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INNOVATION 
� Innovation is people creating value by implementing 

new ideas

� Innovation is something different that has impact

� Innovation concerns the search for and the discovery, 
experimentation, development, imitation and adoption 
of new products, new processes and new 
organizational set ups

� Innovation is the conversion of knowledge and ideas 
into a benefit, which may be for commercial use or for 
the public good; the benefit may be new or improved 
products, processes or services



� INNOVATION is NOT TECHNOLOGY 
BASED

� INNOVATION ≠ CREATIVITY 

� INNOVATION ≠ NOT BEEN DONE 
BEFORE!

INNOVATION 



INVENTION VS INNOVATION

WHAT IS THE MAIN 
DIFFERENCE?



A system of 
intertwined pieces of 
metal that is joined up 
by another larger 
metal piece in a 
successive way, up 
and down.

A system made of 
aluminum with turns 
that holds paper

INVENTION
An electric pump 
linked to a suction 
system can push in 
objects and small 
particles from the 
environment

Production of an 
artificial circular 
double stranded DNA 
containing an origin of 
replication, a 
polylinker and an 
antibiotic resistant 
gene

Isolation of a 
fluorescent protein 
form a water mollusk. 

An aluminum foil 
covered capsule for 
moisture and humidity 
tightness for coffee 
storage. 



INNOVATION

INVENTION
+

EXPLOITATION
=



INNOVATION

NO IMPACT

NO



LEONARDO DA VINCI

VS

THOMAS EDISON

INNOVATION



� GENIUSES

� Da Vinci – ability to see future, designed & 
created models that were never implemented 
in his time (he was a thinker, not a doer!)

� Thomas Edison – he implemented his 
ideas – light bulb; phonograph; motion-
picture industry – and they had impact 
because he was a doer. 

INNOVATION



A system of 
intertwined pieces of 
metal that is joined up 
by another larger 
metal piece in a 
successive way, up 
and down.

A system made of 
aluminum with turns 
that holds paper

INVENTION
An electric pump 
linked to a suction 
system can push in 
objects and small 
particles from the 
environment

Production of an 
artificial circular 
double stranded DNA 
containing an origin of 
replication, a 
polylinker and an 
antibiotic resistant 
gene

Isolation of a 
fluorescent protein 
form a water mollusk. 

An aluminum foil 
covered capsule for 
moisture and humidity 
tightness for coffee 
storage. 



INNOVATION



INVENTION



INVENTION



INVENTION



INVENTION



INVENTION



INNOVATING TAKES TIME!



INNOVATION 

� Incremental innovation seeks to improve the 
systems that already exist, making them 
better, faster, cheaper. This is sometimes 
called "Market Pull" Innovation. 

� Radical innovation is more focused on new 
technologies, new business models and 
breakthrough businesses. This is sometimes 
called "Technology Push" Innovation





RADICAL INNOVATION





INNOVATION 

� Open innovation valuable ideas come from 
inside or outside the company and can go to 
market from inside or outside the company as 
well. 

� Closed innovation valuable ideas for a 
company come from within this company and 
go to market from within this same company 
(centralized R&D).



CLOSED INNOVATION



OPEN INNOVATION 



OPEN INNOVATION 



INNOVATION 

� The distinction between "invention" and 

"innovation" is that invention is the creation of 

a new idea or concept, and innovation is 

turning the new concept into commercial 

success or widespread use

� INNOVATION HAS IMPACT!

Source: Yuri Ijuri and Robert Lawrence Kuhn, New Directions in Creative and Innovative Management: 
Bridging Theory and Practice, Ballinger Publishing (1988).



INNOVATION (4)



100 USES EXERCISE

� Divide into groups of 5

� Each group must in 10 min come up 
with a list of 100 different uses for the 
item in their selected card.



TWO BUCKETS EXERCISE
� Divide in groups of 3-5

� Each group: 

Pick a card from bucket A (Brands)

+

Pick a card from bucket B (needs)

� Challenge: You work for the company on the A 

card, and they now require you to develop a 

product for them that is on the B card.



ALEX OSTERWALDER

BUSINESS MODEL CANVAS

http://www.businessmodelgeneration.com/book



FIXE!! M
AS COMO FAZEMOS ISSO?!



WHY USE A METHODOLOGY?



BUILD A STAR WARS SPACE SHIP!



