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I S HUMAN
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VUCA BANIVS

A NEW ACRONYM TO DESCRI BE THE WORLD

LEADERSHI P FROM VUCA TO BANI  
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THE VALUE OF CREATI VI TY
• Cre a t ivity is  the  d riving  fo rce  tha t  

a llows us to  find , e xp e rim e nt , 
innova te , a nd  inve nt  a s  m e a ns fo r 
find ing  so lu t ions g e ne ra t ing  
p osit ive  cha ng e .

• Re silie ncy is  the  ca p a city to  
withsta nd  o r to  re cove r q u ickly 
from  d ifficu lt ie s

FI T I N A BANI  WORLD 



CREATI VE I NDUSTRI ES

-Andy WarholRAI SE QUESTI ONS

WHEN I S SOMETHI NG..

FI ND SOLUTI ON

ART  VS DESI GN



PART I I .

HUMAN-CENTERED

DESI GN



De sira b ility
(Pe op le )

Fe a sib ility
(Te chno log y)

Via b ility
(Busine ss)

HUMAN-CENTERED DESI GN



WHY BUSI NESSES FAI L
  

FAI L
1.No t  sa t isfying  a  ne e d

2.Ba d  b usine ss p la ns

3.La ck o f fina ncing

4 .Ba d  lo ca t io n

5.I nfle xib ility

6.Ra p id  e xp a nsio n



THE MUSEUM OF FAI LURE

The  Muse um  o f Fa ilu re  is  a  
co lle ct ion  o f fa ile d  p rod uct s  
a nd  se rvice s world wid e . 

The  m use um  ha s ove r 

20 0  ite m s a nd  ne w 

a rt ifa ct s a re  a d d e d  

e ve ry ye a r.

I nnova t ion  ne e d s fa ilu re . All 

p rog re ss, no t  on ly 

te chno log ica l p rog re ss, is  

b u ilt  on  le a rn ing  from  p a st  

fa ilu re s a nd  m ista ke s

GOOGLE GLASS

DivX

AMAZON DASH

GOOGLE SONY 

REMOTE

VALKEE HUMAN

CHARGER

MOVI E PASS

NI KE

MAGNETO



WHY DI D BI G PRODUCTS FAI L BI G?

 ht tp s:/ / m use um offa ilu re .com /

NOT DESI RABLE NOT FEASI BLE NOT VI ABLE

WHY DO YOU 
THI NK THEY ARE
NOT DESI RABLE?

WHY DO YOU 
THI NK THEY ARE
NOT FEASI BLE?

WHY DO YOU 
THI NK THEY WERE

NOT VI ABLE?

https://museumoffailure.com/


PART I I I .

WHO I S YOUR 

CUSTOMER?



I NSPI RE I NFORM I NTERTAI N

YOUR CUSTOMER’s PURPOSE

CREATI VE BUSI NESS AI M TO…

THE 3-i’s  o f Cre a t ive  

Busine ss



THE TOP HUMAN MOTI VATORS- WHY CUSTOMERS DO WHAT THEY DO

PURPOSE

FEEL 
AUTONOMOUS

FEEL SPECI AL

TO BELONG

HAVE CLOSURE

FEEL A SENSE 
OF ADVENTURE

BE THE PERSON 
I  WANT TO BE

BE CONFI DENT
ABOUT THE 

FUTURE

SAVE THE WORLD

BE LI KE THE 
PERSON I  

LOOK UP TO

FEEL SECURE

CONVENI ENCE MASTERY

BE THE BEST 
I N THE WORLD

FEEL A SENSE 
OF WELL BEI NG



BUSI NESS GOALS



PERSONA BUI LDI NG

DEMOGRAPHI C PSYCHOGRAPHI C TECHNOGRAPHI C

Ag e , Socia l Sta tus , Ge nd e r, 
Ed uca t ion , I ncom e

At t itud e s , I n te re st s , Ed uca t ion , 
I ncom e , Va lue s , Be lie fs

Te chno log y Ad op t ion , Pre fe re nce , 
Cre a t ion , Consum p t ion



Motto sa Buhay Personality Traits

Pain Points

ACTI VI TY 1. PERSONA BUI LDI NG

Jennifer Batoctoy
27 years old
 Call-Center Agent
     Anything Korean

PURPOSE

FEEL 
AUTONOMOUS

FEEL SPECI AL

TO BELONG

HAVE CLOSURE

FEEL 
A SENSE 

OF ADVENTURE

BE THE 
PERSON 

I  WANT TO BE

BE CONFI DENT
ABOUT THE 

FUTURE

SAVE 

THE WORLD

BE LI KE THE
PERSON 
I  LOOK 
UP TO

FEEL SECURE
CONVENI ENCE

MASTERY

BE THE 
BEST I N 

THE WORLD

FEEL 
A SENSE 

OF WELL-BEI NG

Touch Points- Media, Platforms, Places Frequented, Communites

Drivers & Motivators

Goal in Life

Drivers & Motivators

Idols sa Buhay

jeanresurreccion@dti.gov.ph



● Wha t’s  a  typ ica l Da y, We e k, Month , Ye a r to  your Custom e rs?  Le t ’s  m a p  it !

