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Design thinking is a human-centered
approach to innovation that draws
from the designer’s toolkit to integrate
the needs of people, the possibilities
of technology, and the requirements
for business success.

- Tim Brown, CEO of IDEO






Could a greater

iracle take place

than for us to look
through each other’s

eyes?

Henry David Thoreau



THE 4 PRINCIPLES OF DESIGN THINKING

1. THE HUMAN RULE
All design activity is social in nature

2. THE AMBIGUITY RULE
Ambiguity is inevitable — experiment at the limits of your knowledge!

3. ALL DESIGN IS REDESIGN
Q While technology and social circumstances may change, basic human
needs remain unchanged.

4. THE TANGIBILITY RULE
Prototypes help to make ideas tangible, enabling designers to
communicate them effectively.



3 ESSENTIAL TRAITS OF HIGH
IMPACT INNOVATORS

Master these and the possibilities will be endless



“I am neither clever nor
especially gifted. I am only
very, very curious.”

-Albert Einstein




“We learn by asking questions. We learn better by asking
better questions. We learn more by having opportunities to
ask more questions”  -morgan & Saxton (1991)
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DESIGN THINKING AT THE CORE OF INNOVATION

Design Thinking as the combination of analytical and intuitive thinking

ANALYTICAL
THINKING

DESIGN
THINKING

Source: Adapted from Martin R., The Design of Business: Why Design Thinking Is the Next Competitive Advantage, Harvard Business

Review Press, 2009.
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Understand

Understanding ends in Insight.
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“To create meaningful innovations,
you need to know your users and
care about their lives”



“Framing the right problem is the only
way to create the right solution”



“It’s not about coming up with the ‘right’
idea, it’s about generating the broadest
range of possibilities.



“Build to think, and test to learn”



TEST

“Testing is an opportunity to learn about
your "



Uncertainty / Patterns / Insights

Clarity / Focus

Research Concept prototype

Innovation
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desirability

feasibility viability




GREAT PRODUCT

Fulfills a need in an effective,
compelling way.

GREAT IDEA

Opens an attractive new strategic
market space and life space.

GREAT BUSINESS

Is feasible, makes money,
grows over time and endures.

22



Problem Definition

Well Defined

Not Well Defined

Innovation Matrix

Breakthrough Sustaining
Innovation Innovation
e.g. Open Innovation e.g. R&D
The Structure of DNA The iPod
Basic Disruptive
Research Innovation
e.g. IBM Labs e.g. VC Model
Quantum Teleportation Netflix
Not Well Defined Well Defined

Domain Definition
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Problem Definition

Well Defined

Not Well Defined

Innovation Matrix

Breakthrough Sustaining
Innovation Innovation
Skunk Works R&D Labs

Mavericks

) , Outsourcing
Open Innovation/Prizes

*

Basic Disruptive
Research Innovation
Research Divisions VVC Model
Research Grants Innovation Labs
Academic Affiliations 15% / 20% Rule
Not Well Defined Well Defined

Domain Definition

24



Complex

the relationship between cause
and effect can only be perceived
in retrospect

probe - sense - respond

@practice

novel practice

no relationship between cause
and effect at systems level

act — sense -respond

Chaotic

© Cynefin framework by Dan Snowden

Complicated

the relationship between cause and
effect requires analysis or some other
form of investigation and/or the
application of expert knowledge

sense — analyze - respond
good practice

best practice

the relationship between cause
and effect is obvious to all

sense — categorize - respond

Simple
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GAIN/BENEFIT

ANTIFRAGILE

Adapt

Innovate /
P

<—Resist——> RESILIENT

Break

‘ ROBUST

FRAGILE

STRESS/CHANGE

LOSS/COST
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BUSINESS MODEL GENERATION

Framework Creation by Alex Osterwalder & Yves Pigneur



WHAT IS A BUSINESS MODEL?

A business model is a way of articulating the flow
and dependencies of how an organization
creates, delivers and harvests value



WHY IS THIS IMPORTANT?

To organize your thoughts, understand options, assert
hypotheses, and formulate ways to test them



WHAT IS A BUSINESS CANVAS?

A visual and flow form way of illustrating your business model




Why business modeling vs. business planning?

4

Business plans are static documents and startups
are dynamic

No business plan survives first contact with the
customer (variation on Sun Tzu’s ‘Art of War’)

Companies without product and sales must develop
hypotheses and a way to test them

Your assumptions are more relevant to potential
investors than a spreadsheet with financial models
and a ‘hockey stick’ ramp

Able to remodel as you ‘pivot’
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The Business Model Canvas

9 Guesses

Designed for:

Designed by:

Key Partners
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Channels

Guess

Customer Segments éé
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Revenue Streams
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LET ME TAKE YOU OUT SO THIS IS WHAT'S
OF THE BUILDING. GoOING ON ouT HErRE!

