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Background // Fundamental Challenges for Entrepreneurs
| 4 -

? = Understand and compare their business model design options
' = Establish a shared understanding what to do, based on
= —

fundamental (though often forgotten) considerations: -

= Why are we doing it? What is important for us about it and in

doing it (values)? What is it good for (purpose)’?
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Background /// Values play a key role in branding and human resources, but
they are rarely used to explicitly inform or drive innovation and entrepreneruship.

VEIES

Innovation Management

= How do values (empirically) impact and direct innovation and its management?

= How can values (i.e. notions of the desirable / ordered systems of priorities)
facilitate innovation-related practices?

HOW TO DRIVE INNOVATION BASED ON WHAT WE CARE ABOUT?

/Il Breuer, H. & Lideke-Freund (2017). Values-Based Innovation Management. Palgrave Macmillan, see www.valuesbasedinnovation.com



http://www.valuesbasedinnovation.com/
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The dark side of invention persists:

‘To invent the sailing ship or the steamer is to invent
the shipwreck. To invent the train is to invent the rail
accident of derailment. To invent the family automobile

is to produce the pile-up on the highway’ (Paul Virilio,
2007, 10).

UXBerlin
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Background /// Even in the 60ies safety did not sell, until competing car
companies succeeded in Europe with safety as main value (proposition).

= Cornings “"Chemcor” glass failed on the 1960ies market: "Americans were
having such a love affair with their cars that safety was not an issue”
(Howard, 2005, 39). Safety did not sell.

= In Europe, in 1944, Swedish Volvo introduced the safety cage and laminated
windshields, in 1959 the modern three point safety belt. "Cars are driven
by people. The guiding principle behind everything we make at Volvo,
therefore, is and must remain, safety” (Assar Gabrielsson and Gustav
Larson, 1927).

= After European companies like Volvo succeeded in the 1980ies in the UK
and then US with safety as a key value proposition, all manufacturers
incorporated safety as a key value for their innovation efforts.

UXBerlin



Background /// Today the market for driver safety for passenger cars is worth
several billion Euros, estimated at 3.2 Billion USD by 2025.

Eye-tracking/blink-monitoring
- g Facial expressions/head movements
L___;""‘h — Heart rate-monitoring

Pressure/angle steering sensor
Lane departure warning

Volvo has always held safety as one of its main
focuses; so much so that they developed much of
the industry technology that we use today. Take a
look below at some of our Volvo safety firsts.

UXBerlin
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... or for other, currently subordinate values such as privacy ...

N
B

/Il www.valuesbasedinnovation.com UXBerI in
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... or for something else we care about? Values abound!
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Values impact our attitudes and activities, help to define normative orientations ...
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... and open up opportunities to drive innovation and constitute new markets.

sustainability-oriented efficiency-oriented processes
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... and open up opportunities to drive innovation and constitute new markets.
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Values-Based Innovation Management /// A values-based approach applies
the desirable (what each of us cares about) to understanding and managing ...
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Values-Based Innovation Management/// ...
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different types of innovation ...
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Values-Based Innovation Management/// ... on three management dimensions.
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Values-Based Innovation Management /// Values can fulfil integrative,
directive and heuristic functions for innovation or entrepreneurs.

g

integrative directive generative
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Values-Based Innovation Management /// Managing innovation based on values

demonstrates at least three potential functions for each.

Values Potentials Management
Dimensions
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Values-Based Innovation Management /// Cases show how values and
normative orientations impact innovation and its management.
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Values-Based Innovation Management /// Innovation cannot be well understood,

designed, or managed without recurring to values and normative orientations.

#7™ ARAVIND EYE CARE SYSTEM
NS

normative Cooperation with WHO

and other companies Networks

Mission: To eliminate

needless blindness Identity

strateaic : Providing compassionate
9 Business Models high quality eye care for all
through cross-subsidation

i Screening camps
I Uil Services & vision cgentreg

Products Low cost (5 / 2009)

intraocular lenses
Processes 10 min. eye operations like on a
conveyor belt, capacity building

/Il Prof. Dr. Henning Breuer, image from https://atlasofthefuture.org/project/pay-per-lux Individual firm | Multiple organisations

23
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Values-Based Innovation Management /// Reusable models can be described as
patterns of challenge-solution combinations, for instance the freemium pattern.

