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Und Sie...?
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Agenda

16:00 Imageen Projektvorstellung

16:30 Geschaftsmodelle entwickeln und optimieren:
Einfuhrung in Canvas Modeling

| 7:45 Pause

18:15 Das richtige Problem finden:
Einfuhrung in Design Thinking

18:45 Design Thinking in der Anwendung:
Die Musli Challenge

19:45 Get together
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8% aller deutschen Plastiktuten
enden in der Umwelt

Landwirtschaft
Elektrotechnik und
Elektronik

4,2

Automobile

Grafik: ,,Die Zeit"
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20-30% aller Nahrungsmittel weltweit verderben

production B distribution and market
120 B processing B consumption
B handling and storage
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Share of total food available that is lost or wasted (%)
Quelle:The World Bank Group 2/2014
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Die EU ist um Veranderung bemuht
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(Was vielleicht nicht immer hilft)

=
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»Wie haufig kaufen Sie Produkte, die ethisch korrekt hergestellt sind,
also biologisch hergestellte, regional produzierte, fair gehandelte oder
klimafreundlich hergestellte Produkte etc.?

(Angaben in %, Summe ungleich 100 durch Rundung)

2009 2011 2013

héufig 26\ 4 9

4

abund zu 41 4 33

4

. T S 4
Konsumenten
honorieren " 6' ! 2’
sethische**

Produkte! |
Quelle: Otto Group Trendstudie 2013
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,Ethischer Konsum bedeutet fiir mich...“

Angaben in %, Darstellung der Top-2-Werte auf 4er-Skala ,trifft voll und ganz zu“/ ,trifft zu®) 2011 2013

... Produkte zu kaufen, bei deren Herstellung auf 92

menschenwiirdige Arbeitsbedingungen geachtet wird

... Produkte zu kaufen, die umweltfreundlich
hergestellt wurden

... Produkte aus fairem Handel zu kaufen

... Produkte zu kaufen, die recycelbar sind

... Produkte zu kaufen, die aus
regionaler Erzeugung kommen

Quelle: Otto Group Trendstudie 2013
41009 Imageen Workshop 12




Nachhaltiges Design
ist erweiterte Kundenanforderung

OPTIMIZE FUNCTION

OPTIMIZE REUSE AND
RECYCLABILITY

CHOOSE THE RIGHT
MATERIALS

OPTIMIZE
SERVICE LIFE

REDUSE THE NUMBER
OF MATERIALS

)

REDUSE ENVIRONMENTAL 80%

IMPACT DURING USE

OPTIMIZE THE

100% PRODUCTION

OPTIMIZE DISTRIBUTION

Quelle: greenfurniture.se
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Kundenzentrierung treibt Erfolg...

KW 21. Apr 2014: == GE 26,60 == AAPL 571,94 = AMZN 303,83 mm ST 132,75
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© 2014 Yahoo!|Inc.
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(cf. Steve Denning 201 1)
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Wesentliche Erfolgsfaktoren

Das richtige Kundenproblem losen!
Das optimale Geschaftsmodell!

@COHSU]ting 141009 Imageen Workshop



Themen heute

* Canvas Modeling -
Geschaftsmodelle entwickeln
und optimieren

* Design Thinking —

Die richtigen
Kundenprobleme finden

@COHSUlting 141009 Imageen Workshop 16



Agenda

16:00 Imageen Projektvorstellung

16:30 Geschaftsmodelle optimieren:
Einfuhrung in Canvas Modeling

| 8:00 Pause

18:15 Das richtige Problem finden:
Einfuhrung in Design Thinking

18:45 Design Thinking in der Anwendung:

Die Musli Challenge
20:00 Get together

@COHSUlting 141009 Imageen Workshop



Geschaftsmodelle agil & ubersichtlich

CANVAS MODELING

@COHSUlting 141009 Imageen Workshop



Alexander Osterwalder
hat Business Models wissenschaftlich untersucht

Alexander Osterwalder (2004):
THE BUSINESS MODEL ONTOLOGY - A PROPOSITION IN A DESIGN SCIENCE
APPROACH

@COHSUlting 141009 Imageen Workshop



Ergebnis: Geschaftsmodelle
bestehen aus 9 Kernelementen

Key Value Customer
Activities Proposition Relationships

Key / |
Partners @ * &

\Customers

/

{

Costs / Key /
Resources  Channels

@COHSUlting 141009 Imageen Workshop

\. Revenue

Quelle:businessmodegeneration.com
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Die Elemente stehen
in enger Wechselbeziehung zueinander

/

Key
Activities

R

r
/‘L
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Partner

|
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/

Client

/ '{Relatlonshlps

Network

[ Proposition J

Value

]r\ )

Client

Key

| Resources

%

\

I | Segments

J

Dlstrlbutlon
Channels |

L/

/

N

Cost
Structure

=

\[

Revenue

Flows

=

@consulting
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Das Werkzeug: Der Business Model Canvas
zur Entwic

klung von Geschaftsmodellen

Key Partners

Who are our Key Partners?
Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

Optimization and economy
Reduction ofrisk and uncertainty
‘Acauisitin of paticulr resources and actities

é

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

production

Problem Soling
Platformtetork

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

Intellctual (rand patents, copyrights,data)

Value Propositions

What value do we deliver to the customer?
Which one of our customer's problems are we
helping to solve?

