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HOW TO GET THERE
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MULTIPLE
PERSPECTIVES
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Human-Centered Innovation
Human-Centered Design

Design Thinking
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PEOPLE
DESIRABILITY

BUSINESS TECHNOLOGY
VIABILITY FEASIBILITY




Phases of an Entrepreneurial Innovation Process

HEAR CREATE DELIVER
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UNDERSTAND
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SO WHAT TO DO ...

Goal: Be up-to-date.
Create a "group understanding’.

Find out what's already out there.

Who's buying it? ... and why?
What's the industry language.
Reframe the question.
Become "mini experts”.
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SHARE WHAT YOU KNOW AND LEAD A DISCUSSION
IN YOUR TEAM. 11
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REFRAME YOUR DESIGN CHALLENGE! 12
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OBSERVE
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The Innovation Process (Design Thinking+)

Discover Define Develop Deliver

insight into the problem the area to focus on potential solutions solutions that vork
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n Definition Solution
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Team & Understand Empathy for Synthesis & Generate Business Prototyping &  Test & Implement &
Vision Problem People  Point of View |deas Model MVP Validate Grow

D O0E exisr G

WISSENSCE EN
STRASCHEG CENTER FOR ENTREPRENEURSHIP y Die Grgnderhochschule UNCHEN



DON'T ASSUME YOU KNOW EVERYTHING... 15
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... THE REALITY WILL ALWAYS AMAZE YOU.




Understand and Observe

Fhoto by IDEQ
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... create empathy
example: create a new hanger!

(((((((((((((((((((((



GARBAGE IN, GARBAGE OUT! ... OR ...
IT'S ABOUT WHAT PEOPLE DO, NOT SAY THEY DO! 20
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SO
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# 4 ... AND ON AND ON AND ON. 23
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EXTREME USERS - THEY LOOK FOR WORK AROUNDS. 24
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Observe the not obvious
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BE A FLY-ON-THE-WALL. 26
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TAKE LOTS OF PICTURES & NOTES. 27
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Stakeholders sind wichtig!
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Wer gehort zu den Stakeholder-Gruppen?

Stakeholdergruppen sind alle Personen, Gruppen oder Organisationen, die von den
Aktivitaten eines Unternehmens oder Projekts direkt oder indirekt betroffen sind und
diese beeinflussen konnen
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Primary { Secondary Stakeholders
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Wettbewerbsanalyse

Five Forces Porter
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Wettbewerbsanalyse

Wie analysierst du deinen

Wettbewerb?
SWOT-Analyse Marktportfolio-Analyse
Preis
SWOT- Vorteile Nachteile boct
Analyse ot
Eigenschaften Starken Schwdachen Ausprigung
deiner Marke
Nachhaltigkeit
niedrig
Umweltgege- Chancen Risiken
benheiten
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Prozess der Wettbewerbsanalyse

ini ifyi i Determine
Determining Identifying Competitors _
Identifying Competitors' Competitors SWAT and wh|_ch
Competitors Goals & Strategy & PEST competitors to
objectives Tactics Analyses At;&?/?)'i(dor

Innovation make a difference between competitors.
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INTERVIEW

HOCHSCHULE
FURANGEWANDTE
WISSENSCHAFTEN

UNCHEN

U ESI( IS exisT

STRASCHEG CENTER FOR ENTREPRENEURSHIP 4 Die Granderhochschule



CONDUCTING INTERVIEWS. GAINING EMPATHY. 34
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SOME TIPS ON INTERVIEWS. 35

Ask open questions. Ask why a lof.

Ask guestions neutrally.

If someone is telling stories, listen.

Don’t be afraid of silence.

\Watch for body language and inconsistencies.
Make notes and take lots of photos.

Note any and all ideas.

Try and interview extreme users.

Say thank you at the end.



INTERVIEWS.

Intro Project
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Explore
Emotions

Statements

Thank &

7 w(m
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IT'S ABOUT “CATCHING"” USERS ...
WHEN THEY CAN'T AVOID TELLING YOU THE TRUTH. 37
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GET GOOD QUOTES. // INTERVIEW EXTREME USERS.
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SELF-IMMERSION.
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SELF-IMMERSION. 40

ldentify a problem which you think sucks!
Design a small experiment on how you can
experience this problem yourself.

Carefully observe the way you feel throughout

this experience.
Document your findings and compare them

with other people from your group / other
groups.
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POSITIONING /
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Frage
Welches Auto gefallt dir besser?
Welche Zielgruppe haben die
beiden Autos?
Welches ist erfolgreicher?
JSICIE xi Wi
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Segmentation Criteria

Segmentierungskriterien

Sozio- Verhaltens-

demographische Psychqgraphusche orientierte
S Kriterien o
Kriterien Kriterien

Geographische
Kriterien

Personlichkeits- Preisverhalten

PG s SR ¢
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Example for a market segmentation

Alter des Haushaltsvorstandes
(in Jahren

50 - 64
35 -50

19 - 34

FamiliengroRe 1
(in Personen)

2-3

<25000,- >25000,- >50000,- Einkommenshohe
(in €)
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Darstellung der Zielgruppe als Persona
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Persona

- PERSONA TEMPLATE
AGE 26 MOTIVATIONS PERSONALITY
OCCUPATION Record Store Manage: Extrovert Introvert
STATUS single Fens =
Sensing Intuition
LOCATION New York, NY P
Thinking Feeling
TIER Enthusiast - _‘._ _
ARCHETYPE The Massiro o B
GOALS
Ambitous Admired Facused : . >
To grow a stronq industry reputation TECHNOLOGY

To build an audio-pro porttoko
i IT and Internet

o keep track of everything

FRUSTRATIONS

Slow download times

Software

Mobile Apps

Data crashes Social Networks

Poor commumcation

BIO

Tobi has a day job at a record store, but on the side she
does all kinds of production work for up-and-coming
artists. She never hesttates to learn something new and
she often acts as tech support for her friends and clients.
She is usually working on a dozen projects at a time and
is lrying 10 establish harsell in the industry, so she hates
and colaborale In real lme, lhal data crashes or anything that makes her look bad

would make my workloa Because she works alone and in her home, collaboration
' 15 everything

"If | had a way (0 share projecls

MUCcH easier o manage
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Persona

Jill Anderson

AGE
OCCUPATION
STATUS
LOCATION
TIER
ARCHETYPE

Organized

Protective

"I'm looking for a site that will simplify the
planning of my business trips."

29

Regional Director
Single
Portsmouth, NH
Frequent Traveler

The Planner

Practical

Hardworking

Bio

Jill is a Regional Director who travels 4-8 times each
month for work. She has a specific region in which
she travels, and she often visits the same cities and
stays in the same hotel. She is frustrated by the fact
that no matter how frequently she takes similar trips,
she spends hours of her day booking travel. She
expects her travel solutions to be as organized as
she is.

Personality
Extrovert Introvert
-
Sensing Intuition
Thinking Feeling
Judging Perceiving
-
Brands
LSCIASEOLS @ Basecamp

@ Outlook
IHG

Goals

+ To spend less time booking travel
« To maximize her loyalty points and rewards

+ To narrow her options when it comes to shop

Frustrations
« Too much time spent booking - she's busy!
« Too many websites visited per trip

« Not terribly tech saavy - doesn;t like the process

Motivations

Comfort
Speed

Loyalties/Rewards

Technology

IT & Internet

Software

Mobile Apps

Social Networks
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