Challenge: Sustainability-driven businesses often face a
lack of demand for their offerings. This makes it difficult to
disseminate their solutions and build the critical mass
required for economies of scale. How to set in motion a
virtuous circle of growing demand, economies of scale, and
widespread dissemination of more sustainable solutions?

Solution: The basic idea of Freemium (free + premium) is
to unbundle an offering. A basic service or product is offered
free of charge, while advanced features must be paid for.
The free offering allows serving customers who are unable
or unwilling to pay, while revenues are made from
customers buying the premium offering.

Example: In India, there is a great need for eye care
treatment, but the majority of people in low-income rural
areas are unable to pay for eye care services. In addition to
its devastating psychological and social effects, loss of sight
often means the loss of one’s livelihood. Aravind Eye Care
System, a network of hospitals in India, operates a Social
Freemium business driven by the mission to eliminate
needless blindness.

/Il Prof. Dr. Henning Breuer 24
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Values-Based Business Modelling /// Values-based business model innovatio

in eye-surgery (Case of Aravind).

Values

= FErradicate
needless
blindness in
India

Value Proposition

* Quality surgery

" Campaigns

* NGO & wro
collaboration

Stakeholder Segments

* Paying and
Ilo’l—paying
palients

W e

* Education and
Screening in
villages

Revenue Model

" Subsidisation of 2/3
unpaid treatmenis

= Freemium"

Capabilities

* Slandardised
Treatment

= Specialized

Slaff

Cost Struc

Partners

= Aurolab

delivers quality |

lenses at low
price

= Minimal costs
per case

B ——

/Il Prof. Dr. Henning Breuer
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Values-Based Business Modelling /// The case of Interface and its “Mission
Zero” illustrates the potential of values-based business modelling.

L=

Tl
W Ly |

il il m L SR (| .
Ray C. Anderson commitment initiated sustainability-oriented business model
transformation: “We believe that change starts with us and is transforming Interface
from a plunderer of the earth to an agent of its restoration. Through this process of
redesigning ourselves, we hope to be a catalyst for the redesign of global industry.”

/1l www.interfaceglobal.com/ZazzSustainabilityAssetts/App Themes/Interface/lmages/interfacestory/OurdJourneynew.jpg



http://www.interfaceglobal.com/ZazzSustainabilityAssetts/App_Themes/Interface/Images/interfacestory/OurJourneynew.jpg%20/

Values-Based Business Modelling /// A conventional business model of carpet
producer like Shaw Floors or Interface in the early 90ies looks like this.

ness
= Profitability
* Honesty
* Integrity
* Passion

Stakeholder Segments

* Retailers

(e.g. office

Space
providers)

* Business clients

D

Local retailers

Specialized B2B
sales agents

Values Value Proposition Touchpoints Capabilities Partners
. = Advertisements
* High quality * Local storeg
|earpets at a * Direct sales
€asonable
price * Word-of-Moyth * Sourcing of
* Broad range raw materials * Raw materia|
of up-to-date | Carpet design suppliers
B oD otit o esigns and Distributi " Fabricati
petitive il istribution C:Epréctztlon of * Wholesales

Revenue Model

* Sell carpets
* Pay per square

meter

Cost Structure

* Energy costs

* Costs of
Mmaterials

* Operation Costs

UXBerlin

/Il www.uxberlin.com/businessinnovationkit
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Values-Based Business Modelling /// Once the carpet producer revises its values
and normative orientation, new business case drivers may be applied ...

Capabilities Partners

Values

|

* Valuing the f
natural |
|

{

WValue Proposition

<
=

/

environment
|

* Ecological -
justice /<=

: |

* Sustainability: |
Mission Zero ,’

|

takeholder Segments

=

Touchpoints

SUSTAINABILITY
DRIVER CARDS

REVENUES

SUSTAINABILITY
DRIVER CARDS

EFFICIENCY

SUSTAINABILITY
DRIVER CARDS

COSTS

s

-w}

/Il www.uxberlin.com/businessinnovationkit
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Values-Based Business Modelling /// ... providing hegristic, direc,;zf/vli and
integrative potentials to uncover and exploit new business potentials.