What bundles of products ar
offering to each Customer Segment;
Which customer needs are we satisfying?

d services are we

Performance.

ity
Convenience/usabilty

3 i i
H Customer Relationships '

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

Personal assistance
Dedicated Personal Assstance

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

1. Awareness.

our company
2 Bvatuation

Howdo "
3. purchase
4. Detivery

How do we delver a value Propositon to customers?
5. Atter sales

How do we provide post purchase customer support?.

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass market

Mut-sitec Platform

Cost Structure

Which Key Resources are most expensive?
Which Key Activities are most expensive?

What are the most important costs inherent in our business model?

Fixed Costs (salaries rent, utities)

®

Subscription Fees
Lending/Renting/Leasing

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

Product feature dependent
Customer segment
ependent

Volume dependent

@ @ ® ‘ DESIGNED BY: Business Model Foundry AG
The makers of Business Model Generation and Strategyzer

This work

Alike 3.0 Unported License. To view a copy of ths license, viit
1

Suite 300, San Francisco, California, 94105, USA.

or send a letter

consulting

141009 Imageen Workshop

@ Strategyzer

strategyzer.com
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Nambhafte Firmen
verwenden den Business Model Canvas

@

S o

You're holding a handbook for visionaries, game changer
and challengers striving to defy outmoded business models
and design tomorrow's enterprises. It's a book for the

Nestle. Business

.||Ii

COLGATE-PALMOLIVE

=,
D)
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Was bringt der Canvas!

* Verbesserte Hypothesengenerierung und Validierung

— Weniger unvalidierte Annahmen
* Starkerer Fokus auf den Kunden(nutzen)

— 3-Jahres-Plan mit Abschreibungen ist ,,interessant”

* Grossere Geschwindigkeit

— lterative und inkrementelle Erarbeitung von Produkt und
Geschaftsmodell

@COHSUlting 141009 Imageen Workshop 24



Unterschiedliche Anwendungen

|.  Business Model-Hypothese |. Aktuelles Business Model
entwickeln dokumentieren
2. Geschaftsmodell suchen 2. Geschaftsmodell systematisch
— Annahmen durch Kundenkontakte optimieren
iterativ validieren/falsifiieren 3 Optimiertes Geschiftsmodell
3. Geschaftsmodell exekutieren — testen und verbessern
Geschaft aufbauen — Annahmen durch Kundenkontakte
iterativ validieren/falsifizieren
4. Geschaft ausbauen 10 |
— |33
AL J J [-__; Jy JXX
Y NSaEl (77 X
" : 1J X
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Lean Startup

SEARCH

1 2 3 4
CUSTOMER CUSTOMER CUSTOMER COMPANY
DISCONVERY VALIDATION CREATION BUILDING

. Quelle: Steve Blank/hbr.org
@COHSU]tlng 141009 Imageen Workshop 26



Business Model Innovation Canvas

Business Model

Canvas
o _ _
Partner Aktivitdten T Wertversprechen Kundenbeziehungen Kunden-Personas
Q Y s
| 0Q Q™
Y R
|
|
‘ .
Wettbewerb &
Alternativen
Ressourcen Vertriebskandle
‘N’ Eaja
Ertragsmadel
Bk
. Kosten-Struktur
|

=]

go3 innovation

@consulting
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Elemente des Innovationskompass'

Optimierungsbereich
Produkt
Produktsystem
Prozesse

Strukturen

Vernetzung

Service

Kanale
Ertragsmodell

Marke
Kunden-Involvierung

Was noch?

Kernfrage

Welche Produkt-Differenzierungen kénnen entwickelt werden?
Wie entwickelt man ineinander greifende Produkte & Services?
Wie lassen sich Prozesse differenzierend optimieren?

Wie strukturiert man Mitarbeiter und Assets wertsteigernd?

Wie kann man seinen Wert durch Vernetzung steigern?

Wie lasst sich der Wert des Angebots unterstiitzen & steigern?
Wie kommuniziert & bringt man seine Produkte zum Nutzer?
Womit und wie wird Geld verdient?

Wie lasst sich das Geschaft wertsteigernd darstellen?

Wie lasst sich das Produkt als Teil des Kundenalltags etablieren?

Welche weiteren Optimierungsoptionen konnte es geben?

