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What leads
to failure?




Experience

Lack of Clear Vision & Strategy
Ineffective team collaboration

Bad Execution & Performance Issues
Scope Creep & Feature Bloat

Poor UX/UI Design

Weak Marketing & Positioning



| don't feel heard.
| have no impact.
They don't understand what | do.
They don't ask my opinion.

Everyone, everywhere,
at the same time.




Babel's ivory Jenga tower

Jenga tower: when you change something,
everything can fall apart.

Ivory tower: people who make decisions without
taking into account the reality of others.

Tower of Babel: a metaphor for misunderstanding,
chaos or the inability to work together due to
cultural or linguistic differences.




»
Babel's ivory Jenga tower




Communication As an enterprise,

the quality of what you create
IS matched only by

Effectiveness your ability to communicate.



VX
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Breaking silos? Build bridges?



Whatis an
Enterprise Design?




What is an Enterprise ?

0 Project

Business




EDGY in a Nutshell

‘ The Facet Model

‘ The Venn diagram is the mental model of an
enterprise. Identity, Organisation, Architecture,
Product, Experience and

The Language

\D EDGY is a language consisting of 4 basic
elements. People, Outcome, Activity
and Object.
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The Language

O Outcome

A result or change that occurs within our
enterprise or its ecosystem.

:> Activity

What is being done or going on in our
enterprise or its ecosystem.

Object

A structure that is relevant to the enterprise.

& People

The individuals co-creating the enterprise or
using products.

Outcome Activity




The Mental Model - Facets and Intersection

A Organisation
A group of people working together.

,‘ Identity ‘ Architecture

The values and beliefs companies demonstrate
through their messages and actions.

/ g .” Product
How people perceive us. What we create, propose and deliver

for the benefit of our customers.

The structures needed to run a company
and connect it to its ecosystem.

The impact of interactions on people
and their lives.

' Experience w




Everything is connected

‘ Influence A Build ‘
o

Identity Organisation Architecture

Represent Create

SNy s

Brand Product

Affect Deliver

\ 4

Experience




The Language + Facets and Intersection

Purpose Story
Capability Outcome J Activity Process
Task journey
Object
|
! ! ! ! ! |

Content Organisation Asset Product Channel Brand




How It Works, in a Nutshell: The First Conversation

0 Write your shared ambition in the center.

It can be a problem you try to solve, an ambition for the future,
an outcome, or anything that give the context for the discussion.

Find the right O people

Based on your context, ensure you have the right people
for the discussion.

Ask questions

Explore your enterprise on every facets of the model. Identity,
Organisation, Architecture, Product, Experience and

Ask more questions

We want to solve

O . X problem
~= Eric

He knows where we

are goingin 10 years

Which teams are part
of the project?

What are our three
core capabilities?

Why is it
important to us?

& Marc

He knows about
processes and the tech.

In 5 years from now,
we want...

What's our NPS? How does that feature

help our customers?

Which are our
best channels?

g Marjorie

She conducted good user
research about that.

After having a high-level conversation about the facets and intersections,

you can dig a bit deeper and ask questions about all 16 elements.



The Compass

A framework based on =D)eY ffl.ends
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I'v went to go to Rome
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It Is 4 easy steps !
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Not sure where I'll land but | need to go to the Left/West/Green
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You don’'t try
random path to
«get to Rome»

We use maps and plan based on them.







Ceci n'est pas une entreprise.

Ref : René Magritte



https://en.wikipedia.org/wiki/Ren%C3%A9_Magritte

To navigate the enterprise we use maps with :

Key informations
Level of Precision (Zoom levels)
Know the present (where you are)

Have a vision of the future
(where you want to go)



Tools to navigate



Who can inform us?

What are we trying to do here?

Solve a problem? Innovate?

Where do we start?

Do we have blind spots?

Do we understand one another?
What do we have?

What's missing?

How do we organize that information?
How does one thing affect another?
Does elements in the enterprise work
together ?

How do we connect multiple
elements?

How does the relation play over time
Does everything work as a whole?
What about the teams, the silos or the
business units?

What's our impact?

What influences us?

What's the amount of information can
people handle?

How much is too much?

Do we need to map the present?
What is the perfect state of our enterprise?
How do we get there?



How can you create a enterprise if you don’t know...

Who to work with in your enterprise
and what's the ambition?

What are the core elements
of your enterprise?

How your core activities work
together?

What influences your enterprise
and what impact you have?

@

&

What your shared vision of the
enterprise is?

How your enterprise’s core
elements are related?

How your enterprise teams
or silos collaborate?



