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* Product Innovation
(udanssuwaanmun)

* Service Innovation
(udanssuusnas)

* Process Innovation
(udanssuns:zusunis)
* Organizational Innovation

(udanssulasoasiv)
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(10 Types of Innovation)

CONFIGURATION OFFERING EXPERIENCE

Profit Model Network Structure Process Perf:)ﬂcrllgla(rtlce I;;iggg ' Channel Brand & Customer

Message Engagement

Representation of Distinctive

are delivered to our offerings and interactions

surrounding our customers and business
offering users

The way in which Connections with Alignment of our Signature or

Distinguishing Complementary Support and How our offerings
we make money others to create talent and assets

superior methods features and products and enhancements
value for doing our work functionality services

These types of innovation are focused on the innermost workings of an enterprise

These types of innovation are focused on
and its business system.

an enterprise’s core product or service, or
a collection of its products and services.

These types of innovation are focused on more customer-facing elements of an
enterprise and its business system.
Back stage - - Front stage
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CONFIGURATION OFFERING EXPERIENCE
Product Product : Brand & Customer
Profit Model Network Structure Process Service Channel
Performance System Message Engagement
The way in which Connections with Alignment of our Signature or Distinguishing Complementary Support and How our offerings Representation of Distinctive
we make money others to create talent and assets superior methods features and products and enhancements are delivered to our offerings and interactions
value for doing our work functionality services surrounding our customers and business
offering users
These types of innovation are focused on the innermost workings of an enterprise These types of innovation are focused on These types of innovation are focused on more customer-facing elements of an
and its business system. an enterprise's core product or service, or enterprise and its business system.
a collection of its products and services.
Back stage < = Front stage
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differentiated relevant to

7 GUIDE /
COMMOOITIZATION
exper‘lences
STAGE
/ COMMODITIZATION need

posi

commodities COMMODITIZATION
undifferentiated EXTRACT R

pricing ConversationAgent.com

[illustration of the concepts B. Joseph Pine |l and James H. Gilmore use to describe product innovation in
consumer markets as a five-staged “progression of economic value” from commaodities to goods to services to

experiences to transformations, where the customer undergoes a positive change.]



Commodity to

Remarkability

$2.00 - $5.00
EXPERIENCE

75¢ - $1.50
SERVICE

1¢ - 2¢
COMMODITY

source: Pine & Gilmore | “Experience Economy”
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Reduces Rewards  Nostalgia Design/ Badge
anxiety me aesthetics value
I e ny’n .
Wellness Therapeutic Fun/ Attractiveness  Provides
value entertainment access
FUNCTIONAL
00 .
o mE didn B (O
i R &
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
Reduces Avoids Reduces Quality Variety Senso Informs
effort hassles cost appea
SOURCE 2015 BAIN & COMPANY INC

FROM "“THE ELEMENTS OF VALUE.”" SEPTEMBER 2016 HBR.ORG



The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.

OCIAL IMPACT y
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Self-
transcendence
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Provides Self-
hope actualization
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34%
Late 15%

2.5%
Majority Laggards

Innovators
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Early Early Late
Adopters Majority  Majority

Laggards

Innovators

PIVOT

JSunagns

Crossing the Chasm : Marketing and Selling High-Tech Products to Mainstream Customers or simply Crossing the Chasm - Geoffrey A. Moore
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Value Innovation
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Migrators
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Tomorrow
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STATUS
SEEKERS

The

YOUNIVERSE

Make your consumers the center of
their YOUNIVERSE

BETTERMENT

The universal quest for self-
improvement

POST-
DEMOGRAPHIC

The age of disrupted demographics

BETTER
BUSINESS

Why ‘good’ business will be good
for business

PRICING
PANDEMONIUM

Pricing: more fluid and flexible
than ever

REMAPPED

The epic power shifts in the global
economy
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STATUS SEEKERS PLAYSUMERS HUMAN BRANDS FUZZYNOMICS
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Experience Innovation
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dquuuuwaanonun (Minimum Viable Products)

Better-financed
products

dnaa

Crappy products

¢

duuuunassuilunaaauaana

“A MVP will include and only include must-have features to solve the #1 problem your
product promises to solve. The nice-to-have's and don't-need features are postponed till
you've validated that your MVP is a viable solution”




