideation Sprint

Å Team demo decks from Ideation Sprint

Purpose:

Å Support teams in designing the ideal sustainable 

business model for their solution 

Å Support teams in developing MVPs (Minimum Viable 

Products) and in piloting them in the target market

Å Support teams in preparing and executing strong 

pitches in front of investors and other potential 

follow-up partners to ensure a smooth continuation 

of the ventures after the end of the programme

Overview
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пπмп ƳƻƴǘƘǎ3_incubate

Critical tools in Business Design:
Å Sustainable Business Model Canvas

Used by the venture teams  to map each 
component of their business

Å Assumption Mapping
Used to map the critical assumptions 
that would have to be true for each 
business model component to work

Å Experiment Template
Used to define suitable experiments for 
testing all critical assumptions

sitemap

Additional resources:
Å Chris Nyffeler, IDEO Executive Design 

Director - Why Everyone Should 
Prototype (Not Just Designers)

Å IDEO U ςWhat is Business Design?

Mindset

EXPERIMENTING in the Solution Space with the Business Design method
Throughout incubation, the venture teams design the ideal business models for their solutions and bring them to life.

HOW?
At this stagethe teamsapplythe BusinessDesignmethod by gettingoff their desksandmakingabstract ideasreal and tangible. They
do soby testingeachcomponentof their businessmodelςfrom their offer to their pricingmodelanddistributionchannelsςwith target
usersandstakeholdersthrough prototypes.

WHY?
Theventure teamsreducerisksthrough a constantcircle of testing, validating,and iterating the businessmodels. As their offer and
businessstart to takeshape,the ventureteamscanquicklylearnwhat isandƛǎƴΩǘworking.

{ƻǳǊŎŜΥ L59h ¦

Q

P
E

Q ςFrame a QUESTION basedon assumptions

P ςBuildPROTOTYPES to test with people

E ςCollectEVIDENCE to inform future businessdecisions

Q

P
E v

P
E

The ThreeStepsof Prototyping

Prototypingisan essential part of Business Design. Insteadof comingup with a plan for how everypart of a businesscould
work, design an ongoingsequenceof small, rapid prototypesto learnhow the businesswill work. This isa three-step
programme: 

https://www.ideou.com/blogs/inspiration/why-everyone-should-prototype-not-just-designers
https://www.ideou.com/blogs/inspiration/how-to-build-a-better-business-through-design
https://www.ideou.com/products/designing-a-business
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KEY PARTNERS KEY ACTIVITIES

KEY RESOURCES

VALUE PROPOSITIONS CUSTOMER RELATIONS

CHANNELS

CUSTOMER SEGMENTS

/h{¢ {¢w¦/¢¦w9 REVENUE STREAMS

ECO-SOCIAL COSTS ECO-SOCIAL BENEFITS

Q

P
E

Business Design and the Sustainable Business Model Canvas

As you go through the incubation phase apply the question/prototype/evidence approach to each component of the Sustainable 
.ǳǎƛƴŜǎǎ aƻŘŜƭ /ŀƴǾŀǎΦ 5ƻƴΩǘ ŀǎǎǳƳŜ ςalways validate all your hypotheses with actual user feedback. 
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Mindset
Help the venture teams map their 
assumptions for each business model 
component, define experiments to test the 
most critical ones using the experiment 
template and support them in iterating each 
business model component based on the 
findings.

пπмп ƳƻƴǘƘǎ
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{continued}_Support Business Design

WORKSTREAM

3-4 weeks 6-9 months

back 3 incubate

оψƛƴŎǳōŀǘŜ

PHASE

TIME

Creating 
a pilot 
roadmap

Creating a 
minimum 
viable product

Implementing the market pilot

Pitch
Pitching the piloted business 
models to investors

3.2_Support Business Design

wŜŦƛƴƛƴƎ 
ǘƘŜ ƻŦŦŜǊ ϧ a±t 
ŘŜǾŜƭƻǇƳŜƴǘ

Exploring the 
cost structure

Deciding on 
sales channels

Refining the 
revenue model

Creating a 
funding 
strategy

Identifying 
necessary 

business partners

Pitch
Pitching the 

refined business 
models to 
follow-up 
partners

Key Result  
Refined business models

оπп ƳƻƴǘƘǎ

WORKSTREAM

TIME

Ecosystem 
handover 
option 1

Ecosystem 
handover 
option 2

Key Result  
Piloted ventures

3.1_Prepare Incubation

Design 
coaching 
materials

{ŜƭŜŎǘ 
ǾŜƴǘǳǊŜ 
ǘŜŀƳǎDefine 

mode of 
collaboration

Create & 
schedule 
coaching plans

Key Result  
Tailored incubation procedure

sitemap

3_incubate

Refining 
value 

proposition

LƳǇǊƻǾƛƴƎ 
ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ 
ǇƻǘŜƴǘƛŀƭ ǳǎŜǊǎMap 

