Network Science 101

The Power of Leverage and Connections

A five-page learning module for The Lemonade Game

Adapted and condensed from Marshall Thurber, J.D., How Network Science Can Speed Up Your
Success by 10 to 20 Times (Burklyn). The four numbered principles and their sequence follow the
source. Examples involving Marco Polo Lemonade are instructional adaptations, not claims made
in the original.

The central idea

A business can create value through a great product, but its reach also matters. A lemonade stand
that serves only people walking past has limited reach. A stand connected to neighbors, schools,
local events, and community groups may introduce its product to many more customers without
multiplying its work at the same rate.

The four numbered principles

01. Understanding the Theory of Leverage
02. Understanding the Theory of Change
03. Creating Dynamic Value

04. Understanding Network Science

Learning objective

Learn how leverage, changing conditions, improved customer value, and strong connections can
work together to help a small business grow. This module introduces the principles; the player can
develop the conclusions separately.

Source note: The original document presents “10 to 20 times” as its central promise; this handout does not treat that
figure as a measured or guaranteed outcome.
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Ol Leverage

Understanding the Theory of Leverage

The source begins with a comparison: a teacher may make a deep difference to a relatively small
group of students, while a film performer can reach an enormous audience through repeated
distribution. The difference in financial reach illustrates leverage, not necessarily the amount of
value each person contributes.

In physics, a lever uses a fulcrum to multiply the effect of effort. In business, a repeatable process
or distribution channel can similarly increase the reach of useful work. The source describes the
ideal combination as high value plus superior leverage.

Marco Polo Lemonade example

Suppose the stand makes a delicious drink and serves 20 customers a day. Its product may be
excellent, but its reach is small. If a local sports league tells its families about the stand, the same
recipe and brand may reach many more potential customers. The league relationship becomes a
form of distribution leverage.

Think like a business owner

Ask: What work do | repeat every day? Can | create a process, partnership, referral system, or
website that helps one effort reach more people? What additional costs or obligations come with
that expansion?

Player exercise

Write down one way to increase the reach of your lemonade stand without opening another
location. Estimate the additional customers, added costs, and the amount of time required. Greater
reach only helps financially if the added value exceeds the added cost.
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02 Change

Understanding the Theory of Change

The second numbered principle distinguishes cyclical change from structural change. Cyclical
changes fluctuate and may reverse; structural changes reshape how people live or do business.
Different kinds of change require different responses.

Cyclical change

The source emphasizes two features of cycles: pace (how quickly conditions move) and
magnitude (how far they move). Interest rates, seasonal demand, and changing economic
conditions are examples of situations in which understanding the cycle can improve decisions.
Exact timing remains uncertain.

Structural change

A structural change alters the operating environment rather than merely fluctuating within it. The
source points to technologies such as the automobile, computer, and Internet as examples of
transformations that businesses must adapt to.

Marco Polo Lemonade example

A cold rainy week may reduce foot traffic at the stand: that is a temporary or cyclical demand
change. A new online ordering system adopted by customers could change how orders are placed
over the long term: that may be a structural change in the stand’s market.

Player exercise

Identify one change in your business environment. Is it cyclical or structural? What evidence
supports your classification? Choose one action appropriate to that type of change, and identify
one number you will monitor to see whether the action works.
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03 Value

Creating Dynamic Value

The third principle describes dynamic value, called “DyVal” in the source. Rather than assuming
that a good product will remain competitive, a business continually improves the customer
experience while working to reduce the cost of providing it.

The source argues that competitors can imitate a successful offering quickly, creating pressure to
compete on price. Continual improvement helps a business offer more than a commaodity. It also
describes the importance of purpose, challenging conventional assumptions, learning from failure,
and persistence.

Marco Polo Lemonade example

The stand could improve its lemonade recipe, serve customers faster, and make its signage easier
to read. At the same time, better purchasing or less wasted fruit could lower the cost per cup.
These changes can improve the experience and protect margins—provided customers actually
value the improvements.

Simple margin illustration

If lemonade sells for $1.50 and ingredients plus cup cost $0.60, contribution per cup before other
expenses is $0.90. If smarter purchasing lowers that direct cost to $0.50 without reducing quality,
contribution increases to $1.00. This is a teaching example, not a forecast.

Player exercise

Choose one improvement customers will notice and one way to reduce waste or cost. Record the
current and expected cost per cup, then test whether the change improves both customer
satisfaction and contribution margin.
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04 Networks

Understanding Network Science

The fourth principle explains how connections amplify the reach of dynamic value. A node is a
person or organization; a link connects nodes; a cluster is a connected group; and a hub has
many important connections. The source argues that links to relevant hubs can expand a
business’s influence and reach.

Building useful connections

Rather than approaching every potential customer individually, a business may collaborate with
groups already trusted by its audience. The source also describes thresholds: some people or
groups are harder to persuade. A credible influencer or mutual contact can help introduce an
unfamiliar business.

Marco Polo Lemonade example

The stand can connect with a youth sports team, a neighborhood association, and a local event
organizer. Each is a node with its own relationships. Offering samples or helping at a community
event may create goodwill and word-of-mouth referrals. These are potential connections, not
guaranteed sales.

Player exercise: Draw your network

Put “Marco Polo Lemonade” in the center of a page. Draw five people or organizations that could
introduce the business to customers. Connect each with a line. Circle the two relationships most
likely to deliver mutual value, and write one respectful way to begin each relationship.

Questions for the player

Which connection offers the greatest reach? What value can you provide in return? How will you
measure results—new customers, repeat purchases, revenue, or contribution profit?

End of instructional material. Conclusion intentionally omitted for the game author to write.
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