Yo JO

A shared ambition need context
given by a shared language.

Every enterprise gather people
with a shared ambition.

These elements are in relation
with one another

The context is made of multiple
elements within the enterprise.

Relationships exist The enterprise is divided in
in a temporal context silos/steps to optimize activities

The enterprise influence
and is influenced by outside forces




Same Place, Different Maps



Bouille.Cie
https://dribbble.com/shots/23592609-Map-Montr-al-Canada
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https://dribbble.com/GagabouilleCie

Pue,‘

/IV'I'Q RAY— JrETERATRIE BN I’TAUWLLE Y 2

@Afalre j ﬂ Musées j'\ E Transports en commun E( Pharmacies = = Guichets autc > )

-\ ,,,,,,,
' Restaurants I-I Hotels

HAUNTSIC & —GUlelexe SpOu
ﬂNaude—RobIHaFd

YHUNTSICCARTIERVILLE
\

i’arc Jarry
VIEC Montréa

/ _‘
/ A

Rue
132 l l Of’e?r

H La/Ronde

e Sainte-Hélene

Mont-Royal

I Jean-Drapeau

b % i
/-
4 Polytechnlq e MgF treal ' Ry / ' 74 F|euv", J
Chocolats Favons f z Saint-Ladrent lle Notre

CHU[Sal te-Just}IQ

Charles-Lé
B

* \ 112
Saint-Lambeh_v

Hopital gé}é al juif

du Mo ?Roy ‘

\ ‘=L@ra10|re'3am%dose‘

oI e

4

Ham . . vl
Circulation en temps réel ~ Rapide mmm . [ ente Sl Olre otre-Dame _c
e ES e iy -‘_-’.—}an ﬁ ‘- _ =
: Relief °’mNTE SAINT—CHARLES
> Pierre / 4%
Trudeal Afficher la topographle et l'altitude

A15 A

N I/
TS T T LT A
-JONCTIION A Données cartographiques © 2024 Google Canada  Conditions d'utilisation  Confidentialité Envoyer des commentaires sur Ie prodmt 1km




- VILLE DE + CITY OF
/ .h o R r ‘id DES
vl
4y
! 4 \
I. ] ‘x\
i I *l-: !_.:_!_‘_ Eh - o s
i ( !
: | N =
r_l I|| | < - 5 il - i
[7l; I| ; l
e iy o gl e S
SIRRDE: T ) :
a5 AN -.'ﬁlll.ig' l;‘g
it 1y e
|
i
{ I X
) S - v
= - 7
<] 3
\r' = e "_“--.
."/ -_ o \“-._i;" =
| 8
L] e
=\ = & v el
M, i
; | L ; ¥ =
o=t -
AL LS L T, Ry
ALY 'O Fal £ LA HLes Aussavd BT FossEs
[ T

UNDERGROUND RIVER AND STREAM MAP - CITY OF MONTREAL



Maps are usefull to...

Abstract
Understand Co-Create
Inform on the Shared Understanding Communicate strategic decisions

Precice

Analyse

Provide relevant expert information



The people Facet Model Simple Maps Relation Maps Blueprint Milkyway The universe

. °* Useful for initial conversations and alignment.

c s

2 | A0 Minimum amount of information, presented
(<)) . Pae

R clearly and beautifully in layman’s terms.

Useful for co-creation, compare options, and making decisions.

(<))

8 Just enough information to avoid overwhelm.

S Readable and easy to identify decision points.
Useful for analysis, design, and engineering.

(<))

E As much information as required, readable

c

<

by domain experts.




Understand Co-Create Analyse

The people
Identify key people and articulate the ambition.

Facet Model
Create a shared understanding and identify potential weak elements of the enterprise.

Simple Maps
List elements and identify their state (Good, weak, problematic, etc.).

Relation Maps
Identify how facets and elements are related and how they function within the enterprise.

Blueprint
Map how activities happen over a period of time and how they interact with other elements.

Milkyway
Map how teams, steps, and silos operate in a perpetual cycle and identify gaps between them.

The universe
Map and identify what influences the enterprise and its impact.




Co-Create Understand

Analyse

The people

Facet Model

Simple Maps

Relation Maps

He @

Blueprint Milkyway The universe




The compass - May 2025 - WIP

Abstract
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Precise
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/|

( :,—”a-'
o ox
AR *'

’ \/\ ~
’ ’
6] 0 0
i I\ N
! A~

Who is core
to our ambition?
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Who can give us an
outside perspective on
our entreprise?

Facet Model
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What is our shared
understanding?

