INOVACE JAKO PROCES
RIZENI ZMEN




PROC JSOU INOVACE DULEZITE?



“KDO_SE NEZLEPSUJE,
PRESTAVA BYT DOBRYM"”

Oliver Cromwell



Rozdélil jsem téma INOVACI do 3 oblasti:

Inovace a KREATIVITA Inovace a ODVAHA

Kde lezi nejlepsi napady

e Proc ti, co se boji, nakonec
uvnitr vasi firmy?

vzdy prohraiji?
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inovacni napady
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ve firme
29?
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Jak je to s napady uvniti vasi firmy? S

Kde lezi nejlepsi napady

. Lidé uvnitr firmy maji casto pocit, ze nema cenu neco
navrhovat a vymyslet, stejne to nebude k nicemu...
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. Velka cast chytrych lidi jsou introverti a ti nebudou
nikam chodit nekomu neco rikat a na porade je

e . Sy

extroverti spolehlive “prekrici
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Jak nejlepsi napady dostat ven?

- Ryba vzdy smrdi od hlavy! = Pokud neziskate CEO pro inovacni proces, zadné
inovace nedopadnou. (ziskate tym a rozpocet)

- Demonstrujte dulezitost = ukazte zaméstnancum, pro¢ jsou inovace potrebné pro
firmu a pro jednotlivce, zapojte emoce

. Predstavte tym, rozpocet a otevrené komunikujte ocekavani
. Zapojte uplné vsechny ve firmé do hledani reseni
- Motivujte ty, kteri prispeji (finance, pochvala, jinak)

. Zménte zpusob, jak mohou lidé svymi napady prispét = respektujte introverty



Inovace a KREATIVITA

Kde lezi nejlepsi napady
uvnitr vasi firmy?

Inovace a ODVAHA

Proc ti, co se boji, nakonec
vzdy prohraiji?
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Inovace a POSTUPY

Jak uchopit a ridit neco, co
zatlm nevite, jak vypada®?




Ale ono to neni tak
jednoduche !

Inovace a ODVAHA

Proc ti, co se boji, nakonec
vzdy prohraji?
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Inovace a ODVAHA
Proc ti, co se boji, nakonec
vzdy prohraji?

PROC FIRMY NE-INOVUJI?

“Nemame penize, lidi a cas na inovace, ted’
musime vydelavat penize, potom budeme inovovat,
lnovace jsou pro velké firmy, ne pro nas...”



SEST

FAZI
INOVACNIHO
PEKLA

\ odprezentovat

MUSIME

INOVOVAT!

hlavné aby to
bylo néco

disruptivniho J

ale co z toho
budeme mit?

Zacarovany kruh
korporatnich inovaci

tak tohle delat
nebudeme, 2
toho kouka
Spatny

feedback

budget? uvidi
se, nejdriv to
musite

dejte to
juniorovi, at’ si
na to najde cas
pri viastni
praci

Source: Forbes 28/11/2019, Pro¢ korporatni inovace pfipominaji to nejhlubsi peklo, Milan Semeléak



JAK USPESNE JSOU INOVACE OBECNE?

JAKE JSOU VASE ZKUSENOSTI NEBO VAS ODHAD?

— pres 80 % inovacnich projektd
ie neUspésnych jesté predtim,
nez se dostanou na trh;
— pres 80 % inovacénich projektd,
které se dostanou na trh, je nedspésnych;
— pres 90 % inovaci je uvedeno na trh pozdé,
maiji pfekroc¢eny rozpocet nebo maiji

niz$i kvalitu, nez bylo planovano;
— ndklady na 97 % patentU se nevrati zpét.

Zdroj: Prof Jan Kosturiak, Inovace 2015, MM préimyslové spektrum
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e Kodak - zalozen 1880. Synonymum pro nejlepsi filmy a fotky na
svete. Na vrcholu zameéstnaval 150 000 Iidi.

e v roce 2012 vwyhlasil bankrot M




JAK RYCHLE VAS OSTATNI PREDBEHNOU?

e Kodak - zalozen 1880. Synonymum pro nejlepsi filmy a fotky na
svete. Na vrcholu zameéstnaval 150 000 Iidi.

e v roce 2012 wyhlasil bankrot

&

* |nstagram, zalozen 2010, 15 zaméstnancu, v roce 2010 mél 1 milion
uzivatelu, v roce 2012 uz 300 milionu uzivatelu

e v roce 2012 prodan

-Bza 1 mid US

D
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ODPOVEDI JE VYBUDOVANI
INOVACNI KULTURY




PRINCIPY INOVACNI KULTURY

Hodnoty

Pri pohovoru se vzdy
ptam na hodnoty firmy...

