
Learning Journey 
2023

UNLOCK - session 
October 20th 2023



WELCOME 
BACK
TO 
THE ISLAND

Stockholm — Karlskrona — New York — Manchester — London — Singapore — São Paulo



.Beni. 

 Tim.

.Vero 

YOUR 
FACILITATORS



Schedule



LEARNING TO EXPLORE THE PROBLEM SPACE, UNCOVERING 
OPPORTUNITIES
INNOVATION PRINCIPLES 

INNOVATIVE TEAMS
IDENTIFYING OPPORTUNITIES

RESEARCH HACKS 

UNCOVER 

UNLOCK 
IDENTIFYING 

CREATIVE 
SOLUTIONS
INSIGHT TO IDEAS 

THINK OUT OF THE BOX
 SOLUTION SPACE 

 PRETOTYPING

UNLEASH
SCALING & 

STORYTELLING
AGILE INNOVATION 
EXPLORING IMPACT

ETHICS AND 
CONSEQUENCES

STORIES AND INFLUENCE

 

JOURNEY, 3 phases

5 SEPT.

KICK-OFF

19 SEPT. 29 SEPT.

DISCOVER 
YOUR AREAS 
OF GENIUS 

WITH 6 
WORKING 

GENIUS

INCLUSIVE 
INNOVATION 

FOR 
DISRUPTIVE 

IDEAS 

HIGH 
PERFORMING 

TEAMS

IDOARRT

STINKY FISH

PERSONALITY 
PROFILING 
WITH MBTI  

Oct. 2nd

JOBS TO BE 
DONE 

ACTIVITY

FUTURES 
MINDSET / PLAY 
IN THE FUTURE   

MASH UP 
INNOVATION

WELCOME & 
INTRO TO THE 

PROGRAM

2 hrs. 3 hrs. 2 hrs. 2 hrs.

CX TOOLS

ACTIVE 
LISTENING 
ACTIVITY

Oct. 9th

PLANNING 
RESEARCH

2 .5 hrs.

NETWORKS

Oct. 20th

HOW MIGHT 
WE 

STATEMENTS

2 .5 hrs.



UNCOVER 
LEARNING TO EXPLORE THE PROBLEM SPACE, UNCOVERING 

OPPORTUNITIES
INNOVATION PRINCIPLES 

INNOVATIVE TEAMS
IDENTIFYING OPPORTUNITIES

RESEARCH HACKS 

UNLOCK 
IDENTIFYING 

CREATIVE 
SOLUTIONS
INSIGHT TO IDEAS 

THINK OUT OF THE BOX
 SOLUTION SPACE 

 PRETOTYPING

UNLEASH
SCALING & 

STORYTELLING
AGILE INNOVATION 
EXPLORING IMPACT

ETHICS AND 
CONSEQUENCES

STORIES AND INFLUENCE

 

JOURNEY, 3 phases

5 SEPT.

KICK-OFF

19 SEPT. 29 SEPT.

DISCOVER 
YOUR AREAS 
OF GENIUS 

WITH 6 
WORKING 

GENIUS

INCLUSIVE 
INNOVATION 

FOR 
DISRUPTIVE 

IDEAS 

HIGH 
PERFORMING 

TEAMS

IDOARRT

STINKY FISH

PERSONALITY 
PROFILING 
WITH MBTI  

Oct. 2nd

JOBS TO BE 
DONE 

ACTIVITY

FUTURES 
MINDSET / PLAY 
IN THE FUTURE   

MASH UP 
INNOVATION

WELCOME & 
INTRO TO THE 

PROGRAM

2 hrs. 3 hrs. 2 hrs. 2 hrs.

CX TOOLS

ACTIVE 
LISTENING 
ACTIVITY

Oct. 9th

PLANNING 
RESEARCH

2 .5 hrs.

NETWORKS

Oct. 20th

HOW MIGHT 
WE 

STATEMENTS

2 .5 hrs.



IDOARRT

Intention Connecting the uncovering and the unlocking of possible solutions and continue 
exploring Disney. 

Desired 
Outcome

Acquire insights and learnings about Disney by understanding people as part of 
networks and how to add value to them. Transforming insights into possible 
solutions.