Capabilities

Partners

Values

* Valuing the
natural
environment

* Ecological
justice

* Sustainability: |
Mission Zero

WValue Proposition

* Nature-inspired
aesthetic designs

a Service

* Take back service
for used carpet
tiles

N ~

Stakeholder Segmeagts

4/

* Floor covering as g

Touchpoints

Distribution

{
I

/Q/_“

evenue Model

coverin

= New revenues
from floor-

SUSTAINARILITY
DRIVER CAKDS

REVENUES

g services

(Cost Structure

SUSTAINABILITY
DRIVER CARDS

EFFICIENCY

Resource—efﬁcient
designs

= Design for take
back and recycling

* Fuel-efficient |
logistics partners

SUSTAINABILITY
DRIVER CARDS

COSTS

* Reduce €nergy costs

* Reduce Material costs
through recycling

* Save materials through |
nature-inspired random
designs '

/Il www.uxberlin.com/businessinnovationkit
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Sustainable Business Model Design ///
How to work with patterns

/Il Prof. Dr. Henning Breuer; see www.sustainablebusiness.design

Resource
Efficiency and
Productivity

Maximising Resource Efficiency and Productivity
reduces waste and helps save the Earth's limited
resources. Combine whole-system thinking with
the adoption of more efficient and productive
technologies to embed these principles in different
parts of your business model.

#overarchingpattern
#resources
#wholesystemthinking
#technology



http://www.sustainablebusiness.design/
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Business Modelling /// The dichotomy between technology- versus market-
driven innovation is being replaced by ...

/l] Prof. Dr. Henning Breuer

32



Business Modelling 77/ ...

/Il Prof. Dr. Henning Breuer

a systemic view on a multitude of components...

33



Business Modelling /// ... a systemic view on a multitude of components within
business ecosystems ...

/l] Prof. Dr. Henning Breuer

34



Business Modelling /// ... each relation becoming a potential source for
innovation.

»,A mediocre technology pursued with a great business model may be more valuable ,
than a great technology exploited via a mediocre business model“ (Henry Chesbrough 2010).

/Il Prof. Dr. Henning Breuer 35



Business Modelling /// Definitions of the term business model.

“An architecture for the product, service and information flows, including a
description of the various business actors and their roles; and a description of the
potential benefits for the various business actors; and a description of the sources
of revenues” (Timmers 1998).

“Business model is a conceptual tool that contains a set of elements and their
relationships and allows expressing the business logic of a specific firm. It is a
description of the value a company offers to one or several segments of customers
and of the architecture of the firm and its network of partners for creating,
marketing, and delivering this value and relationship capital, to generate profitable
and sustainable revenue streams” (Osterwalder et al. 2005).

Aziz et al. (2008) defined business models also based on their components. Within
their literature analysis they identified 54 business model components within
various literature sources.

/1] Prof. Dr. Henning Breuer
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Business Modelling /7 Recurring Challenges for Entrepreneurs
| b ;

I

|

= Ensure your project is worth being done .

= Explore scope and depth of business design options.

= Evaluate strengths and weaknesses of each component. | - e

= Compare alternative use cases and business models.

. = Create a shared understanding among participants. UXBerlin
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Business Modelling /// Different practitioner tools support mapping and ideation
of new business models
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/Il Business Model Canvas (Osterwalder & Pigneur 2010); Triple Layered Business Model Canvas (Joyce et al., 2015); Upward & Jones, 2015, Value

Mapping (Bocken, Short, Rana, and Evans 2013); see comparative analysis in Breuer, H., Fichter, K., Lideke-Freund, F., Tiemann, |. (2018). Sustainability-
Oriented Business Model Development: Principles, Criteria and Tools. International Journal of Entrepreneurial Venturing. 10(2):256-286
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Business Modelling /// The Business Innovation Kit applies a values-
based view to business modelling ...

/l/ Business Innovation Kit

39


http://www.uxberlin.com/businessinnovationkit

Business Modelling /// ... and applies a values-based view and adds
didactic and gamification elements to provide a self-explanatory toolkit.