assum
ptions



back 3.1 Prepare Incubation

3-4 weeks3.1 Prepare Incubation

Design 
coaching 
materials

Select 
venture 
teams 5ŜŦƛƴŜ 

ƳƻŘŜ ƻŦ 
ŎƻƭƭŀōƻǊŀǘƛƻƴ

Create & 
schedule tailored 
coaching plans

Incubation-ready business ideas

3.1_Prepare Incubation

= Input = Output

sitemapо ƛƴŎǳōŀǘŜ

Activities in this workstream

At a glance:

Create an efficient procedure for testing, refining, and piloting 

the sustainable business ideas developed in the Ideation 

Sprint. Prepare the necessary coaching materials and other 

potential services that you might offer. In parallel, select the 

most promising venture teams for incubation support.

Purpose:

ÅDesign coaching materials for a smooth work flow

ÅSelect the most promising venture teams

ÅCreate & schedule tailored coaching plans for each venture 

team

ÅSet up a working structure by defining the means of 

collaboration and communication in each team

At this point you should have defined the 
scope and exit point of your incubation 
services to match the goals of your 
programmeόŎƻƳǇŀǊŜ ŀŎǘƛǾƛǘȅ Іо άtƭŀƴ 
programmeέ ƛƴ лψǇǊŜǇŀǊŜ ŦƻǊ ƳƻǊŜ ŘŜǘŀƛƭǎ 
and the pros and cons of different exit 
points.).

Key Result  
Tailored incubation procedure



back
#1 Design coaching materials
#2 Select venture teams for incubation support

CŀŎƛƭƛǘŀǘƻǊǎ

If you choose to use Business Design as a 
method, we encourage you to consistently 
apply it throughout Incubation. Sticking to 
one method leads to a more coherent 
experience for your participants.

programme Lead

Consider feedback from the expert review 
group provided at the end of your Ideation 
Sprint. Use clear criteria and a simple 
assessment form for screening applications 
by venture teams.  Select applicants quickly 
in order not to lose momentum.

Incubation Selection Criteria

#1 Design coaching materials

#2 {ŜƭŜŎǘ ǾŜƴǘǳǊŜ ǘŜŀƳǎ ŦƻǊ ƛƴŎǳōŀǘƛƻƴ ǎǳǇǇƻǊǘ

Decide which ventures teams are fit for incubation. Not all venture teams will necessarily be able to qualify for the 
incubation phase ςand that is ok. Make sure to select venture teams that bring a high level of motivation and promising 
business idea. Take a look at the provided Selection Criteria for more helpful criteria the teams should fulfill.

Developandprepareall necessarymaterialsfor coachingyour ventureteamsin designingtheir business. IDEO'sBusiness
Designmethodhasstronglyinspiredthe methodologyand incubationmaterialssuggestedin this handbook. Youcanuse
thesematerials,customisethem, or createyour own materials. Foran overviewof keycoachingcomponents,checkthe
list of activitiesin 3.2 BusinessDesign.

3.1 Prepare Incubation sitemap3 incubate
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CŀŎƛƭƛǘŀǘƻǊǎ

Tools such as Google Drive and Slack have 
proven to be highly useful in past 
programmees. 

Facilitators

Experience suggests that it works well to 
organiseyour sessions over the course of 3 
months, beginning a maximum of 2 weeks 
after the Ideation Sprint.

Coaching Plan Example

#3 Define mode of collaboration with venture teams

#4 /ǊŜŀǘŜ ϧ ǎŎƘŜŘǳƭŜ ǘŀƛƭƻǊŜŘ ŎƻŀŎƘƛƴƎ Ǉƭŀƴǎ ŦƻǊ ŜŀŎƘ ǘŜŀƳ

Plan a session schedule together with your venture teams and create a Coaching Planbased on your prepared coaching 
materials and the venture team roadmaps. Ensure that the schedule allows you to cover all aspects of business design 
(see activities in 3.2 Business Design) within a given timeframe.

