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This user guide introduces the BIG IDEAI Tools.

Including explanations, uses and top tips. Click to go to relevant section:
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"Don’t tell people your idea...
Show them!”
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Start up
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Your start up checRlist
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INSIGHT SOURCES
TARGET INSIGHTS
INSIGHT TWISTS
TARGET SEGMENTS
INSIGHT PLATFORMS
WORLD OF INSIGHTS
CUSTOMER JOURNEY
FUTURE INSIGHTS
GENIUS

“The more a tree Is
pruned, the better is
the fruit”

- Alfred Bougeart
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Insight Sources

What? A technique that generates
‘'synthetically created’ extracts such as pen
portraits, diary entries, observations and more...

Why? Whilst it's important to remember this is
not primary research output... this type of
content can be a great shortcut for insight
gathering and interrogation. In essence, it is a
distillation and dramatization of existing
INnsights, presented in a more useful format for
creative problem finding/solving and idea
generation.

How? Immerse yourself in insights,

observations, language and stimulus to identify
INnsight springboards for ideation.

“Where there is data smoRe,
there is business fire.”

- Thomas Redman

Beauty products

Here's a synthetic diary extract for a
teenage girl writing about her thoughts
on beauty products as the start point for
communication.

BIG IDEAI then created a 360 view with
perspectives from peers, parents,
beauticians, brands, beauty models and
influencers. Creating a rich insight
platform to be cross checked and refined
with primary research
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Target Insights

What? A technigue that provides a deep dive
Into the rational, emotional, social and cultural
Insights of the target audience

Why? Not all insights are born equal.
Sometimes an emotional insight can power an
entire brand, as with Nike that motivates
individuals to overcome fears and achieve goals
and aspirations. Other times, it may be a social
Insight, such as with Facebook that fulfils our
human need for connection and belonging.

How? Try on different types of insights to see if
they lead to new opportunities and edit inputs
to refresh. Keep an eye out for patterns and
themes that are often clues to higher
insights/themes.

“| wanted to connect my guitar
o human emotions.”

- 8. B. King

Social media (Cultural Insight)

Snapchat has become a platform
where users, particularly Gen Z,
express their identities and connect
with cultural trends. This technique
revealed a key related insight:

Which in turn led to the idea of
creating ‘Culture Capsules’ of content
themed around events, trends, and
movements.
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Insight Twists

What? A technigue that uses inner conflict and
dissonance as the start point for creative thinking.

Why? Whenever there's inner conflict there's
opportunity! We like to drink wine but worry
about our health. We love overseas travel but
worry about air pollution. We want our children to
be independent but find it difficult to let go. It's
human to errr.

How? Review the insights and edit inputs to see if
you can make the insight more, ‘punchy’. You can
also use the BREAKOUT tool to interrogate other
conflict hypothesis you create. Keep a watch out
for emotions such as anxiety, frustration and guilt
as these are common symptoms of cognitive
dissonance - here lies gold!

“The contradictions are what make
human behaviour so maddening
and yet so fascinating, all at the
same time.”

- Joan D. Vinge

Gym Membership

Going to the gym as a busy professional
mum is full of insight twists. As this
synthetic diary extract explains...

It's easy to imagine loyalty campaigns,
digital prompts and membership perks
that could lead from this insight territory.
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Target Segments

What? A technigue that segments your target
audience so you can focus your insight search.

Why? Segmentation has many benefits such as

focussed understanding, strategic priority
setting and creative inspiration. For instance,
Dollar Shave Club identified a customer
segment with concerns about pricey razors
promoted with outlandish adverts. This was the
creative start point for their campaign that
mocks the competition and emphasises the
ease and affordability of their disruptive
subscription service.

How? Review the segments generated then
use the BREAKOUT tool to mine deeper.
Consider creative segmentation criteria such as
attitudes, preferences and beliefs to try and
reveal new ways to see customer types.

"

Spice Girls’ Is... woman power...
an essence... a tribe.”