/

Ryl

=

®eo00 ® axbom



s/1z/12
s/12

The B
usine
ss M
odel Canvas "’
signedfor: Apple
Designed b
v.  Madiso
n Thomas

Key P
: al‘tnc,-s ( - S
\G\-Sg Key Activi
'y Acll vities
~
O
‘Zf.é\; “‘alue P T .
- opositions €%
WD ~
’ \$ Customer Relati
supp\'\ets ’ a“()nsh,'p (
Record compames \f\ardwale pesit” . Customer S
OEM N’m\aex‘mg eaments
cell Compan\es ' & tents O\
Qua! i )
use’ h’\er\d\'\ness
- — pesish ’
\mova\'we ApP srore
Key R mc:i(:: 2: = fTune®
'Y Kes P
ources r )\ o
”"“ € < A .
pdsﬂ TP&ﬂo\dms \5 1
SV““‘ o\pnm
yerto? el C ’
\BM Gamsu"® N h .
%nm annels //\ N\a'\O\' N o( pub\\f.
e . grand n xof®
i ppP\e - \/‘_ Ea(\\l AC
‘ Conskan\ 17 ‘(ouﬂg eraK\Oﬂ
‘\nnovat‘\on
creve ]
e =
Cos
st S
awof‘a‘\
dis\e {putors
(X e yor @
’ \Tunes <yores
any auur'mv, —
cost
\aoo’ cost ' Reven
Marketmg and ue Stre
ad\lert\s\r\gcos\ ams
cost @ nire
- emp\oyees » '
i - . oo
\?\\one ’
wad ppple W™
ho?? Maghodks
- Songs
Sohwa\'e

www.busin
e
ssmodelgeneration.co
L.com
®®



LEFT BRAIN
logic

RIGHT BRAIN
emotion







Value

Innovation




PROBLEM SOLUTION UNIQUE VALUE PROPOSITION UNFAIR ADVANTAGE CUSTOMER SEGMENTS
KEY METRICS CHANNELS
EXISTINGALTERNATIVES HIGH-LEVELCONCEPT EARLY ADOPTERS
COST STRUCTURE REVENUE STREAMS
o'l Lean Canvas
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FlO u riShi ng BUSi ness Ca nvas v2.o Designed for: Designed by: Date:

Environment
Society

BIOPHYSICAL ECOSYSTEM
STOCKS ACTORS

RESOURCES PARTNERSHIPS VALUE RELATIONSHIPS STAKEHOLDERS
CO-CREATIONS

ECOSYSTEM ACTIVITIES GOVERNANCE CHANNELS
SERVICES

O

VALUE
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@ www.FlourishingBusiness.org Want to use this canvas in your project or business? n Flourishing

W @FlourishingBiz inquiry@FlourishingBusiness.org . . R . . . .
© Antony Upward, 2014 - All Rights Reserved Want to support the project? Email inquiry@FlourishingBusiness.org for permissions
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)ihe Rainforest Canvas
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Designed For.

Business Model Canvas || —

Use this document to conceptualize and define a business model. Start in the middle (V'alue Prop), and spend most of your time nailing that Dete eration
statement. Then follow down to Alternatives, Cost & Revenue, and fill out the rest. The bottom section is used for operational tracking,

SALES Customer Segments Value Prop (Elevator Pitch) Alternatives DELIVERY
Customer Relationships Key Activities
Channel Key Partners
Revenue Model Cost Model
Market Size / Market Opportunity Key Resources

( \ This work is licensed under the Creative Commons Arsibution-ShareAlike 3.0 Unpored License. 0 @
\ ) To view 2 copy of this license, visit hap:/ /creativecommons.ong/licenses/by-sa/3.0/ @
or send a letter o Creative Commons, 44 Castro Street, Suite 900, Mountain View, Califomia, 94041, USA. BY SA
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Social Business Model Canvas
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The Value Proposition Canvas
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The Mission Model Canvas

Mission/Problem Description:

Designed by:

Date:

Version:

Key Partners

&

Key Activities

Key Resources

i

Value Propositions

(s 2]

Buy-in & Support

Deployment

Ll

Beneficiaries

Mission Budget/Cost

)

Mission Achievement/Impact Factors
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BRAND STRATEGY CANVAS

CUSTOMER / USERINSIGHT @)

BRAND POSITIONING STATEMENT

COMPETITIVE ENVIRONMENT e

COMPANY / PRODUCT FEATURES @)

RATIONAL BENEFITS @)@ | EmoTioNAL BenerTS @)

BRAND ESSENCE

COMPANY VALUES

BRAND PERSONALITY

KEY MESSAGES

Created by archermalmo ventures, CC Attribution-NonCommercial 4.0 Intemnational.




r
L JTHE MANAGER

MANAGEMENT TOOLS FOR INNOVATIVE PROFESSIONALS

The Innovator’s Canvas 3

Project Name

Designed By

Date & Iteration

Customer Segment £

Channel(s) &8

Awareness
Problem Statement Sale
Job to Be Done v/ Gains @ Delivery
Pains @ Support

Mission Statement ™

Value Proposition @&

Key Resources *\

Gain Creators .- Product/Service i

Pain Killers €

Human Intellectual
.................. B B
Key Advantage & Key Partners <«

Revenue Structure Pricing & Frequency 3

" Acquisition & Support

ICost Structure Total Cost of Running the Business &

CostofGOOds &se,v,ces OSSOSO

General & Administrative

Overall Market Dynamics

Customer Trends Market Size

Current Channels

Current Solutions/Providers Technology Trends

Industry Trends Regulatory Trends
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Team Canvas

Version 0.8 | theteamcanvas.com | hello@theteamcanvas.com

e T Team name Date
PEOPLE & ROLES 22 | COMMON GOALS VALUES RULES & y=
ACTIVITIES
PURPOSE
PERSONAL NEEDS &
GOALS EXPECTATIONS

STRENGTHS & ASSETS

57 | WEAKNESSES & RISKS
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Project name

Project owner

Purpose

a2

Success Criteria

Milestones
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Copyright © Project Canvas www.projectcanvas.dk
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THE PRODUCT CANVAS

= romanpichler
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