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SAMEN INNOVEREN EN TEGELIJKERTIJD LEREN

People generally
remember ...

10% of what they read

20% of what they hear

30% of what they see

50% of what they see & hear

70% of what they say & write

90% of what they do

MASTERS IN
INNOVATION

People are
able to ...

Describe
Explain

Practice
Apply

Analyze
Create

Coach
Evaluate
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HAND IN HAND GAAN

GROE V / TRAINING

AMBITIE OBJECTIEVEN
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1. IDEATION 2A. MARKET 2B. USER 2C. TECHNICAL 2D. OPERATIONAL 3.CONCEPT PITCH

THE PROJECT IN DEPTH . TARGET MARKET(S) DESCRIBE THE USER & THE CONTEXT TOUCHPOINTS-INTERFACE COMPONENTS? HOW IS THE TEAM ORGANISED . CONCEPT NAME
: >>> HARDWARE :
....................................... © PROMISE
>>> SOFTWARE
CAN WE BENCHMARK THE COMPETITION WHAT ARE THE MAIN NEEDS AND MOTIVATION
SKETCH
WHAT'S THE DIFFERENCE eep{ET
REASONS TO BELIEVE? REVENUE cost WHAT DRIVES THE PURCHASE, WHAT ARE THE HOW MATURE IS THE TECHNOLOGY? FINANCIAL PLANNING
TOUCHPOINTS
IMPACT

W (]

WHAT ARE THE GAINS WHAT ARE THE PAINS
WHAT ARE THE TECHNICAL HURDLES? SALES APPROACH
WHY NOT?
WHAT'S THE (NEXT) VALUE PROPOSITION AND/OR ECO
SYSTEM?
=
/ &
. NEW INTERACTION NEW BEHAVIOR
WHAT ARE THE KEY CHALLENGES? © QUICK OPPORTUNITY ESTIMATION I USER SCEn R KET e WHAT IS THE FIT OF THE IDEA WITH THE TECHNOLOGY WHAT ABOUT INTELLECTUAL PROPERTY?
PERSONAL SOCIAL
B LR
AUGMENTED NEW
INTERACTION
5
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WHAT'S THE STATUS OF THE PROJECT
(IDEA, PROOF OF CONCEPT, READY FOR PRODUCTION,..)

NEXT STEPS
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THE PROJECT IN DEPTH
WHAT ARE THE KEY

CHALLENGES? N B

WHAT'S THE STATUS OF
THE PROJECT
REASONS TO BELIEVE? (IDEA, PROOF OF CONCEPT,
READY FOR PRODUCTION,...)
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TECHNOLOGY
FEASIBLE

PEOPLE
DESIRABLE

BUSINESS
VIABLE
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TARGET MARKET(S)
REVENUE  COST o

CAN WE BENCHMARK THE =T s e -
COMPETITION ?

WHAT'S THE DIFFERENCE
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QUICK OPPORTUNITY ESTIMATION
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DESCRIBE THE USER &
THE CONTEXT

WHAT ARE THE MAIN
NEEDS AND MOTIVATION

1

WHAT DRIVES THE
PURCHASE, WHAT ARE THE
TOUCHPOINTS

WHAT ARE WHAT ARE
THE GAINS  THE PAINS

QUICK USER SCENARIO
SKETCH
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HOW MATURE IS THE
TECHNOLOGY?

TOUCHPOINTS-INTERFACE e prv— e s

COMPONENTS? @ N BN P
> > > H A R D WA R E s e e " s h

............................................................ WHAT ARE THE - SO R S -
>>> SOFTWARE TECHNICAL HURDLES?

>>> [0T QQ

WHAT IS THE FIT OF THE IDEA WITH THE TECHNOLOGY
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FINANCIAL PLANNING : o E T
HOW IS THE TEAM I — -
ORGANISED
SALES APPROACH - .
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WHAT ABOUT INTELLECTUAL PROPERTY?
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CONCEPT NAME

PROMISE

SKETCH

IMPACT
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WHAT'S THE (NEXT) VALUE
PROPOSITION AND/OR ECO
SYSTEM ?

SERVICE

NEW INTERACTION NEW BEHAVIOR

PERSONAL SOCIAL

AUGMENTED NEW
INTERACTION

PRODUCT

NEXT STEPS

Prsr——
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// OUTCOME BASED INNOVATION

In strategic pilots we help in designing new products, systems, services and
strategic pi'ots processes. We validate them in our own unique way based on +55 years of
innovation expertise:

a data driven approach in
boosting your capacity to
innovate

Genuine insights from your audience
( We gather authentic feedback to refine products and services based on real needs.
- We help to understand market dynamics, expectations and user behavior.

Strategic objectives & metrics

Ill' We help you to define pilot objectives and key metrics to test and measure the value
perception, the willingness to pay for value based pricing or a special go-to-market.

)(\\l Crafted test subjects

DAY, . . .

’\/‘>°" We create visuals, prototypes, mock-ups, service models or business models for robust
testing.
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Welcome to Europe’s ML

SWEET SPOT :

OF INNOVATION

1969 1985

Founded by Prof. Paul Start space business Spin-out satell { blj-S-Liﬁ‘e:S'S. 1 u g; acquisi
Verhaert with a mission with now over 30 to become QinetiQ Space, - LLambda-X, Moe
in innovation missions delivered now Redwire Space - sie ,

PRODUCT STRATEGIC HIGH-TECH DIGITAL ON-SITE
INNOVATION INNOVATION INNOVATION INNOVATION CONSULTING