- Geri Halliwell

Modern Sports Cars

Creative segmentation can often
reveal focused insights in even the
most traditional sectors, such as this
fascinating segment of customers
searching for classic cars:
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Insight Platforms

What? A techniqgue that considers key insights
and trends then proposes themes (platforms)
for innovative solutions.

Why? If you're reviewing insights to identify
INnNnovation opportunities this tool helps by
digesting key insights and proposing
opportunity areas. For example, if you’re
exploring men's grooming this could include
platforms such as 'SPORTS packaging/,
‘Celebrity ranges’ & ‘COLOR management..

How? Review insight platforms and edit inputs
to refresh or refine. Use the BREAKOUT tool to
Interrogate specific opportunity areas in more
depth and/or jump to solutions.

"What you see depends not only on what you
looR at, but also on where you looR from."

- James Deacon

Dating Apps

Here are three example platforms
generated for opportunities relating
to next generation dating sites:

* Voice-First Dating: Focuses on
voice-based interactions to
enhance genuine connections and
reduce biases.

Micro-Interaction Updates: Allows
users to share daily moments,
fostering organic relationship
building.

Real-Time Date Feedback: Offers
real-time feedback on dates to
Improve future interactions and
matches.
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Top Tip - You can easily test the ‘springy-ness’ of an insight platform by switching to
idea generation. Simply ask BIG IDEAI to suggest 5 ideas in a breakout session. If the

ideas seem interesting, keep digging!
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World of Insight

What? A technigue that opens up the search
for insight and inspiration to the world.

Why? It's a BIG world out there and your insight
will vary by circumstances, societal values and
cultural norms. Healthy eating means
completely different things to an Italian
Matriarch vs. Japanese Careerman vs. Jamaican
Fisherman. They are all valid start points to
unlock new insights closer to home.

How? Review the insights from around the
world and edit inputs to refresh or refine. Use
the BREAKOUT tool to name a specific region to
focus on or ask more detailed questions about
different areas/cultures.

“We live In small worlds.”

- Justin Timmer

Supermarket Family Meais

How can supermarkets help families
spend quality time together? Italy offers
great insight and inspiration as to how it
can work...

So, promoting interesting meal events,
shareable bowls, product budles, and
promotional offers may be a good start?

LA TAVOL

Fefamily gre te mamilie Te ocate
creete Lola Borela momiss
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Customer Journey

What? A technique that plots the rational and
emotional journey of your customer to pinpoint
INnsights

Why? Sometimes you've just got to take a walk
IN their shoes... By breaking an experience down
INto key steps, we can map the human
experience, pain points and hidden insights in
much clearer fashion. For instance, the Breast
Cancer patient has very different needs at the
onset of symptoms compared to the
commencement of treatment to receiving
follow up care.

How? Review the insights along the journey
and use the BREAKOUT tool to zoom in to
specific points of interest. Remember most
journeys begin way before the point of
departure...

“The journey of a thousand miles
begins with one step.”

— Lao Tzu

Home Buyers

If you've ever bought a home, you'll
know It can be an emotional
rollercoaster. By breaking the journey
down into key steps, we can better
understand and resolve issues. Such
as the ‘Adjustment’ stage:
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Top Tip - Expand your customer journey to reveal hidden opportunities. A classic
retail example is parking. Supermarkets experiment with out of store parking options as
they know this greatly influences perceptions of in-store convenience, quality and
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Future Insight

What? A technigue that uses time travel to help
our understanding of today and tomorrow
better.

Why? Life looks forward, research looks
backwards. By considering predictions related
to our area of interest the insights we reveal are
more likely to be future proof. This may be
easier than you think... Many areas of life such as
energy, healthcare and education work on 10+
year time horizons. This allows us to predict
what the future will be like and reveal insights
to come, now.

How? Review the insight predictions for 2035

and use the BREAKOUT tool to search along a
different time horizon.

"The best way to predict the
future is to create it."