41009 Imageen Workshop




CANVAS HANDS-ON

@consulting



Gruppenaufgabe

.
[ e

T

£l

* Bilden Sie Gruppen von 4-5 Personen

e Dokumentieren Sie das Geschaftsmodell von
Mineralwasser mit Hilfe des Business Model Canvas!

@COHSUlting 141009 Imageen Workshop 30



User Profile Canvas

Designed fiir: Designed durch:

Datum:

Iteration:

User Name

Market and Trends

What are the driving forces (in the E
future)?

How does the environment change?
Which trends do influence the customer?

Political
Economical
Social
Technological
Ecological

Legal

Methodical / Tools

Persona-Description
Describe a fictional character that represent the user
type

Demographical information (age, gender, )?
Social Environment? Sinus Milieus?
Skills, knowledge & experience?

Mindset? Attitude?
Location? Space?
Time?
Influencers ’—?/-ﬂ,
Who is integrated in the buying =
decision?
Who are your allies?
Who is paying for the product?
How is the social environment of the
user?
B2C:
B2B: Social context
Buying Centre Partnership
Payer Parents, children
Buyer Direct influencer of the near

Other users
Customers of the
customers

environment

Mood Board

A mood board is a type of collage that may consist of images, text, and
samples of objects in order to illustrate visually the user.

Context pictures
Emotional pictures
Atmosphere the user is in
Graphical illustrations

Job to be done

What functional jobs are you
helping your customer get done?
What social jobs and emotional
Jobs are you helping to get done?
What basic needs are you helping your customer
satisfy?

Key tasks to be performed and completed
Key problems to solve
Key Needs to satisfy

Pains a
What does your customer find too costly? ﬁ Y,
What makes your customer feel bad? 0
How are current solutions underperforming for your
customer?

Negative emotions
Undesired costs
Undesired situations
Risks

Use cases describe all possible scenarios, that can happen, while using the product. The ‘job to be done ”is detailed and possible key tasks are listed.
What are key tasks / key use cases the user performs with the product?

Where do the user use it? In which context is it used?
What happens in the environment of the system while using it?

What happens before and after the usage (e.g. planning, il jon, i 1

X
Use Cases . é

vice, disposal, )?

Using context
Timeable view

Gains

Which savings would make your
customer happy?

What outcomes does your customer
expect and what would go beyond his/her
expectations?

How do current solutions delight your customer?

Customer expectations, wishes, surprises
Functional utilities
Social gains
Positive emotions
Cost savings

Prof. Dr. Patrick Link
http://blog.hslu.ch/talink

consulting

141009 Imageen Workshop
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Wie mit dem Canvas arbeiten?

The Business Model Canvas

@ | rev s

@

(GIOXOISHON e Jn o2 ® Strategyzer
et strategyzer.com

Brainstorming Rules:

% Defer judgement — no blocking of ideas!
% Go for quantity!

% One conversation at a time!

% Headlines — no details!

% Stay on topic!

% Build on the ideas of others!

% Be visual!

% Encourage wild ideas!

Mit Post Its
Brainstorming

Immer wieder das
Gesamtbild betrachten

Neu in die Felder
einsteigen

@COHSUlting 141009 Imageen Workshop 32



|. Kundensegmente (Customer Segments)

Definiert die Kundensegmente, die
das Unternehmen bedienen will

* Segmente unterscheiden sich
durch Unterschiede in:

— Anforderungen
X * Stellenwert von
Kanalen Okoprodukten?
— Profitabilitat * Besondere

Vertriebsformen?
Bereitschaft
Aufpreis zu zahlen?

— Zahlungswilligkeit =

cf. Osterwalder, A. et al. Business Model Generation

41009 Imageen Workshop 33




2.Wertversprechen (Value Proposition)

Das Bundel von Produkten und
Dienstleistungen

e Erfullt ein Kundenbedurfnis

* Mogliche Elemente:

— Neuigkeit
— ,,Getting the job done”

Materialauswahl?
Energieverbrauch — Risikominderu ng

Lebensdauer des -
Produktes? N Usabl|lt)’
Entsorgung/

Wiederverwendung!?

cf. Osterwalder, A. et al. Business Model Generation
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The Value Proposition Canvas

Value Proposition

perfe

e, buy,

Co-creator

Tvans'erver

U 9

Products & Services

orocucts an
5.0 sor

done, or hap himiher satisfy basic needs?

Wnch anclary products and

roducts and servces tha helo customers co-design

Jcts and services that el customers dispose of
thers,

o your custor

Are they crucial o triv

‘services your value propostion &

0 y0u offer trat halp your
ob

services help your customer

cles of

ducts and services that he(o customers compare

take delvery of & product or servi

services according o their

il to your customer?

Copy or outperform current solutions that delight
your customer?

g specific features, performance, qualty, .

Make your customer's job or Ife easier?