GROUP A



GROUP B





BUSINESS MODEL CANVAS

9 BUILDING 
BLOCKS



BUSINESS MODEL CANVAS

IT IS USED TO:
DESCRIBE

DESIGN
CHALLENGE

INVENT
INNOVATE!
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Who are our most 
important clients?

CUSTOMER SEGMENTS



What is the problem we are 
trying to solve?

VALUE PROPOSITION



What is the problem we are 
trying to solve?

What is the solution we are 
proposing?

VALUE PROPOSITION



How are we communicating 
the Value Proposition?

CHANNELS



How will we obtain clients?

CUSTOMER’S RELATIONS



How will we obtain clients?

How will we maintain 
clients?

CUSTOMER’S RELATIONS



How will we obtain clients?

How will we maintain 
clients?

How will we grow clients?

CUSTOMER’S RELATIONS



What types of income flows 
can we identify?

INCOME



What are the critical 
activities demanded by my 
business model?

KEY ACTIVITIES



What are the critical 
resources demanded by my 
business model?

KEY RESOURCES



Who are the critical 
partners and suppliers of 
my business?

KEY PARTNERS



What is the resulting cost 
structure?

COSTS



in: Business Model Generation, Alex Osterwalder & Yves Pigneur, 2009 

BUSINESS MODEL CANVAS



What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

ATeT]dT�BcaTP\b

Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
 

2WP]]T[b

2dbc^\Ta�AT[PcX^]bWX_b 2dbc^\Ta�BTV\T]cb

RWP]]T[�_WPbTb)
 ��0fPaT]Tbb
� ��7^f�S^�fT�aPXbT�PfPaT]Tbb�PQ^dc�^da�R^\_P]hzb�_a^SdRcb�P]S�bTaeXRTb.

!��4eP[dPcX^]
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<d[cX�bXSTS�?[PcU^a\
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For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?

EP[dT�?a^_^bXcX^]b:Th�0RcXeXcXTb:Th�?Pac]Tab

:Th�ATb^daRTb

2^bc�BcadRcdaT

What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?
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Nespresso altered
the business model

of expresso coffee





empresas

particulares 
(fãs do 

Expresso)



Expresso em 
Casa

empresas

Expresso na 
Empresa

particulares 
(fãs do 

Expresso)



Expresso em 
Casa

empresas

Expresso na 
Empresa

particulares 
(fãs do 

Expresso)

central 
telefónica

Nespresso.com

lojas Nespresso

encomenda via correio

…lojas de 
“retail”



Expresso em 
Casa

empresas

Expresso na 
Empresa

particulares 
(fãs do 

Expresso)
Clube 

Nespresso

central 
telefónica

Nespresso.com

lojas Nespresso

encomenda via correio

…lojas de 
“retail”



Expresso em 
Casa

empresas

Expresso na 
Empresa

particulares 
(fãs do 

Expresso)
Clube 

Nespresso

vendas de 
maquinas 
Nespresso

venda de 
cápsulas 
Nespresso

central 
telefónica

Nespresso.com

lojas Nespresso

encomenda via correio

…lojas de 
“retail”



Expresso em 
Casa

empresas

Expresso na 
Empresa

particulares 
(fãs do 

Expresso)
Clube 

Nespresso

distribuição 
“B2C”

marketing

produção

vendas de 
maquinas 
Nespresso

venda de 
cápsulas 
Nespresso

central 
telefónica

Nespresso.com

lojas Nespresso

encomenda via correio

…lojas de 
“retail”
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marketing
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canais de 
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telefónica
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lojas Nespresso

encomenda via correio

…lojas de 
“retail”



Expresso em 
Casa

empresas

Expresso na 
Empresa

particulares 
(fãs do 

Expresso)
Clube 

Nespresso

fabricantes de 
maquinas de 

café

distribuição 
“B2C”

marketing

produção

canais de 
distribuição

patentes
instalações de 

produção

vendas de 
maquinas 
Nespresso

venda de 
cápsulas 
Nespresso

central telefónica
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lojas Nespresso

encomenda via correio

…lojas de 
“retail”
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particulares 
(fãs do 

Expresso)
Clube 

Nespresso

fabricantes de 
maquinas de 

café

distribuição 
“B2C”

marketing

produção

canais de 
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patentes
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maquinas 
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cápsulas 
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BMC – Universal Language!
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What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

ATeT]dT�BcaTP\b

Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
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$��0UcTa�bP[Tb
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TS
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For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?