= Didactic: Instructions for self-moderation and fundamental

concepts (e.g. trade-offs between revenue models)

= Gamification: Card-game like assignment of player tasks,

competition for valuable ideas, case puzzles and challenges Ti

= Values-based grounding and extensions, e.g. for revenue

modeling or sustainability-oriented innovation.

I " a———

/1] Prof. Dr. Henning Breuer 40
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Business Modelling /// Workshop participants proceed in six steps.

Learn from others

Start with a business
(cases & patterns)

idea or challenge

Grounding: What is important
to us & what is it good for

Challenge assumptions and

think through scenarios
(values & purpose)?

Develop Values-Based
Business Models

Refinement starting Ideation on business
from anchors to sketch model components with

coherent business models values in mind

UXBerlin



Business Modelling /// In a grounding exercise fundamental values are being
explored and negotiated, sustainability-orientation may be enhanced.

Values

Grounding
Vision /
Mission /
Purpose

a5

What is your business idea all about?
What is the purpose of the whole
endeavor? State your Vision, Mission
or Purpose.

Establish common ground of
fundamental values to work on with
your team — even beyond economic
success criteria. Is this also about
values like privacy, health and/or
sustainability?

If sustainability-orientation is key to
your idea business case driver cards
help you to explore new business
cases for sustainability.

I B aorah ot e e a B -
If striving for sustainability is a fundamenta

value for your business, how do you create

competitive advantage and impact?

Congider the following business cace drhvers. How can they be improved
through tustainability-orented business madsl inmovation?

1) Costs

2) Risks

3) Revenues
4) Efficiency
5) Reputation
&) Waorkforce
7} Innovation
8) Ecosystem

Ome card for mach driver axemplifies measures haw you emnpovwer your
business cese. Use these cands to identify levers inyour business model
and itz components. Create your awn business caze fior sustainabihity.
These cards are part of the Business Innovation: Kit by UkBerlin: cand
z&t by Henning Breuer & Florian Lidexe-Freund: based on Breuer &
Lideke-Freund (2014]; Hockerts (2014]) Schalbegger. Likdeke-Freund &

Harsen (201 2).

/Il Sustainability Innovation Pack, http://blog.ssbmg.com/2015/02/26/sustainability-innovation-pack 42
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Business Modelling /// Familiarize yourself with business model components
and patterns through cases from the news and different industries.

FOOTBAL S _ :. .

Each card displays a clue as to
which component it belongs to.
Designating a card to a particular
component must not always be
obvious. Discussion counts.

/Il Prof. Dr. Henning Breuer

43



Business Modelling /// Mapping Exercise to familiarize with components and to
understand a sustainability-oriented business model in the fashion industry.

Modelling valuas-based business with the BUSINESS INNOVATION KIT

B Svvicia pmming cane w3z gaaarEiE naw iSean for sach

== = = = i = e i
55:_. :&" N N '.___"_.;-_ ™ e S r
=18 =5 =i = e
B e ) S . 25
= i |

/I http://www.uxberlin.com/businessinnovationkit/
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Business Modelling /// Workshop participants proceed in six steps.

BusinEss
ils Ium:r{vn'rmﬂ

T WINTS
v LUF CalaRIlIIE: Tuln RS
A ANEAT I

'.'—_."'-:‘c’“:

o

_— =
e —

DISTRIRUTINN

— ae

FECIINET CHALLEMCE

T Hukl
arRICpAILE Rkt ChT A

IHHCRTIEN
METLARITY

FLIFD TEICE

/Il Prof. Dr. Henning Breuer



Business Modelling /// In the refinement excercise values-based ]fj? - B
anchors and the best, compatible ideas from the idea pool are being combined.

Values Value Proposition Touchpoints Capabilities Partners
%\[ | HHE

Distribution @

Stakeholder Segments @
Revenue Model Cost Structure
O
]

()
-

/Il Prof. Dr. Henning Breuer 46
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Business Modelling /// Challenger cards present scenarios what might happen
fo check the robustness of your assumptions.

Challenger cards marked with | (conceptual ideas) help you to develop a new business

model, whereas challenger cards marked O (optimization) help you to optimize and examine
your business closely.

