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Introduction to Product Development



IMPORTANCE  OF OF PRODUCT 
DEVELOPMENT

Prod uct  d e ve lop m e nt  is  e sse nt ia l fo r b usine sse s to  sta y com p e t it ive , m e e t  e vo lving  
custom e r ne e d s, a nd  d rive  innova t ion. Effe ct ive  p rod uct  d e ve lop m e nt  ca n le a d  to :

• I ncre a se d  re ve nue  a nd  p rofita b ility: For e xa m p le , Disne y's cont inuous innova t ion in 
a nim a te d  film s, the m e  p a rks, a nd  consum e r p rod ucts ke e p s the m  a t  the  fore front  o f 
the  e nte rta inm e nt  ind ust ry.

• Exp a nd e d  m a rke t  sha re : Ap p le 's d e sig n-focuse d  a p p roa ch ha s a llowe d  the m  to  cre a te  
iconic d e vice s like  the  iPhone , iPa d , a nd  Ma cBook, re vo lut ionizing  the  te ch a nd  
cre a t ive  ind ust rie s.

• Enha nce d  b ra nd  re p uta t ion a nd  custom e r loya lty: Le g o 's a b ility to  d e ve lop  ne w toy 
line s a nd  lice nse d  p rod ucts b a se d  on p op ula r fra nchise s m a inta ins the ir re le va nce  a nd  
p op ula rity a m ong  child re n a nd  a d ults 



Understanding the 
Prod uct  De ve lop m e nt  
Proce ss



UNDERSTANDING  THE PRODUCT DEVELOPMENT PROCESS

The  p rod uct  d e ve lop m e nt  p roce ss in the  cre a t ive  ind ust rie s fo llows 
a  sim ila r st ructure  to  o the r ind ust rie s, e m p ha sizing :

• Und e rsta nd ing  the  ta rg e t  a ud ie nce
• Cre a t ing  uniq ue  a nd  com p e lling  e xp e rie nce s
• Le ve ra g ing  the  la te st  te chnolog ie s a nd  d e sig n t re nd s

For e xa m p le , d e ve lop ing  a  ne w VR vid e o  g a m e  invo lve s ke y sta g e s from  
id e a t ion to  la unch



Key Stages 
of Prod uct  
De ve lop m e nt

• I d e a  Ge ne ra t ion a nd  
Conce p t  De ve lop m e nt

• Ma rke t  Re se a rch a nd  
Ana lysis

• Prod uct  De sig n a nd  
Eng ine e ring

• Pro to typ ing  a nd  Te st ing
• Prod uct ion a nd  La unch



IDEA GENERATION AND CONCEPT DEVELOPMENT

I d e nt ifying  ne w op p ortunit ie s 
b a se d  on m a rke t  t re nd s, 
custom e r p re fe re nce s, a nd  
cre a t ive  insp ira t ion. 

For insta nce , d e ve lop ing  a n 
AR m ob ile  g a m e  m ig ht  sta rt  
with re cog nizing  the  g rowing  
d e m a nd  fo r im m e rsive , 
loca t ion-b a se d  g a m ing  
e xp e rie nce s.



MARKET RESEARCH AND ANALYSIS

Cond uct ing  in-d e p th stud ie s to  und e rsta nd  
ta rg e t  a ud ie nce  p re fe re nce s, b e ha viors, 
a nd  p a in p o ints. 

For e xa m p le , re se a rching  d e sig n 
se nsib ilit ie s b e fore  la unching  a  ne w line  o f 
d e sig ne r furniture .



Finalizing  the  p rod uct 's  fe a ture s, 
sp e cifica t ions, a nd  te chnica l 
re q uire m e nts. 

PRODUCT DESI GN AND ENGI NEERI NG



Prototyping and Testing

Building and refining 
prototypes to validate 
functionality, usability, and 
desirability. 

For instance, a video game 
development team might 
conduct playtesting sessions 
to ensure gameplay and 
controls are engaging for the 
target audience.



Production and Launch

Preparing  for  large -scale  production,  distribution,  and  
promotion . 

An example  is coordinating  efforts  for  a new  fashion  collection's  
successful  rollout



Product 
De ve lop m e nt  
Conce p tua l 
Mod e ls





Product  d e ve lop m e nt  is  a  com p le x p roce ss tha t  ca n b e ne fit  from  
the  a p p lica t ion of conce p tua l m od e ls a nd  fra m e works.The se  
m od e ls p rovid e  a  st ructure d  a p p roa ch to  g uid e  the  p rod uct  
d e ve lop m e nt  journe y, from  id e a  g e ne ra t ion to  m a rke t  la unch.

I n this p re se nta t ion, we  will e xp lo re  se ve ra l ke y p rod uct  
d e ve lop m e nt  conce p tua l m od e ls a nd  the ir p o te nt ia l a p p lica t ions 
in the  cre a t ive  ind ust rie s.

I NTRODUCTI ON



Instructions :

Divid e  the  cla ss into  6 g roup s. Assig n e a ch g roup  one  o f the  6 p rod uct  
d e ve lop m e nt  m od e ls to  b e com e  the  "e xp e rt" on.

Give  e a ch g roup  10-15 m inute s to  re a d  throug h the  info rm a t ion on the ir 
a ssig ne d  m od e l a nd  p re p a re  a  5-m inute  p re se nta t ion to  te a ch the  re st  
o f the  cla ss a b out  it . The y should  cove r the  ke y fe a ture s, p urp ose , a nd  
whe n the  m od e l is  m ost  a p p lica b le .



• Stages: Concept Development, Product 
Design and Development, Product Testing 
and Evaluation

• Application Example: A fashion brand could 
use the BAH model to develop a new 
clothing line, starting with concept ideation, 
followed by design and development, and 
market testing before launch.

BA
H MODE

L



• Stages: Opportunity Identification, Concept 
Development, Product Design and Engineering, 
Pilot Production and Testing, Full -scale 
Production and Launch

• Application Example: A video game studio 
could use the ExPD model to develop a new 
game franchise, starting with market research, 
iterative prototyping, and testing, followed by a 
full -scale launch

EXPD

MODE
L



• Stages: Empathize, Define, Ideate, 
Prototype, Test

• Application Example: A design agency 
could use the IDEO approach to develop a 
new mobile app, starting with user 
research, followed by ideation, 
prototyping, and iterative testing

IDEO
Approach



• Principles: Customer -centric, Iterative and Incremental, 
Reducing Waste, Cross -functional Collaboration

• Application Example: A music streaming platform might apply 
Lean principles to launch a basic version of their service, 
gather feedback, and incrementally enhance the platform

LEAN PRODUCT
DEVELOPMENT



• Stages: Idea Generation, Preliminary Investigation, Business Case 
Development, Development, Testing and Validation, Launch

• Application Example: A publishing company could use the Stage -
Gate model to develop a new line of children's books, moving 
systematically through each stage to ensure a successful launch

STAGE GATE
MODEL



Stages: Empathize, Define, Ideate, Prototype, Test
Application Example: Applying Design Thinking to create a user -ce ntric 
so lut ion fo r a  ne w p rod uct  b y und e rsta nd ing  use r ne e d s a nd  ite ra t ive ly 
re fining  the  d e sig n 

DESI GN  
THI NKI NG 



Instructions :

Divid e  the  cla ss into  6 g roup s a nd  a ssig n a  Prod uct  De ve lop m e nt  Mod e l p e r g roup . 

Give  the m  the  Prod  De v Act ivity she e ts a nd  15 m inute s to  stud y the  Prod  De v Mod e l 
a ssig ne d  to  the m .

Ea ch g roup  will sha re  the  Prod  De v Mod e l a ssig ne d  to  the m  b y re p ort ing  it  in le ss tha n 
3 m inute s



Instructions :

Afte r a ll 6 g roup s ha ve  p re se nte d , fa cilita te  a  cla ss d iscussion b y a sking  q ue st ions 
such a s:

• Wha t  a re  the  sim ila rit ie s a nd  d iffe re nce s b e twe e n the  m od e ls?
• Which m od e ls se e m  m ost  re le va nt  fo r d iffe re nt  typ e s o f p rod uct  d e ve lop m e nt  

p ro je cts?
• Wha t  a re  the  st re ng ths a nd  we a kne sse s o f e a ch a p p roa ch?
• How could  you com b ine  e le m e nts o f d iffe re nt  m od e ls in your own p rod uct  

d e ve lop m e nt  work?



Instructions :

Sum m a rize  the  ke y ta ke a wa ys on the  white b oa rd  or p oste r p a p e r, 
he lp ing  stud e nts m a ke  conne ct ions b e twe e n the  va rious 
conce p tua l m od e ls.

Encoura g e  the  g roup  to  b uild  the ir own p rod uct  d e ve lop m e nt  
conce p tua l m od e l



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Introduction to the Art of Imagineering and 
Cre a t ive  Disrup t ion



WHAT  I S I MAGI NEERI NG

I m a g ine e ring  is  the  b le nd ing  of 
"I m a g ina t ion" a nd  "Eng ine e ring " to  
cre a te  innova t ive , im m e rsive , a nd  
t ra nsform a t ive  e xp e rie nce s.

I t  is  a  uniq ue  a p p roa ch p ione e re d  b y 
The  Wa lt  Disne y Com p a ny to  b ring  
the ir cre a t ive  visions to  life .



MARKET RESEARCH AND ANALYSIS

KEY PRI NCI PLES OF I MAGI NEERI NG

• Storyte lling : Cra ft ing  e ng a g ing  na rra t ive s tha t  ca p tiva te  the  a ud ie nce  a nd  cre a te  
e m otiona l conne ctions.