HOW NOT TO BUILD A MINIMUM VIABLE PRODUCT

o o—o Ai

ALSO HOW NOT TO BUILD A MINIMUM VIABLE PRODUCT -

HOW TO BUILD A MINIMUM VIABLE PRODUCT -

ol i
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- Inalk 1fiu Feedback KIS (Time)
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____ Discoer __§  Defne __§  Develop __§ __ Deliver

Diagnose

Mapping and
visualising
the customer
journey

Idea
generation
workshops

Writing
the brief
Creating
a visual
record of the
process

Visualising Prototyping
ideas

Collating and
distributing
conclusions

Propositions

Specification



DESIGN THINKING - LEA

Combine Design Thinking, Lea
Agile

Problem Solving Phz

Ideate

ﬁtf Define

» . Empathize

Concrete

Customer Problem

Design Thinking
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EX:
HMW: HOW MIGHT ME




HMW Example

How Might We Action

What
for Stakeholder
in order to What change?

: | .‘ uakcmbw

- | putton blve

"

NOT TOO BROAD NOT TOO NARROW EXAMPLE

Sample Words of HMW
Build Inspire Create Change Align
Make Disrupt Help Motivate Show
Empower Encaurage | Show | Imagine Develop
Ignite Connect | Innovate | Connect Assemble
Energize Engage ‘Solve ‘Contruct Share




HMW Example

. _ How Might We Action
1S1UN0: ..... (RONSsU) What
............ (o:ls) for Stakeholder
> S— (nduidhkue) alilic ik aliages
WWo....... (riKiianiswasuudasdindu)

151U19: (asv)

___________ ( A p p li ca ti lo) n) NOT TOO BROAD NOT TOO NARROW. EXAMPLE
z -~ Sample Words of HMW
K............. (I-n Uc'sns) Build Inspire Create Change Align
i - o B Make Disrupt | Help Motivate Show

AD.......([TNuAlumsvisvosldssuatazaon) | | Mot
Empower Encaurage Show Imagine Develop
Ignite Connect Innovate Connect Assemble
Energize Engage Solve Contruct Share
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Auto travel

Online booking/price
Mobile communication

Mobile Web revolution
Real-time interaction

Technology Paper maps/travel Audio guides . .
Books 35 mm 3G applications/GPS AL B I e
. . . RFID
Digital cameras/movies
Price and perks Experience
Brand Weekend getaways Mopre sporadic travel
Market Holiday travel No frills mass travel P .
. : ) Segmented/customized
Sightseeing Single travelers Media tourism
LO.HAS.
Travel as a luxur Travel as routine Travel as escape
Eamily travel Y Style-lifers; Cities to rural Culture travel
People y Thrill/companion seekers Unusual destinations
Camping-car traveler . i
Unique local shopping Shopping traveler Secondhand nostalgia
Flexible working conditions Flexible work life
Hybrid Culture
Culture Homogeneous culture Globalization Less cultural shock
Car culture Urbanization More comfortable with world culture
Hassle of travel
. DIY online travel i
Travel agencies Personal concierge
. Traditional packaged-tour A ) G Network/local
Business American Express

AAA
Motels

All inclusive mega resorts
Eco-tourism/Voluntourism

Delivery service
Book buy back
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PROJECT END GOALS
(Iasonas) (WhKkuIsda19n1»v)

!SSUES CHALLENGES
(Jrysanwenewozuily) (AW IMe)
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PERSONA

Asagidhang
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AGE / og

BACKGROUND / sfnuifleariuisnoaiim
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PERSONA QUOTES
(ansindulas) (sanazovanm)

PAINS GAINS
(Fonanmliizou Koarda) (Uszaumsninanmdoonis)



1lo36ms “wianm” 1Wndudanu “uusud”

1 anfmsonisa uusSmIs 3 anmliwalo
ldogols agwls uaavoono:ls
nazogls

Jrykinio Jrykifio Jrykifio

lonmaidoaoun lonmaidaoun [omandaoun




Designed for: Designed by: Date: Version:
Empathy Map Canvas
WHO are we empathizing with? GOAL What do they need to DO?
Who is the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want or need to get done?
What is their role in the situation? What decision(s) do they need to make?
How will we know they were successful?
What do they THINK and FEEL?

PAINS GAINS

What are their fears, What are their wants,

frustrations, and anxieties? needs, hopes and dreams? What do they SEE?

What do they HEAR?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

What other thoughts and feelings might maotivate their behavior?