/Il Prof. Dr. Henning Breuer
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Business Modelling /// Extension sets for revenue models and customer
touchpoints guide teams into further detail.

/Il Overview of 30 revenue models and pricing tactics, each described with characteristics and examples on one card.

48



Business Modelling /// Seemingly viable models are based on assumptions,
each needs to be checked with respect to maturity and need for action.

Value Proposition *

To be discussed or vague
Well defined

Qualified (through feedback)
Quantified

Proven

OCOo00ODO

= Prio-Rating:
= To Do:
= Person in charge:

To be discussed or vague
Well defined

Qualified (through feedback)
Quantified

Proven

Prio-Rating:

To Do:

Person in charge:

"rT"O0000DO

Stakeholder #

To be discussed or vague
Well defined

Qualified (through feedback)
Quantified

Proven

oooo0o

= Prio-Rating:
= To Do:
= Person in charge:

Distribution Channels =

To be discussed or vague
Well defined

Qualified (through feedback)
Quantified

Proven

Prio-Rating:

To Do:

Person in charge:

S

o000 OO0 OO0 O

To be discussed or
vague

Well defined
Qualified (through
feedback)
Quantified

Proven

Critical and missing
Accessible
Already in working mode

Prio-Rating:
To Do:
Person in charge:

Customer Touchpoints o Iy Capabilities ﬂ

0 To be discussed or
vague

O Well defined

O Qualified / first contacts

O Quantified / contract

O Proven / integrated

Prio-Rating:
To Do:
= Person in charge:

e S

Revenue Model

To be discussed or vague (revenue channels & price)
Well defined

Qualified (through feedback)

Quantified

Proven

Prio-Rating:

To Do:

Person in charge:

Cost Structure

Q
Q
Q
Q
Q

To be discussed or vague
Well defined

Qualified (through feedback)

Quantified
Proven
Prio-Rating:

To Do:

Person in charge:

/Il Prof. Dr. Henning Breuer

UXBerlin
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Business Modelling /// Five E pave the road from idea to market.

Evolution

Experimentation

Evaluation

Elaboration

Exploration

/Il Breuer (2013). Lean Venturing. Learning to Create New Business through Exploration, Elaboration, Evaluation, Experimentation and Evolution. 50
International Journal of Innovation Management. Vol. 17, No. 5..



Business Modelling /// Creative elaboration explores the scope,
breath and depth of each business model component and their relations.

Value Proposition Customer Touchpoints Capabilities Partners

Feel important Aware / Attract

Ermphasises value and contribution of role—
who dol showaolf to?*

Sub-Drivers Enquire / Select

ce

cc

= Reaffimidentity
Proud of my achievements
— Buy
"'magood mother*| "Be proud of me*
Showoff to friends
Gangleader| discoqueen| best runner

- Showgtto ' Start-up

peers
Teamthought leader| sexiest car| best

- Showoffto community
Local politician| committee member| hacker
= Showoff to society
Save the world campaigner| pop-star

(1]
(X4

Customer Segments

Revenue Maodel Cost Structure

. Reduce Eliminate 1 -
R e > Vision
= e pien arciinech FEmupio et

- e e Value / éf?gﬁgced

Do Innovation » g

7 Beom Initial needs

/1 Prof. Dr. Henning Breuer UXBerlin

Innovation Consulting
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Business Modelling /// Systematically & creatively explore the range of options.

BE-SPOKE / AUCTION  PERFOR REAL TIME
NEGOTI-
ATED

PRICING
SCHEME

REVENUE
METHOD

FIXED or

BASE
PRICE

SEGMENT FEATURE
Dependant ' Dependant
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Business Modelling /// For instance, differentiate and prioritize revenue streams.

/Il Prof. Dr. Henning Breuer 53



Business Modelling /// Five E pave the road from idea to market.

Evolution

Experimentation

Elaboration

Exploration

/Il Breuer (2013). Lean Venturing. Learning to Create New Business through Exploration, Elaboration, Evaluation, Experimentation and Evolution.
International Journal of Innovation Management. Vol. 17, No. 5..
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Business Modelling /// For every specification on a business model component
implicit assumptions should be made explicit and evaluated.

