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This report contains the learning goals, acti-
vities, results and reflections of my internship 
at 86 billion with actor, screenwriter and sto-
ryteller Mimoun Oaissa.
 
I set out to develop an expertise in commu-
nication and storytelling, and develop depth 
of competence in business, design processes 
and user and society. Through value propo-
sition design, strategy, graphic and web de-
sign as well as service design I was able to 
achieve my learning goals, find confirmation 
for my identity and sharpen my vision.
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COMPANY

Mimoun Oaissa provides training to organisa-
tions and co-workers who are often actively 
involved in speaking, to become better in for-
mulating and communicating their story in or-
der for hem to achieve their goals more effec-
tively. They do this by handling the following 
five steps: 

• Inner dialogue. 

• Voice and body language. 

• Finding the story. 

• Communicating the story. 

• Holding strategic conversations.

In short: Telling excellent stories, excellently. 

86 billion is a multi-disciplinary team of driven 
and ambitious professionals who have a sha-
red passion for effective systems and models. 

Currently the team is conducting comprehen-
sive research into stories, behavioural scien-
ce and persuasiveness. 86 billion is constantly 
developing models to make this knowledge as 
clear and straightforward as possible. 

The knowledge is shared in the form of trai-
ning, coaching and seminars. 

Initially I signed a contract to work for Mimoun Oaissa. During the first month this indeed was 
the case, however after one month of hard and rewarding work the team made the strategic 
decision to start a new company, 86 billion. As an intern I played various part in both compa-
nies, and as they each have a different description, I have described both of them below.
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LEARNING GOALS

To fulfill this vision in a way that coincides with 
my identity I have to become a designer who: 

•  Can communicate with people highly effec
    tively (1-on-1, group, masses/media)  

•  Can communicate to people in various ways

•  Has a lot of skills, understanding and know-
   ledge in user-testing and user-perspective.  

•  Knows his worth exactly, within a 
   multidisciplinary team  

•  Can upkeep and effectively communicate 
    the design process within this team.  

•  Plays a very good link between business  
    teams en design teams
  
• Has a constant helicopter-view over the 
   dynamic socio-cultural landscape  

• Can persuade people and read 
   bodylanguage  

•  Keeps taking all of the above to the next level   
   and fits it into his identity.  

To achieve this I set the following learning 
goals for the internship: 

• To further develop my pitching en storytelling 
skills as well as behaviour reading to a level of 
expertise and receive accreditation for this. 

• To develop and make my own a conscious 
use of tools in combination with a professional 
attitude in the context of a multidisciplinary 
team. Namely: a designer, an actor-screen-
writer-trainer, an applied psychologist, a busi-
ness economist and a PR advisor. 

• To further develop my skills in the translation 
of ideas, dreams, frustrations and problems 
into a concept, vision and a plan for the future. 

• To further develop my competency in 
user-focus and perspective, design and rese-
arch processes, teamwork, communication, 
socio-cultural awareness and designing busi-
ness models (to a level of depth) by putting my 
skills and knowledge into practice in a profes-
sional context, namely the transformation of a 
service into a product.

My ultimate vision as a designer is to rein-
state, improve or conserve mental wellbeing 
through intelligent design, storytelling and 
creation of empathy. 

My identity as a designer expresses itself pri-
marily in my approach to the design process. I 
do this with an element of curiosity and play-
fulness in order to create a continuous learn-
ing environment. I build this environment with 
knowledge gained from research, understan-
ding from explaining this knowledge to others, 
skills from practice and attitude from “thro-
wing myself in the ocean and swimming”.
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LEARNING GOALS

DESIGN AND RESEARCH PROCESSES 
This semester I will take this competency to the level of depth by: 
• Jumping into the design process of two projects at two different stages of the design process. 
• Gaining knowledge about value proposition design and putting that knowledge into practice. 

FORM AND SENSES 
I will continue to develop my competency in form and senses by 

• Exercising my skills in Adobe creative suite to create rapid prototypes. 
• Visually enhancing the house style that is connected to World Wide Minds. 
• Visually enhancing prototype models for user testing and using form and senses to commu-
  nicate to the user. 

IDEAS AND CONCEPTS 
Fast conceptualisation and graphic discussion are skills I have learned over the past semester. 

• I would like to put these skills into practice in combination with techniques from “Thinkertoys” 
  to generate concepts for the second project to develop depth in them. 

