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ABSTRACT

This thesis introduce a new innovation methodology called IDEAS(R)EVOLUTION that was developed
according to an on-going experimental research project started in 2007. This new approach to innovation
has initial based on Design thinking for innovation theory and practice.

The concept of design thinking for innovation has received much attention in recent years. This
innovation approach has climbed from the design and designers knowledge field towards other knowledge
areas, mainly business management and marketing. Human centered approach, radical collaboration,
creativity and breakthrough thinking are the main founding principles of Design thinking that were adapted
by those knowledge areas due to their assertively and fitness to the business context and market complexity
evolution. Also Open innovation, User-centered innovation and later on Living Labs models emerge as
answers to the market and consumers pressure and desire for new products, new services or new business
models. Innovation became the principal business management focus and strategic orientation.

All this changes had an impact also in the marketing theory. It is possible now to have better strategies,
communications plans and continuous dialogue systems with the target audience, incorporating their insights
and promoting them to the main dissemination ambassadors of our innovations in the market.

Drawing upon data from five case studies, the empirical findings in this dissertation suggest that
companies need to shift from Design thinking for innovation approach to an holistic, multidimensional and
integrated innovation system. The innovation context it is complex, companies need deeper systems then
the success formulas that “commercial “Design thinking for innovation “preaches”. They need to learn how
to change their organization culture, how to empower their workforce and collaborators, how to incorporate
external stakeholders in their innovation processes, hoe to measure and create key performance indicators
throughout the innovation process to give them better decision making data, how to integrate meaning and
purpose in their innovation philosophy. Finally they need to understand that the strategic innovation effort it
is not a “one shot” story it is about creating a continuous flow of interaction and dialogue with their clients

within a “value creation chain“ mindset.

Key words: Management, Open Innovation, Marketing 3.0, Creativity, Design Thinking, Living Labs,

Co-creation

viii
Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Conceigdo Mateus

RESUMO

Metodologia de co-criagao de um produto/marca cruzando Marketing, Design Thinking, Criativity
and Management - IDEAS(R)EVOLUTION.

Esta dissertagdo apresenta uma nova metodologia de inovagdo chamada IDEAS(R)EVOLUTION, que foi
desenvolvida segundo um projecto de investigagao experimental continuo que teve o seu inicio em 2007. Esta
nova abordagem baseou-se, inicialmente, na teoria e na practica do Design thinking para a inovag&o.

Actualmente o conceito do Design Thinking para a inovagao “saiu” do dominio da area de conhecimento
do Design e dos Designers, tendo despertado muito interesse noutras areas como a Gestéo e o Marketing.
Uma abordagem centrada na Pessoa, a colaboragdo radical, a criatividade e o pensamento disruptivo séo
principios fundadores do movimento do Design thinking que tém sido adaptados por essas novas areas de
conhecimento devido assertividade e adaptabilidade ao contexto dos negdcios e a evolugéo e complexidade do
Mercado. Também os modelos de Inovagédo Aberta, a inovagdo centrada no utilizador e mais tarde os Living
Labs, emergem como possiveis solugdes para o Mercado e para a pressédo e desejo dos consumidores para
novos productos, servicos ou modelos de negdcio. A inovagédo passou a ser o principal foco e orientagdo
estratégica na Gestéo.

Todas estas mudancgas também tiveram impacto na teoria do Marketing. Hoje € possivel criar melhores
estratégias, planos de comunicagao e sistemas continuos de dialogo com o publico alvo, incorporando os seus
insights e promovendo os consumidores como embaixadores na disseminagao da inovacéo das empresas no
Mercado

Os resultados empiricos desta tese, construidos com a informagéo obtida nos cinco casos realizados,
sugerem que as empresas precisam de se re-orientar do paradigma do Design thinking para a inovag&o, para
um sistema de inovagdo mais holistico, multidimensional e integrado. O contexto da Inovagdo &€ complexo, por
isso as empresas precisam de sistemas mais profundos e néo apenas de “férmulas comerciais” como o Design
thinking para a inovagdo advoga. As Empresas precisam de aprender como mudar a sua cultura
organizacional, como capacitar sua for¢a de trabalho e colaboradores, como incorporar os publicos externos no
processo de inovagdo, como medir o processo de inovagao criando indicadores chave de performance e obter
dados para um tomada de decisdo mais informada, como integrar significado e propdsito na sua filosofia de
inovag&o. Por fim, precisam de perceber que uma estratégia de inovagdo ndo passa por ter “sucesso uma vez”,
mas sim por criar um fluxo continuo de interagdo e didlogo com os seus clientes com uma mentalidade de

‘cadeia de criagdo de valor”

Pavras chave: Gestao, Inovacdo Aberta, Marketing 3.0, Criatividade, Design thinking, Living Labs, Co-

criacdo
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INTRODUCTION

Setting the Scene

“The need for transformation is, if anything, greater now than ever before. No matter where we

look, we see problems that can be solved only through innovation: unaffordable or unavailable health
care, billions of people trying to live on just a few dollars a day, energy usage that outpaces the planet’s
ability to support it, education systems that fail many students, companies whose traditional markets are
disrupted by new technologies or demographic shifts.

These problems all have people at their heart. They require a human-centered, creative, iterative,

and practical approach to finding the best ideas and ultimate solutions. Design thinking is just such an
approach to innovation”,

Tim Brown, Harvard Business Review, 2008

Around the early 2000s, the concept of design thinking emerged as an approach to innovation, and
within a few years interest had grown exploded among managers striving to transform their business, and
business schools wanting to better prepare their students for an increasingly complex and uncertain
environment. Proponents of Design Thinking suggest that if firms could only learn to think and work more
like designers, they would learn how to address problems differently, come up with breakthrough ideas,
balance exploration and exploitation better, and transform their business by being more innovative and

open.

In an environment of fierce competition and increasingly complex challenges, innovation is
becoming widely acknowledged as a source of competitive advantage (Tushman and O'Reilly, 1996;
O’Connor, 2008; Crossan and Appaydin, 2010; Govindarajan et al., 2011). Innovation is inherently
complex and ambiguous (Eisenhardt and Tabrizi, 1995; Benner and Tushman, 2002; O’Connor, 2008).
While many organizations recognize the importance of innovation, they find it hard to achieve (O’Connor,
2008). The difficulties of achieving breakthrough innovation in large, established firms are well
documented (e.g. Leonard-Barton, 1992; Dougherty and Heller, 1994; Leifer et al., 2001; O’Connor and
McDermott, 2004). Innovation efforts traditionally focus on how to exploit known technology in new
markets or on how to develop new technology for established markets. There is a growing emphasis on

how to develop more innovative offerings as well as more innovative ways of creating value with customer
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or for the customer in a more open (Chesbrough, 2011) and co-creative (Ramaswamy et al, 2010)
approach’s.

In the search for alternative approaches to innovation, there is emerging interest in design in
management debates, understood in a broader sense than being about form and function (Gemser and
Leenders, 2001; Bruce and Bessant, 2002; Beckman and Barry, 2007; Verganti, 2008; Bessant and
Maher, 2009; Ward et al., 2009; Filipetti, 2011; Seidel and Fixson, 2013). Design management scholars
and practitioners point to the innovation potential of design, arguing that design as a discipline is suited
to innovation because it represents a different logic - one that deals with complex and ambiguous matters
(Bruce and Bessant, 2002; Borja de Mozota, 2010; von Stamm, 2010). Design is also being described as
being human-centered and having a wider and more forward-looking approach to solving problems (Borja
de Mozota, 2010; von Stamm, 2010; Hobday et al., 2012, Cruickshank and Evans, 2012. However, there
is growing scholarly interest in the intersection between design and innovation. For example, ‘Design-
driven Innovation’ explores design as an enabler for creating new meaning, as a new form of radical
innovation (Verganti, 2008).

In line with the growing interest in design in an innovation context, the concept of Design thinking
has emerged as a multidisciplinary, human-centered innovation approach inspired by the ways that
designers think and work (Kelley and Littman, 2001; Brown, 2009; Martin, 2009; Kimbell, 2011;
Johansson-Skéldberg et al., 2013). The core idea in Design thinking is that any discipline can take
inspiration and learn from the way designers think and work, and apply this to their operations not only in
innovation efforts but also in strategy, innovation and organizational renewal (e.g. Brown and Katz, 2011;
Brown, 2009; Holloway, 2009).

To summarize, it has been established that innovation is a driver of organizational competitive
advantage. It has also been argued that this new paradigm of “open innovation” and “co-creation” are a
challenge for the organizations. Design thinking emerges as a management concept promising
innovation; yet the concept is poorly understood, conceptualized and investigated in organizational
settings and real life contexts. In particular, more research is needed on the potential role of Design
thinking based models as an enabler of innovation culture and change driver inside different

organizations, from business to territorial or social organizations.

Problem Statement
Has we will discuss on this thesis, of course such Design thinking “miracle cures” can be
questioned, and the concept has already been accused of being the latest management fad, a “flower of

2
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the day”. Nevertheless, an increasing number of firms are implementing Design thinking in various
sectors, industries and organizations. Mainly one classical approach and model of Design thinking - the
IDEO design model supported by D-School from Stanford University - has been used. Yet, to date there
is very little empirical research on Design thinking impacts in organizational settings, and in particular
research investigating Design Thinking in relation to innovation in different types of organizations. This
thesis seeks to fill this gap, by exploring Design Thinking as: (a) the role of design thinking to the
organizations management and structures; (b) as a innovation system for all organizations that stills needs
to further develop new operational models to better fit the different challenges from different organizations;
(c) as a potential enabler of innovation culture in the context of all professional and non-profit
organizations and (c) as a co-creative process that allows organizations to involve internal and external

stakeholders in the innovation dynamics.

Main research question

It is possible, given today's complexity, innovation processes and management paradigm, to
“deeper” develop a design thinking based model in a more systemic, more holistic and multidimensional
level? Thus becoming a facilitator and implementation system that support and enables the manager’s
quest for change and innovation driven companies? Can this new model be centered in an active
participatory and co-creation orientation with internal and external stakeholders? Would such model

generate a high involvement and engagement with consumers, citizens and organizations?

Researcher motivation
The main motivations of the researcher are:
Academic — The researcher wants to:

» The researcher sought to follow up the results of his master's thesis.

* As a member/collaborator of the research unit of its university, he created in 2007 a
research group that aimed to transform the insights obtained on his master's thesis
related to innovation models and systems into a new model of innovation based on
design thinking.

» Has always been his purpose the deepening of this initial model trought a applied
research approach. Therefore he designed a development strategy focused his doctoral
thesis research in parallel action to also develop research capacity and publication of his

research group in IADE - creative university research unit - UNIDCOM.
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» The researcher also aimed to create along with the development of the new model
IDEAS(R)EVOLUTION a international research network to validate and disseminate
international the model.

» The researcher and a international lecturing career in more then 5 countries. The
development and validation on his own model, give s him important differentiation values
and the real life context cases to use on his classes and teaching methods.

o Professionally — The research aims to:

» The researcher has over 20 years of professional career in design, branding and
marketing. It has been witnessing will dire need of change processes, working models
and forms of relationship of companies with agencies and essentially with the market and
consumers.

»  Open and participatory models are a breath of fresh air in the form of creation of agencies
and design professionals and brands. The investigator has been driving force in Portugal
these models of relationship and so it is motivating to create your own template and
publish it.

» The fact that it was one of the first professionals to design and marketing to give
expression to the innovative capacity of design and marketing for organizations
motivates him to build and validate a model that is more aggregator and has greater

impact on the strategic orientation of companies for innovation and for change.

Outline of the Thesis

This thesis is the result of the UNIDCOM/IADE research project started by the researcher in 2007,
after concluding his master thesis around the subject of radical innovation. The research project had as
premise the experimental development of an innovation methodology. Due to the previous research
performed, the starting point for building the new methodology was the Design Thinking for innovation
processes.

Since the beginning, the research framework has to achieve a higher focus on organizational
Management, Leadership and innovation and creative organizational Culture, targeting the improvement
of the innovation systems of those organizations, also crossing with marketing theories and practices.

Other background knowledge areas to support the methodology development were co-creation,
branding and creativity. The research project was developed from the beginning based in the following
logics:

» Experimental, aiming the methodological validation and development through an

evolutionary and ongoing implementation;
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» Design Thinking based methodology that keep searching for new territories to test this
type of innovation;

* Research project based, realized by the researcher and collaborators directly with
protocoled organizations;

» The utilization of intermediary findings, in orientation of Master Thesis for scientific
validation;

» The methodology utilization, for the development of joint projects between research
centers from other European universities;

» After seven years it was possible to assemble all the information gathered that includes;

» Different stages of bibliographic review with special focus from 2009/2010 with the
beginning of  PhD attendance;

* Results of eleven projects developed by the researcher and collaborators of
IDEAS(R)EVOLUTION the research project;

» Results of eighteen master thesis oriented and co-oriented by the researcher;

» The methodology acceptance by the academic and scientific community with fifteen

published articles and international conferences presentations.

Methodology statement

The thesis was developed, initially, according to an Inductive-Empirical research study frame
(Campbell & Stanley, 1963), through an experimental research design and a mixed of method research
strategy, such as qualitative research, action research and model building methods. Given the nature of
research in action, were thought a set of initial questions, and the research design allowed from the
beginning that new questions could be placed placed new issues (working research questions) in each of
the cases performed in the field. These working research questions were then analyzed by new research
and literature review and new methods have also been introduced to the initial design research, such as

qualitative and quantitative methods, living labs, for example.

Thesis structure

The following thesis is structured in two parts: (a) the first theoretical part that is divided in four
chapters and (b) the second empirical part composed in total by two chapters.

The first chapter presents the thesis adopted methods, approach, design and instruments.

The second chapter it's about cultural changes in organizations, focused on innovation effort, and
supported by three main knowledge areas - Management, Innovation and Creativity. The themes
addressed in this chapter related with Management knowledge area are, the radical management as a

5
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paradigm shift in the management practices and leadership, focused on innovation culture and
organizational dynamics.

The third chapter it is about strategic focus it crosses the co-creation, design thinking and the
marketing knowledge areas and the creation of better ideas and insights. The main addressed areas are
the co-creation as a concept, in the way that organizations need to incorporate the co-creative logics in
their organizational structures also presenting models and tools, the co-creation benefits to innovation
and to the company itself.

The forth chapter has its focus on operational aspects, a deep bibliographic review about the Living
Labs and the most recent methodologies that support and help the innovation effort and increase the
users motivation. It will present the concept, methodology and the principles about the Living Labs, with
a historical and evincive data that supports the quick evolution and implementation in Europe.

The chapter five it is the empirical chapter. The four pre-exploratory case, Alvito, Tradi¢do
Engraxadores, Oeste Ativo and Caldas da Rainha are presented. After, we present methodological
evaluative stage of IDEAS(R)EVOLUTION, after the retrieved analysis of the four case studies. Follows
the developed quasi-experimental case study with EDP — Inovcity Evora. The chapter finishs with the
IDEAS(R)EVOLUTION methodology conceptualization after the results of the EDP case study and the
results from Inovcity from the routine development areas as culture, community and creativity. It is also
presented the results from the co-creative workshops with a group of academic experts from both partner
university - Karel de Grote-hogeschool and Fachhochschule Vorarlberg University of Applied Sciences —
finalizing with the presentation of the evolution of the collaborative platform, which is an integrated part of
the methodology.

The chapter six will present the main thesis conclusions and the future research developments.
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1 CHAPTER- METHODOLOGY

Action research methodology relates to the production of methods and instruments resulting from
the investigator's intervention in the field, usually at the request of organizations. It is also characterized
by the use of direct observation, interviews and document analysis. It differs from others by the fact that
the investigator access information as an intervener in the organization. Their attitude is transforming
(Juveux et al, 1997).

In this chapter we wil present the research purpose, questions, methods, design and instruments
adapted for the research development. To better understand the methodological options taken, we also

present the existing pre-model that was the starting point of the action research on the field.

1.1 Objectives and questions

Given the thesis presented problem, we define the objectives and research questions that frame

this dissertation.

Objectives

Thus the purpose of the thesis is:

To Create a methodology: Holistic, integrated, based on design thinking, co-creation, a quali-quanti
(qualitative and quantitative) mixed methods, a metric system IT enabled, which constitutes a systemic
approach that helps to create, develop and promote a creative culture, collaborative philosophy and

experimental context to assist organization’s management in innovation orientation and focus.

In detail, to create a methodology that helps to “simplify the complexity” that is today the innovating
effort, with the development of the full phases of an innovation system methodology: Innovation
generation, innovation management and innovation dissemination, but focused/ centered on the “person”,
the appreciation of the creative value and in the innovation competence of individuals, teams and

communities, specifically:

* To reinforce the principle objective of the IDEAS(R)EVOLUTION procedure,
consequently to create an inventive society, insights and advancement in the regions,
companies and individuals.

» Tostrengthen the strategic role of Design thinking and practice in business organizations,

translated into the ability to think and create systems (system thinking), working in

7
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collaboration and multidisciplinary approach, supported by creativity tools and dynamic
group techniques.

Consumers today are predisposed to participate in the innovation processes of
companies, if the approach and motivation of co-creation is designed with the right
approach, being authenticity and transparency of the process, the truth of co-creating the
statements made by the organization/company, mainly the compromise of the
organization to validate and implement the stakeholders’ ideas arise from the co-creation
and design thinking process.

Contribute to the creation of a methodological approach to the set of Design Thinking for
Innovation metric system, thus validating the methodology itself, its processes and

integration with the business management knowledge area.

Research Questions

The initial research questions formulated for this thesis are:

Is it possible to improve design thinking for innovation approach by introducing new
knowledge areas, more scientific based methods, a metrics system and especially by
using the new technologies to enable the full process and implementation?

Is it possible to create a continuous innovative flow within all organizations, combining
co-creation, creativity and design? And if so is it more effective if it promotes a creative
culture inside the organizations where chaos, collaboration, multidisciplinary is nourished
by all levels of management?

Can Design practice and thinking when associated with creative intelligence techniques
become a better systematic approach to Innovation? Being an innovation system itself,
does it enable a more effective knowledge transfer for the organization?

Can a design thinking, co-creation and creativity based innovation system, when
implemented, build an internal network of "creativity and innovation energizers” within
the organization as well as, via the co-creation process build a deeper external committed
community around the brand?

Can companies and organizations today survive without the ability to listen, co-create
and engage with their consumers, in particular when its management focus is the

innovation effort?
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» Does this innovation approach build engagement between internal and external
stakeholders involved in this process? Does it have an impact on the ideas and
innovations generated?

» Can we simplify complexity? Mainly it is possible to simplify the innovation systems and
approach inside organizations? It can be done by unleashing the organizational potential,
understand the internal and external complexity and respond to it by simply adding
value?

» Can Internet based collaborative and co-creation driven platforms and social software
empower open and design thinking based innovation? And mobile app? Can they be
useful bidirectional, meaning, not only regarding the gathering of ideas and shared
information, but also in the operational stages vital to of the overall process such as a
real-time system for the selection, recruitment, sharing and interaction of consumers,
allowing the incorporation of anthropological observation and ethnographic ideation into

the research, essay and development process?

1.2 Pre-conceptual model IDEAS(R)EVOLUTION

The research methodology of this thesis has taken into account the existence of a pre-model
generated from the researcher master's thesis. It is exactly this initial model that the researcher proposes
to validate, develop and evolve through the experimental empirical approach, action research, through
four real cases in real life context. Another premise of the methodology design is that, being a action
research method, new tools or even operational models can be created and tested between the
implementation of each case. Thus, new research questions will be found between each case and these
new issues (working research questions) should be answered with a new focused literature review.

As stated, the first attempt to create a new model and innovation system was based on the theories
and practices of design thinking, co-creation and branding.

The role of the intervention of Marketing and Design in business is, and should continue to be
strategic, since it must be present in the multi-disciplinary knowledge teams that try to "force" a radical
innovation in business (O’Connor et al, 2005; Leifer et al, 2000; Olofsson, 2003;Michalski, 2004) . The
integration of knowledge of consumers at all levels: physical, social and cognitive, in a perspective of
"user centered design" (Vinyets, 2003, Zurlo et al, 2002; Manzini, 2002) and the ability to read socio-
technical design in the development of new projects (Verganti et al, 2004; Cova, 2002) will, together with
other complementary expertise such as marketing and production engineering, the correct way of finding

new ways for businesses and develop innovative products or services that may be factors of differentiation
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and success (Bruce & Bessant, 2002; Kotler, 2003; Khan, 2001). On the other hand the recent consumer
approach as an active player in the strategic development (Prahalad et al, 2004), a recovery scenario
creating new interface experience between the consumer and the company (Prahalad et al, 2004 and
Peters, 2003, De Bes & Kotler, 2003), reinforces the idea of the Marketing and Design together are, in
fact, a tool whose skills (skills or soft skills) are strategic to today's business reality. The conceptual model
is proposed enhances transversally of the two tools connected to support the radical innovation strategies
(Garcia & Calantone, 2002; Veryzer, 2005) , throughout the cycle, ie, from the search phase and definition
of strategic development to its operation (deployment , marketing and monitoring). M&DR model further
illustrates the marketing and design content, translated into primary and secondary factors in each step.
Portrays all this through three effects - "attractor", "aggregator" and "diffuser” - that revolve around one of
the competitive values currently more important for companies (and also for consumers), as are the
Creativity and Ideas (Mintzberg, 2004; Sotomaa, 2005; Hamel, 2004).

This effort had its genesis in the model M&DR - Interactions between Marketing and Design for
Innovation Radical which was developed by the researcher and published in his master's thesis (Mateus,
2005). ltself, this model was already the conclusion of a research period and focus that the researcher
was developing since the beginning of 2000 relating to its activity faculty of Design and Marketing about
the role of Design and the Design methodologies for companies focused on the innovation effort.

This model promoted the competences that marketing and design have, namely their cross and
integrative role for companies whose strategic orientation is radical innovation.

This transversability was represented in the proposed conceptual model (Model M&DR) and had
the following three aspects:

» Research (knowledge of consumers and markets);
» Strategy (definition and strategic orientation);
» Operational (development and implementation).
In each of these aspects or phases it is important to realize the role and objectives of the

intervention of the Marketing and Design tools integrated. The following figure illustrates this:
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Figure 1 - M&DR conceptual innovation Model
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Source: Mateus (2005)

The Model M&DR, further illustrated the content of marketing and design translated into primary
and secondary factors for each stage. Portraying all this through four effects that revolve around one of
the currently most important competitive values for companies (and also consumers), as are Creativity
and |deas (Mateus, 2005), namely:

« "Aftractor" - The model advocate the creation of a zone of attraction for innovation
between the company and the consumer;

» "Aggregator" - Construction of innovation zone between business and consumers;

+ "Diffuser" - Elevates consumers as the main actors in the dissemination of innovation;

« "Viewer" - Engage consumers in the companies' "dream" and the vision.

Between 2006 and 2007 an intensive research and literature review was conducted that led to the
creation of the first draft of the new methodology. The “starting point” was the principles of design thinking
known by IDEO design action and the Stanford D-School, but framed our own new assumptions:

» CO-CREATION - The whole process / system innovation design thinking done by an
organization should first enhance the existing internal knowledge through the recruitment
of internal and external stakeholders with a strong connection to the organization, ie,
should be done with people's own organization and not an expert team hired as case
studies were previously known. The methodology to create should then be thought of as
structural and systemic guaranteeing a facilitator and a correct sequence of steps that it
takes the organization to generate innovation.

»  BRANDING - The aim was to bring the drivers and models of brand building for the

processes and systems of innovation by design thinking in order to generate better final
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results of innovative outputs to m.arket. Also the principle of co-creation with participation
of external stakeholders meant that they were the first "ambassadors" of innovation
through the effect of Word-of-mouth edo Goodwill would be one of the expectable results
of participation of people outside the organization.

CREATIVITY - It was the initial aim of the creation of this new approach to the processes
of evolution or design thinking to existing innovation that the bases of the most creative
techniques were essentially the preparation of participant's stakeholders for such an
innovation process based on their ability and motivation to generate disruptive ideas.
KNOWLEDGE TRANSFER - The entire methodology be developed by academic root
should be considered a philosophy of knowledge transfer organizations. Our goal was to
teach the organization to "do" so that after this process and the innovation system

became still within the organization.

According to the assumptions set out above, the researcher was also purposed to think of new

spaces for the introduction of innovative methodologies based on design thinking now taking into account

the four principles of the developing methodology. Then the following sectors were set to start the pre-

experimental projects:

12

Territories - We believe that innovation processes perform in co-creation in territories,
regions or cities are for example would be exciting challenges and perfectly adjusted to
our concepts of departure. In territories defining stakeholders (all those interested in the
organization) is very natural and varied are its lifeblood, its residents, visitors, business
owners, agency management, all share a strong sense of belonging, hold a lot of
information about the their stories, experiences, problems, distinguishing factors, etc.
Also the fact that an intervention with the methodology developed would be important for
the processes of governance of the territory.

Nonprofit and Social Sector - Beyond the emergence of research groups at the
international level as Desis, developed by Professor Enzio Manzini, Polytechnic of Milan,
on the application of the principles of design thinking in the third sector where the main
role these methodologies is encouraging social entrepreneurship, we consider that some
public bodies and institutions needed to change their processes to more co-creation,
participatory and focused on innovation processes. Essentially would be valid for
modernization and creation of new products, services or business models contribution.
Creative agencies - For the experience of the researcher another sector where the
methodology cold be tested, validated and at the same time constitute an important

contribution to the sector, would be the creative agencies (advertising, design,
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communication, etc). Why not open the creative process of co-participation of

consumers?

1.2.1 From BRANDS(R)EVOLUTION to IDEAS(R)EVOLUTION

The initial stage of IDEAS(R)EVOLUTION methodology, was designated Brands[R]evolution and
aimed to develop a branding system supported in the organizational DNA. The DNA state differs from
companies’ mission and vision, because it must contain the essence (grass roots values) and must
involve all stakeholders and not just the internal public perspective. The consumer must perceive it as
well as the partners, suppliers and all parts interested must be involved with the products, the visual
identity, the packaging and communication (Mateus & Gomez, 2010).

The initial model was inspired on the new paradigms of management as a way to generate inside
companies a creative culture to be more competitive in the market and collaborative in its internal
organization (Mateus, 2005). The researcher developed a tool for the systemic search of “the next Big
Think”, adapted to teamwork for the solution of problems. Thus, this approach becomes a tangible style
of guided management for people acting on collaborative mindsets, preparing, motivating and adjusting
for creative work, team dynamics and collaborative creative processes (Mateus & Sousa, 2009).

This model also prepares the environment for a creative processes and work flow, based on Design
Thinking (Brown, 2008), so that the organization can be focused in the search of innovation. Brands (R)
evolution is must be suitable for all contexts in constant change as a source of value co-creation
considering all stakeholders (internal and external) processes and creative work, sharing experiences
and participating on the conception of the product/ service or in its communication (Leadbeater, 2006).

This model garanties that costumer participation with companies must happen in the beginning of
the creative process, creating the conditions for the generation of a tribe or innovation community.

The BRANDS(R)EVOLUTION model validated a set of tools and a modelization that work in “daily
pre-conditions”, acting on mental aspects as attitude, motivation, knowledge, creative techniques and
appealing to a ethnographic and participative base. In this way a creative culture could be generated
inside the organizational structure that in turn will generate the necessary dynamics and radical ideas for
its growth and sustainability. Creativity is therefore being recognized as key element for economic growth
and social transformation, as well as future global positing shaped by communities that lure creative
people by emphasizing the 3 T's: Technology, Talent and Tolerance (Florida, 2002). The spirit of
BRANDS(R)EVOLUTION was to put people and communities working together in creative environments.

It was conceived as a strategic model for brand building and for creative work development. Its
main objective was to create and maintain a cultural flow within the companies through a set of workshops
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to carry through an initial diagnosis, personalized conception of a training program, creative techniques
and processes training sessions, company implementation and conception of an auto-evaluation tool for

the application of the model.

BRANDS(R)EVOLUTION principles

Co-creation - This Methodology toke into account: (a) the internal universe of the organization,
meaning the collaborators from all different departments, and (b) the external universe, meaning the
stakeholders, the target customers, the partners, the opinion makers and the trend setters (see figure 2).

For a better brand creation, both universes representatives should be present in the creative processes:

Figure 2 - BRANDS(R)EVOLUTION Initial Principles
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Source: Mateus et al (2009)

The creative research for the brand building strategy, included an organizational creative
generation tool, internal culture guidelines for the innovation systemic source and four existing pre-models
of organizational structure (Mateus, 2005) for the BRANDS(R)EVOLUTION implementation (see figure
3). We proposed that creativity needed one of this four models to florish, meaning, to work in connected
networks, having a centralizaled hub to connect all creativity inputs, to work in a community vortex or

having a special dedicated group for creativity and innovation.
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Figure 3 - Pre-models of Organizational Structures

Network HUB Vortex Group of experts

Source: Mateus et al (2009)

Complementarily to have defined the types of space and the organizational design was essential
to understand what kind of collaborators profile of we needed in a working group focused on the creative
processes and innovation. We supported the model based on Kelly (2009) 10 faces of innovation (see

figure 4).

Figure 4 - Ten Faces of Innovation
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Source: Adapted from Kelley (2007)

The BRANDS(R)EVOLUTION model had also a tool of generation and management of the ideas
cycle in co-creation until its implementation in the Market, passing for the processes of filter and selection,
and a tool of generation and management of ideas (see figure 5). The Model preented 4 sequential stages:
(1) Co-creation — Open system to receive ideas from all stakeholders; (2) Sparkle — Ideas filter and
transformation into new ideas; (3) Incubation — transforming ideas in innovative insights for the brand and

(4) Do it — Creating the final brand strategies and systems to go to the market.
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Figure 5 - Ideas Cycle - Brands(r)evolution
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The brands(r)evolution model also tried to capted the individual motivational factors that allow the
stakeholders to express freely their ideas, experiences, stories, visions and context and during the group

dynamics workshops transform them into ideas themes and clusters (see figure 6).

Figure 6 - Motivational Factors
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This initial model approach, was the beginning of IDEAS(R)EVOLUTION methodology, and was
framed by seven sequential workshops:
» Evaluation - diagnosis phase;

» Creative Minds - creation of an environment of amusement and “playfulness;
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Creative Training - training of creative techniques;

Creative Branding - construction of the DNA and identity of the brand;

Creative emerges - phase of incubation with the application of the science and the
processes of design;

Creative culture - the implementation of the Creative Lab;

Creative Results - evaluation of results.

BRANDS(R)EVOLUTION was supported and focused on scientific research development,

knowledge transference, creativity processes, creative techniques and the science of design, applied in

organizational and business context

It was also an alternative to the traditional processes of brand building, bringing an innovative

process of participation of stakeholders to innovation and creative dynamics. The human element was

crucial to create brands with greater potential of being perceived and valued by its target audience and

due to the participative principle more efficient to build brand communities or brand fans networks.
The BRANDS(R)EVOLUTION was an organizational model for creative culture and a tool of

generation and management of the ideas cycle. It was conceived with two structuring principles (Mateus

etal, 2010):

“To bring all the people for the process and the creative work” within a participative
research and share methodology. Meaning to place the different interested actors and
agents to interact and to contribute with ideas, opinions, and experiences since the
beginning of the creative process until its participation in the filter processes and selection
of the ideas with innovative potential.

The capacity of ethnographic research as main source of information for the creativity

that contributes and interacts with information on the target audience.

In a first phase we develop the methodology Brands(R)evolution for application in three main areas
(Mateus et al, 2009):

The LAND(R)EVOLUTION - focused on research and creative processes in territorial
brands with a generation and management of the cycle for ideas. An organizational
model that was the base for application in lands, urban cities, regions, networks, that look
in the creativity the factors of innovation and development of its territories acting on the
people through its involvement of the alive forces in the creative processes, implementing
a creative systems, generate information and ideas with potential of application in
different functional areas, cultural, social.
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IDEAS(R)EVOLUTION - for organizations who believe that the ideas and the creativity,
when approached on a systemic form, force the change, development and differentiation.
The organizational model and management tool were thought to create a creative culture
within companies, in environmental terms with all collaborators allowing free space and
openness, with the objective to improve the offer through the capacity to innovate and
create value with the public and all the involved agents in its chain of value.

The AD(R)EVOLUTION - our aim was to democratize creativity. “The creative process
cannot be exclusive of Ad agencies but must be shared with brand owner, the agency
and its publics” (Mateus et al, 2009). The model also promotes the participation and
sharing with consumers, the generation and construction of the brand creative idea and
its plan of communication and promotion. It transfers a creative culture and management
tool for the ideas cycle, in co-creation of value with all involved and interested people.
Such way has impact on the capacity of information attainment, in the optimization of
resources and costs of the creativity, in the motivation and performance of the team

responsible for the communication of brands.

In 2009 the researcher took the decision to evolute the model from a brand strategy focus to a full

innovation model. The next step of IDEAS(R)EVOLUTION methodology was based, due to the constant

bibliographical review, in several concepts as: no Boundaries for Organizations, no Emotional

Boundaries, transdisciplinarity. This evolution was presented in several conferences where the author
scientific articles were published, such as CUMULUS Genk in 2010 (Mateus et al, 2010).
At is starting point, the IDEAS(R)EVOLUTION was a methodological approach that links creative

thinking and tools within organizational structures. Was a research project that integrates several

innovative and creative practices, breaks boundaries and contributes to more flexible and competitive

organizations.

The IDEAS(R)EVOLUTION methodology sustains the participation of those involved in the process

and helps promote the co-creation of value:

18

It proposes various company stakeholders - internal and external - involved in the
creative processes since the beginning, where they share the experiences and
participate in the product, service or communication design process.

On the emotional and tribal side approach argues that the managers, consumers,
employees, technical and commercial users” and partners’ should participate since the
beginning of the creative process, creating the necessary conditions for the generation

of a participatory community.
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» The ‘belonging feeling’ inspires members to become the main creative, innovative and
dynamic actors of the company, territory or institution, focused on the participation of all
stakeholders in ideas generation as well as transformation of all participants as co-

authors.

All the process started with an initial diagnosis internally and externally supported by an external
consultant free of preconceptions that may distort the process, using several techniques and design tools
applied, enabling to define strategies that will characterize the organization’s culture.

The diagnosis set the path to users by choosing consultants with the tools and techniques that can
be applied to process with a method like observation, ethnography, participatory invitation, the registration
of the project, among other must be applied consistently in order to build a creative environment that will

work as the project kick-off.

The IDEAS(R)EVOLUTION was structured according to four perspectives that define scientific
integrity and consistency as follows:

A- The Building Blocks - Minds Facto(R)y — The knowledge areas that lie behind the

methodology and underpin observation and research work. Should be put into action and defines

what type of action should be applied, for example, users (persons and/or organizations), individual

motivation, group dynamics, playfulness, organizational spaces (see figure 7). The Minds Facto(r)y

was conceived to define the who’s, the where’s and the what's regarding the preparation of the

innovation project.
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Figure 7 - Minds Facto(r)y
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B- The Process - Process Facto(R)y — The envisioning (in a divergence and convergence
sequence) of ideas and the process involves four steps: co-creation, sparkle, incubation and action
(see figure 8). Also this process blueprint defines the phases and sequence of work: Strating with
observation, research and participation, trought analysis, ideation and development and finishing

with experimentation strategy and implementation.

Figure 8 - Process Facto(r)y
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C- The Model — Action Facto(R)y — Consists in a set of workshops (Taylor Made according to the
diagnosis) that deal with the creative action. Divided into three sections: Preparation - motivational
skills; Ideation - versatility skills and Systematization - cognitive skills (see figure 9).

The Action Facto(R)y model was developed according with three sequential phases of creative
work:

Phase 1 — Preparation phase with sensorial and emotional exercises. The objective is to
motivate both, individually or in group, to take working groups out of their comfort zones,
trying to change the way they see, feel and act on "reality" (their changing cognition
perceptions and actions).

Phase 2 — Ideation with creative based exercises that deconstruct and reconstruct reality.
Consists in generation and exploitation of new ideas seeking for new thematic
connections, selection of results in a creative and innovative solution.

Phase 3 — Systematization pursuing for strategic organization. It puts the previous

process into operation where is required the financial integration of all aspects that
involve the central creative idea and innovation.

Figure 9 - Action Facto(r)y
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21

Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Conceigdo Mateus

D- The Tools - Creative Facto(R)y - provide sets of tools for the construction and systemization
of the methodology. These tools measure the implementation of the methodology both internal and
external aspects as well as the stakeholders’ emotional involvement throughout the process (see
figure 10).

In this stage IDEAS(R)EVOLUTION was able to delivered a creative culture in organizations and

people, culminating in the involvement of all stakeholders with four expected main results:

22

» Creative Company, aspiring build a creative culture and establish a creative space within
the organization, a room, a table, the external environment or even a virtual environment
where the creativity of stakeholders should be encouraged to emerge.

* Integrated Innovation, expecting to integrate the stakeholders’ through a proactive
participation, strategic and commercial decisions, involving them with the organization’s
emerging needs, as well as participating in the project.

» The Design and Value, which validates the project from a marketing-creative-action-
expectation.

» Brand DNA that internalizes organization’s emotional core concepts to be disseminated
and implemented in order to further integrate the stakeholders’ organizational procedures

and justify the application of a creative methodology in a corporate management process.
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Figure 10 - Creative Culture

IDEAS[I?]EV(]I.UTI()N;

-CREATIVE CULTURE

IDEATION
E‘;‘f”;‘ﬁg}.‘gﬂ Organizational
Pmotions Learninﬂ

Senses Left & Rig
Enviroment
Perception .
Cognition Group Dynamics
Attitude Collaboration
Share Ideas

Creative

Culture

QLTI INEL o

SYSTHEMATIZATION

A

Organization

Conceptualization
Integration
Planning

Source: Authors

Source: Mateus et al (2010)

At this point, the Action Facto(R)y model was built which is practice-oriented to action. It allows to
innovate when looking up for new solutions and strong ideas for organizations with the objective of
achieving an integrated innovation through a strong, creative and unique concept, that is generated
through the full creative process and sequential components of the workshops.

In order to accomplish such outcomes, the following creative tools were developed for the model:

» Creative Minds: individual motivation, group motivation, change perceptions, change in
cognition, exploring the senses, OpenMinds, a world view and role of each change in
(R)CREATIVE evolution. There were five main tools as: Playfulness, unlocking the desire
to play and imagine; “Physical touch”, contacting with others and changing of
perceptions; “Touch Clay” and “No-Vision” drawing exercises focused on the changing
perception of reality through the introduction of other senses; “Never ending Group Story”
with exercises to change the cognitive mindset of the group, “MindStorm” and ‘Why not?’
exercises that challenge attitudes and creativity barriers.

» Creative Training: that prepares the transition to Ideation, seeing beyond our reality (us

and the organization, introducing new themes and trends in order to reconstruct and
23
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generate ideas and concepts according with different realities). There were four main
tools: (R)Storming, brainstorming with images as well as ‘see’ beyond reality: (R)oots
Mapping, mapping to explore keywords; Moods (R)evolution to feel our target “under our
Skin” and Visual (R)evolution to explore Ideas.

Creative Storm: Request connections; explore ideas; select ideas with potential to find
the main creative idea with main tools: (R)e_Build, (R)e_Organize, (R)e_Connection,
(R)e_Selecting for group collaboration to experiment, to filter and to select ideas.
Creative Strategy: It also explores the creative idea of an overarching vision to transform
into a strategy with tree main tools: Innovation Mapping to Explore the Main Idea into
integrated innovation; IN&OUT Vision to Explore the main idea into Business
development and Brand Tree to explore the main Brand strategy.

Creative Planning: Seeks to define a creative, functional and emotional brand based
building tactics that support innovation, turning a brand into a Brand/Remarkable Idea
with two main tools: Left & Right Branding (see figure 11) developing the overall Brand

Plan and energy network to develop the brand management Tool.
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Figure 11 - Left & Right Branding
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With the first pilot experiences of methodology implementation it was proved that people react
positively when participating in the creative and innovative processes, and that with correct emotional and
motivational drivers people change their behaviour in spite of the “barriers to change” and like to get
involved. Transdisciplinarity and the “no boundaries” approach can effectively support the organization’s
focus on innovation.

This effect is enhanced by involving, both consumers and other stakeholders in the process from
the outside of the organization. The creative and design thinking techniques are an important factor in
surpassing the steps that arise in the problem-solving process as well as in selecting and filtering ideas
in the final concept and systematization, strategic planning and the involvement of all functional areas.

The implementation and continuity of these processes may enhance the development of a creative
culture focused on management, communication and formal creation, as we can see in the following

figure 12. This blueprint and overview were the initial pre-model for the research of this thesis.
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Figure 12 - Methodology Overview
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1.3 Research methods

The research methods for this research are: (a) empirical studys and (b) experimental design.

1.3.1 Empirical study

The thesis was developed, initially, according to an Inductive-Empirical research study frame
(Campbell & Stanley, 1963), through an experimental research design and a mixed of method research
strategy, such as qualitative research, action research and model building methods. At the point when
the object of study belongs to empiria, the substantial world of individuals, objects and occasions, the
study is called "factual" or "empirical" as a difference to formal sciences like math and rational, which have
no relationship to empirical (Routio, 2007). Empirical research methods are a class of exploration
strategies in which exact perceptions or information are gathered keeping in mind the end goal to answer
specific exploration question (Moody, 2002).

The empirical research as executed in this study is tied down in the behavioral sciences. The
empirical methodology is clarified by examining two important methodological models, viz, the regulative
cycle (van Strien, 1984) and the empirical cycle (de Groot, 1961). It includes pondering the estimation of
26
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logical proclamations from one perspective and giving more viable rules to researchers. The previous
concerns essential the method for thinking that identifies with the more philosophical parts of the
procedure (Hofstede, 1980; de Groot, 1961; Koningsveld, 1976; Lakatos, 1970; Popper, 1959; van Strien,
1984). The last concerns the functional guidelines that deal with routines and procedures that are
important to sort out exploration effectively and successfully (Meerling, 1980; Neale & Liebert, 1980; van
der Zwaan, 1990).

According to Groot (1961) Inductive-observational exploration applies the experimental cycle in a
strict sense after the necessities of the exploratory strategy in five stages:

» Observation: The gathering and management of observational truths; shaping
hypothesis.

* Induction: Preparing a theory.

» Deduction: Deducting outcomes of hypothesis as testable forecasts.

» Testing: Testing the theory with the new exact material.

 Evaluation: Evaluating the conclusion of testing.

The empirical cycle aims at creating theories inside a predominant ideal model. A hypothesis
alludes to an assortment of learning comprising of a specific number of rational principles. A hypothesis
is utilized for forecast and clarification of the connections among variables. It is achieved by testing
theories with exact information to achieve general explanations.

The final trademark aspect of the empirical cycle is that the specialist is an observer who is not a
part of the issue being examined by method for individual association. This infers that there is a
detachment between the scientist and the exploration object. The empirical cycle would not appear
workable for different sorts of exploration. Troubles may emerge when the issue being examined is
installed in a regular setting. This is the situation for this study. Regularly, such an issue does not fit in
with the inflexibility of the examination model. In spite of striving to take after the cycle as strict as could
be expected under the circumstances, the specialist needs to make a few concessions in the utilization
of it. Sudden things may happen in light of which a strict control on gathering information can't be kept up
or as a result of which an individual can't invest as much time joining in the examination. Also, the point
of the examination could be that an issue needs to be illuminated by producing a concrete result. In
practice numerous issues exist, which need to be fathomed by a sensible outline; for instance, a choice
help supportive network needs to be intended to help an organizer, or a system for hierarchical judgments
needs to be produced to help a director. Commonly the aftereffect of such research is that some
intercession in practice will happen. The exact cycle does not manage this viewpoint.

Van Strien (1984) created the regulative cycle, which goes for interceding into practice by making
an arrangement in which the center is on tackling an individual issue specifically circumstances. There
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will be an acceptable customer association which has an issue and which is included throughout the entire
cycle. This implies also that the analyst is likewise included with the issue circumstance. The issue
circumstance and the exploration are affected by one another. The improvement arrangement is
frequently suitable for that particular circumstance. In this appreciation the regulative cycle does not go
for general explanations or at creating speculations. The vital foundation is the sufficiency of the result.
How the regulative cycle is regulating as in the improvement of a configuration or arrangement is guided
by a target determined from the issue under thought. Next, the created arrangement works as the
standard for taking care of the issue. This regularizing character is incorporated in each one stage in light
of the fact that there is an issue which needs to be understood to make better conditions. For instance,
the critical thinking is steered by an association model. The regulative cycle could in this manner be helpful
for outline arranged examination. The stringency of the experimental prerequisites as in the exact cycle
could scarcely be met due to the promptly dynamic character of the regulative cycle. This implies that the
circumstance being contemplated is consistently included in the examination process. The scientist can't
simply venture out of the circumstances, it could be probably protected that a hypothesis around an outline
for tackling an issue has been produced. Additionally, the decisions made in the improvement of the
configuration are advocated by rules and arguments.

It ought to be perceived that these two models lie at both ends of a continuum. In spite of the fact
that these two models are, for the most part, independently connected in exploration, van Strien (1984)
and de Groot (1961) both show a relationship between the two separate models: a hypothesis as an after
effect of the empiric cycle could be prepared in periods of the regulative cycle in order to act viably. In this
sense these two cycles profit from one another. In addition, hypothetical bits of knowledge are converted
into viable convenience, and input from the design in practice animates a superior understanding of
theories. Besides having the capacity to utilize the after effects of each one cycle inside the other cycle,
it would additionally be conceivable to coordinate (stages from) the exact and regulative cycle inside one
examination venture. This could be attained, for example, by performing the perception and affectation
stages and immediately establishing design guidelines for decision help. This alludes to the arranging
stage. The perception and initiation stages go about as alternatives for the issue and analysis stages.
This study utilizes comparable stages from the two cycles.

Empirical research, in general starts, with a priori theory, in the present case it is the existing design
thinking for innovative approaches. The researcher, developed a new conceptual model frame,
IDEAS(R)EVOLUTION, which was based on: (a) the existing theory emerged from the initial extensive
bibliographic review; (b) on the conceptual model developed on the researcher master thesis M&DR -
Marketing and Design for radical innovation business oriented businesses. The reason for this study is to
examine the theory and potentially improve it. In this specific case, this exploration as led to create a
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hypothesis (the grounded hypothesis approach), predominantly through IDEAS(R)EVOLUTION

methodology investigative approval.

According to Routio (2007), categories of the procedures in the empirical study of human artifacts

and activities on the premise of the probable outcomes from the study:

Descriptive (or "disinterested") approach which points basically at collecting information
(i.e. explanations and descriptions) about the object of study, yet does not wish to alter
the subject. The target is to discover how things are, or how they have been. The
venture might likewise incorporate social event sentiments about the attractive quality
of the current situation with things, but it does exclude arranging any negative
outcomes.

Normative approach tries to describe how things ought to be, which implies that it will
be important to describe additionally the subjective perspective that should be utilized.
The project entails defining or arranging upgrades to the object of study or to later
analogous objects, however it does exclude completing the arrangements in practice.
This methodology has at times been called "applied research" however this group does
not get its force and it won't be utilized in the following.

Development projects aim at enhancing the object of study or later comparable objects.
Other than completing the commonsense operations, the plan incorporates the
arranging and the exploration that is required to give a premise for the plans. This, on
the other hand, is very much alike to other regulating examination, and consequently
the systems for improvement are in the following, discussed together with other

normative research.

Likewise, empirical studies need to be arranged based on the assumed degree of universality of

the study’s result. This choice must be considered when deciding the degree of the study, i.e. how much

material has to be collected, and this impacts the determination of dissection strategy. Two important

choices in this regard are (Routio, 2007):

Intensive study seeks facts that concern particular cases, for example, particular models
of products or their named originators. This kind of facts is once in a while called
"idiographic" information. In the event of normative study, the target will be to evacuate
a particular reasonable issue or to improvise the same object that was being assimilated
(or other comparable items). Due to the limited number of items, it is conceivable to study

them completely in their authentic ambiances with all their pertinent properties and
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connections (i.e. the study is comprehensive), hence accomplishing a profound
understanding of their position and importance in the social and social connection.