Together with the venture teams, determine whether to conduct the coaching sessions remotely or in-person. Agree on 
the tools you want to use for working and communicating with the venture teams.

At this time, it would also be a good idea for the team members to think about how a team collaboration could possibly 
ƭƻƻƪ ƭƛƪŜΦ ¢Ƙƛǎ ŘƻŜǎ ƴƻǘ ƘŀǾŜ ǘƻ ōŜ ǎŜǘ ƛƴ ǎǘƻƴŜ ȅŜǘΣ ōǳǘ ƛǘ ƛǎ ƘŜƭǇŦǳƭ ǘƻ ǘƘƛƴƪ ŀōƻǳǘ ŜǾŜǊȅōƻŘȅΩǎ ǇǊŜŦŜǊǊŜŘ ǘŜŀƳ ŦƻǊƳŀǘƛƻƴ 
when entering the incubation phase. While the team might not yet know what type of legal structure makes sense for 
their business solution, we strongly recommend getting the teams to think about this early on. A Memorandum of 
Understandingcan be a good starting point for formalizing the collaboration.

#3 Define mode of collaboration with venture teams
#4 Create & schedule tailored coaching plans for each team

REMOTE VS. 
IN-PERSON COACHING SESSIONS

+ Feasible with dispersed teams

+ Potentially cheaper

- Weaker team experience

Remote

+ Helps venture teams to grow 
their team spirit

+ Helps coaches to build a 
motivational ambience

- Higher logistical requirements

LƴπǇŜǊǎƻƴ

You may opt for a more ad-hoc coaching 
style if a session schedule doesn't cater to 
the needs of your venture teams.

sitemapback 3 incubate 3.1 Prepare Incubation

Memorandum of Understanding
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3-4 months3.2 Support Business Design

3.2 Support Business Design

= Input = Output

sitemapо ƛƴŎǳōŀǘŜ

Activities in this workstream

At a glance:

At this stage the venture teams need to design each 

component of their business model to make their solutions 

desirable for users, financially viable for shareholders, and 

feasible to build and deliver. Help the teams to validate each 

business model component through experiments and to iterate 

based on their findings.

Purpose:

ÅSupport the venture teams in designing the ideal business 

model for their solutions

ÅSupport venture teams in developing MVPs

ÅHelp the teams to prepare and conduct a strong pitch in front 

of investors and other potential follow-up partners

Help the venture teams to find compelling 
answers to 3 questions:

Å How will they create value?
The teams optimisetheir solutions by 
refining their value proposition, i.e., the 
benefits they provide to users, and their 
offer, e.g., the actual product or service 
they create.

Å How will they capture value?
The teams elaborate their cost structure 
and design the optimal revenue model 
for their businesses.

Å How will they deliver value?
The teams determine their sales 
channels and engage necessary partners 
for delivering their solutions.

Remind the teams: fulfilment of a human 
need is at the heart of every business. 
Designing a sustainable, successful 
business means deeply understanding 
ǇŜƻǇƭŜΩǎ ōŜƘŀǾƛƻǳǊǎ ŀƴŘ ƳƻǘƛǾŀǘƛƻƴǎ 
beyond data and surveys. 

Source: IDEO U

The different activities in this workstream 
do not need to be completed in the order 
presented!

оΦнψ{ǳǇǇƻǊǘ .ǳǎƛƴŜǎǎ 5ŜǎƛƎƴ

Refining 
the offer & MVP 

development

Exploring the 
cost structure

Deciding on 
sales channels

Refining the 
revenue model

Creating a 
funding 
strategy

Identifying 
necessary 

business partners

Pitch
Pitching the 

refined business 
models to 
follow-up 
partners

YŜȅ wŜǎǳƭǘ  
wŜŦƛƴŜŘ ōǳǎƛƴŜǎǎ ƳƻŘŜƭǎ

Ecosystem 
handover 
option 1

Refining 
value 

proposition

Map 
assum
ptions

Incubation-ready business ideas

Improving 
understanding of 
potential users

https://www.ideou.com/products/designing-a-business
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#1 Mapping assumptions
#2 Getting a more nuanced understanding of potential users

CŀŎƛƭƛǘŀǘƻǊǎ

Assumption mapping is also a good way of 
identifying the right incubation coaching 
starting point for the venture teams. 