Mra Assm
Assun:u:l
Assump Inform -tion —
 Assump
- Assumplion - _— \ " -tion

q = _,(\ oy ()
i gt (o ]

Use mt-m \

/Il Prof. Dr. Henning Breuer 55



Business Modelling /// A five E framework distinguishes maturity levels and ...

Evolution

Sustain business and exploit new opportunities

Experiment

Comparative testing and scaling solutions

Evaluation

Validate key assumptions and risks

Elaboration

Creative specification of business model components

Exploration

Understand design space and explore ideas

Intrapreneurs & Entrepreneurs

/Il Prof. Dr. Henning Breuer
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Business Modelling /7 A sprint plan for experimentation helps to understand

reasons for success and failure.
-

Experiment Report

= Learning Goals

= Metric for Measure 1
= Research Scope - &
= Minimum Build Plan 2
= Hypothesis & -
= Results 3
= Key Insights and Consequences -
4
Wilsel | Calbars Wissl & Cabars Welzals § Calwert Wlpals 4 Calvary

Lo | [ oo | [ e (i == |
L | [ | [ ][ ]
) » (B o =]
=] & [==]

/Il Prof. Dr. Henning Breuer // www.ashmaurya.com/2010/07/3-rules-to-actionable-metrics 57



Business Modelling /77 ... suggests methods for specification and validation.

Evolution

Release Planning, Future Scenarios

Experiment
Kohort Studies, User Clinics

Evaluation

Expert Interviews, Customer Development

Elaboration
Ethnography and Blue Ocean, Design Thinking Workshops

Exploration
Business Modeling Starter Kit, Futures Workshops

Intrapreneurs & Entrepreneurs

/Il Prof. Dr. Henning Breuer



+

el

| .

. What can innovation professionals learn from values-based stakeholder
management? Fireside Chat of Edward Freeman with Henning Breuer at ISPIM
2021 International Conference: https://youtu.be/10EXgiKxN7A

2. Reinventing web search for sustainability or how Ecosia fights climate change
with tree planting: Fireside Chat of Christian Kroll (Ecosia) with Kiril lvanov at
ISPIM 2021 International Conference: https://youtu.be/pMjiCEnG _1E

3. Values-Based Business Model Innovation for the SDGs in the lab of tomorrow.
Fireside Chat of Sven-Uwe Mueller (GIZ) with Henning Breuer at ISPIM 2021
International Conference: https://youtu.be/ qBZsaQyFIE

4. The Corporate Sustainability Innovation Game, introduction video by Henning
Breuer and Kiril lvanov, 2021:
https://www.youtube.com/watch?v=i70UPui0iGU&t=6s

5. How to teach gamification for innovation and entrepreneurship using gamification
design patterns. Video summary of a train-the trainer workshop 2021:
https://www.gamify.site/post/train-the-trainer-workshop

6. Values-Based Innovation Management, Webinar with CreativeLabs by Henning
. Breuer (6.7.2020, 55 min, covering ethnography, business model patterns and
values to vision): https://youtu.be/IFYEzvRn2ho

7. Values-based and Sustainable Innovation Kick-off (14.07.2020, SIG introduction
and topics): https://www.youtube.com/watch?v=-CGB28KQYbE

8. Values-based Innovation (Matthias Rauterberg: Human values-based design
Sven-Uwe Miller: Values-based business model innovation in the Lab of
Tomorrow, 14.07.2020, 63 min, ISPIM Thought Leader Presentations):
https://youtu.be/p2jcKnVrQrw

9. From good will to good practice (with Values-Based and Sustainable Innovation),
(14.07.2020, ISPIM Panel Discussion): https://youtu.be/56 CFvyFwgQk

Thank you for your attention! /// Some Online References

10. The Road to ISPIM Berlin 2021 — from coping with the current crisis to caring for our
common future, Joana Breidenbach, Allen Alexander, Henning Breuer & Klaus
Fichter (14.07.2020, 32 min): https://youtu.be/TY9tN7cswXA

11. Values-Based Innovation Management - with Dr. Henning Breuer, 24.6.2020, 41 min
Podcast at Mothers Earth’s Hero Show: https://radiopublic.com/the-mother-earths-
heroes-show-8jvXnl/s1!0dddc