» Extensive study looks for knowledge which is basic to all or the vast majority of the
objects in the class and maybe somewhere else, too, in other words, generally valid or
"nomothetic" learning. If the objective is normative, it will mean enhancing the whole class
of objects. The amount of items in the study will generally be extraordinary, and it will be
important to limit the measure of data and forsake the objective of comprehensive study.
The specialist is constrained to select record and investigate just those qualities of the

questions that he judges as critical and intriguing in his project.

At the point of joining the two categories, the present study speaks to an intensive normative style
of study. In the intensive normative study, when trying to enhance an item or a state of things, it is
frequently conceivable that some of those individuals take part in the venture whose assessments or
interests might control the arrangement of the normative proposals (Bryman, 2012):

 Participatory approach where, at any rate, a percentage of the clients of the results take
part personally.

 Participatory normative study. A dependable system for forming recommendations for
enhancing a state of things is the support of the individuals whose lives will be influenced
by the suggestions when completed.

Notwithstanding, all the time it would be troublesome or difficult to arrange in practice the
contribution of all these individuals.

Presently, most of the correlated groups of interest were being represented in the meetings and
workshops of these projects.

As a point of departure can frequently be taken either the current disservice or a perfect state of
things which maybe is in itself unattainable, and on the premise of one or both of these the gatherings
can concur about the proposal. In the best case further studies won't be required whatsoever.

Participation typically brings with it differentiating assumptions, it is very typical that contradiction
propels re-trying a piece of the work and coming back to a prior phase of the procedure. In the event that
there are a lot of people such regressive furnishes a proportional payback starts to look like more a ring
than a direct progression of choices (Saunders et al., 2012). To be sure, a spiral as spoken to is extremely
run of the mill model of development project.

Following are the ordinary stages in the iterative "spiral of development":

» Evaluative representation of the starting state (maybe including its prior development)
and characterizing the requirement for changes.
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» Analysis of connections and potential outcomes to change things.
»  Synthesis: suggestion for development (and it's trying, in a project of development).

 Evaluation of the suggestion or of the test.

1.3.2 Experimental Design

Experimental Design is normally perceived as the most ideal strategy for reaching causal results
about instructional interventions, for instance, which instructional technique is best for which sort of
circumstance under which conditions (Campbell & Stanley, 1963). As per Gay (1992) the test system is
the main strategy for research that can really test theories concerning circumstances and end results
connections.

According to Campbell and Stanley (1966), traditionally tree necessary conditions are accepted to
validate to affirm the direction of causality from A to B:

* Temporal advance,
» Covariance,
» Absence of plausible alternative explanations.

This last point is particularly concerning the types of conditions of validity of the trial, which
constitutes the subject of more systematic elaboration by the authors. This proposes a distinction between
internal validity and construct validity. Construct validity of which is challenged is a proper signification
attributed to independent and dependent variables, i.e., disputes the model, the construct, suggesting an
alternative interpretation of the manipulated variables. Thus, adequate experience involves:

» That the antecedents are clear temporal,

» That there is a statistically significant co - variation between cause and effect,

» There are no variables that the 3rd can give an alternative explanation for the cause-
effect relationship,

« That there are no alternative hypotheses about the constructs used.

Experimental investigations could be directed on individuals or many people; hence, the structure
of the outline changes as gathering test plan, or single-subject exploratory configuration (Sekaran, 2013).
Group experimental plans might be of diverse structures if there is one autonomous variable that could
be controlled, and afterward a solitary variable configuration is utilized. These studies are grouped under
three fundamental headings relying upon the level of control kept up on different variables:

» Pre-experimental designs (low level of control): One specific group plans and outlines
that compare previous gatherings;
* Quasi-experimental designs (medium level of control): Experiments that have treatments,

conclusive measures, and test conditions, yet that doesn't utilize arbitrary choice;
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» True experimental designs (high level of control): Experiments that have treatments,
result measures, and exploratory conditions and use arbitrary choice. This is the
strongest situated of outlines regarding inside and outside legitimacy.

Regarding the present research study, the researcher define two stages:

» To run four pre-experimental cases: Alvito, Santa Casa, Oeste Activo and Caldas da
Rainha.

» The final validation case EDP — User Centered Innovation Program, executed by a quasi-

experimental method because the test groups were controlled pre-post hoc.

Regarding the method called quasi-experiment, the main elements of a design are: non-equivalent

group and interrupted time series (Shadish et al 2002):

A. The Elements of Design
Quasi-experiments might be reinforced by including astutely picked design elements that lessen
the number and possibility of inner legitimacy dangers (Shadish, Cook and Campbell, 2002).
* Inquasi-experiment five different elements could be used for assignment. Here, we focus
on some nonrandom elements. For example:
» The element of masking suggests blinding researchers or other staff with the members.
It keeps two inclinations: 1) investigator and member reactivity to information of the
condition to which the member has been allotted and 2) endeavors by those included in
work to impact results from the condition to which a member is doled out.
» Researchers expect that by controlling the nature and scheduling of measurements in a
study they can improve the causal inference. Shadish, Cook and Campbell (2002)

emphasize the post-test observations and pre-test observations.

In quasi-experiments the Comparison groups of non-equivalent groups are deliberately decided to
have a most extreme pretest aggregate on whatever number watched attributes as could be expected
under the circumstances or on some specific gimmick that the researcher accepts will be a specific

notable risk to legitimacy.

B. The non-equivalent group design
This design is most repeatedly utilized within social research (Shadish et al, 2002). Researchers

who utilize this technique attempt to select gatherings that are as comparable as would be prudent so
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they can hope to measure up the information gathering with the correlation bunch. Next, we specify the
five most regular conclusion designs that are seen with the pretest-post test comparison group:

* both teams or groups develops separately in the same course;

* unchanged control bunch;

» early pre-test contrasts supporting the aggregate that lessens about whether;

» preliminary pretest contrasts supporting the control amass that decreases about whether;

« outcomes that traverse toward connections.

C. Interrupted time series design
The interfered with time arrangement outline speaks to a valuable semi exploratory option to
randomized outlines when the last are not possible and when a period arrangement might be discovered
(Shadish et al, 2002). A few dangers to legitimacy utilizing this system are:
» the possibility that forces other than the subject under investigation influenced the
dependent variable at the same time at which the intervention was introduced,;
» the instrumentation such as changes in administrative procedures and,;
» the selection in the case the composition of the experiment group changes abruptly at
the time of the intervention.
In the final EDP-user centered innovation program case study, the research adapted an non-
equivalent group design. It was structured in a way that required a treatment group and an untreated

comparison group with both protest and post-test data gathered in the same units (Mateus et all, 2013).

1.4 Research Design

1.4.1 Initial research approach

We defined an initial research strategy, since the research design is experimental, that the pre-
experimental cases implementation along with the continuous bibliographic review procedures, introduces
new research questions but also new research techniques and methods that will need to be incorporated
on the overall research strategy, for the reason that the existing research is developed under working
research strategy methods (WRS). The researcher selected the following initial research mixed of

methods: qualitative research, action research and model building.
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A. Qualitative Research

The researcher inferred that a qualitative research methodology leaning towards revelation,

depiction, and all-encompassing understanding of courses of action and exercises was a suitable point

of departure, principally:

34

Research enables a holistic perspective: Qualitative research expects that an entire
marvel is under study and that a complex framework can't be seriously decreased to a
few variables and straight causal connections. Patton states, “The advantages of
qualitative portrayals of holistic settings and impacts is that greater attention can be given
to nuance, setting, interdependencies, complexities, idiosyncrasies, and context” (Patton,
1990).

Research incorporates an emergent design: The study outline cannot be totally defined
ahead of time of the hands on work. Comprehension creates and advances through the
examination process and every information accumulation and dissection movement
advise resulting information gathering and investigation exercises.

Research is descriptive: Qualitative research focuses on describing and understanding
a phenomenon. Description includes a detailed account of the context, the activities, the
participants, and the processes.

Research is primarily concerned with process rather than outcomes or products:
Qualitative research focuses on processes and is interested in understanding and
describing dynamic and complex processes.

Research involves fieldwork: Fieldwork implies that the researcher has direct and
personal contact with the people involved in a phenomenon and in the natural setting of
the phenomenon. The researcher conducted several fieldworks with different participants
and stakeholders to understand the phenomenon in its natural setting.

Research uses the researcher as the primary instrument for data collection and analysis:
Qualitative research assumes that data are mediated directly by the researcher rather
than through questionnaires, surveys, or other data collection instruments.

Research is interested in how people make sense of their lives, how they interpret
experiences, and how they structure their social world: Standards development is a
social process in which a variety of stakeholders come together to agree on one or more
ways of doing something. A qualitative approach assumes that each stakeholder brings
various interpretations and values to the process. This study directed attention to the

individual and their perceptions, values, and interpretations.
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Linking the assumptions to the specific character of the research demonstrates that a qualitative
research approach was appropriate for this study:

» Aholistic orientation to address the complex of activities, entities, processes, and forces,
and their interrelationships,

» A flexible research design to allow the researcher to pursue new directions in data
collection as understanding developed during the research,

* An orientation towards detailed description that addresses both the context and
development,

» Afocus on the participants and the process through fieldwork activities,

» Aninductive process that identifies and characterizes categories and patterns in the data

and grounds the findings in the data.

B. Action research

Despite the clouded origins of action research, Kurt Lewin, in the mid 1940s constructed a theory
of action research, which described action research as "proceeding in a spiral of steps, each of which is
composed of planning, action and the evaluation of the result of action" (Kemmis and McTaggart, 1991).
Lewin argued that in order to "understand and change certain social practices, social scientists have to
include practitioners from the real social world in all phases of inquiry" (McKernan, 1991). This
construction of action research theory by Lewin made action research a method of acceptable inquiry
(McKernan, 1991).

As stated, Kurt Lewin is regarded as the founder of Action Research, coining the term in 1944 and
developing the central process that forms the methodological foundation of the majority of Action
Research approaches today. Other prominent theorists that have contributed significantly to the
development of Action Research approaches include Paolo Freire and Robert Chambers (Popplewell et
all, 2012)

John Elliott, Stephen Kemmis, Clem Adelman and others, were very important to define action
research main concepts, but Jack Whitehead research group gave an interpretive meaning to action
research creating new variations like, self-study action research, first-person action research, living theory

action research, or just plain action research (McNiff, J. & Whitehead, J., 2011).

What makes action research distinctive is that the practitioners research have their own practices,
that are different from of social science the traditional forms, where a professional researcher does

research on practitioners, being themselves a part of the context and asking if the work is on the right
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way, if it need a necessary improvement, if it's already satisfactory to make a evolution and produce
evidences. (see figure 13) (McNiff, J. & Whitehead, J., 2011).

Figure 13 - An action-reflection cycle

Move in new
directions

observe

modify reflect

evaluate act

\ N

Source — McNiff, J. & Whitehead, J. (2011)

In action research studies, also referred to as community based research, participatory action
research, or collaborative inquiry, research is not done on or with participants; research is designed,
carried out, and integrated by the participants in partnership with the researchers. Based in emancipatory
social theory and designed to democratize the research process, action research is an iterative process
in which researchers and practitioners act together in the context of an identified problem to discover and
effect positive change within a mutually acceptable ethical framework (Lingard et al, 2008).

In the different points of view about action research, there is a common agreement that (McNiff, J.
& Whitehead, J., 2011):

» Action: taking action to improve practice, and...
» Research: finding things out and coming to new understanding, that is, creating new
knowledge. In action research the knowledge is about how and why improvement has

happened.

The key features of action research include:
* its collaborative nature,
* its egalitarian approach to power and education in the research process, and

* its emphasis on taking action on an issue.
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The extensive collaboration between researchers and partners in action research must extend
across each stage of research, from identifying the problem to disseminating the results. This
collaboration entails shared control of the agenda and also involves reciprocal education to improve
researchers’ and research partners’ understanding of one another’s positions and contributions (Lingard
et al, 2008). Finally, the study must blend scientific inquiry with social action by creating knowledge that

is relevant to the research partners’ needs and interests.

The purpose of action research is (McNiff, J. & Whitehead, J., 2011):
» to generate new knowledge,

» feeds into new theory.

It is also important to state that, like all kind of research, action research, share common features

that enforces what is research (McNiff, J. & Whitehead, J., 2011):

* Identify a research issue,

* Identify research aims,

» Draw up a research design (plan),

» Gather data,

» Establish criteria and standards of judgment,

» Generate evidence from the data,

» Make a claim to knowledge,

»  Submit the claim to critiques,

» Explain the significance of the work,

» Disseminate the findings,

» Link new knowledge with existing knowledge.

For Reason and Bradbury (2006), there are five questions about the validity and quality of action
research practice (see figure 14), once that this model is seen as an emergent, evolutionary and
educational process of engaging with self, persons and communities which needs to be sustained for a
significant period of time. And for that, the authors make pragmatic questions of outcomes and practice:

» What are the outcomes of the research?
* Does it work?
»  What are the processes of inquiry?

» Are they authentic/life enhancing?
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»  Our reflection on ways of knowing encourage us to ask what dimensions of an extended

epistemology are emphasized in the inquiry and whether this is appropriate?

Figure 14 - five questions about validity and quality of the process.

Questions
about
significance

Source — Reason and Bradbury (2006)

Action Research approaches are participatory; they involve a collective process of knowledge
generation and ultimately aim to democratise this process. Reason and Bradbury (2006) describe Action
Research as: (...) “A participatory, democratic process concerned with developing practical knowing in
pursuit of worthwhile human purposes... It seeks to bring together action and reflection, theory and
practice, in participation with others, in the pursuit of practical solutions to issues of pressing concern to

people and more generally the flourishing of individual persons and their communities” (...).

Despite the tenuous lines to defining the Participatory Action Research (PAR) from the conventional
Action Research, the majority of the projects are (Mclntyre, 2008):

a) acollective commitment to investigate an issue or problem,

b) a desire to engage in self-and collective reflection to gain clarity about the issue under
investigation,

c) ajoint decision to engage in individual and/or collective action that leads to a useful solution that
benefits the people involved, and

d) the building of alliances between researchers and participants in the planning, implementation,

and dissemination of the research process.

38

Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Conceigdo Mateus

“‘As participants engage in PAR, they simultaneously address integral aspects of the research
process — for example, the question of who benefits from a PAR project; what constitutes data; how will
decision making be implemented; and how, and to whom, will the information generated within the PAR

project be disseminated?” (Mclntyre, 2008, p.1)

But the processes are identical, since the participatory factor is itself intrinsic to the process.

C. Model Building

The third feature of the exploration procedure was that of model building.

A model is an “explicit interpretation of one’s understanding of a situation, or merely of one’s ideas
about that situation” and a “description of entities and the relationships between them” (Wilson, 1984).

The model gave a sharpening schema to approaching the subject of guidelines improvement. It
didn't drive the information accumulation as in customary hypothetic-deductive examination. Rather, the
model sorted out ideas, for example, inputs, yields, forms, data input, limits, and environment that the
specialist investigated in a roundabout way in information accumulation.

The model arranged the researcher, in the start, towards incorporation and openness to uncovering
what information to gather as opposed to setting out cutoff points and prohibitions on what to go to or
gather.

On the other hand, Patton (1990) focuses on that the researcher “does not enter the field with a
completely blank slate” and that “some way of organizing the complexity of reality is necessary.” He
suggests that sensitizing concepts serve such a purpose by providing a “basic framework highlighting the
importance of certain kinds of events, activities, and behaviors” (Patton, 1990).

Wilson (1984) recommends that a model may be illustrative or prescriptive, “but above all, it must
be useful”.

For this study, the modified last model introduced in the conclusion of thesis is a further step
towards picking up a comprehension in understanding the Design thinking for development improvement.
The model is grounded in the study's information and enhances the enlightening power the descriptive
model. While keeping inside a system- theoretic model, the changed model augments the force of a
frameworks by bookkeeping adroitly, for the evolutionary mode of IDEAS(R)EVOLUTION development
itself. All through this study (see figure 15), the objectives of investigation and portrayal outweighed

generalizability, model testing and consistency.
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Figure 15- Initial Research Strategy

EMPIRICAL INTENSIVE Participatory
STUDY NORMATIVE normative study
STUDY
EXPERIMENTAL HOLISTIC Pre-experimental
DESIGN PERSPECTIVE Quasi-experimental
QUALITATIVE HOLISTIC Interested groups
RESEARCH PERSPECTIVE Ethnography, Observation

Interviews, Participative research
Action research, Learning communities
Observers

ACTION SELF-COLLECTIVE  Collaborative
RESEARCH ENGAGING Participatory
MODEL OPENESS Prescriptive

BUILDING DISCOVERING

Source - the author

14.2 Detailed Research Design

Initially research questions where formulated (RQi - initial research questions). To be empirically
tested, the research questions needed to be transformed into a theoretical model -
IDEAS(R)EVOLUTION, consisting of theoretical constructs (latent variables), causal relationships and
measures (observed variables). The initial theoretical conceptual model was generally developed based
on analysis of the reviewed literature. The theoretical model forms the basis both for collecting and
analyzing data, and it was modified according to the results of the field case studies research projects
(RQw - working research questions). During the implementation of the five pre-experimental cases,
several working questions aroused (WRQ — Working research questions) from witch a new bibliographic
review focus was conducted. The new state of the art knowledge was then incorporated com the
evolutionary methodology in one of the important operational models, on the processes or on a new tool
were developed and then tested on the sequential cases on the research design.

The researcher developed the following overall study design, activities, and the extent of data
resulting from this approach. The study design reflects the logical flow from the preliminary activities that
initiated the study and the development of the preliminary conceptual model through the data collection
and analysis, the refinement of the conceptual model, and the articulation of a set of working questions
(see figure 16).

» Preliminary activities—To justify and initiate the study, the researcher:
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o Conducted an extensive literature review of writings on standards development,
previous research on standards development, theoretical frameworks and models
appropriate to the research. The review corroborated the need for this research and
provided support for the preliminary conceptual model,

o Conducted a series of preliminary interviews with experts in the standards arena that
confirmed the need for research on this topic and assisted the researcher in
identifying an initial list of issues related to standards development,

o Incorporated the researcher's knowledge and assumptions about standards
development (based on his previous involvement in design thinking for innovation
standards development activities) into the study design and the preliminary
conceptual model.

» Development of preliminary conceptual model—The researcher proposed a preliminary
conceptual model based on a review of the literature and the researcher’s experiential
knowledge to serve as a guiding framework for the research.

» Implemented a series of fieldwork four sequential cases applications of the preliminary
conceptual model:

o Findings: the researcher entailed about discoveries on each in two different
deliverables: (a) an scientific based article distributed in a few distinctive gatherings;
(b) the fundamental discoveries were joined in the careful investigations discoveries
report in the present research thesis.

o Working Research Questions (WRQ): The research endeavor discovering brought
new and more particular research addresses that required to be tended to as another
concentrate on the consistent bibliographic review.

o Revise and enhance the conceptual model. On the basis of the findings from the data
analysis, the researcher revised the preliminary conceptual model to represent the
development of IDEAS(R)EVOLUTION. Also, these inputs allow now setting for the
continuous bibliographic review.

o Derive working questions outputs: On the basis of the experimental data of
IDEAS(R)EVOLUTION and the revise bibliographic review, the researcher identified
a set of working questions (WRQ) These statements, based on study findings,
propose relationships between activities, entities, forces, operational models and
processes involved IDEAS(R)EVOLUTION development to be tested in subsequent

research.
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o Member checks: The researcher engaged participants and experts in
IDEAS(R)EVOLUTION cases and other organizations project responsible to respond
to and comment on data and findings to their accuracy and credibility.

o Final report: The researcher compiled the results of all study activities into a specific
developed document called BMIS (Brand, Marketing and Innovation Strategy).

Define a final conceptual model to be tested in a final fieldwork implementation case —

EDP User centered innovation program:

o After the final revise on IDEAS(R)EVOLUTION preliminary conceptual model,
adapted the new inputs and insights from de four pre-experimental cases, a version
full version on the conceptual model was develop to be test trough the
implementation on the full process on a EDP (national energy company).

o The implementation was divided in tree main phases:

Co-creation: From internal diagnostics to final stakeholders ideas for new product,

services or communication insights.

Validation and prototyping: From internal validation, consensus and ranking of the

stakeholders ideas to the development of physical and technological prototypes.

Living lab: The prototypes were tested on real-life context with a tree groups design

experiment research to obtain feedback of the stakeholders ideas for innovation.

Data collection, data reduction, and data analysis: The researcher collected data

sufficient to address the study’s initial research questions. Also the incorporated working

research questions were tested. Using multiple methods of data collection and multiple
sources of evidence validated both. Collection and analysis was an iterative process.

The researcher coded the information as a technique for information lessening.

Combination of the information included thinking about and checking information from

different sources.

Final report: The EDP case ended with the delivery of a complete final report were all

process, all stages and all findings and final results were publish and publicly presented

to ERSE (Entidade reguladora dos servigos de energia) and disseminated to all energy
service providers in Portugal. Also were presented to S3C, a European financed

research project in which the researcher is integrated as Advisory board expert member.
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1.5 Techniques for Conducting the Data Gathering

Marshall and Rossman (2006) explained that the different techniques for gathering the data have
different strengths and weaknesses. For instance, some techniques such as interviews and observation
facilitate the analysis, validity checks and triangulation whereas others, such as internet and life stories
imply more difficulty. We used the two types of techniques: (a) Observation and (b) communication.

The research used several different forms of collecting onformation under each of the two

techniques:

A. Observation

Two types of observation techniques are described in the literature. These are pure observation of
objects and participant observation. The former aims to discover complex interactions in natural social
settings by systematically recording and noting different events, behaviors and artifacts (Marshall and
Rossman, 2006). Researchers who use this technique enter the field without a previous determination of
possible categories to observe. Then, once these are identified and described researchers begin to focus
on certain specific themes that might explain behaviors and relationships over a long time or in a variety
of settings. The principle objective of this system is to gather point-by-point, nonjudgmental and cement
portrayal of what has been watched. The later, requests specifically inclusion of researchers in the social
world. This procedure proposes researchers to emerge, for a particular time of time, in the settings to start

to tune in, to see and to encounter as members do.

» Observers

Surveillance of the task or mission performance

This technique is used to understand the actual performance of the task. Each stakeholder is
observed when the stakeholder is performing the required task. In the meantime, the “observed” is asked
to verbally process keeping in mind the end goal to uncover his or her thinking courses of action. If
necessary, addresses about the execution of the errand are asked. The point of interest is that a
reasonable understanding into the particular issues of the subject is procured along these lines. There
are two confinements to utilizing the perception of the undertaking execution: Firstly, an exact examination
among the distinctive stakeholders it is hard to be made in view of the contrasts between them.
Furthermore, watching the assignment execution gives a constrained knowledge into the cognitive

courses of action.

44

Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Conceigdo Mateus

B. Communications

Interviews allow researchers to acquire data that can't be straightforwardly watched. Case in point,
qualitative questioning starts with the supposition that the viewpoint of others is significant,
comprehensible, and ready to be made unequivocal (Patton, 2002). Furthermore, Daniels and Cannice
(2001) indicate that the interview is an advantageous technique because it allows researchers: 1) to
conduct an exploratory study where little or no pre-existing theories have been explained; 2) to collect
rich and in-depth information when the population of responders is small and finally 3) to develop a deeper
rapport with informants that in creases the accuracy of responses. Additionally, Marshall and Rossman
(2006) suggest interviews for gathering qualitative data because it facilitates data quantity quickly in the
case that more than one person participates, allows researchers for an immediate follow-up, and
clarification and finally, in case that it is combined with other methods such as observation it allows

researchers to understand the meanings that interviewees give to their everyday activities.

» The focus group interviewing
This method consists of interviewing six to eight people at the same time for around two hours and
it usually does not contain more than ten questions (Patton, 2002). This type of interviewing has the
principal characteristic that collects the perception of people, which is in turn influenced by the view of
others in the same group. This method has the following benefits: it is efficient for collecting data from a
wide range of people simultaneously; the interaction of the group sheds light on important issues and

topics in the organization, program which in turn may show the shared view of the participants.

 Informal conversation interviewing

This type of interview has the characteristic of being the most open-ended where questions arise
as the interview unfolds. This technique normally is beneficial when researchers have access to data
more than once and can stay in the field for a particular period of time. The qualities of this procedure are:
that permit researchers to respond to startling progressions, inquiries could be redone to every
interviewee and to utilize circumstances for prompt solidness. However, this technique requires a long
period of time for collecting systematic information from various interviewees and the collected data is
more difficult to analyze. So, it depends on the skills of researchers for adapting to different situations and

conversations.

» Standardized open-ended interviewing
The open-ended interview is a useful techniqgue when researchers have limited access to
interviewees or the time is limited. Additionally, in this type of interviewing researchers have to carefully
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consider the wording and the sequence of each question which in the evaluation phase: 1) will allow the
use of the same analysis instruments 2) will minimize the variation of responses among interviewers and

3) will maximize the use of the time during the interview.

» Closed or Survey interviews
In the closed fixed or survey interviews both questions and response categories are determined in
advance. In general this type of interview aims to ask a wide range of questions in a short period of time.
It has the principal disadvantage that interviewees have to adapt their responses to the ones proposed

by the interviewer.

»  Guide-approach interviewing
In this type of interview researchers determine in advance the topics and subjects that are to be
explored during the interviews. This technique has two main advantages: first it allows researchers to
establish an interview without moving away to the particular subject area. Second, it delimits the areas in
advance where researchers are able to conduct interviews across a larger number of people in a more

systematic and comprehensive way than with the informal conversation type.

»  Thinking aloud protocols

“Thinking aloud” is a helpful method for investigating the cognitive courses of action underlying the
assignment execution of a master or tenderfoot (Breuker, Elshout & van Someren, 1986); subsequently,
the reasoning distinctly convention has been a by and large acknowledged strategy in research on critical
thinking for a long time (Newell & Simon, 1972; Ericsson & Simon, 1984). In the reasoning resoundingly
convention individuals are asked to talk distinctly what they think while taking care of a particular issue.
As it were an endeavor is attempted to verbalize the cognitive methodologies. (Elshout & van Leeuwen,
1992). Thinking aloud’synchronizes along these lines with the cognitive procedures. This contrasts from
contemplation where the cognitive procedures must be recovered a while later from memory.
Verbalization in a convention are subsequently more dependable. An alternate point is that when the
undertaking is well known to the subject, a faultless verbal report is gotten (Nisbett & Decamp Wilson,
1977). Also, the reasoning distinctly convention as a system increases power when offering a controlled
errand, particularly when such an assignment is offered to gatherings with distinctive levels of skill (Roth
& Woods, 1989). Hayes-Roth and Hayes-Roth (1979) have effectively obtained experience with verbally
processing conventions in their research of an arranging errand for doing tasks.

The reasoning with thinking aloud’ is tape recorded and translated truly thereafter. The result is in
this way a composed report on which further examination needs to be carried out, the supposed
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convention investigation. This gives a tremendous measure of information, which needs to be overseen
precisely. Frequently the translation of conventions is an iterative methodology (Stark & Bainbridge,
1985). Then again, the legitimacy of a convention dissection seems, by all accounts, to be high. An
extravagant portrayal of the utilization and translation of verbally processing conventions and a convention
dissection might be perused in Newell and Simon (1972), Nissbett and Decamp Wilson (1977) and

Ericsson and Simon (1984).

* Interaction Analysis

This technique allows researchers to obtain patterns of interaction that reflects verbal and non-
verbal communication. This technique is seemly useful for confirming information that has been collected
either with interviews or observations. Further, gathering interaction information could be conducted in
variety of settings facilitating statistical analysis. Marshall and Rossman (2006) suggest two different kinds
of methods kinesics and proxemics. The former is the study of body motion and its communicative
messages whilst the latter is the study of the use of space by a specific group of people. These two
methods have been studied since the 70s (Birdwhistell, 1970, Hall, 1966)). A new technique that has

emerged from the interaction analysis is experience sampling that is explained next.

» Experience Sampling
Experience sampling is a technique that allows researchers to study in-depth experiences and
behaviors in their natural context (Miner, Glob, & Hulin, 2001). This allows researchers to answer
questions about models of behavior that involve state variables that can be fitted to previous data to
describe when behaviors happened and who engaged. The strengths of this technique are: 1) relations
among variables could be tested over a longer period of time; 2) shows when experiences and behaviors
take a new meaning; 3) collected data are less subject to biases in recall of behaviors events and 4) by

using computer technology participants can deliver real-time information.

» Consensus Tools

The Delphi strategy is an iterative methodology used to gather and distil the judgments of
specialists utilizing an arrangement of polls sprinkled with input. The surveys are intended to concentrate
on issues, open doors, results, or conjectures. Every consequent survey is produced focused around the
aftereffects of the past poll. The procedure stops when the research inquiry is replied: for instance, when
accord is arrived at, theoretical saturation is attained, or when sufficient data has been exchanged.

The Delphi technique's adaptability is obvious by the way it has been utilized. It is a system for
organizing a gathering correspondence methodology to encourage bunch critical thinking and to structure
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models (Linstone & Turloff, 1975). The technique can likewise be utilized as a judgment, choice supporting
or estimating device (Rowe & Wright, 1999), and could be connected to program arranging and
organization (Delbeq, Van de Ven, & Gustafson, 1975). The Delphi system might be utilized when there
is deficient learning around an issue or phenomena (Adler & Ziglio, 1996; Delbeq et al., 1975). The method
could be implemented to issues that don't give themselves to exact investigative methods, yet rather could
profit from the subjective judgments of people on an aggregate premise (Adler & Ziglio, 1996) and to
center their aggregate human brainpower on the issue within reach (Linstone & Turloff, 1975).
Additionally, the Delphi is utilized to examine what does not yet exist (Czinkota & Ronkainen, 1997; Halal,
Kull, & Leffmann, 1997; Skulmoski & Hartman 2002). The Delphi strategy is an adult and an extremely
versatile research technique utilized as a part of numerous research coliseums via researchers all around
the world.

While the Delphi is regularly utilized as a quantitative system (Rowe & Wright, 1999), a researcher
can utilize qualitative methods with the Delphi technique. The Delphi system is appropriate to thoroughly
catch qualitative information. It may be seen as an organized process useful for utilization in qualitative,
quantitative or blended research techniques. The Delphi methodology could be forceful and inventively
adjusted to a specific circumstance. Second, when adjusting the methodology, there is a need to adjust
legitimacy with development. As it were, the more noteworthy the takeoff from traditional Delphi, the more
probable it is that the researcher will need to approve the results, by triangulation, with an alternate

research approach (Skulmoski et al, 2007).

« TRIZ
It is a critical thinking technique focused around data and logic, not intuition, which quickens the
task group's capability to take care of these issues imaginatively. TRIZ likewise gives repeatability,
consistency, and dependability because of its structure and algorithmic methodology. "TRIZ" is the
(Russian) acronym for the "Hypothesis of Inventive Problem Solving." G.s. Altshuller and his associates
in the previous U.S.S.R. created the system somewhere around 1946 and 1985. TRIZ is a worldwide
study of creativity that depends on the investigation of the examples of issues and results, not on the
spontaneous and natural inventiveness of people or gatherings. More than three million licenses have
been dissected to uncover the examples that anticipate leap forward answers for issues.
The three essential discoveries of this research are as takes after:
+ Issues and resolutions are rehashed crosswise over commercial ventures and sciences.
The order of the disagreements in every issue predicts the imaginative answers for that

issue.
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» Models of technical evolution are rehashed crosswise over commercial enterprises and
sciences.
» Creative innovations use scientific effects outside the field where they were created.
The "General TRIZ Solutions" have been produced throughout the span of the 60 years of TRIZ

research, and have been sorted out in numerous distinctive ways. Some of these are systematic
techniques, for example:

» The perfect concluding Ideality and Result,

* Analysis, Functional Modeling and Trimming,

» Establishing the Conflicting Zones. (This is more recognizable to Six Sigma issue solvers

as "Root Cause Analysis.")

» Surveys

Presser (1994) proposed the subsequent description for survey “any data collection operation that
gathers information from human respondents by means of a standardized questionnaire in which the
interest is in aggregates”.

Moreover, surveys are usually standardized in a way to ensure generalizability, reliability and
validity to reduce possible bias during the research. From another viewpoint, a percentage of the focal
points utilizing this procedure incorporate 1) its effectiveness for gathering data from a wide number of
respondents and 2) its adaptability as in an extensive variety of data could be gathered. Then again,
portions of the detriments utilizing this strategy are: 1) its reliance on subject's inspiration, trustworthiness
and memory; 2) its mistakes because of non-reaction exist; 3) its low legitimacy with shut finished
inquiries.

The most used survey techniques are the following: 1) Telephone surveys that have a response
rate of approximately (40%-80%) and it is very suitable for international research. 2) Mail surveys which
has as the principal disadvantage its low response rate between 5%-30%. 3) Online surveys that has a
fairly good response rate (2%-30%) considering that the costs of using it are almost nil and the results
could be obtained quickly. 4) Personal in-home survey that has a response rate between 40% and 50%,
but its main disadvantage is its very high cost. 5) Street interviews involve intercepting people on the

street who are interviewed on the spot. This technique has a response rate of 50%.
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» Life-Story

The life-story technique ought to be viewed as an exceptional tool that permits researchers to look
at and break down the subjective knowledge of people and their developments of the social world (Jones,
1983). This methodology helps researchers to comprehend the way people build their social activity by
perceiving a few perspectives that researchers may not get a handle on from the gathered data. This
methodology considers on the one hand that individuals have an implicit theory to account for action and
on the other hand that researchers bring different theoretical theories to understand a phenomenon. The
material and the way this is analyzed allow researchers to comprehend the social reality of individuals.
The obtained results give a description of the form individuals define and interpret the contexts in which
they live and the meaning their participation had for them. Among the most used techniques are the

autobiographies, diaries and records.

* Diaries.

Bolger, Davis, and Rafaeli (2003), clarify that journals are intended to catch the little encounters of
ordinary life that fill the greater part of our working time and involve the lion's share of our cognizant
consideration. An essential profit of journal techniques is that they allow the examination of reported
occasions and encounters in their regular, spontaneous connection, giving data corresponding to that
possible by more customary outlines. Bolger et al. (2003) recommends that three wide sorts of research
objectives could be accomplished utilizing journal plans: 1) acquiring dependable individual level data; 2)
getting evaluations of inside individual change about whether, and individual contrasts in such change;
and 3) directing a causal examination of inside individual progressions and individual contrasts in these
progressions.

Event-based and time based designs and are the two most basic research plans utilizing the
journals method. The previous are basically used to research inside individual methodologies, where the
mixture of periods is a crucial variable and might be altered, arbitrary or a combo of periods. The last
oblige members to give reports at each example that meets the researcher-established definition. This
technique is most proper for investigations of particular classes of phenomena or courses of action. Bolger
et al. (2003), said the accompanying strategies for social event information: 1) paper and pencil diaries,
2) enhanced paper diaries and 3) hand held and electronic data gathering. The primary system was the
most punctual regardless is the most usually utilized methodology. The second system tries to tackle a
percentage of the experienced issues with paper-pencil method, for example, genuine absent-
mindedness and retrospection and unverifiable consistence. In this way, this procedure as opposed to
depending on a member's auspiciousness or independently formulated strategies for overhaul toward
oneself, auxiliary gadgets might be prearranged to sign arbitrarily or at settled periods, inciting research
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members' reactions and soothing them of the need to stay informed concerning the proper events for
reaction. At last, the third procedure started showing up in the course of the most recent decade and use
handheld workstations (i.e., palmtop machines, individual advanced aides) outfitted with handcrafted poll
programs. This last method has distinctive profits, for example, taking indicating, gives time-stamps for
reactions, is adaptable in the presentation of inquiries, considers into record members' timetable and

offers a significant development as far as information passage, accuracy and management.

* Social network

Granovetter initiated the relevance of networks in sociology in 1973. However, the importance of
networks in management studies has grown significantly since the 90s. Among, the most named
contributions during the 90s are: Powell, Koput & Smith-Doerr (1996) and their explanation about learning
networks and Kogut (2000) who explained that the structure of a network is continuously generated by
different rules that guide the cooperative decisions of firms.

Scott (1996) portrays social network analysis as an accumulation of systems for the dissection of
social information. These relations could be interpersonal, monetary or political. Since the 90s the
utilization of arithmetic and computer programs, for example, GRADAP, STRUCTURE and UCINET
encouraged in a manner the dissection and depiction of social network and its structural relations (Scott,
1996). For example, the numerical methodology called chart hypothesis is a method for investigating the
formal properties of such graphs, along these lines the utilization of this science permits researchers to
develop formal models of social network. Along these lines, it is the utilization of this graph theory that
permits researchers to measure such thoughts as the "separation" between two individuals, their relative

‘centrality’, the establishment of coteries and the "densities" of whole networks.

» Chat rooms and virtual communities

Chat rooms are sites where people interchange messages with another person or a group of
people; these venues are directed by constraining who is permitted to talk or by having balance volunteers
who look for problematic conduct. Talk rooms may be confounded with examination bunches or online
gatherings, which are essentially diverse, since they don't occur continuously and are normally run over
the World Wide Web.

Virtual communities are social groups that connect by means of Internet. In these communities the
connection among participants could be either solid or powerless. Also, virtual communities have normally
diverse levels of association and cooperation among their parts. This reaches from adding comments or
labels to a website or message board post to contending with other individuals. Prof. Kim, A.J. has
distinguished two various types of Virtual communities: (a) from one perspective, traditional online
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communities that are more casual, for example, message sheets and talk rooms. (b) people-centric Virtual
Communities that utilization apparatuses, for example, websites, texting pal records. The last is
aggregating a massive measure of clients (80 million sites produced with just clients’ substance) and
prominence. Regularly, clients in virtual communities are frequently distinguished as Lead Users (von
Hippel, 1988, von Hippel, 2005) and can hence in a perfect world coordinate into the advancement

procedure of an organization.

« Data Logging
Information logging is the act of recording sequential data chronologically. Diverse operating
systems and multitudinous computer programs incorporate information logging subsystems that give an
administration to separating and recording log messages. This system permits analysts to comprehend
the intricacy of logs. Since, these need to be subjected to logging dissection to understand them. Besides,
the mixture of log documents from different sources with a watchful measurable dissection may expand

the connections between apparently disconnected occasions on distinctive servers.

»  Usability Testing

This system for grasping client's presumptions, intends to measure how well individuals can utilize
the items or administrations for its expected reason. The principle normal for this strategy is that it
concentrates on a specific item or little set of articles, though general human-machine collaboration
studies endeavor to define all-inclusive standards. Along the usability test, the point is to watch individuals
utilizing the item as a part of as reasonable circumstance as could be allowed, to find failures and ranges
of change. Despite the fact that, Usability Testing appears like statistical surveying these are not
comparative. From one viewpoint, gathering notions on an article or record is statistical surveying. Then
again, convenience testing includes a controlled investigation to figure out how well individuals can utilize

the item and likewise includes viewing individuals attempting to utilize something for its planned reason.

1.6 Quality and trustworthiness of the study

An essential apprehension in any examination study is to consolidate proper components that
guarantee the scientist and the onlooker of the nature of the exploration, its process, and its discoveries.
The suspicions and qualities of qualitative naturalistic request as an examination standard propose a set
of criteria for establishing the quality. Emulating Guba (1981) and Lincoln & Guba (1985), this study
tended to quality regarding dependability identified with his criterion:

»  Credibility: Giving surety of reality estimation of the discoveries and pleasing the need to

see, in an holistic way, a complex marvel.
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» Transferability: Dealing with the pertinence of the discoveries, however recognizing that
the exploration center is the idiographic (i.e., the particulars of the case) as opposed to
the nomothetic (i.e., law like generalizations).

» Dependability: Giving surety of the routines and methodological decisions about the
developing examination outline are recorded for outer assessment.

» Conformability: Giving surety of the neutrality of the scientist to create the degree to
which the discoveries of a request are states of the request and capacity singularly of the
respondents and not of the predispositions, inspirations, investment, points of view, thus
for the benefit of the inquirer.

» Also regarding quality control and trustworthiness, it was the research goal to publish in
several scientific journals and conferences the preliminary conceptual model, the pre-
experimental case studies and the final case study findings to obtain peer reviewed
feedback and critical comments that by itself constitutes and warranties of the

methodology credibility and validation.
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2 CHAPTER - MANAGEMENT, INNOVATION, CREATIVITY

In this chapter we discuss the connections between management, innovation and creativity that
provide the basic conditions and organizational strutures that enablers IDEAS(R)EVOLUTION
methodology to be implement with success. It is also our goal to state the necessary changes in a
business organizational strategy, design and culture to empower the today’s shift towards innovation
driven organizations. Essencially we focus the main theories to which our methodology can act as “hands-
on” approach to help the organizations to change. In the end we make the enfasys on the real need for
managers to change from Heroic to Engaging managers and companies, open to innovation processes

and creativity culture.

21 Management window

Management can never be called as a profession or science, but only a practice as a management
is entrenched in the specific framework of a particular organization of any industry. People believing that
they know everything about management are the people who only know how to manage nothing.
Managing can only be learnt in the field of job, although practicing managers can gen extra benefits by
availing programs that use their experience to develop their practice (Mintzberg, 2013).

The global economy is hindered, and the world is intensely alienated, indefensible and unstable
(Tapscott, 2013). To find new solutions, everyone has to play their role; specifically, the new generation
will need to turn these circumstances around. You will need to contribute to bring change in society,
workplace and country (Tapscott, 2013).

Only settled organizations encounter a crisis. The crisis has a long time existence and the signs of
the crisis are extensive. Productivity is twenty-five percent of 1965 levels. Innovation keeps on declining.
Workers are dissatisfied. Customers are aggravated Brands are unscrambling. Executive turnover is
speeding up (Denning, 2010).

A fundamentally different way of managing and organizing innovation has been discovered by
specific firms; this discovery continuously increases the worth of their services to their clients and their
goods. In few of the organizations, this radical approach to management has extended enterprise-wide,
which generates incessant innovation in functions and processes as well as products. A primarily different
way of organization, judgment, verbal communication and acting in the workplace is required to attain this
objective.

At this time, “Leaders Everwhere” is the challenging concept (Hamel, 2013). Moreover, the basic
idea of this thought is that we live in a world where leadership has never been so much necessary, but
where leaders seems to be short in numbers quite often. It is a problem of organizational structures of

those pyramidal structures that demand a large number of scarce and not enough of else (Hamel, 2013).
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The current world is living in astonishing complexity of multifaceted organizations that just demands
most from the people of up top. They do not have the intellectual multiplicity, the bandwidth and the time
actually to make all significant decisions. There is a reason of delayed, rare and raging change in
organizations (Hamel, 2013).

What meaning are we supposed to take, by knowing of present times, of recent books suggesting
that management has been critically problematic? Management is a myth (Stewart, 2009). It has also
been said that management has badly failed (Birkinshaw, 2010). Furthermore, it has also been said that
management is near to its end (Murray, 2010). While it has also been said that management has already
died (Owen, 2011).

It has been discussed that management was initially introduced to resolve two problems: firstly,
getting employees of mediocre experience to perform monotonous jobs capably, attentively and capably;
secondly, organizing those efforts in such a way that would enable intricate goods and services to be
produced in large numbers. In a nutshell, the solution of the problems of effectiveness and range was
bureaucracy; the solution was ideal because of its tumbling goals, hierarchical structure, accurate role
definitions and elaborative policy and measures. To tackle with the future problems, it is imperative to
equip the organizations with management revolution of a kind which revolutionised modern industry
(Hamel, 2013).

Present-time’s management practices correspond to a set of social, political and economic
exertions of the first order (Friedman, 2010); these are improbable to be solved by a single strategy, such
as acquiring more employee buy-in, or instilling a sense of exigency or introducing new technological
stages (Denning, 2010).

The following five primary and interdependent shifts are badly needed to occur for revolutionising
management (Denning, 2010):

» The first shift originates from an enormous changeover in the power balance among
buyer and seller: to management's amazement, the buyer is now authoritative. In result,
the organization’s goal has to shift to one of delighting clients: such as a move from
inside-out (“You take what we make”) to outside-in (“We search for understanding your
troubles and will astonish you by resolving them”).

» The second shift originates from the first alteration, as well as the epochal evolution from
less experienced labor to knowledge work. Just like previously explained about
astonishment of management, conventional chain of command suddenly does not work
any longer. The role of the manager has to move from performing as an organizer to an
enabler so as to release the energies and abilities of those doing the work and eliminate
obstacles that are making a hurdle to work.
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» To sustain and support those shifts, three other shifts are essential.

» The mode of coordination moves from sorted out administration to dynamic joining,
that is, as it were, of eagerly connecting self-accomplished learning work to the moving
needs of charming customers.

» There is a change from the quality to values; that is a change from a determined point
of convergence on the monetary esteem and boosting productivity to ingraining the
values that will make modernization and extension for the association over the long haul.

» Communications move from Request to Conversation: that is a move from top-down
cooperations including generally various leveled orders to interchanges made up for the
most part of grown-up to-grown-up examinations that intention inconveniences and
create new discernments.

For a few years every above stated shift has been followed independently in some organizations.
However, at the time of any of these shifts being followed on its own, it is likely to be indefensible because
it clashes with the pruposes, approaches and rehearsals of conventional management. Thus, the five
shifts are mutually dependent.

At the time of undertaking five shifts all together the result brings supportable change that is
fundamentally more fruitful for the organization, more amiable to innovation, and more fulfilling both for

the employers and the employees (Denning, 2010).

211 Shift: From inside-out to outside in

Conventional management has faced problems, not because managers are not capable of
managing anymore, but rather the reason is that the world has transformed, and management practices
are still the same (Denning, 2010, Hamel, 2009, Mintzberg, 2012). Tranformation of power from seller to
the buyer is one of the vital changes in the marketplace (Tofler, 2006, Li, 2010). Not more than five
decades ago, large organizations were fundamentally in control of the entire marketplace, but it can not
be said for the present times. The arrival of worldwide competition, customers’ acknowledgement to
reliable information and the ability to correspond with one another has intended that the customer is in
charge now (Aaker, 2012; Li, 2010; Prahalad, 2008; Solis, 2012; Leafbeatter, 2011).

To succeed in this situation of marketplace the case that determines must shift from an inside-out
perception, we build it and you obtain it, to an outside-in perception, we look for understanding your
troubles and will astonish you by resolving them. The particular shift exceeds further than the firm being
more attentive to customer service: it means adjusting everyone and everything in the organization to
quicker provide more importance to customers (Denning, 2010).

Peter Drucker prefigured this shift in 1973. The definition of business purpose was described as it
is dependent on the customer to determine what a business is, and it is also the basic strategy to create
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customers. The factor which converts the economic resources into wealth and things into commodities is
nothing else but the customer; customer is the foundation of business and the only key factor to prosper
the business (Drucker, 1973).

The customer was the only priority of any organization in 1973; to have someone to pay for the
goods, or the services were the only desire. In recent time’s more rigorously competitive market, having
a customer to keep the firm existence is not the key factor anymore as there are many more factors
involved now. The key to a stable future is to have a customer who is eager to get goods and services
not for today only, but also for tomorrow. It is not about a single deal; it's about creating a relationship.
The customer must be submissively pleased to attain this goal (Kawasaky, 2011).

Birkinshaw (2012) differently described the shift, but still the basic idea is to relate the shift with an
outside-in perspective. The organization must please the customer (Denning, 2010; Kawasaky, 2011). In
some other perceptions, the firm should assure to deliver joy (Hsieh, 2010) or even happiness (Conley,
2007). In the real meaning, it is described that the firm should do much more than just meeting the
expectations of the customer; the firm must produce a permanent flow of new value to its clients that
surprises them by meeting requirements (needs) that customers may not even know they had.Time is
also taken as an important aspect: if goods and services can be brought to the customer sooner, it is
more probable to generate happiness (Hsieh, 2010). The goal of the organization precisely reflects the
primary transformation in the power structure of any particular marketplace; it can also be designated as
a transition from shareholder capitalism to customer capitalism (Martin, 2009).

