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This mini-handbook was created 
especially for the talented designer,  
(YOUR  NAME). Here in your 
hands you now possess influential 
knowledge about the Open Source 
movement as well as a convenient 
tool to create your very own open 
source company. 

What’s ‘Open Source’ you ask? It is 
a growing movement within design 
where people (users) can create 
and share design information 
making the design contribution 
between companies and users a 
2-way approach instead of a 1-way 
approach. Yes, you’re right, (YOUR  
NAME), sharing is caring! This sort 
of collaboration has already started 
to influence the way products, 
services and even industries 
function! 

Maybe you share a similar view with 
the authors of this mini-handbook? 
They believe that ‘open-ness’ and 
‘collaboration’ are essential for the 
development of new practices in 
the arts, design and architecture 
which will help us better deal with 
the increasing diversity of the 
world’s complex problems. Now 
you, (YOUR  NICKNAME), will take 
part in this movement! 

The possibilities that await you are 
endless! But we’ll get into more of 
these details in the next few pages. 
We just hope that these 
explorations and experiments 
can lead you to new propositions 
for how open design works in 
daily business, and to show how 
it can create new ideas for real 
livelihoods. 

Once you get the gist on the areas 
of Open Source Design, this book 
gives you the opportunity to create 
your own Open Source business 
opportunity. If you feel a little 
unsure or confused, don’t worry, it 
just means you’re doing everything 
right! Keep a smile, open mind and 
have fun along the way.

Best of luck to you, (YOUR NAME) 
and your future open source 
enterprise: (BUSINESS NAME)   
offering (VALUE PROPOSITION) to 
the world!

Helsinki, July 2013

PREFAcE
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INTRODUcTION

During the last decade the ability 
to share information and data has 
become integrated into our daily 
lives thanks to the connectivity 
offered by the telephony systems 
and the Internet. This has 
facilitated amazing socio-technical 
possibilities for individualistic 
and collective endeavors. It has 
also fueled the ‘opening up’ of 
knowledge, data and content 
into the civic and public domains 
to generate a ‘digital commons’, 
challenging the dominant system 
of private Intellectual Property 
Rights (IPR).

The Open movement began 
in the 1970s when sharing and 
development of digital code 
emerged as the Open Source 
software movement. The Open 
movement has flourished with 
exchange of digital code, data and 
content. It is characterized by very 
diverse interests and agendas – 
from opening up government and 
other data, to providing access to 
and sharing knowledge and 

content, to sharing digital software 
and hardware, crowdfunding and 
crowdsourcing, and much more. 

The Open Knowledge Foundation 
has a useful definition for Open 
Knowledge. to include content such 
as music, films, books; data be it 
scientific, historical, geographic or 
otherwise; government and other 
administrative information.

THE OPEN MOVEMENT

   Open Knowledge Foundation 2013. <http://okfn.org/> 
   Open Knowledge Foundation. 2013. What is Open Data? <http://opendefinition.org/okd/>
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   Van Abel, B;Lucas Evers, Roel Klassen and Peter Troxler. (2011). Open Design Now. Why Design Cannot Remain Exclusive, BIS 
Publishers/Creative Commons/Premsela, the Netherlands. 
   Open Definition 2011. What is Open Data? <http://opendefinition.org/okd/>

Open Design Now: Why design cannot Remain Exclusive 

By Bas Van Abel, Lucas Evers, Roel Klaassen, Peter Troxler 

‘Open Design’ is a distinct 
approach to new ways of designing, 
reproducing and materialising 
artifacts, objects, patterns and 
processes. Open designers share 
everything from bits and bites, 1s 
and 0s, to downloadable designs 
and patterns, CAD files for the 
creation of 3D-printed products, 
open prints, maps, architectural 
plans and blueprints, and more. 
Open designers challenge the 
conventions of design culture 
through the technologies they 
embrace and by the Intellectual 
Property licences with which they 
enable their creations to be copied, 
shared, reproduced, modified and 
evolved. In this sense Open design 
embeds an orientation and mindset 
with is pro-sharing, pro-commons 
and pro-activity blurring the 
distinction between professional, 
amateur and citizen designers.

