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What tools do we use as a profession?  crf

"We shape our tools,
and thereafter
our tools shape us".

Marshall McLuhan




The Product Field is a business tool and fosters a
product thinking mindset Crf

IDEAS i VALUE Product field is a tool that helps
GOALS 3 MOTIVATIONS us to think:

« Have we looked at all the different
aspects and connections at once?

>

DRIVERS uniqueness problem USERS

« Where are the strengths and
weaknesses in our product, and
what needs to be addressed to be
successful?

ENABLERS solution competition CUSTOMERS
« How do we take into account
; weaknesses and use strengths
PRODUCTION -, DISTRIBUTION for our product development?
RESOURCES : MARKET







The Product Field is designed as a conceptual space and canvas  CJ I
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The Product Field has 12 relevant aspects and areas, at its core we
find the value proposition of the product Crf
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The Product Field has 12 relevant aspects and areas C]‘f

Solving the problem creates
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* learning
- identity Who are the
_ - pains - relationships People that
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user's need . costs - expertise product?
or pain?

 roadblocks

What are existing * workaround Who are the
alternative « other solut. * roles people/
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solutions to tackle ° Ignorance alternatives industries organizations
the problem? « DIY solution OMERS || . professions  that will pay

. sizes for the
+ marketing product?

How will you get

* sales
ygﬂ: 5;2?5: L logistics BUSURIELNUC, ) This describes the market
y '  channels MARKET your product is positioned in




The Product Field has 12 relevant aspects and areas Crf
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Challenges for the workshop session crf

SUMMARY OF THE 7 CHALLENGES




Take the perspective of an OD consultant as a group and develop a
solution for your challenge, using the product field as a tool Crf

Map your Mark strengths Work on the What are
challenge and weaknesses strengths/weak- 1-2 key insights
in the product on the different nesses and your from your
field with post it post it notes. solution to meet discussion
notes and 3 strengths (+) the challenge. you would
evaluate Document your like to share
completeness 3 weaknesses (-) reflections and with other
and consistency insights on the participants?
next pages




Key insights learnings as a group, working at our challenge are: ) I




Key insights/learnings as a group, working at our challenge are:  CJ I




Our final conclusion we would like to share with other groups
to meet the challenge is: C I




