INNOVATION STRATEGIES

Come facilitare processi di innovazione in
organizzazioni, community e aziende



ENRICO BASSI

Ricercatore, Designer e Consulente per
linnovazione




IL TUO DOCENTE

Ricercatore nell’'ambito della sostenibilita
Consulente aziendale sull'innovazione
Docente di fabbricazione digitale
Coordinatore del primo Fab Lab italiano
(Fab Lab ltalia), di Fab Lab Torino e Fab
Lab OpenDot




COS'E L'INNOVAZIONE




COS'E L'INNOVAZIONE
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COS'E L'INNOVAZIONE

“L’'innovazione e l'introduzione di un prodotto,
servizio, processo o metodo nuovo o
significativamente migliorato che crea valore.”

OECD / Oslo Manual
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LE COMPONENTI DELL'INNOVAZIONE




INNOVAZIONE TECNOLOGICA \ SCIENTIFICA




INNOVAZIONE TECNOLOGICA \ SCIENTIFICA




L'INNOVAZIONE SOCIALE

Roma, 2018




L'INNOVAZIONE SOCIALE




L'INNOVAZIONE SOCIALE

http.//senseable.mit.edu/trashtrack/


http://senseable.mit.edu/trashtrack/
http://www.youtube.com/watch?v=fvTZc5hWBNY

INNOVAZIONE DI BUSINESS (PRODOTTO)

™
Moocall




INNOVAZIONE DI BUSINESS (SERVIZIO)




QUANTO GUARDARE
LONTANO




IT'S NOT WHAT YOU DO
IT IS HOW YOU DO IT




84% 94%

of global executives say of them are dissatisfied
innovation is extremely with their innovation
important performance




__IL DILEMMA DELL'INNOVATORE

“...un prodotto veramente
innovativo dovrebbe essere
“disruptive”, ovvero capace di
creare un NUOVO mercato e rete
di valore, eventualmente
spiazzando aziende, prodotti e
alleanze leader preesistenti. Un
esempio classico di prodotto
innovativo e I'iPhone di Apple, che
ha ridefinito il concetto di
telefono cellulare introducendo
I'interfaccia touch e I'ecosistema
delle app...”

Clayton Christensen

https://www.economyup.it/innovazione/innovazione-di-prodotto-cose-come-funziona-i-casi-di-successo
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__IL DILEMMA DELL'INNOVATORE

THE INNOVATION S-CURVE

=== Tech 1 - e.g. cassette
m— Tech2-e.g.CD
= Tech 3 -e.g. MP3

MP3s are proven and
CDs enter discontinuity

CDs are mature and
performance is strong

\ CD technology is proven, they
Take Off and cassettes are

discontinued

PRODUCT PERFORMANCE

CDs startto Ferment while
cassettes are still dominant

TIME

https://people-shift.com/articles/the-innovators-dilemma/

Technologies overlap. New
ones initially grow slowly due
to low investment while older
technologies are mature and

generating high profits for

their companies.

As new technologies become
proven, often by new market
entrants, they take-off,
displacing old technologies
and becoming market leaders
until they too are disrupted
and replaced.

The pace of change and
innovation and varies over
time and between industries.
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LE COMPONENTI DELL'INNOVAZIONE

e (RICERCA)

e CREATIVITA

e CONTAMINAZIONE
e PROTOTIPAZIONE
e FORMAZIONE




RICERCA




NON PROPRIO INNOVAZIONE...
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CREATIVITA




NordPass

PERCHE SERVONO TECNICHE CREATIVE

LE PASSWORD PIU
USATE IN ITALIA

©
1=
3
®
1 admin 6 123456789
(usata 340.576 volte) (usata 33.069 volte)
password 12345
2 7
(usata 109.533 volte) (usata 22.208 volte)
3 123456 8 Napoli1926
(usata 95.899 volte) (usata 18.362 volte)
a Password 9 123stella
(usata 79.167 volte) (usata 16.927 volte)
5 12345678 10 perlanera
(usata 53.030 volte)