Create positive social consequences that your
customer desires?
gy o

&

customers are looking for?
quarantees, soecifc or

Fulfil something customers are dreaming about?
9. helb big achievements, produce big.
Produce positive outcomes matching your

customers success and failure criteria?
(69 better performance, lower

cost

(oY)

Heip make adoption easier?
(g, low ments, lower risk, better quaity,

sign, -)

Rank each gain your D1OGUCtS and services croato according to
its ry t ignif

Gain Creators M

'@ how your products and sen

05 create customer

Do they.
Create savings that make yaur :usmmer happy?
(@g. in tarms of time, money a
Produce outcomes your customer expects or
that go beyond their expectations?

jaity fevel more of something, less of

v

Customer Segment

Wnat would make your customer 's job or life easier?
P rvices, fower cost of

What positive social consequences does your
customer desire?
(e.g makes the

k good, increase in

power, status, )

What are customers looking o
(o9 900d design, guarantees,

more features, .)

What do customers dream about?

9 big achievements, big reefs, )

How does your customer measure success and
failure?

(09 performance, cost, .}

What would increase the likelihood of adopting a
scll.tvon’

g K foss investments, lower risk, better qua
pertormance, desen, 3

Gains v

Descrioe the benafis your customer expacts, Gesires
be surprised by. Ths ncludes

positive emations, and

s 1t substantal o
now often it occurs.

ording o its red
t nsigndicant’

Y, s00a:

 w—

O m—

Customer Job(s)

ent s trying to get
to perform and
solve, o tha neads

Which savings would make your customer happy?
(05, i tarms of time, money and effor

What outcomes does your customer expect and what
would go beyond hisfher expactations?
9. qualty level. more of someth

they are try
55 of Something, )

Hew do current soutions delight your customer?
(65, Speciic features Qi

What functional jobs are you helping your customer
get done? fag. perform or compiete a speciic task. sove a
specifc probiem,

Help your customers better sieep at night?
big 5565, diminishing concerns, o

iminating
Limit or eradicate common mistakes customers
make?

(eg usage

istakes, )

Get rid of barriers that are keeping your customer
from adopting solutions?

estment

el resiscance o change,

orsach pain nicate howoften R occurs Risksyour

s or could experience bef
andafter gectng the 106 cone?

Pain Relievers

Describe how your produc
Ho

getting the job done?

Do th
pmuwe savngs”

. o efforts, )
Make your customers feal better?
(eg. ks r

2 neadache,

s, anneyances, things that g

Fix underperforming solutions?
(eg new features,

Put an end to difficulties and challenges your
customers encounter?

(eg. make things easier, he
resistance,

ioing ther g

wipe out negative socil consequences your
customers encounter or fear
g foss o

or status, .}

Eliminate risks your customers fear?

ouid go

w,.v, o, )

Copyright Business Model Foundry AG
The makers of Business Model Generation and Strategyzer

Produced by: www.stattys.com

consulting
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Wt socialjobs are you heing your customer get
done trying to look good, gain power

What emmmﬂal Jobs are you helping your customer
get don esthetics, feel good, se

wnat basic needs are you helping your customer
atisty? (g, communcation, sex

Besides trying to get &
jobs n aiffarer

@ job done, your customer
roles. Descrioe the jobs your
is trying to get dane as.

jesired costs and situ
erances or could experence
he job done.

3 risks that your custome
‘ere. during, and aft

How are current solutions underperforming
for your customer?
P of features, o

& trying to look good, gain po
Co-creator feg esthe

s

malfunctioning, .

feei good, security, .}

What are the main difficulties and challenges
your customer encounters?
o w things wor

(9. takes a ot of time, COSts o0 MuCh Money, requires
substanti

sstomers

Transferrer (2g. roducts and senvces tat hel
. ,

things o
What makes your customer feel bad?

(eg. frustrations, annoyances, things that give them a
headache, -)

What negative social consequences does your
customer encounter or fear?
(09 loss of face, power, trust, or status, .)

<o
e that m, "*rcﬂr
constrants or imitati

What risks does your custome trent

(e, financis), social technical risks

id go awfuly

wrong, .)

What's keeping your customer awake at night?
fe.g. big issues, concems, womes, )

What common mistakes does your customer make?
(69 usage mistakes, .)

What barriers are keepvng your customer from
adopting solution:

¢ vestment cost, fearning curve, resistance

@ Strategyzer

strategyzer.com
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THE PRODUCT CANVAS @ pichler consulting

VISION/GOAL Your overarching goal NAME The name of the product

TARGET GROUP IEI BIG PICTURE PRODUCT DETAILS

The users and the customers with their needs The desired user experience (UX): the user journeys, the product The goal of the next iteration and specific actionable
features, the visual design, and the nonfunctional properties items to reach the goal.