OPEN DEsiGN 

 trust
open innovation

diverse voices

power sharing
pragmatism

caring

respect

systems thinking inter-connectivity

inter-dependence

 transparency

 collective intelligence

 inclusion

responsibility equity
Open source  open-ness

 co-operation

2
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   Business Model Canvas 2011. Osterwalder, A. and Pigneur, Y.  <http://www.businessmodelgeneration.com/canvas>
   Creative Commons 2010. Creative Commons Organization. Lawrence Lessig.  <http://www.creativecommons.org> 
   Wikipedia 2013. Copyleft. <http://en.wikipedia.org/wiki/Copyleft>

OPEN i.P.

Open designers choose how 
to license their work, striking 
a balance between making it 
available for public use while not 
allowing it to be exploited for 
commercial and private gain. They 
also specify how the work should be 
attributed to the creator and how it 
may be used, qualifying the usage 
to suit their purposes for social, 
entrepreneurial and/or altruistic 

A system of licences that has 
gained popularity with open 
designers is creative commons, 
where it is easy to choose an 
appropriate license by using an 
online guide.  However, other 
licenses embrace copyleft which 
has many forms of licenses 
allowing free availability for 
copying. 

cOPYLEFT 
ALL WRONGS 

RESERVED

cOPYRIGHT
ALL RIGHTS
RESERVED

PUBLIc 
DOMAIN WITH 

cONDITIONS

Open Design is gathering 
momentum and has particularly 
strong mainstream media 
coverage over 3D printing and 
digital fabrication and Open 
Source fashion, with its strong 
associations with Craftivism and 
Hactivism. However, it is less clear 
how those involved in Open Design 
make a livelihood or create a viable 
enterprise. The authors hope that 
this booklet enables the reader to 
explore how to create a basic Value 
Proposition (VP) – a proposition 
for a mutually satisfying exchange 
–which enables the development 
of fresh, innovative modes of 
open designing and making new 
businesses. The ‘value proposition’ 
is a central part of Osterwalder & 
Pigeur’s Business Model canvas  
which acts as a visual and textual 
representation of a business plan. It 
provides a ‘canvas’ to explore how a 
business model might be designed 
and what is required to bring it to 
life, then to sustain it.

The authors believe that creation of 
good VPs is necessary to encourage 
the expansion and implementation 
of a bigger Open Design movement 
which can explore Alternative 
Economies, economies that 
genuinely sustain us today and in 
the future.

Enjoy creating your VP for Open 
Design!

OPENiNG THE 
BUsiNEss MODEL

4

5 6
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   Osterwalder, A. & Pigneur Y. (2010). Business Model Generation. WILEY, USA
   Osterwalder, A. & Pigneur Y. (2010), Business Model Generation. WILEY, USA, p. 23

OPENING THE
VALUE PROPOSITION 

A Value Proposition can be 
defined as a product or service or 
a collection of those to be offered 
to a customer segment. This Value 
Proposition should benefit the 
customer/user to satisfy a specific 
need. It represents the special 
value for the customer, which 
makes them choose one company/
enterprise over another. A Value 
Proposition can, according to 
Osterwalder and Pigneur be either 
of quantitative (e.g. price, speed or 
service) or qualitative (e.g. design, 
customer experience) nature.  

There are a variety of needs and 
resulting customer benefits that 
can be tackled with different 
Value Propositions. Among others 
the newness of a product or 
service, its great performance, the 
customizability of a product which 
allows the user a unique and best 
fit product, an extraordinary design, 
a good branding strategy, special 
pricing offers, local accessibility 
and usability - these are different 
key- factors when differentiating 
a Value Proposition from another. 
The questions one should ask when

seeking for a resourceful Value 
Proposition are “What unique value 
do we deliver to the customer? 
Which one of our customer needs 
are we satisfying? Which one of 
our customer’s problems are we 
helping to solve?” 

WHAT is A 
VALUE PrOPOsiTiON?