Assumption Mapping
Experiment Template

#1 Mapping assumptions

In the Ideation Sprint the venture teams have sketched each component of their business model in a Sustainable Business 
Model Canvas. Before they start working on each component, help them to map the assumptions that each component of 
their business model is based on using the Assumption Mappingtemplate. This allows the teams to identify the critical 
assumptions that would have to be true for their business model to work. 

In the subsequent steps of Business Design, the venture teams will test the critical assumptions for each component of 
their business model in experiments. Experiments create evidence that strengthens or refutes their assumptions, helping 
them to refine their business models, reducing risk and uncertainty.

For each critical assumption, the teams fill in an Experiment Template to describe the assumption they want to test and 
how they will do it. A good experiment should be measurable, and the pass rate should be set before the results are in. 
That is why the teams should also define measurement and success criteria in advance to be able to classify their test 
results later.

3.2 Support Business Design sitemap3 incubate

Facilitators

Persona
Empathy Map

#2 Getting a more nuanced understanding of potential users

This is the foundation of designing a strong value proposition, the essence of each business. Help the venture teams better 
understand: Who are potential users of their solutions? What are their needs? What are their attitudes, behavioursand 
motivations? Are the consumers of their product also their customers? If not, what is the relation between the two 
groups?

You may have the teams revisit their Personaor create an Empathy Mapfor this.
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Іо wŜŦƛƴƛƴƎ ǘƘŜ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴ
Іп wŜŦƛƴƛƴƎ ǘƘŜ ƻŦŦŜǊ ϧ a±t ŘŜǾŜƭƻǇƳŜƴǘ

Facilitators

Let each venture team prototype and test 
their value proposition repeatedly with their 
potential users to find out whether it 
resonates with them and how to improve it.

Value Proposition Canvas
Experiment Template

#3 Refining the value proposition

Support the venture teams in enhancing their value propositions, i.e., the benefits provided to users of their solutions 
that are not provided by competitors. The value proposition determines the offer, i.e., the concrete product or service 
that the teams will need to create. Working on the Value Proposition Canvas helps the teams to structure their thinking.

3.2 Support Business Design

CŀŎƛƭƛǘŀǘƻǊǎ

Minimum Viable Product Examples
Experiment Template

#4 Refining the offer & MVP development

Help the teams create a compelling product or service offer that creates the intended value for users and addresses the 
development challenge as effectively as possible. No business gets their offer exactly right the first time. Encourage the 
venture teams to build prototypes of their offer as fast as possible and test them with potential users.

This allows the teams to quickly take steps towards creating a Minimum Viable Product (MVP) ςa basic version of their 
offer that already has all the key functionalities to make it a working product ready for piloting in the market.

It is crucial not to lose sight of the SDG 
impacts that your programmeset out to 
tackle, even for highly promising business 
ideas. Keep an open mind about both likely 
positive and potential negative SDG impacts 
of business models and continue to probe 
ways to maximisepositive results.

sitemapо ƛƴŎǳōŀǘŜ



#5 Exploring the cost structure
#6 Refining the revenue model

Facilitators

Start by letting your teams have a first go at 
listing the five to ten most important costs 
associated with their business model. 
Getting these out of their head and onto 
paper will help them to see some truths 
about their business.

Cost Sheet Example
Experiment Template

#5 Exploring the cost structure

Let the teams unpack the cost structure of their business. Which costs are fixed? Which are variable? Which costs are 
essential for providing their solutions? Essential costs can be both fixed or variable. Have the teams create a Cost Sheet.

CŀŎƛƭƛǘŀǘƻǊǎ

Encourage teams to think outside the box: 
Considering all stakeholders in their 
business, and what value they are getting 
and bringing, can offer clues about who is 
best placed to pay for your offer  (e.g., 
advertisers or other partners, instead of 
consumers).

List of popular Revenue Models B2B from 
Board of Innovation 
List of popular Revenue Models B2C from 
Board of Innovation 

#6 Refining the revenue model

A revenue model specifies who will pay for your offer and how. Let the venture teams explore which revenue model suits 
their solution best. How can they maximize revenue? How can they create a frictionless paying experience for their 
users? Often it also makes sense to combine more than one revenue models for your business solution. Research helps 
the teams to get a sense of what is out there in terms of revenue models. 