Personas are a great way to describe the target

group. Epics, scenarios, storyboards, workflows, design sketches, mock-ups, The items are ordered from one to n, and may be
and constraint stories are helpful techniques. captured as ready stories.

. F—1
www.romanplchler.com FILL This work is licensed under a Creative Commons @ @
Template version 12/13 ORDER: 2|3 |4 Attribution-ShareAlike 3.0 Unported License BY SA
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,Unfair Advantage"

* Wettbewerbsvorteil (Andy Grove's | 0x)
* Barrier to Entry
* Etwas, das nicht leicht zu kopieren ist

41009 Imageen Workshop
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3. Kanale (Channels)

Das Interface der Firma zu den
Kunden

— Erhoht das Bewusstsein moglicher
Kunden fur die Losung

— Hilft die Value Proposition zu
evaluieren

— Liefert die Value Proposition

Gesichtspunkte der — Leistet Support
Beratung!?

Lieferwege und
—mittel?
Ricknahme?

Form des Vertriebs?

cf. Osterwalder, A. et al. Business Model Generation
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4. Kundenbeziehungen (Customer
Relationships)

Die Beziehung des Unternehmens

mit dem Kunden
Kundenkommunikation?

* Relevant fur Form der
. Akquisition Produktuberlassung:
. * Besitz / Sharing
— Retention Unterstlitzung bei

nachhaltiger Nutzung!?

* Beispiele:
— Personlicher Service
— Automatisierter Service

— Community
— Co-Creation

cf. Osterwalder, A. et al. Business Model Generation

41009 Imageen Workshop 39




5. Umsatze (Revenue Streams)

Das Geld, das mit dem Segment
verdient wird

* Beispiele

— Guterverkauf

— Bezahlte Dienstleistungen

— Verleih, Miete, Leasing

* Einkiinfte aus
Wiederverwertung
oder -verwendung!

* Nutzungsabhangige
Umsatzformen!?

Lizensierung

cf. Osterwalder, A. et al. Business Model Generation
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6. Schlussel-Ressourcen (Key Resources)

* Betrachtung von

Ressourcen unter
Nachhaltigkeits- und
Social-Responsibility
Aspekten!

Fur das Geschaftsmodell notwendige Ressourcen

* Unter anderem
— Physikalische Ressourcen (Gebaude, Maschinen, ...)
— |P (Patente, Methoden, ...)
— Humanressourcen (Fachpersonal, ...)
— Finanzmittel (Cash, Kredite, ...)

cf. Osterwalder, A. et al. Business Model Generation

‘consulting 141009 Imageen Workshop 41



/. Schlussel-Aktivitaten (Key Activities)

*  Welche Aktivitaten
verandern unter

Nachhaltigkeits- und
Social-Responsibility-
Aspekten ihren
Stellenwert!?

Die Aktivitaten, die das Geschaftsmodell moglich
machen

* Produktion
* Problemlosung
* Plattform- & Netzwerk-Management

cf. Osterwalder, A. et al. Business Model Generation
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8. Schlussel-Partnerschaften (Key
Partnerships)

* Auswahl von Partnern
unter Nachhaltigkeits-
und Social-
Responsibility
Gesichtpunkten!

Das Netzwerk von Lieferanten und Partnern, die das
Geschaftsmodell moglich machen
* Notwendig fur

— Skaleneffekte & Optimierung

— Reduktion von Risiken

— Erwerb/Nutzung von Fahigkeiten & Ressourcen

cf. Osterwalder, A. et al. Business Model Generation
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9. Kostenstruktur (Cost Structure)

Welche Kosten
verandern sich bei
Optimierung der

Nachhaltigkeit im
Geschaftsmodell?

Alle fur den Betrieb des Geschaftsmodells
erforderlichen Kosten

cf. Osterwalder, A. et al. Business Model Generation
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Gruppenaufgabe

.
[ e

T

£l

* Bilden Sie Gruppen von 4-5 Personen

e Dokumentieren Sie das Geschaftsmodell von
Mineralwasser mit Hilfe des Business Model Canvas!
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Wie mit dem Canvas arbeiten?

The Business Model Canvas

@ | rev s

@

(GIOXOISHON e Jn o2 ® Strategyzer
et strategyzer.com

Brainstorming Rules:

% Defer judgement — no blocking of ideas!
% Go for quantity!

% One conversation at a time!

% Headlines — no details!

% Stay on topic!

% Build on the ideas of others!

% Be visual!

% Encourage wild ideas!

Mit Post Its
Brainstorming

Immer wieder das
Gesamtbild betrachten

Neu in die Felder
einsteigen

@COHSUlting 141009 Imageen Workshop 46



*Erlebnisse
*Erfahrungen

* Erkenntnisse




Wie weiter?