12. Values-Based and Sustainable Innovation SIG by Henning Breuer and Florian
Lideke-Freund (22.06.2020, 3 min, short introduction):
https://youtu.be/phBUw1FYobQ

13. Webinar: The use of remote games to foster innovation, by Henning Breuer, Sune
Gudiksen & Kiril lvanov (22.06.2020, 51 min): www.gamify.site/post/the-use-of-
remote-games-to-foster-innovation

14. Webinar - Values-Based Innovation Management: Concepts, Methods and
Applications (29.10.2019, focus on ethnographic research):
https://www.youtube.com/watch?v=I12gUryMeRyU

15. Dive into values-based innovation management (12.07.2019,
10 min, introductory keynote by Henning Breuer at NBM Conference 2019 focussing
on personal values and business models): https://youtu.be/3djyBA2Bjpo)

16. Fishbowl Discussion with with Philip Baumann, Head of Product at Ecosia and
Roman Meier-Andrae, Divisional Head of Corporate IT & Digitalisation & Member of
the Executive Board at TUV Nord Mobilitat (20.8.2019, 30 min):
https://youtu.be/AHPEI5p2PBo

17.Innovating with Values, PODCAST with Prof. Breuer & Meier-Andrae (14.7.2018, 54
min): https://www.ispim-innovation.com/post/henning-breuer-roman-meier-andrae-
innovating-with-values

18.Values-Based Innovation Management, Interview with Henning Breuer (2017, 3 min, N
ISPIM short interview): https://youtu.be/Gi4iiKZ87hQ H'
f

19. Kundenzentrierte Geschaftsmodellinnovation (German), by Henning Breuer
(04.11.2016, 15 min, at World Usability Day 2015): https://youtu.be/PIDXXcl7OHO



https://youtu.be/1oEXgiKxN7A
https://youtu.be/pMjiCFnG_1E
https://youtu.be/_qBZsaQyFIE
https://www.youtube.com/watch?v=i70UPui0iGU&t=6s
https://www.gamify.site/post/train-the-trainer-workshop
https://youtu.be/IFYEzvRn2ho
https://www.youtube.com/watch?v=-CGB28KQYbE
https://youtu.be/p2jcKnVrQrw
https://youtu.be/56CFvyFwgQk
https://youtu.be/TY9tN7cswXA
https://radiopublic.com/the-mother-earths-heroes-show-8jvXnl/s1!0dddc
https://youtu.be/phBUw1FYobQ
http://www.gamify.site/post/the-use-of-remote-games-to-foster-innovation
https://www.youtube.com/watch?v=I2gUryMeRyU
https://youtu.be/3djyBA2Bjpo
https://youtu.be/AHPEI5p2PBo
https://www.ispim-innovation.com/post/henning-breuer-roman-meier-andrae-innovating-with-values
https://youtu.be/Gi4iiKZ87hQ
https://youtu.be/PlDXXcI7OH0

r

.

| .

More Resources

= New Podcast

= Public projects:
= IMPACT: www.impact-project.site
| =  GAMIFY: www.gamify.site
ﬁ =  SIG: www.linkedin.com/groups/12419289

-

= 5G Victori: www.5g-victori-project.eu/
= Websites:

www.uxberlin.com

- ]

= www.uxberlin.de

= Books:

=  www.valuesbasedinnovation.com

=  www.sustainablebusiness.design

Contact:

= henning.breuer@uxberlin.com

Thank you for your attention! /// Please join our Special Interest Group!
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https://www.linkedin.com/posts/henningbreuer_valuesbasedinnovation-activity-6681823007272505344-uAOu
https://www.linkedin.com/posts/henningbreuer_valuesbasedinnovation-activity-6681823007272505344-uAOu
http://www.impact-project.site/
http://www.gamify.site/
http://www.linkedin.com/groups/12419289
http://www.uxberlin.com/
http://www.uxberlin.de/
http://www.valuesbasedinnovation.com/
http://www.sustainablebusiness.design/
mailto:henning.breuer@uxberlin.com
https://www.5g-victori-project.eu/
http://www.valuesbasedinnovation.com/
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