What do they DO?

What do they do today?
What behavior have we observed?
What can we imagine them doing?

What do they see in the marketplace?

What do they see in their immediate environment?
What do they see others saying and doing?

What are they watching and reading?

What do they SAY?

What have we heard them say?
What can we imagine them saying?

Last updated on 16 July 2017. Download a copy of this canvas at http://gamestorming.com/empathy-map/

© 2017 Dave Gray, xplane.com



Vhat does be
HEAR?

what friends say
what boss say
what influencers say

VWhat does be
THINK AND FEEL?

what really counts
major preoccupations

warries & aspirations

What does bhe
SAY AND DO?

attitude in public
appearance
behavior towards others

VWhat does he
SEE?

environment
friends
what the market offers

Saurce: Adapted from XPLANE

PAIN

fears
frustrations
obstacles

Empathy Map courtesy of
www.eventmodelgeneration.com

GAIN

“wants” / needs
measures of success
obstacles




0]:1:3 4 GARY ANGELA
Working Mother, 41 years old Retired, 63 years old Consultant, 26 years old

“I need to find the best quality for the price” “I buy specific ingredients to cook traditional “I pay attention to social callouts and product
recipes with my wife” origins rather than health claims”

Price Focused Prce Fooused
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“I need to find the best quality for the price”

Price Focused
-

Brand «
Awareness |

« Timeto
shop

Brand e
Loyalty

« Tech Usage

-
Focus on
Bundled

Deals

“I buy specific ingredients to cook traditional
recipes with my wife”

Price Focused
-

Brand « e Time to

Awareness shop
Brand » Tech Usage
Loyalty

Focus on
Bundled

Neale

“I pay attention to social callouts and product
origins rather than health claims”

Price Focused

e Timeto
shop

Brand «
Awareness

Brand e
Loyalty

» Tech Usage

-
Focus on
Bundled

Neale
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STAKEHOLDER MAP
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EX: Stakeholder Mapping
Customers - Employee / Leadership - Partners

Leadership

Motivation- Maximize profit margin and refine
the brand image.

Challenges- How to implement change without
compromising on custemer experience and
keeping brand values consistent.

Partners

Motivation- Provide TFM with good quality fresh
ingredients efficiently in order to establish
longer contracts.

Challenges- Short conlracls

-

Source :THE FRESH MARKET - Service Design

Redesigning a gourmet supermarket to reengage customers

LEGAL
ADERCLID ORGANI- Able
LEADERSHIF ZATION G?A\E'ENT
INSUR-
Ceo .: ;
CNO
Cio
TERTIARY
SECONDARY

re

‘0
.
.
L]
L)
.
- .
- W
CONSULT-} H
ING n
1l
:
PARTNERS '.'
EMPLOYEE

<

.

Customers

Motivation- Find good quality. specialty items
aligned with their values of healthy and
exclusitivily.

Challenges- Finding new items within time
constraints.

Employee

Motivation- Provide high quality customer
service.,

Challenges- How to promote and manage new
products.




®

EX;

Customer Journey

Mapping
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Gratuifying

Experience Ratings

Very

door

. decoration Price A~ C

Gratify \*/ Labeld and signs anteen Ice ~cream

’ (Hot dog)
Store location -P-PG— e Kids pla ield A== —
Satis 'yand appearance shopping o -
Neutral The rqund tour Checkout Installation
Car park Search stock arrangement
Bad Delivery
arrangement
Horrible

Attributes In Time Sequence
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CUSTOMER JOURNEY MAP Emily Christensen | April 3, 2017

1. User action 4. User action 6. User action 7. User action
2. User action 5. User action 8. User action
3. User action 9. User action

User Thoughts

User Thoughts
User Thoughts

User Thoughts

User Thoughts
User Thoughts

User Thoughts
Opportunities Opportunities Opportunities Opportunities
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EX:

Semantic Differential Scale |

Y s

\




*a ‘1- F

W8 Semantic Differential Scales

How would you describe Kmart, Walmart, and Target
on the following scale:

clean _— . . _ _ dirty

bright L __ dark

low quality - _ __ high guality
conservative ___ Innovative
Inconvenient _ _ convenient




Expensive
Convenient
Reliable
Friendly
Modern

Wide selection

Inexpensive
Inconvenient
Unreliable
Unfriendly
Old fashioned

Very limited selection



Product Attribute Comparison
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