In this standpoint, the intention of the firm prioritizes the client rather than making money for
shareholders. The firm generates revenue, but this is the effect of satisfying the customer. When the firm
intends solely to make money for its shareholders, it draws itself towards doing very same thing that leads
towards losing the money for shareholders in a medium term. As Birkinshaw (2010) states, the principle
of obliquity (Kay, 2010) effects: an indirect objective (satisfying of making clients happy) is more
appropriate to generate revenue than a direct focus on money making.

The goal to continuously generate more value for customers is not of only the CEO or the marketing
division; it turns into the operational objective of every single person in the firm (Hamel, 2012; Amabile
etall, 2011).

According to Denning, there are ten principles to please and satisfy customers:
» Comnmit: Itis the duty of every person and everything in the system to delight clients by
providing values quickly rather than just the duty of the CEO or the marketing department.
All working units and teams must have a clear objective as to what they are achieving in

of
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terms of pleasing and satisfying clients. Thus, the entire system and all the processes in
the firm must be determined on boosting client’s satisfaction and delight.

Target: Recognize the central part of your market of main clients: you will have a flexible
client base by just pleasing this particular group. In the pursuit of satisfying everyone
guarantees standard products and services that will not please of satisfy anyone.
Focus: Focus on the easiest possible thing that will please customers. There is no need
to load products with useless features that people would not use; it will only make the
product complicated to use.

Read their minds: Meet buyers' unknown needs. The people were not demanding from
Apple to manufacture cool-looking MP3 players or organize a cheap and easy way to
download music online. The world did not know that it wanted iPods or easy music
download services until Apple manufactured them (Conley, 2009).

Innovate in stages: Introduce the prduct by meeting the desires of primary customers,
and then add the other features through frequent upgrades.

Evaluate: Do not just keep on adding features. Meeting every customer desire can lead
to a death twist. The product can become undesirable or unusable if the desires of every
customer are met. Make is assure that each upgrade really satisfies and pleases.
Customize: Harley-Davidson aims to accomplish the utmost desires of the customers
through motorcycle experience rather than just manufacturing unfailing motorcycles. The
company will help to everything in this regard; even if that means to go further than the
signature full-throated roar of Harley and to allow the Harley proprietors to adorn their
motorbikes with grassroots folk art.

Partner with customers: Companies can improve the pleasure and satisfaction level by
associating with customers. For example a division of Weyerhaeuser known as Quadrant
Homes does not build homes and then aim to sell these homes, Quadrant sells homes
before building them and seeks buyer's guidance in each step of the design. The
customer can choose from various floor plans and footprints. This results in a very high
demand in a relatively weak market along with strong word-of-mouth publicity.
Empower: Make sure frontline workers have the supremacy to make decisions on the
spot to please and satisfy clients, and that problems are getting solved quicker. Every
person in the firm must be enthused to think the entire day and each day: what can be
done to offer supplementary and quicker value to the client?

Measure: You cannot manage anything without measuring it, and customer satisfaction

is also included in it. In nearly all circumstances, raising the question: how probable is it
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that you would advise this particular product or service to an associate or friend provides

a precise interpretation on whether the client is being pleased or not (Reichheld, 2006).

2.1.1.1  New job for managers: from controller to enabler

Attempting to perpetually gathering new esteem for clients requests a change in the way exertion
is made, in light of the fact that a tried and true organization was not proposed for modernization or
satisfying customers. It was planned to manufacture dependable execution from generally unpracticed
representatives. This is the motivation behind why diligent work by customary administration to enhance
client center have inclined to battle (Denning, 2010; Amabile, 2011; Hamel, 2012). The other is that as
work increasingly became knowledge work, bureaucratic practices undermined a key ingredient of
productivity: worker morale (Amabile, 2011).

The organization must authorize those doing the work to smooth the progress of collaboration,
which will reach the new level of performance, modernism and quick learning (Tapscott, 2013). The result
is a spectacular budge in the role of the manager to enabler from controller. The managers are answerable
to those doing the work and for eliminating any obstructions that are holding back the work, instead of the
workers to report to the managers. This reversal of polarity recognizes that the engine of productivity,
innovation and creativity resides in the energy and ideas of the people doing the work, working together
across boundaries, drawing on new technology, to become more productive and innovative. Facilitating
talent unchains enthusiasm and energy (Hamel, 2012; Amabile et all, 2011; Li, 2010). All of it means that
managers must motivate, encourage, support teamwork and make the workplace meaningful (Amabile,
2011).

The language used to coherent the new function of managers is diverse and comprises: scalable
knowledge and association through open pull podiums in which people are motivated to get access, draw
resources and produce (Hagel et all, 2010) “networks of self-organizing teams” (Denning, 2010), “putting
employees first” (Nayar, 2010) “autonomy” and “intrinsic motivation” (Pink, 2011), "design thinking"
(Brown, 2010; Martin, 2009; Neumeier, 2010), “distributed, democratic, self-managing” (Li, 2010),
‘empowerment” (Bernoff, 2010). In spite of the dissimilarities in terminology, the general idea of all these
authors is the thought of mobilizing the energies and aptitudes of employers so that they develop into
more industrious, more imaginative, more concerted and more able to learn and innovate rapidly.The
raison d’etre for the very existence of the firm budges from the diminution of transaction expenses behind

walls and rigid control to scalable association erudition and innovation.
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2.1.1.2  New coordination: from bureaucracy to dynamic linkage

One of the immense accomplishments of the modern organizations was well-organized
implementation with scalability. Large numbers of employees could work collectively and attain constant
results. Through the use of detailed strategies, policies and processes, management precised both the
objective and the techniques for attaining that objective which is to be attained; development is
methodically followed by reports to managers, so that any divergence could be recognized and if
necessary chastised.

In present time’s place of work, this guides to numerous main problems. First, bureaucracy is
intrinsically demotivating, and in knowledge work, motivation is the key to efficiency (Pink, 2010; Amabile,
2011). Secondly, this strategy to work is not good for innovating in the world in which innovation is crucial
(Grupta, 2010; Hamel, 2010). Third, bureaucracy is not supple enough to satisfy and please clients,
handle social media or regulate to the quicksilver changes in present time’s marketplace (Denning, 2010).
As aresult, hard work by organizations to develop into more customer-focused or to establish independent
teams lean to come undone, when they face the bureaucratic processes of coordination used by
conventional management (Amabile, 2012).

To interconnect the hard work of independent teams and customer focus while also attaining the
well-organized implementation, necessitates a set of methods that might be called “dynamic linking”
(Denning, 2010). The process started in automotive organizations in Japan, which, later on, developed
most fully in software improvement with advancements known as “Agile” or “Scrum” (Hauser et al, 1988).

There are several means of “Dynamic linking”: (a) the work is performed in small cycles; (b) the
management puts the objectives of the work in the cycle, based on what is recognized about what might
please the client; (c) judgments about how the work should be performed to attain those objectives are
largely the responsibility of those performing the work; (d) development is calculated (to the amount
possible) by direct customer feedback. The most absolute articulation of the exercises of active linkage
in software expansion is set out by Cohn (2009), and as applied to common management by Denning
(2010) radical management approach.

To flow the knowledge and to begin the learning process for the teams to perform better and faster,
it is important setting things up in undersized, uninterrupted waves of effort, iterations that promote
profound, trust-based relationships among the participants. Despite trying to identify the actions in the
processes in immense detail, specifying what they want to come out of the procedures, providing more

room for individual contributors to experiment, is more significant (Hagel &Davidson, 2010).
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21.1.3 From value to values

Given its objective of generating revenue or making money for shareholders, the conventional
organization was lost in thought with value, rather than values. Given its objective of generating revenue
or making money for shareholders, the conventional organization was lost in thought with value, rather
than values. value suggests a meaningful judgment of existing or probable worth never too isolated from
monetary equality. Every value is a dollar value. The plural, ‘values’, is dissimilar from its opposite, ‘value’.
Values are assessments not of merit, but of worthwhileness. Unlike value, talk of values disregards
money; it proposes on eternal appraisals instead of temporary ones. There is a profound quality to values.
If value is what makes us rich, values, we suppose and regularly declare, are what make us the human
being (Smith, 2004).

In the conventional organization, a fixation with value expectant firms to cut costs and eradicate
the things that are essential to compose the future and instead to follow “bad profits”, i.e. profits made at
the cost of loosing customers. Such strategies are unsafe in today’s world: when customers is
acknowledged about everything of the company, the augmented lucidity has efficiently altered the rules
of business everlastingly.

When the firm's objective swings from generating revenue for shareholders to offer more value to
clients, there is an essential swing from a fixation with value to a fixation with the values that will cultivate
the business by generating modernism and customer happiness.

The need for dependable observance to values that are associated both with pleasing the client
and inspiring independent teams, radical lucidity and permanent development, faith, sincerity, helpful for
the environment and broadness to accept outside ideas (Li, 2010; Denning, 2010; Hagel et all, 2010;
Aaker, 2010, Gerzema, 2011; Haque, 2011; Gulati, 2009).

There are two main issues regarding this shift:

» Radical transparency - Radical transparency is essential for continuous innovation both
within the team and management and among the team participants as well. The things
to achieve this are:

»  Set real-time information internal and externally

»  Set main concerns at the commencement of each work cycle

»  Embrace both sided accountability

» Continuous self-improvement:

* Embrace incessant improvement: Unlike conventional management that is supported
by procedures aimed at manufacturing the same products, a primary supposition of the

reinvented firm is that the improvement is eternal. The work can always be enhanced;
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no matter how well work is proceeding. Hence, there is nothing like “best practice”: every
process can be improvised for betterment.

Give acknowledgment for recognizing obstructions: Unlike a bureaucracy, where
people are penalized for pointing out obstructions, or a learning firm where people are
given incentive for discovering solutions, the reinvented organization rewards and
appreciates the recognition of obstructions, even when no there is not even a single
visible solution.

Line up the team’s interests with the organization: If a team is worried that any
reserves it generates will result in workers layoffs, and then the team is improbable to
make improvement towards recognizing inefficiencies, eradicating tasks, or reforming
needless processes. The knowledge in lean manufacturing is that it is fundamental to
have a strategy in which savings are arranged for superior products, better price, and
better service rather than layoffs.

The team calculates its own speed of work: The team sets up its velocity for each
work phase or cycle and studies how much work, that attaches value to clients, can
achieve during a specified period of time. This allows the team to know whether its course
is getting better, idling, or worsening. Rather than the useless strategies of conventional
management, radical management utilizes lucidity to encourage the self-organizing team
to grow toward high performance. The team is not rivaling with other teams or reacting
to administrative goods from above. Instead, the team can see how it is going, can see
obstructions being removed, and can inspire to do even better.

Fix problems straight away: Given Toyota’s discovered that the price of not fixing
problems is massive, main concern should be of finding mistakes before time and fixing
them right away—even discontinuing the entire production line to attain this. It is also
critical to understand root causes of problems, rather than eliminating signs.

Share, rather than implement, enhanced practices: Knowledge is stretched across
as a chance to get better, not as a top-down orders to implement. Knowledge about
practices is understood as a temptation to discover their applicability and adapt ideas to
the team’s own situation. Sharing is promoted in straight communities of practice. Such
societies or communities raise opportunities for people encountering parallel challenges
to meet, physically or electronically, and share relevant experiences and learning.
Support openness to outside ideas: Radical lucidity within the organization is
imperative, but it's not sufficient. The best organizations depict themselves to outside

thoughts. Crowdsourcing is methodically practiced. Being ready to listen and think about
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the possibility that one’s strongest ideas are wrong necessitate an open state of mind,
rational inquisitiveness, and kind of serious liveliness. Unlike the harsh and severe
situation of the conventional workplace, laughter is a enveloping characteristic of the new

workplace.

Management in the 21st Century wants a swing in the mode of communication from the order to

discussion, with adult-to-adult contacts, human to human, using stories, descriptions and open-ended

questions. Genuine leadership storytelling has a vital role to play, mainly in dealing with social media. The

swing of communication form is mostly discussed between academics (Li, 2010; Aaker, 2011; Denning,
2010; Solis, 2010; Cesvet et al., 2011).

Customers will never be pleased delighted if interactions with the organization consist of indifferent

one-way messages. Instead, interactions and communications need to follow the form of societal norms,

reacting openly, paying attention, with genuine stories, metaphors and open-ended questions (Solis,

2010).

Use genuine storytelling to arouse a passion for delighting or pleasing clients: For
the dominant part of organizations, the over four expressed movements request a
respectable adjustment in project regularly an essential movement in human
advancement or society. This would not happen without persuading authority narrating
stories that show how different organizations have finished it and stories about how it is
now happening inside the association (Guber, 2011).

Perform deep listening: Profound listening to stories both outside the association with
clients and inside the association with representatives offer the components for enduring
connections. Inside the limits of association, workers discover what is wonderful in one
another. Outside the association, as clients figure out that the firm have got genuine
individuals who compare truly, the base for a relationship could be laid.

Know the customer’s story: The movement from assembling merchandise and
administrations to relationship of groups that please customers rapidly, all the more
frequently, and all the more strongly can just happen if groups performing the work
recognize the client's story. This story ends up being the crude material from which
theories could be inferred about the things which may satisfy the customer.

Demeanor valid conversations with customers: Instead of screening the customer as
a person to be manipulated with messages that “manufacture demand”, the firm

systematizes itself to demeanor valid conversations with customers, whether via social
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media as discussed by Li (2010) in Open Leadership or in call centers that truly seek
out to turn customer troubles into customer satisfaction and delight.

Arrange user stories as catalysts for conversation: User stories are not relic or orders
or commands. They are chances to demeanor a conversation between the client and the
workers. The point of the conversation is to deepen indulgent as to what might please
the client.

Organize stories to improve individual performance: Carrots and sticks do not inspire
experienced workers. Instead, expert leaders look for discovering what forces people into
action and then attach that to the objectives of the team. The sharing of stories can help
to generate needed understanding, joint admiration and faith.

Use stories to improve team consistency: Groups widen an understanding of identity
from three chronological stories: the story of our past that who we were, the story present
that of who we are now, and the story of future that who we are going to be. Having
groups execute this amalgamation of stories corresponds to both themselves and others
what they have in familiar and why they might change into a high-performance group.
Use stories to motivate high-performance teams: Telling stories about victorious
high-performance teams in other parallel organizations can arouse the narrative

imaginations of the team members and show how that the knowledge can be followed.

“‘Alignment” is the bottom line. Not even a single of these shifts is new; the only thing new is to

putting all these shifts into process at once (Denning, 2010).

The programme of five immediate shifts is arduous, but it presents noteworthy benefits. If it is

executed well, it produces concurrently high output, incessant innovation, well-organized execution and

utter job satisfaction including client satisfaction and delight (Denning, 2010).

Lastly, the achievements are attained by a conversion to a focus on people from focus on things -

a persons-centered objective, a persons-centered task for managers, a persons-centered harmonization

mechanism, persons-centered principles and persons-centered communication (see Table 1). Are we

supposed to be astonished that the current Century is not about things, but about people (Denning, 2010).
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Table 1 - Traditional versus radical management

Traditional
Management

Radical Management

Goal

The purpose of work is to produ-
ce goods or services,

Focus work on delighting
clients.

How work is or-
ganized

Work is done by individuals re-
porting to bosses.

Do work through self organizing
teams.

Plan

Work is done in accordance with
a comprehensive plan.

Do work in client-driven iterations
aimed at continuous innovation.

Measuring pro-
gress

As work proceeds, provide pro-
gress reports of what is under
way.

Deliver value to clients each
iteration.

What is commu-
nicated

Communications cover what
people need to know.

Be totally open about impediments
to improvement.

Improvement

Bosses are responsible for pro
ductivity

Create a context for continuous
self-improvement by the team
itself.

nicated

How it is commu-

One-way communication: send
people messages, and tell them
what to do.

Communicate interactively
through stories, questions,
conversations.

Principal focus of
competition

Cost reduction: economies of
scale, downsizing, outsourcing.

Time: deliver more value to the
client sooner.

Consequence

Rates of return on assets steadily
decline. Innovation is stunted.
Four in five workers are not fully
engaged in their jobs. Customers
receive average products and
services.

Continuous innovation: selforgani-
zing teams normally evolve into
highperformance teams, focused
on delighting clients, with above-
average productivity and deep job
satisfaction.

212

Source: Denning (2010)

Focus on people — Work enhancing progress principle

The main thing is generating the circumstances for immense inner work life — the circumstances
that promote optimistic emotions, strong inner inspiration and encouraging perceptions of co-workers and
the work itself. Immense inner work life is about the work, not the appurtenances (Amabile & Kramer,
2011).

It begins with providing people something significant to achieve, like Google’s mission “to organize
the world’s information make it universally accessible and useful.”

It asks giving obvious objectives, independence, help, and resources — what people require to
achieve real development in their daily work. It also depends on expressing admiration for ideas and the
people who generate them. In other words, the secret to an astonishing performance is authorizing
talented people to be successful at important work (Amabile & Kramer, 2011). An inner work life marked
by delight, profound management in the work, and thirst for creativity (Amabile, 2010).

As we have seen, several authors consider that management is very hard to practice and critically

important as well (Amabile & Kramer, 2011); but managers or leaders are vital to successful organizations
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because they provide a influential positive force behind employees’ inner work life. It has been discovered
through researches that people are more imaginative and dynamic when they are intensely busy in the
work, when they feel pleased and when they think extremely of their missions, colleagues, managers,
and organizations (Amabile & Kramer, 2011). When people consistently take pleasure in positive inner
work lives, they are also more dedicated to their work and more probable to work better with co-workers.
In short, work-related psychosomatic advantages for employees decode into performance advantages for
the company.

It is possible to untie the secrecy of what actually influence the workplace inspiration only by
considering the people stories behind inner work life: what actually takes place to alter people’s opinions,
thoughts, and drivers as they try to resolve multifarious issues inside companies? It is realized that, in
inquisitive inner work life, we might also find out what actually brings the difference between organizations
that fail to pull off these achievements and those that do not (Amabile & Kramer, 2011).

Some researches revealed what made the difference (Amabile & Kramer, 2011):

* Inner work life is a well-off, versatile phenomenon.

* Inner work life persuades people’s performance on four proportions: imagination, output,
work obligation, and collegiality. It is called inner work life effect by the authors.

* Inner work life depends on the managers of companies because, no matter how sparkling
a company’'s policy might be, the policy’s implementation depends on a great
presentation by worker inside the organization.

* Inner work life is intensely prejudiced by events happening every day at work.

* Inner work life affects employees deeply. The evidence to this is the amazing contribution
of the volunteers in our study, who finished the diary for the day after, for no more
recompense than the insight they would achieve into themselves, their team’s work and
their work.

In addition to enlightening how much inner work life means to workers — and thus to organizations—
the study turned up an additional; a deeper level of sense, relating to events that are part of everyday,
total of three types of events — key three — show up as mainly powerful forces behind inner work life, in
this order:

» Development in significant work;

» Catalyst (proceedings that straightly help plan work); and

» Nourishes (interpersonal proceedings that strengthen the people doing the work).

The dominance of development among the keys three influences on inner work life are called as
the progress principle: of all constructive events that persuade inner work life, the single most influential
is progress in meaningful work (Amabile & Kramer, 2011).
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2.1.3  Creating Shared Value

Organizations remain ambushed in an obsolete approach to assess the creation that has appeared
over the past few decades. They keep on viewing value creation scarcely, optimizing short-term financial
recital in a fizz while omitting the most significant customer desires and disregarding the broader
persuasion that decide their longer-term success. What could be the other reason to neglect the welfare
of their customers, the lessening of natural resources imperative to their businesses, the feasibility of key
contractors or the economic suffering of the communities in which they manufacture and sell? What other
reason could be for the companies to think that changing activities to locations with lowest wages of all
the times was a feasible solution to bloodthirsty challenges?

Companies must lead from the front to bring society and business back together. The
acknowledgment is there is amongst refined business and thoughtful leaders, and potential elements of
a new model are up-and-coming (Porter & Kramer, 2011). However, we still require a general framework
for directing these hard works, and nearly all companies stay stuck in a “social responsibility” state of
mind in which communal issues are at the edge, not the core. According to Porter and Kramer (2011) the
solution lies in the code of mutual values, which engages generating economic value in such a way that
also generates value for humanity and society by concentrating on its requirements and challenges.
Businesses must re-connect the success of the company with social development. Shared values are not
social liability, charity, or even sustainability, but a new way to attain economic triumph. This thing can

give ascend to the next main revolution of business thinking (Porter & Kramer, 2011).

Companies can produce economic value by generating societal or communal value. According to
Porter & Kramer (2011), there are three individual methods to do this:

» By re-visualizing products and markets — The needs of the society are huge—
healthiness, better accommodation, improved nourishment, help for the old, greater
economic security, less ecological damage. Debatably, they are the maximum unmet
needs in the worldwide economy. In the business, we have spent years learning how to
manufacture demand while omitting the most significant demand of all. Many
organizations have lost vision of that most basic questions: Is the product fine for our
clients? Or for our clients’ customers?

» By redefining productivity in the value chain — The value chain of a company
unavoidably affects—and is affected by—frequent societal and communal problems,
such as a natural reserve and water usage, physical condition and security, working

environment and equivalent behavior in the workplace. Chances to generate mutual
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value take place because societal and communal issues can produce economic
expenses in the firm’s value chain.

» By building compassionate industry clusters at the location of the company.-
There is not even a single company which is self-contained. The achievement of every
organization is affected by the other organizations and infrastructure around it. Output
and innovation are powerfully inspired by “clusters,” or geographic deliberations of firms,
linked businesses, supplier, service giver and logistical infrastructure in a certain field.
Clusters do not only include businesses, but institutions such as educational programs,

trade associations, and other organizations as well.

Each of these methods is a part of the righteous circle of shared value; making value better in one
area gives ascend to opportunities in the others.The idea of mutual value resets the limits of
entrepreneurship. By linking companies’ in a better way for societal development, it opens up a lot of
methods to provide new needs, achieve efficiency, generate discrimination and increase markets. The
skill to generate shared value relates equally to superior economies and under-developed countries,
though the certain opportunities will differ. The opportunities will also differ noticeably across
organizations and firms—but every firm has them. And their array and range is far widened than has been
acknowledged (Porter & Kramer, 2011).

Even the most advanced companies following shared value today are short of the data needed to
optimize results. Companies are unable to know the limit to which they are producing shared value if they
do not calculate their exact development on social objectives and, prominently, the extent to which social
performance progresses economic value for the business. At the time, When companies finds it unable
to understand or thoroughly follow the interdependency between business and social results, they fail to
spot significant chances for improvement, enlargement, and social impact of the range (Porter et all,
2012).

Links between social and business results are fundamental to unlocking shared value for
organizations and scalable resolutions to social issues. Efficiently calculating shared value starts with a

professionally developed shared value plan. To Porter et all. (2012), to create such plan, organizations

must:

* Identify main social problems to focus on;

» Plan the pertinent business actions involved;

» Model predictable business and social benefits relative to probable costs.
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Shared values calculations, in turn, evaluates development and results, creating actionable data
and observations to purify shared value plans (see table 2). Data and observations from calculating
shared value allow organizations to scale shared value proposals while also providing a crucial basis for

efficient communication with the investment community (Porter et all, 2012).

Table 2 - Level of Shared Value lllustrative Business and Social Results

LEVELS OF SHARED VALUE

BUSINESS RESULTS

SOCIAL RESULTS

Reconceiving product
and markets:

How targeting unmet needs drives
incremental revenue and profits

Increased revenue
Increased market share
Increased market growth
Improved profitability

Improved patient care
Reduced carbon footprint
Improved nutrition
Improved education

Redefining productivity
in the value chain:

How better management of

internal operations increases
productivity and reduces risks

Improved productivity

Reduced logistical and
operating costs

Secured supply
Improved quality
Improved profitability

Reduced energy use
Reduced water use
Reduced raw materials
Improved job skills

Improved employee incomes

Enabling cluster development:

How changing societal conditions
outside the company unleashes
new growth and productivity gains

Reduced costs
Secured supply

Improved distribution
infrastructure

Improved education
Increased job creation
Improved health

Improved incomes
* Improved workforce access

* Improved profitability

Source: Porter et all (2012)

According to Porter and Kramer (2011), an incorporated shared value plan and measurement
procedure comprise four steps. Strategic priorities enlighten the focus and degree of shared value
measurement; the data and observations from shared value measurement notify the modification of the
shared value plan. This continuing feedback cycle (see figure 17) is one of shared values measurement’s
essential advantages — providing a roadmap for unlocking and understanding additional shared value
formation (Porter et all, 2012):

Step 1: Recognizing the social problems to aim is recognizing and prioritizing certain social
problems that symbolize opportunities to augment returns or decrease costs. This necessitates a
methodical screening of unmet social desires, spaces and an examination of how they overlie with the
business athwart the three levels of shared value.

Step 2: Making the business case is to make a firm business case based on analysis and
research of how social development will straightforwardly develop business performance. This step

includes recognizing the targets and identifying the tricks and expenses involved for every shared value
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opportunity, modeling the possible business and social outcome relating to the expenses (i.e., value
creation potential), and thinking of a go/no-go choice.

Step 3: Track progress is companies track progress against the required targets by utilizing the
business case as an explanatory roadmap. This step consists of following inputs and business actions,
productivity and financial performance (income and expenses) relating to projections.

Step 4: Measure results and use observations and insights to unlock new value, this step
consists of validdating the predictable link among social and business results and understanding whether
the outlay of business capital and hard work created a good joint return. Observations and instruction
from this analysis will enlighten opportunities to unfasten further value formation through improvising the
shared value plan and implementation. For example, if an organization’s community jobs skills program
ends up in synchronized job formation and growth of its market, it should inquire how it could enlarge

those sturdy program rudiments to additional advantage for the company and societies.

Figure 17 - The Process of Shared Value Measurement

Identify the social issues
to target Track progress

Strategy

X0

Measurement

\

N\ Y

Measure results and use Make the business case
insights to unlock new value

Source: Porter et all (2012)

214 Companies as Communities

According to Mintzberg (2009), underneath the existing economic disaster lies another disaster of
extreme superior scope: the depreciation in organizations of community — Human being’s sense of
belonging to and helpful for something superior than their own selves. Especially in the United States
years of short-term management have overblown the significance of CEOs and condensed others in the
corporation to fungible goods—human resources to be trimmed down at the fall of share cost. The result:

tedious, irresponsible behavior that has fetched the international economy to its limits. Organizations
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require to re-engage their workers. The practice of management and as well as leadership desires to be
rethought (Mintzberg, 2009).

Individuality is a good idea. It offers inducement, endorse leadership, and supports expansion—
but it is not independent. Human beings are social animals who cannot perform efficiently without a
community that is superior to ourselves. The social glue sticks us together for the superior thing
(Mintzberg, 2012). Community and society mean being caring about our employment, our co-workers,
and our place in the world, geographic and otherwise, and in turn enthused by this caring.

Mintzberg anticipated the term “Communityship”, which is not a word of English language. But,
according to him, it should be to place among individual leadership on one side and communal citizenship
on the other. He states further describes that he believes that people should never use the English
language word “leadership” without talking about communityship. There is no doubt in the fact that leaders
can connect and engage others, but the idea remains attentive on the individual—on personal scheme.

Communityship surely uses the leadership in true meanings, but not the self-centered, “heroic” kind
that has grown to be so common in the business world. It has been said that people create a chaos these
days about the problems of micromanaging—managers’ interfering in the dealings of their subordinates.
On the contrary side, “macroleading” is much more serious: the practice of top-down influencive power
by out-of-touch leaders. Communityship demands a more diffident form of leadership that might be called
occupied and spread management. A community leader is himself engaged in order to appoint others so
that anybody and everybody can practice initiative (Mintzberg, 2009). Mintzberg argus “It might be the
time wean ourselves from the daring leader and identify that generally we require just sufficient leadership
— leadership that arbitrates when appropriate while heartening people in the company to get used to

things.

It is unfortunate that many of articles and books on how to handle large-scale transformation—
change, renaissance, turnaround to be paying attention to leadership (Mintzberg, 2009). There are eight
stages of changing leadership: First setting up a sense of necessity. Then creating an influential guiding
alliance.This alliance should make the vision and transmit it so that others are authorized to carry it out.
The procedure shifts on to setting up short-term wins, merging improvements, and institutionalizing new
understandings (Kotter, 2007).

The approach of Kotter (2007) sounds sane enough and has most likely worked. But how
frequently, and for a long time? What would happen when the lashing leader leave? Maybe it is the time
to reconstruct companies not from one end to other, but from the center out—all the way through teams

of middle managers who tie together and bring key changes in the organization. Is it possible to begin
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huge transformation like this, nearly impulsively, with little actions by people who are not connected to the

senior leadership? (Mintzberg, 2009).

Most sustainable developments in society happen when people find out their own power to act,

when people stop waiting for experts or leaders to do something, and make a decision that they can

regain what they have handed over to others (Block, 2009).

A person can think of all managers as citizens of their organization.

How to get from the company as a compilation of human resources to the organization as a society

of human beings—from daring leadership to affianced management? According to Mintzberg (2009),

there are a few lessons (see table 3):
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Community building in an organization may start with small teams of dedicated
managers. Peter Block (2009) cites proof that small teams are more efficient than great
management or personal preparation in creating tough communities.

The sense of community originates as the managers in these particular groups respond
on the experiences they have shared in the company. Managing is getting more frantic
than ever, and the heaviness of the workplace barely support thoughtful action.

The insights generated by these indications automatically activate small proposals that
can grow into big plans. People love o think of plans as prepared intentionally at the crest
to be implemented below. It has been found through research that organizations study
their way into attractive plans and strategies through small schemes that occur from the
proposals of all sorts of people (Mintzberg, 2009). Particular managers within an open
pecking order in contrast may be superiorly located to make the key relations between
operations and plans or strategy.

Commitment becomes contagious when people understand its enormous advantages
not only to the company but to themselves as well. Ther is no doubt in the fact that
dispersing such teams across the organization necessitates the support of the upper
leadership. Without it, hard work in communityship seldom prospers.

An organization knows that communityship is steadfastly created when its members
stretch out in socially vigorous, dependable and mutually advantageous ways to the
broader the society and community. Put in a different way, strong organizations take
corporate social duty seriously and achieve momentous benefits in exchange.
Employees of a firm that scarcely functions as a society or community can barely be
projected to care about any other society or community. But members of a firm that has

a vigorous sense of community understand how much their company depends for
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Table 3 - Heroic versus Engagement Manager

Heroic Leadership

Engaging Management

Managers are imperative people, fairly
different from others who manufacture products and
provide services

Managers are imperative to the degree
that they assist other people to be imperative

The higher “up” these managers reach, the
more significant they become. At the “top,” the CEO
is the corporation

An organization is an interrelating
network, not an upright hierarchy. Valuable
leaders work the whole time; they do not take a
top seat

Down the hierarchy comes the policy —
obvious, purposeful, and daring — originating from
the chief who takes the spectacular acts. Everyone
else “implements.”

Out of the network come out policy as
busy people resolve little issues that grow into
big proposals.

Execution is an issue because while the
chief accepts change, most others oppose it. That is
why outsiders must be privileged over insiders

Execution is an issue because it cannot
be estranged from formulation. That is why
dedicated insiders are essential to oppose ill-
considered accusations forced from above and
without

To administer is to make choices and assign
resources — including those human resources.
Therefore, Managing means examining, often
measuring, based on facts, from information and
reports

To manage and administer is to fetch
the energy that subsists naturally within human
beings. Therefore, managing means engaging,
based on decision, entrenched in situation

Incentive for growing performance goes to
the leadership. What matters is what's calculated or
measured, shareholder worth specifically

Incentives for building the company a
better place go to everybody. Human values
matter, only the minority of which can be
calculated or measured

Leadership is plunge upon those who plunge
their will on others

Leadership is a consecrated trust
received from the respecting others

Source: Mintzberg, (2013)

2.2 Innovation window

According to Sarkar (2010), “if there is a popularity award for a word that captures the imagination
of academia, politicians, media and business alike, one strong contender that stands out is the word
“innovation”. Coupled with “entrepreneurship”, it holds the promise of unlocking the gates to the opening
of new markets, enhanced firm and economic growth (...)".

Leadbeater (2009), said: “the web is a major potential forces of innovation, encourages a culture
of sharing it invites us to think and interact with people. It is an invitationn to connect with others, share,
exchange ideas and create new knowledge”.

The principle that one should think "with" contrasts with the thought of the twentieth century, a time
of mass production in which consumers were considered only commercial objectives. "Do something with"

rather "to do something to" is a central idea for innovation, since it allows thinking of new interactions,
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such as organizations and consumers. Still to this author, the idea of "with" the web favors may well be
seen as a potentially transformative of our society.

A major factor in the current era of information relates precisely to the concept of experience.
Consumers know what they need and why they need, trying to put the focus on the relationship
service/consumer and not so much on the product itself. Consequently, economic, technological and
social interconnection, we are witnessing a dramatic change in the roles of consumers from passive
beings and isolated in society for active people and connected with each other and with organizations. As
stated by Kotler (2010) "Participation in the Age of people create news, ideas and entertainment, as well
as consumption. The new wave of technology allows people to move from consumers to prosumers
(Kotler et al, 2010).

Leadbeater (2009) also points out that today, the identity - what the individual is depends on the
recognition and value that others give you, being the current society characterized by sharing and supply.
In fact, this is an idea that differs from the twentieth century mentality, in which the individual was identified
by its property and what acquired.

According to Toffler, "To predict the future of wealth, we observe not only the work we do for money,
but also unpaid work that we all perform as prosumer" (Tofler, 2006). "New wave technology Enables
people to turn from being into prosumers Consumers".

"In an economy of things a person is usually identified by what has (a land, a car, a house). In my
mind that the internet is building, savings are usually what we share - to whom we are connected, which
our social network and that ideas, images or videos that we love to share." (Leadbeater, 2009).
Leadbeater (2009) concludes, therefore, that the web 2.0 platform is, in fact, determine a new culture,
called by We-Think community, which consists of a combination of concepts such as democracy, equality,
sharing and community. For the author, We-Think creates a basic economic model, powered through
decentralization and distribution of technological "donations of knowledge." Thus, the circulating ideas
"and from many people," relationships are created or transmitted to emotions.

In fact, if we analyze the concept of We-Think (Leadbeater, 2009), which results in a mass of
independent people with different information, tools and views that can discover, analyze, sort, create and
innovate a much larger scale than most isolated individuals, then it is easy to realize the creative potential
of this reality, to the extent that creativity emerges more readily when different people combine their
knowledge and ideas in order to produce something new.

"In the economy of things you are Identified by what you own - your land, dare car. In the economy
of ideas the web is creating, you are what you share - linked to who you are, who you network with and

which ideas, pictures, videos, links or comments you share " (Leadbeater, 2009).
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According to Botsman (2013), “...Over the past 20 years, we have literally wired our world to share,
creating an unbounded marketplace for exchanges between producer and consumer, seller and buyer,
lender and borrower, and neighbor and neighbor. The old consumer world created a layered interface —
otherwise known as the middlemen — between the company and consumer, bridging the gap between
production and consumption. But the Internet is removing the middlemen, so that everyone from Tshirt
designers to musicians can make a living selling peer to peer”.

If we started by involving the end users in the organizations innovation effort by opening the
company to the stakeholders participation in the innovation process, today, due to the technological
development and the mindset shift that this new IT enabled reality broth to us, we like in an full open
culture (Li, 2013). In such environment, innovation processes, system, methodologies, methods, tools
most change, improve and re-create themselves.

However, not all users are not only participants, they will discover and build on the ideas of others,

developing a path around innovation, a more “open” path to innovation.

2.2.1 Open Innovation

Chesbrough and Schwartz (2007) define open innovation as the "(...) use of purposive inflows and
outflows of knowledge to accelerate internal innovation, and expand the markets for external use of
innovation, respectively", (Chesbrough & Schwartz, 2007). More specifically, firms can include the
following archetypes of core processes, when adhering to an open innovation process: outside-in or
inside-out processes, or a coupled one (Gassmann & Henkel, 2005).

The open innovation paradigm implies co-development partnerships, developing a mutual working
relationship (versus the traditional defensive business strategy), and using external sources of knowledge.
These partnerships might look for the delivery of a new product, technology, or service, to reduce R&D
expenses (Chesbrough & Schwartz, 2007), to expand the innovation output and its impact, and even to
open new markets otherwise inaccessible.

As Torrd (2007) holds, the open innovation paradigm means firms practice the sourcing of external
competences, use networks as an external resource pool and these means they can benefit from global
intellectual capital brokering. Lettl (2007) holds that involvement of the right users is a market capability.
These firms have, mostly, internal R&D strategies that influence partnership with university-based
research (Bercovitz & Feldman 2007), though limited by a small study sample. Becker and Zirpoli (2007)
also mention the boundaries of the firm in the open innovation process. A strong relationship between the
existence of a firm innovation strategy and the interaction with universities is surely important (Bercovitz

& Feldman, 2007). Some factors favorable to the existence of university partners (Bercovitz & Feldman,
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2007) are the perceived ability to fully appropriate results due to different objectives, what puts
appropriability as a partnership motivation; and also patenting results.

This is changing, though, because of the growing assertion of property rights. Other factors
important to choose an innovation partner are the limited risk of competition and the central role of
universities in an innovation system (Sarkar, 2013).

Partners possibly will have to implement a new business model, considering a common objective
for the partnership (for example, to increase profitability or expand market access) (Becker & Zirpoli, 2007;
Lettl, 2007) refer that, surprisingly, firms are adapting business models and value chains to open
innovation demands. R&D capabilities of both firms should be as sassed (Lettl, 2007) and classified,
between core, critical or contextual categories (Becker & Zirpoli, 2007). Core mean, usually, key sources,
sparingly shared; critical capabilities are those essential for a product's success and finally, contextual
are the ones which aren't essential to one of the partners, yet essential or core to the other, maybe smaller
partner. Business model alignment usual problems can be mis-assessment of the objectives, mis-
judgement of the criticality of capabilities, lack of alignment - alignment including complementarily, too -
and this should be a reason to carefully determine the degree of business model alignment and to manage
the partnership caring for future needs (Huang et al. 2002; Lettl, 2007).

Before we can start discussing this subject, it is important to stress that the open innovation
concept, as referred by Chesbrough, is not new (Christensen et al., 2005). Cohen and Levinthal (1990)
had already developed the concept around the competencies developed by R&D labs to manage internal
innovation as well as to reach out and integrate external ideas, science and other external knowledge and
creativity. Rosenberg (1982), Lundvall (1992), Pavitt (1998) and Von Hippel (1988) among several other
authors also contributed for the concept by exploring its interactive, multidisciplinary and inter-
organizational nature of innovative learning. In his book “Open innovation: the new imperative for creating
and profiting from Technology”, Chesbrough (2003) added to those prior formulations, a more focused
and systematic study of the corporative practices to effectively man- age the external processes of
innovation. Chesbrough highlighted the role of open innovation to enable high-tech companies to absorb
technological innovation faster and cheaper, changing from an introverted and proprietary paradigm to a
more extroverted and open one.

Studies in innovation have stressed the growing relevance of external sources of knowledge and
creativity (Perkmann & Walsh, 2007). These studies have showed that more than trusting their R&D labs,
organizations should devote more efforts in open innovation (Chesbrough & Crowther, 2006). This means
that innovation can be considered the result of knowledge networks connecting several organizations

instead of a function within one organization (Coombs et al. 2003; Powell et al., 1996).
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In the same sense, the concept of interactive innovation was implemented to understand the non-
linear, iterative and multi-agent nature of the innovation processes (Kline, 1985; Lundvall, 1988; Von
Hippel, 1988).

Parallel to the organizational concern to keep the growth of their structure, they are also required
to trust in external sources for the innovation processes input (T6rrd, 2007). Collaboration with suppliers
is already an important part of the innovation strategy of large organizations. Simultaneously, the
traditional outsourcing of innovation, in which the full responsibility for part of the innovation process is
transferred to another organization, is growing in popularity. The trend is, however, to form extensive
networks in order to reach external competencies (Correia, 2014).

Thus, the challenge is now to identify and contact individuals and organizations worldwide in order
to gather ideas and solutions to eventually choose the one that can complement the innovation process
of the organization (Bowonder et al. 2005; Moitra & Krishnamoorthy 2004; Perrons & Platts 2004; Fowles
& Clark 2005; Quinn 2000; Chesbrough 2003a).

Laursen and Salter (2006) have explored the relationship between the opening of the organization
to its external environment with the innovation performance. They have concluded that the organizations
that are opened to external sources of innovation, or with external inquiry channels, have a higher level
of innovation performance. By studying British industrial companies, the authors showed that these
companies kept systematic strategies to search various channels and in doing so they were able to get
ideas and resources that enabled them to identify and explore opportunities for innovation. This study
follows the work of Cohen and Leventhal (1990), who argue that the ability to explore external knowledge
is a key element of the innovation performance.

With the aim of promoting the internalization of the organization, the open innovation strategy can
induce an improvement in the performance of the innovation processes. Kafouros et al. (2007) suggest
that organizations need to have some internationalization maturity, being active in various markets, to be
able to success fully innovate.

While lately there is a growing interest in open innovation, little empirical evidence exists on how it
is implemented in organizations. As implied by Gassmann (2006), there are still many gaps in the research
on open innovation. In line with this understanding, several researchers have stressed the need for further
research to study and critically analyze focused topics relevant to understand the phenomenon. Katila
(2002) and Laursen and Salter (2006), suggest that a deeper under- standing of the ways the
organizations structure their inquiry of external ideas needs to be developed. Simultaneously, little is
known about open innovation from the point of view of organizations that profit from selling their own
intellectual capital (Chesbrough & Crowther 2006).
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More specifically, European organizations show competitive problems due to the low investments
in innovation (Vigier 2007). Structural factors such as weak connections between science and industry
often explain low levels of knowledge creation. It is believed that only by promoting innovation, including
open innovation, will it be possible to go over that deficit, and in that way, to improve competitiveness and
market leadership.

The central idea that sustains the concept created by Chesbrough (2003) is that of globally
distributed knowledge and that organizations do not have the enough resources to trust only in internal
innovation. This new concept stresses the limitations the close model of innovation predominant in the
last few decades and which limited the R&D processes to the knowledge generated within the
organization. Organizations implementing the close model make substantial investments in large R&D
Labs to create the conditions for the emergence of knowledge and creativity.

The open innovation model (see figure 18) praise the knowledge flow through the organization
boundaries to enable the accelerated development of internal innovations (i.e., supported by the licensing
of technologies developed by others), and to expand the use of technologies internally developed that

could become underused.

Figure 18 - Closed and Open Innovation Models
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Based on an empirical study of 124 companies, Enkel & Gassmann (2004) identified three open
innovation core processes: (1) outside-in process: enriching of the organizational knowledge base by
integrating suppliers, clients, and other external sources of knowledge; (2) inside-out process: exploring
external markets to sell internal ideas. (3) coupled process: a mix between the outside-in and inside- out
processes working in partnership with other organizations. The following figure 19 illustrates two

perspectives of the three processes of the model, identified by Gassmann e Enkel (2004).
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Figure 19 - Gassman & Enkel Model
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The main challenge in adopting the open innovation model is in finding the right people and in
fostering the collaborative work with the aim of integrating scientific discoveries in a innovative way. The
resistance attitudes resulting from devaluing the ideas and solutions not developed internally is an
important factor hindering the adoption of an open innovation strategy (Chesbrough et al. 2006).

Chesbrough (2011) argues that open innovation contributes to innovation and differentiation of
supply, both in existing businesses and offer, as future or new. Open innovation promotes the
improvement and extension of products and services as well as creating entirely new. The same author
presents two complementary ways of sharing and openness of companies: Outside-In, an approach
where minority makes use of ideas and external inputs for integration into their business and Inside-Out
approach through which companies use minority of their ideas by sharing technology and processes that
can be used by others (such as the case of Amazon). However a few identifies need for change at the
organizational level and barriers to be broken so that the logic of open innovation can be applied in
business, including awareness of the importance of working closely with customers in developing
solutions through pilot testing to solving specific problems, a change in the focus of the company's product
to the utility and integration of consumers in organizations.

Duarte and Sarkar (2011) clarifying the concept of open innovation explaining that: (...) “is the
opposite of the traditional vertical integration (...)". Bet in observation, use of external knowledge in order

to create products and markets by leveraging general forms of collaboration between businesses, such
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partnership strategies, where there is a proliferation of partners. These occur when necessary skills and
techniques specific to a particular industry and where the outcome is related to the quality of partnerships,
and results of interactions with user communities. The formal strategies that generally occur from firm to

firm are focusing on the technological skills market.

As quoted by Chesbrough (2011), "In recent years, open innovation Has Been changing the way
many companies think about Developing products. But open innovation can apply to services and
shouldn't too "considering that the teachings and concepts of open innovation are also applied to service
innovation. This finding is based on the visionary works of various authors "customers do not want to drill,
They want the holes the drill we make " (Levitt, 1981) affirming the curious finding that consumers do not
covet the product but its utility, value and service that it produces.

Chesbrough (2011) concludes that these changes require an evident change in the role of services
in the value chain. Proposes a current view that they do not serve only to support the product but are
creative elements of value but stresses the difficulty of implementation due to its intangible nature.
Contrary to products services create value through user experience. This is different from consumer to
consumer, to create value in services is of course different, defined by a non-linearity in the process.
However, refers to an approach merging consumer participation in parallel with the use of traditional tools

for obtaining information as a way to understand and integrate value services.

2.2.2 From User-innovation to Consumer/Creator/Producer

It has been known for a many years that organizations manufacture new products for customers,
while customers are inert recipients — simply buying and utilizing what producer’s manufacture. However,
a multidecade attempt by many researchers has exposed that this conventional innovation model is
primarily defective: Customers themselves are the main cause of product innovations (Shah, 2000).

Martin (2009), who happens to be The Dean of the Rotman School of Management, has said at
the University of Toronto, “the key is to move from a producer-driven perspective to a consumer-driven
perspective.”.

In the circumstances of overall wellbeing, clients are the people and social orders and groups who
are the plausible beneficiaries of most recent wellbeing items and interruptions. A fruitful incorporated
innovation system will request the suppleness to movement over and over again between the viewpoints
of makers (specialists and researchers) and clients (groups, people, social orders, and wellbeing experts
in the lower class to white collar class nations) to backing the extension of leap forward advances while

additionally verifying that these innovations could be given where they are gravely required (Martin, 2009).
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The assumption has long been changed considering consumers as passive recipients and its

largely accepted now-a-days, that they are a important part and a source of innovation, leading to a

paradigm shift in innovation where the consumer have a central and active role (Hippel, 2001, 2011).

According to Hippel (2011), the paradigm shift happen in 3 main phases:

Phase 1 - with small and uncertain markets for products and services where producers
know they need to spread their R&D and other innovation costs over a lot of purchasers
in order to make a profit. This phase the costumer are often pioneer in creating products
by themselves;

Phase 2 - where the interest is generated and the other users improve the products and
where consumers are not only developing but also providing marketing data for these
new products leveraging the producers attention;

Phase 3 —the small producers understand when the market potential is clear and decide
the design and functions of the new product and the risk levels. The larger companies
follow if the market grows being the producer that introduce novel innovations as designs

to make them more reliable and easier to use, redesign.

The implications of this new paradigm are (Hippel, 2011):

First - Companies understand the initial potential of user-centered innovation regarding
the building of awareness, the development of new product designs, prototyping and
usability testing. To do those companies must consider consumers as important
developers.

Second - The consumers understand that is progressively easy to design what they want
using computer-based design tools, web based free tools and that this tools are user-

friendly.

Now a days, companies are even providing consumers with new services to enhance their

participation in the user centered innovation effort by creating easy to use IT platforms for design sharing,

final product personalization and more recently preparing their products or services to be even produced

and manufactured by the consumers himself, for example to be printed at home with affordable 3D printers

already available in the market (de Jong et all, 2013).