— Abraham Lincoln

/1\

Autonomous Cars

Automotive companies, like Tesla
and Waymo, use predictions about
advancements in Al, machine
learning, and regulatory changes to

develop autonomous vehicles today.
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Genius

What? A technique that allows you to search for
insights from very different points of view. Motherhood

There's no manual for becoming a parent

Why? Because we see the world as we are, not : o :
is a cliché for good reason. So, who is best

as Itls. We must St”Ye for. fresh, diverse . placed to provide deeper insights into this
perspectives and using different methodologies life changing experience? BIG IDEAI

to reveal new insights. Such as Deductive suggests a rather impressive mother,
reasoning (e.g. Sherlock Holmes) Empath sister and tennis player:

superpowers (e.g. Michelle Obama). We all see
things differently.

How? Refresh the insight genius to refresh your
perspective. Use the BREAKOUT tool to work
with a specific person that isn't listed.

"The real voyage of discovery consists

not in seehing new landsca pes, but In Top Tip - In the movie ‘Grand Canyon’ Steve Martin turns to his friend and
: T proclaims, “You haven't seen enough movies. All of life's riddles are answered in
havi ng New eyes. the movies.”. It's a great line that reminds us to always consult the storytellers

when considering human emotions, beliefs and behaviours.

— Marcel Proust




NAME GAME
RANDOMIZER
CHALLENGER
METAPHORIA
GOOD/BAD
"Ye]=1»]=1W:\%
TRENDY

ONE WISH
GENIUS

“The more a tree Is
pruned, the better is
the fruit”

- Alfred Bougeart
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Name Game

What? A technique that uses name generation
as a means to identify and explore bigger
opportunities.

Lager La Femme

Could naming help us explore new
Why? Names are often great shortcuts... Netflix, lager propositions for sophisticated

Snapchat, Fitbit, GoPro, TrailFinders... every one women dri“kerg? Ctomk;]iﬂifﬂg elegance,
of these names succinctly captures the essence dnigueness, and a tlouen o

, , sophistication in both the branding and
of a much bigger product or service offer. oroduct experience? Here's what this

Similarly, this technique allows you to reverse technique generated:
engineer conceptual ideas from simple name
generation. Clever stuff.

How? Review the names and amend inputs to
Improve results. Remember, the name is just
the start/clue to what could be a revolutionary
bigger idea so you can also save and edit to add Some great start points for idea
further notes if you prefer. building:

A . N P
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"A good brand name should tell a Top Tip - Remember this involves ‘art and science’ so partner with BIG IDEAI to

- explore different naming options. This may include descriptors, acronyms, founders,
story a nd communicate the essence places, invented words, myths, functions, emotions or simple abstraction.

of your brand in a memorable way."

- Al Ries
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Randomizer

What? A curve ball technique! Using random
word stimulus to force new directions in
Ideation.

Why? We all get stuck in ‘rivers of thinking' so
creative techniques that help us overcome
familiar patterns are invaluable. The secret (as
with all stimulus) is to focus only on what works,
moving quickly until you find something that
sparks interest. For example, consider how the
Idea of a brainstorm may evolve when
combined with the following random words...
Brainstorm + Global / Brainstorm + Colorful /
Brainstorm+ Natural. Very different
experiences... get it?

How? This bit Is easy... simply select the random
words and go shopping for ideas! If something
catches your eye then you can save, refine or
breakout to expand more random options from
nature, art, senses — well anywhere really...

AquaTrail Outfitters - durable, eco-friendly
outdoor gear designed to navigate the
urban and natural wilderness.

RiverFlow Attire - sleek, fluid designs in
casual and semi-formal wear for the urban
man who values adaptability and grace in
motion.

StreamLine Suits - meticulously crafted,
tailored suits that balance strength with
elegance, perfect for the professional
seeking precision and sleek sophistication.
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Challenger

What? A technigue to systematically challenge
core assumptions that often limit ideation.

Why? By challenging prevailing assumptions
associated with your idea such as design,
service, distribution as well as more emotional,
political and social aspects we shift into new
space for ideation. Classic examples? Make
customers do the work... IKEA. Make soft drinks
healthy... Innocent Drinks. Make banking cool...
Revolut.

