ACCELERATE YOUR SPEED TO MARKET THROUGH INNOVATION
PARTNERSHIP
Innovation in Action - 2017

This briefing paper includes key takeaways from the
Innovation in Action 2017 workshop, facilitated by
RISE. The workshop aimed at getting insights in how
Innovation Partnership may be formed by working
with selected cases.

“INSIGHTS ARE THE MOST IMPORTANT FACTOR
OF INNOVATION”
“THE EXERCISE TOOK SEVERAL DIRECTIONS EVEN
THOUGH WE HAD THE SAME CHALLENGE. WHAT
AN ANTHILL WE FOUND WHEN WE STARTED
DIGGING DEEPER INTO THE TRUE CUSTOMER
NEEDS”

PURPOSE
The purpose of the workshop was to guide the participants to
find insights about how hard it is to think about customer
need instead of finding solutions in the fussy front end of
innovation. In a bigger picture this will help a company to be
successful with collaboration since a key to successful
partnerships is to find companies that focus on the same
customer need as you are.

METHOD
As a tool, aim to help the participants with a framework they
were given an Empathy map canvas which derives from
Design thinking.
Questions in the canvas:
1. Who are we empathizing with?
2. What do they need to DO?
3. What do they SEE?
4. What do they SAY?
5. What do they DO?
6. What do they HEAR?
7. What do they THINK and FEEL?

6 TAKEAWAYS
• It’s hard to think customer needs instead of
solutions.
• Putting effort in understanding the most
essential customer need will help you create
the right solutions.
• Increasing the number of perspectives will
improve the understanding of the customer
need.
• Collaborations between companies should be
based on common customer needs.
• Antilogs and analogs can help you increase
perspectives.
• Personas can be used as a tool in the
segmentation of the stakeholders.
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To document their findings each group were given a white A2 paper. Instead of only using words the participants
were helped to make illustrations to visualize the customer need they’ve found. At the end of the workshop all
groups presented their ideas and key takeaways from the exercise was discussed. As a complement to the pictures
that were painted, storytelling was used. The participants were instructed to build on each other’s ideas and wasn’t
allowed to use the word “but”. The method is based on Design thinking.

DESCRIPTION
The participants were divided into four groups. Two of them
was assigned the OKQ8 case and the other to was assigned
the “Arbetsförmedlingen” case. All sub groups got a
description of the case they were approaching. To further be
able to gather information the groups were able to ask
representatives from the case companies. The task was to
help these companies by defining their customers need
rather than finding solutions to their problems.
The workshop started with a presentation by the workshop
leader who described the purpose of the workshop and were
the idea of it had come from. First, the leader talked about
the standard framework of innovation processes that was
constructed at one of the first Innovation in action
conferences. Then by focusing on the front end of the
process the important of emphasising with the customer was
stressed. The theme of the workshop was formulated with
help of Albert Einstein: “If I had an hour to solve a problem
I'd spend 55 minutes thinking about the problem and 5
minutes thinking about solutions.”

LEARNING & RESULTS
The front end of innovation is filed with fussiness. Working with the customer need will help the organisations in
several ways. Innovation strategy is based on the purpose of the company witch in tern should be derived from
the customer need it serves. Also, if a company isn’t sure about the customer need, how will they know what
company they should collaborate with go gain most alignment? By being front heavy in the innovation process a
company will reach market faster since the customer need will be clear for everyone in the organisation force them
in the same direction. By continuously using tools like the Empathy map canvas companies can create flexibility by
creating a learning organisation. The participants found that the problem that they’ve tried to solve spontaneously
wasn’t actually serving the right customer need and therefor wasn’t giving the right solution. There is a difference
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between a problem and a need. A problem is often a symptom of something else. The participants found it difficult
not running into solutions based on their own assumptions. But then, when bigger picture got clearer, one sad:
“You can either stare yourself blind on the future and get terrified, or you can look at what you have, your
capabilities and resources, and try to find new opportunities in new applications”. They could also see the strength
of multiple perspectives. One got surprises and sad: “The exercise took several directions even though we had the
same challenge. What an anthill we found when we started digging deeper into the true customer needs”. The
need can be a part of an ecosystem were different participants affects the problem in different ways, creating
several opportunities. By defining all the stakeholders more robust ideas were collected. But, it’s very difficult to
emphasise on all stakeholders at a time. I can be beneficial to first doing the analysis segment wise and then group
them together. When defining each segments persona can be used as a successful tool. ”Insights are the most
important factor of innovation.”’
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