This recent “Makers Movement” (Anderson, 2012), along with the technological development of

new solution such as collaborative design software's and 3D printing, empowers the consumers to

become not only creators but also producers of innovation. According to Von Hippel (2012) the shift
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transforms the user centered innovation approach into a Consumer / Creator / Producer innovation
paradigm.

For the companies this implies a new mindset. We have already happening the first new business
models examples like the 3D printing shops where any consumer that created himself a new product can
go and print / produce its product, in very small quantities and minimum quality (3D Spot in Lisbon),
changes the companies drivers, as for example, the competition analysis: Now it's not only direct and
indirect competitors that companies need to analyze, they most include possible competition from all
consumers that can have a smart solutions “homemade” for the some “problem or opportunity”.

According to de Jong et all, (2013). companies have five possible ways to respond to
consumer/creator/producer challenge:

» Monitor - To be aware about what the user's communities are developing - so they can
react on time;

» Attack — Attacking innovating users communities, when their patent's may have been
use and produce by the new technologies;

* Adopt - Incorporate the new technologies on the companies innovation and producing
systems and put themselves as part of the “gamechangers”;

» Acquire — Absorve relevant knowledge, skills and innovation power from the users
communities, integrating them on the existing business model r even creating new ones;

» Facilitate - Influence the direction and nature of the users community innovation efforts,
obtaining their Goodwill and showing the complementary services or company products.

»  Smart companies should start to rethink their innovation management practices towards
this important paradigm shift, thinking about different scenarios.

The Implications for entrepreneurs involves decisions to commercialize according to indications
of demand as well as produce designs and accept and process customers’ orders and payments and to
ship the completed product to the customers for you as well.

The Implications for existing companies is about the rethink of Businesses needs and how to
reorganize, accept and build upon prototypes developed by users and learn how to identify promising
consumer-developed innovations that are gaining traction among groups of consumers. Companies can
create or frequent consumer community websites or innovation contests to attract consumer activity and
help own product developers look at consumer-developed innovations with new.

So the companies should stop attacking the innovating users communities and using methods
that also caught their user-innovators, explore to determine what users want in ex-change for they can
benefiting from their innovations, create a positive long-term relationship with your innovating users and
strive to create a win-win.
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2.2.3  Collaboration in the context of Open Innovation and Networking

Collaborative networks are crucial for the overall open innovation concept. Some studies show their
importance in the improvement of company’s innovation performance. Nieto and Santamaria (2007)
research shows how different types of collaborative networks contribute to the upgrading and innovation
of industrial products. Using longitudinal research data about Spanish industrial companies, results show
that a collaborative network is of crucial importance to reach a higher degree of innovation in specific
products. Collaboration with suppliers, customers and other firms has a positive impact in innovation,
while the collaboration with competitors has a negative impact. This study also puts in evidence that the
main positive impact on innovation comes from collaborative networks holding different types of
participants.

Perkmann and Walsh (2007) explore characteristics of collaborative relation- ships between
universities and industry through an open innovation perspective. Authors present a model, distinguishing
university-industry partnerships from other mechanisms such as technology transfer or just human
mobility processes. Re- search is centered in the analysis of the role of some practices such as
collaborative research, university-industry centers of research or academic consultancy. Evidence
suggests that such university-business relationships are practiced extensively in a productive way,
despite the existing differences between industry and scientific disciplines.

Michaelides e Kehoe (2007) go deeper presenting a methodology to draw collaborative networks
in the context of open innovation. Their study shows the benefits of using an information system design
methodology (ISDM) to build a research community permanently online, incorporating flexible processes
and promoting Open Innovation through new ideas and diffusion of new research results. The
methodology is shown on the IPGC community prototype. This methodology is based on focused
development stages concerning the definition of a social community and approaching specific
organizational issues and process. As Roberts suggests (2006), specific and significant topics existing in
one community, could be attractive to new users inspiring them to re-visit. In fact, interesting and useful
material is vital to keep conversations going on.

Authors hold that successful online communities demand regular problem monitoring and change
to meet its member's needs (Michaelides & Kehoe, 2007; Snyder, 2000). Additionally, Web 2.0
asynchronous tools must ensure personal publication applications like blogs, as well as RSS (real simple
syndication), to enable members to subscribe information sources, allowing filters to select that
information. Podcasts, asynchronous messages and event video-conference must also be included.

Nevertheless the conclusions extracted from their work, authors recognize this research faces
some challenges because the open innovation model is now rising and many characteristics remain to be
discovered. One of the challenges is related to poor IT applications to support knowledge communities.
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In these communities distributed knowledge flows simultaneously through many actors, and aspect that

is poorly support by IT applications.

The digital word that ascends around the Internet networks demonstrate us enriched and significant
paradigms of cooperative performances and community behaviors: in the past twenty years, the concepts
of digital societies and communities showed up from the practice of the free software, as a objected
experience in the experience of knowledge sharing and grassroots creativity. In the present times, the
current uproar within networks has fetched wider societies and communities merge together in the
fabrication of knowledge and in the allocation of public actions. It is in the framework of digital networks
that we monitor a rapid and viral contribution from new users in the development of content creation. In
other words, the information, communication tools symbolize the capability of the users to facilitate new
relations.

Effectual use of the Internet has been attained through its use as a medium of communication, as
a mean for to transmit information and as the main instrument for communications between individuals,
in a communitarian and networked sustainable approach. Learning, Experiences and content creation by
many are the key processes that presently guide to creative innovation; these procedures have been fully
discovered in organizational studies, and we mostly refer to the “Creative Support Tools Report” (2006)
for an amalgamation of these ideas from a practitioners’ mindset. Creative communities and digital
communities split a same approach that emphasizes the role of cooperation and sharing as a realistic
action, and we believe this as a strategic tool not only for the specialized creative activity, but most of all
as a proficiency that belongs to persons allowing them directly to participate to their own problem setting
and solving. In this broad scenario, creativity is a progression with social significance and nature.
Furthermore, the fresh theories of Benkler (2006) about the impact of technology on the social communal
life breached the socioeconomic study of the community organizational model: it is mainly the sharing
proficiency fed by the Net and experienced by societies that make probable the expression of creativity
and the linked innovation.

Collaboration and Participation are measured as the most important trends in social innovation
(Benkler, 2006). By utilizing the power to join people, the network models refer primarily to cooperation
practices; from this model comes the concentration for digital societies and communities and the digital
tools that they utilize to attach and proceed in the field of production of public goods. The development of
the above mentioned problems is linked to the quick growth of ICT (Information and Communication
Technology), which is utilized for the public management of data and resources, to encourage cooperative
exertion and to nurture the appearance of public heritage. The public domain is augmented thanks to
ICT’s capability to facilitate new models of knowledge production; it has been monitored that Peer-to-Peer
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(P2P), Web 2.0, social networking, and, etc. are producing the new chances of the radical change of the
way of doing and being in everyday life, and their impact influences both the physical and digital networks.
Specifically, mobile communication is predicted to offer significant enabling technologies for the

endorsement of sustainable daily life where mutual services are implicated.

The network concept might have entered social sciences through urban complex grounds,
opposing the previous notion of community inherent to anthropological original studies in small scale
societies (Mitchell, 1974). Attention is called upon the fact that usually authors either choose a
morphological approach or an interactional one. Morphology can include several aspects, considering
connectedness, density, anchorage and reach ability. Interaction includes content, directedness,
durability, intensity and frequency (Mitchell, 1974). Sometimes, too, authors mingle criteria to obtain
specific and more expressive operational constructs. Mitchell (1974) gives particular attention to content,
which includes communication con- tents, transaction (or exchange) and normative content (relational).

A social network is something that affects the flow and quality of information (Granovetter, 1973;
Granovetter 2005; Ahonen & Lietsala 2007; Perkmann & Walsh, 2007) that means also the need for
coordination mechanisms (Gassmann & Enkel, 2005). Sources of reward but also punishment
(Granovetter 2004; Ahonen & Lietsala 2007), networks are based on social capital, first of all (Bourdieu
2001; Line 2001) and establish layers of intellectual capital (T6rrd, 2007) - somehow a parallel with the
sociotechnical model of Bressand and Distler (1995), which includes a layer one, for infrastructure
(physical support for communication); a layer two, for info structure, formal symbolic communication rules;
and finally a layer three, for info culture, the background taken-for-granted knowledge (Lehaney et al.
2004). These networks integrate ideas, and one must consider that the acceptance of an idea is part of
its comprehension (DiMaggio, 1987), and so being the comprehension of related knowledge and
technology. Trust is an important factor (Granovetter 2004; Ahonen & Lietsala 2007), and most of all a
network is embedded in an interconnection of networks. This means that an additional layer is built in the
organization.

Gassmann and Enkel (2005) make an in-depth study of 230 networks to know their management
mechanisms: through this study they come to know that firms gain if they integrate networks work in their
R&D, because they become able to capture knowledge from the outside to the organization. The network
might also facilitate a company's transition from a rigid structure to a flexible one (see Gassmann and
Enkel 2005, for a comprehensive enunciation of a network's structural elements). Networks can also be
defined as social processe or configurations, as Perkmann and Walsh (2007) state.

What are the properties of a network? Tacit and explicit knowledge flow easily (Lambooy, 2004).
Also, if we consider knowledge as a socially embedded process (Brown & Duguid 1991; Perkmann &
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Walsh, 2007) then knowledge shared will be relevant. But, as Schneider says, knowledge is treated like
a re- source or a production factor for firms, and in fact capabilities (interaction between knowledge and
its specific application), are more useful than that (Schneider, 2007). Other network proprieties are
important, as formality of content, intensity, frequency of contact, durability of relationships, and the fact
that a net- work deals either with radical or incremental innovation (Lambooy 2004; Oerlemans et al.
1998); minding this, complexity of innovation is also an important factor (Oerlemans et al., 1998).
Culture can be seen as a set of complex and variable rule-like structures that can constitute
resources (Bourdieu, 2001; DiMaggio, 1987). Network culture means sharing, as Maxwell (2006) says,
while referring specifically to a norm of sharing in the open source community, But cultural actions also
imply reciprocity and shared patterns of interaction (Nieto & Santamaria, 2007) and here it might be
noticed that networks are relationship-based, in the sense that they promote the production of a social
identity, just like communities, through a specific sociability, support, flows of information, and even a
sense of belonging (Wellman, 2005; T6rr6, 2007). The various definitions of culture don't conceal the fact
that there's a common ground that may cause conflict showing the difference between groups and their

symbolic systems (Bourdieu, 2001).

Social presence theory relates to the exact point where we perceive others as real people and our
mutual interactions as relationships (Short et al., 1976). Mediated communication is as much efficacy as
it allows people to have a certain amount of social presence. This theory becomes important because of
the quantity of nonverbal information needed to establish substantially this perception (Wood & Smith,
2004). Postmes et al. (1998) try to assess real online relationships through the social identification/
deindividuation (SIDE) theory. The model stands on a basis of group identification through mediated
communication, considering that in a certain way people let go of the coherence they should be supposed
to sought for, and adapt to those group discriminators, as substitutes of the nonverbal component they
cannot access being online. This becomes something of a loss of identity (at least in a conventional way),
what psychologists call deinviduation (loss of the individuality in favor of group identity) — typical of the
mobs.

Cognition depends on immediate social relationships but also on networks, group memberships
and self-identities. One must coordinate his/her identity either through immediate social context or in a
larger network of relationships, which can assume four types, as referred by Thompson et al. (2007).
These frames of relationships include interactions like Communal Sharing, Authority Ranking (in fact,
some physical aspects of space contribute to our mental representations about authority and social
power), Equality Matching and what the authors call an utilitarian Market Pricing. Now, could we propose
a fifth one, mediated distortion?
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Cognition paradigms might be referred to as embedded, distributed or extended (cognition but also
interrelated memory). There is a common ground which considers some sort of hybridization, meaning
interaction between brain and environment — related to complex human set-ups and cognition processes
that include people and things (Barnier et al., 2008). This also means there is an extension of the
information processing behind the brain activity. An intersection of embodied and distributed cognition
occurs, because functions aren't only abstract. This means the externalization of processes to influence
and get influenced (Smith, 2008). Bearing in mind that human cognition also takes place framed by other
people (Smith, 2008) then groups and teams become relevant assuming some sort of durkheiminan social
division of cognitive labor (DiMaggio, 1987). Distributed cognition is a particularly useful concept if we
think about memory and related processes like encoding/ storage/ retrieval, which normally involve more
than one individual (Barnier et al., 2008).

The difference between group and individual thinking is more a matter of degree, and the group
may increase biases shown by one individual (Brown, 2000). That will be based particularly on what the
group already thinks or co-opts. Minding this, "(...) external influence is (...) primarily negative, the
relentless intrusion of the social into malleable individual memory” (Barnier et al., 2008) — what comes to
be obviously a fail-to-do-justice view because memory is most of all rational. It's worthwhile referring here
to the paradox of memory: past structures come to the present, but the present selects which past remains
as a legacy... and above all, history and facts keep being retold. Practices of memory as forms to keep
its past present (Jedlowski, 2001) call our attention to two important factors: one, the group as a frame
for memory (Halbwachs, 1968); a second one, when does memory become information? This leads to
the following theoretical approaches to memory. The first searches to understand the amount of correct
information. Important factors induce variation, which are the collaboration type, inducing collaborative
recall (Weldon & Bellinger, 1997), the nature of the group and roles assumed (Goffman, 1993), all crucial
elements for a better group memory performance (extensively: nature of the group, collaboration, size of
the group, nature of the stimuli). The objectives are: accuracy, establishing relationships, making good
impressions, developing intimacy, and teaching/ informing. Transitive memory means "a set of individual
memory systems in combination with the communication that takes place between individuals." (Wegner,
1987). After all, storing information about who knows what. Of course this must be a systemic approach,
in the way that shared recollections are more than the sum of individual ones (transitive systems with
emergent properties).

Costs and benefits of remembering in groups may involve group influence, fate of memories, and
be a function of the group memory. If the group is more robust, then the transitive memory mechanisms
will work better. This implies that in an open innovation context, meaning a large community contribution,
the groups can be less robust. So, transitive memory mechanisms will possibly work worse. Open
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innovation will probably mean that there'll be a collective loss (on transitive memory) but some collective

gain (on search and solving problems, see next section.). As Maxwell (2006) says, collective value is built

together with participants self-interest and benefit. Collaborative groups recall more than individuals but

less than nominal groups, as Barnier et al. refer. Also, "Some distributed systems are one-offs." (Barnier

et al. 2008).

Karlsson (2010) in his interesting work on the use of crowds to drive innovation, highlights the

importance of networks of people as a tool for the exploration of new ideas and improving existing ones.

The same author, based on the work of Skarzynski and Gibson (2008) lists some important in the design

and implementation of networks of people for innovation principles:

88

Invite all: do not restrict the participation of people in the network because the more
broad and diverse the participation, including various people inside and outside the
company, the greater the number and probability of finding ideas capable of being
achievable. Citing Fleming (2007), reinforces the important thing is to generate the
maximum possible ideas to get few high value. Innovation is a process of divergence,
generating a large number of ideas, exploration, maximizing the value of each and
convergence to expand the applicability or feasibility of each;

Use the Self-organization: Leave networks and self-organize themselves deal with
complexity by clear and structured presentation of the goals. You must define scalable
systems, allowing easy identification of groups of ideas and opinions. Advises the
decentralization of processes as a single person way to get innovation that meets the
needs of customers and the organization, through the selection of specific charge of
the various systems that make up the network and organize themselves in accordance
with the purpose of innovation. Reveal the importance of providing feedback to
participants, directing them and creating "boxes" most relevant ideas. These boxes
must bridge the gap between needs and innovation and ideas presented, directing them
to the objectives of the innovation network;

Embrace Collaboration: Use a variety of skills, backgrounds, interests and expertise as
a way to leverage collaboration and this, by itself, is not deep enough. The participation
of experts is important in identifying the best ideas and feedback. Citing Johansson
(2007) emphasizes the importance of cultural factors and the knowledge of several
disciplines that when worked, combined and connected, resulting disruptive ideas.
Citing Fleming (2007) highlights the multidisciplinary approach as a promoter of the

variety and number of ideas.
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» Give recognition: Several times above, provide feedback for the initiative is important
to improve the motivation of participants but also the status, identifying him as a
promoter of good ideas by building reputation. Declares that appeal to the ego of the

participants is as or more important than the money factor.

224 Integrated Innovation — evolving social innovation concept

According to Singer and Brook (2010), one of the most pressing questions social innovator's and
the science—for-development community more broadly are the respective roles that
scientific/technological, social, and business innovation can play in delivering improved global health and
well being outcomes. They argue that “scientific and/or technological innovations have a greater chance
of going to scale and achieving global impact if they are developed from the outset with appropriate social
and business innovations—an approach that they call integrated innovation”,

Integrated innovation (Singer & Brook, 2010), is “the coordinated application of
scientific/technological, social and business innovation to develop solutions to complex challenges. This
approach does not discount the singular benefits of each of these types of innovation alone, but rather
highlights the powerful synergies that can be realized by aligning all three to address a single challenge”.

By its nature, integrated innovation is context-specific. Scientists working in the areas that are
impacted by a challenge have a deep understanding of how that challenge manifests in their local
environment. Because of this embedded knowledge, local scientists who are working on breakthrough
science and technology will also have a deeper understanding of the social and business innovations that
will be necessary for that technology to be implemented in their communities

In applying an integrated innovation approach to a complex real-world challenge, it is useful to work

through three decision points (see figure 20).

Figure 20 - integrated Innovation Framework

i

Business

/ Scientific/Technical \
Innovation )

( Innovation

Social
Innovation

Source: Singer and Brook (2010),

89

Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Conceigdo Mateus

Scientific/technological Innovation — What products, technologies, processes and know-
how might be necessary to address the challenge?

A key consideration in developing a solution to a complex global challenge is to
determine whether an existing product can be used, or modified, to provide a solution to
the challenge or whether an entirely new technology, must be developed to effect a
solution. The process of developing new and/or modifying existing products and services
is known as scientific/technological innovation. Although some important global
challenges can be addressed through the implementation of existing technologies, the
solution to many global challenges will depend on breakthrough scientific/technological

innovation.

Social Innovation — Are there social innovations (including health systems, the
determinants of health, ethical/social/cultural/legal frameworks, public policies,
leadership and human resources among others) that will be necessary to bring the
solutions that are developed to scale in local communities in an appropriate manner?

Even where an effective technological solution exists to address a specific challenge, the
local community must have the capacity to take the solution to scale before its potential
impact can become a reality. As such, social innovation (in the context of integrated
innovation TM) can be thought of as research and development into the ways to bring
innovation to scale in specific local and regional contexts. Social innovations can include
the creation and implementation of new approaches in the context of health systems, the
determinants of health, ethical/social/cultural/legal frameworks, public policy, leadership,

human resources and other key components of society that influence health outcomes.

Beyond simply bringing an innovation to scale, social innovations should be both resilient and

durable. The resilience of an innovation is its ability to adapt and flourish in changing environmental

conditions. This capacity is particularly important in many low- and middle-income countries where a

range of external and internal factors (such as famine, drought, political shifts, the creation of new

infrastructure, etc) can lead to significant changes in their communities’ ability to implement and maintain

new innovations of any kind.

The durability of an innovation can be thought of as its ability to persist over time and is often

dependent on the financial sustainability of its implementation strategy. As such, the long-term success

of an integrated innovation TM approach will depend on its ability to engage for-profit companies and not-
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for-profit organizations in a manner that aligns their ongoing success with the success of the proposed

solutions. This aligning of financial incentives with social outcomes has been called social finance.

» Business Innovation — Are there appropriate business systems in place to produce and
deliver the solution at an affordable price point?

» Business innovation focuses on the delivery of appropriate, high quality goods and
services where and when they are needed at an affordable price point. In practice, there
will always be trade-offs between the functionality, usability and affordability of products.
Although most innovation in high income countries focuses on the first of these three
dimensions, scientific and/or technological innovation can also lead to significant
improvements in affordability and usability which can be as important, if not more, as
drivers of global wellbeing impacts than the creation of new functionality.

Innovation in high income countries often focuses on developing expensive new solutions that
provide incremental improvements for a very limited number of rich consumers. In contrast, innovation in
low- and middle-income countries is increasingly focused on “value for many”, or innovation that focuses
on affordability rather than on the provision of new products and services.

Increasingly, innovations in affordability that emerge in low- and middle-income countries will be
transferred to high income countries where they will begin to displace traditional (and more expensive)
products and services.

The term innovation is a bit of a paradox: it is now so commonly used that it is practically ubiquitous
and yet it defies simple categorization or definition. At a fundamental level, however, innovation is about
taking ideas or knowledge and converting them into something useful. Peter Drucker, the management
guru, described innovation as “change that creates a new dimension of performance”.

It is often unclear—particularly in a complex field like global health—which innovations will have
the greatest impact. Successful innovation to address complex challenges requires experimentation and
thoughtful risk-taking in order to enable the development of a broad portfolio of potential approaches from
which one or two successful solutions might emerge. To this end, effective strategies to address complex
challenges should:

» Enable the rapid prototyping of new innovations,

»  Support rigorous evaluation that allows for the rapid termination of those,

* Innovations that fail to deliver on their promise of significant benefits,

» Provide mechanisms to bring those innovations that succeed to scale.

N
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Innovation is about new products in the same way that brands are about logos: while this definition
is technically correct it only captures about 10% of the story. A range of forward thinking companies have
embraced what could be called “Integrated Innovation,” an idea stretches innovation from being just about
new products to innovation being a core enterprise competency (Hamel, 2012).

Integrated Innovation involves moving from the narrow definition of “innovation = new products” to
the belief that innovation should be infused across the enterprise (Cloverview, 2010).

Integrated innovation framed forward-thinking brands have three things in common:

» First, these companies see innovation as being more than bringing the next product to
market. As the table xx below illustrates, innovation is a core competency that touches
everything from product bundling to customer experience.

» Second, these companies coupled a keen understanding of unmet customer needs (B2C
or B2B) with a keen understanding of core competencies. For example, management-
consulting firm Booz & Co advised brands to look beyond traditional research — where
respondents opine on current needs — to better understand unmet needs. Research that
listens in on chat rooms and discussion boards, for example, can provide innovators with
a font of ideas not unearthed through more traditional methods.

» Third, they have an enterprise commitment to do things differently, which sometimes
manifests as appointing a Chief Innovation Officer, or implementing programs such as

innovation time off.

2.2.5 Building an holistic innovation framework

Through the last twenty years the innovation mindset changed from a customer-led view to product-
led until innovation, changing from creating products to deliver value prepositions.

The today’s vision about innovation should be organizations struggling to develop an holistic model
that move innovation and get results from it.

The new innovation models in business contexts are about value, they need to be holistic and
integrate a large amount of variables as the needs of a user, the customer or other stakeholder and the
innovator ones, in order to be valuable. In business means optimizing shareholders value, creating for
beneficiaries and revenues to the innovator, delivering value in overall and individual parts of a value
chain by fulfilling the needs of all, reflecting the organizational roles, mission and propose.

According to Cloverview (2010), we need holistic models of innovation and a framework (see figure
21) to create and extract the most value from it base in the following premises:

» Innovation is not just NPD, it's a variety of innovation levers: Value it's not only
captured and created in the point of sale, but involves all the organizational functions and
activities:
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» Customer experience & engagement: the consumer experience and engagement
have and active role in value creation by the number of touch-points that can be created
in order to improve our customers’ experience with our products, services and our brands.
Yet, can be leveraged by today’s technological options and channels in a more proactive
ways, new tools and social media;

* Business Model Innovation: Also the business models require innovation taking in
count an holistic approach to create and capture value from the target, the prepositions
you offer, the channel and engagement mechanisms used, how organization is
organized and collaborate with the other.

* A balanced innovation portfolio: reflecting the companies profile regarding risk, the
short, medium and long-term propose strategy aligned with the innovation strategy,
business unit, brand and functional strategies in three main horizons:

* Incremental: innovations to sustain market share and attract new customers to an
existing product and service;

» Breakthrough: innovations that create a step change in business performance, reframe
existing markets and categories, and tap into adjacent markets and consumer segments;

» Disruptive: entirely new products and services to new markets and business models
with unmet and emerging need.

» An holistic innovation ecosystem: Due the number of key drivers requested when
developing innovation, open the innovation processes for external ideas, knowledge and
capabilities:

» Leveraging the technology, digital an social networking as ways of connection and
collaboration;

» Consider the outside skilled workers;

* Innovation budgets are no longer maintained;

» The changes pace makes in-house capabilities risky with lengthy development cycles;

» Consumers are more active and familiarized with collaboration and participation in

innovation processes.
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Figure 21 - Cloverview Integrated Innovation Model

Source: Cloverview (2010)

So, increasing the perspectives for gathering more insights and learning abilities, by involving more
parties in your innovation activities and doing so can result in better, faster results will leverage innovation
more than in-house innovation. An Holistic innovation ecosystem will draw on entrepreneurs, start-ups,
customers, partners, venture capital firms, academic institutions, government bodies, and many other
parties involving selectively those who can help you and lead to higher innovations success rates,
improved and efficient ROI, high innovation speed to the market, risk reduction and sharing, brand trust

and engagement.

226 Innovation culture
After studying innovation among 759 companies based in 17 major markets, researchers Gerard
J. Tellis, Jaideep C. Prabhu and Rajesh K. Chandy found that corporate culture was a much more
important driver of radical innovation than labor, capital, government or national culture. But for
executives, that conclusion raises two more questions (Rao & Weintraub, 2013):
 First, what is an innovative corporate culture?

» Second, if you don’t have an innovative culture, is there any way you can build one?
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According to Rao and Weintraub (2013) “When it comes to fostering innovation, enterprises have
generally given substantial attention to resources, processes and the measurement of success — the
more easily measured, tools-oriented innovation building blocks”.

But companies have often given much less attention to the harder-to-measure, people-oriented
determinants of innovative culture — values, behaviors and climate. The author’s stated: “Not surprisingly,
most companies have also done a better job of managing resources, processes and measurement of
innovation success than they have the more people-oriented innovation building blocks”.

As many managers have discovered, anything that involves peoples’ values and behaviors and the

climate of the workplace is more intangible and difficult to handle (Rao & Waintraub, 2013).

Rao and Weintraub (2013) propose new culture of innovation model is build upon dozens of studies
by numerous authors. They reviewed literature in the fields of organizational dynamics, leadership,
behavioral science, corporate entrepreneurship and innovation to find theoretical frameworks and models
that described organizational culture and a culture of innovation.

In particular, the works of Harvard Business School’s Clayton M. Christensen demonstrated to us
the importance of resources, processes and values in innovation. Edgar H. Schein, professor emeritus at
MIT, showed the importance of past success and its impact on values (norms) and behaviors. Geert
Hofstede clarified the distinction and connection between climate and culture. Booz & Company’s
Katzenbach Center’s work on culture is also well known. The ideas of Charles O'Reilly and Daniel Denison
also influenced our methodology. Finally, Tellis, Prabhu and Chandy provided an extensive literature
review of the role of corporate culture and the components of corporate culture in radical innovation. Rao
and Weintraub (2013) propose the following dimensions for the innovation culture building blocks (see
figure 22):

» VALUES - Values drive priorities and decisions, which are reflected in how a company
spends its time and money. Truly innovative enterprises spend generously on being
entrepreneurial, promoting creativity and encouraging continuous learning. The values
of a company are less what the leaders say or what they write in the annual reports than
what they do and invest in. Values manifest themselves in how people behave and spend,
more than in how they speak.

» BEHAVIORS - Behaviors describe how people act in the cause of innovation. For leaders,
those acts include a willingness to kill off existing products with new and better ones, to
energize employees with a vivid description of the future and to cut through red tape. For
employees, actions in support of innovation include doggedness in overcoming technical
roadblocks, “scrounging” resources when budgets are thin and listening to customers.
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* CLIMATE - Climate is the tenor of workplace life. An innovative climate cultivates
engagement and enthusiasm, challenges people to take risks within a safe environment,
fosters learning and encourages independent thinking.

» RESOURCES - Resources comprise three main factors: people, systems and projects.
Of these, people — especially “innovation champions” — are the most critical, because
they have a powerful impact on the organization’s values and climate.

» PROCESSES - Processes are the route that innovations follow as they are developed.
These may include the familiar “innovation funnel” used to capture and sift through ideas
or stage-gate systems for reviewing and prioritizing projects and prototyping.

» SUCCESS - The success of an innovation can be captured at three levels: external,
enterprise and personal. In particular, external recognition shows how well a company is
regarded as being innovative by its customers and competitors, and whether an
innovation has paid off financially. More generally, success reinforces the enterprise’s
values, behaviors and processes, which in turn drive many subsequent actions and
decisions: who will be rewarded, which people will be hired and which projects will get

the green light.

Figure 22 - The Six Building Blocks of an Innovative Culture

Resources Values

Processes Behaviors

/

Success Climate

Source: Rao and Weintraub (2013)

In Rao and Weintraub (2013) each of the mentioned six building-blocks is divided in three factors

(see figure 23), and each of these 18 factors incorporated three underlying elements (54 in total). To

96

Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Concei¢do Mateus

better understand the model, the researchers simplify the explanation as: “we move from those abstract
building blocks toward more concrete elements, the innovative culture becomes more measureable and
manageable — for example, the abstract building block of climate involves the factor of safety, which can
be further divided into openness, integrity and trust’ (Rao & Weintraub, 2013). They test the metric model
by given the model to 1026 managers, in 15 different companies, sectors and geographies (Rao &
Weintraub, 2013).

Figure 23 - The Innovative Culture measuring drivers

3 People 4 5 Entrepreneurial
2 Systems Resources Values 2) Creativity
11 Projects 8 Learning
/
.Ideate 7 Energize
14 Shape Processes | Behaviors @® Enoage
9 Capture 7 4 Enable
1 External 10 Safety
6 Enterprise Success Climate 15 Simplicity
. Individual 13 Collaboration

Source: Rao and Weintraub (2013)

To analyze the results for an organization, the researchers calculated an average for each question
(element), the distribution of the responses for each question, an average for each factor (average of the
three questions related to each factor) and finally the average for each building block (the average for the
three factors related to the building block). The final average of the six building blocks represents the
company’s overall score, which is called the “Innovation Quotient”.

The application of the Six building blocks model, lead Rao and Weintraub (2013) to several main
findings and conclusions can be summarized as follows:

* Ranking information - Executives reported that the most important value of the
Innovation Quotient assessment is its ability to rank the factors and elements that support
innovation. This gives them an easy-to-understand scorecard that allows them to zero in
on the strengths and weaknesses of their organization’s innovation culture.

» Everyone’s Opinion Counts - People at or near the top — the individuals who make

the decisions and control activities often tend to have a much “rosier” view of their
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organization’s culture than do mid- to lower-level managers and employees. Executives,
like everyone else, naturally think that they are doing a good job. Further, executives do
not always have a complete view of enterprise reality; they simply cannot see everything
that goes on.

Elimination of Conjecture and Barriers to Change - The bigger the organization, the
more resistant the enterprise is to change. This trait seems to be most pronounced in
multinational companies. Managers often blame poor acceptance of new strategies,
sloppy implementation of enterprise wide projects and lack of standardized processes
across geographies and divisions on subcultures within the enterprise. A structured
cultural assessment using something like the Innovation Quotient survey can check the
veracity of such complaints.

Exposing Inconsistencies Between Thought and Action — Another useful aspect of
this tool is its ability to reveal inconsistencies. For instance, we find that most senior
executives rate themselves highly in terms of their desire to explore new opportunities
yet do not always provide their people with the time, space or money to pursue those
opportunities. Similarly, they give themselves high scores for providing the freedom to
pursue new opportunities even as their subordinates describe their workplace climate as
rigid and bureaucratic.

Pursue Change Where It's Possible - One practical virtue of the Innovation Quotient
tool is that it can be applied at any level. Even in a company with a caustic culture, local
leaders can use the tool to help build islands of innovative thinking and action.

Using the Results - The survey instrument is not meant to look for balance — either
among building blocks or among the factors within them. Companies that are very low
on some factors but very high on others can still be successful.

This finding allow the researcher to define critical success factors towards creating a
innovation culture:

Focus on Strengths - Most executives want to immediately fix the negatives in the
Innovation Quotient assessment, but we find it's best to build on an organization’s
strengths.

Start Small and Scale Slowly - Managers eager to transform their cultures often try to
do too much at once. A better strategy is to focus on a few things and leverage their
successes into a broader transformation over time. Cultures change very slowly. For best

results, leaders should aim for small victories — at least at first. Measurable results are
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more powerful than arguments, campaigns and mandates: People change when they

see their peers becoming more productive, engaged and successful.

2.3 Creativity window

Creativity is that characteristic of human behavior that seems the most mysterious, and yet most
critical to human advancement. The capacity to solve problems in new ways and to produce works that
are novel, appropriate, and socially valued is an ability that has fascinated people for centuries. Most
creativity research concerns the nature of creative thinking, the distinctive characteristics of the creative
person, the development of creativity across the individual life span, and the social environments most
strongly associated with creative activity (Simonton, 2000).

According to Tschimmel (2010) creativity is a cognitive ability of the individual mind, which can
restructure, with determined purpose, existing elements in the symbolic domain. The notion of "creativity"
is already implemented in the social environment, more and more we hear the increasing need for creative
thinking in various social and professional areas. Implemented in lifestyles or in the decoration of the
spaces that surround us, the management in economic areas and even in methods of teaching in schools.

Dualibi and Simonsen (2009), stated that criativity is the ability to formulate new idea or answers
to different problems, while, the creative process, is a technique of problem solving that can be applied to
all human activities, not just the specific activity of creating good communication.

In the view of Stephanie Kwolek, quoted by Dualibi and Simonsen (2009), the creative process for
innovation requires a new way of looking at things, an understanding of people and an entrepreneurial
desire to take risks and work hard. To Kwolek, one must be willing to try different approaches to a problem,
not giving up until you find an answer (Dualibi & Simonsen, 2009).

Similarly, Art Fry, quoted by Dualibi and Simonsen (2009), understand that creativity depended on
a process based on three aspects: a certain level of knowledge in the subject or sector, strong desire to
do something useful for society or for the market and aim. Argues that a creative idea does not become
an innovation until it is widely adopted and incorporated into our daily lives.

Sternberg (2001) argues that creativity should not be considered in isolation from other constructs
of human abilities; rather, it is best understood in a societal context. He suggests that the “common thread”
in the prolific research literature is the interrelations or “dialectic’ among intelligence, wisdom, and
creativity, where intelligence advances existing societal agendas, creativity questions them and proposes
new ones, and wisdom balances the old with the new. Yet, the many challenges in operationalizing and
assessing creativity are still being confronted today. And, the proliferation of hundreds of creativity tests,

some of which hold up better under psychometric scrutiny than others, exacerbate the criterion problem
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for creative research. These concerns leave us asking an important question. What is it exactly that
creativity researchers are studying?

It is our objective to deeply understand what creativity is, how it works individualistic or in social
terms, how it can be measured in order to amplify the actual knowledge to the business, innovation,

marketing and design fields.

2.3.1 Creativity within business context Milestones

Our ability to recognize the creativity involved in Edison’s gate-pump seems to be innate and
universal whereas our ability to generate it would seem to vary dramatically person to person. Does this
matter to us as individuals? Perhaps not, as we seem to pursue our everyday lives perfectly well with
whatever level of creativity we possess. Does this matter for business? Absolutely! (Kearon, 2008).
According to Kearon (2008): “Creativity is the lifeblood of business and for marketing in particular it is the
alpha and omega of commercial success and ultimately financial rewards”.

Creativity and the creative process in an organizational context have been occupying the thoughts
of Western business leaders and executives, politicians and academics since the late 19th and early 20th
centuries. Graham Wallas, a founding lecturer at the London School of Economics and a founding
member of the Fabian Society (along with H.G Wells and George Bernard Shaw) outlined in his book
“The Art of Thought” (1926) what is generally accepted as the first articulated Western theory of the five
stages of the creative thinking process which he defined as:

» preparation (preparatory work on a problem that focuses the individual's mind on the
problem and explores the problem's dimensions),

* incubation (where the problem is internalized into the unconscious mind and nothing
appears externally to be happening),

» intimation (the creative person gets a "feeling" that a solution is on its way),

* illumination or insight (where the creative idea bursts forth from its preconscious
processing into conscious awareness);

« verification (where the idea is consciously verified, elaborated, and then applied).

In 1938, Alex Osborn, the O in the famous American advertising agency BBD&O, coined the term
“brainstorming” to describe the ideation sessions he ran with his employees to “use the brain to storm a

problem”. Presciently, he noted in the early ‘50’s “brainstorming became too popular too fast with the
result that it was frequently misused. Too many people jumped at it as a panacea then turned against it
when no miracles occurred. Likewise too many have erroneously regarded group brainstorming as a
complete problem-solving process, whereas it is only one of several phases of idea-finding; and idea

finding is only one of the several phases of creative-problem solving”.
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In 1948, Dr Sidney J Parnes with Alex Osborn launched the Osborn-Parnes Creative Problem
Solving Methodology, the basic foundational creative thinking skills method. The Creative Problem
Solving Methodology operates on the premise there are two types pf creative thinking - divergent
(generating lots of options) and convergent (judging options and making decisions). This methodology
evolved out of Osborn’s unhappy experience with brainstorming and is a far more rigorous and defined
approach to problem-solving.

In 1950, J. P. Guilford’s famous “creativity” address to the American Psychological Association
popularized the topic amongst American business executives when he proposed individual creativity
could be psychometrically measured and the results applied for improved results in the work place.

In 1954, Alex Osborn financed, wrote, edited, printed and published 2000 copies of “Applied
Imagination: Principles and Procedures of Creative Problem-Solving” which he distributed as gifts to his
advertising agency clients. In what is now considered the classic text underpinning the rise of creativity
and creative thinking in American capitalism post World War 2, he above all other American writers and
theorists of the time articulated the American dream when he wrote.

“Competition has forced American business to recognize the importance of conscious creative
effort. So much so, that more and more, heart and center of almost every successful manufacturing
company is its creative research. Industrial research used to do but little more than take things apart in
order to find out what caused what and why. The new research adds to such-fact finding a definite and
conscious creative function aimed to discover new facts, arrive at new combinations and find new
applications” (Osborn, 1954).

Using the royalties from Applied Imagination, Osborn founded the Creative Education Foundation
in 1967 at the State University of New York, Buffalo State in 1967 - still the only Masters in Science
program offered globally on the study of creative behavior. The Academic Journal of Creative Behavior
has been publishing quarterly articles and papers from this program since its inception as well — 40 years
of continuous publication of academic publications on creative behaviors.

Outstanding highlights are Abraham Maslow’s “Emotional Blocks To Creativity” — the complete
notes from a speech Maslow gave in 1957 to a Creative Engineering Seminar, US Army Management
School, Fort Belvoir, Virginia USA in which he outlines for the first time in an organizational context, as
opposed to an academic one, the importance of creativity in self-actualizing. He ends his address by
posing the challenge “we’ll all have to find some way of permitting people to be individualistic in an
organization” and concludes “/ don’t how it will be done. I think it will have to be a practical kind of working
out, just simply trying a little bit of this and a little bit of that and trying out the other and finally coming to

some kind of empirical conclusion”.
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In 1969, Dr Edward deBono’s essay “Information Processing and New Ideas — Lateral and Vertical
was launched. It added a refreshing approach to his and Osborn’s divergent and convergent thinking
model. deBono’s stood apart from Osborn and Parnes by adding 4 new general techniques — awareness,
random simulation, alternatives, alteration — to the creative thinking process, declaring these new
techniques meant “vertical thinking is concerned with digger the same hole deeper. Lateral thinking is
concerned with digging the hole somewhere else’.

Perhaps the most relevant essay contemporaneously is General Electric’s Physicist-Artist Ned
Herrmann'’s contribution, his 1978 essay entitled “The Creative Brain”. The essay details the thinking and
content behind one of the world’s first organizational creativity programs for executives. Herrmann began
his essay “In my search for my place and work, | made some remarkable discoveries about the human
brain...what | found was an explanation of the double existence | had been leading most of my life — with
one foot in the world of big business, the other planted just as solidly in the world of art and music. The
insights into the brain acted as a mirror that showed me who | was and why | behaved the way | did".

What is particularly valuable about this essay is Herrmann'’s description of a Eureka moment - the
brain acting as a mirror. He describes a 35 mile journey in a car during which he explores his continuing
frustration with the imagines of a physiological map of the brain with its seemingly useless left brain/right
brain definition as a diagram and then he has the sudden epiphany of the map as a visual metaphor for
the brain as a quadrant of thinking styles.

In his research during the General Electric executive creativity program Herrmann had collected
sufficient data to identify four individual thinking styles — analytical, sequential, interpersonal and
imaginative. He recognized if he could map the data collected onto a visualization of the brain he could
use an image of the whole brain as a metaphor for creative thinking and in so doing compare the four
individual thinking styles. The result the Herrmann Brain Dominance Instrument (HBDI), a diagnostic tool
still used extensively today in organizations to measure and assist individuals to identify their preferred
thinking style preferences.

Creativity has been rightly recognized as a key to economic growth and social transformation in
the well- document analysis by Richard Florida (2002), The Rise of the Creative Class and How It's
Transforming Work, Leisure, Community and Everyday Life. His later work The Flight of the Creative
Class (2005) makes the case even stronger, positing a global future shaped by communities that lure
creative people by emphasizing the 3 T's: Technology, Talent and Tolerance. If Florida’s thesis is valid,
then developing technologies that support, amplify and evaluate creative talents could have a massive
impact. Just as physicists were lured to facilities that provided powerful synchrotrons and astronomers
came to work where the best telescopes were available, future creativity support and evaluation tools will
entice the most innovative minds and enable them to accelerate the pace of discovery and innovation.
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In 2006, Daniel Pink’s book “A Whole New Mind — Why Right Brainers Will Rule The Future” (2006)
in which he proposes the world is moving from the information age to the conceptual age (an age that
requires creative rather than logical-analytical thinking) and for much of the current theoretical work being
pursued in the emerging field of neuroscience and argues the relevant of this field of knowledge in the
organizational business context.

Some commentators believe that creativity is the domain of the rare individual who arises only a
few times in each century. This older notion celebrates historic figures such as Newton, Einstein, or
Edison, but newer thinking proposes that every person can become creative. Eric von Hippel's
Democratizing Innovation (2010) argues that “users of products and services -- both firms and individuals
-- are increasingly able to innovate for themselves.” He focuses on manufacturing, product development
and communication skills”, specially due the continuous growing capacity of individuals to be creative and
innovative.

So with that history, that breadth and depth of academic research, the question has to be asked -
why is creativity not better understood as an organizational or business process after over a century’s
worth of study and contemplation? What has caused CEQOs to focus their attention on “creativity” as a
potential solution to organizational or business complexity now and how do we “operationalize” creativity
in a business context? (Kerle, 2010).

Ralph Kerle (2010) conducted a research study and report called “Are Australian Managers creative
and innovative?”. The research findings offered some significant and surprising insights into how
managers perceived creative leadership, creativity and innovation, none more so than in the area of
educating for creativity in organizations, for example:

Australian managers nominated the main attributes of creative leadership as empowerment,
enlightenment, enjoyment and risk.

They drew a profile of a creative leader as some-one who was a visionary and a team player, a risk
seeker who enjoyed work.

When asked what a creative leader does the overwhelming result said a creative leader is one who
leads people and processes creatively (97%) as opposed to a creative leader being an individual who
creates (45%).

According to the author “What this finding suggests is that leaders in organizations do not perceive
creativity as something they do. Instead it is something they think about and co-ordinate. Creativity by its
very nature requires action and context, is constructed around constraints and evolves out of practice. It
is identified through perception, named creative by someone other than the person practicing it.” (Kerle,
2010).
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Ralph Further (2010) stated ‘the naming of something “creative” is a subjective act, generally
comes from peers and requires confidence, knowledge and expertise in the domain in which the creativity
occurs on the part of the name. Importantly, creativity, even in perception, is subjective, only ever
approximates reality and can easily be disputed.

The author concluded: “Management theory and business school studies may offer a framework
for managers to understand organizational creativity as a concept. However they cannot create the act or
phenomena itself. It is only through the act of creation on the part of the manager that creative practice
emerges and evolves. This, of course, is what 20th Century German philosophers Heidegger and
Gadamer call a *hermeneutic circle,” that is through the very act of creating that creativity comes into
being. (Kerle, 2010).

This perception that creativity is important but is still not in practice regarding business
organizational context (Kerle, 2010; Amabile 2011; Hamel, 2009), arouses complex challenges to be
address by managers and leaders:

» The first challenge then for educating for creativity in organizations is to locate and find
methods and processes for leaders to use to identify, discuss, reflect on and make sense
of their own practices of creativity, paying particular attention to the organizational
context for their practice; to the constraints the organization places around that practice
and to the practice itself.

» The second is for the leadership to develop ways of synthesizing the learning’s and the
knowledge gained from these discussions and reflections and to make them meaningful
in an applied sense to enhance the organizations goals and objectives.

According to Kerle (2010), the critical challenge therefore in educating for creativity in organizations
is to develop a creatively holistically model or method enabling organizations to perceive themselves
creatively.

IBM held other important study about creativity on business context in 2010. They conducted a
survey of 1,500 CEOs and knew that the mainly valuable management skill was not any more “marketing”
or “operations” but “creativity.” Since then Accenture, BCG and other firms have established the global
skill shift. CEOs state that creativeness is a critical leadership skill, but few apparently have it (Nussbaum,
2013).

There is no wonder that managers are skilled in the values of competence and the abilities of
quantitative analytics. After many years of managing to squeeze out earnings, how can CEOs rapidly
move to amplifying the creative capacities of their people? Bruce Nussbaum define the following steps:

» Track your practices of creativity. Businesses are pyramids constructed to endorse the
effectiveness. But creativity is produced within circles — playgrounds — where a minute
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number of extremely talented persons, usually in small teams, work. Most of these are
formal — product development, labs, designs. These are where “creative's” are believed
to work. But there are various circles that are unseen. Most large corporations have
hundreds of employees who are trying things out, sharing ideas, linking accessible
domains of knowledge in novel ways, below the radar of management This can occur as
often on the production line as it get performed in a chemistry laboratory. But it's not
always assumed as “creativity”, and many people do not notice themselves as “creative,”
even if they are. When you plan your creativity circles, they always astonish.

» Creativity requires to scale in order to produce economic value. So you also need
to"recognize your creativity brokers"— people with high-quality judgment and contact to
resources. Knowledgeable CEOs are the ones who can better forecast when new
concepts have authentic potential; they are the “wise eyes” to harmonize the “fresh eyes”
on the job. Moreover, they are the ones who can connect your creativity circles to the
prototyping, economic marketing they need. Discovering these brokers can also escort
to surprises. They have many formal titles, from vice president to an assistant to general
manager to the CEO.

» ltis essential as well to shift toward multi-generational leadership teams. In a period of
flowing change, we are all immigrants to latest technologies and new moves in culture.
As hard as we attempt to submerge ourselves, we basically cannot know as much as
somebody who symbolizes these changes. The youthful founders of Facebook and
Google were intelligent enough to fetch more knowledgeable talent as they initiated their
startups. Older managers of recognized organization should be intelligent enough to do
the adverse: collecting young talent to increase their potentials.

* You are also supposed be prepared to alter your consumer frame. User experience (UX)
was a daring idea in its day and shifted us away from simply meeting “needs".But it is
outdated. People, in the recent times, participate with firms in the purchase and design
of products. “Experience” is too inert term to explain the relationship. User engagement
(UE) is the latest imaginative competence for the upcoming time. Think about aura —
the factors that summon you and keep you involved and design it into your services and
products and as Nike and Apple has done.

Most organizations with years of forming a culture of competence cannot organically change
themselves into a den of imagination or creativity. They should not try. The chances of success are very

low. IBM performed it. GE may make it. P&G is still making efforts. But most others could not do it. Well-
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known companies can, nevertheless,be a platform for creativity. They can learn to go outside their
boundaries to recognize creativity they can influence, buy and then scale (Nussbaum, 2013).
Creative ability is like a sport. You can be prepared for it and boost the abilities of yourself and your

company. If you get superior in it, you can also revolutionize it into real economic value on a huge scale.

