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Overview

Introducing a New Innovation Stack
Human Design  synthesizes leading product and process development methodologies into a culture-first process. It is 
designed to help transform businesses into visionary organizations capable of generating touchstone products. If Minimal 
Viable Products (MVPs) and Eureka Moments are, respectively, the fulcrums for Lean Six Sigma and Design Thinking, 
Human Design centers on the fulfillment of Shared Human Values. Self-actualization is about realizing one’s personal 
potential, so we propose cultural actualization, oriented around realizing the full potential of a shared value or values, 
such as simplicity, performance, precision, or connectivity.

For human relationships to grow, we need to agree on a.) shared values, b.) a common language, and c.) an exchange of 
ideas, goods or services. In business relationships, these translate into a.) the unique value proposition, b.) the universal 
metrics through which customers signal adoption, employees tune performance and owners determine progress, and 
c.) the product or service exchanged.

Human Design empowers actualization cultures by providing an integrated framework for establishing Culture - 
Language - Product loops within any organization.

→ 
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LEAN SIX SIGMA DESIGN THINKING HUMAN DESIGN

Principle Optimization Innovation Actualization

Method Scientific Creative Cultural

Fulcrum Minimum Viable Product Eureka Shared Value

Product Leader Engineer Experience Designer Hive

Outcome Efficiency Disruption Transformation

Iteration Build-Measure-Learn Define-Design-Refine Culture-Language-Product

Engineering & Design, meet your common calling.

Human Design

→ 
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WHY DESIGN THINKING MATTERS

BUSINESS NEEDS
Viability

PRODUCT NEEDS
Feasibility

HUMAN NEEDS
Desirability

INNOVATION

Design Thinking, as illustrated by its 
famous Venn diagram, posits that product 
innovation lies at the intersection of: 

• Desirability (why it’s essential), 

• Viability (how it survives), and 

• Feasibility (what it provides). 

Innovation needs 
a process. 

→ 
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Brand values have never been more critical.

Simon Sinek shows us value propositions that start 
with an animating purpose drive the most successful 
businesses — people don’t buy what you do, but why 
you do it.

simplicity in 
design

trust in 
transactions

precision in 
manufacturing

connecting 
the world

WHY STARTING WITH WHY MATTERS

[?]
→ 

https://www.youtube.com/watch?v=IPYeCltXpxw
https://www.youtube.com/watch?v=IPYeCltXpxw
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Cultures need a common language.
WHY LEAN MATTERS

Manager

Designer

Builder

Marketer

Seller

CUSTOMERS

Universal metrics are the common language through which customers signal adoption, 
employees tune performance and owners determine progress.

Universal metrics need to follow the 3 A’s:

(1) ACTIONABLE
Demonstrate cause and effect

(2) ACCESSIBLE
Using tangible units universally understood

(3) AUDITABLE
Using data easily measured against reality

→ 



→ 

Feedback loops for product and culture.
Human Design provides a comprehensive framework for building innovation cultures, 

animating brand narratives, and viable to lovable product roadmaps. 

AN INTEGRATED FRAMEWORK

PRODUCT

EMPIRICAL 
METRICS

(Data)
LANGUAGE

CULTURE PURPOSE MISSION VALUE 
PROPOSITION

EMPATHIC 
METRICS
(Human Intel)

MINIMUM VIABLE 
PRODUCT

MAXIMUM LOVABLE 
PRODUCT

FEEDBACK 
LOOPS

FEEDBACK 
LOOPS

→ 
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HOW

WHY

WHY = PURPOSE 
What human value do you fulfill?

HOW = PROMISE 
What business value do you provide?

WHAT = PRODUCT 
What product requirements fulfill your 
mission?

WHO = CUSTOMERS 
Who do you serve?

Purpose-driven organizations fulfill human values. 

CULTURE FIRST

Shared values anchor every culture.

WHAT

WHO
→ 
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Part I: Culture

→ 
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Brand Purpose 
(why you do what do)

Human Value

To make the world more open,

Customer Promise 
(how you do it)
Business Value

we make it easy to discover, 
share and connect. 

To orient your business around 
actualizing human values, you must 
first understand the bedrock shared 
value(s) that intrinsically connect 
you with your customer, such as 
‘trust in transactions,’ ‘precision in 
manufacturing,’ ‘simplicity in design,’ 
or ‘faith in information.’ 