(usata 14.969 volte)

https://www.instagram.com/p/DRel56PDCTH/?img_index=2



https://www.instagram.com/p/DRel56PDCTH/?img_index=2

__ PERCHE SERVONO TECNICHE CREATIVE

When it comes to assessing risk, humans often fail to make rational decisions
because our brains take mental shortcuts that prevent us making the correct
choice. Since the 1960s behavioural scientists and psychologists have been
researching these failings, and have identified and labelled dozens of them.
Here are some that can cause havoc when it comes to assessing risks in business

Cognitive bias

Social @ Financial @ Failure to estimate @ Short-termism

ANCHORING EFFECT “The first test seemed
Refying too much on the Inital plece of OK. Do we need to look
Information affered when making decsions any more?”

GAMBLER'S FALLACY
Balleving that Auture probabilites sre
anored by past ovents. when in facy
they are unchanged

“The conveyor belt broke three
times last month. It's pretty
unlikely it'll happen again.”

AVAILABILITY HEURISTIC
Crurmstimating the importance and
1ike®hooa of events given the groater

HYPERBOLIC DISCOUNTING |

| saw something very similar e o s S—— ‘
done ASAP” Proteering & smae sconur iyl

to this on LinkedIn. We need

availability of information

to take It seriously™

BELIEF BIAS

Bawng the strength of an argument
‘on the bellevabiity or plausibility of
the conciusion

BLIND SPOT BIAS

Viewing anessil as less bissed
than others.

CLUSTERING ILLUSION
Erronsously overestimating the

of small chusters or
pattors In arge data

CONFIRMATION BIAS

Focusing on information that only
canfirms sxisting preconceptions

“The whole department
knows there's no
problem here”

*I didn't quite follow your
argument but the conclusion
seems about right”

“Let's ignore Sarah's
views on this one,

“This Is the second week In a

—— row that this has happened.

There must be a problem”®

[
| “We did loads of

| simulations, Most of them

‘ showed there's no problem”

“The last time we discussed
this the meeting lasted for
hours. Let's move on®

1 know it will cost a fortune
to fix but it cost us £15,00

“This worked fine in the
factory in the Korea, it
should work fine here

“Looks llke we've run out

of time to discuss this®

ter reward

ILLUSION OF VALIDITY
Overestimating cur aiity to make

pe prncdictions, mpecmly mhen
data sppears 10 tell & coherent "story”

“We made a good
call on that one”

“Our competitors are only
doing well because their
products are cheap”

v got the new '
equipment we can cut the
time spent on maintenance” \

REACTIVE DEVALUATION
an ides bocause k originsed
from an adversary or oppanent

RISK COMPENSATION
Taking bigger risks when perceived
salety Increases: being more careful
i risks increases

STATUS QUO BIAS

“If it ain't broke - don't fix it”

Praforring the current state of affairs

over change

"Dave from tech is worried

STEREOTYPING

but frankly the tech team
are always pessimists®

Aszuming a person has chamoensucs
We can't just throw it away.” Decaus thay are & mamber of 4 group

RACONTELR

https://www.linkedin.com/pulse/heuristics-cognitive-biases-authority-leah-cordy/
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CRAZY EIGHT —

https://www.tiltshift.nl/assets/imq/materialen/Tiltshift-Workshop-Crazy-8-A4-vouwen.jpq
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DOUBLE DIAMOND —

The Double Diamond Model

Diverge _ Converge

CHALLENGE OUTCOME

DISCOVER DEFINE DEVELOP DELIVER

3 /
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CO-PROGETTAZIONE —

https.//www.dpz.com/walton-county-community-engagement-charrette/
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CO-PROGETTAZIONE (NEED FINDING) —

PROBLEM: NEED:
define what | what do you

you want to need to live
tackle better?