2.3.2 Recent thinking about creativity

As we seen, the potential for enhancing human creativity has been a recurring theme of visionary
thinkers such as DeBono (1990) whose ‘lateral thinking’ ideas have had a warm reception, internationally,
but a cool reception from academics. Dan Couger’s (1995) review of 22 creativity methods included the
classic ones such as the methods: Preparation, incubation, illumination and verification. Recent
variations, include these design steps for engineering (Adams et al., 2003, Atman et al., 2003):

»  Problem definition — identify need;

*  Gather information;

* Generate ideas - brainstorm & list alternatives;
* Modeling — describe how to build;

* Feasibility Analysis;

» Evaluation — compare alternatives;

» Decision — select one solution;

»  Communication — write or present to others;

* Implementation.

During the past decade respected psychologists who work on creativity, such as Mihaly
Csikszentmihalyi (his books include the widely cited Creativity (1996) and Finding Flow (1997)), have
given a more compelling foundation. Csikszentmihalyi made two major contributions. First, his structured
interviews with 91 creative people (Nobel and Pulitzer Prize winners, leading artists, corporate gurus, etc.)
led to a thoughtful characterization of three key components for understanding creativity:

1) Domain: e.g. mathematics or biology, "consists of a set of symbols, rules and procedures”;

2) Field: “the individuals who act as gatekeepers to the domain...decide whether a new idea,

performance, or product should be included”;

3) Individual: creativity is "when a person... has a new idea or sees a new pattern, and when this

novelty is selected by the appropriate field for inclusion in the relevant domain”.

This characterization focuses on the individual but clearly makes creativity a social process, since
an individual’s work becomes creative only when judged by others.

Robert Sternberg’s remarkable edited collection, the Handbook of Creativity (1999), has drawn

popular and academic interest. This Handbook, among other books, provides useful intellectual
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foundations concerning motivations, strategies, and assessment for human creative work. A particularly
appealing chapter by Nickerson offers 12 steps to teaching creativity:

» Establish Purpose and Intention;

* Build Basic Skills;

» Encourage Acquisition of Domain-specific Knowledge;

» Stimulate and Reward Curiosity and Exploration;

Build Motivation;

» Encourage Confidence and Risk Taking;

» Focus on Mastery and Self-Competition;

* Promote Supportable Beliefs;

» Provide Balance;

» Provide Opportunities for Choice and Discovery;

» Develop Self Management (Meta-Cognitive Skills);

» Teach Techniques and Strategies for Facilitating Creative Performance.

Since many descriptions of creativity focus on the individual, it is important to balance this view
with an appreciation of the importance of supporting creativity in small teams and larger communities.
Scientific papers in mature fields such as physics and biology often have teams consisting of dozens of
authors from multiple disciplines who contribute to a research result. So do creativity works, much often
this the result of teamwork (Mateus, 2007).

2.3.3  Creativity Definitions and Principles
DeBono’s (2008), defines creative thinking as: “a new way of looking at problems or situations from
a new and fresh perspective’. Although for the overall understanding of the concept other authors

approach should be considered as shown in the table below (see table 4).
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Table 4 - Creative thinking definitions

DEFINITION AUTHORS
Creativity (or ‘lateral thinking’) is concerned with restructuring mental deBono, E.
patterns, emphasizing/using information in provocative ways and challenging
accepted ideas and notions.

Creativity (or ‘Synectics’, connection-making) is the joining together of Gordon, W.J.J
different and apparently irrelevant elements. It involves seeking and using direct,
personal, and symbolic analogies to find new solutions to problems.

Creativity is not a nebulous, ethereal ‘something’ but rather, a skill that can Gryskiewicz, S.S. Holt,
be developed and applied in organizational setting...\We define creativity as the K.D., Faber AM., &
ability to make useful, novel associations. Sensabuagh, S.

The capacity to tolerate ambiguity and uncertainty, perhaps even to Kramer, P.

welcome it, in order to see things in a new way, to see associations and
relationships that we and others have not seen before.

"Creativity is inventing, experimenting, growing, taking risks, breaking rules, Mary Lou Cook
making mistakes, and having fun."

Approached creativity by emphasizing the importance of self actualization in Maslow, A.H.
human behavior, holding that people were afraid to learn too much about
themselves. Creative people are able to overcome those fears and
the rigid pressure of society, and thus become able to free themselves to attain
personal integration, wholeness, and creativity.

who coined the term “brainstorming”, described creativity as the mental Osborn, A.F.
capacity “to visualize, to foresee, and to generate ideas.”

Creativity is the capacity to create a solution that is both novel and Sternberg B.
appropriate.

Creative thinking requires an attitude that allows you to search for ideas and Von Oech, R.

manipulate your knowledge and experience. With this outlook, you try various
approaches...use crazy, foolish, and impractical ideas as stepping stones to
practical new ideas. You break the rules occasionally...explore for ideas in unusual
places...[and]...open yourself up to new possibilities and to change.

Source: the Author

For DeBono (2008): “creative thinking is new way of looking that also bring unorthodox solutions.
They may look unsetting at first and are stimulate by both, an unstructured process such as brainstorming
and a structured process such as lateral thinking’.
This type of thinking has some basic conditions required:
* A Sharp Observation;
» Postponing your judgment;
» Associative Thinking;
» Alternatives Thinking;
» Use of imagination.
Yet, De Bono (2008), related with the creative process divide the creative thinking in two main

methods, the vertical thinking which uses logic processes from the traditional historical method and the
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lateral thinking, which involves disrupting and apparent thinking sequence, to achieve solutions from

another angle. The lateral thinking approach, involve some techniques as:

Alternatives, which aim to look beyond obvious alternatives and how to use concepts as
a breeding ground for new ideas;

Focus, know when and how to change the focus of your thinking learning the discipline
of defining the focus and stick to it;

Challenge, the ability to break free from the limits of the traditional thinking, considering
new challenges and the acting as thought the present way of doing things is not
necessarily the best;

Random Entry, by using unconnected inputs to open up new lines of thinking;
Provocation and Movement, to generate provocative statements and use them to build
new ideas;

Harvesting, capture your creative output, at the end of a creative-thinking session, taking
notes of the specific ideas that seem practical and valuable;

Treatment of Ideas, how to develop, shape and sharp them to fit within in an organization

or situation.

Regarding the creative thinking process, Olson (1986) also presents a curious approach with the

name of DO-IT. This process was defined by four steps, define, open, identity and transform. The define

step is composed by Mind Focus, Mind Grid and Mind Stretch, the open step is composed by Mind

Prompt, Mind Surprise, Mind Free and Mind Synthesize, the identity is composed by Mind Integrate, Mind

Strengthen and Mind Synergize and by a final step of Transform.

Also, Gijs van Wulfen (2013) in the book “Innovation Expedition”, present a creative process

based on six steps, Full Steam Ahead, Observe & Learn, Raise Ideas, Test Ideas and Home coming.

Christiensen et all (2009) propose an creative process approach, that is associated with the

Innovations DNA model - develop by this authors based on the study of the most successful innovative

entrepreneurs - that is composed by five steps:

Associating by having different disciplines in the creative process creating associations;
Questioning by question everything and search in all aspects for the opposites;
Observing by and discover driven approach;

Experimentation by trying out new ideas;

Networking by to access the resources.

Being the creative thinking process based on Individuals and Organizations both need to constantly

renew their sources of information and inspiration in order to expand their knowledge and growth. David
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Kelley (2007), in his book “then faces of innovation” stated that: “in creative process have different types

of personas and behaviors regarding creativity’. But one of the thinkers to write about the creative

‘persona” was Leonardo da Vinci. He identified seven types of profile or characteristics that a creative

most posses:

Curiosity - Curiosity is the one that ask questions;

Demonstration - is the one with open thinking and open mind that constantly learn from
his mistakes;

Sensation - is the one that use all the senses and majorly learn from intuition;

Summate - is the one that dare to cope with the unknown and learn from the paradoxes;
Arte- sciences - is the one that use all the brain, the left and the right side to learn, build
and manage maps of information;

Corporality - is the one that balance the body, the mind and the movement leading to
juggling;

Connections - is the one that everything is connected and make the associations that

learn from the networks and ecosystems.

Kelley (2009), reflects on the different profiles and behaviors we can recognize during a group

dynamic focused on a creative stage:
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The Storyteller - the one that build internal morale and external awareness by compelling
narratives that easily communicate the human values or reinforce a specific aspect;
The Caregiver — the one that delivers customer care beyond normal services;

The Set Designer — the one that creates the stage on which developers can perform and
the one that transform physical environments into powerful tools to influence behaviors
and attitudes;

The Experience Architect — the one that move up the experience, service, product and
commodity values pyramid, that designs and compel experiences and connect with a
deeper level with the customer;

The Director — the one that find the most talented people, make other people be the stars,
spark the creative talent and help others;

The Anthropologist — The one that don’t ask customers but observe them in first hand,
that know how to interact with services and products in an emotional and physical way,
has powerful tools to unlock innovation and to inform your institution;

The Experimenter — The one that is constantly prototyping the new ideas and seek the

trial and error approach;
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» Cross Pollinator — The one that explore other industries, cultures and translate those
findings to fit the needs;

» Hurdler - The one that solve problems and consider it as challenges. Is the type of people
that never gives up, bend the rules and stop you when you go too far;

» Collaborator - Is the one who bring more ideas and the groups together, leading the

others from the middle of the pack and the one that create new combinations.

234 Individual and social creativity

To understand creativity, we need to address the individual and the social dimension of the process.
The claim by Csikszentmihalyi (1996) that “an idea or product that deserves the label ‘creative’ arises
from the synergy of many sources and not only from the mind of a single person”, does not exclude
individual creativity. Creative actions cannot be completely planned actions; rather, they can only be
situated actions, after reflecting upon the situational talk-back of the environments, either technical or
social [Schon, 1983]. Therefore, individual creativity can be greatly enhanced by providing appropriate
socio-technical environments [Mumford, 1987]. Creativity flourishes best in a unique kind of social
environment: one that is stable enough to allow continuity of effort, yet diverse and broad-minded enough
to nourish creativity in all its subversive forms.

Much human creativity arises from activities that take place in a social context in which interactions
with other people and the shared artifacts are important contributors to the process. Social creativity
comes alive in socio-technical environments in which communities collaborate (Mateus, 2007).

Shared understanding that supports collaborative learning and working requires the active
construction of a knowledge system in which the meanings of concepts and objects can be debated and
resolved (Robinson, 2010; Lealfbetter, 2008). In heterogeneous design communities, such as those that
form around large and complex design problems, the construction of shared understanding requires the
interaction and synthesis of several separate knowledge systems (Fischer, 2002).

Distances and diversity should not be considered as constraints to deal with but as opportunity to
generate new ideas, new insights, and new environments (National-Research-Council, 2003). The
challenge is often not to reduce heterogeneity and specialization, but to support it, manage it, and
integrate it by finding ways to build bridges between local knowledge sources and by exploiting conceptual
collisions and breakdowns as sources for innovation. Social creativity can be distributed (1) spatially
(across physical distance), (2) temporally (across time), and (3) conceptually (across different
communities), and (4) technologically (between persons and artifacts) (Fischer, 2005). This distributed
fabric of interactions can be supported by integrating diversity, making all voices heard, increasing the

back-talk of the situation, and providing systems that are open and transparent, so that people can be
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aware of and access each other’s work, relate it to their own work, transcend the information given, and
contribute the results back to the community (as illustrated by the “collect / relate / create / donate” model
(Shneiderman, 2002).

According to Kelley (2011), creativity is a skill that can be taught and learned by all without
exception, this approach extends the possibilities of teamwork. As noted, collaboration is a key to the
success of the process of creativity ingredient, which should integrate the solution development process
individuals for whom they are addressed, in order to obtain more concrete and viable data. On the other
hand, is a skill that can train, and therefore, can go evolving with respect to its success and effectiveness.

There is overwhelming evidence that research on creativity should be grounded in the basic
assumption that power of the unaided individual mind is highly overrated. (John-Steiner, 2000). Although
creative individuals are often thought of as working in isolation, much of our intelligence and creativity
results from interaction and collaboration with other individuals, with their tools and with their artifacts
(Csikszentmihalyi, 1996). In many traditional approaches, human cognition has been seen as existing
solely “inside” a person’s head, and studies on cognition have often disregarded the physical and social
surroundings in which cognition takes place. Distributed intelligence (Fischer, 2005; Hollan et al., 2001;
Salomon, 1993) provides an effective theoretical framework for understanding what humans can achieve
and how artifacts, tools, and socio-technical environments can be designed and evaluated to empower
human beings and to change tasks.

Creative individuals can make a difference, as analyzed and shown by Gardner (1995) in some
special cases, such as movie directors, champions of sports teams, leading scientists and politicians.
Individual creativity comes from the unique perspective that the individual brings to bear in the current
problem or situation. It is the experience, culture, education, and background knowledge that the
individual has, as well as the personal meaningfulness that the individual finds in the current situation.
Creativity research should be grounded in the basic assumption that there is an “and” and not a “versus”
relationship between individual and social creativity. Individual and social creativity can be integrated by
means of proper collaboration models, appropriate community structures, boundary objects, process
models in support of natural evolution of artifacts, and meta-design (Fischer et al., 2005). By integrating
individual and social creativity, support can be provided not only for reflective practitioners but also for

reflective communities.

2.35 Creative being more then creative thinking

"There is a lot of technical and objectivity in art, as there is a lot of passion and intuition in science"
(Robinson, 2010).

To understand how the creative process is triggered in the brain will it should enter a more cognitive

dimension of research. It is proved that this process involves more than linear and logical thoughts that
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dominate the western perspective of intelligence. Some authors linked to the investigation of creative
thinking, as Pink (2006.2010) and Robinson (2010), believe that the physical brain is constantly evolving
and as it ages, continues to build neural pathways that allow a potential and continuous path for creative
thinking.

The same authors argue that creativity is always a dynamic process and it can support in many
ways to think at the same time and not just through the brain. Also depend on physical processes
associated with intense feelings, intuitions and resulting from a coordination of hands and eyes, body and
mind. Robinson (2010) even believes that all individuals are born with creative capacities that must be
developed and attempts to corrupt the idea that only special people can be endowed with creative powers.
"Creativity is part of the scope of the special activities that belong to creative fields such as arts, design,
or advertising. Indeed, these areas tend to require a high level of creativity, but science, mathematics,
engineering, entrepreneurship, sport or human relationships also. The point is that we can be creative in
everything that involves intelligence" (Robinson, 2010).

Creativity leads the imagination to another level because it activates it to produce something new
and to reflect on new problems. To Robinson (2010) creativity is applied imagination. In this sense,
according to the author can be creative in everything that involves intelligence: music, dance, math,
science, business, human relations, among others. It should be noted that the manifestation of creativity
in different ways is because of human intelligence is so multifaceted and varied. In his view, creativity is
the best example of the dynamic nature of intelligence and can appeal to all areas of the mind and being,
implying that several processes are interlinked, as the generation of new ideas, the imagination of different
possibilities, the consideration of alternative options and the evaluation of new prospects. These
processes interact with each other there is generally a balance between idea generation, selection and
clearance of the same in a creative work.

Robinson (2010) goes further in his study and further supports the idea that the creative teams can
often achieve better results than isolated individuals, since they show the two key characteristics of
intelligence: Diversification and Dynamism. Diversification because they are composed of very different
people with different but complementary talents and Dynamism because they are able to use their
differences in a positive way, through a process where their strengths are complementary, offsetting the
weaknesses of each other. They encourage each other and accept the criticism as a spur to improvement.

According to Robinson (2010), the daily experience shows that human intelligence is multifaceted
and varied, explaining in three characteristics:

» Not limited to verbal and mathematical reasoning. In fact, these skills are important but
are only one of the modes of intelligence express themselves. Intelligence can reveal
itself in things that have nothing to do with numbers or words;
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» The human brain is very interactive, using various parts of this organ in any task that is
performed. Indeed, it is the dynamic use of the brain (in seeking new connections
between things) that the great revelations occur;

* Intelligence is quite distinctive, and each one of us uses it in a different way. This is as
unique as a fingerprint.

Following this line of thought, investigations of Pink (2006, 2010) also indicate that the future is in
the hands of a new kind of person with a new intelligence: the creative and empathetic individuals whose
reasoning favors the right brain. According to the author, we are witnessing a transition from a society
centered in the Information Age, with linear logic to an economy where creative, empathic and holistic
thinking skills systems are predominant, the Conceptual Age.

"These new times characterized by a new way of thinking and looking at life that values and
attributes define concepts like high concept and high touch" (Pink, 2006):

» The characteristics of "high concept" englobam the ability to recognize patterns and
opportunities, to create beauty in artistic fields and emotional generate a satisfactory
narrative or idea to combine seemingly disconnect in something new.

» The "high touch" capabilities include empathize hair others, understand the subtleties
associated with the interaction human knowledge to find satisfactory of food within
themselves and their own advantage to help others to faze him and, still, um sense to
pursue for life for woolen daily routine (Pink, 2006).

For Pink (2006,2010) the future is even the democratization of design discipline that involves both
hemispheres in order to promote the expansion of creativity and artistic sensibility to different areas. The
author explains this idea through three arguments:

* Due to rising prosperity and technological advances design expanded its territory
(formerly reserved for specialists) and allows most people share this knowledge;

* Inan era of material abundance, the design became crucial to most modern enterprises,
because it is a way to differentiate their products and create new markets;

» Asanincreasing number of people build sensitivity to the development of design thinking,

it will be increasingly possible to use it for its purpose: to change the world.

2.3.6 About measures of creativity
Measurement is a process of assigning numbers to some phenomena, which ideally are reliable,
meaningful, and valid. Assessments, on the other hand, involve appraisal and comparison, which are

used to make judgments and decisions about the people being tested, such as which students should or
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should not be accepted into a program for the gifted and talented. Measurement and assessment are not
synonymous (Kearon, 2008).

At best, reliable measurements of particular constructs should be only one component of any
assessment.

Different creativity tests measure different constructs within the complex intellectual and affective
concept of creativity; problems arise when one measure is inappropriately compared against another.
Torrance (1984), the originator of the best known standardized creativity tests, cautions against exclusivity
of objective measurement in assessment. He recommends that creativity not be the sole criterion for
decision-making, that multiple talents be evaluated, and that culturally different individuals be given tasks
that evaluate “the kinds of excellence that are valued by the particular culture or subculture” of the
individuals being evaluated. Even within the limited context of objective measurement, using multiple

measures helps to insure that the assessment discriminates between individuals and not against them.

A. Measures of the Creative Process: Divergent Thinking

Traditionally, the measurement of a person’s intelligence had been used to determine who among
the population were gifted. Yet, traditional intelligence tests do not require much creative or divergent-
production thinking, which leads to the hypothesis that creativity and intelligence are separate constructs,
requiring separate measures. Traditional intelligence tests primarily measure convergent thinking, the
kind of thinking used when a person must “converge” on one right answer to a question or problem.

Divergent thinking, in contrast, is the sort of thinking that produces multiple responses to a question
and which produces novel ideas and unusual responses to questions. Divergent thinking is cognition that
leads in various directions, some conventional, and some original. As explained by Runco (1999),
“‘Because some of the resulting ideas are original, divergent thinking represents the potential for creative
thinking and problem solving™. Thus, to the degree that these tests are reliable and valid, they can be
taken as estimates of the potential for creative thinking, but cautions should be taken when inferring
estimates of future creative production.

In the 1960’s, J. P. Guilford and E. Paul Torrance developed and employed batteries of divergent
thinking tests used in the early study of creativity, which are widely used today.

B. The Guilford Battery

Guilford's battery of tests, based on his Structure of the Intellect model (Guilford, 1962)
differentiated among 180 different kinds of thinking, including many forms of divergent thinking. The
abilities most relevant for creative thinking are to be found in the divergent production abilities that allow
information to be generated from information; and transformation abilities, which involve revision of what
one experiences or knows, thereby producing new forms and patterns.
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C. The Torrance Tests

Although Torrance would later acknowledge that creativity “defies precise definition” (Parkhurst,
1999), his early attempts at operationalizing creativity for research purposes centered on problem-solving.
He wrote:

(...) I have tried to describe creative thinking as taking place in the process of sensing difficulties,
problems, gaps in information, missing elements; making guesses or formulating hypotheses about these
deficiencies; testing and retesting them; and finally in communicating the results (..) (Torrance, 1965).

The Torrance Tests of Creative Thinking consists of nonverbal and verbal forms, Thinking
Creatively with Pictures and Thinking Creatively with Words, which are suitable for grades kindergarten
though graduate school to assess four creative abilities: fluency, flexibility, originality, and elaboration.
The nonverbal forms consist of three sets of activities which require subjects to draw lines to elaborate
on a single shape, to draw lines to complete a picture, and to draw as many different pictures as possible
using the same shape. The verbal forms consist of six activities that require subjects to generate
questions, alternative uses, and guesses. Each of the activities in each of the nonverbal and verbal forms
is timed and scored for fluency, flexibility, and originality. The nonverbal forms are scored also for

elaboration’(Torrance, 1988).

Measuring creativity in isolation from other psychological and contextual variables is also
problematic. In a groundbreaking examination of creative people, Csikszentmihalyi (1996) studied one
hundred individuals who had produced works that were publicly acknowledged as creative and who had
allimpacted their culture in some important way. In this comprehensive study of scientists, artists, writers,
educators, politicians and social activists, engineers, and religious leaders, he found that the first and
foremost characteristic of creative individuals is mastery of a domain of knowledge or skill. Without
mastery of a domain, diverse thinking or ideational fluency are not likely to lead to creative products.
These creative individuals, for the most part, had normal childhoods and families that provided them with
a solid set of values.

Csikszentmihalyi (1990,1996) has concluded that the major distinguishing characteristic of creative
people is the capacity to experience “flow,” that experience of timelessness and oneness with the activity

in which one is engaged. In a flow state, people have a sense that their abilities are only just equal to the

1 Torrance, reported on a 22-year longitudinal study in which scores were correlated with accomplishments in adulthood with validity coefficients of .62 for
males and .57 for females. Although these coefficients demonstrate only moderate predictive validity, Torrance notes that they are commensurate with, and
sometimes even higher than, coefficients for intelligence in predicting adult achievement. Two decades of research establish the validity and reliability of the
TTCT and demonstrate the appropriateness of including divergent measures in a multifaceted approach to assessing creativity.
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challenge that the project provides; therefore, they are caught up in the process of creating in order to
enhance the flow state.

In addition to these characteristics and life conditions that enhance creativity, certain psychological
conditions can block creativity. Although creative individuals often are considered to “live on the edge”
and generally choose more independent lifestyles, this may lead to substance abuse and other self-
destructive behaviors that dull creativity.

Finally, environmental variables interact in important ways with cognitive variables to produce
creative behavior (Piirto, 1998). It has long been observed that certain communities at certain times in
history seemed to give rise to a great many creative individuals: fifteenth century Florence, the Harlem
Renaissance, and San Francisco in the 1960’s are examples. The presence of patrons, the support of a
subculture of creative individuals, the possibility of freedom of expression, and the availability of materials
and resources necessary for creative products all play a part in the emergence of creative behavior in
individuals of talent. Gender, race, and class can all be barriers to the expression of creativity when low
expectations and stereotypes discourage otherwise talented individuals from pursuing their ideas and
fulfilling their gifts.

Piirto (1998) reviews the characteristics of creative adults in particular domains in Understanding
Those Who Create. Artists tend to be more impulsive and spontaneous than other creative people; writers
tend to be more nonconforming than other types; architects tend to be less flexible than others; musicians
are more introverted than others; and inventors and creative engineers tend to be better adjusted on the
whole than other types. Therefore, it may be important to consider personality characteristics associated
with particular domains in attempting to predict creative behavior, rather than seeking one creative
personality type that fits all creative occupations.

Amabile (2001) encourages creativity researchers to go beyond the assumption that individual
creativity depends primarily on talent and to consider environmental influences. Her componential model
of creativity (Amabile, 1983; Hennessey & Amabile, 1988), which proposes three major components of
creativity - skills specific to the task domain, general creativity relevant skills, and task motivation —
provides a useful way to conceptualize the importance of the social environment in creativity, which can

support or undermine the intrinsic motivation to create.

24 In short

This chapter can be resumed by the following summaries:

1.The Era of People and the Spirit of Collaboration requires a cultural change in management.

Collaboration is vital not just because it's a better way to teach and train people, but because learning to
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collaborate is an intrinsic part of providing efficiency, issue resolving and lifetime learning in an ever-
changing interlinked economy (Tapscott, 2013).

The function of business must be redefined as generating shared value, not just turnover per se.
This will show the next sign of innovation and output growth in the international economy. It will also
redesign entrepreneurship and its relation with society. Conceivably most significant of all, learning how
to generate shared value is our best opportunity to legitimize business once again. It can done by
employing the best endowment, giving appropriate incentives, widening coursework to build up talent,
using expressive intelligence to attach each individual, evaluating performance carefully, and keeping
hold of those who clear the bar (Goleman, 2009).

Regrettably, the present conservative rules overlook the primary act of good management:
managing for development and progress (Amabile & Kramer, 2011). When one does not manage for
development and progress, no amount of emotional intelligence or inducement planning will save the day.

Communityship needs to be reinforced in many companies today. This doesn’t mean that we have
to put it on a platform, in place of leadership. What we require is balance. We would do fine, therefore, to
see forces as working simultaneously in a community responsible way to get past the narrowness that
exists in many companies. A strong society stabilizes leadership, citizenship and communityship
(Mintzberg, 2009).

2. Management cannot be considered an untouchable myth.

As Stewart (2001) affirms and Birkinshaw (2010) confirms, traditional management practices are
falling out and are at crossroads. Radical management (Denning, 2010) is needed to introduce shifts: (a)
in the power between buyers and sellers; (b)in managers being an organizer to being an enabler; (c)in
dynamic joining the needs and desires of customers; (d) in acting from quality to values driven practices;
and (e) in communicating not by request, but rather by conversation (dialogue).

Management has to adapt to an open culture giving more relevance to customers, creating
relationships (Kawasaki, 2011), changing from an inside-out to outside-in perspective, producing a
constant flow of new value for its customers (Hamel, 2012; Amabile et al., 2011), exceeding their
expectations and satisfying them.

In order to produce this new management practices, a company needs to boost worker morale
(Amabile , 2011) incentivizing autonomous and collaborative tasks, and releasing the employees full talent,
creativity, energy and intrinsic motivations (Pink, 2010). This shift can be accomplished by: (a) systematic
work in self-organized small teams; (b) defining the work goals based on customers, with passion and
clarity; (c) transferring power to employees and to hold them accountable; (d) recognizing performance
achievement and remunerate fairly employee practices.
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The management role changes from being a controller to becoming an enabler. Changing
bureaucratic procedures to dynamic linkage (Denning, 2010). Working in short cycles and interactions
with defined objectives to achieve via user stories (Cohn, 2004), with retrospective reviews.

In the end the management of organizations should create shared value (Porter et al., 2012).
Bringing business and society back together, leading the creation of new social models for the
redistribution of wealth, redefining products and services, productivity and collaborative industry networks,
for the global economy. This shared value should constantly be measured by contrasting business results

with social results tracking the insights to unlock new value for all.

3. Companies are changing into Communities

Organizations are changing into communities of interest and communityship (Mintzberg, 2012) with
all its stakeholders, listening and dialoguing constantly, acquiring new criticisms and insights for their
sustainable development and innovation.

Open innovation is the new business model for action, a framework of engagement with customers
and end-user research interactions in a social game of shred signification to mutual gain (Lansing et al.,
2010). The constant inclusion of insights from end-users in the innovation process is essential for the
understanding of meanings about the social and cultural business aspects, strategies, technological and
market trends.

Participation and collaboration are the most important trends in social innovation (Benkler, 2006),
therefore networking is crucial for organizational and social development. Mobile technology
communication, and the very fast growth of ICT, have boosted the worldwide participative and

collaborative flow between individuals and with organizations.

4. Creativity and creative intelligence are determinant drivers for management change

Creativity and creative intelligence are, today, two determinant concepts in the organizational
context. Processes of business are in a conceptual age (Pink, 2006) of incorporated creativity and
leadership, faced with complex challenges: (a) to find methods and processes for the leaders to employ;
(b) to develop synthesis of the knowledge gained to be incorporated into the business practices; and (c)
to develop an holistic modelization for the organizational perception and use of creativity.

Therefore creativity is not enough for producing economic value unless the creativity brokers (e.g.
the more engaged and creative stakeholders) are recognized and motivated across the whole

organization environment. It should be inclusive of user-experience flows of ideas and criticisms, the
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organizing of engagement dynamics to develop products and services (co-creation), and an

organizational creative intelligence culture for real economic value.

120

From this chapter it can be learnt for IDEAS(R)EVOLUTION methodological development the

following aspects:

Organizational traditional management practices are shifting into Radical management
structures: working with progressive principles in small task forces, highly engaged and
autonomous, where managers are enablers rather than organizers and controllers;
promoting collaborative practices, participation of all stakeholders and shared value.
Employee’s achievements need to be more prominently recognized and rewarded,
changing the mind-sets, attitudes, promoting intrinsic motivation and meaningful sharing.
Management practices should change from value oriented to values pursuit, by Radical
transparency (e.g. real-time information, concern and accountability) and continuous
self-improvement. Communications must change from a command mode to a
conversation mode (e.g. storytelling).

New social models of organizational functioning are in development with society involving
the incorporation into the business processes of an outside-in innovation continuously
flow through dialoguing and the co-creation of new value, client satisfaction and
recommendation.

Creativity alone is not enough to be recognized within the organization processes; it
needs to be turned into creative intelligence (all kinds of inputs, resources, ideas and
criticisms) to be shared and implemented at all levels of the organizational structure and

nurture sustainable development.
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3 CHAPTER - CO-CREATION, DESIGN THINKING AND MARKETING

In this chapter we discuss the connections between co-creation, design thinking and marketing that
provide the basic conditions, models and tools that enablers IDEAS(R)EVOLUTION methodology to be
implement with success. It is also our goal to state the necessary refocus of organizational in creative
processes, collaboration and participatory paradigms. These knowledge areas provide us with a full
understanding of today’s relevance on generating innovation in a “from people to people” systemic

approach.

31 Co-creation window

Businesses in the present economy have to endlessly rediscover themselves in order to familiarize
with increasingly dynamic and complex market realities (Hamel, 2013). Standardisation makes it
complicated for organizations to distinguish themselves from opponents. Markets are more splitted than
the previous times, and customers have unparalleled access to networks and information. At the same
time technologies have shaped new modes of creation and innovation that allows and encourages
superior degrees of contribution and association (Humphreys et all, 2009).

Customers are both asking greater levels of personalisation in their utilization and consumption
experience and putting businesses under rising pressure to co-create value with them. This is reinforced
by customers:

» Accessing and seeking information online, across geographic limits,

» Offering unwanted feedback to firms,

* Involving in thematic customer communities, including those nurturing consumer word-
of-mouth,

»  Co-creating or ‘Experimenting’ with other customers to discover their own resolutions to
issues (Prahalad & Ramaswamy, 2004).

The idea of co-creation is not utterly latest. In the late years of 90s, C.K. Prahalad and V.
Ramaswamy (2004), discussed the importance of co-opting customer competence when developing new
products and services. They have observed that the customer was radically converting the industrial
system. Internet has played a vital role as consumers have been more and more engaging themselves in
an explicit and active conversation with producers of services and products. What is more, that dialogue
is not being controlled by companies anymore (Prahalad & Ramaswamy, 2004).

Today, firms that continue with a conventional product and service centric approach to value
creation will be relegated to squeezing as much costs from their value-chain activities as possible. Co-
creation offers a different path, one that can lead toward sustainable value and growth (Ramaswamy V.,
2009).
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“What shall we do together?” This is the crux of the new partnership paradigm: Through co-creative
engagement platforms, a company enriches its company-customer interactions, engages in deep
dialogues with its market and co-creates different types of contextualized experiences with its customers
(Ramaswamy V. , 2009) .

The Future of Competition, the book written by V. Ramaswamy & C.K. Prahalad in 2004, foretold
of this massive paradigm shift. Since its publication, academics have continued to explore and expand
the co-creation paradigm, working with companies to embrace the power of value co-creation and

capitalize on its related concepts of engagement and interaction, has shown in table 5.

Company Name
BMW
Ducati

Eli Lilly

IBM
IKEA
LEGO

P&G

Philips Electronics

PSK (‘Centre for Creative Art’)

Samsung

Starbucks
Threadless.com

Unilever

Table 5 - Co-creation Authors Synthesis

Co-creation example

‘M division’ for customisation of cars, also leading to
general product improvements; engineering challenges:
collaboration between customers and BMW engineers

Tech Café Virtual Customer Environment for
product conceptualisation

Internet-based platform to support collaborative
innovation involving pharma customers (patients
doctors, clinicians, researchers, health care providers)

Worldwide partner innovation centres to facilitate
collaborative innovation

Customers can design their own kitchens in interaction
with a trained sales representative

LEGO Factory for personalised LEGO models and sharing/
co-creation of virtual LEGO models with other consumers

P&G Advisor programme where consumers contribute
to product development (try new items and provide
qualitative feedback)

Collaborated with software 'hackers' for re-programming
of ‘Pronto’ universal remote control by providing access
to programme files, codes and other information

Co-creation as a strategic tool for organisation
learning and innovation

Virtual Product Launch Center’to enlist customers’
help in diffusion of new product information;
shaping peer customers’ purchase behaviour

Business model where value is in experience
(determined by the customer)

Customers that submit, inspect, and approve t-shirt
graphic designs

Involving consumers in co-creation of concepts,
packaging, advertising and activation

Source: Humphreys et all (2009)

Source

Gloor and Cooper, 2007

Nambisan and Nambisan,
2008 / Sawhney et al, 2005

Sawhney et al, 2005
Blazevic & Lievens, 2008
Wikstrém, 1996

Zwick et al., 2008

Blazevic & Lievens, 2008 /
Sawhney, 2002

Prahalad & Ramaswamy, 2004

Chung, 2009

Nambisan and Nambisan,
2008

Lusch et al, 2006
Elofson & Robinson, 2007

Medeiros and Needham,
2008

Yet, while these researchers have found that people around the world are prepared to help

companies leverage their vision and get involved and co-create with them, it would seem that enterprises

are mostly not. Companies have to stop thinking of individual personalities as inert receivers of value, and
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involve them as co-creators of value. Furthermore, the state of mind of management is the most difficult
to change, as is envisaging business models around co-creation (Ramaswamy, 2009).

Knowing the fact that interactive technologies have altered the behavior of people, a minute but
rising number of firms have requested consumers to take part directly in the design of services and
products. In doing so, these leaders have revealed that other stakeholders, as suppliers and employees,
would not sincerely contribute in customer co-creation if they are not allowed to produce value for
themselves, too. That necessitates giving them the chance to plan and administer their own work
experiences and to help recognize and resolve issues(Ramaswamy & Gouollart, 2010).

Co-creative enterprise’s payoffs are greater productivity and lower costs, creativity, and employee
turnover, and sources of revenue and new business models.People are intrinsically creative and want to
involve themselves with companies; they do not wish to acquire products and procedures forced on them.
And credit goes to interactive technologies, they now look forward to to be able to converse directly with
one another and shape and share their own understandings (Ramaswamy & Giouollart 2010).

During last ten years, many of other companies—including Dell, Starbucks, Procter & Gamble,
Cisco, Unilever and Sony— have accepted “customer co-creation” and revealed something vital: Creating
new experiences for end consumers frequently requires scheming better experiences for inside players,

a fact regularly overlooked in traditional process analysis.

All this researchers identified on the previous table (table 5) focus on to emphasize how companies
had to go beyond simple dialogue with the consumer and realize that what consumers wanted more than
products was meaningful experiences. Therefore, companies had to find ways to optimize their customer
experience, and afford opportunities for individuals to engage with firms at different levels.

The purpose of co-creation is to improve organisational information procedures by linking the
customer in the formation of value and meaning. Co-creation smudges the boundaries of the company
by ‘outsourcing’ value formation and innovation to the customer. Co-creation changes the customer into
a dynamic partner for the formation of future value. This mutual relationship influences both company and
customer. It re-shapes the method of thinking, innovate and interact. clientele are gradually becoming
more change agents of the company, as well as the real owners of organisations’ key means of
production: knowledge. For the company, involving customers in the value-chain guides to a smearing of
boundaries between development and research, customer research and marketing.

When performed efficiently, co-creation provides four key advantages to organization and their
people:

» The authority for employees, consumers and other stakeholders to participate in new
experiences of value;
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» The authority for employees, consumers and other stakeholders to decrease risks and
costs;

» The authority for managers to boost strategic returns and capital for the company;

» The authority for managers to decrease costs and risks for the company.

It can be decided collaboratively with the contribution from all stakeholders what seeds to plant and
handle their risk. The co-creation strategy lets them take into account: (a) adverse weather conditions or
another type of external factors or (b) the organization’s internal health. They can form, value proposals
and growth plans, drawing sustenance from the global network they have cultured. Furthermore, through
co-creation, companies can observe and determine performance and growth. They can have a direct
impact on their own environment, its governance and organization as well.

But to gather all these advantages, organizations have to enlarge their mindset and exercises of
organization and management. They must go further than processes and, to:

»  Communications as the focus of value formation;
» Ahead of the capability base of the company and its suppliers;
* To networks of communities and company of individuals as the foundation of
competence;
» Ahead of service and product offerings,
» To significant experience surroundings as the foundation of value to individuals.
Ahead of business procedures, to co-creative meeting platforms as the means of fabricating

advantage.

3.1.1 Origins: the intellectual roots of co-creation

Co-creation can be observed as a re-uniting of features of management and marketing theory,
techniques and psychology derived from group decision-making, knowledge processes and innovation:

»  Co-creation and the psychoanalytic tradition

At the bottom of co-creation are methods for imaginative play, which look like both psychotherapy
and group-decision making. Co-creation in business surroundings eradicates the limits between the firm
and its consumers; just as in psychotherapy analyst is capable of being both object and subject as they
imitate on their requirements, wishes and distinctiveness. Co-creation also recognizes customers’
subjectivity, which is intrinsically idiosyncratic, experience-based and contextual.

Co-creation assists the relationship between company and customer, while fabricating shared
meaning and a sense of objective. Since the free, ‘safe’ and unimpeded space is not usually available in
social surroundings and environments such as official organisations, co-creation is dictated by facilitation.
By staging encounters (both on- and offline), facilitators promote the intermediary space essential for co-

creativity to open out and achieve something.
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»  Co-creation as knowledge process.

Co-creation also symbolizes a new tendency in innovation rehearsal, customer relationship
management and marketing innovation. In a technology-enabled universe of interlinked customers the
consumer holds growing knowhow (Maklan, Knox, & Ryals, 2008). Customers are no longer inert
recipients of brand offers, but able to reject or accept company claims pedestal on their own knowledge
and experience (Ind & Riondino, 2001).

This is particularly obvious in a situation of brand identification, product reviews, and loyalty, as
well as social responsibility and reputation of corporate.

Making the consumer a co-creator or co-producer aspires to produce more value than through
conventional transactions. This entails a long process of relationship-building, and it is usually supposed
that a breakthrough is more likely to happen with more intense and frequent discussions between
collaborators from varied backgrounds (Dahlsten, 2004). Co-creation also permits for the configuration of
a more cherished relationship between the consumer and technology originator, as a mutual development
scheme where both share their expertise (Neale & Corkindale, 1998).

As a result, it is not only the frequency of communication, but the superiority of the relationship that
organizations form with and assist among their customers, which will decide how knowledge is shaped,
transferred and shared.

» Aniterative process - In the framework of co-creation, transfer and knowledge creation
have to be understood as an iterative procedure involving the de-construction and
construction of experience. As such, co-creation procedures go through a variety of
cycles of value expansion.

* An adaptive framework - Co-creation can guide to upcoming pathways of value from
which both company and consumer can benefit. Rather than assuming it a tool for the
formation of ideas, co-creation should thus be observed as an adaptive framework that
smoothens the progress of innovation in a ‘boundary-spanning’ way by linking
consumers and other members of the firm.

» A developmental tool - Co-creation can also assist companies re-construct themselves
by developing creative communities externally and internally. As such, co-creation is a
procedure that can facilitate modification by intertwining learning processes and
organisational knowledge with relationship building and the formation of latest meaning
and value.

»  Co-Creation Building Block Model — Dart.
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The creation of a co-creative meeting platform consists of four essential building blocks, which are

mounted in a model which is termed as DART, which means Dialogue, Access, Risk and Transparency
(Prahalad et all, 2004).
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DIALOGUE - Co-creation calls for deep understanding of consumers’ perspectives,
which cannot be achieved without active customer involvement and dialogue. How are
knowledge and understanding shared between customers and your firm? Do individuals
have the opportunity to interject their own view of outcomes and their own experience
scenarios into the process of value creation?

Nurturing active and ongoing dialogue is about engaging customers on their terms and
allowing them to co-construct the experience to suit their own context. The essence of
true co-creation is giving customers the opportunity to engage when they want, at
whatever level they want. Moreover, firms can engage with vendors and users in a
dialogue to co-create the environment of the network itself, and leverage the power of
co-creation within and across the boundaries of their entire business network.

ACCESS - Access means consumers can experience value through means other than
product ownership. By acquiring entrance to expertise, knowledge and tools, individuals
start to steer their own experience conclusion. Access has been made possible by a new
generation of extremely effectual social and technical platforms and infrastructures,
which lets customers to form experiences mutually that are of important to them, like
never before.

RISK-REWARD ASSESSMENT - This aspect entails that, being co-creators of value,
customers will ask about more information about probable risks of services and goods in
relation to both non-economic economic rewards. Yet, individuals more and more want
to know about the benefits versus the risks. Therefore, individuals will ask for more
information about possible risks versus the rewards of involving in new communications,
especially those that produce personal data.

TRANSPARENCY - Interaction practices between the individual and the company must
be clear as crystal in order to fabricate trust. Without trust, customers will keep their
opinions to themselves and rely on more onto essential information. Transparency
demands that, in accumulation to companies creating new business value by involving
individuals in “outside in” co-creation right through the design procedure, companies
must also open up main company procedures to customers. This “inside out” step is
essential to fabricate mutual trust amongst all parties. When consumers, companies,

partners and other external stakeholders set up combined accountability across the
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whole ecosystem, they start to make commonly valuable decisions and open new
sources of value, particularly in the sector of citizens. This grant social legitimacy and
helps companies better manage the so-called Triple Bottom Line — economic viability
combined with environmental stewardship and social progress. As sustainable economic

development gains currency, this aspect of co-creation is becoming increasingly relevant.

3.1.2  Co-creation and management.

Co-creation alters the way organizations think about operations and policy. In traditional
approaches, processes and activities are the two edifice blocks of business structure. Each step in the
process or link of the value chain is reviewed on its economical qualities, which leads organizations to
manufacture where the price is the lowest or to cut steps out to save money and time; offshoring
manufacturing can be an ideal example in this regard. The knowledge of people that could guide to new
sources of new business models and competitive benefit are mostly ignored.

Reengineering thinks mainly about identifying “pain points” that becomes the reason of
inefficiencies in the organization, which are bounded (the company, not the individuals affected, describes
the problem and the process), negative (the easiest job to perform is to repair what is wrong), and
incremental (in spite of messianic invocations about “clean sheet design,” almost all reengineering
projects begin with “as is” view of the procedure and its inadequacy, limiting the range of change). Co-
creation has none of that restriction: The people concerned with redesigning work visualize new, optimistic
experiences for themselves and produce interactions that did not exist in the past—as the websites and
informal community sessions that the European bank’s junior advisers and target consumers dreamed
up. Furthermore, co-creation evades other significant disadvantages of conventional strategy formulation.

We believe that traditional thinking about business scheme, design and strategy undergo from the
three following limitations:

» ltis exclusively explicit on the economics of the company and its industry. In this world,
the company fights to appropriate as much of its value chain’s and industry’s returns as
it can. Conventional tactical moves are likely to be highly big and visible—taking the
shape, for example, of attainments or huge investments in new technologies. But
opponents can oppose these moves by obtaining the next best applicant or investing
similar amounts in the same technologies. With co-creation, the cautious interlace of new
interactions between new experiences and stakeholders tends to stay below the radar
screen of conventional strategists. However, because these experiences and
interactions are difficult to check and copy, they frequently can give a more durable

source of advantage.
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|t fails to permit the opportunity of co-creating an ecosystem whose associates all win.
Plan formulation in the co-creation theory, on the other hand, begins with a focal point
on the whole ecosystem—not the individual company’s position in it—and attempts to
visualize a new value chain that paybacks all players, including, of course, the firm itself.
The top concerns are rising the pie and upholding the vitality of the ecosystem; exploiting
the company’s slice of the pie is secondary.

» It supposes that a plan or strategy will be wholly defined at the outset, though unsure
situation often makes that unfeasible. In the co-creation concept, strategy comes out
gradually through a procedure of detection by the individuals in the company. A company
starts out with a planned objective and target consumer whose requirements it is trying
to meet. In pursuing that objective, the company solicits the contribution of the members
of its ecosystem by motivating to develop their lot, as well as its own. The full strategy or
plan can be exposed only through a real procedure prepared by the firm but executed by
the stakeholders themselves.

Rising markets are a case in point. As managers have revealed, traditional business models built
to serve developed economies often cannot be functional in emerging economies, where expenses must
be an order of magnitude lower if the company is to survive and the infrastructure for servicing and
distributing goods is often lacking.The new concept of co-creation presents a massive chance for
enterprises that can work out how to harness it. Individuals are far ahead of many companies in their
keenness to engage in co-creating value, and companies must now react. Managers familiar to focusing
on process competence and the defence of the competitive advantage in their value chain are
encountered with the challenge of scheming new cooperative interactions and building latest engagement
platforms, creating new experiences for all stakeholders (Hamel, 2012; Humphreys et al, 2009; Porter et
al, 2011).

Certainly, the biggest confronts to getting managers on board are intensely ingrained behaviors
and attitudes. The initiative is start small. Start with a stage that focuses on the experiences of only a few
key stakeholders and a precise purpose like gathering consumers’ needs for a new product, getting better
order fulfillment, or discovering the best sales pitch for a new offering. Then let the perimeter of co-creation
logically enlarge over time to include a broad variety of experiences and experties for those stakeholders
and then new stakeholders.

The next table 6 summarises the mindset shift from traditional to co-creative strategy.
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Table 6 - From Traditional to Co-creative Strategy

TRADITIONAL STRATEGY

CO-CREATIVE STRATEGY

VALUES

GOALS

KEY FOCUS

ADVANTAGE

Creates value by delivering defined customer
experience to targeted customer set

Creates value by constantly enhancing
experiences for all stakeholders

Establishes strategic goals at the outset and
doesn'’t significantly change them

Uses the initial strategic goal as a starting
point and lets the full strategy emerge over
time

Focuses on the interests of the firm: that is,
how the firm can maximize its share of the
created value relative to the shares of its
industry competitors and the other members
of its value chain

Focuses on the interests of all
stakeholders and how the ecosystem can
maximize the size of the pie; maximizing
the share of value captured by the firm is
secondary

Achieves advantage through realizing
economies of scale before competitors do
and making big, bold moves (such as
acquisitions and investments in proprietary
assets)

Achieves advantage through the increased
engagement of stakeholders and by
continually building new interactions and
experiences, which lead to higher
productivity, higher creativity, and lower
costs and risks

Source: Adapted from Ramaswamy & Gouollart (2010)

3.1.3 Co-creation and innovation

Innovation is beginning to distinguish the value of implicit knowledge and intuition, opening up

products to redesigning procedures, and producing active dialogues with customers:

A. Forethought and intuition

The way we know invention is altering. The particular shift can be epitomised by three different

trends (Thrift, 2006):

» The mobilisation of forethought;

» The co-creation of products with customers by triggering their ingenuity,

» The production of space that promotes innovation.