• Atte ntion to  De ta il: Me ticulously d e sig ning  e ve ry a spe ct  of the  e xpe rie nce  to  
cre a te  a  cohe sive  a nd  im m e rsive  e nvironm e nt.

• I nnova tive  Te chnolog y: Le ve ra g ing  the  la te st  te chnolog ie s to  push the  
bound a rie s of wha t 's possib le  a nd  cre a te  t ruly re m a rka b le  e xpe rie nce s.

• Colla bora t ion: Bring ing  tog e the r cross-functiona l te a m s of d e sig ne rs, e ng ine e rs, 
a rt ists, a nd  sub je ct  m a tte r e xpe rts to  colla bora te  on the  cre a t ive  vision.

I m a g ine e ring  is not  just  a bout  te chnica l e ng ine e ring ; it  is a n a rt  form  tha t  com bine s 
cre a t ivity, innova tion, a nd  p rob le m -solving .



THE ART OF

I MAGI NEERI NG

The  I m a g ine e ring  p roce ss typ ica lly invo lve s the  fo llowing  
ste p s:

• I d e a t ion a nd  Conce p tua liza t ion 
• Pro to typ ing  a nd  Exp e rim e nta t ion 
• Colla b ora t ive  De sig n
• Eng ine e ring  a nd  I m p le m e nta t ion 
• Cont inuous I m p rove m e nt



The p rincip le s o f I m a g ine e ring  ca n b e  a p p lie d  a cross va rious cre a t ive  ind ust rie s to  d rive  
innova t ion a nd  cre a te  t ra nsfo rm a t ive  e xp e rie nce s.

Exa m p le s:
• The m e  Pa rk De sig n: Disne y I m a g ine e rs use  I m a g ine e ring  to  d e sig n im m e rsive  a nd  e ng a g ing  

the m e  p a rk e xp e rie nce s, such a s the  Wiza rd ing  World  o f Ha rry Po t te r a t  Unive rsa l Stud ios.
• Film  a nd  Te le vision Prod uct ion: I m a g ine e ring  te chniq ue s ca n b e  a p p lie d  to  the  d e sig n o f 

cine m a t ic world s, sp e cia l e ffe cts, a nd  virtua l p rod uct ion e nvironm e nts.
• Exp e rie nt ia l Re ta il a nd  Eve nts: Re ta ile rs a nd  e ve nt  o rg a nize rs ca n le ve ra g e  I m a g ine e ring  to  

cre a te  ca p t iva t ing  a nd  m e m ora b le  in-sto re  o r e ve nt -b a se d  e xp e rie nce s.
• I nte ra ct ive  Ente rta inm e nt : Vid e o  g a m e  d e ve lop e rs ca n e m p loy I m a g ine e ring  to  d e sig n 

com p e lling  na rra t ive s, innova t ive  g a m e p la y m e cha nics, a nd  visua lly stunning  virtua l 
e nvironm e nts.

• Archite ctura l a nd  I nte rio r De sig n: I m a g ine e ring  p rincip le s ca n info rm  the  d e sig n o f 
innova t ive , im m e rsive , a nd  funct iona l b uilt  e nvironm e nts, from  corp ora te  o ffice s to  p ub lic 
sp a ce s.

APPLI CATI ON I N THE CREATI VE I NDUSTRI ES



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Creative 
Disrup t ion



• Reimagining  Existing  Processes : Identifying  and  rethinking  traditional  ways  of  
doing  things  to  create  new,  more  effective  solutions .

• Leveraging  Emerging  Technologies : Utilizing  the  latest  technological  
advancements  to  enable  new  possibilities  and  disrupt  existing  business  models .

• Challenging  Societal  Norms : Questioning  and  redefining  accepted  societal  and  
cultural  paradigms  to  create  new  and  more  inclusive  experiences .

• Fostering  Creativity  and  Innovation : Cultivating  an environment  that  encourages  
creative  thinking,  risk -taking,  and  the  exploration  of  novel  ideas .

KEY CHARACTERISTICS

OF CREATIVE DISRUPTION



EXAMPLE OF CREATI VE

DI SRUPTI ON I N THE CREATI VE DI SRUPTI ON

• Cirq ue  d u So le il
• Ne tflix
• Sp ot ify
• Pe lo ton
• Airb nb



FOSTERING

CREATI VE DI SRUPTI ON

Ke y st ra te g ie s fo r foste ring  cre a t ive  d isrup t ion:

• Encoura g ing  Dive rse  Pe rsp e ct ive s 
• Prom ot ing  Exp e rim e nta t ion a nd  I te ra t ion 
• Em p owe ring  Mult id iscip lina ry Colla b ora t ion 
• Em b ra cing  Cont inuous Le a rning
• Ce le b ra t ing  Succe sse s a nd  Le a rning  from  Fa ilure s

Cult iva t ing  a  culture  tha t  e m b ra ce s 
cre a t ivity, innova t ion, a nd  risk-ta king  is  
crucia l fo r d riving  cre a t ive  d isrup t ion.



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



DISRUPTIVE PRODUCTS 
AND SERVI CES



APPLYING IMAGINEERING AND CREATIVE DISRUPTION IN 
THE CREATI VE I NDUSTRI ES

The  cre a t ive  ind ustrie s a re  we ll-posit ione d  to  le ve ra g e  the  p rincip le s of 
I m a g ine e ring  a nd  Cre a t ive  Disrup t ion to  d rive  innova t ion a nd  t ra nsform a tion.

Disrup t ive  Prod ucts: Exa m ining  ca se  stud ie s of p rod ucts a nd  se rvice s tha t  ha ve  
sig nifica ntly a lte re d  the ir ind ustrie s. For e xa m ple , a na lyzing  how the  iPhone  
t ra nsform e d  the  m ob ile  phone  m a rke t  by inte g ra t ing  a  touch scre e n inte rfa ce  a nd  
a  wid e  a rra y of a pps.

Disrup t ive  innova t ion is the  p roce ss of cre a t ing  ne w p rod ucts or se rvice s tha t  
d isrup t  a nd  e ve ntua lly re p la ce  e sta b lishe d  m a rke t  le a d e rs.



CASE STUDY 1:

I NDUSTRY: ENTERTAI NMENT

DI SRUPTI ON: NETFLI X DI SRUPTED THE TRADI TI ONAL CABLE TV AND VI DEO RENTAL 
I NDUSTRI ES BY PROVI DI NG AN ON-DEMAND, SUBSCRI PTI ON-BASED STREAMI NG SERVI CE.

Ke y Disrup tive  Stra te g ie s:
• Le ve ra g e d  e m e rg ing  inte rne t  a nd  stre a m ing  te chnolog ie s to  offe r a  m ore  conve nie nt  a nd  

pe rsona lize d  vie wing  e xpe rie nce .
• I nve ste d  he a vily in orig ina l conte nt  p rod uction, cha lle ng ing  the  tra d it iona l stud io  m od e l.
• Utilize d  d a ta  a na lyt ics to  be t te r und e rsta nd  custom e r p re fe re nce s a nd  ta ilor conte nt  

re com m e nd a tions.

I m pa ct: Ne tflix's d isrup tive  m od e l ha s le d  to  the  d e cline  of t ra d it iona l ca b le  TV a nd  the  rise  of 
stre a m ing  a s the  d om ina nt  form  of hom e  e nte rta inm e nt.



CASE STUDY 2:

I NDUSTRY: MUSI C

DI SRUPTI ON: SPOTI FY DI SRUPTED THE TRADI TI ONAL MUSI C I NDUSTRY BY OFFERI NG A 
SUBSCRI PTI ON-BASED, ON-DEMAND MUSI C STREAMI NG SERVI CE.

Ke y Disrup tive  Stra te g ie s:
• Provid e d  use rs with a cce ss to  a  va st  ca ta log  of m usic throug h a  use r-frie nd ly, m ob ile -first  

p la tform .
• Le ve ra g e d  d a ta  a nd  a lg orithm s to  cre a te  pe rsona lize d  p la ylists a nd  m usic re com m e nd a tions.
• Ena b le d  a rt ists to  d ire ct ly re a ch a nd  e ng a g e  with the ir fa ns throug h the  p la tform .

I m pa ct: Spotify's m od e l ha s sig nifica ntly re d uce d  m usic p ira cy a nd  tra nsform e d  the  wa y pe op le  
d iscove r, liste n to , a nd  consum e  m usic.



CASE STUDY 3:

I NDUSTRY: FI TNESS

DI SRUPTI ON: PELOTON DI SRUPTED THE TRADI TI ONAL FI TNESS I NDUSTRY BY OFFERI NG A 
CONNECTED, HI GH-END HOME EXERCI SE BI KE WI TH LI VE AND ON-DEMAND WORKOUT CLASSES.

Ke y Disrup tive  Stra te g ie s:
• I nte g ra te d  sta te -of-the -a rt  te chnolog y, includ ing  a  la rg e  touchscre e n a nd  re a l-t im e  pe rform a nce  

tra cking , to  cre a te  a n im m e rsive  a nd  e ng a g ing  fitne ss e xpe rie nce .
• Cult iva te d  a  strong  se nse  of com m unity a m ong  its use rs throug h live  cla sse s, le a d e rboa rd s, a nd  

socia l fe a ture s.
• Posit ione d  the  Pe loton b ra nd  a s a  life style  a nd  sta tus sym bol, a ppe a ling  to  a fflue nt  consum e rs.

