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CREATIVITY IN PRODUCT
DEVELOPMENT




What did you learn

from the ClearBlue
chapter?




“The Better
Mousetrap” fallacy




BETTER MOUSETRAP MARKETING

* In essence, seeing product advancements only through (often
incremental) technological improvements

* Problem: such advancements can (and will be) copied rather quickly,
save for patent protection or really high tech industries

» (reating "benefit slugfests”




“early knowledge of results”
“accuracy”
/] n
ease of use
“clarity”




THE CULTURAL ORTHODO

e Most pregnancy fests displayed a cold, medicinal, and
judgemental tone towards women and pregnancies

e “Patriarchal Medicine”
« Opportunity: positioning the product as non-

judgemental or even celebratory of sex
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SUBCULTURAL SOURCE MATERIAL:
SEX AND BODY PQOSITIVE THIRD
WAVE FEMINISM







CUSTOMERS

An
Anthropologist
Walks into a
Bar...

by Christian Madsbjerg and Mikkel B. Rasmussen
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1 2006 a major European brewing company we'll call BeerCo was faced

ing bar and pub sales and pite muscular market research and

competitive analysis, couldn't figure out why. Customers liked its core

product, a standard lager, and store sales were up. But sor ing wasn't clicking

in bars, and aggressive promotic helping What was wrong?

Having exhausted conventional research approaches, BeerCo commissioned a

team of social anthropologists to visit a dozen bars in the UK and Finland to

find out. The anthropologists approached the project as if they were studying an

unfamiliar tribe in Borneo. They immersed themselves in the life of the bars
simply observing the owners, stafl, and regulars without any hypothesis about

what they might find. They returned with 150 hours of ethnog

phic video,
several thousand still photographs, and hundreds of pages of ficld notes, Over

the ensuing weeks a team of managers from BeerCo sifted through the raw data

ether with the anthropologists, searching for th

In time, patterns emerged. Although BeerCo had thought that bar owners
valued its promotional materials —coasters, stickers, T-shirts, and so on-—in fact
cated with derision (in one bar, a

those items were at best underused, at worst u

rescarcher found them crammed inside a cupboard and labeled “box of crap'

team also discovered that female servers felt trapped in their jobs and

resented having to be flirtatious, an experience they referred to as being “hot

pantsed.” W hey knew very little about BeerCo's prod didn"

USING THE HUMAN SCIENCES TO SOLVE
YOUR TOUGHEST BUSINESS PROBLEMS

MARKET RESEARCH

Big Data Is Ony Half the Data
Marketers Nee

by Mikkel B. Rasmussen and Andreas W. Hansen

For marketers, truly valuable customer data comes in tw

anthrog

companies have with cu

handled by x T i e social

gists, and others adept at observing human behavior

mers. To date, thick data and big data have be

rms: thick data and big data. T

data is generated by ethnographers,

its und ations. Big data is ge

erated by the milions of touchpoints

Thick data has been

ted and cmployed by very different pec

Big data has been promoted by people with analytics degrees, often sitting in corporate IT

functions, There has been very little dialogue between the two.

This is unfortunate. Combining the two

strength comes from its

w" Big Data has the advantage of be

sample size. But it can only quantify human b

1o establish hypotheses about why people behave as they do, It

largely unassailable because it is generated by the entire customer popula

pproaches can solve many of the problems that each category of data faces on its own. Thick data’s

help answer questions of

rather than a smaller

not explain its motivations. That is 10 say, it cannot arrive at a “why”



THE DIFFERENT ALTERNATIVES OF INNOVATION

» The Big Data Solution
e The “Steve Jobs” Solution

» The Customization Solution
» The Open Innovation Solution
e The Social Media Solution
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"WHAT IS A CAMERAZ”

What [the company] found —

bhotography 1s a form of live theater for the
yetlsj@bliabiye —was so much richer than

something it might have come up at a strategy
session. Business implications flowed organically:
design cameras with easy tools for uploading
directly to sites, and assume that because most
photographs serve a kind of fluid memory bank
for users, make the search function intuitive and
allow them to quickly determine which photos
will be permanent and which forgotten.




“FAMILIARITY”

e The taken-for-granted aspects of
culture, what we constant do without
thinking

e Accessing this “layer” of knowledge is

difficult

« But this layer is also the most
meaningful, bring everything together

« For example, what are student
overalls?