Consideration, according to Thrift, can be seen as a type of tacit knowledge rather than explicit,

proper knowledge derived from cognitive procedures. Ever more, businesses have approached value

implicit thought or intuition as a source of expertise; Malcolm Gladwell’s bestselling book Blink can be an

ideal example in this regard. This is particularly factual for big companies.
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B. The collective intelligence of consumers

Customer knowledge, derived from experience, is being considered as the main asset. Companies
are marketing and crafting products in ways that attract more to the emotional side of customers. As per
this view, co-creation between consumers and firms, as well as consumption and production, is about
beating successfully into the combined intelligence of customers. With the help of information technology,
which composes communication places like online user communities possible, co-creation agrees for a

nonstop process in which goods are recast or tuned.

C. The dominance of ‘value co-creation’

Innovation or invention, though, is just one feature of co-creation. In fact, co-creation has been
linked with a rather mixed bag of marketing literature and thinking in the business, varying from innovation
with consumers to the ‘experience economy. 'The idea of ‘co-creation of value’ has turned out to be a
prevailing idea. It happens whenever consumers interrelate with products or companies and thereby have
a vigorous role in determining their experience and ultimate value insight. This understanding constructs
on types of dialogue that are on the mount and obvious in a range of state of affairs. If infrastructures for
an in-progress dialogue with consumers are in place, managers can put in value by harnessing customer
capability, shaping expectations and managing personalised experiences (Prahalad & Ramaswamy,
2000).

3.14  Co-Creation and marketing
The way this new age of invention involves customers recognizing a move in marketing thinking

towards the experience economy and service-dominant reason (Humphreys et all, 2009):

A.The Experience Economy

Both experience and dialogue are key factors of consumer-brand relations. Some have disagreed
with it that the product is now ‘no more than an artefact around which customers have experiences’
(Prahalad & Ramaswamy, 2000), a perception which acquired centre-stage (Pine & Gilmore, 1999).
Though, Ramaswamy and Prahalad (2004), argue that we need a more integrated, deeper approach that
goes further than ‘staging experiences,' marginal customisation or outsourcing activities. Right through
the supplier-customer relationship, consumer-company interactions have to offer convincing experiences
with different scopes of choice. From the viewpoint of innovation, this means that companies have to
dump the conventional mindset of ‘company think’ (e.g. manufacturing, R&D, sales and marketing etc.)
taking to the expansion of ‘experience poor’ and ‘feature-rich’ products, in support of ‘customer think’ (e.g.

Needs, lifestyle, desires & expectations, etc.), (Prahalad & Ramaswamy, 2004).
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B. Service-Dominant Logic

Instead of utility or value entrenched in goods, the new Service-Dominant (S-D) (see table 7) sense
focuses on the co-creation of relationships and values. People are not anymore seen as buying either
services or goods, but products that offer a service and value that relies on consumer experience. This

means far-reaching insinuations for companies’ understanding of consumers.

Table 7 - Service Dominant Logic Shift

From To
Passive buyers Active agents
Listening Dialogue

Customers as buyers
Researching need
Dependence on experts

Customers as resources
Understanding experiences
Consumer knowledge

Source: The Author

315 Co-creation principles

The principle of co-creation is that by sharing certain experiences, all the companies concerned
will obtain a better understanding of what is occurring on the other side of dealing, allowing them to plan
a new, improved experience for both sides.There are four basic co-creation principle, which are
(Ramaswamy & Gouollart, 2010):

» Stakeholders would not sincerely contribute in customer co-creation unless it creating
value for them, too:

» For the persons involved, the value can be psychosomatic (feelings of appreciation,
greater job satisfaction and elevated self-esteem) or financial (opportunities to advance,
superior earnings, the attainment of skills).

» For their companies, the value is economic (higher productivity, lower costs, augmented
revenues, capital base or a smaller asset) and, in a number of cases, the possibility to
do social good.

» Focusing on experiences of all stakeholders is the superlative way to co-create:

»  Generally, organizations emphasis on generating economic value. Victorious co-creators,
on the contrary side, clearly emphasizes on offering rewarding experiences for
consumers, suppliers, employees and other stakeholders. The key to recuperating
experiences is letting stakeholders play a vital role in scheming how they work with one

another.
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3.16

Our experience at work, for illustration, is a function of our communications with our co-
workers, subordinates, bosses, consumers, HR department and suppliers. As long as
we are inert recipients of procedures fabricated by the organization, our work experience
inclines to be mediocre— it is not optimized for us, and we cannot manipulate it.

When facing co-creation for the first time, people frequently think letting stakeholders
make their own experience sounds like a recipe for economic destruction and
organizational disorder. In fact, the contrary is true. The management of the
organizations sets the general tactical direction and describes the boundaries between
what cannot be cant be co-created.

Interaction should be performed directly with one another:

In most companies, work is sequential and hierarchical: Somebody receives an order
and orders it to somebody else to complete. What gets missing is the skill of numerous
individuals to have a dialogue, which is a huge loss. Most business issues are
complicated, and their resolutions are not clear. To address these issues, people with a
broad range of perspectives and expertise frequently need to come together to see and
hear the issues first-hand and make an effort on a resolution. Deciding straightly who
precisely should be at the table is easy for all time. The greatest strategy is just to request
all interested parties to interrelate directly and to extend to yet others along the system.
Companies should offer platforms that let the stakeholders share experiences and
interact.

The internet and many other information technologies have made the association among
stakeholders greatly cheaper and easier. Despite this, many of businesses’ IT systems
do not really help persons share their experiences and expand understanding of the other

key players’ priorities and issues.

Co-creation Impacts

According to Humphreys at all (2009), different theoretical fields have been using co-creation

concepts:
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Marketing theory has utilized co-creation pretty largely as any form consumer
participation in the manufacturing of the product or brand experience and subsequently
perceived value.

Innovation management has highlighted the type of co-creation between consumers
and companies that may take place in the commencement of the value chain, namely

early product development stages.
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» The internet community seems to have been more involved in not only customer
empowerment through co-innovation, but also the self-ruled potential of mass teamwork
tools like Wikipedia.

Also, associated approaches and concepts, such as mass customisation (e.g. Nike ID), open
innovation (e.g. Linux operating system), user-generated content (e.g. youtube.com), mass-collaboration
(e.g. Wikipedia), co-production (e.g. lkea), and collaborative innovation (e.g. Airbus) all hold a part of
either (1) consumer involvement (2) purpose-driven innovation or (3) cross-boundary collaboration.

So what do co-creation really means? Humphreys at all (2009) attempted to answer this question
by bringing in two dimensions:

» Therole of the company: is a procedure more producer-led or customer-led? While mass
association may be largely user-driven, other advancements tend to be kicked off and
organized by the company.

» The kind of value formed: is it standardised value (benefiting all consumers), modified
value (e.g. Mass customisation of services or goods) or personalised value (e.g. as in

mutually produced services)?

By executing these two filters underway to see how co-creation can be eminent from related
concepts. The figure 24, below demonstrates where co-creation assembles and how all concepts quit

from mass production (Humphreys et all, 2009):
Figure 24 - Co-creation Matrix

Co-creation matrix

Consumer led

,1\

Product Product
type (value): type (value):
Standard Parsonalised

-~ ~
~

A/
Producer led

Source: Humphreys et all (2009)
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All co-creation advancements split two main features: a) the growth of product or organisational
limitations and b) the involvement of the customer. Co-creation as combined innovation with consumers

adds a third aspect c) focus on co-creating latest values with consumers that are started by the company.

The advantages or benefits of co-creation cut both ways. While customers benefit from superior
value and personalisation, as a result, of co-creation procedures, the motivation for organizations is about
constructing competitive advantage by turning just-in-time knowledge from trade into just-in-time learning

for their company. According to Ramaswamy and Gouollart (2010), the main impacts of co-creation are:

A. Access to wider, richer experiences

In novel concept development, association increases the number of sources of new thoughts in
innovation. It facilitates idea generation and cross-fertilisation through shared experiences and
knowledge. By giving R&D personnel superior authority to a better off stock of experiences and stories,
collaboration creates a superior potential for recognising probable technological applications.

Collaborative teams bring a better body of knowledge to tolerate, permitting more quick and

numerous design iterations.

B. Better, quicker, less risky innovations
Specific innovation advantages for organization that are credited to customer participation in the
literature (mainly when helped out by technologies such as the internet) have included:
* Augmented speed to market,
 Higher profitability,
* Lower cost
» Greater satisfaction and better product quality,
*  Abridged risk.

C. From experience to advocacy
Adding up more direct innovation results, there are also plentiful insubstantial advantages that can
spring from consumers’ involvement in co-creation procedures or processes. Studies have quoted, among
other things:
» Augmented attitudinal faithfulness in processes of consumer-supplier co-production
(‘productive consumer participation in the service formation and delivery process’) (Auh,
Bell, McLeod, & Shih, 2007).
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» Elevated perceived value of future co-creation, contentment with service revival and aim
to co-create value in the future as a result of consumer participation in a self-service
service revival process (Dong, Evans, & Zou, 2008).

» Greater commitment and satisfaction are due to the contribution or co-operation with the
service giver (Bettencourt, 1997).

» Amplified likelihood of encouraging word-of-mouth with superior levels of consumer

contribution in service delivery (File, Judd, & Prince, 1992).

D. Online collaboration: more than just innovation outcomes

Study on the consequence of customer participation in innovation is a not widespread. In addition,
organization frequently take the advantageous effect of combined innovation with customers for granted,
thereby failing to notice the broader impact that this procedure has on consumer experience. Given that
much co-creation with customers happen online, the impact of Virtual Customer Environment (VCE)

contribution is a good initial point.

317 Measuring co-creation impacts

Reviewing the achievement of co-creation policies calls for a multi-dimensional advancment to
impact evaluation. Measures can focus either on meso, micro or macro levels of performance, e.g.
number of service developments vs the value of the co-creation procedure vs the amount of thoughts

generated through co-creation (Humphreys et al, 2009).

Model for measuring
Most companies measure the impact of co-creation trought KPIs that are design only on the “failure
or achievement” of produced products. Humphreys et al (2009), developed an measuring model that
joins:
» The previously referred advantages connected to improved volume, speed and quality
of co-created services and products,
* Previously onin the novelty process, prejudiced measures that comprise ‘innovativeness’
or ‘perceived usefulness’,
* Further down the line an organization's co-creation results may be measured by the
amount of triumphant products that have profited from customer enter as disparate to
simply in-house N.
Co-made variety can cause to overflow impacts, for example, twist off items or more all inclusive

cross-fertilization of item sparks. Once the being used stage is achieved, accomplishment might be
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measured through shopper devotion and fulfillment (counting informal) and in addition by means of

budgetary pointers, for example, expanded piece of the pie (see figure 25).

Figure 25 - Measures & KPI's of Co-creation innovation

Measures & KPIs of innovation/co-creation success

Objective

Time to market for
new products or

Assessment

Subjective

Ideation Evaluation stages Market/in-use

Source: Humphreys et al (2009)

Impacts on the organisation itself

Co-creation achievement can also be assessed from an organisational opinion. Prahalad and
Ramaswamy (2004) argue that companies in the co-creation age will have to become ever more flexible
while managers skilled in collaboration and negotiation, along with cross-boundary knowledge transfer
abilities, will become necessary.

There are common areas we can anticipate to be affected by co-creation:

» Co-creation has a direct effect on conventional innovation processes and practices.

» Co-creation can influence the excellence and speed at which decisions are made relative
to the growth and filtering of ideas.

» Co-creation will allow inspiration at group and individual level and potentially allow
customer knowledge transfer and development across the company.

»  Co-creation will gradually be used as a method of creating policy collaboratively.

Since co-creation might be viewed as an alternate method for performing advancement inside
organizations, particularly when specialists interrelate with outer stakeholders, this will likewise have an
outcome on how development is accomplished and existed inside the company.as surmised beforehand,

co-creation might additionally support shopper recognizable proof with the brand and the items through
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dynamic contribution while sharpening administrators towards supporting new contemplations and more
participatory administration style to help pushing advancement and imagination at group level.

At an organisational level, consumer participation may ultimately boost overall adaptiveness and
flexibility. By boosting up innovation procedures themselves, co-creation has the prospective to
systematise and facilitate change through innovation. Finally, co-creation may also craft companies more
attractive for workers, like participating in direct value creation (autonomous of their actual work spot) may
activate recognition and draw future talent. In order to activate change by innovation co-creation needs

to be implemented as raucously as necessary and as non-disruptively as possible.

3.1.8 How to manage co-creation

There are a few questions to believe co-creation, in the wisdom that co-creation stands for creative
collaboration procedures between an organisation and its consumers. Depending on the market
positioning and size of the company, the ways in which this collaboration takes position may vary. Any
organization considering a co-creation strategy requires to consider the following six questions
(Humphreys et al, 2009):

A. Who will be involved?

The ‘locus of co-creation control’ — i.e. who has all the authorities— varies for different product
development or innovation establishments. Firms may want to involve existing consumers, consumers of
competitors (latent consumers) and non-users (dormant users). Some have recommended that certain
types of consumers (e.g. early adopters) may be more appropriate for certain types of co-creation
objectives, such as breakthrough innovation. However, specific co-creation contexts and purposes are
the only reliable gauge of who to involve.

» What's the purpose?

Co-creation raises significant questions about innovation focal point. It may be used to build up a
precise solution to a problem or to build a precise product — we would call this idea-driven co-creation.
On the other hand, co-creation may not be determined by any purpose at all and experienced simply in
order to fabricate new ideas that permit for the opening of entirely new ideas or opportunities. Adding all
together, the purpose may be either endlessly to manufacture radically new ones. Finally, a question of
consumer value and purpose may be what form of consumer value should be shaped e.g. standardised
value (benefiting all consumers), personalized value (e.g. mass customisation of services or goods) or
modified value (e.g. as in co-produced services).

»  Where does it occur?
One of the mainstay questions of customer involvement is not only for what idea the customer will

be involved, but where in the innovation procedure contribution should take place. As sketched previously,
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potential consumer participation in the new product development (NPD) scheme have usually included
the following five stages:

(1) Idea production and selection;

(2) Design;

(3) Refinement/Testing;

(4) Support;

(5) Commercialization/Marketing.

However, it appears that there are presently very few types of consumer involvement that can cover
the whole range of stages in the new product development (NPD) procedure (Dahlsten, 2004). As
Dahlsten (Dahlsten, 2004) has described, NPD projects are normally directed by stage-gate models
(Cooper, 1993) in which different types of consumer input are required during diverse stages and phases
of the innovation process.

* How much involvement?

At an organisational level, customer participation for the objective of co-creation should be as non-
disruptive as compulsory while producing maximum benefits and value for both the consumers and the
company. The degree to which innovation is open in turn flags issues about lucidity, trust, access and
risks happening in combined innovation with consumers. Strong involvement (including customer access
to corporate transparency and information) is essential for meaningful open co-innovation. Disclosure has
usually become a significant corporate exercise to fabricate trust among customers, On the other hand;
transparency and access in the co-creation process has escort to subtle issues about intellectual property:

who owns the thoughts and ideas produced when consumers and organisations co-create?

B. For how long?

Companies may employ consumers in one-off co-creation workshops, on an ad hoc project-by-
project basis, in usual intervals or even incessantly. Simply keeping a channel open for consumer
feedback is not enough. As markets are continually co-evolving, regular (and productive) interaction has
been recommended as a rational form of customer involvement (Ramaswamy V. , 2008).The length of
customer participation can be both a project-based and strategic question. As distinguished by Lundkvist
and Yakhlef (Lundkvist & Yakhlef, 2004), major inspiration may be needed to get consumers cognitively
mobilized, but may not be able to protect their sustained/ active contribution over a longer period of time.
Although, the quality of the interaction may recompense for less interactions and thus keep consumers

happy and willing to further involve in the co-creation process.
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C. How do you incentivise?

Study proposes that intrinsically motivated contributors are best matched for continued creativity
and interest, although endurance may also be affected by extrinsic incentives like financial rewards.
Future study should examine features of participant selection, motivation and incentives further by
focusing on proportions like co-creation objectives (e.g. product type), self-selection, degrees of
competitiveness or co-operativeness, customer trust and perception, as well as co-creation settings (see
figure 26).

Figure 26 - Four Dimensions Of Participants Motives

Self-orientation Other orientation
Materialistic rewards, such Status, Image, recognition ‘showing
Extrinsic as goods, money, etc. ideas’
Enjoyment, learning, Belonging to a group, helping others

Intrinsic Interest, etc.

Source: Humphreys et al (2009)

3.2 Design thinking

There is now a broad consensus and understanding about the role of the designer in today's
society. Understanding the changes and social transformations also causes a systematic impact on the
designer’s functions.

“Everything we have around us — our environments, clothes, furniture, machines, communication
systems, even much of our food — has been designed. The qualities of, that design effort therefore
profoundly affects our quality life. The ability of designers to produce efficient, effective, imaginative and
stimulating designs is therefore important to all of us”(Cross, 2007).

Then it recognizes the designer as an agent in the society. It is also up to the designers, to intervene
in the functioning structures of society (services, messages, concepts and actions), particularly in the
behavioral context, and integrate the organizations, companies and institutions to enable better outcomes
(Brown, 2008; Cross, 2007; Lokwood, 2010, Martin, 2009).
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Framing the strategic role of Design

According to Vianna Adler, Lucena and Russo (2012), the word design is often associated with
quality and / or aesthetic appearance of products, but as a discipline, aims to promote well-being in
people's lives.

To Stefan Sagmeister et al. (2007), design is: “the expression of an idea, process, or system for
the betterment of client interests and human locomotion”. In other hand Bruce Mau, states that design for
him is: “the human capacity to plan and produce desired outcomes”.

The designer sees everything as a problem that impairs or prevents the experience (emotional,
cognitive, aesthetic) and the well-being in people's lives (considering all aspects of life such as work,
leisure, etc.). To identify the real problems and solve them in the best way, the designer knows that it will
have to approach them from different perspectives and angles (Vianna et al, 2012). Berger (2009) points
out that the design process is geared to break old patterns of thought and behavior.

Now, however, rather than asking designers to make an idea already developed more attractive to
consumers, companies are asking them to create new ideas that will best meet the wishes and needs of
consumers. The former role is tactical, and resulted in limited value creation; the latter is strategic, and
leads to new ways of creating value (Brown, 2008).

As refers Kathryn Best (2012), in the midst of these times of change, and because of this level of
familiarity of day-to-day design as an approach can help identify a different way of doing things, turning
the everyday life back to what people really value and, finally, back to our own fundamental human values.
Thus, design is a process of transformation centered on people, which can move from a traditional

mindset, for a transitional and transformational way of seeing things.

3.2.1 Design thinking, in the Design history context

The process of design has been studied since the 1960s, but at that time the design thinking was
‘related to construction and urban planning” and based himself in presentation of models that could allow
them to understand all “the structure of design behavior” (Nagai, Candy & Edmonds 2007). Understanding
the designer as a individual inside of his action field and which creativity abilities resulted in innovation
are part of the creative thinking process, this only started to have the theorists’ attention some years later
(Nagai, Candy & Edmonds 2007).

The Design Theory had its main reflective period in the 80’s, when the academia had a rupture and
the schools started to re-look to the design process. According to the article “A Brief History of Design
Thinking: The Theory” in those days the theorists started to wonder about the cognition in the design
process, what really leads to creativity and what part of it “relies on intuition and how personal is the

process". The research trends in design thinking emerged from a group of theorists that, at that time
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started to define new research methods for design process based upon a more empirical approach
(Nagai, Candy & Edmonds 2007).

One of them was Nigel Cross, who defended the independence of design from science and from
the fine arts, believing that the design process has his own way of thinking, knowing and of doing. The
designer was in the center of the process and his knowledge and intuition would be the main key for
designing. This is the beginning of the Design Thinking theories and methods (Martins, 2014). Although
Nigel Cross has given to the designer the central role in the process of design, he didn’t believed that he
was an extraordinarily inspired person, but someone that had the ability to have a “analogical thinking
and adductive leaps” that build “creative bridges” (Cross 2001).

Another important theorist in those days was Richard Buchanan (Martins, 2014), who described
the design thinking as a “liberal art”, taking it far away from the science, and making it about knowledge
and “contemporary culture. For Buchanan, the design thinking professionals should use the mainstream
design culture to solve “wicked problems” (Buchanan 1992). Design thinking and innovation, for Richard
Buchanan, are directly connected and this process requires a “multidisciplinary mindset” and the
capability to recognize insights that can lead to innovation.

Donald Schén, another relevant research argued that for him design thinking is far away from
science, being an independent discipline based on cognition. Schon believed that the most important in
the process of design thinking is to define and frame the problem, rather than being focused on solving
the problem. This epistemological practice based on the intuition takes, once again, the design thinking
to a distinctiveness level (Schon 1983).

Although the concept of design thinking has been established and widely accepted in the scientific
community for as long as 25 years, the ‘new’ movement seems to ignore this approach by ambiguously

redefining its core principles. We will discuss briefly two main principles from design history context.

Participatory Design and User Centered design

The participatory design and user centered design principles are vital for the purpose of our
research. Since the beginning, the model that we aim to design, experimente and validate have his “heart
and soul” in the participation of all stakeholders in the innovation and conceptualization process and it is

framed by the vision of having the user in the center of the system.

Participatory design

Participatory design, or cooperative design which it is sometimes called, has had a long tradition in
Scandinavia (Schuler & Namioka, 1993; Greenbaum & Kyng, 1991; Bjerknes, Ehn & Kyng, 1987). In the
participatory design traditions the involvement of users and building on their activity and participation is a
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well develop technique. While its roots in design theory might be traced back to Morris (1891), over
Paulsson (1919) and Paulsson (1957), to participatory practices in urban planning of the 60’s it earned
itself a uniquely important position within systems development and human-computer interaction, and
later within interaction design.

Participatory Design started from the simple standpoint that those affected by a design should have
a say in the design process. This perspective reflects the then-controversial political conviction that
controversy rather than consensus should be expected around an emerging object of design. In this
situation, Participatory Design sided with resource-weak stakeholders (typically local trade unions) and
developed project strategies for their effective and legitimate participation in design. A less controversial
complementary motive for Participatory Design was the potential to ensure that existing skills could be
made a resource in the design process. Hence, one might say that two types of values strategically guided
Participatory Design. One is the social and rational idea of democracy as a value that leads to
considerations of conditions that enable proper and legitimate user participation—what we refer to here
as “staging” and "infrastructure” design Things. The other value might be described as the idea affirming
the importance of making participants’ tacit knowledge come into play in the design process—not just
their formal and explicit competencies, but those practical and diverse skills that are fundamental to the

making of things as objects or artifacts (Bjogvinsson et al, 2012).

User centered Design
The term ‘user-centered design’ was originated in Donald Norman’s research laboratory at the
University of California San Diego (UCSD) in the 1980s and became widely used after the publication of
a co-authored book entitled: User-Centered System Design: New Perspectives on Human-Computer
Interaction (Norman & Draper, 1986). Norman, recognizes the needs and the interests of the user and
focuses on the usability of the design. He offers four basic suggestions on how a design should be:
* Make it easy to determine what actions are possible at any moment;
» Make things visible, including the conceptual model of the system, the alternative actions,
and the results of actions;
» Make it easy to evaluate the current state of the system;
* Follow natural mappings between intentions and the required actions; between actions
and the resulting effect; and between the information that is visible and the interpretation
of the system state (Norman, 1988).
These recommendations place the user at the center of the design. The role of the designer is to
facilitate the task for the user and to make sure that the user is able to make use of the product as intended
and with a minimum effort to learn how to use it. Norman noted that the long cumbersome, unintelligible
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manuals that accompany products are not user-centered. He suggests that the products should be
accompanied by a small pamphlet that can be read very quickly and draws on the user’s knowledge of
the world.

In the following figure 27, Sanders (2008) identifies the human-centred research models most
populated, such as User-Centred Design (UCD) and Participatory Design (PD). She explains that the
UCD area includes social and behavioral sciences as well as human factors and ergonomics. Two smaller
bubbles inhabit the UCD territory, namely: contextual inquiry and lead-user innovation. Sanders (2008)
matrix also shows:

»  On the right hand side, the Participatory design territory is inhabited by physical artifacts
as thinking tools throughout the process, common among the methods issued by the
Scandinavian research norms.

* The design and emotion bubble appeared in 1999, said Sanders (2008), as a
combination of research-led and design-led approaches to design research.

 Critical design where designers are the experts (instead of the researchers) appeared as
an opposite force of UCD. It focuses on cultural probes rather than usability and utility.

» Finally, the generative design bubble appeared to empower people to create and
promote alternatives to current situations. Generative tools instill a shared design
language used by designers, researchers and stakeholders (users) for communicating
visually. This technique suits particularly the Front-End of Innovation in order to feed the

process with people ideas, dreams and insights.
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Figure 27 - Human-Centred Design research Landscape
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3.22 Design Thinking for innovation effort

A new movement called “design thinking” gains increasing attention across different disciplines.
This movement promotes “design thinking” as interdisciplinary and innovative strategy (Badke-Schau,
Roozenburg & Cardoso, 2010).

Design thinking for innovation (Brown, 2008; Kelley, 2007 Levy, 2010; Best 2012; Brown & Katz,
2009), Business Design (Martin, 2009), Design-driven innovation (Pisano & Verganti, 2008), are subjects
focusing on the role of design in the organizations innovation process and systems that are quite widely
published and referenced in the last five years bibliographic reviews.

According to Brown and Katz (2009), Design Thinking interest is to search for a connection between
different knowledge’s and look’s for the proper application to the problem that needs to be solved by
exploring concrete integrations and combining theory with practice and by finding new ways of creating
and producing. It also takes into account the demand of a focused user himself and actuality it involves
him in the solution. It is crucial to understand the different subjects that explore concepts such as society,

and individual behavior (Brown, 2009).
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“(...) an approach to innovation that is powerful, effective, and broadly accessible, that can be
integrated into all aspects of business and society, and that individuals and teams can use to generate
breakthrough ideas that are implemented and that therefore have an impact (...)” (Brown 2009).

Design thinking refers to the way of thinking of the designer who uses an unconventional type of
reasoning in business, the adductive thinking. In this kind of thinking, we try to formulate questions to be
answered later, through information collected. Not only are designers who think this way, humans are
design-thinkers by nature (Vianna et al., 2012).

Clark and Smith (2008), have a more business perspective, they describe the design thinking as
being driven by intelligence focused on innovation and gives organizations the freedom to explore various
ways of solving problems, discovering the best option that provides competitive advantage. It's all a matter
of intelligence for innovation. It brings a holistic approach to innovation. It consists of multidisciplinary
teams (Vianna et al., 2012), composed of elements of the company (eg. Engineering, marketing, etc.)
(Brown, 2008) co-creating with the experts of design thinking solutions (Vianna et al., 2012). Thus,
incorporates diversity and harnesses different paradigms and each profession set of tools and techniques
to: analyze, synthesize, and generate new ideas or insights (Holloway, 2009), and above all, innovative
solutions (Vianna et al., 2012). The interdisciplinary nature of design thinking also ensures that
innovations are naturally balanced between business, technical and human dimensions (Holloway, 2009).

Brown (2008), stresses three basic premises of the ‘new’ design thinking approach:

» Design thinking is equally relevant for designing products and spaces, as to the design
systems or dealing with abstract problems such as services. This premise is also true for
the traditional approach. However, it is important to state that whereas design thinking
research has until recently referred mainly to the design of products, whilst neglecting
systems and services, both aspects are now gaining more relevance for the customer
and thus for the designer.

» The primary goal of design thinking is disruptive innovation to gain competitive advantage
on the global market. This statement has been claimed decades ago, and as such it does
not provide new insights nor does it point to new behavioral strategies or requirements.
In fact, it has already been more than forty years since practitioners in engineering design
developed the first methodologies, which aimed at supporting the design process and,
consequently, the development of innovative products (see for example Kesselring 1954;
Pahl & Beitz 1984). And at the same time, 1952, Alex F. Osborn, the godfather of
brainstorming, published the book “Wake up your mind: 101 ways to develop

creativeness.”
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» Design thinking is human-/user-centered, and thus based mainly on non-obtrusive
methods such as observation. Brown for instance state.

Design thinking is valuable not just in so-called creative industries or for people tasked with
designing products. Rather, it is often most powerful when applied to abstract, multifaceted problems:
improving a guest experience at a hotel, encouraging bank customers to save more, or developing a
compelling narrative for public-service campaign (Brown, 2008).

Design thinking gets expanding consideration crosswise over distinctive disciplines. This
development pushes "design thinking" as an interdisciplinary and creative methodology (Badke-Schau,
Roozenburg & Cardoso, 2010). IDEO Design and the D-School at Stanford University developed the
nuclear methodology that supports all this line of research. In literature is designed as “design thinking
movement” (Badke-Schau, Roozenburg & Cardoso, 2010). It is conceived on the intersection of three
major areas of Knowledge: People (desirability), Business (viability) and Technology (feasibility) has as
its founding principles of: Human Centered Design, radical collaboration, multidisciplinary, a mentality of
"Makers" and experimentation (Kelley, 2005; Brown, 2008). The Design thinking approach has been
implemented in different contexts, namely corporate and business contexts (Brown 2009, Martin, 2009;
Berger, 2009; Mateus et al., 2010, Mateus et all, 2011), and more recently in the context of social
innovation (Manzini, 2013; Mateus et all, 2013, Shea, 2012; Ricketts, 2012).

How implement Design thinking for innovation

Design and design thinking are not tasks only for designers but an inherent requirement for
business and management leaders: “Design is now too important to be left to designers” (Brown, 2009).

Further explanations of how design thinking as business strategy can conquer the world are given
by Martin (2009) in his book on “The Design of Business: Why Design Thinking is the Next Competitive
Advantage”.

Design thinking is the form of thought that enables movement along the knowledge funnel, and the
firms that master it will gain an inexhaustible, long-term business advantage. The advantage, which
emerges from the design-thinking firms’ unwavering focus on the creative design of systems, will
eventually extend to the wider world. From these firms will emerge the breakthroughs that move the world
forward, because design-thinking firms stand apart in their willingness to engage in the task of
continuously redesigning their business (Martin, 2009).

Brown (2009) proposes the following steps to implement Design thinking for innovation:
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» Begin at the beginning - Involve design thinkers at the very start of the innovation
process, before any direction has been set. Design thinking will help you explore more
ideas more quickly than you could otherwise.

+ Take a human-centered approach - Along with business and technology
considerations, innovation should factor in human behavior, needs, and preferences.
Human-centered design thinking—especially when it includes research based on direct
observation—will capture unexpected insights and produce innovation that more
precisely reflects what consumers want.

» Try early and often - Create an expectation of rapid experimentation and prototyping.
Encourage teams to create a prototype in the first week of a project. Measure progress
with a metric such as average time to first proto prototype or number of consumers
exposed to prototypes during the life of a program.

» Seek outside help - Expand the innovation ecosystem by looking for opportunities to co
create with customers and consumers. Exploit Web 2.0 networks to enlarge the effective
scale of your innovation team.

» Blend big and small projects - Manage a portfolio of innovation that stretches from
shorter-term incremental ideas to longer-term revolutionary ones. Expect business units
to drive and fund incremental innovation, but be willing to initiate revolutionary innovation
from the top.

» Budget to the pace of innovation - Design thinking happens quickly, yet the route to
market can be unpredictable. Don’t constrain the pace at which you can innovate by
relying on cumbersome budgeting cycles. Be prepared to rethink your funding approach
as projects proceed and teams learn more about opportunities.

» Find talent any way you can - Look to hire from interdisciplinary programs like the new
Institute of Design at Stanford and progressive business schools like Rotman, in Toronto.
People with more-conventional design backgrounds can push solutions far beyond your
expectations. You may even be able to train no designers with the right attributes to excel
in design-thinking roles.

» Design for the cycle - In many businesses people move every 12 to 18 months. But
design projects may take longer than that to get from day one through implementation.
Plan assignments so that design thinkers go from inspiration to ideation to
implementation. Experiencing the full cycle builds better judgment and creates great

long-term benefits for the organization.
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3.2.3 The Design Thinking Process

Clark and Smith (2008), design thinking also encompasses various types of intelligence related to
innovation. Cultivating these will help to increase and a broader use of this approach to design by many
other professions:

» Emotional intelligence - the ability to understand and embrace the context of the culture
that leads us to act and that creates attachment, commitment and conviction;

» The full intelligence - the ability to meet diverse customer needs and capacities of
business ecosystems in complete systems that add value and reflect the values
organization birth;

» Experiential intelligence - the ability to understand and activate the five human senses
to make innovation, tangible, known and vibrant.

The analytical approach to the Design Thinking can help prepare the conditions for innovation to
happen and help make it viable in the new market. The best insight should be generated by the three
contact forces: Capacity, Organization and Consumer / Society. The best result comes from the ability to
integrate these three variables, namely the creation of an innovative solution that crosses each of these
areas or variables.

Warren Berger (2009) points out that, in addition to rethink the product offering, companies can
apply design to the way they serve customers, long after the sale, and the overall form of doing business.
The whole experience can and should be designed in a holistic manner.

According to Karen Gorsline (2010) "Design thinking may well represent the next competitive

advantage".

Concept
The main concept regarding IDEO Design and Stanford D.School vision of Design Thinking (see
figure 28) is the crossing of tree main variables. Design thinking relates to the discovery of important
constraints given context, establishing thus an analytical framework to evaluate them. These constraints
can be addressed from the concepts / variables:
» Desirability: what makes sense to people?
» Feasibility: what is functionally possible in the foreseeable future?

 Viability: what is likely to become part of a model sustainable business?

Figure 28 - Design Thinking Concept - IDEO
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Process
According to Brown (2009), the Design thinking process consists of three major stages: Inspiration,
Ideation and Implementation. The process is built upon five phases: empathize, define, ideate, prototype,
and test.
The IDEO design thinking process is best thought of as a system of overlapping spaces rather than
a sequence of orderly stages. There are three spaces to keep in mind:
* Inspiration - is the problem or opportunity that motivates the search for solutions.
 Ideation - is the process of generating, developing, and testing ideas.
* Implementation - is the path that leads from the project stage into people’s lives.
Projects will loop back through these spaces (see figure 29), particularly the first two more than

once as ideas are refined and new directions taken (Brown, 2009).
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Figure 29 - IDEO - Design Thinking 3 Stages
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Design thinking principles

IDEO design and D-Scool Process phases (Brown, 2008):

» Empathize: Work to fully understand the experience of the user for whom you are
designing. Do this through observation, interaction, and immersing yourself in their
experiences.

» Define: Process and synthesize the findings from your empathy work in order to form a
user point of view that you will address with your design.

» Ideate: Explore a wide variety of possible solutions through generating a large quantity
of diverse possible solutions, allowing you to step beyond the obvious and explore a
range of ideas.

» Prototype: Transform your ideas into a physical form so that you can experience and

interact with them and, in the process, learn and develop more empathy.
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» Test: Try out high-resolution products and use observations and feedback to refine

prototypes, learning more about the user, and refining your original point of view.
On the foundations of its system are the creative fundamentals: divergence, synthesis,
convergence and analysis for seeking creative solutions for problem-solving challenges, as shown in

figure bellow (see figure 30).

Figure 30 - D.School and IDEO Design thinking Fundamentals

Source: Brown (2008)

Brown (2009) points out that the importance of Design Thinking also results in a divergent
application for the exploration of new alternatives, solutions and ideas that did not exist before approach.

In a common case, when you are looking for a solution, it is usual to arise a number of insights that
are analyzed and subsequently converge in a hypothesis solutions. The option passes, often by choice
within several alternatives, converging in one direction and always seeking a single end result.

When talking about the Design Thinking process is broader in that there is alternation between
convergent and divergent thinking. If during convergent thinking, do not create the satisfactory responses,
it creates new possibilities, the choices multiply and emerge new and broad sets of possibilities until they

finally reach a more concrete solution.
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The Design Thinking can thus be considered a rhythmic game between the divergent and
convergent phase, triggering a sequence with broader levels of interaction and detailed than previous
approaches.

Cropley (2006) states that these two rational mechanisms maintain a paradoxical relationship with
key processes for the implementation of creativity. The divergent phase is characterized as a process of
generating ideas in quantity and complexity, the exploration and discovery of problems, the branching
linkages to the outside and thus creating unexpected connections. The convergent phase, in turn, is
defined as a critical and careful logic skill assessment. It's focused on meeting the best and most correct
answer, from a strictly logical and precise knowledge.

Also according to Brown (2009) Design Thinking emerges control and relationship of these two
types of thought.

The Analysis and Synthesis are complementary and natural consequences related to the process
of convergent and divergent thinking and develop an important role in the creation and selection of
choices. According to Brown (2009), the synthesis - the act of extracting meanings of patterns masses -
is fundamentally a creative process, which considers that the data - either technical or behavioral - is just
data and not mean anything by itself. This action is organized, plays up and drives on any information
based on analytical data in a credible narrative.

Although there no algorithm that shows how to transform the converging or diverging possibilities
in the passage of the details of analysis on synthetic, is to stress the importance of setting up timings for
the advance or retreat of these same phases.

In the paradigm of Design Thinking is visible not only a continuous movement between the
convergent and divergent process, as well as between synthetic and analytic.

As a methodology, Design Thinking serves up some principles that guarantee the creation of a
more conscious and safe for the development of innovative solutions environment. These are based,
essentially, on a plural and heterogeneous culture and promote team spirit and the atmosphere of
experimentation as central to fostering the creation of quality factors, the main principles are: Radical
collaboration, Co-creation, Multidisciplinary, Experimentation, “Build to Think” (we are all Makers).

The Design Thinking, according Neumeier (2010) appears as the tool that enables innovation,
since it refuses to think about old solution or easy answer. Differs from other activities not only for their
results but, even more, by its process, it tends to ramble on disparity. The innovative result is dependent
not only the application of a creative but also a methodology focused effort in this same process, making
the creative act to generate ideas, concepts, services, environments and modes of interaction that did not

exist before.
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Neumeier (2010) citing Herbert Simon defines Design Thinking as a practice that aims to
independent innovation as a result of the person who generates "a designer is someone who develops
ways of changing existing situations into something better." This view becomes interesting, in that it sees
design as an activity that can be verified by anyone. The genesis of the designer lies in the process itself.

The need for transformation is, if anything, greater now than ever before. No matter where we look,
we see problems that can be solved only through innovation: unaffordable or unavailable health care,
billions of people trying to live on just a few dollars a day, energy usage that outpaces the planet’s ability
to support it, education systems that fail many students, companies whose traditional markets are
disrupted by new technologies or demographic shifts. These problems all have people at their heart. They
require a human-centered, creative, iterative, and practical approach to finding the best ideas and ultimate

solutions. Design thinking is just such an approach to innovation (Brown, 2009).

3.24 Business Design

Martin (2009) argues that innovation always begins with a mystery. This, in turn, becomes a
heuristic - phase of problem solving - which subsequently develops and becomes an algorithm - the
formula associated with the solution.

Nowadays, power up will also consider a fourth time in this sequence, because some algorithms
may also be encoded by software, for example, it means to reduce them to a number of figures, where
there is no kind of value judgment involved.

Sequence in mystery - heuristics - algorithm - code there has been a sequential progress in

investment value creation (see figure 31).
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Figure 31 - The Knowledge Funnel
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Thinking Styles

According to this, Martin (2009) indentify that there are two styles of thinking:

consistent and replicable data. This

not advocate the path for innovation

and as stated by Martin (2007), it becomes more complicated to create an atmosphere
for the emergence of new ideas. With this kind of thinking is not feasible exercise for

heuristic since it is the result of a process that aims to produce a reliable, consistent and

replicable results.

Validity Thinking - that works bas

imagined or expect solutions. Itis the result of a process that produces a desired outcome

and has as principle adductive logic
Thinking produces essentially a gre

can be demonstrated only by future

Martin (2007) divides these two types of thought making a direct analogy between two distinct

areas: the World of Business and the World of Desig
As can be seen by the curves of the graph

intersection of these two mental exercises.
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Figure 32 - Martin's Thinking Styles

Analytical Design Intuitive
thinking thinking thinking

100% reliability 50/50 mix 100% validity

Source: Martin (2009)

In reality, it is possible to be seen that most managers are trained to methodologies that produce
reliability. Use analytical tools, linear course, because these help to implement the trust and to ensure
past results. For these people, what happens in the past also in the future. Are interested, so by producing
consistent and predictable results (Martin, 2007). Words such as Evidence, Analysis, and Implementation
Best Practices are common in the lexicon of these professionals.

The search for a creative solution should consider the tensions between two or more initial choices.
The theory of Martin (2008) thus argues that thinkers who build opposing ideas to build new solutions,
generate an advantage to those who consider only one model at a time. For the author, the resistance
"or" in favor of "and" directs to new non-linear and multi-directional ideas that might be sources of
inspiration and not a contradiction.

This assumption is in line with the line of thought of the exploratory own Design Thinking, in that it
is not contemplated only one way of thinking or a unique way to solve a case.

As Martin (2008) also Brown (2009) believes that to achieve innovation, it is necessary to choose
a system of interaction rather than an ordered sequence of spaces or ideas. All new discoveries that are
integrated or combine, somehow create rupture. In this sense, and as stated by Brown (2009), Design
Thinking explores new forms and possibilities, meaning thereby that elects the connection of ideas at the
expense of linearity of thought processes.

Martin (2008) further argues that the complexity can be a starting point for innovation or for the
emergence of creative solutions, making it an indispensable set of methods to organize and manage the

chaos. The author calls this methodology as Integrative Thinking.

3.2.5 The rise of Design Thinking critics
Design Thinking was the buzzword of the day and the ultimate solution for a innovative organization

and business. It promised to take think outside the box, giving shape to ideas, taking the path less
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travelled, and approach the thought process with an open mind and as a blank canvas (Guellerin 2013).
Instead, as Guellerin (2013) advocates, Design Thinking put himself inside of a box by the endeavors to
create a closed definition of Design Thinking and a sealed methodology to the creative process. For
Guellerin (2013), Design Thinking has failed because putting itself in the center of innovation process
inside the companies can't continue on being an intuitive and speculative process or a poacher on
marketing strategies.

Recently, we observed the rise of critics regarding design thinking, at least in the more commercial
format presented by IDEO DESIGN and D.SCHOOL (Norman, 2010; Nussbaum, 2011; Walters, 2010;
Gaullerin, 2013; Cross, 2012). To Bruce Nussbaum: “the Design Thinking had his days, now instead of
bringing huge benefits to the society and to the design process became a rock in the way that is really
stopping the evolution of the design”(Nussbaum 2011).

Design thinking, according to Nussbaum, was limited by being "turned into a linear, gated, by-the-
book methodology that delivered, at best, incremental change and innovation" (despite the fact that he
does recognize the jumps made by design thinking in connection to design essentially, and to frameworks
and public —humanistic design and social development, for instance). As a "process trick," design
thinking may have "under-conveyed in proficiency headed business motivation" for advancement and
change (Nussbaum, 2011).

In his column “Design Thinking: A Useful Myth?” Don Norman (2010) calls this ‘new’ approach a
myth which “is nonsense, but like all myths, it has a certain ring of plausibility although lacking any
evidence.” The broad acceptance of this notion of design thinking, especially in industry, seems to stem
from its fashionable format and the ‘hero’-function ascribed to the designer. However, the emerging
breadth of the construct has led to a dilution of the concept. Badke-Schau, Roozenburg and Cardoso
(2010), stated:

“‘Although some of the proposed suggestions may be convincing in terms of ‘grandmother’s
wisdom’, the approach does not put forward any kind of empirical investigation or evaluation of the
premises. There is no intention to better understand the underlying cognitive processes that the traditional
design thinking approach stands for. Consequently, without any consensual conceptualization and
operationalization of what constituents the approach consists of, the scientific value of the concept of
design thinking is meaningless”.

According to Badke-Schau, Roozenburg and Cardoso (2010), the design thinking approaches lack
of scientific development and research validation gap. The critical view on design thinking, addressing
two different paths: (a) the limitations of the traditional design thinking, research as well as the
contributions of the new approach, often referred to as design thinking movement. The conventional
design intuition approach (Cross, 1992; Cross, 1996; Dorst, 2009; Visser 2006) has, then, created a wide
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research history but need to adapt to its divided assortment of exact results, because of an absence of
hypothetical combination (Badke-Schau, Roozenburg & Cardoso, 2010); the new view on configuration
thinking as an administration method (Brown, 2009, Martin 2009, Lockwood, 2009, Verganti, 2009) is not
grounded on experimental studies or assessments and experiences an eager and excessively general
idea (Mateus et all, 2009; Mateus et all, 2010). Both approaches could gain from each other in different
ways.

There is a long list of success cases in Design Thinking, but the most of them were focused on
individual departments of multinational companies or outsized companies. Thereby the innovative
process was made in a small scale and wasn't applied to all the company departments in a
multidimensional way that would bring really innovation to the company and to all the teams (Martins,
2014). Due to this issue there are some questions that can raised regarding the implementation of a
Design Thinking process inside an institution: Who will be the responsible person inside? Who really
places the work process in movement? And how it could be replicated in all the departments? How to
replicate the process and the philosophy inside of organizations? How to obtain real engagement and
motivation from the co-workers? How to define metrics and measures for the Design thinking process?

How measures the real value of the achievements? (Walters 2011).

3.2.6 Evolutional Design

In his latest paper " From Blueprint to Genetic Code: The Merits of an Evolutionary Approach to
Design", Tim Brown talks about changing from "Newton's world" where design seeks prediction and a
complete system, to Darwin approach "who encouraged us to think about constant evolution, emergent
change"(Brown, 2012). Brown claims a more anthropological process, where the designer should:

» We should give up on the idea of designing objects and think instead about designing
behaviors - Behaviors are about the interrelationships between people and the objects
that exist in the world around us.

»  We need to think more about how information flows - a key characteristic of a complex
system is that the more complex a system is, the more information flows through it. If this
is true, then we ought to be thinking more about these information flows when we are
designing complex systems. In fact, before we work on designing a better solution, we
need to get better at understanding the complex system as it is today, and what
information is already flowing through it.

»  We must recognize that faster evolution is based on faster iteration - The faster we do
things, the faster we learn and the faster we improve.

» We must embrace selective emergence - So far, natural biologic systems appear to be
way ahead of us in dealing with complexity, but we do have one advantage over them:
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with biological systems, all of the improvements are random they are based on mutation.
There are some guiding principles perhaps, but there is no guiding intelligence. We
humans have the benefit of potentially using the best of both when we design something.

» We need to focus on fitness - Biological systems naturally focus on fitness; at its core,
that's what evolution is all about - striving for fitness, whatever the environmental context
might be. All kinds of biological systems do this; but what is the equivalent of fitness in
business and in design? | believe one way of thinking about fithess in the organizational
realm is the concept of purpose. Organizations that have a clear purpose tend to be able
to design in a less top-down way.

» We must accept the fact that design is never done. - In the architectural world, there is a
notion of ‘life after the open house.” Architects see all sorts of perfect photographs of
buildings just at the moment when they hand it over to the client, but very rarely does
anyone see photographs of what happens afterwards. To Brown (2012) “l think this is
natural, and | do the same thing: | design a product and | take a perfect picture of it,
before the manufacturers get their hands on it, never mind the user. This is that moment
when the ‘thing’ is closest to my vision, and it's when | think I'm done with it. Of course,
this is a ridiculous notion, because in truth, it is now in the hands of users, where it will
be adapted and used for things that | didn’t expect it to be used for”.

Evolution doesn't mean perfection, but change and ability to adapt, Design is changing and
adapting to new models, that are more open and lays on the human centered approach (Yagou, 2012).
Also Brown (2012), talks about openness to the world where design works in a participative and open
way. Reviewing the explanations for the evolution of Darwin, where the function adapts to the Nature, the
product is also constantly repeated and suffer changes over time, influenced by a process of continuous
and cumulative design, as well as collective. “Good designs are not ideal forms, but expressions of ideas
which have evolved through adaption processes, to fit particular social, economic, and technological
context” (Yagou, 2012). Based on this premise, Artemis (2012) advocates the idea that the product design
can be regarded as cultural memes, for its ability to replicate and propagate ideas through imitation,

modification and competition.