How? Ildentify a few prevailing assumptions
about the ideation space (that either you or the
market have made) then ask the BIG IDEAI to
challenge them. It's worth saying, this is one of
the more sophisticated techniques so therefore
requires a little more effort... BUT it is also one of
the most productive. Gold In. Gold out.

“When you're surrounded by people that
share the same assumptions as you, you
start to think that's reality.”

— Emily Levine

Pizzas

Here's a delicious example for you!

Challenging assumptions about pizza to
demonstrate the power of this technique...

OK, now we're hungry...
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Metaphoria

What? Using more creative language to
jumpstart meaning, emotion and ideation. Bank Loyalty

What new propositions might this
technique identify for a bank loyalty
scheme?

Why? It's easy to forget the power of a good
metaphor to drive an idea forward. Examples
are everywhere... Red Bull gives you wings.
Budweiser is the King of Beers. Chevrolet is the
heartbeat of America. ldentifying a powerful
metaphor can help you communicate your idea
and set up endless new possibilities to explore.

How? Review the starting metaphors and edit
Inputs to refresh. Use the BREAKOUT tool to Our personal favourite was ‘Financial

explore specific metaphors in detail. Marriage’. This reframed loyalty as a
relationship and led to ideas as diverse

as personalised messages, anniversary
celebrations and relationship
counsellors!

"Metaphors have a way of holding
the most truth in the least space.”

Top Tip - Consider more creative sources of metaphors. Such as, nature, science,
— Orson Scott Card politics, mythology, astronomy, storytelling, art and classics etc.
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Good/Bad

What? A technique that exaggerates good and
bad features to reveal new opportunities.

Why? This technique explores the edges of our
opportunity space. That's because many great
businesses have proven ‘the edge’ to be a very
profitable place to be. Some examples? Prada
Ives at the edge of high-end fashion. Ryanair
Ives at the edge of budget air travel. Patagonia
Ives at the edge of responsible consumerism.

How? Review starting insights and edit inputs
to explore further. Use the BREAKOUT tool to
explore specific extremes. Whilst the edge can
feel a scary place to invent, it's often the last
place others will follow.

Budget Airlines

Exaggerating good/bad features can
be very productive, and very playful.
For instance, what ideas might come
from exaggerating the perceived bad
features of budget airlines? This
generated some rather outrageous
ideas:

OK most are nuts! But it also
suggested, ‘Overhead Bin Auctions’
which feels very realistic to us.
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Wordplay

What? A technigue to explore language
springboards for new concepts/themes/ideas

Why? Words have power. Meaning they can be
a power tool. Small variations can have massive
Implications for conceptual development. For
example, assume you are inventing a new
healthy yoghurt... the following related words to
‘healthy’ would result in very different ideation
pathways... Organic / ProBiotic / LongLife / Local
/ Scientifically Proven... all possible, just very
different.

How? Review the auto generated ideas then
experiment with alternative key words to see
how your concept evolves. This technique
regards words are keys. Some keep you locked
iInto familiar thinking patterns. Whilst others
unlock new possibilities.

"No matter what anybody tells you,
words and ideas can change the world.”

-John Keating

Car Rescue

Research shows that most people
don't want to spending more money
on the possibility of breaking down. So,
we deployed Wordplay to open up
new possibilities:

This small change created a more
engaging proposition. But, more
iImportantly, it allowed our client to
provide preventative products and
services such as maintenance,
iInsurance and finance . That are all
more profitable than car resue.

BIG IDE!



Trendy

What? A technigue that uses insights and ideas
from key trends as a springboard for creation.

