
The Play-to-Win Strateqy Canvas 
STRATEGIC THEME/TEAM FOCUS MONTH DAY YEAR 

Strategic Choice-Making 

® 
STRATEGIC OPPORTUNITY * 1. WINNING ASPIRATION
Why is a new strategy warranted, and why does it matter? • What is our measurable strategic ambition? 

.j,. 2. WHERE TO PLAY
In what spaces or segments can we wio rno0.m:.iog_l,-7 

0 3.HOW TO WIN

� 4. CRITICAL CAPABILITIES <Jo 5. REQUIRED SYSTEMS
What key skills/activities will produce our unique advantage? How will we support and sustain our critical capabilities? 

Reverse Engineering 

What Must Be True? 
For our strategy to be a winning set of choices, it must be true that ... 

DEPENDENT 
Our approach is highly dependent on these conditions. 

If the conditions are not proven true, we will need to pivot. 

Strategic Testing 

� CRITICAL RISK 
U What is the riskiest element of our strategy-the 

potential barrier to success? 
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2. Concern

· are we why is it so 
\ worried worrisome? 

IlQ! be true? 

KNOWN--------------------+------------------- UNKNOWN

INDEPENDENT
Whether or not these conditions are proven true, they have little 

or no real impact on our strategy. 

. ..............................

ll CONCEPT TEST 

. .. ........................... .

A What simple, fast, and frugal experiment can we
run to test the most worrisome critical risk? 

.............................. .

� 3. Objective � 
. .. .

what is it that 
we must learn? 

. ..............................

... ........................ .. .

5. Experiment

how will we test 
our hypothesis? 

.............................. . 
· 4. Hypothesis ·

what is our
falsifiable

belief? (i.e.,"lf X,
then Y") 

. .............................. 

. ........................... .. . . . 
: 6. Target : 

what measure 
will be the 

standard of 
proof? 

8f!-. VALIDATED LEARNING
C9 Did we prove our assumptions true? What key

insights did we gain? What will be our next step? 

7. Results

what actually 
happened? 

9. Insights

what was 
our biggest 
surprise? 

.............................. .

8. Explanation

what explains 
the resu Its, if 
different from 

expected? 
. .. . 
.............................

............................. 

. .. . 
· 10. Decision · 

pivot or 
perservere? 

MATTHEW .2'.MAY.com 
Designed and produced by Matthew E. May. 

Based in part on Playing to Win, A.G.Lafley & Roger Martin. 
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Recruit volunteers that 
reflect the diversity of 
clientele

Create Diversity Plan:
 Build trust with Groups
 Rayon Brown

Advocate Diversity - 5 - 6 years 
Board Diversity - 1 - 2 years

 African Heritage Inc.
 Hmong Partnership
 FVTC
 AASK
 Lawrence University
 City of Appleton

 CASA Hispana
 United Way
 Goodwill
 LGBTQ groups
 Celebrate Diversity Fox Cities
 INDUS (hindu)
 Delta Sigma Theta Sorority

Midwest Chapter

What will be our unique value proposition/defensible advantage in each chosen space?

Offering an opportunity to:   

 experience a sense of
home

 relate to the client
 identify with the client

Someone needs to own and drive 
this forward, asking:

 Who is running with this?
 Who are they reaching out to

and when
 Best ways to engage groups
 Report success back to board

 Do the minority
groups at CASA feel
under represented?

 We assume people
from these minority
groups want to
volunteer

 They don't have time
to volunteer

• Resources and
time constraints

 National CASA/ GAL requires we
have and implement a diversity plan
to counteract disproportionality

 They require that we work with
community groups to address
disproportionality in the court and
social welfare system

 Informational system to identify
people.

 System to engage these
volunteers.

 Connect with volunteers and offer
them our value proposition.

Get the perspective of Board 
Members connected to the minority 
community.