COMMUNICATION 
Communication is my strength, and a core element of my vision, it is also vital for good interac-
tion design. This semester I will not only develop depth in communication, I will also make the 
way I communicate more “my own” by: 

• Receiving training from Mimoun. 
• Using and understanding the StorySelling system until it becomes natural to me. 
• Creating 30s, 1 min, 5 min and 10 min pitches to tell my story. 
• Putting the StorySelling system into practice for marketing purposes 
• Help training clients in communication 

Great stories happen
to those who can  

tell them.
 

~  IRA GLASS
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DESIGNING BUSINESS PROCESSES 
I have developed depth in this competency in the previous semester. I believe it is crucial to 
have a business attitude in order to effectively translate ideas between business people and 
designers. During the internship I will gain more knowledge in this competency by: 

• Studying “Value Proposition Design” by Alexander Osterwalder 
• Being involved in the design of the business model for both the projects 
• Conducting research and helping to define the business processes for the future 

USER FOCUS AND PERSPECTIVE 
During my internship I will develop depth in this competency by 

• Systematically testing the StorySelling system with users. 
• Applying previously learned techniques in combination with the existing methods within  
   World Wide Minds to develop my skills in user-focus and perspective 

TEAMWORK 
This semester I will develop my skills and understanding of teamwork to a level of depth by 
being the industrial designer in a multidisciplinary team during my internship. The team will 
consist of an actor-screenwriter-trainer, an actress, an applied psychologist, a business eco-
nomist and a PR advisor. I will consciously reflect on my involvement in the team to see how I 
can improve it. 

DESCRIPTIVE & MATHEMATICAL MODELLING 
During my internship I plan to be developing this competency further by: 

• Researching existing models to find what is effective about them from a design perspective 
• Converting paper models into an understandable prototype for a software engineer 

LEARNING GOALS
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ACTIVITIES

The type of activities that I was involved in 
can be separated into three global categories. 
Graphic and web design, Strategy and value 
proposition design and Service design
Graphic and web design includes all the acti-
vities that involved designing the visual com-
munications surrounding both Mr. Oaissa and 
86 billion. Strategy and value proposition de-
sign encompasses all activities related to de-
signing business and design processes for 86 
billion as well as strategic consultation for Mr. 
Oaissa. All activities under Service design in-
volve the designing and testing of services and 
supporting products for 86 billion. 
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GRAPHIC & WEB DESIGN

The first major task that was assigned to me was to redesign Mr. Oaissa’s website. This was part 
of a large-scale challenge to synchronise all visual expression of Mimoun Oaissa as a business 
identity. The transaction of his services is delivered in a cumulative framework of visual com-
munication, from PowerPoint-presentations to business-cards. Having an adaptable, recog-
nisable house-style is essential in the sustaining of a brand identity that is recognised among 
clients and therefore effective.

The design process of the website was set up in such a way as to support the involvement of the 
team in a reflective-transformative design process. Team members could contribute flexibly 
and as much as they wanted. Flexibility and involvement are characteristic to my identity as a 
designer and I was curious to see how this approach would play out in a professional context. A 
layout of the previous website was printed out and mapped out across a large table. After a first 
round of self-suggested changes that were written on post-it’s the team was invited to discuss 
and reflect upon the website. From this discussion, a list of new criteria was generated and the 
design of the website took place. Each page of the website underwent at least 5 iterations, each 
time various types of feedback, from the team as well as external users. 

Throughout the internship I was responsible for the redesign of many visual communications to 
fit the new house style such as flyers, presentations and e-mail signatures. Once a house style 
was settled in the team, it was a straightforward process of iterating designs until the design 
was ready to be viewed by the public. Since these designs were so representative of the com-
pany (one flyer was viewed by at least 20.000 people) they had to be faultless. Next to this I 
designed the logo for 86 billion. 

86 billion
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STRATEGY & VALUE PROPOSITION

Having developed my competence in designing business pro-
cesses to a level of depth in the previous semester, I was looking 
to see how to take this competence to the next level during my 
internship. My ability to provide a meaningful contribution in 
terms of strategy, value proposition design and internal business 
design was recognised by the team, and together with Gerke and 
Mr. Oaissa we conducted numerous activities that not only con-
tributed greatly to my development in this competency, but also 
led to the start of a new company. 

Having gained knowledge and understanding about value pro-
position design at the start of the semester, Gerke and I were 
challenged to find a system of incorporating value proposition 
design into the creation of each of the services that was going to 
be put on the market. This should ensure that the services were 
valuable to our target clients and therefore sell. Using a combi-
nation of models from fundamentally Alexander Osterwalders’ 
Value Proposition Design and Eric Ries’ Lean Startup we desig-
ned I.T.E.R.A.T.E 

I.T.E.R.A.T.E takes the best ideas from both books and streamlines the into an iterative design process that can be used at any stage in the deve-
lopment of a product, service or internal business process. 