3.2.7 Crossing Design thinking, Management and Innovation

In 2011, Bruce Nussbaum a standout amongst the most vital promoter of inventiveness, idea, and
innovation, proceeded onward from the idea of "design thinking" to another calculated system called
“creative intelligence/creative quotient" (CI/CQ), the ability to frame problems in new ways to make original

solutions.
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Swan (2012) writing at Forbes magazine, bids us to "welcome to the era of design," and invites
chief marketing officers to see design not just as a "marketing thing," but as a "genuine source of
competitive advantage, customer and employee satisfaction, and a route to higher profits.

This two visions lead Best (2012) to ask a relevant a question: Are we perhaps leaving the era of
design thinking and (re)entering the era of design? Can we (re)assimilate the social and economic power
of design—in effect, go back to where it all started—or can we take design in a new direction? Here are
some thoughts on the changing world we live in and the opportunities for design therein (Best, 2012).

As we have seen in the first chapter, Innovation is incredibly important to all organizations today—
not only as a source of revenue and growth, but also as a source of reinvention and as a way to survive
and thrive amid challenging economic times. These interesting times in which we live have been triggered
by significant changes in societal, technological, economic, environmental, and political conditions that
are forcing "business as usual" to change (Kotter, 2010). The institutions and infrastructures that are built
on old-world industrial economic models and structures are adapting, evolving, or not surviving (Best,
2012).

The alternative organizational systems and processes emerging give us some clues as to where
we are going and what things will look like in the future. They tend to be based around ideas of an
increased sense of community and responsibility towards the environment and society (Porter, 2012); an
increased demand for more transparency and active participation in politics and the economy; and an
increased familiarity with the use of the technological tools that enable people to connect, share,
collaborate, and communicate in new ways—and to have their voices heard. Governmental initiatives
around these changes include ways to stimulate a more decentralized and proactive form of citizenship
(Mintzberg, 2011) to grow a culture of business and social enterprise (for example, SMEs and "social"
businesses); and to embed an entrepreneurial "start-up" mindset that encourages initiative, risk-taking,
and responsibility.

The current growth areas in our rapidly changing economy are described in a range of different
ways, for example:

» The "creative economy" as being based on the growing power of ideas—and how people
make money from ideas—is driven by the view that "twenty-first-century industries will
depend increasingly on the generation of knowledge through creativity and innovation"
(Howkins, 2012).

» The idea of the "green economy," described by UNEP (United Nations Environmental
Protection) as "one that results in improved human well-being and social equity, while
significantly reducing environmental risks and ecological scarcities." The World
Resource Institute describes it as "an alternative vision for growth and development—
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one that can generate growth and improvements in people's lives in ways consistent with
sustainable development" (Best, 2012).

The challenges we face, which are bringing about shifts in power, are starting to bring out the
entrepreneur (i.e., someone who shows initiative and takes a risk) in many. For others, change is difficult.
People's response to change depends on their levels of comfort with risk and their levels of motivation
toward improving their quality of life. Peter Drucker's "paradigm of change" model is a very useful way to
think through the challenges of change, the dangers of doing nothing and the opportunities in taking, if
necessary, a courageous leap into a completely new way of doing things.

According Flaherty (1999), adapting the classical paradigm of change model of Peter Drucker,
designers most thinking about:

» The past: What is the business? This is its "traditional" state of existence.
» The present: What will the business be? This is its "transitional" state of existence.
» The future: What should the business be? This is its "transformational" state of existence.

With the current changes in the world, it is possible that we are entering a completely new paradigm
of change in how we do things; in how we conduct business, and in how we live our lives. Whether in the
face of systemic, organizational, or lifestyle changes, framing our decision-making processes around the
idea of past, present, and future states of existence provides a new way to think about things.

It also allows us to identify opportunities for design and explore how design could respond to these
different dimensions.

As one of the creative industries, design is one of the disciplines that recognize the growing power
of ideas.

As a people-centered, problem-solving process, design became fashionable as a way to address
challenges facing both public and private organizations. By putting people at the core of how products,
services, and systems are designed, design as a methodology was positioned as a way to bring fresh
thinking to current debates about whether to restore, redefine, or redesign existing systems—systems
that ultimately define people's daily interactions and influence the quality of their life experience.

"Design is one approach of inquiry and action among many used by humans to engage with the
world," says Stolterman (2011). But it is an incredibly familiar, and therefore very useful, approach. We
are literally surrounded by design in the culture of everyday life and in the communities, objects, spaces,
and systems we come into contact with every day. Amid the current times of change, and because of this
level of day-to-day familiarity, design as an approach can help identify a different, or better, way of doing
things, of reconnecting everyday life back to what people really value and, ultimately, back to our own

core human values.
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In this way, design is a people-centered transformational process, one that can move mindsets
from a traditional, to a transitional, to a transformational way of seeing things. This can be done through
envisioning and communicating in a very human way how our needs, aspirations, decisions, and
behaviors will affect the look and feel of "the future" (through "day-in-the-life-of* scenario planning, for
example), and by engaging and empowering stakeholders in the process of change via the very tools and
processes used to design and visualize alternative futures.

The links among design, creativity, and innovation were framed in the Cox (2009) review, which
envisions securing the place of design in future debates on creativity and innovation:

» Creativity is the generation of new ideas—either a new way of looking at existing
problems or the discovery of new opportunities.

* Innovation is the exploitation of new ideas.

» Design is what links creativity and innovation—it shapes the ideas so they become
practical and attractive propositions for users and customers.

It is design's ability to present attractive, practical, and aspirational propositions that can help
change people's decision-making processes, behaviors, and mindsets. The application of a "designedly”
way of thinking and communicating could be very timely now in stimulating both new value propositions
and more human-centered strategies for growth and development—all within our rapidly changing,
increasingly sustainable, post-consumerist society. What will these new propositions (practical, attractive,
and aspirational) that can step-change people's behavior and mindsets about success and "what matters"
and move us into alternative lifestyles (based on well-being), actually look and feel like? To Best (2012)
is an opportunity for design —to reframe and shift things "by design." Nussbaum rightly points to the
importance of the ability to reframe problems in new ways to make original solutions. But what we use to
reframe things (CI/CQ, creativity, design, or design management) is not what really matters. What matters
is that we are reframing things. It is the very act of reframing itself that is important. In short, Design it is

about the process, the meaning and the purpose.

3.3 Marketing window

According to Toffler (2006), human civilization can be divided into three waves of the economy.
The first wave is the Agriculture Age, in which the most important capital is the land for agriculture. The
second is the Industrial Age following the Industrial Revolution in England and the rest of Europe. The
essential kinds of capital in this age are machines and the factory. The third era is the Information Age,

where mind, information, and high tech are the imperative types of capital to succeed. Today, as humanity
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embraces the challenge of global warming, we are moving toward the fourth wave, which is oriented to
creativity, culture, heritage, and the environment.

Marketing is also moving toward the same direction. Marketing 3.0 relies heavily on the marketers’
ability to sense human anxieties and desires, which are rooted in creativity, culture, heritage, and the

environment.

Marketing 3.0

Over the years, marketing has evolved through three stages that we call Marketing 1.0, 2.0, and
3.0. Many of today’s marketers still practice Marketing 1.0, some practice Marketing 2.0, and a few are
moving into Marketing 3.0 (Kotler et al, 2010).

According to Kotler et al (2010), the initial stages can be summarize as:

» Marketing 1.0 or the product-centric era - Long ago, during the industrial age—when
the core technology was industrial machinery—marketing was about selling the factory’s
output of products to all who would buy them. The products were fairly basic and were
designed to serve a mass market. The goal was to standardize and scale up to bring
about the lowest possible costs of production so that these goods could be priced lower
and made more affordable to more buyers. Henry Ford’s Model T automobile epitomized
this strategy; said Ford: “Any customer can have a car painted any color that he wants
so long as it is black.”

» Marketing 2.0 or the customer-oriented era - came out in today’s information age—
where the core is information technology. The job of marketing is no longer that simple.
Today’s consumers are well informed and can easily compare several similar product
offerings. The consumer defines the product value. Consumers differ greatly in their
preferences. The marketer must segment the market and develop a superior product for
a specific target market. The golden rule of “customer is king” works well for most
companies. Consumers are better off because their needs and wants are well addressed.
They can choose from a wide range of functional characteristics and alternatives.
Today’s marketers try to touch the consumer’s mind and heart.

Now, we are witnessing the rise of Marketing 3.0 (see figure 33) or the values-driven era. Instead
of treating people simply as consumers, marketers approach them as whole human beings with minds,
hearts, and spirits. Increasingly, consumers are looking for solutions to their anxieties about making the
globalized world a better place. In a world full of confusion, they search for companies that address there

deepest needs for social, economic, and environmental justice in their mission, vision, and values. They
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look for not only functional and emotional fulfillment but also human spirit fulfillment in the products and

services they choose.

Objective

Enabling Forces

How companies see
the market

Key marketing
concept

Company marketing
guidelines

Value propositions

Interaction with
consumers

Figure 33 - From Marketing 1.0 to Marketing 3.0

MARKETING 1.0

Product-centric
Marketing

Sell products

Industrial Revolution

Mass Buyers with
Physical Needs

Product development

Product specification

Functional

One-to-Many
Transaction

MARKETING 2.0

MARKETING 3.0

Customer-oriented Value-driven
Marketing Marketing

Satisfy and retain the
consumers

Information Technology

Smarter Consumer with
Mind and Heart

Differentiation

Corporate and Product
Positioning

Functional and
Emotional

One-to-One
Relationship

Make the world a better
place

New Wave Technology

Whole Human with
Mind, Heart, and Spirit

Values

Corporate, Vision,
Values

Functional, Emotional,
and Spiritual

Many-to-Many
Collaboration

Source: Kotler et al (2010)

Three major forces for marketing 3.0

There are three major forces that shape the business landscape toward Marketing 3.0 (see figure

34), the age of participation, the age of globalization paradox, and the age of creative society (Kotler et

al, 2010). These three major forces transform consumers to be more collaborative, cultural, and human

spirit-driven. Understanding this transformation will lead to a better understanding of Marketing 3.0 as a

nexus of collaborative, cultural, and spiritual marketing:

The age of participation and collaborative marketing - Technological advances have

brought about huge changes in consumers, markets, and marketing over the past

century. Since early 2000, information technology has penetrated the mainstream market

and further developed into what is considered the new wave technology. New wave

technology is technology that enables connectivity and interactivity of individuals and

groups. New wave technology consists of three major forces: cheap computers and

mobile phones, low-cost Internet, and open source. The technology allows individuals

to express themselves and collaborate with others. New wave technology enables

people to turn from being consumers into prosumers. One of the enablers of new wave

technology is the rise of social media. We classify social media in two broad categories.
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One is the expressive social media, which includes blogs, Twitter, YouTube, Facebook,
photo sharing sites like Flickr, and other social networking sites. The other category is
the collaborative media, which includes sites such as Wikipedia, Rotten Tomatoes,
Craigslist and Innocentive. The growing trend toward collaborative consumers has
affected business. Marketers today no longer have full control over their brands because
they are now competing with the collective power of consumers. Companies must now
collaborate with their consumers. Collaboration begins when marketing managers listen
to the consumers’ voices to understand their minds and capture market insights. A more
advanced collaboration takes place when consumers themselves play the key role in

creating value through co-creation of products and services (Kotler et al, 2010).

(...)"Collaborative marketing is the first building block of Marketing 3.0. Companies practicing

Marketing 3.0 aim to change the world. They cannot do it alone. In the interlinked economy, they must

collaborate with one another, with their shareholders, with their channel partners, with their employees,

and with their consumers. Marketing 3.0 is a collaboration of business entities with similar sets of values
and desires”.(...) (Kotler et al, 2010):
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The age of globalization paradox and cultural marketing - Besides the impact of
technology on shaping new consumer attitudes toward Marketing 3.0, another major
force has been globalization. Globalization is driven by technology. Information
technology enables the exchange of information among nations, corporations, and
individuals around the world, while transportation technology facilitates trade and other
physical exchange in global value chains. Like technology, globalization reaches
everyone around the world and creates an interlinked economy. But unlike technology,
globalization is a force that stimulates counterbalance. In search of the right balance,
globalization often creates paradoxes. A major effect of these paradoxes of globalization
is that companies are now competing to be seen as providing continuity, connection, and
direction. According to Holt, cultural brands aim to resolve paradoxes in society. They
can address social, economic, and environmental issues in the society. Because they
address the collective anxieties and desires of a nation, cultural brands often have high
equity. Cultural brands need to be dynamic because they tend to be relevant only at a
certain period of time when certain contradictions are evident in the society. Therefore,
cultural brands should always be aware of new emerging paradoxes that are changing

over time.
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Cultural marketing is the second building block of Marketing 3.0. Marketing 3.0 is an approach that

addresses concerns and desires of global citizens. Companies practicing Marketing 3.0 should

understand community issues that relates to their business (Kotler et al, 2010):

The age of creative society and human spirit marketing - The third force that brings
forth Marketing 3.0 is the rise of creative society has we have seen in the first chapter.
People in creative society are right-brainers who work in creative sectors such as science,
art, and professional services (Kotler et al, 2010). This type of society, according to
Daniel Pink’'s A Whole New Mind, is the highest level of social development in human
civilization. Pink portrays human evolution from the primitive hunter, farmer, and blue-
collar worker who rely on their muscle and who then evolve into white-collar executives
who rely on their left brain and finally progress to artists who rely on their right brain.
Technology is once again the primary driver of this evolution. Like creative people,
companies should think about their self-actualization beyond material objectives. They
must understand what they are and why they are in business. They should know what
they want to become. All these should be in the corporate mission, vision, and values.
Profit will result from consumers’ appreciation of these companies’ contributions to

human well-being.

The spiritual or human spirit marketing from a company’s point of view is the third building block of
Marketing 3.0.

Figure 34 - Three Forces shaping Marketing 3.0

THREE FORCES SHAPING
MARKETING 3.0

The Age of
PARTICIPATION

The Age of
GLOBALIZATION PARADOX

The Age of
CREATIVE SOCIETY

Source: Kotler et al, 2010

The future of marketing

Marketing may be responsible for the decline in consumers’ trust but it also has the biggest chance

to solve this issue. After all, marketing is the managerial process that is the closest to the consumers. We

believe it is time to put an end to the marketer consumer dichotomy. Marketers of any product or service
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should realize that they are also consumers of other products and services. Consumers should also be
aware that they might practice marketing as well in their daily lives to convince their fellow consumers.
Everyone is both marketer and consumer. Marketing is not just something marketers do to consumers.
Consumers are marketing to other consumers as well.

To Kotler et al. (2010): (...)"We see that marketing concepts over the past 60 years are mostly
vertical. To regain the consumers’ trust is to embrace what we call “the new consumer trust system.’(...)

The new consumers trust system is horizontal. Consumers today gather in their own communities,
co-create their own products and experiences, and only look outside of their community for admirable
characters (see figure 35). They are skeptical because they know that good characters are scarce outside
their communities. But once they find one, they will instantly be loyal evangelists. To succeed, companies
should understand that consumers increasingly appreciate co-creation, communitization and characters
(Kotler et al, 2010):

» Co-creation - Three key processes:

 First, companies should create what we call a “platform,” which is a generic product that
can be customized further.

» Secondly, letindividual consumers within a network customize the platform to match their
own unique identities.

» Finally, ask for consumer feedback and enrich the platform by incorporating all the
customization efforts made by the network of consumers.

»  Communization — Technology not only connects and propels countries and companies
toward globalization but also connects and propels consumers toward communitization.
The concept of communitization is closely related to the concept of tribalism in marketing:

* In Tribes, Seth Godin (2007) argued that consumers want to be connected to other
consumers not to companies. Companies that want to embrace this new trend should
accommodate this need and help consumers connect to one another in communities.
Godin argued that succeeding in business requires the support of communities.

» According to Fournier and Lee (2009), consumers can organize into communities of
pools, webs, or hubs* Consumers in pools share the same values although they do not
necessarily interact with one another. The only thing keeping them together is their belief
and strong affiliation to a brand.

» This type of community is a typical group of brand enthusiasts that many companies
should nurture. Consumers in webs, on the other hand, interact with one another. This is
a typical social media community where the bond is rooted in one-to-one relationships
among the members. Consumers in hubs are different. They gravitate around a strong
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figure and create a loyal fan base. The classification of community is consistent with
Godin’s argument that consumers are either connected to one another (webs), to a
leader (hubs), or to an idea (pools). Godin, Fournier, and Lee all agree that communities
exist not to serve the business but to service the members. Companies should be aware
of this and participate in serving the members of the communities.

» Character Building - For brands to be able to connect with human beings, brands need
to develop an authentic DNA that is the core of their true differentiation. This DNA will
reflect the brand’s identity in consumers’ social networks. Brands with unique DNAs will
have their characters built up throughout their lives. Achieving differentiation is already
hard for marketers:

» Achieving authentic differentiation is even harder. In their new book, Authenticity, Pine
and Gilmore argue that when today’s consumers view a brand, they can and will
immediately judge whether it is fake or real. Companies should always try to be real and
deliver experiences that live up to what they claim. They should not try to only appear
real in the advertising or they will instantly lose credibility. In the horizontal world of

consumers, losing credibility means losing the whole network of potential buyers.

Figure 35 - The future of Marketing

THE FUTURE OF MARKETING

THE DISCIPLINES

TODAY’S MARKETING

FUTURE MARKETING

OF MARKETING CONCEPT CONCEPTS
(" N\ 4 )\
The Four Ps
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(Product, Price, Place, CO-CREATION
MANAGEMENT Promotion)
. J
( N
The STP
CUSTOMER
(Segmentation, Targeting, COMMUNITIZATION
MANAGEMENT and Positioning)
. J
BRAND Brand Buildin CHARACTER
MANAGEMENT & BUILDING
. J

Source: Kotler et al, 2010
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The role of the Brands in Marketing 3.0

In 3.0 paradigm, marketing should be redefined as a consonant triangle of brand, positioning, and
differentiation. To complete the triangle, we introduce the 3i: brand identity, brand integrity, and brand
image. In the horizontal world of consumers, brand is useless if it only articulates it's positioning.

The brand may have a clear identity in consumers’ minds but not necessarily a good one.
Positioning is a mere claim that alerts consumers to be cautious of an inauthentic brand. In other words,
the triangle is not complete without the differentiation. Differentiation is the brand’s DNA that reflects the
true integrity of the brand. It is a solid proof that a brand is delivering what it promises. It is essentially
about delivering the promised performance and satisfaction to your customers. Differentiation that is
synergetic to the positioning will automatically create a good brand image:

» Brand identity is about positioning your brand in the minds of the consumers. The
positioning should be unique for your brand to be heard and noticed in the cluttered
marketplace. It should also be relevant to the rational needs and wants of the consumers.

» Brand integrity is about fulfilling what is claimed through the positioning and
differentiation of the brand. It is about being credible, fuffilling your promise, and
establishing consumers’ trust in your brand. Brand integrity is the spirit of the consumers.

» Brand image is about acquiring a strong share of the consumer’s emotions. Your brand
value should appeal to consumers’ emotional needs and wants beyond product
functionalities and features. You can see that the triangle is intended to be relevant to

whole human beings with minds, hearts, and spirits.

3.3.1 Territorial marketing
The literature on territorial marketing and territorial branding suffers idiosyncrasy.
Multidisciplinary, relatively recent, often based on "anecdotal evidence from Unique case
studies"(Lucarelli & Berg, 2011) and influenced by the normative approach of consultants
(Aronczyk, 2008; Boland, 2013) and other practitioners (Niedomysl & Jonasson, 2012), she is
scattered, lack of empirical data, and require more academic rigor. It was exposed that way by very recent
examinations (Acharya & Rahman, 2016 Oguztimur & Akturan, 2015) and various previous literature
reviews (Andersson, 2014; Berglund & Olsson, 2010; Chan & Marafa, 2013; Gertner, 2011a, 2011b;
Lucarelli, 2012; Lucarelli & Berg, 2011). However, systematic and comprehensive overview of this

emerging field of study, to attest that gap as fact, is still missing.

The origins
On the one hand, the overall globalization phenomenon generates a transformation ladders
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spatial (Brenner, 2004), cuttings and territories of redistricting (Antheaume & Giraut 2005) and increased
competition between territories (Thiard, 2007). On the other hand, organizations public and parastatal
operating in an organizational environment permeated by New Public Management (Emery & Giauque,
2005; Joye, Decoutere, and Ruegg, 1996; Ritz, 2003).

In this context, there is a growing interest in territorial marketing strategies share of public entities in
charge of territories, be it cities (Babey & Giauque, 2009) regions (Mihalis Kavaratzis, Warnaby, &
Ashworth, 2015), States (Papadopoulos & Heslop, 2002), or other hybrid spaces (Zenker & Jacobsen,
2015). that applying many tools marketing from the private sector practices by the public and collective
nature of territories proves delicate and requires adaptations (Graham, 1994; Stewart & Walsh, 1992;
Walsh, 1991, 1995) territorial marketing approaches are emerging in a market logic and attractiveness

selective retention for various targets such as investors, businesses, organizations, tourists or residents.

However, this is not a new phenomenon, as the marketing applied to territories dates back to the 19th
century (Ward, 1998). As for the adoption of territorial marketing practices more sophisticated than the
campaign mainly devoted to tourism (including posters early 20th century are the symbol), and the
analysis thereof by researchers and consultants, they would have developed from the 1970s (Mihalis
Kavaratzis, 2004, p. 59; Oguztimur & Akturan, 2015).

Origins at practice

At practice it was during the 1970s that the state of New York by example developed its branding strategy
with the slogan and the "l love NY" logo, strategy can be described as a case study as it is taken as
example of territorial branding in literature (Maynadier, 2009). Since then, the practice has grown and
many territories have established territorial marketing strategies or territorial branding. The main
European event regularly in literature and especially at conferences (Gayet, 2014) that we have identified
are Barcelona (Belloso, 2011; de Moragas & Botella, 1995), Amsterdam and branding project
"lamsterdam" who was born in 2003 (Mihalis Kavaratzis, 2008), Lyon and the program "OnlyLyon" created
in 200721 (M. v Chanoux, 2013. Mr. Chanoux & Keramidas, 2013) and Berlin and its branding campaign
"Be Berlin" launched in 2008 (Haussermann & Columbus, 2003; Kalandides, 2006; Mller, 2013).
Internationally, the list Case territories concerned is inexhaustible. It has for example Costa Rica ( "Pura
Vida "), Malaysia (" Truly Asia "), South Africa (" South Africa alive with possibilities "), the Kazakh capital
Astana (Fauve, 2015; K. C. P. Low & Yermekbayeva, 2012), Bogota (A. Kalandides, 2011), etc.

169

Universidade de Evora



Product / Brand co-creation methodology crossing Marketing, Design Thinking, Creativity and Management: IDEAS(R)EVOLUTION | Américo da Conceigdo Mateus

Synthetically, five observations characterize the current state of research. Literature
on branding and place marketing:
- Consists of a conceptual blur, divergent definitions and low seating theoretical. This contributes
to a very wide range of objects of study;
- Made little reference to the classic literature on marketing, which itself provides definitions clear
marketing and branding;
- Lack of empirical evidence and explanatory nature contributions. The numbers assumptions
about the effects in terms of attractiveness remain unproven;
- Detached political and institutional considerations in which territories register. But they are crucial
in terms of public management;
- And offers an important place in the rhetoric of consultants, with a large amount of prescriptive

contributions published with a view to sharing good practices.

According to Gaio and Gouveia (2007), the management and the promotion of the territory is
always a major focus of social and political organization, essentially due to its influence on the modus
vivendi and its impact on economic development.

The concept of territorial marketing (or place marketing) has been addressed in more recent years.
The territorial marketing (countries, regions, municipalities, cities and places) has been developed by
adapting the marketing of products (goods and services) concepts. Uses concepts and marketing tools,
a similar to those of companies working an orientation to the market (e.g, customers, competitors,
functional integration and long-term perspective) (Azevedo, Magalhdes & Pereira 2010) approach.

According to the American Marketing Association, territorial marketing's main function is to
"Influence Audiences target to behave in some Manner positive with respect to the products or services
associated with a specific place", involving, therefore, the analysis and satisfaction of stakeholder needs
in order to create beneficial relationships in an exchange relationship with these and increase the value
and attractiveness of the city by activating retro feeding the circle of Expectation — Action - Satisfaction.

To Azevedo, Magalhaes and Pereira (2010), the city marketing constitutes an important Marketing
application, with increasing importance for the development and growth of cities, regions and countries.
As such, the marketing of cities is a continuous process of development and marketing / product
promotion city, in whose center is the city, and its “external sale” as an effective tool for local management
as an essential tool in the strategic design of the city and their competitiveness and sustainability. The
ultimate goal of marketing is to increase the attractiveness of cities and the development of a positive
image of the city, an image that has a huge influence on the city life and it is considered as a determinant
factor of urban development.
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Cities require a marketing policy that promotes attracting new businesses and retain existing ones,
which promotes the attraction of new residents and keep existing ones, to boost tourism and streamline
(attracting new visitors), holding events with regional significance, national and international (cultural,
sporting and other events) of interest to its own residents as to the community at large. Thus, the
implementation of a policy of integrated territorial marketing, constitutes an important strategic decision
for a city (or territory), in that it increases the competitiveness and sustainability and attracts the few
sources of wealth (Azevedo, Magalh&es & Pereira, 2010).

To Gaio and Gouveia (2007), the territorial marketing acts for two types of audiences:

» Internal customers (residents, workers and organizations established in the area) that
interests loyalty.
» External customers (non-residents organizations, with the potential to settle in the area,

business visitors and tourists) that attract interest.

Within the activity of territorial marketing the brand is assumed as a core element. In this context,
branding techniques used by cities to identify their added value, constitute themselves as a valuable
instrument serving to the territorial competitiveness. The management of territorial brand refers to the
construction of a set of images of the territory, in order to promote identification, reputation, goodwill,
involvement and favorable to territorial development by target groups behavior and taking action based
on a marketing that contributes to promote the development of a positive and competitive territorial identity
(Gaio & Gouveia, 2007). The authors Gaio and Gouveia (2007) advocate the adoption of a strategy of
umbrella brand to cities where identifies convergent goals of the different territorial actors. Thus, this
strategy is more powerful than the fragmented brands, allows to reach more easily gain competitive
enhanced visibility and notoriety, better conditions for the development of strategic partnerships, greater
ease in establishing and developing relationships with public, capitalize on investments in marketing,
increase protection against competition and expand the power supply.

To Azevedo, Magalh&es and Pereira (2010), the identity and the image of the city are distinct from
one another. Identity is the aspiration and reflects the perceptions, which should be developed and
strengthened so that the image will last or approximates the desired (concept of the promotor). Combines
the city "seems to be" what "actually is and really does," and especially, "which intends to become and to
do." As for the image, this reflects current perceptions (concept of the receiver), ie, it is understood as
existing mental representation in the minds of target audiences (both internal and external) different.

In Kotler and Gertner (2002) view, the image of a city results from its geography, history,
proclamations, art and music, famous citizens and other elements.

Thus, as stated in a city brand building entails consideration of:
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a mental representation of the city, the conceptual nature;
a structured set of profile attributes that define the city in its various dimensions, and the

"product to sell."

Azevedo, Magalhaes and Pereira (2010) argue the importance of the identity of the city, from the

perspective of the target segment of the residents, creating a sense of belonging and raising self-esteem.

The higher levels of self-esteem and sense of belonging, the greater the perceived quality of life, pride in

the city and its brand and a commitment to citizenship, which contributes to the strengthening of cohesion

around an identity, a position and an implementation of a city brand.

According to Azevedo, Magalhaes and Pereira (2010), strategic management of a city requires a

deep reflection on this, by the citizens and their representatives, leading to the definition of a set of

objectives, determining a resource allocation and a series tactical decisions. Must be clearly action-

oriented, to obtain results for the execution of plans, in short, to achieve the desired city model citizens.

The strategic management of a city can be divided into four key stages:

Formulation - is expected to know how to say where you are and where you are going.
Knowing where implies understanding, from an external analysis which the environment
and thus determine what the possible threats and opportunities, and internal analysis,
which resources and competencies and conclude on what are the weaknesses and
strengths of the city, or is, do a SWOT analysis. Know where you are going to involve
getting a wide consensus that enables the underlying strategic decisions take our
ambitions, they are the vision, mission and strategic objectives.

Planning - it is important to know what to do and to decide, is expected to define a clear
path and the what and how to do. At this stage, will have to decide on what activities and
initiatives to be undertaken to achieve the objectives that have been proposed for the
city.

Implementation — is important to have the resources and skills needed to accomplish. At
this stage require one to be rigorous and disciplined to comply with the implementation
of the business plan.

Control - is important to monitor and evaluate the interim results achieved: initiated the
implementation, have to learn to look at the results, evaluating and promoting preventive

and corrective actions taken as necessary every time.

From a strategic perspective of territorial marketing, Kotler et al (1993) developed a model where

they are synthesized called the "Elements of the strategic marketing of the place", comprised of three

levels:
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Group planning: as responsible for the management process aimed at obtaining results
that were proposed [local and regional governments; the business community; citizens
(Action Plan of city marketing, vision);

The factors in marketing: as arguments of the "product" is the city that offer renders
(infrastructure, people and institutions; image; attractions);

The target markets: as selected segments for which the city will direct your offer (tourists
and participants in conventions, foreign investment and export markets, manufacturers

of goods and services, commercial offices and local corporate offices, new residents).

Thus, parallel to the corporate marketing variables, designated by four "P’s" arise, in city marketing,
the 4 "A’s" (Azevedo, Magalh&es & Pereira, 2010):

3.3.2

Attraction - is the measure of the potential benefits of a city, which is determined by the
weight given to various factors related to internal and external city.

Accessibility - represents a dimension that is related is related to the quality of service in
the city, is the ease of access to services and reducing waiting times.

Amenities - are the amenities of the city, translated by the dynamics, the bustle of the
city, embodied in cultural exhibitions, museums, places to rest, leisure and amusement
parks, fairs and conferences.

Action - Refers to actions for revitalization and integration of city resources to enhance

their attractiveness, accessibility and amenity.

Crossing Branding and Innovation

According to Aaker (2011) there are two ways to compete in existing markets: (a) to gain brand

preference and (b) to make competitors irrelevant:

The first way, and also the most used, focuses on brand preference among brand choices
considered by clients, ie, winning the competition. This strategy involves adopting
incremental innovations to make the brand even more attractive and confident and make
the cheapest deals through a (faster, cheaper and better) continuous improvement. This
classic brand preference model is increasingly difficult to success in the current market
path, as clients do not have the willingness or motivation to leave their usual brands. As
such, the marks are regarded as similar, at least in relation to the functional benefits they
offer.

The second way is to change what people buy, creating new categories or subcategories

that change the way they analyze purchase decisions and user experience. In this
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strategy the goal is not simply to beat the competition, but make it irrelevant to convince
customers to buy a category or subcategory to which all or almost all the alternative
brands, are not considered relevant because they have no visibility or credibility in
context. The challenge is to create differentiation and bases of loyalty to the brand
consumers choose. To Leiser (2010) regarding the importance of brand credibility with
customers can make the difference between success and failure.

According to Aaker (2011) brand relevance occurs when two conditions are met:

 the target category or subcategory is selected - the client has a desire or perceived need
for the category or subcategory in question;

» the brand is the consideration set - The client considers the brand when making the
decision to buy or use the target category or subcategory.

Incremental innovations provide discrete improvements that affect brand preference, with the level
of differentiation small. In some cases, the improvement will be as small or as little appreciated by
customers that their impact will not be noticed. Elsewhere, incremental innovation offers a measurable
increase in health and brand loyalty. When innovation is substantial to offer basic competitive strategies
and go-to-market can be the same or have only minor differences, but the improvement in the offer will
be so great that even gets to define a new category or subcategory. The resulting difference is big, striking
and even "news" in the context of purchase. When innovation is transformational (or disruptive), a basic
offering qualitatively changed as to render obsolete existing offerings and ways of working for an
application or target segment. Current competitors simply cease to be relevant. This type of innovation
can involve a new technology, a reconfiguration of the product, a new approach to operations or
distribution, the foundations of loyalty, how the offer is perceived and the assets and skills needed to
produce it. The resulting difference is drastic, which leads to create a revolutionary factor in the market,
and the new category or subcategory will be easier to identify.

According to Aaker (2011), to create new concepts, it is important to understand the two basic
constructs that lie behind this process: organizational creativity and unmet needs:

» Research on creativity abound, and from them we can note some observations and
guidelines that apply to the search of new services capable of transforming the market;

» Be curious. Itis important to be curious about why an unexplained observation appeared
or why a limitation affects. For example, Toyota is famous for its approach to the five
"whys": problems are solved when we found the correct answer to the question "why?"
Revealed to be the most basic cause of the situation;

» Absorb information. Information is the blood of the invention, and people and
organizations with large knowledge bases can vary elements and make combinations.
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The organization shall conduct a relentless search for new information and be able to
rely on them to act at the right time;

Listening to different people. Different people and organizations bring with them
knowledge bases, experiences and new perspectives. Thus organizations benefit by
having people from different backgrounds or have access to them. The essence of
creativity is to combine ideas;

Know and use the brainstorming. Do the brainstorming technique that is part of the
rhythm of the organization;

Forcing new perspectives. Each different perspective is a source of ideas. The goal is to
challenge ideas and to take thought boundaries. In brand consulting and marketing
teams Prophet innovative practice often encourage customers to begin by describing the
worst possible idea;

Do not just look for revolutionary ideas. Innovations need not be dramatically different
and may be a simple idea. Most innovative only combines what is already available in a
new way, applying existing technologies or components in a novel way or for a different

application.

To Aaker (2011), the important concepts that can lead to substantial or transformational innovation

almost always revolve around unmet needs. The focus on unmet needs in the customers is very useful

because the products or services that respond to these needs have a high probability of being relevant

and may lead to new categories or subcategories to the extent that represent voids or underserved

markets. In many cases an insight to identify a bit obvious unmet need.

Many approaches or methods are useful in creating new concepts of offers, and, each of which

represents a set of very different perspectives on the market and its dynamics, thus serving as a driver

and catalyst for creativity. The challenge is to work with a set of approaches and not choose just one.

David Aaker (2011) presents several approaches when detecting and generating insights, consisting

among them:

Unarticulated needs met by the customer. Some unmet needs are visible to customers
in a bid, which often fail to articulate them when they have the opportunity. The trick is to
have access to this information and make customers detente and communicate unmet
needs. Through an informal conversation, one obtains a direct approach;

Ethnographic research. This research assumes deepen customer insights to detect
unmet needs that may be invisible to themselves and then apply their creativity to
imagine new possibilities. Ethnographic research provides the necessary insights about
customers and also a platform for generating creative offerings to meet these needs;
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Observation. Innovation can arise from simple observation and it is not necessary to have
a normal research project. Just observe customers, vendors, colleagues or random
people. One should pay attention to unusual and point all that is troublesome;

Finding new applications, unintentional. The ethnographic research can clarify the
applications, but they can also be discovered when we give our customers the means
(an opinion poll, for example) to communicate how they are using the product or service.
The secret is to be curious and to connect with customers;

Partnership with the client in generating concepts. Customers can be effective partners
in the development of revolutionary concepts, proposing solutions that, in turn, can be
transformed into hotels. Dell, for example, has a site called IdeaStorm, where customers
can give their ideas, observe and "vote" on the ideas of others;

Needs no customers. Non-customers of the category or subcategory also have potential
they represent uncharted territory, a new source of growth. It must seek to understand
the "why" they are not buying or what is preventing it;

Market trends. A trend of customers can become the engine of the category or
subcategory but if an offer get access to multiple trends at once, even better, since
competitors are facing stronger barriers;

Global reverse innovation. The goal of global reverse innovation is to develop simpler
and cheaper products for emerging markets like India and China, and then adapt them
to developed markets like the U.S. and Europe. The idea is to start from scratch and
create a project that meets the necessary functions at much lower costs;

Open innovation. Creativity the most important is to establish connections, sometimes
between sources or perspectives that seem apparently different. Products, technologies
and ideas to individuals or companies from outside the organization can have incredible
potential for the creative efforts of the company;

Find role models. The main challenge is to see how other companies solve similar
problems and establish connection. The ideas are hardly new, it's all a matter of reframes
them;

Competitive Analysis: looking for opportunities. Competition is often a source of new
ideas when creating categories or subcategories vulnerable to the launch of more
attractive offers. The idea is to take control of a new category or subcategory and then
create another and overcome the competitors;

Stimulated by technology concepts. Technological development can stimulate a concept,

with the challenge to create or simulate an unmet, unrecognized or latent;
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» Leverage assets and skills. To have durability a new category or subcategory must be
based on hard assets and skills to duplicate. The process begins with accurate
identification of what are the assets and skills, such as elements and marketing,
distribution, production, design, R&D or brand.

Another approach, according to Aaker (2011), in order to get new ideas for new concepts is to
observe how the categories or subcategories are defined and determine if any of these definitions leads
to a new concept. The result of the stage of creation of concepts is not necessarily a concept that will be
brought to market. Therefore, the process must be linked to strategies, potential opportunities and current
offers and consider the threats around them. With this, some concepts and trends that are not yet ready
for the market should be prioritized based on their impact and media exposure.

The path to success is to create and manage perceptions of a new category or subcategory of
products, making competitors irrelevant, but another goal is just not to miss. The brand lost when fails to
maintain its relevance and this can happen in two ways: the brand may lose relevance because the
category or subcategory to which it is connected is in decline or move so that the brand is no longer
considered relevant; the brand loses relevance if you stay stuck in the past and is appropriate only for
older generations. Therefore, the best way to energize a business is to use innovation to improve supply
(Aaker, 2011).

For a company to be innovative, able to make substantial and transformational innovations that
create new categories or subcategories, it is necessary to have an organization to support and enable
these actions. According to Aaker (2011), to create an innovative organization, you must have three
characteristics inconsistent with each other, which are:

» Selective opportunism - good and ongoing foreign intelligence; ability to identify and
understand trends; willingness to make significant, transformational and agility to attack
the opportunities that arise when innovations, but selectively;

» Dynamic Commitment - willingness to focus, financing and execution behind every
opportunity and engage in incremental innovation. The commitment needs to be dynamic,
in the sense of abandoning disappointing ventures instead of having stubbornness;

» Allocation of resources at the organizational level - in order to encourage the operation
of all business units, including the most powerful and enable the allocation of resources.
Everything depends on the existence of assessment tools that we apply to all businesses

within the organization, including those who have received the commitment.

3.33 From Social Media to Social Business Strategy
There is a difference between a social media strategy which lays out the channels, platforms, and
tactics to support publishing, listening, and engagement to consumers and social business strategy which
177
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is the integration of social technologies and processes into business values, processes, and practices to
build relationships and spark conversations inside and outside the organization, creating value and
optimizing impact for customers and the business alike (Li, Solis, Webber, & Szymanski, 2013).

According to this authors, the most important criteria for a successful social business strategy are
twofold: clear alignment with the strategic business goals of an organization and organizational alignment
and support that enables execution of that strategy.

These social media strategies and initiatives not only evolve into social businesses, but the journey
also steers toward complete convergence where social is deeply embedded into the fabric of the
organization. Li and Solis (2013) define six maturity stages in all, along with common success factors —

the most important being a laser focus on employing social technologies to achieve business goals over

time (see figure 36).
Figure 36 - Six Maturity Stages Model

Fig. 04

The Six Stages of Social
Business Transformation

T2

Listen & Stake Our Dialog Deepens Organize Become A Business
Learn Claim Relationships For Scale Social Business Is Social

Scale across Social drives

Understand how Amplify existing Drive consideration Set governace
transformation

customers use social marketing efforts to purchase for social business units

channels
Encourage sharing Provide direct support Create discipline & Moves into HR, Sales, Integrates social

Prioritize strategic goals Internal employee process Finance, Supply Chain philosophy into all
where social can have engagement aspects the
most impact Strategic business C-level involvement enterprise
goals

Source: Li, Solis, Webber and Szymanski (2013)

According to Solis et al (2013), the Six stages are:
» Stage 1: Planning - “Listen to Learn”
The goal of this first stage is to ensure that there is a strong foundation for strategy development,

organizational alignment, resource development, and execution. Altimeter found that companies with
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successful social strategies spent a significant amount of time at this stage, building a firm foundation

before moving on to the next stage. Three goals dominate the planning stage:

Listen to customers to learn about their social behavior;

Use pilot projects to prioritize social efforts. With so many options available in social,
which initiatives and channels should you take on first? Many social strategists we
interviewed pointed to pilot programs that provided decision makers the “digital proof
points” that connect social media solutions to solving business problems. These
programs helped them prioritize which initiatives would have the greatest impact;

Use audits to assess internal readiness. Several companies we interviewed conducted
competitive audits during planning to understand existing capabilities, as well as to
understand how competitors are and are not using social media. And many run internal
readiness audits to identify gaps and opportunities in how to support social media and
what training and education is needed to build early understanding and support. One of

the benefits of conducting these audits is to build the case for taking action.

Stage 2: Presence — “Stake Our Claim”

Staking a claim represents a natural evolution from planning to action. As you move along the

journey, your experience establishes a formal and informed presence in social media. This may involve

launching a YouTube channel, creating a blog, promoting a Facebook page, or setting up a Twitter

account. At this stage, the goal is merely to establish a presence, although some organizations may

combine this with Stage 3 and begin to engage right away as well. Altimeter observed that successful

organizations invested in three key initiatives to establish a solid foundation for future efforts, and also to

ensure that those social efforts create business value:

Leveraging social content to amplify existing marketing efforts. Marketing may focus on
creating and publishing content through paid and/or owned media channels to create
brand lift. Corporate communications may seek to employ earned media programs to
encourage sharing that can dramatically increase traffic volume and audience reach. As
an example, most of social media at Adobe centers around the marketing function,
helping to drive awareness, engagement, and inform/educate its communities;

Here, it's important to set a clear, integrated content strategy. Presence strategies rely
on a steady flow of content to spark sharing and conversation within key networks. Thus
a content strategy — which outlines the governance, roles, and responsibilities — is a
crucial piece of this strategy;

Providing information to support post-transaction issues;
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Aligning metrics with departmental or functional business objectives. Once content
appears in social channels, alluring engagement metrics will quickly follow — the number
of visits, fans, followers, shares, likes, and rewets will lull you into a sense of success.
It's critical to create concrete goals for the strategy and metrics, even if they are softer
metrics. Admittedly, this is difficult. Our survey data and interviews found that across the

board, companies find this challenging.

Stage 3: Engagement — “Dialog Deepens Relationships”

When organizations move into this stage, they make a commitment where social media is no longer

a “nice to have” but instead is seen as a critical element in relationship building. Most organizations do

not enter into this stage lightly but, rather, just the opposite. Some fear being overwhelmed with negative

comments.

Those businesses that do well in this stage realize that social is not just about path to purchase or

relegated to simple engagement metrics, but instead understand that eventually social media can affect

the entire customer lifecycle.

Below are five typical factors that emerge in this phase:

180

Spark or participate in conversations to build communities. Organizations are expanding
presence strategies to become part of the community while increasing the overall size of
their respective community within each social network. This is an approach that develops
within this phase. Early on, engagement programs may start with the marketing or
communications teams as a form of entertainment or facilitating general conversations.
As time progresses, engagement initiatives expand through the use of creative,
informative, or shareable content (blog posts, infographics, videos, et al.). The goal
throughout is to introduce value into the community, amplify presence, and boost the
numbers associated with the three F’s (friends, fans, and followers);

Use engagement and influence to speed path to purchase — efficiently. The traditional
customer journey becomes dynamic when relationships formed via social contacts speed
potential buyers along;

Provide support through direct engagement — as well as between people. A natural
extension of providing support is to do so directly through social channels;

Having a clear social media policy is a start, but also needed are detailed social media
content guidelines and playbooks, triage plan, and scenario rehearsals;

Foster employee engagement through enterprise social networks. Just as importantly,
many companies at this stage also look to Enterprise Social Networks (ESNs) to engage

employees.
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Stage 4: Formalized — “Organize for Scale”

As social media spreads quickly throughout the organization, groups in departments and business

units often act within their own silo, with minimal coordination between them. This increases the gap

between social media strategy, executive expectations for business impact, and how other channel

initiatives integrate with each other. Worse, it creates a branding gap between the social experiences

outside stakeholders have with the company across various groups and desired brand experience as

described in the company’s style guide.

The result is that the organization ends up invariably presenting itself differently though these social

channels without realizing the short- and long-term effects on customer impressions and engagement.

The risk of uncoordinated social initiatives is the main driver moving organizations into Stage 4,

where a formalized approach focuses on three key activities:

Establish an executive sponsor. Altimeter found a connection between successful social
media strategies and executive sponsorship. This happens in one of the following three
ways: 1) Executives in the company proactively raise their hands to empower an internal
strategist; 2) An internal social media champion earns the support of an executive
sponsor; or 3) An outside agency/consultancy effectively advocates the need to form an
initial social business approach. The goal, we learned, is to bring order and create
alignment throughout the organization, as well as to decide on which social efforts and
technology platforms stay and which ones go;

Creating a Hub (aka Center of Excellence). A frequent outcome of that enterprise social
strategy is the need for a Center of Excellence (CoE) that organizes how social strategy,
governance, initiative, and technologies are developed and deployed throughout the rest
of the organization. The actual organizational model and its scope vary by organization,
but gravitate to one of three types — “Centralized”, “Hub and Spoke” , and “Multiple Hub
and Spoke”;

Establishing organization-wide governance. Up to this stage, governance and
organization had been focused on risk mitigation or clear protocol around engagement
roles and scenarios. In Stage 4 Formalized, governance focuses on smoothing the way
for not only better coordination but also in anticipation of scaling engagement with greater
groups of customers and employees. It's the perennial question: “Who owns social
media?” There are several questions underlying this query: 1) Who gets to make the
decisions? 2) Who carries out the execution based on the context of each situation? 3)
Who gets stuck with the social media bill, or how is it divvied up? And 4) Who else is
simply kept in the loop? This becomes a critical step especially for companies within
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regulated industries. While this didn't always appear in our research, Altimeter

recommends that this step appears earlier in the process to mitigate risk.

Stage 5: Strategic — “Becoming a Social Business”

As organizations migrate along the maturity model, the social media initiatives gain greater visibility

as they begin to have real business impact. This captures the attention of C-level executives and

department heads who see the potential of embracing the tenets of social business — where business

acumen and social methodologies technologies become integrated and embedded into functions

throughout the organization.

To make the transition and succeed at Stage 5, activities need to focus on the following:
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Integrating into all areas of the business. Altimeter believes that reaching this
milestone is a watershed, because it represents a move toward true transformation into
a social business. Because of the focus on driving business outcomes throughout the
organization, traditional business metrics make their way into social media measurement
frameworks. Businesses were inconsistent in what they measure in our research, but
striving for business-caliber metrics in social was consistent across the board at this
stage. Referring traffic, click-thru’s, conversions, leads, sales, and Net Promoter Score
(NPS), among many others, have the ability to reach across functional areas and
business units, enabling executives to compare the impact of social efforts on business
versus other activities. As a best practice, developing metrics frameworks to measure
engagement and business activity and outcomes can and should occur earlier in the
maturity stages;

Garnering executive engagement. While executive support is crucial at all stages, in
Stage 5, it becomes broader and much more hands-on. At this stage, top executives
need to be seen as actively engaged and not just “waving the flag.” Executives become
an important stakeholder within social business strategy development as they review
goals and objectives and ensure that social strategies are aligned;

Forming a steering committee. While the CoE created in the Formalized Stage
manages day-to-day coordination, there also needs to be a group of cross-functional
stakeholders tasked with the development and implementation of strategic social media
throughout the organization. Responsibilities range from integrating social business best
practices into everyday operations to solving for enterprise and departmental-level
challenges and aligning business objectives with social media investments;

Pushing social operations out to business units. While a Center of Excellence and

the hub-and-spoke model remain in place to provide enterprise-level guidance and
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training, mini “hubs” begin to develop within each business unit that's focused on

supporting social business initiatives specific to that group.