I m pa ct: Pe loton ha s tra nsform e d  the  hom e  fitne ss m a rke t  by p rovid ing  a  p re m ium , conne cte d  
e xe rcise  e xpe rie nce  tha t  com pe te s with tra d it iona l g ym  m e m be rships.



CASE STUDY 4:

I NDUSTRY: LI VE ENTERTAI NMENT

DI SRUPTI ON: CI RQUE DU SOLEI L DI SRUPTED THE TRADI TI ONAL CI RCUS I NDUSTRY BY 
CREATI NG A NEW GENRE OF CONTEMPORARY CI RCUS PERFORMANCES.

Ke y Disrup tive  Stra te g ie s:
• Elim ina te d  the  use  of a nim a ls a nd  focuse d  on hum a n a croba tic a nd  the a trica l pe rform a nce s.
• Ble nd e d  va rious a rt  form s, includ ing  m usic, d a nce , a nd  storyte lling , to  cre a te  visua lly stunning  

a nd  e m otiona lly ca p tiva t ing  shows.
• Ta rg e te d  a  wid e r, m ore  upsca le  a ud ie nce  by posit ioning  Cirque  d u Sole il a s a  hig h-e nd , 

a rt ist ic e nte rta inm e nt e xpe rie nce .

I m pa ct: Cirque  d u Sole il's innova tive  a pp roa ch ha s tra nsform e d  the  live  e nte rta inm e nt ind ustry, 
re d e fining  the  circus e xpe rie nce  a nd  a t tra ct ing  a  g loba l a ud ie nce .



CASE STUDY 5:

I NDUSTRY: HOSPI TALI TY

DI SRUPTI ON: AI RBNB DI SRUPTED THE TRADI TI ONAL HOTEL I NDUSTRY BY PROVI DI NG AN 
ONLI NE PLATFORM FOR I NDI VI DUALS TO LI ST, DI SCOVER, AND BOOK UNI QUE 
ACCOMMODATI ONS AND EXPERI ENCES.

Ke y Disrup tive  Stra te g ie s:
• Ena b le d  ind ivid ua l hom e owne rs a nd  p rope rty owne rs to  e a sily list  a nd  re nt  out  the ir spa ce s, 

cre a t ing  a  ne w supp ly of a ccom m od a tions.
• Offe rs a  m ore  pe rsona lize d  a nd  a uthe ntic t ra ve l e xpe rie nce  com pa re d  to  tra d it iona l hote l sta ys.
• Le ve ra g e d  use r-g e ne ra te d  conte nt , re vie ws, a nd  a  com m unity-d rive n p la tform  to  build  trust  a nd  

cre d ib ility.

I m pa ct: Airbnb 's d isrup tive  m od e l ha s sig nifica ntly im pa cte d  the  hosp ita lity ind ustry, le a d ing  to  
incre a se d  com pe tit ion a nd  cha ng e s in re g ula t ions a nd  m a rke t  d yna m ics.



CASE STUDY 6:

I NDUSTRY: FASHI ON

DI SRUPTI ON: RENT THE RUNWAY DI SRUPTED THE TRADI TI ONAL RETAI L MODEL BY 
OFFERI NG A SUBSCRI PTI ON-BASED SERVI CE THAT ALLOWS CUSTOMERS TO RENT HI GH-END 
DESI GNER CLOTHI NG AND ACCESSORI ES.

Ke y Disrup tive  Stra te g ie s:
• Provid e d  a cce ss to  a  wid e  ra ng e  of d e sig ne r ite m s a t  a  fra ct ion of the  re ta il cost .
• Le ve ra g e d  d a ta  a na lyt ics to  cura te  pe rsona lize d  re com m e nd a tions for custom e rs.
• Foste re d  a  se nse  of com m unity a nd  e ng a g e m e nt throug h the ir online  p la tform  a nd  m ob ile  

a pp .

I m pa ct: Re nt  the  Runwa y ha s tra nsform e d  the  wa y pe op le  a cce ss a nd  consum e  fa shion, 
cha lle ng ing  the  tra d it iona l owne rship -ba se d  re ta il m od e l.



CASE STUDY 7:

I NDUSTRY: PUBLI SHI NG

Disrup tion: Wa ttpa d  d isrup te d  the  tra d it iona l pub lishing  ind ustry by p rovid ing  a n online  p la tform  for 
write rs to  sha re  the ir storie s a nd  conne ct  d ire ct ly with re a d e rs.

Ke y Disrup tive  Stra te g ie s:
• Em powe re d  a uthors to  pub lish a nd  build  a  fo llowing  without  the  ne e d  for t ra d it iona l pub lishing  

contra cts.
• Utilize d  d a ta  a nd  use r e ng a g e m e nt m e trics to  id e ntify popula r storie s a nd  nurture  e m e rg ing  

writ ing  ta le nt .
• Foste re d  a  vib ra nt  online  com m unity whe re  re a d e rs a nd  write rs could  inte ra ct  a nd  colla bora te .

I m pa ct: Wa ttpa d  ha s d e m ocra t ize d  the  pub lishing  ind ustry, e na b ling  ne w voice s a nd  storyte lling  
form a ts to  e m e rg e  a nd  g a in tra ct ion.



CASE STUDY 8:

I NDUSTRY: ART GALLERY AND AUCTI ON

Disrup tion: Artsy d isrup te d  the  tra d it iona l a rt  world  by p rovid ing  a n online  p la tform  for d iscove ring , 
buying , a nd  se lling  a rtwork.

Ke y Disrup tive  Stra te g ie s:
• Le ve ra g e d  te chnolog y to  m a ke  the  a rt  world  m ore  a cce ssib le  a nd  tra nspa re nt  for both colle ctors 

a nd  a rt ists.
• Offe re d  a  use r-frie nd ly p la tform  tha t  a llowe d  for e a sy b rowsing , re se a rch, a nd  purcha se  of 

a rtworks.
• Utilize d  d a ta  a nd  a lg orithm s to  pe rsona lize  a rt  re com m e nd a tions a nd  conne ct  buye rs with 

re le va nt  works.

I m pa ct: Artsy ha s d e m ocra t ize d  the  a rt  m a rke t , e na b ling  m ore  pe op le  to  e ng a g e  with a nd  a cquire  
a rt , while  a lso  p rovid ing  ne w opportunit ie s for a rt ists to  re a ch a  g loba l a ud ie nce .



CASE STUDY 9:

I NDUSTRY: HANDMADE AND VI NTAGE GOODS

Disrup tion: Etsy d isrup te d  the  tra d it iona l cra ft  a nd  a rt isa na l g ood s m a rke t  by p rovid ing  a n online  
m a rke tp la ce  for ind e pe nd e nt  cre a tors to  se ll the ir unique , ha nd m a d e  p rod ucts.

Ke y Disrup tive  Stra te g ie s:
• Em powe re d  ind ivid ua l a rt isa ns a nd  sm a ll busine sse s to  re a ch a  g loba l custom e r ba se .
• Foste re d  a  com m unity-d rive n p la tform  tha t  ce le b ra te d  the  storie s a nd  cra ftsm a nship  be hind  

e a ch p rod uct .
• Le ve ra g e d  the  g rowing  consum e r d e m a nd  for a uthe ntic, susta ina b le , a nd  pe rsona lize d  

p rod ucts.

I m pa ct: Etsy ha s re volutionize d  the  wa y pe op le  d iscove r, purcha se , a nd  va lue  ha nd m a d e  a nd  
vinta g e  g ood s, support ing  the  live lihood s of countle ss ind e pe nd e nt  cre a tors.



CASE STUDY 10:

I NDUSTRY: SOCI AL I NNOVATI ON AND ACTI VI SM

Disrup tion: Anna  Oposa , co-founde r of Sa ve  Philipp ine  Se a s, d isrup te d  the  fie ld  of m a rine  conse rva tion with 
innova tive , com m unity-d rive n a pp roa che s to  p rote ct ing  m a rine  re source s a nd  ra ising  e nvironm e nta l 
a wa re ne ss.

Ke y Disrup tive  Stra te g ie s:
• Com m unity Eng a g e m e nt: De ve lope d  g ra ssroots p rog ra m s tha t  involve  loca l com m unit ie s in m a rine  

conse rva tion e fforts, e nsuring  susta ina b le  a nd  inclusive  p ra ct ice s.
• Educa tion a nd  Advoca cy: La unche d  e duca tiona l ca m pa ig ns to  ra ise  a wa re ne ss a bout  m a rine  conse rva tion 

issue s, ta rg e ting  schools, busine sse s, a nd  policym a ke rs.
• Cre a tive  Solutions: I m p le m e nte d  cre a t ive  solut ions such a s a rt  insta lla t ions a nd  socia l m e d ia  ca m pa ig ns to  

hig hlig ht  e nvironm e nta l issue s a nd  m ob ilize  support .

I m pa ct: Anna  Oposa ’s work ha s sig nifica ntly a dva nce d  m a rine  conse rva tion e fforts in the  Philipp ine s, le a d ing  to  
g re a te r pub lic a wa re ne ss a nd  policy cha ng e s. He r innova tive  stra te g ie s ha ve  insp ire d  sim ila r init ia t ive s g loba lly, 
e m pha sizing  the  im porta nce  of com m unity involve m e nt in e nvironm e nta l p rote ct ion.



CASE STUDY 11:

I NDUSTRY: MUSI C

Disrup tion: J oe y Aya la  d isrup te d  the  Filip ino m usic sce ne  by b le nd ing  
tra d it iona l Filip ino m usica l instrum e nts a nd  style s with conte m pora ry m usic, 
cre a t ing  a  unique  sound  tha t  ce le b ra te s a nd  p re se rve s Filip ino cultura l he rita g e .