Next to designing value propositions for each service we designed a business model, customer journey map, customer experience, company 
strategy and brand identity for 86 billion. The website for the company can be found at: 86billion.one
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SERVICE DESIGN

Throughout the internship I worked on three major projects, each of them services that would 
be put on the market and each of them at different stages of development. Firstly, the Story-
SellingSystem, which is an all-encompassing layered system of models and techniques de-
signed to train the user into a master storyteller in a minimum amount of time. In the previous 
semester I had helped to set up the project as an extra curricular activity and since then most 
of the research into the components of the system had been done. The challenge was to create 
a metastructure for the system with a complexity curve that suited the users ability. This was 
important for the future plan to develop software as a tool to enhance the training process and 
make the knowledge transfer available for the masses. 

The second project was a so-far undeveloped layer of the StorySellingSystem, the Strategic 
Conversation Game, or SCG for short. This is a platform for the analysis, strategy, practice and 
execution of strategic conversation such as negotiation or debate. This project was still in con-
ceptual phase at the start of the internship and I was in charge of doing research, designing the 
visual code and rules of the game, user testing and ideating physical artifacts that could enhan-
ce the products user experience and effectiveness.

 The third major project was the design and execution of the “Masterclass Pitching for Profes-
sionals”. This is a 2 hour masterclass in which the participants are trained in the art of pitching. 
It contains a segment on structure and content and a segment on voice and body language. 
The concept was developed during the internship as a strategic move to gain an audience for 
86 billion and be a magnet for new clients. We approached the design of the masterclass with 
the I.T.E.R.A.T.E design process. This was a new approach for the whole team, and it meant we 
designed a value proposition and customer experience for it. In total we carried out 3 user tests 
and 4 iterations of the masterclass. It was a huge success, as it resulted in many new clients 
for the company. On the right you can see the development of the masterclass. The top picture 
was taken just after the 1st user test, the second after the 3rd and the bottom at the final event.
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RESULTS
s

On the right is depicted the front page of Mr. 
Oaissas new website, mimounoaissa.nl

The new site structures his services into three 
categories, making it easier for the user to un-
derstand what is available and contact the firm. 

This structure also allowed us to track the custo-
mer journey through the website in a meaningful 
way, because the data from the journey could 
be translated into customer interests and deci-
sions that could then be used to make strategic, 
customer-centric decisions in the future. 

The interface is also designed to make navi- 
gation through the site easy on the smaller 
screens of handheld devices without compro-
mising user experience on larger screens. 

WEBSITE
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86 BILLION

Probably the biggest result of the whole in-
ternship was the starting of 86 billion. The idea 
for the company resulted from a discussion 
on future plans for Mr. Oaissa. Using his own 
name as a brange had created a stranglehold 
on the scalability of his business. Firstly, due 
to the inability to expand the team of service 
providers, and secondly because of the brand 
schizophrenia that would arise if his team 
were to release any products under his name.  

86 billion would become the flexible network 
of experts that could fulfill three major tasks: 
Develop new products and services for the 
corporate market, conduct research and ex-
periment in developing new techniques and 
models and lastly, offer a charitable service for 
clients with a limited budget. 

Tthe company was launched on the 22nd of 
October and is growing rapidly. 
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STORY SELLING SYSTEM

Above is depicted an overview of the StorySellingSystem. The goal of the system is to provide a complete package of techniques and models 
for anyone who is looking to get to the next level of storytelling. It is an adaptive system that provides exactly what is necessary for user to 
achieve his/her desired goal in storytelling, whether that to create a company story or to become a master storyteller who is very adept at  
negotiation and persuasion. The future goal of the system is to be transformed into software, making is available for the masses. 17



STRATEGIC CONVERSATION GAME

Once someone is skilled in the art of creating 
and delivering stories, the next step is to learn 
how to get a message across in the midst of 
a dialogue or discussion. This is different to a 
monologue as it requires the storyteller to res-
pond to other people and strategise his or her 
story to achieve his or her goal. The storyteller 
needs to be able to read his opponents plans 
and adjust accordingly. It takes time to beco-
me skilled in this, because practice requires 
multiple people. 

The strategic conversation game is a platform 
for the analysis, strategy and practice of stra-
tegic conversation. This way, the user can pre-
pare for such a conversation in advance and 
achieve his or her goals more effectively. In an 
ideal scenario, this platform should support 
any user that needs to prepare for a strategic 
conversation .

