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The power of 
Design
Define your Value 
proposition.
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exercise to define 
brand values

once you have established 
your competition in a list 
spend time establishing 
their market position 

using 
this method. 
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BRAND MESSAGES FROM COMPETITORS

SECURITY 
”YOU MADE 

THE CORRECT 
CHOICE” 

TECH  
PLATFORM

Professional 
Organised 

Clinical

 Corporate 
Efficient selection 

Make the best choice

Corporate  
Companies 

Not the individual 
Evaluation  

Security

RIGOUR

 All about making the best 
decision  

Corporation  
Support 

 Use us to check the candidate  
Control of the employees  

Productivity 
Fit our structure 

Corporate relationship 
Long term relationship 

Digitised paper test 
  

  Removing the human interface 
Impartial  
Soulless 

Pragmatic 

Pragmatic 
Impartial 

Automated 
Analytical 

No fuss

Digital code  
Analytical  

Quick

Tailored test  

Define different  
job tasks 

CUSTOMISED 
TEST 

LOOK
LOOK

LOOK LOOK

TALK TALK

TALK
TALK

THINK

THINK
THINK
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COMPETITIVE POSITIONING
LOOK

TALKTHINK

TALK

TALK

LOOK

LOOK

THINK

THINK

Fun 

Engaging  

Dashboard

Total picture 

Career dashboard 

Control

Testing 
Transparency

Overview 
Corporate 

Effective selection

Overview 
Corporate 

Effective selection

Overview 
Corporate 

Effective selection

Corporate 
Straight forward 

Formal

Selection tool to make the correct choice 

Finding a fit

Service the corporate 

Long term relationships 

Designed test 

Control

CONCLUSION 
MOST COMPETITORS ARE FOCUSSED ON THE 

CORPORATE MARKET 
MOST NOW ARE ON-LINE WITH A PAPER/ 

PERSONAL INPUT HISTORY 
IT'S ALL ABOUT EMPLOYER CONTROL 

MOST PERSONALITY ORIENTATED
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create a master vision

it is critical to create a 
vision that you can 
explain to customer, 
investors, and your 
teams.
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establish direct and indirect  competitors

must stand out in our world of noise 
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OBJECTIVES
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WHO WE ARE
- Environmental, Social, Governance is important for all 

businesses today. 

- We are bring to the table our first product to the UK market, 
which has been in the market since 2014. It is fully certified 
in both America and Europe. 

- The focus of this presentation is to demonstrate the impact 
x-carbon can have on your business at this time of 
extraordinary increases in fuel prices. 

- By 2030 all businesses in the fleet market will need to 
demonstrate their efforts in meeting ESG targets. It is our 
objective to help you prepare for this.

14 LSBU Master vision narrative 24 - 16 October 2024



LAUNCH PRODUCT 
X-CARBON: FOR MORE COMPLETE FUEL 

COMBUSTION

- X-Carbon is the missing link that has eluded us 
since Ford invented the combustion engine. 

- By removing air from the fuel, X-Carbon enables 
more complete combustion, improving fuel 
efficiency, removing carbon deposits, enabling the 
engine to run more smoothly and cutting 
emissions. 

- X-Carbon helps to restore engine performance to 
its near new former levels.
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COMPETITION
Mixture

Extractor

0

0

The snake oil 
additive mixes 
share the same 
space. Focused on 
speed, petrol-head 
market. 

ESG products of 
Dipetane and 
Oxytane are into 
more efficient 
combustion. Focus 
on sustainability 
and efficiency.
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reach strategy.  

Affiliates verticle. Classic 4 verticle. X-Carbon introducer.
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 brand Impact 

Ease of use

Green issues

Savings

Ratio
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 Brand Impact 

Promotion Packaging
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Onwards and upwards.
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The power of 
Design
Consumer centric methods .
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The design process
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Recognized brands 
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Future influences 
• AI


• Machine learning


• Blockchain inventory


• 3D printing


• Data management will be a big business


• Cloud will affect the way we work in the future


• VR will flourish with G5


• Social enterprise will balance the new age FAANG.
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Empathy v DIGITAL 
methodology 

Consumer centric methods 
for consumer profiles.
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global trends influencing sales
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Gives you a piece of glamour for the  
price of a taxi fare. The app helps you 
see were your ride is at all times. The  
fastest growing company in the UK
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This product appeal to the self-image 
linked with clear statistics for  
sharing with friends. Growing health 
area, everyone talks about steps  
these days 
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Extrem spots appeal to Narcissistic individual 
and then with go pro you can see on line what 
was achieved .

12 LSBU ONE-STAGE CUSTOMER METHOLOGY - 16 October 2024



Customer mindsets more complicated 
than ever before.

Quick explore of generational differences
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Customer are 
more complex 

today
Some issues to consider
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End user
Baby Boomers (1946-1964)
- **Work Ethic**: Value hard work and loyalty to employers.
- **Team-Oriented**: Prefer collaborative work environments.
- **Face-to-Face Communication**: Favor in-person interactions over digital communication.
- **Social Change**: Experienced significant cultural shifts, including civil rights movements.

Millennials (Generation Y) (1981-1996)
- **Tech-Savvy**: Comfortable with technology and social media.
- **Experience-Oriented**: Value experiences over material possessions.
- **Socially Conscious**: Advocate for social issues and sustainability.
- **Collaborative**: Prefer teamwork and inclusive work cultures.

Generation Z (1997-2012)
- **Digital Natives**: Grew up with technology and are highly proficient with digital tools.
- **Diversity**: Value diversity and inclusivity in all aspects of life.
- **Mental Health Awareness**: Prioritize mental health and well-being.
- **Entrepreneurial Spirit**: Interested in entrepreneurship and alternative career paths.

Generation Alpha (2013-2025)
Highly Connected**: Expected to be the most technologically immersed generation.
- **Education-Focused**: Likely to experience personalized and technology-enhanced education.
- **Global Perspective**: Will be raised in a more interconnected and globalized world.
- **Socially Aware**: Expected to carry on the values of diversity and social responsibility

Generation X(1965-1980)
Independence**: Value self-reliance and personal responsibility.
- **Skeptical**: Tend to be more cynical and skeptical of institutions and authority.
- **Tech Adaptability**: Experienced the transition from analog to digital technology.
- **Work-Life Balance**: Seek balance between career and personal life.

Baby BOOMER GX GY GZ GA
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Build clear profile around your target customers.
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Customer 
journey and 
value  
proposition 
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New platforms emerging
Be aware of change

Augmentation Trans Human In between space
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How were the target audience
Define core target are they your customer 
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Example of concept ideas who 
are the target audience.
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Commercial retail design
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Step Two
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Your HELP means a lot to us.

Share your FEEDBACK about this session.
This will help us to improve our sessions

• Scan the QR code
• Or access to survey via the link https://bit.ly/feedbackworkshop21102024