Stage 6: Converged — “Business Is Social”

Becoming a social business is as aspirational as it is functional. It's a way of business. At the same

time, embracing social media does not create a social business. But social media contributes to the

migration of a business into becoming a more social entity. As a result of the cross-functional and

executive support, social business strategies start to weave into the fabric of an evolving organization.

Organizations moving into this stage are driven by a vision that articulates how social media and

digital overall improves customer and employee relationships and experiences. As a result, the steering

committee and executive sponsor broaden their focus to explore how to converge social with all points of

contact and communication.

To move into this stage, organizations need to make a commitment in the following areas:

A single business strategy process. When social is converged, there is no separate social
business strategy — there is just one strategy, one set of business objectives and
outcomes;

Merging social with digital. Organizations at this stage expand their focus beyond social
to tackle and integrate with other strategic efforts, such as digital, mobile, and big data.
For example, Sephora originally broke out its social team with its own dedicated writers
and designers. But as social became more important strategically, it was brought back
into the digital marketing team where it is now integrated for better coordination on
initiatives like enabling in-store customer engagement on mobile devices;

Creating holistic customer experiences with converged media. Advertising, marketing,
customer service, and sales employ a converged approach that integrates paid, owned,
and earned (POE) media to deliver a seamless and complementary experience across
all digital and real-world channels;

Develop a holistic social culture. At this stage, social technologies and methodologies
have faded into the background, and with it, the distinction that social is special or

different. It's simply the way you get work done, functioning much like the telephone.

The success factors of a social business strategy

According to Li and Solis (2012), the success factors of a social business strategy are:

Business goal definition;

Long-term vision for becoming a social business;
Key executive support;

Initiative roadmap;
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» Process discipline and ongoing education;
» Staffing;

» Technology selection only after strategy is set.

Climbing the Social Business Hierarchy of Needs
According to Owyand (2011), the following recommendations are organized by dependency —
much like Maslow’s Hierarchy of Needs, companies must first meet baseline needs at the bottom of the
pyramid before moving on to the next set of requirements (Owyang, 2011). The Social Business Hierarchy
of Needs is a roadmap to achieve social business readiness (Owyand, 2011) (see figure 37):
» Foundation: First, develop a business plan and put governance in place;
» Formation: Next, connect business units to increase coordination and reduce duplication;
» After Foundation and Safety needs are met, companies can move onto Formation, by
organizing social media deployments across the enterprise;
» Enablement: Grow by letting them prosper — give business units the support and flexibility
to reach goals;
» Enlightenment: Finally, weave real-time market response into business processes and

planning.

Figure 37 - Social Hierarchy of Needs

Enablement

Asset Inventory, Best Practice Sharing,
Formation Center of Excellence
Safety Dedicated Team, Workflow, Crises Preparedness

Objectives, Policies, Education, Access

Foundation

Source: Jeremiah Owyand (2011

3.34  Crossing Branding and Social Media
In an era when media is largely created and broadcast by the few to the many, social media
emerged to facilitate the co-creation of media in addition to creating it. While difficult to trace its origins,

the philosophy of social media dates back to the mid-1990s. It wasn't until the mid 2000s however, that
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businesses would encounter the idea of a new medium where brand democracy prevailed over brand
dictatorship (Li & Solis, 2013).

Suddenly the voice of the customer took on an entirely new meaning and the promise of customer
centricity and engagement was thrust into the spotlight. But after all these years, businesses remain
confounded. Even though most are experimenting with social media, how it improves relationships while
impacting important business metrics is persistently elusive.

In a connected economy where information becomes a powerful currency, social data will only help
you benchmark where you are to help visualize where you could be. The relationship between aspiration
and reality now become a more informed set of goals and objectives driven by benchmarking against the
industry and more importantly, benchmarking against possibilities.

The Pivot team studies the evolving social landscape (Li & Solis, 2013), for the period of 2012-
2013, “State of Social Marketing” report, surveyed 181 social marketers and digital strategists who
represent agencies and brands. What they have learned is that the fundamental drivers for social media
have radically transformed.

What's clear however is that social media and the allure of conversations matter. At the top of the
list, brands and marketers agree that conversations lift both brand and relevance. It's the new stimulus
and relevance is appropriate to the matter at hand.

Solis (2013), proposes 10 Assumptions of Social Consumer Expectations:

» Exclusive content;

* Insight to make decisions (Moments of Truth);

» Customer service;

» Be part of a community;

 Deals/Promotions;

* Learn about new products;

» Ability to provide feedback for improvement (Influence Loop);
* Inclusive experience in social absent of websites;

» Loyalty/Rewards for engagement;

» Social commerce.

A prescient pillar of leadership takes more than intuition. It takes research balanced with a human
algorithm. You can’'t make decisions about technology and behavior if you are not part of the very culture
that's disrupting your business. Nor can you open engaging touch points if you're unfamiliar with the new
journey of decision-making. Yet even today, businesses are largely making assumptions based not on

the expectations or behavior of customers but instead the best practices of their peers.
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Li and Solis (2013) published a report? that found businesses simply weren't aligning business

goals with social media objectives. To realize the promise of social media however, strategists will have

to make the effort to demonstrate business value, consumer trends, and the ability to use disruptive

technology to disrupt competition rather than be disrupted by it (Solis, 2013). According to this study the

greatest assets are both humility and aspiration. The ability to see things differently will in fact drive

companies to do things differently. By applying a new philosophy and methodology to the digital approach

will naturally make your brand, your business and your overall strategy, meaningful and social. This is

after all, about experiences now more than ever (Solis, 2013).

Solis (2013), summarize the social media approach in ten steps:
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Benchmark against best in class, not just the competition;

Research customer behavior and expectations;

Consider existing and potentially new business objectives — align business and digital
strategies accordingly;

Apply needs and expectations within engagement and content strategies;

Design dedicated yet united experiences across digital channels considering the context
of behavior within each screen;

Create a path of least resistance that maximizes the capabilities of each platform and
screen;

Re-imagine your vision and value for how disruptive technology enables a more
meaningful mission and purpose;

Embrace data science and digital anthropology to stay ahead of customer trends and the
Competition;

Plug in to your customer experience as it exists and uncover points of friction...then fix it
to provide a seamless journey from the inside out;

Listen. Learn. Engage. Adapt.

Engagement and enchantment

To enchant is to do more than persuade, it is to delight, to seduce, and to inspire. To persuade is

rational and cerebral, to enchant is emotional and experiential — and in a world of information-overload

and product clutter, it is the emotional and experiential that cuts through. When you enchant, you create

asmile -and that smile becomes associated with who you are, what you do and why you do it. That smile

is brand equity of the most valuable kind (Kawasaki, 2011).

2 Presented at Pilot conference - research report — State of Social Marketing 2012-2013 by Brian Solis and Charlene Li
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Enchantment is bigger than social commerce, but it's relevant, because it's about selling — selling

with heart — and with social media. According to Kawasaki (2011) there are 10 things you need to know

about how to enchant your customers — and make happiness your business model and marketing

strategy.The first step of enchantment is to see the world from the customer’s perspective — it's business

101 (and social intelligence); understand what it is exactly your customers want, and if you have what

they want, understand iffhow they can make the change to you, and whether making that change is worth

their effort:

To enchant customers and to make them smile you need to be likeable, and that means
genuinely respecting and admiring your customers. Your customers should make you
smile; as the Chinese proverb goes, if you don't like smiling, don’t open a shop;

To enchant customers, be trustworthy — that is, show yourself to be knowledgeable and
competent. Trust is one of the five key obstacles every sale faces — no need, no money,
no hurry, no desire, no trust.- Take a leaf from Zappos’ book — help customers trust you
with your actions rather than your words (money back guarantee — free shipping in both
directions);

To enchant customers, you need to make your product or service enchanting. An
enchanting product or service is DICEE:

Deep - has multiple layers of value,

Intelligent — solves problems in smart ways,

Complete - offers a turnkey experience,

Empowering — helps people do what they do better,

Elegant — works with people, harnesses what they already think and do.

To enchant customers, be brief — respect people’s time and attention. Few people have
ever experienced a pitch or a presentation that is too short:

If it's a presentation, stick to the 10:20:30 rule (10 slides max, 20 min max, 30 point font
minimum),

If it's an email, limit it to six sentences (or adopt the apocryphal Microsoft policy, if it
doesn'’t fit in the subject line, it's too long — so pick up the phone),

If it's a video clip, keep it to 60 seconds,

If it's a report or business plan, 20 pages max,

To enchant customers, allow them to trial your product or service in a way that is Easy,
Immediate, Inexpensive, Concrete (Demonstrates Results), Reversible (Risk-Free) — and
if you are in the launch phase, implement a mass product seeding campaign designed
to delight and activate advocacy;
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34

This

summaries:
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To enchant customers, keep them enchanted. Enduring Enchantment happens when
your customers internalize your brand, your product and your values, and make them
their own. The customer journey begins with conformity (complying with a request to
purchase, evolves through ‘identification’ (it's a brand/company for me) and matures to
internalization (it's my brand/company). Enduring enchantment requires paying it
forward; surprising and delighting your customers by giving — rather than taking;

To enchant customers, remove the blocks to enchantment — Inertia, Hesitation to reduce
options, fear of making a mistake, lack of role models, having a cause that doesn’t
connect. Use social proof (the power of example, lists and ubiquity to show you're a
good choice), scarcity (that you offer a scarce (therefore, valuable) resource), stories
(customer stories, and inside stories (behind the scenes) not stats), and superiority (show
what you can do, that your competitors can't);

To enchant customers, use media intelligently:

For push media (bringing your story to people) email, Twitter, presentations, make it
sensorial - one part text to two parts images, sound and video, make it short, and make
it a story. Personalize the introduction, and ensure that it's useful, even if they don’t buy;
For ‘pull media’ (bringing people to your story — websites, blogs, Facebook, YouTube),
make it fast, make it free (no sign-up roadblocks, fan-gating) and flash/Flash-free (no
spin, no Adobe Flash). And offer content that has ‘intrinsic value’ (i.e...):

Inspirational Value

Entertainment Value

Enlightenment Value

Educational Value

To enchant your customers, know that enchantment begins at home. Begin by
enchanting your employees and your boss;

To enchant employees — offer them MAP — Mastery, Autonomy and Purpose - not just a
salary + bonus;

To enchant your boss- reprioritize your efforts to make them successful; drop everything

and do what they ask — make them look good.

In short

co-creation, designt thinking and marketing chapter can be resumed by the following
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1.Co-creation has radically converted the industrial system

Although the number of creative people is small their role is increasingly dominant in society and
the business world. Businesses are systematically rediscovering themselves with new management and
marketing dynamics facing complex global market realities. Customers are imposing greater levels of
personalization and consumption experience. Customers are pressuring for the co-creation of value with
them in recognition of their empowering, by: accessing and seeking information on-line, anytime,
anywhere; offering unwanted feedbacks (criticisms and ideas); actively involving in communities of
common interest and strong word-of-mouth dynamic currents of opinion; experimenting (co-creating) with
other customers to discover own resolutions of their desires (rather than needs) and issues.

An overwhelming new “partnership paradigm” and mindset shift is revolutionizing business
development between organizations and with their stakeholders (e.g. customers, employees, consumers,
suppliers, distributors, etc) through co-creative engagement and interaction platforms, involved in deep,

open and continuous dialogues and relationships.

2. Co-creation, design thinking and the new marketing paradigm for a strategic change

Co-creation is intrinsically connected to innovation and value-creation (e.g. shared value) since
these common practices convey value-added insights involving all parties, altering the way organizations
think about operations and policy.

Design thinking as an interdisciplinary and creative methodology, “human centered”, introduces the
role of design into the organizational innovation systems and boosts development processes. Originally
it was founded on creativity processes of: divergence, synthesis, convergence and analysis for seeking
solutions for problem-solving challenges. More recently a transformation has occurred to a system of
creative intelligence/creative quotient (Nussbaum, 2011). These methods when applied in conjugation
with the co-creative and marketing processes it potentiates the acquisition of knowledgeable insights
generating added value for all parts: organizations, customers and all other stakeholders. In the
emergence of the “experience economy” this combined approach could be the key for a sustainable flow
of innovation required, today, for the survival of companies in the global market.

Marketing theory, innovation management and customer empowerment (i.e. internet community)
are the fields that predominantly use these concepts bringing into their operational applications a creative,
social an active process involving: (a) connections (e.g. interactions/dialogue between people); (b)
collaboration (not just participation); and (c) co-creativity (not just co-production or co-construction).

Nevertheless companies in the co-creation age will have to become ever more flexible while
managers skilled in collaboration and negotiation along with cross-boundary knowledge transfer abilities,
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will became necessary and vital. So, companies will feel significant impacts in: (a) the innovation
processes and practices; (b) the quality and speed of decisions relative to growth and filtering of ideas;
(c) internal inspiration, customer knowledge acquisition, collaborative policy and development across the

organization.

3. Engagement and social interactivity for innovation and sustainable development

According to Aaker (2011), to create an innovation organization three independent characteristics
should be put in place: (a) selective opportunism (ability to gather external insights, identify and
understand trends and explore the best opportunities); (b) dynamic commitment (willingness to focus,
finance and execute every selected opportunity and engage in incremental innovation); and (c) allocation
of resources in sufficient amounts to all levels of the company (e.g. business units).

Finally, organizations fully transformed into to the “Converged” state are now driven by an unified
vision that articulates how social media and digital overall improves customer and employee relationships
and experiences. For this transformation they must commit their practices to the following: (a) a single
business process (one set only of strategic objectives and outcomes); (b) full merger between social and
digital (no separation between social, digital, mobile, big data processes); (c) creating holistic customer
experiences with converged media support; and (d) develop an holistic social culture.

In order to adjust their offer and business goals to these set of expectations companies should
continuously apply a more ‘humanized research’ of mixed methods revealing the new journey of
consumers decision-making. Companies must Listen, Learn, Engage and Adapt (Solis, 2013).

Consumer engagement, enchantment and happiness is now needed, rather than persuasion alone,
to delight (fully satisfy), seduce and inspire their customers (and their employees). Organizations must
establish with their customers emotional relationships and experiences instead of rational and cerebral
connections. They must use (social) media intelligently and “sell with the heart” (Kawasaki, 2011).

From this chapter it can be learnt for IDEAS(R)EVOLUTION methodological development the
following aspects:

» Customers are pressuring for the co-creation of value with them in recognition of their
empowering, by: accessing and seeking information on-line, anytime, anywhere; offering
unwanted feedbacks (criticisms and ideas); actively involving in communities of common
interest and strong word-of-mouth dynamic currents of opinion; experimenting (co-
creating) with other customers to discover own resolutions of their desires;

» Anew “partnership paradigm” - of Dialogue, Access, Risk Assessment and Transparency
- and mindset shift is revolutionizing business between organizations and their
stakeholders through co-creative engagement and interaction platforms, through
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continuous dialogues and relationships. The reason why Ideas(R)Evolution already
developed and successfully tested the “Ideas Cloud” social software;

»  Co-creation and service-dominant logic is radically changing the industrial system to a
dominant outside-in perspective with a focus on “humanized experiences”;

» Design thinking and its novel transformation of Creative Intelligence when applied in
conjugation with the co-creative and marketing processes potentiates the acquisition of
knowledgeable insights generating added value for all parts;

» Organizations in the co-creation age will have to become more flexible recruiting
managers skilled in collaboration, negotiation and cross-boundary knowledge transfer.
With this companies will feel significant impacts in: (a) the innovation processes and
practices; (b) the quality and speed of decisions relative to growth and filtering of ideas;
(c) internal inspiration, customer knowledge acquisition, collaborative policy and
development across the organization;

» The integration of social technologies and processes into business practices to support
listening (e.g. dialoguing) and engagement; building relationships, generation of
discussion and creation of value (e.g. learning from user stories and ideas) for both
customers and business are required to successfully compete in the market, today;

» Companies must transform to embed the social into the organizational strategy ( Li &
Solis, 2011). According to six maturity stages: (1) Planning ( Listen to learn); (2) Presence
(Stake our claim); (3) Engagement (Dialog deepens relationships); (4) Formalized
(Organize for scale); (5) Strategic (Becoming a social business); and (6) Converged
(Business is social);

»  For this transformation they must commit their practices to: (a) a single business process
(one set only of strategic objectives and outcomes); (b) full merger between social and
digital (no separation between social, digital, mobile, big data processes); (c) creating
holistic customer experiences with converged media support; and (d) develop an holistic
social culture;

» Companies should practice a more “humanized research” of mixed methods revealing
the new journey of consumers decision-making. Companies must Listen, Learn, Engage
and Adapt;

» Organizations must establish with their customers emotional relationships and
experiences instead of rational and cerebral connections. Consumer engagement,
enchantment and happiness is the goasl, rather than persuasion alone, to delight (fully
satisfy), seduce and inspire their customers (and their employees);
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Production of products and services in collaboration with the outside-in perspective (co-
creation) should take in consideration the following constraints: (1) the dependency on
external collaborators; (2) the expense to co-ordinate the co-creative process; (3) the
new management skills for boundary spanning; (4) the new management methods for

the workforce; (5) the external access to classified information and proprietary assets.
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4 CHAPTER - LIVING LABS, SOCIAL SOFTWARE AND USERS MOTIVATION

In this chapter we discuss the connections between living labs, social softwares and users
motivation that provide us the enabling supports to facilitate, nursure and develop the
IDEAS(R)EVOLUTION innovation model. These emerging areas to innovation will allow us to deepen the
stages and the phases on the initial conceptual model, contributing to differentiate our proposed model
with more scientific and technological knowledge to be transform into operational models, procedures and

new tools.

4.1 Living Labs window

All over Europe, a new type of innovation milieu is emerging, called Living Labs (LL) (Kareborn et
al, 2009). The rationale behind these new milieus are to open company boundaries toward their
environment and harvest creative ideas and work capabilities existing among different stakeholder
groups, such as customers, competitors, providers, and the public in general. As such, it is similar in its
approach to different open methodologies, e.g., open innovation (Chersbourgh, 2003) crowdsourcing (...)
and involving lead users (Hippel, 2005).

The concept of Living Labs was originated at the Massachusetts Institute of Technology (MIT) by
Prof. William J Mitchell, who was the formerly dean of the school of Architecture and Planning and head
of the program in Media Arts and Sciences, both at MIT. Finally, he actually directs the Media Lab's Smart
Cities research group. This creative concept was introduced to the research community as a possible
research methodology for testing, validating, and realizing product and service prototypes and redefining
complex solutions in real environment that suffer a continuous evolution. So, the first Living Labs were
created as intelligent houses where the principal objective was to capture the use and the interactions of
different hosts who lived in those houses during various days or weeks. This objective was facilitated
through a sophisticated technology of intelligent sensors, which allowed researchers to capture the use
that hosts made to the technology in the intelligent houses. After that the concept of Living Labs was
modified and used in different contexts such as in Information and Communications Technology (ICT),
especially in northern Europe.

Living Labs aim to bring laboratory experimentation to real life environments with the belief that this
will provide improved insights into solution validity and product usefulness, while at the same time,
surfacing new and unexpected patterns of use and user groups. Living Labs have diverse origins and
come from a variety of traditions. This is reflected in the methodologies they use. Further, on their
understanding of the concept experimentation. Most of the existing Living Labs have their origin either in
academic research groups or in cities/regions, which promoted and foster innovation in their territory. The

origins of Living Labs provide us with the first clue to the nature of their preferred methods. Many times,
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Living Labs with an academic origin are more prone to use quantitative methods (quasi-experimentation
and process research), whereas the ones originating from regional innovation endeavours use more

qualitative methods (focus groups, interviews, ethnography).

Living Labs Concept

The concept of Living Labs is quite recent and has not been fully diffused in all European countries.
So, it seems necessary to explain the current perspective on innovation and then compare it with the
concept of Living Labs. The classic policy to promote innovation in various cities was mainly through the
creation of science parks that promote e.g. microelectronics, biotechnology and venture capital (Silicon
Valley) or health technology and computers (Southern Florida). These parks, mainly try to foster large
scientific projects that attract great researchers and, depending upon its capabilities, cultivate
interdisciplinary lines of research. Science parks have not always been successful in developing industrial
innovations and specifically in involving end-users during the innovation process. In other words, the
research and development of products or services is neither developed by end-users nor for end-users.

Tuomi (2006) explained that the traditional view on innovation assumed that both an inventor and
an entrepreneur are responsible for the invention and commercialization of new products. However, in a
user-centric view on innovation, both the inventor and the entrepreneur are the only users among other
users.

“They have specific roles, competences and motives, but in that regard, they do not fundamentally
differ from other actors that collectively coproduce innovations as meaningful products” (Tuomi, 2006).

This perspective clearly shows that innovations are produced through the interaction between the
different stakeholders and end-users and that innovation can neither be localized within a single company,
nor be only obtained from a single person.

Therefore, a new innovation process should probably include the following agents: the technology
agents (universities and both public and private research centers), economic agents (industries and
markets) and social agents (end-users and national governments). So, it is expected that the participation
of these three stakeholders will guarantee the success along the innovation process.

Additionally, the Living Lab’s innovation approach offers a systemic perspective where all the actors
of the value chain participate: academia, governments, companies and citizens. Furthermore, where the
infrastructures and methodologies for the evaluation are put at the disposal of all the actors, offering that
way equal opportunities for exploration wherever it appears (Eriksson, Niitamo, & Kulkki, 2005). In
contrast to traditional experimental sciences, Living Labs situate experimentation in multiple and context
rich environments, trying to achieve a high degree of observation (Ballon, Pierson, & Delaere, 2005).
Therefore the objective is not to try to understand causal relationships, refute hypotheses, or validate
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theoretical propositions. Rather, the aim is somewhat more exploratory and explanatory; to understand
how a product or service is adopted and used and how its meaning is socially constructed in different
contexts. As such, Living Labs offer a new type of service that differentiates itself from both marketing
validation exercises, where final products, not prototypes are involved, and usability analysis, where only
a few users in control contexts are involved.

Moreover, we can situate Living Labs in the context of the product life cycle from its
preconceptualization to its market validation in marketing studies. Living Labs are positioned just before
market validation, where having prototypes at our disposal, we can test the user experience and find out
possible uses in different contexts.

One precondition in Living Lab activities is that they are situated in a real-world context. During the
design of the concept, Living Labs has been defined as an environment (Ballon, Pierson, & Delaere,
2005). (Schaffers et al., 2007), as a methodology (Eriksson et al., 2006), and as a system (CoreLabs,
2007a). The researcher do not see these three definitions as contradictory, but rather as complementary
perspectives. Depending on which perspective one takes, certain themes come into focus:

» With the environmental perspective, objects such as technological platform and user
communities come to the forefront.

»  With the methodology perspective, processes such as data transfers and methods for
user involvement are highlighted.

» The system perspective puts focus on the relation between the Living Lab as a whole
and its interdependent parts.

Lama and Origin (2006), describe living labs as “a user-centric research methodology for sensing,
prototyping, validating and refining complex solutions in multiple and evolving real life contexts”.

Living labs challenge us to examine new technologies in everyday contexts as used by people to
achieve their goals. In this context, people from different areas of life explore innovative tools by
interacting with them and discovering new ideas to expand their knowledge and to explore ways of acting
(Lacasa, Martinez, Mendez, & Cortes, 2007).

Living labs are getting momentum, especially in developing communities; the driving force being
resource-sharing capabilities coupled with technology advancement demanding extensive infrastructure
that is not easy to acquire. This is especially true for small and medium enterprises and those who need
high technology to achieve their goals. There is a reduction of technology and business risks, and the
large companies have a large pool of ideas to help in their ventures (Lama & Origin, 2006).

According to Boronowsky, Herzog, Knackfub, and Lawo (2006) a living lab is more than a digital
breeding area; it is a constructed set of technology, shared by various researchers sharing the same
drive, focused on finding the results and helping one another to achieve their goals. Researchers within
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living labs are restricted to monitoring from the inside what is going on. On the other hand, researchers
are part of a living lab and have the capabilities to intervene in order to contribute to a better
implementation of technological innovation in social practices, and deal with the unpredictable processes
by reflecting on and consequently adjusting their own methodology (Boronowsky et al., 2006).

According to Higgins and Klein (2009), (...) “the active involvement of practitioners and researchers
in complex live settings characterized as networks is not yet well understood; living labs attempt to
address this. Live settings populated by human actors present certain challenges for aspiring the activities
of studying, and acting in living social or organisational settings. Research driven interventions in live
settings need to involve a range of methods: from ethnography through to economics. Furthermore,
research and action strategies should accommodate practices and systems of innovation, spanning
invention or creative processes through to industrial engineering, market forces and politics”.

From the various definitions it is obvious that there are two different streams of thoughts regarding
the LL concept. Some definitions see are of the opinion that a LL is a pure “testbed” for innovative solutions
while the other see a living labs as a pure means to conduct context research and co-creation with other
users.

Folstad (2008; 2008b) explained that Living Lab literature has served to identify two aspects that
may be used to discriminate between the Living Labs that comply with the general definition:

» Contextualized co-creation: Living Labs supporting context research and co-creation with
users;

» Testbed association: Living Labs serving as a testbed extension, where testbed
applications are accessed in contexts familiar to the users.

Different suggestions for key elements and characteristic have been propose. See for example
Feurstein et al. (2008); Eriksson et al. (2006); Mulder et al. (2007). We have chosen the five key principles
stemming from the CORELabs project, since it is grounded on a study that is based on the views of ten
involved Living Labs (CoreLabs, 2007a):

»  Continuity: This principle is important since good cross-border collaboration, which
strengthens creativity and innovation, builds on trust, and this takes time to build up;

» Openness: The innovation process should be as open as possible, since the gathering
of many perspectives and bringing enough power to achieve rapid progress is important.
The open process also makes it possible to support the process of user-driven innovation,
including users wherever they are and whoever they are;

* Realism: To generate results that are valid for real markets, it is necessary to facilitate

as realistic use situations and behavior as possible. This principle also is relevant since
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focusing on real users, in real-life situations is what distinguishes Living Labs from other
kinds of open co-creation environments such as Second Life;

Empowerment of users: The engagement of users is fundamental in order to bring
innovation processes in a desired direction, based on the humans’ needs and desires.
Living Labs efficiency is based on the creative power of user communities; hence, it
becomes important to motivate and empower the users to engage in these processes;
Spontaneity: In order to succeed with new innovations, it is important to inspire usage,
meet personal desires, and fit and contribute to societal and social needs. Here, it
becomes important to have the ability to detect, aggregate, and analyse spontaneous

users’ reactions and ideas over time.

The Domain Landscape Of Living Lab

The Web 2.0 is empowering users making new R&D approaches emerge, where users are not

considered anymore as being the observed subjects in functional tests but rather as being able to

contribute and create value.

Mitchell (2006) argued that: (...) “a Living Lab represents a user-centric research methodology for

sensing, prototyping, validating and refining complex solutions in multiple and evolving real life contexts

“(...). He identified several impact and benefits:

The first noticeable impact is the integration of the users into the development process
for ensuring highly reliable market evaluation;

The second one is the reduction of technology and business risks;

The third one is that a Living Lab is beneficial to SME, micro-organizations and start-ups,
since they can share resources without so much venture capital;

The fourth one is that large companies have access to a broader base of ideas.

Ballon and et al. (2005) found that Test and Experimentation Platforms (TEPs) constituted a new

and relatively uncharted territory. Therefore, they launched an extensive exploratory research on TEPs

theoretical literature and empirical data. They identified six types of TEPs, namely:

prototyping platforms (including usability labs, software development environments);
testbeds;

field trials;

living labs;

market pilots, and

societal pilots.
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Interestingly, they gave the following definition to Living Lab, “An experimentation environment in
which technology is given shape in real life contexts and in which (end) users are considered ‘co-
producers” (Ballon et al, 2005).

They elaborated a domain landscape of TEPs with three different dimensions (see figure 38):

» The first dimension consists in the technological readiness that scales from low
(immature technologies) to high maturity (mature technologies or applications that are
almost market ready).

» The second dimension addresses the focus and balances in between testing and design.
However, one can assume that this dimension is about evaluation. Finally,

» The third dimension consists in making a differentiation in between the degree of

openness, ranging from in-house activities to open platforms.

Figure 38 - Conceptual Framework of Test and Experimentation
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Source: Ballon et al (2005)

The different areas appearing like bubbles in the landscape correspond to the six identified TEPs.
They are positioned in the landscape according to the two dimensions of focus and technology maturity
they are intended to deal with.

Towards a Domain Landscape of Living Lab Research

Pallot et al (2010), propose a new domain landscape for living lab research (see figure 39). The
starting point on this improved model was a previous article on Living Lab research that was published in
the ECOSPACE Newsletter by the authors (Pallot, et al., 2008). Several possible dimensions were

identified and finally two main dimensions, namely the interaction mode and research type allowed
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designing four quadrants (see figure 27). The main idea behind the design of this map is to show, like in
the Sander’s map, a progress from functional tests and usability analysis toward User co-Creation.
However, the selection of these two dimensions is self-explained by the evolution of the role of users:

» The first dimension called “Interaction Mode” illustrates the way interaction with users is
perceived. This dimension scales from Human-Computer Interaction (HCI), which
addresses individual users, to Interpersonal Interaction that embeds social interaction
within a group of people, especially the large ones like online communities.

» The second dimension “research type” splits the domain landscape into Observation
Research where a user is considered as a subject and Participative Research where
users actively contribute in co-creating value. This dimension resemble to the dimension

on mind-set of Sander’'s map (see figure 27) presented in chapter 2.

Figure 39 - Dimensions and Four Quadrants of Living Lab Research Map
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There are two complementary dimensions that could be useful in order to better characterise the
current R&D and innovation trends and evolution. As a way to show the complementary to the main
dimensions, they appear as diagonals. The first diagonal (BL, TR) illustrates the evolution current trend
in terms of evaluation focus starting with reliability, as a first stage, where a functional test is applied in

order to check if a feature works properly but without necessarily considering whether this feature could
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really be useful to the users. The second stage consists to carry on usability analysis of the obvious
motivation of evaluating the user friendliness (degree of intuitivity) and ergonomic design. While the third
stage “adaptability” brings the evaluation of personalisation capacities (degree of look and feel
recomposing), the fourth one “adaptability allows users to create new features” (composing their own
services).

The second diagonal (BR, TL) shows the recent evolution of collaboration style induced by network
technologies such as the Internet and the Web. This dimension scale from structure collaboration with,
for example, Symbiotic collaboration style (physical collocation) up to unstructured collaboration (Dorigo
& Stitzle, 2004) with for example Mass collaboration style (virtual or online collocation).

Technological innovation is included in the figure as corresponding to the HCI of the interaction
dimension. Social innovation is also included in the figure as corresponding to the Interpersonal
Interaction. While in the first case the focus is on developing a product (hardware), in the second case
the priority is much more on developing specific services for people.

A number of research areas already existed for involving users in the R&D and innovation
processes (see figure 40), such as: Web 2.0 User Created Content - Web 2.0 UCC (Garrett, 2002), User
Centred Design (Aarts & Marzano, 2003), User Experience — UX (de Ruyter, van Loenen, & Teeven,
2007), User Co-creation — UC (Interact, 2009), User Centric-Innovation — UCI (Bilgram, Brem, & Voigt,
2008) and Driven-Innovation — UDI (Verganti, 2007). Like in Sander’s landscape of design research (see

figure 27), it makes sense to include participatory design.
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Figure 40 - Domain Landscape of the Living Lab Research Map
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The largest areas in the map represent the most populated ones like in Sander’s landscape on
design research. User-Centred Design (UCD) and Participatory Design (Schuler & Namioka, 1997) as
well as Web 2.0 User Content Creation (UCC) represent the largest areas that are confirmed by the
number of published scientific papers. In contrast with Sander’'s Landscape, besides the fact that it also
includes usability analysis as well as human factors and ergonomics, the UCD area overlaps with User
Experience (UX).

On the right hand side, the Participatory design territory is inhabited by various artefacts intended
to engage users in the group cognition leading to the emergence of new ideas, scenarios and concepts.
Several smaller bubbles are overlapping the participative design territory; among them appear the
Empathic Design (ED), User Co-creation (UC) (Interact, 2009), User Driven Innovation (UDI) or User-
Centric Innovation (Bilgram, Brem, & Voigt, 2008) and Socio-Emotional Intelligence (SEI). Those bubbles
are linking UCD with Participative Design.

Finally, the User Group Experience (UGX) bubble appears to have a group of users experience
instead of individual user experience (UX) (Fleming, 1998) in order to let a community share experiences
that lead to new insights, ideas and breakthrough scenarios. Contextual Design (Beyer & Holtzblatt, 1998)

is currently still to be included in the Participatory Design territory.
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Pallot et al (2010) believe that the concept of UGX brings the socio-emotional perspective into user
experience. This would constitute a major step forward in the direction of experiential service platform
with a strong connection to Empathic Design and Socio-Emotional Intelligence. This would allow
researchers, developers and users move more concretely towards User Co-creation. This new research
area suits, particularly the Front-End of Innovation in order to feed the R&D process with group and
empathical insights unleashing the power of people ideas, as so, it fulfills IDEAS(R)EVOLUTION purpose

and methodology.

41.2 Living Lab Thinking Framework

The main objective of the LL is to create prosperous communities. Many critical success factors for
prosperous communities are stated in research papers, but the ones mentioned most of the time is
connected to trust, involvement of members in the innovation process, access to adequate knowledge
regarding the problem environment, state-of-the-art ICT tools and methodologies, and good governance.
A LL supports core research capabilities and shared understanding in order to learn and understand
complexity. The Community LL framework is based on systems thinking grounding as presented in figure
41.

Thinking is a process of figuring things out, knowing why and how things work. The framework
presented provides the researchers’ perspectives of the various thinking activities and processes for a
Living Lab. A LL can be seen as thinking and rethinking support environments, connected to generic
decision making (intelligence, design, choice and implementation) and action research (sense learns, act)
processes. Simply put, a LL framework based on thinking as depicted in figure 41 can function as a
springboard to prosperous communities to build entrepreneurial capacities and achieve sustainable

continuous improvement.
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Figure 41 - Living Lab Thinking Framework
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According to SystemsThinking.org (2009), systems thinking is, more than anything else, a mindset

for understanding how things work. It is a perspective for going beyond the events, to looking for patterns

of behavior, to seeking underlying systemic interrelationships which are responsible for the patterns of

behavior and the events. Systems thinking embodies a world-view. A world-view which implies that the

foundation for understanding lies in interpreting interrelationships within systems. Interrelationships which

are responsible for the manner in which systems operate. Interrelationships which result in the patterns

of behavior and events we perceive.

»  Systems thinking in this context advocates collaborative, innovation, discovery, strategic

and process thinking;

» Collaboration thinking is supported by multidisciplinary and collective intelligence

thinking;

 Innovative thinking is supported by performance, value chain and factory thinking;

» Innovative thinking is linked to creative thinking and problem solving; generate something

new or find new ways to solve problems. Innovative thinking means having to answer

simple questions such as: What makes an idea a good idea? How do you consistently

generate good ideas? How do you find that magic 'x factor' that makes an idea stand

out? How can | be more creative and inventive? What do | do with my ideas? Where do
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| go to solve my problems? How do | look for opportunities to innovate? If I think | have
found an opportunity, how do | capitalize on it? How do | get my opportunity
implemented? What resources are available to help me innovate? What ideas do you
believe to be creative? Who do you consider to be creative?;

Performance thinking helps organizations achieve their strategic goals. Performance
thinking is the process of assessing progress toward achieving predetermined goals.
Performance management is built on that process, adding the relevant communication

and action on the progress achieved against these predetermined.

The main purpose of performance thinking is to link performance objectives and organizational

strategies to increase profit. A performance problem is any gap between desired results and actual results.

Performance improvement is any effort targeted at closing the gap between actual results and desired

results.

Thompson, Strickland, and Gamble (2007) make the statement, “As significant as the strategy to

performance gap is at most companies, management can close it. They can work on both sides of the

equation, raising standards for both planning and execution simultaneously.”

204

The process starts with grounded theory thinking:

Identify and analyze key issues;
Find all the role players;
Create partnerships;

Using a bottom up collaborative thinking approach.

The next process uses value chain thinking to analyse and brainstorm the value chains:

Value chain thinking is the interdisciplinary process of determining what the full range of
activities is to release a product or service to the market. In order to reduce the cost and
improve the economic value of these activities throughout the value chain, promoting
innovation and cooperation.

Discovery thinking is supported by critical, grounded theory, action research and
experimental research thinking. This thinking process stimulates innovation by finding
patterns in data, events, design processes, research processes decision making. These
patterns are transformed into knowledge and best practices in order to enhance human
cognition and deriving fundamental insight into complex problems and systems. The
discovery process is supported by analytical and critical thinking research processes.
Critical thinking is the means and ends of learning. The critical thinker should remain
open to new ideas and think like a scientist, applying skepticism to ways of doing things;

use and create his/her own information and reject information that is irrelevant and faulty;
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state his/her own arguments; come to his/her own conclusions; listen to other peoples
and tolerate their thinking.

*  Process thinking is supported by workflow, architectural, real time, risk, effectiveness,
maturity and intelligent services thinking. Process thinking, focus on identification,
understanding, design and management of processes. Work is performed by activities
and related activities form workflows and are managed as an objective integrated system.
The majority of the problems in systems are connected to bad processes and not to
people, that’s why process thinking must ensure that the needed processes are in place.
Work smarter and not harder by improving the processes and don't place the blame on
people. Process thinking is supported by workflow, architectural, real time, risk,
effectiveness, maturity and intelligent services thinking.

«  Strategic thinking is a way of thinking about changes and preparing for them. Strategic
thinking should be seen as a process to help an organization to confront change, analyze
its impact and look for new opportunities. Strategic thinking is supported by sustainability

thinking, objective thinking and means ends thinking.

413 Crossing LLbs, Business Models and Innovation Management

In order to be sustainable and succeed, Living Labs need to adopt business models that allow them
to create and capture value as any other organization. However, until now most of the Living Labs projects
have been sponsored by public capital or developed as experiments driven by organizations dependent
or linked to the academy. There is, of course, a sense of urgency in the community in order to make these
organizations self sustainable with regular funding that doesn’t depend on winning the next local, national
or European project.

There is also a case of path dependence, where Living Labs coming from participatory research
exercises see themselves many times solely as purveyors of this type of service, a service that is easily
assimilated to applied ethnography or product validation. That vision many times limits its capacity of
projection beyond validation.

Living Labs business models cannot be characterized in the vacuum and they couldn’t either exist
there. Their existence and works is linked to an Open Conception of Innovation and Innovation
Management that in the recent years became conceptually dominant and considered superior to an
integrated or closed version of it (Chesbrough H. , 2003, 2006).

Open Innovation (Chesbrough H. , 2003, 2006) considers that because of changes in the structure
and availability of knowledge in the world, companies cannot rely anymore, only in their internal R&D

capacities as they did before if they want to be effective and they should integrate ideas from the outside
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and put in place a mechanism that allow them to capture value from ideas inside that cannot be developed
there.

Therefore, companies, even big ones, cannot rely anymore solely on their internal R&D department
and be confident that there they can find the best ideas, the best solutions and the state of the art on the
subjects that they work on. Companies must rely on ideas from the outside and bring them inside the
company if they want to remain competitive.

What is important in this process, in relation to the business model, is that it is driven by it. Is the
business model of the company the one who determines which ideas should be brought in and which
ones should be externalize in the form of spin-offs, selling the IP or any other kind of venture.

The role that Living Labs play in this context, is the one of intermediary in the process of bringing
in and exploring new ideas (Almirall & Wareham, 2008). Living Labs mediate between a new actor in the
innovation process: users and companies. They do that by providing structure and governance to
customer intervention in this process. However, Living Labs, because of their nature as public private
partnership organizations, also play a more traditional role in connecting and enabling join projects
between academia, private and public organizations.

Nevertheless, the offering of Living Labs differentiate them from other well known organizations
also acting as intermediaries such as Innocentive, NineSigma, etc.. In these cases, the intermediary
performs a search function on the basis of a request for a particular problem, once the solution has been
found; it is incorporated into the company.

In the case of Living Labs we can differentiate two distinct offerings(Almirall & Wareham, 2008).

» A traditional intermediary - normally they just captures insights from users and brings
them inside the company. These insights are related to how the product or service fits
user expectations in terms or needs and want, interaction and business model.

» Living Labs however, provide also a different kind of offering. This is the orchestration of
groups and communities around a research problem. Living Labs effectively select not
only users, but companies, research groups and public organizations and procure
funding - normally from national, regional or european projects - in order to carry on a
research agenda. This offering also materializes in many cases in providing a
technological platform where experimentation can be carried on.

Therefore we are facing a completely different service than the one provided by traditional
intermediaries, one that transcends a concrete problem, product or service and puts Living Labs on an

equal basis to the companies requesting it.
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This second offering is the one that determines Living Labs operation and to a large extend their
main contribution in terms of novelty. However, it has large implications in terms of their ability to capture
value and financing:

» Living Labs need to be able to orchestrate open process of innovation with the
involvement of partners that in many scenarios will view themselves as competitors, they
need to be able to capture value from the process itself and not solely from the partners.

» This orchestration is what sustains the case for public support for Living Labs and its use
as a tool in innovation policy at the same time that fosters new products and services
involves the local community of users at a societal level contributing to the development
of the local Information society by promoting innovation and creativity, increasing its
social value and awareness and therefore pushing the demand and willingness to try and
adopt early products or prototypes not fully tested and not completely operational.

In fact, if Living Labs were only able to sustain from services provided to partners, they will be very
fast lock in a closed innovation perspective by companies that could think this is the more appropriate
way to conduct their business or alternatively to problems that interests only the dominant companies.

The existence and level of strength of this demand is a key factor in promoting innovation and
development and therefore growth (Bhidé, 2008).We can find some indirect evidence of this offering of
orchestration when looking at the customers of Living Labs, there we can find a number of diverse

organizations involved in innovation projects.

414 Crossing LLbs, open innovation, it platforms, citizens’ participation

New paradigms, such as Open Innovation (Chesbrough H. , 2003, 2006) and Web 2.0 (O'Reilly,
2004) as well as Living Labs operating as a User Centred Open Innovation Ecosystem (Pallot, 2009),
promote a more proactive role of users in the R&D process. However, a number of existing methods for
involving users are abundantly described in the literature, such as Lead User (von Hippel, 2005), User
Driven Innovation (von Hippel, 2005), User Centred Design (von Hippel, 2005) and User Created Content
(O’Reilly, 1998) as well as User Co-Creation (Prahalad & Ramaswamy, 2000). Sofar this chapter explored
the domain landscape of Living Lab research, based on the landscape of human-centred design research
(Sanders & Stappers, 2008) and later introduced in the domain of Living Lab research (Mulder & Stappers,
2009). We need to take into account the links with existing theories such as Social Capital Theory
(Nahapiet and Ghoshal, 1998) and Social Cognitive Theory (Bandura, 1986) as well as Socio-Emotional
Intelligence Theory (Goleman, 1998). There is also the need to explore the creation of User Group
Experience concept for bringing the socio-emotional perspective (Norman, 1995; Norman, 1998, Norman,
2004, Norman, 2007, Goleman, 1998) into User Experience (Fleming, 1998) that appears too much

focusing on individual users and usability.
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While the Living Lab ecosystem, through openness, multicultural and multidisciplinary aspects,
conveys the necessary level of diversity, it enables the emergence of breakthrough ideas, concepts and
scenarios leading to adoptable innovative solutions. A Living Lab Empowers user communities like it is
done with Web 2.0 (Frappaolo & Keldsen, 2008; O'Reilly & Battelle, 2009) applications such as YouTube,
Flickr, Delicious, or Twitter where users are creating content and value. There are even examples of
stigmergic or mass collaboration where citizens are collectively creating content (e.g. Wikipedia) for the
benefit of the society at large.

A Living Lab is an Open Innovation ecosystem frequently operating in the context of
competitiveness clusters and public development agencies within social innovation environments
engaging local authorities in territories such as cities, agglomerations, regions. A Living Lab can operate
with a research and innovation platform for providing access to science and innovation services allowing
enterprises and users/citizens either as entrepreneurs or communities. The main objectives consist to
explore new ideas and concepts, experiment new artefacts and evaluate breakthrough scenario that could
be turned into successful innovations. There are different application examples such as eHealth, Ambient
Assisted Living, elnclusion, eTransportation, eGovernment, Smart City, ICT for Energy, and ICT for
Environment.

The Social dynamics of the Living Lab approach ensures a wide and rapid spread (viral adoption
phenomenon) of innovative solutions through the socio-emotional intelligence mechanism (Goleman,
1998). A Living Lab environment needs to have one or several specific technology platforms (eHealth,
eParticipation, elnclusion and so on), science & innovation services and user/citizen communities
enabling the exploration of innovative scenarios including new concepts turned into technological
artefacts. The experimentation and evaluation of the resulting scenarios and technological artefacts are
driven by users within a real life context through a socio-economic (societal, environmental, health and
energy cost/value), socio-ergonomic (user friendliness) and socio-cognitive (intuitive level) as well as
adoptability perspectives (potential level of viral adoption).

Living Labs are standing at the crossroads of different society trends like citizens engaged into a
more participative approach, businesses and local authorities as well as user communities are gathering
within public-private—people partnership initiatives. They are also at the crossroads of different paradigms
and technological streams such as Future Internet, Open Innovation, User co-Creation, User Content
Creation and Social Interaction (Web2.0), Mass Collaboration (i.e. Wikipedia), and Cloud Computing
where the Internet is the cloud, also named “the disappearing IT infrastructure”.

However, there are still open questions such as articulating the various relevant research areas,
methods and tools within the Living Lab research domain and identifying appropriate concepts for
supporting user co-creation.
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Community Living Lab as a Collaborative Innovation Environment

A Living Lab is a new way to deal with community-driven innovation in real-life contexts. The Living
Lab concept is fuelled by knowledge sharing, collaboration and experimenting in open real
environments.The Living Lab approach provides its user group with an opportunity to develop a much
deeper understanding of how the various components in their functional environment operate and
interrelate. In the research community the Living Lab concept seems to be gaining increasing acceptance
as a way to deal with innovation and to get insight into the innovation process (Jacobus et al,. 2009).

Many private and public investments in community development fail to produce real and sustaining
value for communities. Some of the deficiencies observed are that traditional community development
projects are initiated and executed in a closed and artificial laboratory environment with limited interaction
with, and understanding of the real needs, the potential problems and value chains of the community
(Jacobus et al,. 2009).

The approach suggested is to build collaborative systems, called Living Labs (LL), for communities
which will engage and empower them to experiment and learn in real-world environments and to create
innovative solutions to their problems.

From an educational perspective the role and important impact of implemented living labs are
becoming more evident. Pretorius and Van der Walt (2007) opened an article entitled: Living Lab as an
Innovative Tool in Education by explaining that: Today’s ICT learning environments are ventures involving
huge streams of course material development, knowledge transfer, and performance measuring systems.

We believe that one of the best tools to promote highly innovative action research in different
application areas is through the use of “living labs”. Living labs is a highly evolving theory and practice,
related to almost any managerial or technical problem, which can be used to help organizations in knowing
where to focus their management attention. According to Core-Labs/ENoLL, (2007:3) (CoreLabs, 2007a)

a Living Lab enables users to take active part in research and innovation.

Actual methodologies and living labs — a discussion

As we have seen Living Labs are quite a comprehensive set of techniques to reach their objectives.
Most of these are borrowed from qualitative research and anthropology e.g. ethnography and case
studies. So, to what extent these methods and techniques are useful in accomplishing the objectives of
the Living Labs are yet to be seen. Living Labs hypothesize that close collaboration with end-users in real
environments will help in validating proposed solutions and in finding out the meanings that these

technologies have for both individuals and groups (Laboranova, 2007).
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However, we enco