Ke y Disrup tive  Stra te g ie s:
• Cultura l Fusion: I nte g ra te d  ind ig e nous Filip ino instrum e nts like  the  kulinta ng , kub ing , a nd  he g a long  with 

m ode rn g e nre s such a s fo lk, rock, a nd  pop .
• Socia l Advoca cy: Use d  his m usic a s a  p la tform  to  a dd re ss socia l, e nvironm e nta l, a nd  polit ica l issue s, 

p rom oting  cultura l a wa re ne ss a nd  a ct ivism .
• I nnova tive  Pe rform a nce s: Em ploye d  m ult im e d ia  e le m e nts a nd  inte ra ct ive  pe rform a nce s to  e ng a g e  a ud ie nce s 

a nd  e nha nce  the  storyte lling  a spe ct  of his m usic.

I m pa ct: J oe y Aya la ’s innova tive  a pp roa ch ha s re vita lize d  inte re st  in t ra d it iona l Filip ino m usic, foste ring  a  de e pe r 
a pp re cia t ion for the  country’s cultura l he rita g e . His work ha s insp ire d  a  ne w g e ne ra t ion of m usicia ns to  e xp lore  
a nd  ce le b ra te  the ir roots while  a dd re ssing  conte m pora ry issue s throug h the ir a rt .



CASE STUDY 12:

I NDUSTRY: DESI GN AND FURNI TURE

Disrup tion: Ke vin Cobonpue  re volutionize d  the  furniture  de sig n industry by inte g ra t ing  
tra d it iona l Filip ino cra ftsm a nship  with conte m pora ry de sig n, cre a t ing  g loba lly 
a ccla im e d  p ie ce s tha t  hig hlig ht  the  richne ss of Filip ino m a te ria ls a nd  te chnique s.

Ke y Disrup tive  Stra te g ie s:
• I nnova tive  Ma te ria ls: Utilize d  ind ig e nous m a te ria ls like  ra t ta n, a ba ca , a nd  

      ba m boo, t ra nsform ing  the m  into  m ode rn, stylish furniture  p ie ce s.
• Artisa na l Cra ftsm a nship : Colla bora te d  with loca l a rt isa ns to  p re se rve  tra d it iona l cra ftsm a nship  while  pushing  

the  bounda rie s of de sig n.
• Globa l Re a ch: Expa nde d  the  re a ch of Filip ino de sig n to  inte rna tiona l m a rke ts, g a ining  re cog nit ion a nd  a wa rds 

from  p re st ig ious de sig n org a niza t ions.

I m pa ct: Ke vin Cobonpue ’s work ha s e le va te d  Filip ino cra ftsm a nship  to  the  g loba l sta g e , de m onstra t ing  the  
pote ntia l of t ra d it iona l m a te ria ls in conte m pora ry de sig n. His succe ss ha s insp ire d  o the r de sig ne rs to  e xp lore  a nd  
innova te  with loca l re source s, p rom oting  susta ina b le  a nd  cultura lly roote d  de sig n p ra ct ice s.



CASE STUDY 14:

I NDUSTRY: FI LM

Disrup tion: Kid la t  Ta him ik, a  p ione e r of inde pe nde nt  cine m a  in the  Philipp ine s, 
d isrup te d  conve ntiona l film m a king  with his d ist inct  na rra t ive  style , b le nd ing  
docum e nta ry a nd  fict iona l e le m e nts to  e xp lore  the m e s of ide ntity, colonia lism , a nd  g loba liza t ion.

Ke y Disrup tive  Stra te g ie s:
• Autob iog ra phica l Ele m e nts: I ncorpora te d  his pe rsona l e xpe rie nce s a nd  cultura l ide ntity into  his film s, cre a t ing  

a  unique  a nd  a uthe ntic storyte lling  a pp roa ch.
• DI Y Film m a king : Em bra ce d  a  do-it-yourse lf (DI Y) a pp roa ch, using  low-budg e t  a nd  unconve ntiona l m e thods to  

p roduce  his film s, cha lle ng ing  the  norm s of m a instre a m  cine m a .
• Cultura l Com m e nta ry: Addre sse d  com ple x the m e s such a s post-colonia l ide ntity a nd  g loba liza t ion, p rovid ing  

crit ica l insig hts into  the  Filip ino e xpe rie nce .

I m pa ct: Kid la t  Ta him ik’s work ha s sig nifica ntly influe nce d  inde pe nde nt  film m a ke rs in the  Philipp ine s a nd  a b roa d , 
e ncoura g ing  the m  to  e xp lore  a lte rna tive  na rra t ive s a nd  p roduction m e thods. His film s ha ve  g a rne re d  
inte rna tiona l a ccla im , hig hlig hting  the  powe r of inde pe nde nt  cine m a  to  te ll com pe lling , cultura lly re sona nt  storie s.



CASE STUDY 15:

I NDUSTRY: THEATER AND PERFORMI NG ARTS

Disrup tion: Gia n Ca rlo  de  J e sus d isrup te d  tra d it iona l the a te r by introducing  the  
'Ba ha y-Ba ha ya n' pa rt icipa tory the a te r fra m e work, which e m pha size s im m e rsive  
a nd  inte ra ct ive  pe rform a nce s tha t  e ng a g e  a ud ie nce s in unique  a nd  tra nsform a tive  

Ke y Disrup tive  Stra te g ie s:
• Pa rt icipa tory Fra m e work: De ve lope d  'Ba ha y-Ba ha ya n,' a  pa rt icipa tory the a te r fra m e work tha t  b re a ks the  

fourth wa ll a nd  involve s the  a ud ie nce  in the  storyte lling  p roce ss.
• I nnova tive  Educa tion: I nte g ra te d  the a te r with e duca tiona l init ia t ive s, using  pe rform a nce  a rts a s a  tool for 

socia l e m powe rm e nt a nd  com m unity e ng a g e m e nt.
• I nte rd iscip lina ry Approa ch: Ble nde d  e le m e nts of g a m e  de sig n, im m e rsive  the a te r, a nd  tra d it iona l Filip ino 

cultura l p ra ct ice s to  cre a te  a  ne w form  of storyte lling .

I m pa ct: Gia n Ca rlo  de  J e sus’s d isrup tive  a pp roa ch ha s tra nsform e d  the  Philipp ine  the a te r sce ne , e ncoura g ing  
g re a te r a ud ie nce  involve m e nt a nd  foste ring  a  de e pe r conne ction be twe e n pe rform e rs a nd  the  com m unity. His 
work ha s a lso  insp ire d  o the r a rt ists a nd  e duca tors to  e xp lore  innova tive  m e thods in the ir p ra ct ice s.

wa ys.



• Democratizing access and opportunity
• Leveraging technology to enhance the user experience
• Fostering community and connection
• Challenging traditional industry norms and power structures
• Enabling new forms of creativity and self -expression

WHEN IMAGINEERING AND CREATIVE 
DISRUPTION COLLIDE



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Innovative and Disruptive Thinking Techniques



• A tool for creative thinking that encourages exploring 
different ways to innovate by Substituting, Combining, 
Adapting, Modifying, Putting to another use, Eliminating, 
and Reversing aspects of a product or service.

SCAMPER



INTRODUCTION TO SCAMPER

SCAMPER is a  cre a t ive  
thinking  a nd  p rob le m -
solving  te chniq ue  d e sig ne d  
to  he lp  g e ne ra te  innova tive  
ide a s by p rom p ting  ne w 
pe rspe ct ive s on e xist ing  
p roducts, se rvice s, or 
p roce sse s. De ve lope d  b y 
Bob  Ebe rle , SCAMPER 
sta nd s for:

• Substitute
• Com bine
• Ad a p t
• Mod ify (a lso  Ma g nify, Minify)
• Put to  a nothe r use
• Elim ina te
• Re ve rse  (a lso  Re a rra ng e )

By syste m a tica lly a pp lying  the se  p rom pts, ind ivid ua ls a nd  
te a m s ca n e xp lore  a  wid e  ra ng e  of possib ilit ie s a nd  
uncove r ne w opportunit ie s for innova tion.







BENEFITS OF SCAMPER

• Encoura g e s d ive rg e nt  thinking  a nd  cre a t ivity
• He lps ove rcom e  m e nta l b locks a nd  tra d it iona l thinking  

pa t te rns
• Provide s a  st ructure d  a pp roa ch to  b ra instorm ing
• Ca n be  a pp lie d  to  a ny p roduct , se rvice , or p roce ss



Objective:
To use  the  SCAMPER te chnique  to  g e ne ra te  
innova t ive  id e a s for im proving  or cre a t ing  a  ne w 
p rod uct  or se rvice .

Ma te ria ls Ne e d e d :
• White boa rd  or flip  cha rt
• Ma rke rs
• Sticky note s
• Tim e r
• Exa m ple  p rod uct  or se rvice  (re a l or hypothe tica l)

Act ivity: SCAMPER Workshop



Activity Steps:
1. I ntroduction (10 m inute s):
 - Exp la in the  SCAMPER te chnique  a nd  its purpose .
- Provid e  a n ove rvie w of e a ch SCAMPER p rom pt with 
e xa m ple s.
 - I ntrod uce  the  e xa m ple  p rod uct  or se rvice  tha t  will be  
the  focus of the  a ct ivity.