. >
HYEOthese Act Observe
— Uberprufen
— Adaptieren ‘ 1
— Neu formulieren Decide Orient

Gezielt ,,unfaire Vorteile‘ entwickeln
und ausbauen!
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PAUSE

41009 Imageen Workshop
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Alba & Deutsche Post AG

PV a <N E- -

ELECTRORETURN Start

Umweltbewusst
Elekrogerate ent3Srget

v einfach und » kostenlos flr private Verbraucher

v > Altgerate-Entsorgung fur Hersteller / Handler ‘
+ CO2-neutraler Versand mit GOGREEN

@COHSUlting 141009 Imageen Workshop
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Schachtel-Innovation

Schneller zu packen

15-20% weniger Karton -

Keine Klebefolie zum Verschliessen notwendig
Komplett reversibel fur Rucksendungen

Leichter zu offnen — bessere Prasentation des Inhalts

Film ab!

@consulting



Krauter mal anders

Film ab!
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DESIGN THINKING

@consulting



Klarstellung: Anderer Designbegriff

@COI’ISUItiI’lg 141009 Imageen Workshop
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Klarstellung: Anderer Designbegriff

@COHSUlting 141009 Imageen Workshop
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DT G ) e\
 Innovationsprobleme sind oft
« undefinierte Problemstellungen: |
™ ,unbounded”/,wicked”! '

@consulting
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Der Apple (Steve Jobs) Ansatz

4

cf. Tim Brennan in Liedtka/QOgilvie, 2012

“To design something really well, you have to get it.You have to really grok what
it’s all about. It takes a passionate commitment to really thoroughly understand
something, chew it up, not just quickly swallow it. Most people don’t take the
time to do that.” (Steve Jobs)

@COI’ISUItiI’lg 141009 Imageen Workshop
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Der Rest von uns

UNCERTAINTY ;‘ PATTERNS [ INSIGHTS

RESEARCH CONCEPT

@consulting

CLARITY [ FOCUS

PROTOTYPE DESIGN

cf. Beverly Ingle, 2013

141009 Imageen Workshop
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Kreative Prozesse allgemein

DiveR4E CONVERG E
MAKE
CREATE CHOICES

CHOILES

W S S Y e WY eumw S RS G g

@COHSUlting 141009 Imageen Workshop
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Kreatives Verhalten

kann — in Grenzen — gelernt werden

The “BOX”

canmmmniell Unconscious Actions

| Schema®2 | | Schema..fn

. Schemanl

Model from Daniel Goleman, Donald Norman; The Psychology of Self Deception

41009 Imageen Workshop
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visual thinking model

seeing

imagining drawing

@consulting

Physiological Needs

Albert Bandura’s
Social Cognitive
Learning Theory:

Self Efficacy
Expectations

*

CALIFORNIA REPUBLIC

141009 Imageen Workshop
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@consulting

141009 Imageen Workshop
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d . G} j Scnoot
| oF Desion
HASSO PLATTNER THiInNKING

Institute of DeSign at Stanford Hasso-Plattner-Institut | Universitit Potsdam

BRI riremsSres M) '\ﬁ’\lgll a i ald-Il1 B R Fallal

@COHSUlting 141009 Imageen Workshop
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Balance zwischen
analytischem Intellekt und Intuition

rweck Bedeutung
Intellekt Intuition
1]

DESIGN THINKING

@COHSUlting 141009 Imageen Workshop
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Design Thinking <> Business Thinking

Annahmen

Methode

Prozess

Entscheidungstreiber

Fokusebenen

Rationalitat, Objektivitat;

Realitat ist quantifizierbar

Analytisch mit dem Ziel die “beste”
Antwort zu generieren

Planung

Logik; Numerische Modelle

Wunsch nach Kontrolle und Stabilitat;

Unwohlsein bei Unsicherheit

Abstrakt oder speziell

Subjektive Erfahrung;

Realitat ist ein soziales Konstrukt

Iterativ experimentierend zu einer
“besseren” Losung zu kommen

Tun
Emotionale Einsichten;
Erfahrungsbasierte Modelle

Liebe zum Neuen;

Unzufriedenheit mit Status Quo

Iterativer Wechsel zwischen abstrakt
und speziell

Nach: Liedtka/Ogilvie 2011
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= Show Don’t Tell

Communicate your vision in an impactful and meaningful way by creating experiences, using illustrative visuals, and telling good stories.

= Focus on Human Values

Empathy for the people you are designing for and feedback from these users is fundamental to good design.

* Embrace Experimentation

Prototyping is not simply a way to validate your idea; it is an integral part of your innovation process.We build to think and learn.

= Bias Toward Action

Design thinking is a misnomer; it is more about doing that thinking. Bias toward doing and making over thinking and meeting.

= Craft Clarity

Produce a coherent vision out of messy problems. Frame it in a way to inspire others and to fuel ideation.