7 
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What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

Revenue Streams

Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
 

Channels

Customer Relationships Customer Segments

channel phases:
1. Awareness
   How do we raise awareness about our company’s products and services?

2. Evaluation
    How do we help customers evaluate our organization’s Value Proposition?

3. Purchase
   How do we allow customers to purchase specific products and services?

4. Delivery
    How do we deliver a Value Proposition to customers?

5. After sales
   How do we provide post-purchase customer support?

Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

examples
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?

Value PropositionsKey ActivitiesKey Partners

Key Resources

Cost Structure

What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

characteristics
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

categories
Production
Problem Solving
Platform/Network

types of resources
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

motivations for partnerships:
Optimization and economy 
Reduction of risk and uncertainty
Acquisition of particular resources and activities

is your business more:
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven ( focused on value creation, premium value proposition)

sample characteristics:
Fixed Costs (salaries, rents, utilities)
Variable costs
Economies of scale
Economies of scope

www.businessmodelgeneration.com

The Business Model Canvas
On:

Iteration:

Designed by:Designed for:
Day Month Year

No.

types:
Asset sale
Usage fee
Subscription Fees
Lending/Renting/Leasing
Licensing
Brokerage fees
Advertising

fixed pricing
List Price
Product feature dependent
Customer segment dependent
Volume dependent

dynamic pricing
Negotiation( bargaining)
Yield Management
Real-time-Market

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. 
To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/3.0/ 

or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

9
   Business Model Canvas 2011. Osterwalder, A. and Pigneur, Y.  <http://www.businessmodelgeneration.com/canvas>
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There are many examples today 
that show different ways of 
creating open value propositions. 
These examples range from high 
involvement including users 
creating and peer-to-peer sharing, 
such as open source fashion 
companies like Hacking Couture 
and the e-commerce website, 
Etsy. These companies offering a 
high level of sharing embody an 
emerging paradigm that provokes 
a sense of activism within their 
customer base – where the 
customer becomes co-creator or 
co-designer. Offering a very open 
source value proposition can create 
a transparency around the practices 
within the industry. Within open 
source fashion, this exposes all 
elements to users from patterns, 
instruction guides to pre-packaged 
kits. This level of sharing educates 
and enables user participation 
and skill enhancing for the 
average consumer in ways closed, 
conventionally protected, methods 
cannot. 

While companies like H&M and 
Zara utilize traditional revenue 
models and user relationships with 
little to no involvement, it is 

possible for established companies 
to incorporate elements of open 
design. Many companies have done 
this through mass customization. 
For example, Nike created a sub-
brand known as Nike ID, allowing 
consumers to customize certain 
products with different color 
palates and textures. 

Companies like Threadless 
offer another style of a limited 
open value proposition through 
crowdsourcing. Their website 
allows guests to submit t-shirt 
designs for selection and online 
sale. This style of crowd sourcing 
also creates a sense of activism 
through the participatory design of 
actual products. 

EXAMPLEs OF OPEN
VALUE PrOPOsiTiONs

MAXiMUM
UsEr iNVOLVEMENT

cLOsED
i.P.

OPEN
i.P.

MiNiMUM
UsEr iNVOLVEMENT

*UsEr iNVOLVEMENT:  UsEr cAN crEATE AND/Or sHArE PEEr-TO-PEEr

Hacking couture
Fashion Hacktivism

DiY - communities

Etsy

Fab.com

Nike iD

Threadless

Anna ruohonen
Nomo-jeans

Patagonia

Transparency

Made By

copyleft Trademark

H&M

Zara

Unfinished, flexible
and customizable 

design
Openwear

Burda style

collaborative
consumption

Mass-customization

Here Today Here Tomorrow

Vaatelainaamo

     Mustonen, N. (2013). Fashion Openness - Applying an Open Source Philosophy to the Paradigm of Fashion, MA Thesis, 
Aalto ARTS, Helsinki. 
10 
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The ‘open-o-meter’ is an open 
source tool to evaluate and 
measure the open- or closeness of a 
value proposition. The tool enables 
everyone to easily understand 
and spot the potential to open-up 
his or her value proposition and, 
in turn, business model for more 
open design approaches. Alastair 
Fuad-Luke and Anja-Lisa Hirscher 
developed this simple and visual 
identifier to be able to compare 
already existing propositions 
regarding their openness and 
transparency. 