Learning a new language

Why? Trends in technology, manufacturing, Apps such as Duolingo have

lifestyle and media can all inspire (or derail) a transformed language learning by
great idea. Online retail, mobile services and making it fun, engaging, and
artificial intelligence are only a few that have accessible. User triendly interfaces and

game-like elements encourage

upended entire industries in recent years. This oractice and improve efficacy,

technique allows you to explore how your

INnsight combines with others to set up new Here's what might come next based
possibilities. upon related trends:

How? Review starting ideas and edit inputs to
explore further. Use the BREAKOUT tool to
explore a specific trend insight you have In
mind. Stay alert for white rabbits... sometimes,
the ‘Next BIG thing' is just a short-term fashion.

"The knock-out pu nch is a |Ways the Top Tip - Use the BREAKOUT tool to ask for specific themes or trends. For instance,
o 9 city planner could ask BIG IDEAI to consider key technology trends impacting city
one y Oou nhever see COmlng- design. In which case they'd consider, Smart Integration, Green Infrastructure,

Autonomous Mobility and much more.

— Aimee Mann
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One Wish

What? A technigue that teases out hopes and
dreams then puts them to work for idea
generation.

Why? For most people, it's easier to imagine
future change without the constraints of the
current reality. If | win the lottery | will.... If | live
to 100 | might... If that house was more
affordable, we would... This technigque uses your
wishes as a springboard for ideation, bypassing
limiting beliefs along the way.

How? Simply enter your ‘one wish; then
review/build the ideas backwards towards
reality to see what might be possible.
Remember, the ‘Art of Possibility’ is based upon

the belief that many limiting beliefs are ‘real but

untrue’ (you may wish to read that again).

“You must be the change
you wish to see in the world.”

- Mahatma Gandhi

Plastic Free Oceans

Could the ‘One Wish' technigue
suggest solutions for one of our
greatest environmental challenges?
Sure thing:
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Top Tip — My wish was to experience space flight. However, my DIY rocket project
wasn't going very well... so, | wished backwards. First, | wished to train to be an astronaut
(I'm 53). Next, | wished to be a space tourist (too costly). Finally, | wished to experience
space using immersive VR technology. | did and it was amazing. Work backwards until

you meet a wish you can do today.




Genius

What? A technigue that provides an opportunity to
virtually ideate with archetypal geniuses!

Why? Because two minds are better than one... our
geniuses cover a wide spectrum thinking styles from
the analytical genius (e.g. Ada Lovelace) to scientific
creativity (e.g. Albert Einstein) to abstract art (e.q.
Pablo Picasso). Stretching ideation in very different
ways to generate very different ideas.

How? Simply select creative archetype and review
ideas. If you see something interesting you can save,
refine or breakout to explore more in that direction.
Don't get stuck if some ideas are ‘off piste’, just keep
seeking value and searching for the golden thread.

"| can do things you cannot, you can do
things | cannot; together we can do
great things.”

—Mother Teresa

Pet Fashion

What ideas might a FASHION
archetype (for example Coco-
Chanel) inspire for a new pet
clothing range?

BIG IDE!



UNIQUE PROPOSITION
CUSTOMER SEGMENTS
ACTIVITIES

REVENUE STREAMS
PRICING

CHANNELS

PARTNERS

COST STRUCTURE
GENIUS

“l feel that luck is
preparation meeting
opportunity.”

— Oprah Winfrey
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Unique Value
[Proposition

What? A technigue to sharpen differentiation
and value.

Why? Ideation is a competitive sport. So,
getting clear on what makes your idea/business
unigue and how it adds value is critical. Amazon
leads with vast choice and fast delivery. Apple
leads with design and closed ecosystem. Dyson
leads with advanced technology and
engineering. What sets you apart?

How? Review the options for your unigue value

proposition, save, edit or regenerate to keep
refining.

"A product can be quicRly outdated, but
a successful brand is timeless.”

- Stephen King (Authorl)

Modern Banking

This technique identified a unique value
proposition as a financial wellness coach for a
new bank. Then we used BIG IDEAI to
generate related ideas to bring this
proposition to life. Including:

BIG IDE!



Customer Segments

What? A technigue to help you identify primary
and secondary target markets for strategic
prioritization.