- Heterogenita
. Tymova spoluprace
. Cas (156%) a svoboda

.+ Akceptace chyb

197%

Kolik ¢asu budete mit
casu rozvijet vas

. Otevrena komunikace
o HOanty ﬁrmy inovacni potencial?
. Rozvoj talentu

. Agilni principy rizeni



Dr. Spencer Silver, a 3M scientist, was busily
researching adhesives in the laboratory. In the
process, he discovered something peculiar: an
adhesive that stuck lightly to surfaces but didn't
bond tightly to them.

www.post-it.com > en_US > post-it » contact-us » about-us

History of Post-it® Notes | Post-it® Brand

- “"We never throw an idea away because you never know when
someone else will need it" & “Innovation from interaction”

. priklad z knihy: Simon Sinek - Leaders eat last



Inovace a POSTUPY

Jak uchopit a ridit neco, co
zatim nevite, jak vypada?

Jak inovovat, aby
i ve vasi firme

inovace tvorily
alespon 15% obratu?




Inovace a POSTUPY

Jak uchopit a Fidit néco, co
zatim nevite. jak vypada?

DESIGN THINKING PROCESS

COCOON




Design thinking model: An iterative, human-centric and
radically collaborative approach to problem solving

iterating the problem iterating the solution
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There are 6 phases with defined principles, tool sets and behaviors
CO



“If | had an hour to solve
a problem |'d spend 55
minutes thinking about
the problem and five

minutes thinking about
solutions.”




| Phase 1: frame

iterating the problem iterating the solution
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Understand the real-world business expectation and constraints. Get to
know the boundaries that we need to push against



Phase 2: empathy

iterating the problem iterating the solution
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Uncover opportunities for truly creative solutions by deeply understanding
our consumers’s needs, experience, thoughts, emotions and motivations. It's time to

diverge!
e,



iterating the problem iterating the solution
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Bring focus to the design process through the lens of our customers by
defining the job to be done and design directives. It is time to converge!
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‘:O\:‘ Phase 4: ideate
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iterating the problem iterating the solution
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Create many innovative, new and exciting solutions to our problem to
iterate with consumers. It is time do diverge!



Phase 5: prototype

iterating the problem iterating the solution
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To bring your idea to life so you can share it with others for feedback and
building. We are beginning to converge around our solution!



f % Phase 6: test & learn
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iterating the problem iterating the solution
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To share your prototype with others to test key variables, such that you
can learn and adapt your ideas with the ultimate goal of getting to bigger and better

<:oideas. We are in the end stages of convergence, so bring it home strong!



DESIGN SPRINT

S

Inovace a POSTUPY

Jak uchopit a fidit néco, co
zatim nevite, jak vypada?




What does the
Design Sprint week
look like?




\Noi?.\(f""‘oP woR\(SHOP
MONDAY TUESDAY WEDNESDAY THURSDAY
Define the Curate and vote on Design and build Test the prototype
challenge best solutions the Prototype with 5 real users
Define the , Use feedback from
Produce a mass ot b Recruit and testing to create
of solutions Prototype wi schedule user tests J
a storyboard clear next steps

Prepared by AJ&Smart



Design thinking model

Design thinking model: An iterative, human-centric and
radically collaborative approach to problem solving
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empathy : define

\WORKSHOF

Define the
challenge

Produce a mass
of solutions

Prepared by AJ&Smart

V CEM JE ROZDIL?

Design sprint

WORKSHOP

Curate and vote on
best solutions

Define the
prototype with
a storyboard

MONDAY TUESDAY WEDNESDAY THURSDAY

Design and build
the Prototype

Recruit and
schedule user tests

Inovace a POSTUPY

Jak uchopit a fidit néco, co
zatim nevite, jak vypada?

Test the prototype
with 5 real users

Use feedback from
testing to create
clear next steps




INOVACE JAKO PROCES RIZENI ZMEN

Inovace a KREATIVITA Inovace a ODVAHA Inovace a POSTUPY

Kde lezi nejlepsi napady
uvnitr vasi firmy?

-

Proc ti, co se boji, nakonec
vzdy prohraji?
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“KDO_SE NEZLEPSUJE,
PRESTAVA BYT DOBRYM"”

QOliver Cromwell



PETR UNGERMAN

+ 420 605 222 308

D.UNgerman@coCcoOON.CZ 3] cz LINKEDIN.COM/IN/PETRUNGERMAN
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