EP[dT�?a^_^bXcX^]b:Th�0RcXeXcXTb:Th�?Pac]Tab

:Th�ATb^daRTb

2^bc�BcadRcdaT

What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

RWPaPRcTaXbcXRb
=Tf]Tbb
?TaU^a\P]RT
2dbc^\XiPcX^]
{6TccX]V�cWT�9^Q�3^]T|
3TbXV]
1aP]S�BcPcdb
?aXRT
2^bc�ATSdRcX^]
AXbZ�ATSdRcX^]
0RRTbbXQX[Xch
2^]eT]XT]RT�DbPQX[Xch

RPcTV^aXTb
?a^SdRcX^]
?a^Q[T\�B^[eX]V
?[PcU^a\�=Tcf^aZ

ch_Tb�^U�aTb^daRTb
?WhbXRP[
8]cT[[TRcdP[��QaP]S�_PcT]cb��R^_haXVWcb��SPcP�
7d\P]
5X]P]RXP[

\^cXePcX^]b�U^a�_Pac]TabWX_b)
>_cX\XiPcX^]�P]S�TR^]^\h�
ATSdRcX^]�^U�aXbZ�P]S�d]RTacPX]ch
0R`dXbXcX^]�^U�_PacXRd[Pa�aTb^daRTb�P]S�PRcXeXcXTb

Xb�h^da�QdbX]Tbb�\^aT)
2^bc�3aXeT]��[TP]Tbc�R^bc�bcadRcdaT��[^f�_aXRT�eP[dT�_a^_^bXcX^]��\PgX\d\�Pdc^\PcX^]��TgcT]bXeT�^dcb^daRX]V�
EP[dT�3aXeT]�� U^RdbTS�^]�eP[dT�RaTPcX^]��_aT\Xd\�eP[dT�_a^_^bXcX^]�

bP\_[T�RWPaPRcTaXbcXRb)
5XgTS�2^bcb��bP[PaXTb��aT]cb��dcX[XcXTb�
EPaXPQ[T�R^bcb
4R^]^\XTb�^U�bRP[T
4R^]^\XTb�^U�bR^_T

fff�QdbX]Tbb\^ST[VT]TaPcX^]�R^\

CWT�1dbX]Tbb�<^ST[�2P]ePb
>])

8cTaPcX^])

3TbXV]TS�Qh)3TbXV]TS�U^a)
Day Month Year

No.

ch_Tb)
0bbTc�bP[T
DbPVT�UTT
BdQbRaX_cX^]�5TTb
;T]SX]V�AT]cX]V�;TPbX]V
;XRT]bX]V
1a^ZTaPVT�UTTb
0SeTacXbX]V


gTS�_aXRX]V
;Xbc�?aXRT
?a^SdRc�UTPcdaT�ST_T]ST]c
2dbc^\Ta�bTV\T]c�ST_T]ST]c
E^[d\T�ST_T]ST]c

Sh]P\XR�_aXRX]V
=TV^cXPcX^]��QPaVPX]X]V�
HXT[S�<P]PVT\T]c
ATP[�cX\T�<PaZTc

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. 
To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/3.0/ 

or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

1
2

3

4

5

6

7

9

8



in: Business Model Generation, Alex Osterwalder & Yves Pigneur, 2009 

BUSINESS MODEL CANVAS



CUSTOMER SEGMENTS



Who are our most 
important clients? 
And our users?

CUSTOMER SEGMENTS



Who are our most 
important clients? 
And our users?

And who influences? And 
who decides?

CUSTOMER SEGMENTS



Who are our most 
important clients? 
And our users?

And who influences? And 
who decides?

What are their most 
important characteristics?

CUSTOMER SEGMENTS



STEVE BLANK



OR WHY 9/10= START-UPs FAIL!!!!

CLIENT DEVELOPMENT



CLIENT DEVELOPMENT



HOW TO TEST?



TESTS
• INTERVIEWS

• FORMS

• A/B TESTING

• WEBSITE

• SALES DOOR-TO-DOOR

• CROWDFUNDING

• E-COMMERCE MULTISTORES













HOW TO DEFINE PRIORITY?
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