Why? If your idea Is for everyone, you've
probably got more thinking to do... Prioritizing
scarce resources and optimizing activities are
only possible when you're clear on the customer
you are targeting (and importantly not
targeting).

How? Review the suggested segments and
portraits generated. Save, edit or regenerate to
keep refining. Remember to bring your target
to life in creative ways. One retailer we know has
placed life size cardboard cutouts of their
primary target on seats in every meeting room
to remind staff to focus on them with every
decision taken. Genius.

‘Cultural Enthusiasts, Casual Browsers,
Art Scholars, Social Seekers, Family
Trippers.’

‘Art2Heart - Exclusive evening events
blending art exhibitions with live
music, cocktails, and interactive
installations, targeting young adults
seeking culture, entertainment and
companionship.’

BIG IDE!



Activities }{

What? A technigue to help you generate new
product, service and promotional activities

Florists
Why? How your idea will manifest in the real
world is limited only by imagination. Who could Apart from flowers... what additional
have imagined all those years ago that Richard activities could a florist offer to extend

- customer reach and revenue?
Branson's little record company (founded on a

canal boat) Virgin, would take its challenger
proposition into areas as diverse as airlines,
rallways, financial services, healthcare, media
and more. Where will your idea take you?

How? Review the suggested ideas and save,
edit or regenerate to keep refining. Use the
BREAKOUT tool to suggest how your idea could
come to life in other specific ways. Franchise? May your imagination flower and bloom!
Limited edition? Own label? Online? The
options are endless...

“We Reep moving forward, opening new Top Tip - Be inspired by others that have diversified their offer. For example, Uber

: : doesn't just transport people, it connects us with food, parcels, medicines and pets.
dOOfS, an_d domg new. thl.ngs, because _ What other things could a similar service connect us with? Babysitters? Hairdressers?
we're curious and curiosity Reeps leading Office supplies? Legal advice?

us down new paths.”

- Walt Disney

BIG IDE!




Revenue Streams

What? A technique to stretch your thinking to
consider additional complementary ways to
monetise your idea.

Dating Apps

Why? There's never been more ways to What other revenue streams might be
generate revenue than today’'s marketplace. available for a dating app? This technique
From subscription services to licensing deals to propsosed:

dynamic pricing there's so many options. Your
job is to optimise this critical aspect of business
by identifying what customers will pay for, how

they will pay and how they prefer to send you
the money.

How? Review the ideas to create revenue As the Beatles sang, "All you need is love”
streams, editing and refining options in context
of the overall business model. Consider which
options are relevant to which segments and
how these will combine in harmony.

People sure spend money here.

Wir

Top Tip - Even basic products and services can benefit from thinking creatively

“There is no innovation and about revenue. A dairy farmer had issues with noise pollution from a nearby airport. So,
o _ _ _ he converted the field into a taxi pick-up area that generated ten times more revenue
creativity without failure. Period.” so he could afford new fields further away.

- Brene Brown

BIG IDE!




[’ricing

What? A technigue to explore different pricing
options for different segments.

Why? Pricing can significantly influence customer
perception, value, and sales and in our experience
one of the biggest factors in a business success or
failure. It's the exchange rate of your goods and
services and can also be a creative act... The band
Radiohead used a Pay What You Want (PWYW)
model for their album "In Rainbows" in 2007,
generating significant media attention promoting
paid for live shows whilst rebelling against the
digital platforms.

How? Review the ideas for pricing, editing and
refining options in context of the overall business
model. Use the BREAKOUT tool to search for other
pricing models in other industries. Remember,
pricing is what you pay. Value is what you get

“Pricing Is the only element in the
markReting mix that produces revenue;
the other elements produce costs.”

— [Phillip Kotler

/1\

Car Park

What pricing strategies might be
available for an urban car park to
optimise returns?

These may all be bundled with
additional services such as cleaning,
servicing, delivery, charging and more
for more innovative pricing strategies.

Top Tip - Oscar Wilde wrote, ‘A cynic is a man who knows the price of everything and
the value of nothing'. It's a great quote that hints at price and value being subjective,
dynamic and malleable. Slow down, explore and experiment with different pricing
options to find the right one for your idea.