T | —_——




CONTAMINAZIONE




— ISPIRAZIONE DA ALTRI SETTORI

GOSH doctors visited and
observed the pit crew
handoff in Italy. While
visiting the Formula One pit
crew the GOSH doctors
became interested in the
way they addressed
possible failure. The crew
sat around a big table
analyzing and reanalyzing,
asking, “What could go
wrong?” and “What are we
going to do if it does go
wrong?” and “How
important is it if it goes
wrong?”

https://kottke.orqg/25/12/how-ferraris-f1-team-improved-medical-care-for-children
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—_ ISPIRAZIONE DALLA NATURA

“...James Dyson was frustrated to
discover that the non-reusable bag
frequently clogged with dust and dirt.
Keen to understand if the same
technology he had installed in the
Ballbarrow factory could be applied to
vacuum cleaners, James constructed
a rudimentary cyclone made from
cardboard and strapped it to his
upright vacuum cleaner in place of the
bag. It proved a seminal moment and
four years and 5,127 prototypes later,
the first cyclonic vacuum cleaner was
ready for production...”

https://www.dyson.com/james-dyson
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ASK NATURE
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ASK NATURE —

asknature asknature

Stanford’ L2 B Technical University of Denmark

INNOVATION: ACADEMIA

SECTOR:

Safety

Q Search Sector

) \ »
* sy 3 Computational Design Process Insplred beSrolutlon ;
Coordinated Robot Swarm Inspired by Snails Biolum -Powered Light S Technical Umversny of Denmork ”
The Chinese University 6f Hong Kong Inspired by Ana‘erﬁsh B N \3\ ¥ T \
i : )

Lux Bio

SECTOR:

Transportation

FUNCTIONS PERFORMED +

https://asknature.orq/
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Break Down 1 +
Get, Store, or Distribute Resources 1 +
Make 1 2

Modify 7 +
Move or Stay Put 6 +
Process Information 6 +

Protect From Physical Harm 11 +

Sectors
Aerospace 11
Architecture 11
Automation 2
BlueTech 1
Chemistry and Materials 8
Climate Tech 1
Communication 3
Consumer Products 3
Conversation and Remediation 1
Cosmetics 2
Electronics 18

Filtration 12

https://asknature.orq/

Innovations

INNOVATION : ACADEMIA

Coordinated Robot Swarm Inspired by
Snails
The Chinese University of Honé Kong

Non-Invasive Oceanic Crust Imaging
Inspired by Fin Whales

ASK NATURE —

AskNature's iInnovation database makes it easy to explore hundreds of products and
design solutions inspired by nature's genius and the workings of living organisms.

INNOVATION : INDUSTRY ;
v

>l

Biolumin@8cent-Powered Lightgﬁcl\(s
Inspired by Anglerfish &

Lux Bio

—N

S\

Mechanical Sniffer Inspired by Canines

Natioral Institute of Standards and Technology

INNOVATION : INDUSTRY
-~

ANt B P
ot !
= “~
High-Powered Cleaners Inspired by

Enzymes
Sudoc

=

Safer Aerial Robot Inspired by Pufferfish
University of Colorado Boulder
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COME PROTOTIPARE
PROGETTI INNOVATIVI




— COME GESTIRE LA COMPLESSITA’

https://halfbikes.com/
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SPIRAL DEVELOPMENT —

/_ main tech

concept \\

research

\ START - END




SPIRAL DEVELOPMENT —

~

Test of
_— the sensor

3D model N
Test of
/ the code
Detailed \
concept Funcional

model

/

Aesthetical
model

Research to

validate previous ideas //
S START-END



SPIRAL DEVELOPMENT —

Integration of
sub-parts —

/ Test of the

Test of complete system
the interaction

/

Rendering lterations and

refinements

Presentation

Integration in
\ the prototype

Extra research

if needed \
\ START - END



FORMAZIONE
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The time it took
for selected online
services to reach

100 million users

2008 1999 2008 2006 2004 2008 2009 2010 2016 2022

Source: World of Statistics



Give a Man a Fish, and You
Feed Him for a Day.