The tool can also be applied 
during the first ideation process 
of a proposition, to identify 
opportunities for more openness. 
With the arrows of hot/radical 
openness and cold/total closeness 
the level of openness and levels to 
improve can be illustrated. 

One example of radical openness 
is the online platform, Openwear.
org, where users can share and 
collaborate around different fashion 
creations. It is also possible for one 
product or service to embed two 
different levels within the Open-
O-Meter, as seen in the example 
furniture by Droog. 

OPEN-O-METEr

rADicAL 
OPENNEss

TOTALLY
cLOsED

Droog is a Dutch design company 
based in Amsterdam working with 
independent designers to create 
products, projects, exhibitions and 
events. They offer consumers
a service where they can download 
cutting and assembly instructions
for furniture. This pattern is the 
open part of the proposition which
people can modify and customize. 
The look and feel of furniture 
can be enhanced by purchasing a 
special clip. This is the ‘closed’ part 
of the proposition that is a more 
conventional business product.

Openwear.org is an online platform 
for users to share and collaborate 
around fashion design. Their value 
proposition is an example of radical 
openness, where users can access 
fashion knowledge and practices 
through peer-to-peer sharing. 
Users create an online profile that 
includes information about their 
fashion activities in order to find 
beneficial information and potential 
collaborators. It is a unique and 
untraditional fashion community 
where users share information 
and problems to discover solutions 
and opportunities. Additionally, 
Openwear.org offers certain 
fashion collections for download, 
customization and distribution 
under their open-source collective 
brand. 
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cREATING YOUR
OWN OPEN V.P.
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PROFITS

cUSTOMER
BENEFITS

cOSTS

cUSTOMERPROFILE

KEYRESOURcES

KEY

AcTIVITIES

KEY

PARTNERS

VALUE
PROPOSITION

STEP 01 :
MEET THE VP MODEL

Below is a value proposition 
model. At the heart of this model 
(and your business) is the value 
proposition - what you are offering 
your customers.  This helps to 
identify the different partners and 
key factors involved when creating 
an open value proposition. 

STEP 02 :
UNDERSTAND THE PARTS

The icons to the right describe each 
component and what to consider 
within the VP model. Once you 
understand these fundamentals 
you may move on to step 3 to begin 
sketching your own VP model.   

OPENiNG YOUr 
VALUE PrOPOsiTiON

€

VALUE PROPOSITION
What types of value 
can be created for your 
customer with open 
source design? How 
will it help and satisfy 
your customers?

cUSTOMER PROFILE
What types of 
customer(s) are you 
trying to satisfy? 
Which customers are 
most important?

cUSTOMER BENEFITS
How are customers 
benefiting from your 
products or service?

KEY PARTNERS
Who do you need to 
involve in order to 
create this company?
Who are your 
suppliers?

KEY AcTIVITIES
What are the key 
activities within your 
VP? What are you 
distribution channels? 
Where are your revenue 
streams coming from?

cOSTS
What are the most 
important costs 
involved? Which 
resources are most 
expensive?

KEY RESOURcES
Who and what are 
your key resources? 
What do they require? 
(Physical, intellectual, 
human, financial or other 
resources)

PROFITS
What are the different 
ways your company 
will make a profit? How 
do they relate to your 
resources and partners?

€
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STEP 03 :
SKETcH OUT YOUR VP MODEL

Using the previous pages as a 
guide, begin filling out your own 
open source VP model. First, 
explore your open VP options. Once 
you’ve defined what your VP is, 
write it in the center of the circle. 

Once you have decided on a 
promising VP begin exploring who 
your customer profile would be and 
their benefits. 

With these first items 
defined it will be easier to 
move on defining your key 
resources and partners 
as well as the remaining 
sections.  

Having trouble with words? 
Try sketching your ideas 
and thoughts instead.