Act ivity: SCAMPER Workshop



2. Brainstorming Session (30 minutes):
 - Divid e  pa rt icipa nts into  sm a ll g roups (3-5 pe op le  pe r g roup ).
 - Assig n e a ch g roup  a  SCAMPER p rom pt (Subst itute , Com bine , 
e tc.).
 - Give  e a ch g roup  5 m inute s to  b ra instorm  id e a s ba se d  on the ir 
a ssig ne d  p rom pt.
 - Afte r 5 m inute s, ro ta te  the  p rom pts so  e a ch g roup  g e ts a  
cha nce  to  work with a ll se ve n SCAMPER p rom pts.
 - Encoura g e  pa rt icipa nts to  write  d own the ir id e a s on st icky 
note s a nd  p la ce  the m  on the  white boa rd  or flip  cha rt  und e r the  
corre spond ing  SCAMPER ca te g ory.

Act ivity: SCAMPER Workshop



3. Idea Sharing and Discussion (20 minutes):
 - Re conve ne  a s a  la rg e r g roup .
 - Ha ve  e a ch g roup  p re se nt  the ir id e a s for e a ch SCAMPER 
p rom pt.
 - Discuss the  fe a sib ility a nd  pote ntia l im pa ct  of the  id e a s.
 - Encoura g e  pa rt icipa nts to  build  on e a ch o the r's id e a s a nd  
e xp lore  com bina tions of d iffe re nt  SCAMPER p rom pts.

Act ivity: SCAMPER Workshop



4. Selection and Next Steps (10 minutes):
 - As a  g roup , se le ct  the  m ost  p rom ising  id e a s for furthe r 
d e ve lopm e nt.
 - Discuss the  ne xt  ste ps for p ro totyp ing , te st ing , a nd  
im p le m e nting  the  se le cte d  id e a s.
 - Assig n ro le s a nd  re sponsib ilit ie s for fo llow-up  a ct ions.

Act ivity: SCAMPER Workshop



Substitute: What materials or components can be replaced to improve the smartwatch? 
(e .g ., re p la cing  the  b a t te ry with a  so la r-p owe re d  a lte rna t ive )

Com b ine : Ca n we  com b ine  the  sm a rtwa tch with a no the r d e vice  o r fe a ture  to  cre a te  a d d e d  
va lue ? (e .g ., inte g ra t ing  a  fitne ss t ra cke r a nd  m e d ica l a le rt  syste m )

Ad a p t : How ca n we  a d a p t  the  sm a rtwa tch fo r a  d iffe re nt  use r g roup  o r p urp ose ? 
(e .g ., d e sig ning  a  ve rsion sp e cifica lly fo r child re n o r the  e ld e rly)

Mod ify: Wha t  ca n b e  m od ifie d  o r e nha nce d  to  m a ke  the  sm a rtwa tch m ore  a p p e a ling ? 
(e .g ., a d d ing  custom iza b le  wa tch fa ce s o r inte rcha ng e a b le  b a nd s)

Put  to  a no the r use : Ca n the  sm a rtwa tch b e  re p urp ose d  fo r a  d iffe re nt  funct ion? 
(e .g ., using  it  a s a  re m ote  contro l fo r sm a rt  hom e  d e vice s)

Elim ina te : Wha t  fe a ture s o r com p one nts ca n b e  re m ove d  to  sim p lify the  sm a rtwa tch? 
(e .g ., e lim ina t ing  non-e sse nt ia l a p p s to  im p rove  b a t te ry life )

Re ve rse : Ca n we  re a rra ng e  the  o rd e r o f fe a ture s o r cha ng e  the  wa y the  sm a rtwa tch is use d ? 
(e .g ., d e ve lop ing  a  m od ula r d e sig n whe re  use rs ca n a d d  o r re m ove  com p one nts a s ne e d e d ).

Exa m p le  SCAMPER Prom p ts fo r a  Prod uct : Sm a rtwa tch



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



• Useless Objects: Identifying and creating products perceived as 
'useless' to inspire creativity.

• Obsolescence: Exploring the concepts of objects that have lost 
their utility or have been made obsolete by newer innovations, 
such as typewriters being replaced by computers.

• Repurposing Objects: Investigating how objects can be given 
new life and purpose through creative repurposing, such as using 
shipping containers to build homes

Useless Objects, 
Obsolescence and 
Repurposing



INTRODUCTION TO USELESS OBJECTS, 
OBSOLESCENCE AND REPURPOSI NG

Use le ss Ob je cts is a  cre a t ive  e xe rcise  tha t  e ncoura g e s 
pa rt icipa nts to  find  innova tive  use s for ite m s typ ica lly 
consid e re d  to  be  obsole te , re dunda nt , or without  p ra ct ica l 
va lue . By re de fining  the  purpose  of the se  ob je cts, ind ivid ua ls 
ca n d e ve lop  the ir cre a t ivity, e nha nce  p rob le m -solving  skills, 
a nd  foste r a  m indse t  of re source fulne ss a nd  susta ina b ility.

The  conce p t  is ba se d  on the  ide a  tha t  e ve n ite m s de e m e d  
"use le ss" ca n ha ve  pote nt ia l use s whe n vie we d  from  a  
d iffe re nt  pe rspe ct ive . This e xe rcise  cha lle ng e s conve ntiona l 
thinking  a nd  insp ire s innova tive  solut ions by pushing  
pa rt icipa nts to  think outside  the  box.

Be ne fits of the  Use le ss Ob je cts 
Exe rcise :

• Enha nce s cre a t ivity a nd  
im a g ina t ion

• Prom ote s susta ina b le  
thinking  by e ncoura g ing  the  
re purposing  of m a te ria ls

• I m prove s p rob le m -solving  
a b ilit ie s

• Foste rs a  m indse t  of 
re source fulne ss a nd  
innova tion



Objective:
To st im ula te  cre a t ive  thinking  by find ing  ne w a nd  innova t ive  use s for 
ob je cts typ ica lly conside re d  use le ss.

Ma te ria ls Ne e d e d :
• A colle ct ion of "use le ss" ob je cts (e .g ., b roke n g a d g e ts, o ld  CDs, 

worn-out  clo thing , obsole te  te ch d e vice s, e m p ty conta ine rs)
• White boa rd  or flip  cha rt
• Ma rke rs
• Sticky note s
• Tim e r

Act ivity: Use le ss Ob je cts Workshop



Activity Steps:
1. I ntroduction (10 m inute s):
 - Exp la in the  purpose  a nd  be ne fits of the  Use le ss 
Ob je cts e xe rcise .
 - Provid e  a n ove rvie w of the  a ct ivity a nd  wha t  
pa rt icipa nts will be  d oing .
 - Show a  fe w e xa m ple s of "use le ss" ob je cts a nd  
d iscuss why the y a re  consid e re d  to  ha ve  lit t le  to  no  
va lue  in the ir curre nt  sta te .

Act ivity: Use le ss Ob je cts Workshop



2. Group Brainstorming (30 minutes):
 - Divid e  pa rt icipa nts into  sm a ll g roups (3-5 pe op le  pe r 
g roup ).
 - Assig n e a ch g roup  a  se le ct ion of "use le ss" ob je cts.
 - Encoura g e  e a ch g roup  to  e xa m ine  the ir ob je cts a nd  
b ra instorm  pote ntia l ne w use s for the m . Re m ind  the m  
to  think cre a t ive ly a nd  a void  d ism issing  a ny id e a s too  
quickly.
 - Provid e  st icky note s for pa rt icipa nts to  write  d own 
the ir id e a s a nd  p la ce  the m  on the  white boa rd  or flip  
cha rt .

Act ivity: Use le ss Ob je cts Workshop



3. Idea Sharing and Discussion (20 minutes):
 - Re conve ne  a s a  la rg e r g roup .
 - Ha ve  e a ch g roup  p re se nt  the ir ob je cts a nd  sha re  the  
innova t ive  use s the y ca m e  up  with.
 - Discuss the  fe a sib ility, cre a t ivity, a nd  pote ntia l 
im pa ct  of e a ch id e a .
 - Encoura g e  pa rt icipa nts to  build  on e a ch o the r's id e a s 
a nd  e xp lore  com bina tions of d iffe re nt  re purposing  
conce p ts.

Act ivity: Use le ss Ob je cts Workshop



4. Prototype Development (20 minutes):
 - Ba se d  on the  id e a s g e ne ra te d , e a ch g roup  se le cts 
one  or two conce p ts to  d e ve lop  furthe r.
 - Using  a va ila b le  m a te ria ls, tools, a nd  a rt  supp lie s, 
g roups cre a te  sim p le  p ro totype s or visua l 
re p re se nta t ions of the ir re purpose d  ob je cts.
 - Encoura g e  g roups to  think a bout  the  funct iona lity, 
d e sig n, a nd  pote ntia l use r e xpe rie nce  of the ir ne w 
p rod uct .

Act ivity: Use le ss Ob je cts Workshop



5. Presentation and Feedback (10 minutes):
 - Ea ch g roup  p re se nts the ir p ro totype s to  the  la rg e r 
g roup , e xp la ining  the  thoug ht  p roce ss a nd  cre a t ive  
journe y be hind  the ir re purpose d  ob je cts.
 - Provid e  construct ive  fe e d ba ck, sug g e stions for 
im prove m e nt, a nd  d iscuss the  pote ntia l re a l-world  
a pp lica t ions of the  id e a s.

Act ivity: Use le ss Ob je cts Workshop



Obsolete Tech Devices: Convert into retro -the m e d  hom e  
d e cor, e d uca t iona l too ls, o r nove lty ite m s.