Agenda

Time 2.5 hours

NETWORKS

HOW MIGHT 
WE 

STATEMENTS





"If you could have 
dinner with any 
Disney character 
(hero or villain), who 
would it be and 
why?"



 

Networks



100%

40%

0%

https://docs.google.com/file/d/1y8MgHxT8TBqidQLsBtEiw76_277oljfE/preview








Much of daily life is governed by norms. 
They are society's expectations that 

determine proper behavior - the 
unwritten rules we follow to remain in 

good standing as members of the 
community.

- Sam Sommers
(Author, Situations Matter)

“ “
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Are you normal?









Normal 
People 

Anarchists Rockabillies

The 50s

From “We Are All Weird” by Seth Godin



Normal 
People 

Hippies

The 70’s

Punks

 Goths

Intellectuals

Nerds

From “We Are All Weird” by Seth Godin



Normal
People

App developers

2010’s

Twitter addicts

Fashion bloggers

Mindful sourdough 
bakers 

Zero packaging 
community

Post-punk vinyl 
collector

Beard enthusiasts 

From “We Are All Weird” by Seth Godin

Cryptocurrency 
nerds

YouTubers





T-I-M (N)



Societal evolution  

Tribes

Institutions

Markets

Networks













What networks do you belong to?



● shared beliefs
● unwritten rules
● rituals
● social norms
● unfulfilled desires
● aspirations
● how they create social bonds

Explore your networks



Activity 

1/ Individually - 5 minutes





Activity 

1/ Individually - 5 minutes
 

2/ Share in groups - 7 minutes



“if you understand 
networks you will 

understand the 
future”



BREAK





Many markets have turned 
into networks of intelligence. 

Consumers have become 
extremely informed network 

thinkers who are influenced by 
what they hear, see and read; 

and they trust one another 
more than commercial 

messages.

“





The inversion of influence 





You no longer own the brand 

You no longer control the message

Brand is a co-creation process

Message is now networked storybuilding 

 



Stroytelling -  Storybuilding - Storyliving

 Broadcast - conversation - participation - 

collaboration

 



Storybuilding

Shifting from authority to influence 

 





Select a possible 
network for your brands   



Guerilla Research

How much can you learn 
in 10 minutes? 



● shared beliefs
● unwritten rules
● rituals
● social norms
● unfulfilled desires
● aspirations
● how they create social bonds

Explore the network…



How might we add 
value to the network?   



HOW 
MIGHT 
WE
QUESTIONS
Turning insights into design 
problems



How Might We… is a question format. 
It turns insights and problem areas into an invitation for a variety of solutions.



PROBLEM 
SPACE

SOLUTION
SPACE



insights and 
problem areas 

invitation for a 
variety of solutions.



HOW MIGHT WE…?

VARIOS 
OPEN-ENDED 

SOLUTIONS

OPENS UP TO 
POSSIBILITIES & 

INVITES TO 
CREATE

DIFFERENT 
INDIVIDUALS 

WORKING 
TOGETHER 



How might we reinvent dessert?
Too open

How might we design an ice cream  
cone that won’t let the ice cream 
dribble all over your hand?
Too closed!

How might we 
reinvent an icecream dessert
for kids to be able to carry around?
Just right!



HMW…
increase opportunities 
for mid-career professionals 
to transition into very different roles?



HMW…
redesign public transport 
so it’s both comfortable for riders 
and sustainable 
for the environment?



HMW... 
improve communication between 
foreign asylum seekers and local 
doctors, 
for the foreign asylum seekers
to easily understand complex medical 
prescriptions?



Do’s
● Keep it broad. Create a rich 

ground for exploring different 
paths to solutions.

● Define the opportunity clearly 
in the statement.

● Make it about the most 
difference you can make 
for key segments. 

Don’ts
Suggest a solution or specific 
approach in the question.



HOW MIGHT WE…?
action benefitwho

INSIGHT

HMW

HOW MIGHT WE FOR TO



ACTIVITY
● Go to the MIRO board

○ Individually for 7 minutes 

■ identify the insights you want to 
work on

■ Create some HMWs

○ As a group

■ Share your HMWs

■ Choose one to present



CHECK OUT



What's one key 
insight or action 
you're taking away 
from today's session 
that you believe will 
help you add more 
magic to your 
network or 
relationships?"