Don’t forget to give your 
enterprise a catchy name 
that embodies your VP.

crEATiNG YOUr 
VALUE PrOPOsiTiON

cOMPANY NAME:

YOUR NAME:

NOTES:

IS THE NAME cATcHY? €
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sKETcH iT OUT!
SKETcH 

A LOGO!
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“I‘M WEARING HIGH FASHION. I‘M 
WEARING MY FASHION!“

This is the philosophy found behind 
‘Fashion Hackers’ – a small designer 
label based in Berlin, Germany. 
The recently established fashion 
label claims to be different as it 
makes the consumer to become a 
producer and the client a designer. 
The creation of the new collection is 
a participatory process, where the 
collective community contributes 
ideas via Facebook posting and 
voting.

Fashion Hackers then designs the 
patterns, but opens them up for the 
community to be remade or hacked. 
The collections are available for a 
fee as single download or as printed 
patterns to be ordered. Sewing tips 
and instructions are found as free-
of-charge videos.

We filled out the following 
value proposition model for 
an Open Design Business 
Model using ‘Fashion 
Hackers’ as an example.

Ma
ter

ial
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 m
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er
y 

su
pp
lie

rs

Mo
de

ls 
fo
r p

ho
tos

ho
oti

ng

We
b-
de

ve
lop

er

Us
ers

 &
 M

ak
ers

Design & pattern 
making

Prototyping 
promotion via
internet

Photo shooting

Material sourcing

Machinery, design programs

Fabrics & other sewing 

equipment Sale
s of

 Patt
erns

 

prin
ted:

 9,90
€ - 12

-90€
 

Read
y made 

garm
ents

:

differ
ent

Space/St
udio

Machinery
 & Equipm

ent

Program
s 

Materials

Young and interested 

individuals, fashionistas

Unique designs, perfect 
fit fashion to affordable 

designs

EXAMPLE: 
FAsHiON HAcKEr

€
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YOU’VE DONE 
A LOT sO FAr!

YOU’VE LEArNED ALL ABOUT 
THE OPEN MOVEMENT AND NOW 

YOU’VE EVEN sTArTED YOUr OWN 
OPEN sOUrcE DEsiGN cONcEPT!

WOW!

PAUsE HErE & HAVE 
A 5 MiNUTE BrEAK!
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sWOT ANALYsis

STEP 05 :
cONSIDER THE SWOT ANALYSIS 

With the basis of your enterprise 
now outlined it is valuable to use 
the SWOT analysis model to review 
your business concept. The SWOT 
analysis is a common business tool 
used to identify the strengths, 
weaknesses, opportunities and 
threats involved when developing 
and maintaining a venture. 

The SWOT model to the right 
outlines different elements to 
consider when analyzing each 
aspect of your business. It is easiest 
to begin with the strengths your 
enterprise possesses as well as any 
weaknesses. 

Once you’ve discussed and  
identified the strengths and 
weaknesses, explore and conduct 
some initial research on what 
external opportunities your 
business could potentially take 
advantage of. Lastly, make sure to 
identify any threats that would put 
your company at risk. 

While there are always a number 
of different  variables within any 
business environment, it is helpful 
to use this SWOT analysis in order 
to prepare and consider ways to

turn the negative factors into 
positive outcomes. To do this, once 
you’ve outline the four SWOT areas 
ask the following questions:

How can we work on our 
weaknesses? How might we turn 
our weaknesses into areas of 
opportunity or even strengths?

Are there any ways to turn these 
threats into opportunity areas? 
If not, how can we protect our 
enterprise further from these 
threats? 

USE THE NEXT PAGES TO MAKE 
YOUR OWN SWOT!

Use another large sheet of 
paper and some Post-its to help 
brainstorm and organize your 
thoughts.

s W

O T

INTERNAL

EXTERNAL

N
EG

A
TIV

E

P
O

SI
TI

V
E

WHAT DOES YOUR 
ENTERPRISE DO WELL?

WHAT RESOURCES DO YOU 
HAVE AVAILABLE AS AN 
ADVANTAGE?