Exa m p le  Use le ss Ob je cts a nd  I d e a s:

Old  CDs: Turn the m  into  coa ste rs, d e cora t ive  wa ll 
a rt , o r re fle cto rs fo r a  g a rd e n.

Broke n Ga d g e ts:Re p urp ose  com p one nts fo r DI Y te ch 
p ro je cts, cre a te  uniq ue  sculp ture s, o r use  p a rts  in 

e d uca t iona l STEM kits .

Worn-out  Clo thing : Tra nsform  into  cle a ning  ra g s, 
p a tchwork q uilt s , o r up cycle d  fa shion a cce ssorie s.

Em p ty Conta ine rs: Use  a s p la nt  p o ts, sto ra g e  
o rg a nize rs, o r DI Y hom e  d e cor.



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Embracing the process of exploration and 
d iscove ry without  a  fixe d  d e st ina t ion, 
a llowing  fo r une xp e cte d  insig hts a nd  
innova t ions.



Introduction to the Art of Getting Lost

The Art of Getting Lost is a creative exercise designed to encourage exploration, discovery, and serendipity by intentionally 
stepping away from structured paths and routines. By embracing uncertainty and wandering without a fixed destination, 
individuals can unlock new ideas, gain fresh perspectives, and experience moments of unexpected inspiration. This 
technique is particularly valuable for creative fields, where the ability to think outside the box and find novel solutions is 
crucial.

Benefits of the Art of Getting Lost:

- Promotes creative thinking and innovation
- Reduces stress by encouraging a playful, explorative mindset
- Enhances observational skills and awareness
- Leads to serendipitous discoveries and new connections
- Fosters a sense of adventure and curiosity



Materials Needed:
• Comfortable walking shoes and appropriate outdoor clothing
• Notebooks or sketchpads
• Pens or pencils
• Cameras or smartphones (optional)
• Map of the local area (for reference only, not to be used during 

the activity)

Objective:
To stimulate creativity and innovation by encouraging participants to explore unfamiliar 
environments and embrace uncertainty.

Activity: Art of Getting Lost Workshop



Activity Steps:

1. Introduction (10 minutes):
   - Explain the concept and benefits of the Art of Getting Lost.
   - Emphasize the importance of embracing uncertainty and being open to 
new experiences.
   - Provide an overview of the activity and outline any safety considerations 
(e.g., staying within a designated area, staying with a buddy).

Activity: Art of Getting Lost Workshop



Activity Steps:

2. Preparation (5 minutes):
 - Encourage participants to leave behind their digital devices (except 
for cameras/smartphones for capturing moments if desired) to 
minimize distractions.
 - Distribute notebooks or sketchpads and pens/pencils for recording 
observations and ideas.
 - Briefly review the local area map to establish boundaries and ensure 
participants are familiar with the general surroundings.

Activity: Art of Getting Lost Workshop



Activity Steps:

3. Exploration (30 minutes):
• Instruct participants to begin walking and exploring the area 

without a specific destination in mind.
•  Encourage them to take note of anything that captures their 

attention—interesting sights, sounds, smells, textures, or 
interactions.

•  Remind participants to be open to new experiences and to follow 
their curiosity wherever it leads.

Activity: Art of Getting Lost Workshop



Activity Steps:

4. Documenting Discoveries (20 minutes):
 - After the exploration period, gather participants in a designated 
meeting spot.
 - Ask them to spend some time documenting their discoveries and 
observations in their notebooks or sketchpads.
 - Encourage participants to reflect on their experiences and consider 
any new ideas or inspirations that emerged during the exploratio

Activity: Art of Getting Lost Workshop



Activity Steps:

5. Sharing and Discussion (20 minutes):
 - Reconvene as a larger group.
 - Have each participant share one or two interesting discoveries or 
insights from their exploration.
 - Discuss how the experience of getting lost can lead to new 
perspectives and creative ideas.
 - Encourage participants to think about how they can incorporate the 
Art of Getting Lost into their regular creative practice.

Activity: Art of Getting Lost Workshop



Activity Steps:

6. Creative Application (15 minutes):
 - Invite participants to use their observations and insights as 
inspiration for a creative project or idea.
 - Provide materials for sketching, writing, or brainstorming (e.g., large 
sheets of paper, markers, sticky notes).
 - Allow time for participants to develop a concept or prototype based 
on their experiences.

Activity: Art of Getting Lost Workshop



Example Applications of Getting Lost:
- Artis ts : Use  observa tions  from the  explora tion to inspire  a  
new piece  of a rtwork.
- Write rs : Deve lop a  s tory or poem based on an unexpected 
encounte r or discovery.
-Des igners : Crea te  a  prototype  for a  product inspired by 
na tura l forms  or pa tte rns  observed during the  walk.
-Entrepreneurs : Bra ins torm new bus iness  ideas  or solutions  
to exis ting cha llenges  based on fresh perspectives  ga ined 
from the  experience .

This  activity encourages  participants  to s tep out of the ir 
comfort zones , embrace  uncerta inty, and discover the  
hidden potentia l in the ir surroundings . By practicing the  Art of 
Getting Los t, individua ls  can unlock new leve ls  of crea tivity 
and innova tion in the ir work.



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Creating narratives and prototypes that envision 
p ossib le  fu ture  sce na rios a nd  p rod ucts, he lp ing  to  
id e nt ify op p ortunit ie s a nd  cha lle ng e s.



• Futures Thinking is a strategic approach that involves 
exploring potential future scenarios and trends to inform 
decision -making and innovation.

• It allows organizations to anticipate changes, identify 
emerging opportunities, and proactively adapt their 
products, services, and business models.

• Futures Thinking is particularly valuable in the creative 
industries, where innovation and adaptability are critical to 
success.



1. Environm e nta l Sca nning
• I d e nt ify a nd  a na lyze  t re nd s, d rive rs o f cha ng e , a nd  we a k sig na ls tha t  m a y im p a ct  the  ind ust ry 

o r m a rke t .
• Consid e r te chno log ica l, e conom ic, socia l, p o lit ica l, e nvironm e nta l, a nd  cultura l fa cto rs.

1. Sce na rio  De ve lop m e nt
• De ve lop  p la usib le  fu ture  sce na rios b a se d  on the  insig hts g a the re d  d uring  e nvironm e nta l 

sca nning .
• Exp lore  a  ra ng e  o f p ossib le  fu ture s, from  b e st -ca se  to  worst -ca se  sce na rios.

1. St ra te g ic Fore sig ht
• Ana lyze  the  im p lica t ions o f the  fu ture  sce na rios on the  o rg a niza t ion's p rod ucts, se rvice s, a nd  

b usine ss m od e l.
• I d e nt ify p o te nt ia l op p ortunit ie s, risks, a nd  the  ne e d  fo r st ra te g ic p ivo ts o r ne w ca p a b ilit ie s.

1. I d e a t ion a nd  I nnova t ion
• Bra insto rm  a nd  g e ne ra te  innova t ive  id e a s fo r ne w p rod ucts, se rvice s, o r b usine ss m od e ls tha t  

ca n thrive  in the  a nt icip a te d  fu ture  sce na rios.
• Le ve ra g e  the  insig hts from  future s thinking  to  info rm  the  id e a t ion a nd  d e ve lop m e nt  p roce ss.

The  Future s Thinking  Proce ss



• Form teams of 4-6 participants.
• Assign each team a specific creative industry (e.g., fashion, music, film, interactive entertainment, 

etc.).
• Instruct the teams to follow the Futures Thinking process: a. Environmental Scanning (15 minutes)
• Identify key trends, drivers of change, and weak signals that could impact the assigned creative 

industry in the next 5-10 years. b. Scenario Development (20 minutes)
• Based on the environmental scanning insights, develop 2-3 plausible future scenarios for the 

industry. c. Strategic Foresight (20 minutes)
• Analyze the implications of the future scenarios on the industry and identify potential opportunities 

and challenges. d. Ideation and Innovation (30 minutes)
• Brainstorm and develop innovative product or service concepts that could thrive in the anticipated 

future scenarios.
• Each team will present their future scenarios and innovative product/service ideas to the larger 

group (5 minutes per team).

Activity: Future Creative Products and Services



• What insights did you gain from the Futures Thinking process?
• How did the future scenarios inspire your team's innovative ideas?
• What were some of the key challenges or opportunities you identified for 

your industry?
• How can organizations in the creative industries effectively integrate 

Futures Thinking into their product and service development processes?

Debrief and Discussion



• Embracing Futures Thinking is a powerful approach for organizations in the 
creative industries to drive innovation and stay ahead of the curve.

• By leveraging this strategic foresight technique, teams can uncover new 
opportunities, anticipate challenges, and develop creative products and 
services that thrive in the evolving market landscape.

• Implementing Futures Thinking as part of the product development process 
can enhance an organization's ability to adapt, innovate, and maintain a 
competitive advantage in the dynamic creative industries.

Conclusion



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



A tool for considering various 
unce rta int ie s a nd  the ir p o te nt ia l e ffe cts 
on p rod uct  d e ve lop m e nt  a nd  innova t ion 
Em b ra cing  a m b ig uity a nd  unce rta inty a s 
a  source  o f cre a t ive  p o te nt ia l, ra the r tha n 
som e thing  to  b e  a vo id e d



Introduction to Box of Uncertainties

One  of the  b ig g e st  cha lle ng e s in p rod uct  d e ve lop m e nt  is  d e a ling  with unce rta inty. 
Ne w te chno log ie s a re  consta nt ly e m e rg ing , consum e r p re fe re nce s a re  a lwa ys shift ing , 
a nd  the  com p e t it ive  la nd sca p e  is in flux. As innova to rs, we  ne e d  to  e m b ra ce  
unce rta inty ra the r tha n t rying  to  e lim ina te  it . 