A mission statement is, at bottom an 
exchange of values — your brand 
purpose (why you do what do) 
represents the human value and 
your customer promise (how you do 
it) the business value. 

Identifying the value exchange.
SHARED VALUES 

Mission

Values: Sharing, discovery, connection, growing, learning, exploring, innovation, 
creation, inspiration, celebration, entertainment, transformation, nurturing, 
performance, reliability, trust, safety, convenience, economy, durability, 
simplicity, personalization, trust, ease of use, accuracy, precision, comfort, 
responsibility, information, service, respect, community, education, 
collaboration, justice, freedom, integrity, responsive, inclusive, diverse, open, 
reach, achievement, focus, 
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What are the core human values you are fulfilling? Why 
are they essential? 

Now translate your values into an animating purpose 
that powers your culture, product offerings and 
everything your organization does. Your purpose is the 
human ideal and speaks to the shared value(s) you wish 
to fulfill for your customers. 

Write it as a simple To statement that articulates your 
human ideal:

To [fulfill a human value].

1. Brand Purpose 
(Human Value)

Examples:

● USA: To ensure life, liberty and the pursuit of 
happiness.

● Google: To organize the world's information and 
make it universally accessible and useful. 

● SpaceX: To make humanity interplanetary. 

● Sunny Bates: To better business, enrich culture, 
and improve the human condition.

● NY Times: To seek the truth and help people 
understand the world.
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What is the essential promise you make to your 
customer? This is a business ideal, not a product 
statement, and explains what you will provide or 
deliver to your customer at a conceptual level. It 
should be stated without yet mentioning your 
product. 

Write this as a simple We provide/deliver statement 
that articulates your business ideal:

To [meet a human value], we provide/deliver [a business 
value].

2. Customer Promise 
(Business Value) Examples:

● USA: We provide government of the people, by 
the people and for the people.

● Google: We provide the easy discovery of a 
broad range of information from a wide variety of 
sources.

● SpaceX: We provide new capabilities to carry 
humans to Mars and other destinations in the 
solar system.

● Sunny Bates: We deliver an extraordinary 
network of thinkers and doers to generate new 
solutions.

● NY Times: We deliver service to readers and 
society, continued strength in our journalism and 
business, and a healthy and vibrant Times 
culture.
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Together your purpose (why you do what do) and your 
promise (how you do it) make up your mission — the 
fundamental compact between owners, employees, 
partners and customers. Ideally, this should be written 
so that it withstands the test of time and can 
incorporate a variety of product and customer 
evolutions further down the value prop.

To [meet a human value], we provide/deliver [a business 
value]. 

These examples could incorporate a wide array of 
product offerings and constituencies:

3. Mission 
(Value Exchange)

Examples:

● USA: To ensure life, liberty and the pursuit of 
happiness, we provide government of the 
people, by the people and for the people.

● Google: To organize the world's information and 
make it universally accessible and useful, we 
provide the easy discovery of a broad range of 
information from a wide variety of sources.

● SpaceX: To make humanity interplanetary, we 
provide new capabilities to carry humans to Mars 
and other destinations in the solar system.

● Sunny Bates: To better business, enrich culture, 
and improve the human condition, we deliver an 
extraordinary network of thinkers and doers to 
generate new solutions.

● NY Times: To seek the truth and help people 
understand the world, we deliver service to 
readers and society, continued strength in our 
journalism and business, and a healthy and 
vibrant Times culture
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What tangible product or service do you need to fulfill 
your mission? Here’s where you need to get specific 
about what you actually do. What is required as a 
practical product or service to actualize shared values 
for your constituents? 

Write this as a simple With statement that articulates 
your product requirements:

To [meet a human value], we deliver [business value], 
with [product requirements].

4. Product 
(What You Provide)

Examples:

● USA: With democratic elections, representative 
government, and an independent judiciary.

● Google: With internet search, advertising, 
operating systems and platforms and enterprise 
systems.

● SpaceX: With advanced rockets and spacecraft.

● Sunny Bates: With an executive search and 
innovation firm that designs transformative 
engagements.

● NY Times: With the world’s best news report — 
one that is unrivaled in its ambition, breadth and 
independence. 