 
The design of the platform for such a broad user group creates two pitfalls. Firstly it is hard to user-test and secondly it creates difficulties for 
the branding strategy. To solve this, the user group was specified to be lawyers who are involved in strategic conversation all the time. This way, 
user-tests would provide meaningful data, and the product would be capable of fulfilling the highest standards of its purpose. Next to this, if the 
product would be introduced to the top law-firms first, the brand strategy would have a “trickle down” effect, making other lawyers interested 
in due time. Eventually, the product could be altered to suit a more global target group. 

The product is now past research and protoyping stage and is ventruring into it’s first user tests. 
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MASTERCLASS PITCHING

The ‘Masterclass Pitching for Professionals’ is 
an interactive masterclass in which attendees 
are trained in the art of pitching and persua-
siveness at high speed. Customers go home 
with an effective elevator pitch, directly ap-
pliable techniques to boost the persuasive-
ness in their body language and the ability to 
pitch with confidence. 

The masterclass is aimed at leaders and entre-
preneurs want to learn how to communicate 
themselves, their plan or their product power-
fully. The masterclass takes abit longer 2 hours 
and can be held at any venue. 
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REFLECTION

Next to that, I was able to practice the creati-
on of a learning environment in a professional 
context. We created a startup company with a 
good balance of flexibility and playfulness as 
well as a healthy level of pressure to deliver. 
My skills in the translation of ideas, dreams, 
frustrations and problems into a concept, vi-
sion and a plan for the future were put to the 
test in this professional context and I have 
gained greater experience in the application 
of my skills because of this. On a critical note, 
although all the activities we carried out were 
spearheaded by user-centeredness, there 
was no intrinsic mechanism for co-creation 
with end users in the environment. It would 
be interesting to experiment with such a me-
chanism in the future, as it may be a highly ef-
fective tool for fulfilling my vision. 

I developed my competence in design and re-
search processes, teamwork and communica-
tion and self-directed and continuous learning 
and my expertise in user and society as well 
as business and entrepreneurship to a level of 
depth by applying my skills, knowledge and 
understanding in each of them in a professio-
nal context. My overall skills in communicati-
on as a person as well as through design have 
taken the biggest jump this semester. 

My vision is centered on designing for men-
tal wellbeing through intelligent design, sto-
rytelling and empathy. During the internship I 
found confirmation of the power of storytel-
ling to achieve a goal. I also learned about cre-
ating tools for teaching and learning and see 
how these could be vital for the creation of 
empathy. This is something I had not conside-
red beforehand. During the internship I found 
out that much of what I had defined to be my 
identity held true in a professional context, 
and that expressing my identity was valuable 
to the team and to myself. Most importantly, I 
found confirmation of my quality to communi-
cate concepts and ideas a various complexity 
levels. Mr Oaissa said: “You are very good at 
shifting through levels of abstraction at high 
speed”. This quality is invaluable to the po-
sition of a ‘Creative Director’, someone who 
communicates between the business and the 
design team in a company.

In the future I will continue to develop my sto-
rytelling and communication skills to a level of 
expertise. I will experiment with the creation 
of empathy through storytelling. I will also ex-
plore playfulness in a design process past the 
ideation stage and learn or develop new tools 
for co-creation in a start-up environment. 

During the internship I received storytelling 
training from Mr. Oaissa, conducted research, 
designed models, explained concepts in the 
team, practiced techniques and eventually 
designed services and products to deliver this 
knowledge to customers at the right level of 
complexity. This learning pattern fits my iden-
tity as a designer like a glove and I can safely 
say that I achieved my goal of storytelling, pit-
ching skills and ability to read behaviour to a 
level beyond depth.

A good designer is constantly expanding his 
toolkit, becoming more skilled at the use of his 
tools and sharpening them. Creating custom 
design processes, learning new tools such as 
gamestorming and value-proposition design 
as well as explaining them and involving the 
multidisciplinary team allowed me to further 
develop my toolkit. A toolkit that is custom to 
my identity and attuned to the fulfillment of 
my vision. Gamestorming is a perfect example 
of this, as it allows me to involve clients and 
users in the design process in a playful man-
ner. I was not able to fully experiment with a 
playful design process in a professional con-
text, so I will do that in the future

Make your own tools.
 