= Be Mindful Of Process

Know where you are in the design process, what methods to use in that stage, and what your goals are.

= Radical Collaboration

Bring together innovators with varied backgrounds and viewpoints. Enable breakthrough insights and solutions to emerge from the
diversity.

‘consulting 141009 Imageen Workshop



Die richtige Fragestellung finden

www.embraceglobal.org
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Problem: man findet, wonach man sucht

& 8 5 2
3 - a g‘.e )
aEe ="
| ) , ‘

(c) 2010 Daniel J. Simons

: Film ab!
@COHSU]tlng 41009 Tmageen Workshop



Das Wasser sehen:

N ¥

' =

- > 3 o i - g . R s — e e When- 2=
ey "r"’;!- D — 4 - 1 % . -
X\ a - D

A from Sar;fo_rEAU‘r;\b/‘erfsmy “Des_ig i'rrm‘kg and

. the Art of Innovation” Course Materials 2013
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Design Thinking in aller Knappheit:

@»

Prototype

Understand Empathize Define Ideate Prototype Test
* Thema * Benutzer Hypothese zum Brainstorming Ideen umsetzen Prototypen mit
verstehen beobachten eigentlichen So viele Ideen, Low-Fi End-Usern
Probl.em wie méglich Prototypen ausprobieren
entwickeln generieren entwickeln Feedback holen

41009 Imageen Workshop

Eventuell zurtick
iterieren
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Iteration ist Kern-Bestandteil des Prozesses

IDEATE

Jeder Schritt kann jederzeit neu angeschaut/oder wiederholt werden, sollte das fiir das
Gelingen des Projekts notwendig sein!
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Thema Verstehen

* (Geschafts-)Ziel definieren

.
— Treiber verstehen o vy

— Umfang definieren g ||| T s

What key questions will you need to answer through your research?
bett

—_ Ei NSC h ré n ku n ge n kI é ren Explorwin Queniors | Thse e cumomernass e, technical possibilities, and ne w

‘Who are you designing for?

[BrEstines Try to be as specific as possible. Whom do you need to understand? Why are they important?

¢ Desi gn BI"iEf Resareh ln o S s bt s e
— Projektbeschreibung =l

— Z i e I |(u n d e n Success Metrics How will you measure success?

Project Planning ‘What resources do you need? Why? At what stages?
gency? What is

Whatls

fulfilling the brief?

— Explorative Fragen
. . Quelle: Liedtka/Ogilvie 2013
— Ergebnisse & Erfolgsmetriken

— Projektplan & Budget
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Beobachten

* Nutzer beobachten
e Zuhoren & Fragen

e Geschichten anhoren
— Widerspruche
— Normen

— Erfolge & Misserfolge

e Erlebtes & Verstandenes im
Team teilen

@COHSUlting 141009 Imageen Workshop
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Problem definieren

Muster in den Daten entdecken

* Was ist das Problem: Hypothese aus

High

2
S

den Daten generieren

Hilfreiche Werkzeuge
— Journey Map
— Empathy Map

Denken

Fiihlen

41009 Imageen Workshop

75



Losungsidee finden

Brainstormen & ldeen sortieren

Brainstorming-Regeln:

% Bewertung zuriickstellen — keine Ideen blockieren
% Volumen erzeugen!

% Nie mehr als eine Diskussion gleichzeitig!

% Uberschriften — keine Details!

% Beim Thema bleiben!

% Auf Ideen von Anderen aufbauen!

% Mit Bildern arbeiten!

% Zu “verriickten” Ideen ermutigen!

@consulting 141009 Imageen Workshop
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Prototype P r'OtOtyp e n ba u e n

@COHSUlting 141009 Imageen Workshop 77



“ Prototypen testen

@consulting



Im Zweifel - zuruck gehen!

IDEATE

Jeder Schritt kann jederzeit neu angeschaut/oder wiederholt werden, sollte das fiir das
Gelingen des Projekts notwendig sein!
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DESIGN THINKING
HANDS-ON

@consulting
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@consulting
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Det Gode Kgkken — Holstebro Kommune

O\ SKRIV HER HVAD DU SOGER ...
HOLSTEBRO KOMMUNE
BORGER  ERHVERV ~ POLITIK OG DEMOKRATI  KULTUR OG TURISME =~ OM KOMMUNEN
BORGER -+ /ELDRE -5 HJELPIHVERDAGEN > MADSEAVICE ~+ DET GODE KOKKEN

DET GODE K@KKEN

Hjzelp i hverdagen

Visitationsomradet

¥

+ Hjemmesygepleje

+ Hjemmehjzelp

Et godt tilbud til hiemmeboende

-+ Sygeplejeklinikken s H
S _ pensionister.
-+ Midlertidigt ophold - aflastning
L= Hieloemidler Velkommen i Det Gade Kakken | Holstebro Kommune. Vi er et lokalt kekken.