→ 

Whose needs are you fulfilling? This should not be a 
transactional relationship, but rather an actualization 
relationship. This should be your customer ideal 
rather than a demographic. 

Write this as a simple For statement that articulates 
your customer ideal:

To [meet a human ideal], we deliver [business ideal], 
with [product requirements], for [customer ideal].

5. Customer 
(Who You Serve)

Examples:

● USA: For ‘we the people’ of the United States.

● Google: For online users everywhere.

● SpaceX: For spaces agencies, space tourists and 
explorers everywhere.

● Sunny Bates: For the world’s most inspiring 
people.

● NY Times: For readers seeking a richer and more 
fulfilling life, and a stronger and more just 
society.
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6. Value 
Proposition 
Together with your mission (the why/how value 
exchange), your product (what) and customer 
(who) complete your value proposition. This is, 
effectively, your culture’s organizing principle, 
and should inform everything else. You can and 
should amend the product offerings and 
customer profiles as you grow, but a strong 
anchoring mission can withstand multiple 
business iterations.
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● USA: To ensure life, liberty and the pursuit of happiness, we provide government of the people, by the 
people and for the people, with democratic elections, representative government, and an independent 
judiciary, for ‘we the people’ of the United States. 

● Google: To organize the world's information and make it universally accessible and useful, we provide the 
easy discovery of a broad range of information from a wide variety of sources, with internet search, 
advertising, operating systems and platforms and enterprise systems, for online users everywhere.

● SpaceX: To make humanity interplanetary, we provide new capabilities to carry humans to Mars and other 
destinations in the solar system, with advanced rockets and spacecraft, for space agencies, space 
tourists, and explorers everywhere.

● Sunny Bates: To better business, enrich culture, and improve the human condition, we deliver an 
extraordinary network of thinkers and doers to generate new solutions, with an executive search and 
innovation firm that designs transformative engagements, for the world’s most inspiring people.

● NY Times: To seek the truth and help people understand the world, we deliver service to readers and 
society, continued strength in our journalism and business, and a healthy and vibrant Times culture, with 
the world’s best news report — one that is unrivaled in its ambition, breadth and independence, for 
readers seeking a richer and more fulfilling life, and a stronger and more just society.

EXAMPLES
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Value hierarchies 
power your 
messaging.

Inspiring
Bold

Self-Defined

Insouciant
First

Powerful

Curious
Optimistic
Ambitious

Urban
Traveler
Strong

Accessible WOMEN
STYLE

BRAND
PURPOSE

CUSTOMER 
PROMISE

BRAND 
VALUES

Connected
With your brand purpose and customer 
promise driving mission, another set of 
values provides deeper abilities to drive 
campaign strategy and premiere content.

CLIENT EXAMPLE

Rebecca Minkoff
VALUE PROPS IN DAILY SERVICE
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So: Values drive editorial calendars. 

Purpose

Promise

Values

Messages Campaigns Content

Programming

Publishing

Social

Annual

Periodic

Daily

For content to resonate with customers, your value hierarchy need to be carried over into your campaign strategy, with 
your purpose animating the most valuable (and costly) content, your customer promise reinforced via publishing 
outputs, and your everyday values powering your social cadence.
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Part II: Language

→ 
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Facebook built one of the greatest innovation cultures ever, with a mission that 
promised to democratize information and connect the world.

WHY BRAND LANGUAGE MATTERS

The cautionary tale of Facebook. 

{Unique Value 

Proposition

Purpose:
(why)  

To make the world more open and connected,

Promise:
(how)

Facebook makes it easy to stay connected with 
friends and family, to discover what's going on in 
the world, and to share and express what matters 
to them

Product:
(what)

with an online social network,

Customer:
(who)

for users everywhere.

{Mission } Measured by 
empathic KPIs

Circa 2018:

→ 
} Measured by 

empirical KPIs
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Empirical Metrics Empathic Metrics
Measures HOW WHY

KPIs Traffic, Engagement, Sales Making the World More Connected

Answers

Does it drive usage and traffic? Does it give us information we want?

Does it generate loyalty? Does it entertain us?

Does it attract advertisers? Does it make us feel connected?

Human intel built the algorithm 
for Facebook’s newsfeed.