sitemapōŀŎƪ 3 incubate 3.2 Support Business Design

Experiment Template

https://info.boardofinnovation.com/hubfs/Tool_Download/Revenue%20Cards%20B2B.pdf?utm_campaign=27%20revenue%20model%20options&utm_medium=email&_hsenc=p2ANqtz--0oolR-6JAngbwpG2WXHRjKxzzk9t26dE9D4jd4iU9C5qogFQFRbW8BQRCuWEDmjGlX1UAVrDmhbVl3Wcs3o9ofWrptw&_hsmi=68714560&utm_content=68714560&utm_source=hs_automation&hsCtaTracking=2c7c5dff-658c-4565-9942-7828162c4d6a%7Cb7711bb7-8bc0-4686-8bbd-5733f1b4208b
https://info.boardofinnovation.com/hubfs/A4_Revenue%20Cards%20B2C%202019-1.pdf?utm_campaign=Ideation%20Guide&utm_medium=email&_hsenc=p2ANqtz-_ux0CRgqVfLfVZ2wLl7L2k3lL8XF9GIJ4ntfuTzcr17fqgwcRwwFqWohsivPYyuaxjpidlRbUtBgi1I31v7IeJnJjnhg&_hsmi=75529917&utm_content=75529917&utm_source=hs_automation&hsCtaTracking=fbc4716f-990c-48af-a3e2-b88e71698d6e%7C22b30d2d-e016-4ea3-a0f7-ae689cb83905


#7 Deciding on sales channels
#8 Identifying necessary business partners

Facilitators

Distribution Channel Selection Tool
Experiment Template

#7 5ŜŎƛŘƛƴƎ ƻƴ ǎŀƭŜǎ ŎƘŀƴƴŜƭǎ

Help the venture teams identify the most efficient and viable ways for getting their solutions to their users. The teams 
can build prototypes to test which channels works best and refine based on user feedback. 

Programme Lead, Facilitators

Assist your venture teams in making contact 
with potential partners where possible.

Stakeholder Map
Experiment Template

#8 Identifying necessary business partners

Let your venture teams define which partners (e.g., suppliers or distributors) they need for bringing their businesses to 
life. Who do they need in order to create their offer and to deliver it to their users? How can they get these partners 
involved?

ǎƛǘŜƳŀǇback 3 incubate 3.2 Support Business Design

Article: The Different Sales Channels: How 
to Sell Your Product?

https://www.bdc.ca/globalassets/digizuite/10406-distribution-channel-selection-tool.pdf
https://www.appvizer.com/magazine/customer/sales-mgt/sales-channel


#9 Creating a funding strategy
#10 Pitching the refined business models to follow-up partners

Facilitators

! ƎƻƻŘ ǇƛǘŎƘ ƴŜŜŘǎ ǊŜƘŜŀǊǎŀƭΦ 9ƴŎƻǳǊŀƎŜ 
ǘŜŀƳǎ ǘƻ ǇǊŀŎǘƛŎŜ ǘƘŜƛǊ ǇǊŜǎŜƴǘŀǘƛƻƴǎΦ 

Funding Strategy
Demo Deck

#9 Creating a funding strategy

Let your teams determine the funds needed for scaling up their business. Help them to identify, assess and engage 
different funders. These may include commercial investors, business angels, crowd-funding platforms, foundations, donor 
and other government agencies. 

Help the venture teams to refine their Demo Decks into strong Pitch Decks. Provide constructive feedback to venture 
teams as they develop and practice funding pitches to the most appropriate potential funders. If you lack the internal 
capabilities, invite an external pitching coach to give the teams pitch training. 

Programme Lead, Facilitators

Leverage your partner network. Connect 
your venture teams with follow-up partners 
by inviting them to the pitch event - in 
particular incubation and acceleration 
programs. At this early stage, most 
businesses are not yet likely to attract 
support from investors.

Pitch Deck
Evaluation Sheet

ІмлPitching the refined business models to follow-up partners

Organisea pitch event where the venture teams present their refined business models in front of potential investors and 
other follow-up partners. This is a great chance for ensuring a seamless continuation of the emerging businesses after 
the end of your programme. Expert feedback also helps the teams to move forward with a clear vision of how they can 
further enhance their businesses.

sitemapback 3 incubate 3.2 Support Business Design
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back sitemap

(~ 4 months after the Ideation Sprint)

At the end of the Business Design stage the venture teams will have created strong business model concepts and should have 
already begun to develop their minimum viable products. This puts them in a good position for entering another incubation 
program or attracting early investments from business angels, their companies and peers.

Please note: At this early stage the teams may however find it difficult to convince most other investors and support programs of 
their business ideas. If you stop your incubation support at this stage, it is crucial that you assist the venture teams in finding 
follow-up partners, such as local incubation programs.
