A

What are our key
elements?
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What is the status of
these elements?

Simple Maps

What are our core

elements?
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What is the status of
these elements?

Relation Maps
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How are our core
elements connected?
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How are the other
elements connected?
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What is the status of
these relationships?

Blueprint

What are our core
activities?

When are the elements
connected to these activities?

What is the status of
these steps?
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Milkyway

How do our core elements
and steps work in a cycle?

Where are the other
elements placed in the cycle?

What works, what doesn't,
and where are the gaps?

The universe

o)
ey

Who influences our entreprise,
and what is our impact?

L

What are the elements of
influence and impact?

L

What works, what doesn’t, and
what’s missing?

&friends



So how do we navigate?



HMW... solve the problem of
Babel’s ivory Jenga tower?

Jenga tower:
Solidify your business strategies

Ivory tower:
Make informed strategic decisions

Tower of Babel:
Aligning strategy and execution



Useful for initial conversations
and alignment.



The People map

Who is core
to our ambition?

Focus on &
O The people
& The enterprise



The People

O Outcome
What is our ambition ?

[ J

:> Activity
How are we going to reach our ambition?

l >

Object
What do we need to do it?

& People

Who is core to the discussion?

Organisation
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The Facet Map @

What is our shared

understanding? J\ Organisation
A group of people working together.

.‘ Identity

The values and beliefs companies
demonstrate through their messages
and actions.

@ Brand

Our name and what it stands for.

The structures needed to run a company
and connect it to its ecosystem.

What we make, offer and deliver
for people's benefit.

The impact through interactions the

enterprise has on people and their lives.
Focus on

@ Facets & intersections



The Facet Map

.. Identity

Why is this important to us?

Brand

How should we present this enterprise?

A Organisation

How will we organise our enterprise ?

' Experience

Why is this important to people?

‘ Architecture

What we need to be able to do?

ﬁ Product

What goods or services will your enterprise offer?




The Core Elements Map

What are our core elements?

Core reinforcing capabilities?

What should
the brand evoke?

Focus on

©

The Core elements

Core features
of our offering?

Core things
people want?

.‘ Identity A Organisation

Core values to help us make Who do we need to work with?

decisions? (Inside and outside)




The core facets Map E a
3 to 5 elements per facet.
1

‘ Architecture Ng Product @ Experience {®} Brand @ dentity A\ Organisation
What are our core What are the core features What is the main things What should What core values will help us Who do we need to work with?
reinforcing capabilities? of our offering? people really want? (5 why) the brand evoke make decisions? (Inside and outside)
Most
Important
4
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
Less
Im portant




The Core Elements Relations Map

How are our core elements connected?

How our capabilities create our How helping them achieve How should we organise to
core features? their task will make us look? make our values happens?

‘ Architecture — ﬁ Product @ Experience
How our core features help How the perception of our
clients achieve their tasks? enterprise fit with our values?

What is the group accountable for?

Focus on

= The relationship



The Core Elements Relations Map

Choose an affinity
(Starting point)

‘ Architecture

How are our core
reinforcing capabilities
connected ?

How our capabilities create our
core features ?

.“ Product

' Experience

How our core features help
clients achieve their tasks ?

@ Brand

How helping them achieve
their task will make us look ?

How the perception of our
enterprise fit with our values ?

.. Identity

How should we organise to
make our values happens ?

A Organisation

What is the group
accountable for?

-
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Activity Blueprint

What are our core activities?

How you want it to

happen At first... Finally...
How it happen > People will... People will... People will...

Focus on

> Core Activities

friends



Blueprint

5 to 8 steps =

At first... then... then... finally...

How you make it
happen

What would you name
that step? Step 1 Step 2 Step 3 Step 4 Step 5




The Milkyway

Focus on

@7 The Core elements
> Core Activities g




MilkyWay
Place your core elements according
the the steps discuss in the blueprint

€ @

Step >

Step >

Step >




The Universe Map No control

Influence
Impact

Focus on

@ The Core elements

— The relationship Control



The Universe Map

Who

influences us

% Board of Directors

No control

Politics, competition
and the environment

Users, customers
and communities

Partners, suppliers
and employees

Organisation

—_—T 000 Contract workers ==

Management
and teams

—» 000 Lol supplier

% Customers
J

Control

wha is our

iImpact



7 Core Maps...
and Your Custom Maps

We've started with custom map. It's ok




Value proposition canvas

Gain Creators

Pain Relievers

Source : Strategyzer



Value proposition canvas

Positive Motivators
Gains

Features
(Gain Creators)

Negative Motivators
Pains

Features
(Pain Relievers)