THE CASE FOR EMPATHIC METRICS

With the help of Appen Limited, Facebook undertook a massive human intelligence effort, paying users to answer 
three questions about every piece of content in their feeds: (1) Does it give you information you want? 

(2) Does it entertain you? and (3) Does it make you feel connected? Through this effort, Facebook refined their newsfeed 
and measured their purpose: making the world more open and connected. 

→ 
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Does it give you information you want?

Does it entertain you?
Does it make you feel connected?

They didn’t ask whether the 
information was true. 

BUT:

Like other social platforms, Facebook was founded on the notion that everybody is entitled to a megaphone. Making 
the world more open and connected is a noble purpose, as is Twitter’s to give everyone the power to create and share 
ideas. But as they (and other platforms) have been co-opted by misinformation and worse, the question then becomes 
what responsibilities they have as publishers, who are dedicated to pursuing the truth. Facebook, Twitter and other 
platform providers need to take their purposes a step further and ensure they are fulfilling the right values.

“Drawing the right lines between what is and 
isn't acceptable speech isn't straightforward, 

but with the current state of the world, I believe 
this is the right balance.” 

— Mark Zuckerberg on banning 
Holocaust deniers, 12 Oct 2020

THEN NOW

→ 

https://www.facebook.com/zuck/posts/10112455086578451
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OUR PREMISE

We are surrounded by a viral and 
increasingly intelligent web, where the 

cost of disruption is simply what it 
takes to articulate a better value. It’s 

not enough to make and market 
innovative things — what we produce 

must move humanity forward.

→ 
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1. Dual Metrics

EMPIRICAL METRICS EMPATHIC METRICS

Data Points: sales volume, traffic, analytics Human Intel: surveys, polls, user tests, reviews

Demonstrates customer engagement Demonstrates customer satisfaction

How customers are adopting Why customers are adopting

Measures business value (your promise) Measures human value (your purpose)

Balanced businesses need two sets of metrics. Every output needs to answer 
how and why it engages us, and establish both empirical and resonance KPIs. 
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{Unique Value 
Proposition

Out Leadership

Purpose:
(why)  

To create a Return on Equality,

Promise:
(how)

we help Out Leaders and companies connect 
with talent, transform organizations and 
compete on social purpose,

Product:
(what)

with a global LGBT+ business network,

Customer:
(who)

for Out Leaders and companies everywhere.

Turning Values into Metrics.
CLIENT EXAMPLE

{Mission }

}

Measured by 

empathic KPIs

Measured by 

empirical KPIs
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2. Empirical Metrics 
(Data Points)

Empirical KPIs

Measure HOW CUSTOMERS ENGAGE

Key Metrics
Subscribers, Sponsors, 
Engagement

Answer

Does it drive ROI?

Does it generate loyalty?

Does it reach and convert new 
customers?

Product:
(what)

with a global LGBT+ business 
network,

Customer:
(who)

for Out Leaders and companies 
everywhere.

{ }
Empirical metrics drive product optimization, customer growth and ROI — the heart of performance marketing. These 
metrics should be transparent to every constituent, from primary and tertiary customers to owners, managers and 
employees. Out Leadership’s empirical metrics measure subscribers to their LGBT+ business network, sponsorship 
revenues, and community engagement. 
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3. Empathic Metrics 
(Human Intel)

Empathic KPIs

Measure WHY CUSTOMERS ENGAGE

Key Metric Creating a Return on Equality

Answer

Are we connecting Out Leaders?

Are we transforming organizations? 

Are we competing on social 
purpose?

Purpose:
(why)  

To create a Return on Equality,

Promise:
(how)

we help Out Leaders and 
companies connect with talent, 
transform organizations and 
compete on social purpose,

{Mission }
Empathic metrics anchor internal feedback loops. When measuring new products, capabilities or campaigns, employees 
should consistently ask the key questions derived from the company’s mission — or more simply, whether the new 
initiative is fulfilling the company’s unique exchange of values. Out Leadership’s empathic metrics measure how they are 
creating a Return on Equality — by helping organizations connect with talent, transform organizations and compete on 
social purpose.



→ 

4. Feedback 
loops.
For every product, service, and 
marketing output, we must 
continually re-measure how we are 
fulfilling core values. This is why we 
need a common language.

So what are you feedback loops?