● Whe n d o  the y m a ke  p u rcha se s  like  your p rod uct  o r re q u ire  your se rvice ? Le t ’s  m a p  it !

● Wha t  Pa in  Po in ts  d o  the y e ncounte r in  m a king  the se  t ra nsa ct ions? Le t ’s  m a p  it !

● Wha t  Touchp o in ts  a re  the re  whe re  we  ca n  conne ct  with  the m ? Le t ’s  m a p  it !

WHO I S YOUR CUSTOMER?

CUSTOMER J OURNEY MAPPI NG



ACTI VI TY 2. MAP YOUR CUSTOMER’s J OURNEY?



WHAT ARE THE 
J OBS-TO-BE-
DONE?



J OBS-TO-BE-DONE

Funct io na l Em o t io na l So cia l



Funct iona l Em ot iona l Socia l

FOOTWEAR/  COMFORTABLE 

WALKI NG

REWARD FOR MY HARD WORK COOL BASKETBALL FAN

J OBS-TO-BE-DONE



J OBS-TO-BE-DONE

Funct iona l Em ot iona l Socia l

TRANSPORT ME FROM 

POI NT  A TO POI NT B

I  NEED A SAFE COMFORTABLE CAR 

FOR MY FAMI LY

SOSYAL AKO! 

RANGE ROVER-BRI -I SH!



Funct iona l Em ot iona l Socia l

SHI PS EQUI PMENT FROM 

POI NT  A TO B

I  WANT THE BEST FOR MY SON’S 

FORMATI ON

MY SON WI LL BE AN OLYMPI AN 

SOMEDAY

J OBS-TO-BE-DONE



Funct iona l Em ot iona l Socia l

SENDS CHOCOLATES, TOYS, SOAP, 

AND STUFF

I  WANT TO SHOW MY LOVE AND 

GRATI TUDE TO MY FAMI LY. I ’M 

STI LL CONNECTED TO THEM.

I ’AM A GOOD CARI NG DAUGHTER

J OBS-TO-BE-DONE



J OBS-TO-BE-DONE

Custo m e rs d o n 't  b uy 
p ro d ucts , the y p u ll the m  
in to  the ir live s b e ca use  the y 
a re  t rying  to  MAKE 
PROGRESS. The  p ro g re ss  
the y a re  t rying  to  m a ke  is  
the  



ACTI VI TY 3: WHAT’S YOUR MOST RECENT SI GNI FI CANT PURCHASE?

WHAT MOTI VATED YOU TO 
MAKE THE PURCHASE? 

• Do  no t  includ e - Ut ilit ie s , o r re g u la r 
p u rcha se s. 

• Ea ch p a rt ic ip a nt  will t a lk a b o u t  
the ir  p u rcha se .

• A fa cilita to r will cho o se  o ne  p e r 
g ro up . 

• Pa rt icip a nts  will b e  in te rvie we d  o n 
the  p ro ce ss a nd  the  WHY o f the  
p u rcha se .

• I d e nt ify the  J o b s-to -Be -Do ne



REFLECTI ON

“SELL ME THI S PEN.”
In the film, “The Wolf of Wall Street, the Lead 
character Jordan Belfort (Leonardo DiCaprio 
asked his sales team to “sell me this pen”. One by 
one, the salesmen kept talking to him about the 
features of the pen. He grabs the pen and hands it 
to the next salesman only to talk about more 
features of the pen.

How would you sell the pen?

From a CUSTOMER FOCUS perspective, how 
would you talk to your customer about your 
product or service?

Would you simply talk about the Bells & Whistles 
of your product?



PART I V.
WHAT I S THE 

FUTURE OF YOUR 

I NDUSTRY?



HOW A GREAT COMPANY BECAME I RRELEVANT?

HOW HAS YOUR I NDUSTRY EVOLVED I N THE PAST TEN YEARS?

ARE YOU MAKI NG SOLUTI ONS THAT ARE LOOKI NG FOR PROBLEMS?

PRODUCT FOCUS CUSTOMER FOCUS



THE PESTEL MODEL

HOW I S YOUR COMPANY AFFECTED BY THESE VARI ABLES?



FI VE FORCES TO CONSI DER TO MAKE YOUR COMPANY MORE RESI LI ENT

CREATE A TRANSFORMATI ON ROADMAP FOR YOUR COMPANY



CONE OF POSSI BI LI TI ES: EXPLORI NG POSSI BLE FUTURES

TODA

Y

PROJ ECTED

TI ME

SCENARI O

PROBABLE
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ACTI VI TY

BASED ON YOUR I NI TI AL 
PESTEL a nd  PORTER’s 5 
FORCES DI AGRAM, LI ST 
DOWN YOUR COMPANY’S

• PROJ ECTED FUTURES
• PREFERABLE FUTURES 
• PROBABLE FUTURES 
• PLAUSI BLE FUTURES 
• POSSI BLE FUTURES 
• WI LD CARD SCENARI OS



PART V.
TECHNOLOGY’S 

ROLE I N CREATI VE 

RESI LI ENCY



WHAT I S DI GI TAL?

