
Innovation and Entrepreneurship



Possibilities.
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STRATEGY



HOW TO GET THERE?



MULTIPLE 
PERSPECTIVES
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Human-Centered Innovation
aka
Human-Centered Design
aka
Design Thinking



Phases of an Entrepreneurial Innovation Process

HEAR CREATE DELIVER



UNDERSTAND
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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”.

10SO WHAT TO DO …
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SHARE WHAT YOU KNOW AND LEAD A DISCUSSION 
IN YOUR TEAM.



12REFRAME YOUR DESIGN CHALLENGE!



OBSERVE
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The Innovation Process (Design Thinking+)



15DON‘T ASSUME YOU KNOW EVERYTHING…



16… THE REALITY WILL ALWAYS AMAZE YOU.
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Understand and Observe



... create empathy 
example: create a new hanger!
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GARBAGE IN, GARBAGE OUT! … OR …
IT’S ABOUT WHAT PEOPLE DO, NOT SAY THEY DO!



21# 2



22# 3



23# 4 … AND ON AND ON AND ON.



24EXTREME USERS – THEY LOOK FOR WORK AROUNDS.
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Observe the not obvious



26BE A FLY-ON-THE-WALL.



27TAKE LOTS OF PICTURES & NOTES.



Stakeholders sind wichtig!
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Wer gehört zu den Stakeholder-Gruppen?
Stakeholdergruppen sind alle Personen, Gruppen oder Organisationen, die von den 
Aktivitäten eines Unternehmens oder Projekts direkt oder indirekt betroffen sind und 
diese beeinflussen können

- Entscheider

- Indirekt oder direkt 
   Betroffene   



Wettbewerbsanalyse



Wettbewerbsanalyse



Prozess der Wettbewerbsanalyse
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Identifying 
Competitors

Determining 
Competitors' 

Goals  & 
objectives

Identifying 
Competitors' 

Strategy & 
Tactics

Competitors 
SWAT and 

PEST 
Analyses

Determine 
which 

competitors to 
Attack or 

Avoid

Innovation make a difference between competitors.



INTERVIEW
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34CONDUCTING INTERVIEWS. GAINING EMPATHY.



Ask open questions. Ask why a lot.
Ask questions 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.

35SOME TIPS ON INTERVIEWS.



36INTERVIEWS.
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IT‘S ABOUT “CATCHING” USERS …
WHEN THEY CAN’T AVOID TELLING YOU THE TRUTH. 



38GET GOOD QUOTES. // INTERVIEW EXTREME USERS.



39SELF-IMMERSION.



Identify 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.

40SELF-IMMERSION.



POSITIONING /
TARGET GROUP
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POSITIONING /
TARGET GROUP
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Welches Auto gefällt dir besser?

Welche Zielgruppe haben die 
beiden Autos?

Welches ist erfolgreicher?

Frage



01.11.2543Entwicklung einer Geschäftsidee

Market Segmentation

Toyota Scion xB

Positioning



01.11.2544Entwicklung einer Geschäftsidee

Market SegmentationPositioning
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Segmentation Criteria
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Example for a market segmentation



Darstellung der Zielgruppe als Persona



Persona