PROPERTIES VERSUS ASPECTS

« PROPERTIES

— Quantifiable variables assigned to data
—e.q., is somebody a student of Aalto University

« ASPECTS

—The elements that define the experience attributed to properties
—e.q., what is it like being a student of Aalto University
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FOR EXAMPLE, “"WHAT IS COFFEE2”

T
- 1T

* Think of all the ways
“coffee” unfolds in our
culture

o What does coffee

mean?

PATRICIA L.
SUNDERLAND

RITA M.
DENNY




UNDERSTANDING WORLDS

* A “world” is, more or less, some social context bound
together by shared...:

—Norms

—Rules
—"Chains of understandings”
—Status hierarchies (e.g., who/what is cool, who/what is not)




THE SENSEMAKING PROCESS

2. Collect the data

3. Look for patterns
4. Create the insights
5. Build the business impact







* “What is the role of play”

e Children’s time compression: playdates, “early academics”,
more screen time meant less fime for play

* Also: “plug and play” toys hit the market




2. COLLECT THE DATA

* Participatory
observation,
interviews, object

studies, narratives,
card sorting, diaries,
videos

The process was very different for us. Usually we would just
look at the trends and develop our products and then show
them to the kids in focus groups. It was always centered around
this idea of, “Hey, so how cool is that . . . ?” Or, “Is this cooler
than that?” Then we would wait to see what the kids would say.
It’s very different when you visit people in their homes.
In focus groups, ten moms are sitting around in a circle in
some generic space, and there is inevitably some kind of
competition. There is some pressure to say what they think
they are supposed to say, or not say. In a home, you get much
closer to the real truth. You see more of what is happening
and not what they wish or hope to project. You see that the

toys are everywhere and it’s a mess.



3. LOOK FOR PATTERNS

* lterative process of “testing” emergent observations
« "is this really supported by the data?”
* Lego observations of children rebelling against parental control,

shrinking of play space

"

» “Pockets of oxygen”

"

e “Understanding hierarchy”

n

» "Instant traction versus paying your dues”




4. CREATE THE INSIGHTS

* “You solve the problem at the core of the insight”
* Lego: reconnect with children who want fo achieve mastery

through play
* “Inspiring the builders of tomorrow”
* Adult fan outreach (AFOL)
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— Coloplast

The underlying idea in most of the work we did was that
problems could be defined, broken down, and then solved.
The pitfall with that approach—hypothesis-driven problem
solving—within a limited time frame is that, sometimes,

it became a guessing game. There was not a lot of time

for discussion and no real culture for making mistakes—
exploring—or getting it wrong at first. The psychology of
most of the people who work at McKinsey was, “We were
hired to give our clients the right answer.” These are people
who have been getting the answers right since the day they
started school. There was only so much room in the budget,
so sometimes a study would only last three months when it
might better have lasted six or nine months. We had to solve
the defined problem, but we spent so little time asking the
most important questions: “Is this really the right problem to
be solving? What are we actually trying to understand?”




PRODUCT POSITIONING

« CATEGORY MEMBERSHIP

— To which product category an offering belongs where competing offering act as close
substitutes =» competitor positions

« POINTS OF PARITY AND POINTS OF DIFFERENCE

— Consumers typically assess products based on the most important product attributes
— Your competitive advantage = benefit

« USING POSITIONAL MAPS

— Avisual representation of how brands are perceived (f.ex. quality, usability, design)







POSITIONING MAPS

A Expensive
Luxurious

Travel time

i""" !'

Cheap Practical







FOR THE REST OF THE CLASS

Grab a sheet (yes, again)

. Draw up af least 15 positioning maps within your problem, for multiple products
/ services / “things” if necessary (think broadly)

Once done, figure out which of them are the most ‘commodified’ and easily

copied features within your market and which are not

Figure out how within your market contexts could make copying more difficult
by:
1. Creating a more unique brand positioning (by for example turning the “taken for granted
elements” on its head (i.e. “Lemon”)
Introducing more service or human interaction elements

Difficult to copy technological innovation




FOR NEXT TIME

MONDAY

e Holt and Cameron: Jack Daniels
e Holt: Brands and Branding (from MyCourses)
WEDNESDAY

*  Hopefully, the “IdeaGen Case”