BIG IDE!



Channels

What? A technique that invites you to consider

innovative routes to market. Medicines
: . - Even tightly regulated sectors such as
2 :
Why? What do Marriot hotels, Virgin alrllnes., Fnaiee. 2leelho] and hee reare e e
Kellogg's, Walmart and McDonalds all have in innovative with channels. Here are some that

common? They are all key channels for selling movies were proposed for pharmaceutical products:
and movie merchandise. Gone are the days when a
movies success was solely down to how many cinema
tickets they sold. They know you must consider all
direct, indirect and innovative channels to maximise
your opportunity.

How? Review the ideas for channel distribution, : -
. : : One of our clients used drones to deliver life-
refining options and using the BREAKOUT tool to saving medicine to remote villages in Africa.
explore more innovative channels. Let go of your pre- Now, they are investigating remote 3D
conceived ideas and consider what would happen to printing medicines.
your ideas if you sold through Influencers, Pop ups
stores, Smart vending machines and Subscription
Boxes to hame but a few.

Now that's creative thinking!

., _ _ _ Top Tip - Only in Dubai can you find vending machines that dispense gold bars! But
Havmg d great idea for a product 1) vending machines also sell Caviar, Cars, Flowers, Mobile phones and Art. Great
im porta nt but havi ngag reat idea fOI’ examples of meeting customers when and where they have demand. What channel

, _ _ : _ . could you adapt/adopt?
product distribution is more important.
BIGIDE.

— Reid Hoffman




[Parthers

What? A technique to identify critical partners for
business success for your idea.

Why? Great partners lend credibility, expand
possibilities, reduce risk and share costs. Establishing
a dream team of partners can often be the difference
between success and failure. Take the fact that a
single car can have up to 30,000 individual parts
sourced from around the world. How many more are
required to design, build, distribute, sell and maintain
each car?

How? Review the ideas for partnership, refining
options and using the BREAKOUT tool to explore
specific opportunities. Focus some time on the
structures, tools and relationships that will make
these partnerships a source of competitive
advantage.

“Just one great partnership with the
right person can have an incredible
IMmpact on your business success.”

—Janine Ogg and Jo Foster

Book Launch

Which partners does this technique
propose for a history book launch?

(The last idea started an hour-long
debate!)

BIG IDE!



Cost Structure

What? A technique to identify cost cutting or
Minimising strategies for your idea.

Why? Managing costs is critical to ensure
sustainable success and there are myriad ways
to track, manage and reduce costs. You should
challenge your business model to minimise
fixed, variable and discretionary costs without
undermining value. Stay aware that some
business models are more cost sensitive than
others, for example budget airlines.

How? Review the ideas for innovative cost
Mmanagement, refining options and using the
BREAKOUT tool to explore specific ideas. As
motivation, remember, that every dollar you
save Is another dollar on the bottom line.

"Beware of little expenses.
A small leak will sink a great ship.”

- Benjamin Franklin

Travel Agency

What cost cutting strategies might be
generated for a modern travel agency?

The last idea delivering peer to peer holiday
bundles with accommodation, activities,
food, travel, guides etc. feels very exciting.

BIG IDE!



Genius

What? A technigue that provides an
opportunity to virtually ideate with archetypal
business geniuses!

Why? Who doesn’t want the best business
brains to pitch in and shape their business
Idea?! Obviously, some geniuses may be more
appropriate than others... but these archetypes
offer different business model advice from
direct distribution and minimalistic design
through to sector leadership and outrageous
publicity stunts.

How? Simply select a genius type and review
ideas. If you see something interesting you can
save, refine or BREAKOUT to ask different
questions or ask any other expert you can think
of to participate.

BIG IDEAI

How might a CREATIVE PR genius (such
as Richard Branson) promote BIG IDEAI?

Well, we don't own a desert island... but
global hackathons sound fascinating!

BIG IDE!



Check out our website for

more conter
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