WHAT DO YOUR POTENTIAL 
CUSTOMERS FIND 
VALUABLE ABOUT YOUR 
OFFERING?

WHAT DOES YOUR 
ENTERPRISE DO POORLY?

WHAT SHOULD YOU BE 
DOING THAT YOU ARE NOT?

WHAT ASPECTS OF YOUR 
FUNCTIONS ARE HURTFUL 
TO YOUR BUSINESS?

WHAT AREAS COULD YOUR 
BUSINESS GROW WITHIN?

ARE THERE NEW MARKETS 
YOU COULD REACH?

WHAT ARE YOUR MOST 
PROMISING OPPORTUNITIES 
FOR THE FUTURE?

CONSIDER FUTURE AND 
INDUSTRY TRENDS TO TAKE 
ADVANTAGE OF. 

WHAT ARE THE MOST 
THREATENING FACTORS 
TO YOUR BUSINESS ? 
(ECONOMIC,   TRENDS, 
COMPETITORS, ETC.)

ARE THERE THREATING 
PERIODS OF THE YEAR FOR 
YOUR BUSINESS?

HOW MIGHT UPCOMING 
COMPETITORS OR 
PRODUCTS/SERVICES 
EFFECT YOUR ENTERPRISE?
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N
EG

A
TIV

E

s

1

W
O T

INTERNAL

EXTERNAL

P
O

SI
TI

V
E

2
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sWOT ANALYsis
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BEFOrE YOU MAKE 
YOUr VP A rEALiTY...

YOU’VE crEATED YOUr cONcEPT 
AND PUsHED iT FUrTHEr THrOUGH 

THE DiFFErENT MODELs. GiVE 
YOUrsELF A HUG FOr MAKiNG iT 

THrOUGH!

NicE WOrK!

PAUsE HErE & HAVE 
ANOTHEr 5 MiNUTE 

BrEAK!
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MAKING YOUR 
V.P. A REALITY 
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STEP 05 :
AcTION IT!

Now that you’ve outlined your new open source business it is time to get it 
into action! To outline your necessary actions and time frame, take a look at 
this schematic plan as a reference. Note, your timeline can be extended as 
well as the ‘time periods’ for each activity. These depend on you, your team 
and your new open VP!  You may use the next page to sketch out your own 
version.

TIMELINE BY WEEK

RESEARCH
Beginning the initial research of the 
competitive landscape, benchmarks 
and necessary resources and partners. 

ADD OR DELETE 
AcTIONS AS NEEDED!

RESOURCING
Networking and gaining contacts to 
start the open source network and 
pursue investors. Development of 
branding and materials to explain the 
business concept as a pitch.

MARKETING & ADVERTISING
Generating awareness about the 
business and the benefits. 
REVIEW & REFINE
Review the success and failures  within 
the business and refine accordingly.

PROMOTIONAL EVENTS
Prepare a launch event and reoccurring 
media events to generate more interest 
and awareness. (Includes prep time) 

CONFIRMING
Renting or developing a physical space 
and/or online. 

DEVELOP YOUr PLAN

WEEK 1 WEEK 2 WEEK 4WEEK 3

RESEARcH

RESOURcING

cONFIRMING

LAUNcH 
EVENT

NEED MORE TIME?

WANT TO DO IT MORE QUIcKLY?
MAKE YOUR OWN 

MILESTONE DATES!

WEEK 6 WEEK 8 WEEK 10 WEEK 12 WEEK 14WEEK 5 WEEK 7 WEEK 9 WEEK 11 WEEK 13

MARKETING & ADVERTISING

REVIEW & REFINE

PROMOTIONAL EVENT 2
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DEVELOP YOUr PLAN

With this timeline example in 
mind, your timeline will be  a 
balance between open and closed 
Intellectual Property and finding 
out where you can get revenue. 
Use this spread to sketch out your 
action plan keeping the earlier 
examples in mind.

Not enough space?! 

Grab a bigger paper and some 
Post-its. You can write each 
activity on a Post-it and then 
organize them into a timeline as 
you see fit.
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RESOURcES
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