


INTRODUCTION
The following toolbox compiles shared 
experiences and collective thoughts 
on how to untie the nodes preventing 
desirable reinvention of businesses to 
happen.
It gives you some food for thought
and practical insights helping you
to become a successful in-home 
changemaker.



DEPENDENCE 
AND ENGAGMENT 
TO SUPLIERS 
AND PARTNERS 
INADAPTED TO 
THE NEW 
ACTIVITY 

Shops, plants, fleet etc.

HEAVY ASSETS 
BECOMING 

USELESS IN THE 
NEW BUSINESS 

MODEL

HOW DO I CREATE 
MORE VALUE

CLUSTERS OF 
DIFFICULTIES
What are all the issues making this node a 
particularly difficult one? How can they be 
clustered so that it’s easier to unlock them 
one-by-one?

LACK OF 
UNDERSTANDING 

OF THE NEW 
CUSTOMER 
SEGMENT

INADAPTATION OF 
THE WORKFORCE 

FOR THE NEW 
ACTIVITY

MAJOR MODIFICATION 
OF THE CASH FLOW 
TRIGGERED BY 
BUSINESS MODEL 
INNOVATIONS
Going from selling to 
renting, subscription etc.



CREATING A NEW 
SCARCITY WHILE 
REDUCING ONE

LACK OF 
MANAGEMENT OF 

THE INTERNAL 
CHANGE AND 

UNDERESTIMATING 
RESISTANCE TO IT

TRANSFERING 
NEGATIVE 
EXTERNALITIES 
UPSTREAM OR 
DOWNSTREAM 
THE VALUE-CHAIN

HOW DO I CREATE 
MORE VALUE

TRAPS
TO AVOID
What are the “good” bad ideas that might 
have been experienced but did not work? 
The “solutions” that do not resolve
the issue?

CUSTOMERS 
LEAVING AWAY FOR 
THE COMPETITORS 
INSTEAD OF BEING 

INVOLVED IN THE 
TRANSITION 

TOWARDS NEW 
OFFERINGS

INCREASING 
CONSUMERS’ GLOBAL 

LEVEL OF CONSUMPTION 
BY REDUCING THEIR 
FEELING OF GUILT



IDENTIFY UN/UNDER-
EXPLOITED ASSETS AND 
IMAGINE ALTERNATIVE 
BUSINESS MODELS THEY 
COULD SERVE

MONITOR NEGATIVE 
EXTERNALITIES ON 

VARIOUS STAKEHOLDERS 
RELATED TO THE THE 
CONSUMPTION SHIFT 

TRIGGERED BY THE 
TRANSITION

FOSTER 
SHARING AND 
ECOSYSTEMIC 

APPROACH 

IDENTIFY YOUR 
INNOVATION FIELD 
CONSISTENTLY WITH 
YOUR PURPOSE

CREATE AN 
ITERATIVE AND 
STEP BY STEP 
PROCESS

HOW DO I CREATE 
MORE VALUE

MILESTONES
TO SUCCESS
How shall I proceed step-by-step to launch 
and deploy my strategy to untie the node? 



EVALUATE THE CAPACITY TO 
EMBARQUE ON THE CHANGE 

LARGER ECOSYSTEM

MEASURE THE RATIO OF 
ASSETS BECOMMING 
USELESS OVER THOSE  
THAT WILL BE REUSED 
AFTER YOUR TRANSITION 
PROCESS

EVALUATE 
EXTERNALITIES 
AT A LARGER 
SCALE 

In order to maximize consistency and 
mitigate the risk of unused assets

HOW DO I CREATE 
MORE VALUE

KPIs
How can we measure the progress in 
untying this node? What outcomes can
be considered as victorious?

In order to monitor and prevent their
transfer to other stakeholders

Did your partners and clients transitioned
with you? Have you provided training to 

your employees?

MAXIMIZE THE 
MARGIN AND 
TURNOVER 
BASED ON 
INTENGIBLES

Independently from
the sales of products



GOOGLE WIDENING 
ITS OFFER USING 

UNDER-EXPLOITED 
KNOWLEGDE, DATA 

AND ASSETS 

MICHELIN
GOING FROM 

SELLING TIRES 
TO RENTING 

THEM (MICHELIN 
SOLUTION), THEN 
INVOICING FUEL 

SAVINGS 
(EFFIFUEL)

HOW DO I CREATE 
MORE VALUE

BEST
PRACTICES
Who can illustrate a success story 
tackling in an original way various clusters
of difficulties or milestones?

The Sunroof project 
results from the 
second type of 
functionnality of 

Google’s satelites. 
It connects solar 
pannels retailers 

with custumers that 
would benefit the 
most from their 

instalation, based on 
the sunning of their 

roof.

IKEA DEVELOPPED AREAS 
DEDICATED TO SECOND 
HAND FURNITURE AND 

SPARE PARTS, CREATING 
VALUE OUT OF UNUSED 

FURNITURE (BONNE 
TROUVAILLE)



CO-CONCEPTORS
CLARISSE FAGEOLLES
Head of Corporate & Social 
Responsibility
Coca-Cola France

JEFF WLODY
Business Punk 

Pixelis

ISABELLE MARCÉ
Career coach
Ima coach

MARIE DE BEAUFORT
Consultant and career coach

CLEMENCE GERONDEAU
Product Development Manager
UPSA

ELIZABETH SOUBELET
Co-founder
Squiz

ISABELLE LORENTZ
Head of organisational and 
ecosystem agility
Pixelis

EDOUARD PROVENZANI
Chief officer
Pixelis

ISABELLE CHATILLON
CSR strategist

SARI KUVAJA
Head of sustainability
T-Media

MARIE-AUDE GARNIER
International brand content
manager 
L’Occitane

PHILIPPE NASSIF
Chief officer and founder
Philia Et Caetera

ALEXANE MATSERAKA
Chief officer and Founder
Mosh Paris

IONY PALI
Strategy Planner and Designer

DAMIEN KÜNH
Chief officer and Founder
Agence Producteurs Locaux

NICOLAS RAYMOND
Founder
Start them up

CAROLE NEYRINCK 
Head of sustainability

Boehringer Ingelheim

JEAN-BAPTISTE CIVIT
Junior Consultant
28° Design

JAN KOLAR
Founder
28° Design

VERONIQUE METROT
Consumers Insights specialist

Procter & Gamble



DISCOVER
OTHER WORKSHOPS’
SUMMARY

HOW DO I ENGAGE
CUSTOMERS INTO
CO-CREATION

HOW DO I RELY ON
A TINY BRAND TO 
DRIVE THE CHANGE
FOR A GIANT LEADER

HOW TO COMBINE
IMPACT AND FINANCE

HOW DO I COMBINE
DESIRABILITY

HOW DO I CREATE
MORE VALUE

HOW CAN WE CREATE 
A COLLECTIVE SHIFT
ON KEY ISSUES



TRAPS
TO AVOID



MILESTONES
TO SUCCESS



KPIs



BEST
PRACTICES



CLUSTER OF
DIFFICULTIES