The  "Box of Unce rta int ie s" is  a  cre a t ive  e xe rcise  tha t  fo rce s us to  confront  
unce rta int ie s he a d -on a nd  im a g ine  how our p rod uct  id e a s m ig ht  ne e d  to  a d a p t . By 
consid e ring  a  ra ng e  o f unce rta in future  sce na rios, we  ca n st re ss-te st  our conce p ts a nd  
m a ke  the m  m ore  rob ust  a nd  future -p roof.



1. Identify key uncertainties: As a team, brainstorm a list of 10 -15 ke y unce rta int ie s tha t  could  im p a ct  your p rod uct  a re a  ove r the  ne xt  5-
10 ye a rs. The se  ca n re la te  to  te chnolog y, m a rke ts, re g ula t ions, socie ta l shift s , e tc.

2. Write  e a ch unce rta inty on a  slip  o f p a p e r a nd  p ut  it  into  a  b ox/ conta ine r.

3. Ta ke  turns d ra wing  3-5 unce rta inty slip s ra nd om ly from  the  b ox.

4 . For the  unce rta int ie s you d re w, d iscuss a s a  g roup : 
 - Wha t  is  the  p o te nt ia l im p a ct  on your p rod uct  if this circum sta nce  occurre d ?
 - How m ig ht  you ne e d  to  p ivo t  o r a d a p t  your p rod uct  conce p t?
 - Wha t  ne w op p ortunit ie s could  a rise  from  this unce rta in fu ture ?

Objective:
For this a ct ivity, g roup s will cre a te  the ir own "Box o f Unce rta int ie s" re la te d  to  the  
p rod uct  a re a  the y a re  e xp lo ring . Fo llow the se  ste p s:

Act ivity: Build ing  Your Box of Unce rta int ie s

The  g oa l is to  cre a te  p roduct  ide a s tha t  ca n re m a in 
innova tive  a nd  re le va nt de sp ite  the  turbule nce  of cha ng e  
a nd  unce rta inty in the  world  a round  us. Em bra ce  unce rta in 
future s a s insp ira t ion!

5. I te ra te  on your p rod uct  conce p ts to  a d d re ss the  unce rta int ie s 
a nd  m a ke  the m  m ore  future -re silie nt .

6. Re p e a t  by d ra wing  ne w unce rta int ie s a nd  e volving  your 
conce p ts furthe r.



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Framework for identifying different ways 
to  innova te , from  p rod uct  p e rfo rm a nce  to  
b usine ss m od e l innova t ion.



• Welcome to our exploration of Doblin's 10 Types of Innovation. Developed by Doblin, 
a innovation firm owned by Deloitte, this framework provides a structured approach 
to innovation by categorizing it into ten distinct types. By understanding these types, 
organizations can more effectively innovate and drive growth. In this activity, we will 
dive into each type of innovation and explore how they can be applied in different 
contexts.

• Doblin's 10 Types of Innovation is a comprehensive framework for driving impactful 
innovation across various business dimensions.

• This framework is applicable across industries, including the creative industries, where 
innovation is crucial for success and differentiation.



1. OVERVIEW OF DOBLIN'S 10 TYPES OF INNOVATION:

 - Provid e  a  b rie f ove rvie w of e a ch typ e  of innova t ion a ccord ing  to  Dob lin 's  fra m e work. The se  
includ e : 

 - Profit  Mod e l
 - Ne twork
 - St ructure
 - Proce ss
 - Prod uct  Pe rform a nce
 - Prod uct  Syste m
 - Se rvice
 - Cha nne l
 - Bra nd
 - Custom e r Eng a g e m e nt

Act ivity: Dob lin 's  10  Typ e s o f I nnova t ion



Activity: Doblin's 10 Types of Innovation

























GROUP ACTIVITY:
 - Divid e  p a rt icip a nts into  g roup s a nd  a ssig n e a ch g roup  one  of 
the  te n typ e s o f innova t ion. Ask e a ch g roup  to  b ra instorm  a nd  
d e ve lop  a  hyp othe t ica l innova t ion p ro je ct  b a se d  on the ir 
a ssig ne d  typ e . Encoura g e  the m  to  think cre a t ive ly a nd  consid e r 
how the ir innova t ion could  d isrup t  the  m a rke t  o r cre a te  ne w 
va lue  fo r custom e rs.

Act ivity: Dob lin 's  10  Typ e s o f I nnova t ion



5. PRESENTATION AND DISCUSSION:
 - Ha ve  e a ch g roup  p re se nt  the ir innova t ion p ro je ct  to  the  re st  o f 
the  p a rt icip a nts. Fa cilita te  a  d iscussion a b out  e a ch p ro je ct , 
focusing  on the  innova t ive  a sp e cts o f the  id e a  a nd  how it  a lig ns 
with Dob lin 's  fra m e work.

Act ivity: Dob lin 's  10  Typ e s o f I nnova t ion



Q&A
- Sum m a ry of ke y le a rning s
- Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



INNOVATION

Pe rsp e ct ive s fo r id e nt ifying  op p ortunit ie s, includ ing  custom e r 
insig hts, te chnolog y t re nd s, a nd  b usine ss m od e l shifts



Lenses of Innovation

Fe a sib ility

Via b ility

De sira b ility



Lenses of Innovation

Fe a sib ility

Via b ility

De sira b ility

The  Ve nn d ia g ra m  illust ra te s the  
inte rse ct ion o f thre e  ke y e le m e nts in 
p rod uct  o r se rvice  d e ve lop m e nt : 

• Fe a sib ility, 
• De sira b ility, 
• Via b ility.

Ea ch e le m e nt  re p re se nts a  crit ica l 
a sp e ct  tha t  ne e d s to  b e  consid e re d  
whe n e va lua t ing  a nd  d e ve lop ing  ne w 
id e a s.



Lenses of Innovation

Fe a sib ility

Via b ility

De sira b ility

Fe a sib ility re fe rs to  the  te chnica l a nd  
op e ra t iona l a sp e cts o f a n id e a  o r 
conce p t .

I t  a d d re sse s q ue st ions such a s: 
• Ca n we  a ctua lly b uild  o r im p le m e nt  

this? 
• Do we  ha ve  the  ne ce ssa ry re source s, 

skills , a nd  ca p a b ilit ie s?

Fe a sib ility is  conce rne d  with the  p ra ct ica l 
a nd  log ist ica l consid e ra t ions o f turning  a n 
id e a  into  re a lity.



Lenses of Innovation

Fe a sib ility

Via b ility

De sira b ility

De sira b ility focuse s on the  use r o r custom e r 
p e rsp e ct ive .

I t  e xp lo re s q ue st ions like : 
• Do p e op le  wa nt  o r ne e d  this? 
• Will the y find  va lue  in it? 
• Doe s it  so lve  a  re a l p rob le m  or fu lfill a n 

unm e t  ne e d ?

De sira b ility is  a b out  und e rsta nd ing  the  
ta rg e t  a ud ie nce  a nd  e nsuring  the  o ffe ring  
re sona te s with the ir p re fe re nce s a nd  
e xp e cta t ions.



Lenses of Innovation

Fe a sib ility

Via b ility

De sira b ility

Via b ility e xa m ine s the  fina ncia l a nd  
b usine ss a sp e cts o f a n id e a .

I t  a d d re sse s q ue st ions such a s: 
• Ca n we  m a ke  this a  susta ina b le  a nd  

p ro fita b le  b usine ss? 
• I s the re  a  via b le  m a rke t  fo r this 

o ffe ring ?

Via b ility consid e rs the  com m e rcia l a nd  
op e ra t iona l fa cto rs tha t  ca n m a ke  a  
p rod uct  o r se rvice  succe ssful in the  long  run.



Lenses of Innovation

Fe a sib ility

Via b ility

De sira b ility

• The  m ost  va lua b le  a nd  succe ssful id e a s, 
p rod ucts, o r se rvice s lie  a t  the  
inte rse ct ion o f Fe a sib ility, De sira b ility, 
a nd  Via b ility.

• Whe n a ll thre e  e le m e nts a re  a lig ne d  a nd  
a d d re sse d  e ffe ct ive ly, the  o ffe ring  is  
m ore  like ly to  b e  succe ssful a nd  
im p a ctfu l.

• This inte rse ct ion re p re se nts the  "swe e t  
sp o t" whe re  te chnica l, use r, a nd  b usine ss 
consid e ra t ions a re  b a la nce d  a nd  
op t im ize d .



5 LENSES OF INNOVATION

• I ncorpora t ing  the  Fe a sib ility, De sira b ility, a nd  Via b ility fra m e work 
ca n g uid e  the  p rod uct  or se rvice  d e ve lopm e nt p roce ss.

• I t  he lp s org a niza t ions m a ke  inform e d  d e cisions, id e nt ify p ote ntia l 
risks or cha lle ng e s, a nd  e nsure  the  offe ring  m e e ts the  ne e d s of both 
the  custom e r a nd  the  busine ss.

• Continuously e va lua t ing  a nd  a lig ning  the se  thre e  e le m e nts 
throug hout  the  d e ve lopm e nt p roce ss ca n le a d  to  m ore  succe ssful 
a nd  im p a ctful innova tions.