ANALYST

CREATIVE

ENGINEER

MANAGER

MARKETER

ADOPTER

DISRUPTOR

CUSTOMER

Products

Feedback

COMPANY
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Great messaging contextualizes your brand in the mood 
and spirit of the times. If the prevailing idea of the 2010s 
was connectivity and the democratization of information, 
what do the 2020s hold?  Trustworthiness? Service?

What are the ideas and beliefs that resonate with your 
constituents, and how do tap into them?

5. Zeitgeist
Def (Webster’s): 

The general 
intellectual, moral, and 
cultural climate of an 
era. 
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6. Pillars
(How You’re Different)

Your pillars translate your unique value proposition into your unique 
brand messaging. Every message you put out is every bit as important as 
your product offering. So how do you separate yourself from the pack in 
how you communicate about your brand? 

Think about individual pillars from distinct perspective, such as:

● Your mission
● Your mantra
● Your approach to innovation
● Your technology
● Your customer relationships
● Your metrics
● Your credibility
● Your transparency 

Example:
GOOGLE: 

The Eight Pillars of Innovation

1. Have a mission that 
matters.

2. Think big but start small. 
3. Strive for continual 

innovation, not instant 
perfection.

4. Look for ideas everywhere.
5. Share everything.
6. Spark with imagination, 

fuel with data.
7. Be a platform. 
8. Never fail to fail. 
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7. What You Are/Not
(How You’re Different, Cont’d)

In order to figure out what you are, it’s also important to determine what you’re not. 

We are  We’re not

•  •

•  •

•  •

•  •
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Part III: Product

→ 
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01 

Problem

Describe the pain of your customer. How is this 
addressed today and what are the shortcomings to 
current solutions?

02 

Solution

How do you uniquely solve it? 

1. Problem / Solution
What do you solve?
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2. Why Now?

Why hasn’t your solution been built yet? 

Are you in a blue ocean, with open water, or a red ocean, in the competitive churn? Could you pursue a 
Blue Ocean Strategy? The best organizations create new marketplaces. 

EARLY 
INDUSTRY

Era 1

MIDDLE 
INDUSTRY

Era 2

LATE 
INDUSTRY

Era 3

YOUR
ERA
Now

https://www.blueoceanstrategy.com/
https://www.blueoceanstrategy.com/
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Competition

Who are your competitors and 
why is your solution better?

Competitive Axes

Map your competition along 
X/Y axes, or a 4-dimensional 
Venn. Where’s the open road?

The position your brand takes in the market comes down to your audience, competition, and differentiators — as 
well as how you fit in the cultural moment. 

3. Category / Landscape

Market Potential

What is the market size — and 
what part of it can you capture?



→ 

A Minimal Viable Product is the version of a new 
product that collects the maximum amount of validated 
learning about customers with the least amount of 
effort. MVPs test out your key assumptions, so it is 
important to determine which ones need to be 
validated first. 

● What is your most critical customer assumptions 
that will determine success or failure? 

● What are secondary, tertiary and other 
assumptions that need to be tested?

● What sort of MVPs can you construct to validate 
them?

4. Minimum Viable Product
(MVP)

Example:
Airbnb when they were raising money:

A web platform where users can rent 
out their space to host travelers to: 

SAVE MONEY
when traveling

MAKE MONEY
when hosting

SHARE CULTURE
local connections
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Great brands also have a long-range 
vision. If all goes well, what will you have 
in 5 years?

What does your product timeline look 
like to get there?

Today, Airbnb is a community-based, two-sided online platform that facilitates the process 
of booking private living spaces for travelers. On the one side, it enables owners to list their 
space and earn rental money. On the other side, it provides travelers easy access to renting 

private homes.

5. Maximum 
Lovable 
Product
(MLP)

Example:
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6. Business Model

How will you make money and thrive? Are you B2B, B2C, C2B or 
C2C?

Examples:
1. Advertising

2. Subscriptions

3. Fee-for-Service

4. eCommerce

5. Bundling

6. Freemium

7. Tuition

8. Revenue Share

Gross Revenues

- Cost of Revenues

Net Revenues $

Gross Margin %

- Operating Expenses

Net Profit  $

Net Margin %

Key Metrics
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Thank you.
ck@furthermediagroup.com Business + Brand Design