Laes mere

Anerkendelse - European Design

Days 2013

Kontakt

Kultur og Sundhed

Ledelsessekretariatet

Det Gode Kekken
Vesterbo 2
7500 Holstebro

detgodekoekken@holstebro.dk

Tif: 96114150

<2\

network

©

B2 Send side B Print

Seg pa CDEU

oktober 2013
Anerkendelse til midtjysk projekt i European
Design Days 2013

Holstebro Kommune har skabt et godt tilbud til hiemmeboende pensionister og
har med "Det Gode Kekken" sat fokus péa at forbedre madservice til zeldre.
Projektet har faet s stor intemational prestige, at det blev fremhaevet under

1 af EU Design Days 2013 som et godt eksempel pa et designrelateret
nitiativ, der forbedrer den enkelte borgers livskvalitet. Ligesom sidste &r var
Central Denmark EU Office en af hovedarrangererne bag EU Design Days.

Det Gode Kokken — et moderne og brugerorienteret kekken for zldre

Fra et stavet og kedeligt image som offentlig serviceleverander har Holstebro
Kommune | samarbejde med Hatch & Bloom A/S designet "Det Gode Kekken",
om er et moderene og brugerorienteret kakken for zeldre. Kakkenet sastter

bamle dyder, friske révarer og god smag i hajsaedet og har stor fokus pa sundhed

bg emaering. Maden er saledes tilpasset den enkelte bruger og pakkes i

miljavenlig plastemballage, der lukkes straks efter pakning, sa den holder sig frisk
g indbydende. Kakkenet har desuden sammensat en ny menu, hvor retterne
eskrives mere indbydende og appetitligt, og som bl.a. giver de ldre mulighed

consulting

for at invitere geester til middag, kabe hjemmebagt kringle, frisk frugt samt

‘kol . 1 har bl.a. resulteret i, at de zeidre
har faet nye og bedre valgmuligheder og har samtidig givet Holstebro Kommune
et bedre image som en offentiig og udbyder af

Et EU Design Days initiativ
Ved at taenke design ift. innovation og udvikling af nye strategier inden for
madservice er "Det Gode Kekken™ samtidig et godt eksempel pa, hvordan man
vha. design kan forbedre den almindelige borgers livskvalitet. Oplzegget om
oroiektet | Holstebro blev sAledes det midtivske indslao i Euronean Desion Da
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Det Gode Kgkken -Video

hatch &bloom innovation agency

Clients & industries  Case studies  Capabilities = Contact About

Holstebro Municipality Today 125,000 elderly are depending on meal service. This number will increase inte

Service design to improve number of over-67 seniors will increase within the next 10 years. This means new an

both food and life quality food quality and menu variati 5 icipal food services have a bad reput;
Contact us Think about it. The words ‘municipal food services’ smell like grey, industrial food factories. Thi:
Lotte Lyngsted Jepsen deal of our elderly people, the main recipients of the services, eat too little or are even malnourishe|
lot@hatchandbloom.com 'was well aware of this and decided on service design to make change happen. We were entrusted w
+45 25103052
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Gode Kgkken - Holstebro Kommune

@consulting



Takeaways von Gode Kgkken

* Mit einer offenen Frage anfangen
* Fakten und Emotionen adressieren

 Mit einer breiten Auswahl von Stakeholdern arbeiten

* Kommunizieren mit Visualisierungen

* Prototypen mit Benutzern vor dem Rollout
testen

* (Gutes Beispiel fur einen erfolgreich verlaufenen
Design Thinking Prozess!)
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lhre
Takeaways!
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Bucher/Media:

VIJAY K UMA R|

101 ®  SROVTH

Design Methods\

A Structured Approach For Driving Innovation ‘
In Your Organization |

‘ _

. Liedtka/Ogilvie (201 1) “De5|§n|ng for Growth”
http://cupola.columbia.edu/978-0-23 | -16467-2/

. Vijay Kumar (2012) “101 Design Methods”
http://www. 10 | designmethods.com/

. Fischer/Nagel/Ottmann/Soffing (ongoing) “Designmethodenfinder”
http://www.designmethodenfinder.de/

. Osterwalder, A. Et al. : Business Model Generation
http://www.businessmodelgeneration.com/book

. AIGA: Living Principles — Creative Action for Collective Good
http://www.livingprinciples.org/framework/introduction/

. Lunar, Inc:The Designer's Field Guide to Sustainability
http://www.lunar.com/fieldguide.shtml

@COHSUlting 141009 Imageen Workshop

THE DESIGNER’S
FIELD GUIDE TO
SUSTAINABILITY
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Vielen Dank!

Godehard Gerling
+49 160 975 23522

g.gerling@go3consulting.com

www.go3consulting.com

@COHSUlting 141009 Imageen Workshop
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