~  BRUCE MAU
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LIST OF ACTIVITIES

MAJOR ACTIVITIES CONDUCTED DURING INTERNSHIP

August 20 - 28    Formulate Learning Goals + PDP
August 29     Make Inspiration Board
August 30    List important aspects of design 
August 30    Design e-mail signature
August 31    Introduction of team
August 31    Training with Mimoun Oaissa
September 1 - 2    Explanation of layers / strategy 
September 3 - 5   Designing internal business procedures
September 5 – October 2  Website Design
September 25 – 30    Designing VP of the pitching masterclass
September 26 – October 16  Writing an article on ‘Rutte’s Speech’ for the Trouw 
October 1 to 4 October  Design flyer pitching masterclass
October 8 – October 11   Design of 86 billion business model
October 11 – 13   86 billion logo/house style design 
October 15 – November 20  Designing pitching workshop (4 Iterations)
November 3    Planning research process SCG 
November 4 – 6   Design seminar for Delta Lloyd
November 5 – 11   Designing the business model + VP SCG
November 9 – 23   Design brochure for lawyers
November 20    86 billion pitching masterclass
November 23 – December 2 Conduct research SCG
December 7    Design presentation 4E training
December 9     Design 86 billion seminar at TU/E 
December 2 – 17   Design SCG prototype
December 10 – 17    Design StorySellingSystem Pro

BOOKS READ DURING INTERNSHIP

The Art of Social Media by Guy Kawasaki

Value Proposition Design by Alexander Osterwalder, 
Yves Pigneur, Alan Smith, Greg Bernada

Overtuigen met Storytelling by Martin Sykes, Nicklas 
Malik, Mark West

Getting to Yes by William Uri

Know Your Onions Graphic Design by Drew de Soto

Gamestorming by Dave Gray, Sunni Brown and  
James Macanuto

On Strategy by HBR

On Strategic Marketing by HBR
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Mijn ultieme visie als ontwerper is om menta-
le welzijn te herstellen, verbeteren, of behou-
den door intelligente ontwerpen, storytelling 
en het creëren van empathie. Om deze visie 
te volbrengen, moet ik een ontwerper zijn die:

- Supereffectief kan communiceren met men-
sen (1-op-1, groep, massa?)

- Op verschillende manieren kan communice-
ren met mensen

- Ontzettend veel begrip en kundigheid heeft 
in gebruikers-testen

- Precies zijn waarde kent en uitoefent in een 
multidisciplinair team

- Het ontwerpproces aan kan houden en deze 
eenvoudig kan communiceren in dit team. 

- Een ontzettend goede link speelt tussen 
business-teams en ontwerpers-teams

- Een constante vogelvlucht op het dynami-
sche sociaal-culturele landschap heeft

- Mensen kan overtuigen

-

INTERNSHIP PLAN

- Alles hierboven constant naar het volgende 
niveau brengt en eigen maakt

Daarom heb ik voor mijn stage de volgende 
leerdoelen gezet:

- Om mijn competenties in gebruikers-fo-
cus en perspectief, ontwerp en onderzoeks-
processen, teamwork, communicatie, soci-
aal-culturele bewustzijn en ontwerpen van 
business processen verder te ontwikkelen (tot 
een niveau van diepte) door mijn kennis toe te 
passen in een professionele context, namelijk 
het omzetten van een dienst tot een product.

- Om mijn pitching en storytelling skills tot een 
hoog niveau van expertise te ontwikkelen, en 
hier accreditatie voor te krijgen. 

- Om mijn algeheel bewustzijn, mijn houding 
en het combineren van al mijn ‘tools’ verder 
te ontwikkelen en eigen te maken binnen de 
context van een multidisciplinair team.

- Om mijn kundigheid in het vertalen van idee-
en, dromen, frustraties, problemen etc. in een 
concept, een visie en een plan om deze waar 
te maken, naar het volgende niveau te ontwik-
kelen.

World Wide Minds leert organisaties en me-
dewerkers beter te worden het communice-
ren van hun verhaal zodat zij hun doelen ef-
fectiever kunnen halen. Deze dienst willen 
ze gaan leveren in de vorm van een product. 
Een model voor het bouwen van verhalen. 
Het eindresultaat is een set fysieke modellen 
of software. Ik zal als ontwerper meewerken 
in dit proces. Het tweede project wat World 
Wide Minds voor ogen heeft is het ontwikke-
len van een nieuwe techniek om gesprekken 
te voeren, door ze te visualiseren. Dit is geïn-
spireerd op technieken uit de topsport. Ik zal 
als ontwerper meewerken in de conceptuali-
satie van dit idee, en de concretisering van het 
concept. Als laatste zal ik ook mijn toevoeging 
leveren aan het onderliggende business-pro-
cess van World Wide Minds, met zicht op de 
toekomst. 

The following tekst is the original internship plan in Dutch. It was formally approved by prof. dr. ir. Loe Feijs on Tuesday, June 30, 2015 at 4:00 PM..
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