Source : Strategyzer
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Value Proposition Canvas -

. KPI \ OKR - Management
Product design

3 Horizons - Strategy

Target Audience Objective(s) R New Operating

Key Result Key Result Key Result

m Initiatives Initiatives

' 'd Transition Period

IIHHHIHIHHHHHHI IIIHHIEIII

Products
&services

Current Strategy

Pain Relievers

Product Portfolio -
Product management

Blueprint - Service design

o g
Capability

Capability Capability

Capability

Enterprise Portfolio - Finance

Journey

Feature

Product 2.0 Product 1.0

Capability Capability Capability Organisation




Value Proposition Canvas -

KPI \ OKR - Management
Product design 8

3 Horizons - Strategy

New Operating
Units (Process)

Where do we need to go?

................................ e cecsccsccccscsccccssssccssann, . Make experience happen

Feature Key Result Key Result Key Result
(Gain Creators) sains (Outcome) (Outcome) (Outcome)

How to know we are getting there?
.

Products Experience you want

Initiative Current Strategy

Initiative Initiative
(Journey)

(Activity) /'

What will we need to do? Current experience

Feature Negative Motivator (ACthlty) (ACthIty)
(Pain Relievers) Pains

Product Portfolio -
Product management
Rebrand Brand Brand Brand

Task (Service) N

Blueprint - Service design Enterprise Portfolio - Finance

Capability Capability

O Product 2.0 Product 1.0
Capability Capability Capability O Organisation
Team



A few examples



Vous pouvez creer des tableaux personnalisés

Start with why

° Identity
O Purpose What?

Lorem ipsum

How?

Lorem ipsum

Why?

Lorem ipsum

Type de regroupement

Nodes Communautés Chaine Périphérie
Les Gens, Equipes Nodes, Equipe ou Entité et Connexions linéaire ou en Nodes, Equipe ou Entité et
et les entités leurs connexions cascade entre des nodes sans connexions
0 — VALEUR
T = -2 - Q-9 - CREEE
I % / \ & — g — & —* & / \ Quel sera le résultat du
transfert de valeur entre
& 1—I g.\ E /g g\ :_: /g g les partavna\r:s ?
Hub Bridge ACTIVITES DE

Lorsque qu'un Nodes, Equipe ou
Entité est central

Lorsque qu'un Nodes, Equipe ou Entité est relie des Nodes, Equipe ou Entité entre elles

iii
0 0 0 -0
W . | A1
&7%7& \‘%_‘%/
o]

' Brand personality
i Identity

O Purpose 0 5 10

Lorem ipsum dolor sit amet,
e . . . I L L L l . L 1 1 1 I
consectetur adipiscing elit. In I I T T 1 i i i T 1
bibendum sagittis volutpat. Flite Mass appeal
L 1 1 1 1 1 I 1 1 ]
. | 1 1 I | . ] I | ] 1
Pellentesque hendrerit ipsum Serlous Playful

quis tincidunt volutpat. Duis at

I . s | 1 1 | | . | | 1 1 |
fringilla massa, sed gravida nisi. I T T T T T T T T 1
Conventional Rebel
Nullam rhoncus sodales L L L L 1 . L 1 1 1 |
. . . I || | | ] | ] | || ||
maximus. In vestibulum, dui non Friend Autority

ullamcorper vehicula, purus
. . e . L 1 1 1 | 1 fl | | ]
enim ultricies nisl. I 1 1 1 1 T I I 1 1
Classic Innovative

Partnership pyramid

TRANSFERT

Comment les valeurs des
partenaires seront-elles reliées
et rendues mutuellement

0 o] )
‘:\/:' VALEUR e OFFRE DE
SOUHAITEE VALEUR
.% | ,% Quelle valeur recherche-t- Quelle est la valeur offerte

on dans un partenaire ? au partenaire ?

VALEUR
CREEE

ACTIVITES
DE TRANSFERT

VALEUR
SOUHAITEE

OFFRE
DE VALEUR

OFFRE
DE VALEUR

VALEUR
SOUHAITEE

ACTIVITES
DE TRANSFERT

¢

friends



Strengths Weaknesses

Opportunities Treats



SWOT + EDGY

Strengths Weaknesses
Purpose
content Process
Process
Channel —
J / Task
i Asset
Capability Capability
Story
Asset
Product
Product
Brand

Opportunities Treats
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Top Task - Complet

Top Task - Campian

Taches des entreprenaur intemational
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Merci

Jean-Sébastien Daigle
Facilitateur, Designer &
Gentleman
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