Teach a Man To Fish, and
You Feed Him for a Lifetime




) NEXTATLAS




COME COMUNICARE
L'INNOVAZIONE




LA STRUTTURA BASE



http://www.youtube.com/watch?v=qp0HIF3SfI4

LA STRUTTURA BASE

Every organization on the planet
knows WHAT they do. These are
products they sell or the services

Some organizations know HOW
they do it. These are the things
that make them special or set them

apart from their competition

Very few organizations know WHY
they do what they do. WHY is
not about making money. That's

a result. WHY is a purpose, cause w HA |
or belief. It's the very reason your

organization exists.



+ WHAT IF
(how might we...?)



OpPeNnIDEOD

BEYOND THE BAG CHALLENGE

How might we transport goods
from retailer to destination in a
way that is compatible with

diverse retail systems, delivers
ease and convenience for
customers, and reduces
environmental impact?



https://www.openideo.com/content/beyond-the-bag-challenge-winners

COME FAVORIRE
L'INNOVAZIONE




1. PERSONAL MEANINGFULNESS

2. DIVERSE TEAM

3. SAFE SPACE

4. SUPPORTIVE LEADERS



1. PERSONAL
MEANINGFULNESS

. impactful
. useful
. properly evaluated

‘What you can be

PAID FOR

Adapted from images by
@emmyzen and Toronto Star
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2. DIVERSE
TEAM

ing

helps divergent think
. complementary sk

ills

lft,,

2

4

itation skills

faci

ACADEMIC
RESEARCH

trios Thomas

mi

Content uploaded by D



the

3. SAFE SPACE Car CSS
OI gamzatlc)n

Creating Psychological Safety in the
Workplace for Learning,
Innovation, and Growth

. no judgement

. compromise creativity

. oppose to “take risks and
responsibility”

Amy C. Edmondson

HARVARD BUSINESS SCHOOL

WILEY




UPSIDE DOWN BUSINESS PYRAMID

CLIENTS

4. SUPPORTIVE
LEADERS _____ ' EMPLOYEES K

SUPERVISORS y \

Understand and
have the ability to

. mentor aﬂd CoaCh attain organizationa

goals

. listen and guide

. enable and support processes MANAGERS

u creately



CELEBRARE IL FALLIMENTO

https://youtu.be/2t13Rg4oc7A?si=3TIDs_Ldk9vnkvnqg&t=822



https://youtu.be/2t13Rq4oc7A?si=3TIDs_Ldk9vnkvnq&t=822
http://www.youtube.com/watch?v=2t13Rq4oc7A

_ CELEBRARE IL FALLIMENTO
MIEEE SECURITY POLITICS THE BIG STORY BUSINESS SCIENCE CULTURE REVIEWS

The Secret to Moonshots? Killing Our Projects

At X, | see up close every day how messy innovation is

https.//www.wired.com/2016/02/the-secret-to-moonshots-killing-our-projects/



INNOVATION IS DONE
BY PEOPLE

(WITH THE RIGHT MINDSET,
USING TECHNOLOGIES)



RICAPITOLANDO..




L’'innovazione crea valore introducendo qualcosa di nuovo o migliorato.
Esistono innovazioni di prodotto, processo, modello di business e
paradigma.

Innovare richiede equilibrio tra tecnologia, business e impatto sociale.
L’innovazione nasce spesso da bisogni reali e contesti locali.

Ricerca e osservazione sono la base per individuare le opportunita.

La creativita va coltivata con tecniche che superano bias e abitudini.

Il processo innovativo alterna fasi divergenti e convergenti (Double
Diamond).

Il prototipo permette di testare, apprendere e ridurre la complessita.

La contaminazione da altri settori apre soluzioni inaspettate.
L’ispirazione dalla natura e dall'ingegneria accelera nuove idee.

La co-progettazione coinvolge utenti e comunita per definire i need reali.
La sostenibilita € una direzione obbligata per I'innovazione del futuro.
Le aziende innovano meglio quando creano team diversi e spazi sicuri.
Celebrare il fallimento aiuta a imparare piu velocemente.

Il ruolo dei leader e abilitare, supportare e rendere possibili i processi.




GRAZIE!

Enrico Bassi

enrico@enricobassi.com
https://www.linkedin.com/in/enricobassi/



mailto:enrico@enricobassi.com
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