DI GI TAL I S GOOD OLD HUMAN 
BEHAVI OUR CAPTURED I N DATA.



STRUCTURED 
DATA

 

ORGANI ZED I NFORMATI ON

QUANTI TATI VE

REQUI RES LESS STORAGE

NOT FLEXI BLE

I D CODES FOR DATABASES

DI VERSE STRUCTURE FOR I NFORMATI ON

QUALI TATI VE

REQUI RES MORE STORAGE

FLEXI BLE

VI DEOS, I MAGES, TEXT MESSAGES, HTML

UNSTRUCTURED 
DATA

WHAT I S DI GI TAL?



WHAT I S DI GI TAL?

Da ta  Co lle ct ions

COMPONENT OF DATA SCI ENCE

Da ta  Eng ine e ring

Sta t is t ics Big  Da ta

Prog ra m m ing
La ng ua g e s

Ma chine  Le a rn ing



WHAT I S ARTI FI CI AL I NTELLI GENCE?

REFLECTI ONS:

• How ca n  your 
com p a ny le ve ra g e  
d a ta ?

• Which  p roce ss o r 
p rod uct  ca n  
le ve ra g e  on  A.I ? 



Fe a sib ility Via b ility

De sira b ility

WHAT I S DI GI TAL?

HOW CAN A.I . MAKE 
YOUR PRODUCT OR 
PROCESS?

MORE EFFI CI ENT?

BETTER?

MORE AFFORDABLE?



PART VI .
RESI LI ENCY X 

LEADERSHI P= 

TRANSFORMATI ON



ADAPTI VE LEADERSHI P

p ra ct ica l a p p roa ch to  so lving  

b usine ss issue s, g u id ing  le a d e rs 

in  id e nt ifying  a nd  focusing  on 

the  im p orta nt  a sp e cts o f a  

b usine ss op e ra t ion  a nd  

d isca rd ing  wha t  it  ca n  d o  

withou t .

ADAPTI VE 
LEADERSHI P



ADAPTI VE LEADERSHI P

AUTHORI TI ES DO NOT 
ALWAYS KNOW WHAT 
TO DO

Whe n com m unit ie s  a re  fa ce d  with  

a d a p t ive  p re ssure s, the  d e fa u lt  re sp onse  

is  to  look to  a u tho rit ie s  to  know wha t  to  

d o . Bu t  a u tho rit ie s  d o  no t  a lwa ys know 

wha t  to  d o . So  m ost  sp e cie s , socie t ie s , 

a nd  b usine sse s  g o  e xt inct .



ADAPTI VE LEADERSHI P

PRACTI CE OF ADAPTI VE 
LEADERSHI P

Ad a p t ive  le a d e rsh ip  is  the  

p ra ct ice  o f m ob ilizing  p e op le  

to  ta ckle  toug h  cha lle ng e s 

a nd  thrive .



ADAPTI VE LEADERSHI P

ADAPTI VE LEADERSHI P

1.I nvo lve s cha ng e  tha t  a llows the  

o rg a niza t ion  to  thrive

2.Build s  on  the  p a st , inste a d  o f d um p ing  it

3.Re q u ire s  e xp e rim e nta t ion

4 .Re lie s  on  d ive rse  p e rsp e ct ive s

5.The  o ld  s t ructu re  a nd  cu ltu re  m a y ra d ica lly 

cha ng e

6.Ad a p t ive  cha ng e  ta ke s t im e



AN ADAPTI VE LEADER

1.Ge t  rid  o f the  b roke n  syste m ’s illu sion .

2.Dist ing u ish  te chnica l p rob le m s from  a d a p t ive  

cha lle ng e s

3.Diffe re n t ia te  le a d e rsh ip  from  a u tho rity

4 .Le a rn  to  live  in  the  p rod uct ive  zone  o f 

d ise q u ilib rium  

5.Ob se rve , in te rp re t , in te rve ne

6.Eng a g e  a b ove  a nd  b e low the  ne ck

7.Find  your p u rp ose  

ADAPTI VE LEADERSHI P



ADAPTI VE LEADERSHI P



ADAPTI VE LEADERSHI P

Activity 4: SDG 
Opportunities



ACTI VI TY 5: RECOMMENDATI ONS

PESTEL ANALYSIS PORTER’s FI VE 
FORCES SCAN

CONE OF
POSSI BLE 
FUTURES

UN SDG
OPPORTUNI TI ES

CONSULTANCY
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THANK YOU!



Mod ule  3 Eva lua t ion
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