Feasibility

Via b ility

De sira b ility

Susta ina b ility Nove lty



Feasibility

Via b ility

De sira b ility

Susta ina b ility Nove lty

• This im a g e  p re se nts a  Ve nn d ia g ra m  
tha t  illust ra te s the  re la t ionship  b e twe e n 
thre e  ke y e le m e nts in p rod uct  o r se rvice  
d e ve lop m e nt : Fe a sib ility, De sira b ility, 
a nd  Via b ility. The  d ia g ra m  a lso  
incorp ora te s two  a d d it iona l conce p ts: 
Susta ina b ility a nd  Nove lty.

• Susta ina b ility a nd  Nove lty a re  
re p re se nte d  a s two  d ist inct  circle s 
surround ing  the  ce ntra l Ve nn d ia g ra m .

• The  Susta ina b ility a nd  Nove lty circle s 
surround ing  the  ce nt ra l d ia g ra m  
sug g e st  tha t  the  m ost  im p a ctful id e a s 
m a y a lso  ne e d  to  consid e r susta ina b ility 
a nd  the  a b ility to  int rod uce  som e thing  
ne w or innova t ive  to  the  m a rke t .



Lenses of Innovation Activity

• Divid e  the  p a rt icip a nts into  sm a ll g roup s o f 3-4  p e op le .
• I nst ruct  e a ch g roup  to  b ra insto rm  a nd  g e ne ra te  2-3 

innova t ive  p rod uct  o r se rvice  id e a s tha t  the y b e lie ve  
ha ve  p o te nt ia l.

• Ha ve  the  g roup s write  the ir id e a s on Post-it  no te s o r 
ind e x ca rd s.



Lenses of Innovation Activity

Eva lua t ion (25 m ins)
• Ask e a ch g roup  to  p re se nt  the ir id e a s to  the  la rg e r g roup .
• For e a ch id e a , ha ve  the  g roup  p la ce  it  within the  Fe a sib ility, De sira b ility, 

Via b ility, Susta ina b ility, a nd  Nove lty Ve nn d ia g ra m  on the  white b oa rd  o r 
flip  cha rt .

• Encoura g e  the  p a rt icip a nts to  d iscuss a nd  just ify the  p la ce m e nt  o f the ir 
id e a s within the  fra m e work.

• Fa cilita te  a  d iscussion on the  st re ng ths, we a kne sse s, a nd  t ra d e -offs o f 
e a ch id e a  b a se d  on the  five  e le m e nts.



Lenses of Innovation Activity

Re fle ct ion & Discussion (15 m ins)
• Ask the  p a rt icip a nts to  re fle ct  on the  e xe rcise  a nd  sha re  the ir ke y 

ta ke a wa ys.
• Discuss the  fo llowing  q ue st ions:
• Which id e a s se e m  to  ha ve  the  b e st  b a la nce  o f the  five  e le m e nts?
• Wha t  a re  the  com m on cha lle ng e s o r t ra d e -offs e ncounte re d  whe n 

e va lua t ing  innova t ive  id e a s?
• How ca n this fra m e work b e  a p p lie d  in your o rg a niza t ion o r p e rsona l 

p ro je cts to  d rive  m ore  susta ina b le  a nd  nove l innova t ions?



The Fe a sib ility, De sira b ility, a nd  Via b ility Ve nn d ia g ra m  
p rovid e s a  ho list ic p e rsp e ct ive  on the  ke y consid e ra t ions in 
p rod uct  a nd  se rvice  d e ve lop m e nt .

By und e rsta nd ing  a nd  a d d re ssing  the se  thre e  e le m e nts, 
o rg a niza t ions ca n incre a se  the  cha nce s o f cre a t ing  o ffe ring s 
tha t  a re  te chnica lly fe a sib le , use r-ce ntric, a nd  com m e rcia lly 
via b le .

Ad op t ing  this fra m e work ca n he lp  d rive  m ore  succe ssful a nd  
m e a ning ful innova t ions tha t  d e live r va lue  to  b o th custom e rs 
a nd  the  b usine ss.

CONCLUSI ON



Q&A
• Sum m a ry of ke y le a rning s
• Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



WANT TO SEE

I d e nt ifying  d e sire d  cha ng e s a nd  innova t ions.



INTRODUCTION

We lcom e  to  "The  Cha ng e  I  Wa nt to  Se e " a ct ivity, whe re  we  
e xp lore  the  conce p t  of pe rsona l a nd  p rofe ssiona l cha ng e . 
Cha ng e  is a  consta nt  in life , a nd  ofte n, we  ha ve  spe cific 
cha ng e s we  wish to  se e  in ourse lve s, our work, or the  world  
a round  us. I n this a ct ivity, we  will re fle ct  on the  cha ng e s we  
wa nt  to  m a ke  a nd  de ve lop  stra te g ie s to  turn the se  de sire s 
into  re a lity.



1. Identifying Desired Changes:
• Be g in by a sking  pa rt icipa nts to  re fle ct  on a  

cha ng e  the y wa nt  to  se e  in the m se lve s, the ir 
work, or the  world . This could  be  re la te d  to  
pe rsona l g rowth, p rofe ssiona l d e ve lopm e nt, or 
socie ta l issue s. Encoura g e  the m  to  write  d own 
the ir thoug hts a nd  fe e ling s a bout  why this 
cha ng e  is im porta nt  to  the m .

Activity: The  Cha ng e  I  wa nt  to  se e

Activity Ste ps



Activity: The Change I want to see

Activity Ste ps

2. Sha ring  a nd  Discussion:
•  I nvite  pa rt icipa nts to  sha re  the ir d e sire d  

cha ng e s with the  g roup . Encoura g e  a  
support ive  a nd  ope n d iscussion a bout  why 
the se  cha ng e s a re  m e a ning ful a nd  how the y 
a lig n with e a ch ind ivid ua l's va lue s a nd  g oa ls.



Activity: The Change I want to see

Activity Ste ps

3. Se t t ing  SMART Goa ls:
• I ntroduce  the  conce p t  of SMART g oa ls 

(Spe cific, Me a sura b le , Achie va b le , Re le va nt , 
Tim e -bound ) a nd  g uid e  pa rt icipa nts in se t t ing  
SMART g oa ls re la te d  to  the ir d e sire d  cha ng e s. 
Encoura g e  the m  to  be  spe cific a bout  wha t  the y 
wa nt  to  a chie ve , how the y will m e a sure  
p rog re ss, a nd  whe n the y a im  to  a chie ve  it .



Activity: The Change I want to see

Activity Ste ps

4 . De ve lop ing  Action Pla ns:
• Ask pa rt icipa nts to  cre a te  a ct ion p la ns for 

a chie ving  the ir g oa ls. This should  includ e  
spe cific ste ps the y will ta ke , re source s the y will 
ne e d , a nd  pote nt ia l cha lle ng e s the y m a y fa ce . 
Encoura g e  the m  to  think cre a t ive ly a bout  how 
the y ca n ove rcom e  the se  cha lle ng e s.



5. Peer Feedback and Support:
 Fa cilita te  a  pe e r fe e d ba ck se ssion whe re  
pa rt icipa nts ca n sha re  the ir a ct ion p la ns with 
e a ch o the r a nd  re ce ive  construct ive  fe e d ba ck. 
Encoura g e  pa rt icipa nts to  offe r support  a nd  
e ncoura g e m e nt to  the ir pe e rs a s the y e m ba rk 
on the ir cha ng e  journe ys.

Activity: The  Cha ng e  I  wa nt  to  se e

Activity Ste ps



6. Reflection and Next Steps:
•  Conclud e  the  a ct ivity with a  re fle ct ion 

se ssion whe re  pa rt icipa nts ca n re fle ct  on 
wha t  the y ha ve  le a rne d  a nd  id e ntify the ir 
ne xt  ste ps. Encoura g e  the m  to  com m it  to  
ta king  a ct ion towa rd s the ir d e sire d  cha ng e s 
a nd  offe r support  to  e a ch o the r a s the y 
p rog re ss.

Act ivity: The  Cha ng e  I  wa nt  to  se e

Activity Ste ps



Q&A
• Sum m a ry of ke y le a rning s
• Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



Identifying desired changes and innovations.

PI TCHI NG RE-I MAGI NEERED 
AND DI SRUPTI VE PRODUCT



INTRODUCTION

We lcom e  to  the  "Pitching  Re -I m a g ine e re d  a nd  Disrup tive  Prod uct  Conce p ts a nd  Prototype s" 
workshop . I n this se ssion, we  will e xp lore  st ra te g ie s for p re se nt ing  p rod uct  id e a s convincing ly, 
ta iloring  the  p rod uct  d e ve lopm e nt p roce ss to  spe cific p roje cts a nd  ob je ct ive s, com m unica ting  
id e a s e ffe ct ive ly, using  visua l a id s to  e nha nce  p itche s, a nd  incorpora t ing  fe e d ba ck to  re fine  
conce p ts a nd  p rototype s.

• Effe ct ive  Pitching : Stra te g ie s for p re se nt ing  p rod uct  id e a s convincing ly, includ ing  cle a r 
com m unica t ion of va lue  p roposit ions a nd  pote ntia l im pa ct .

• De ve lopm e nt Stra te g ie s: Com bining  e le m e nts of d iffe re nt  m od e ls a nd  a pp roa che s to  ta ilor 
the  p rod uct  d e ve lopm e nt p roce ss to  spe cific p roje cts a nd  ob je ct ive s 

• Effe ct ive  Com m unica tion: Pre se nting  id e a s cle a rly a nd  com pe lling ly.
• Visua l Aid s: Using  p rototype s, m od e ls, a nd  visua l p re se nta t ions to  e nha nce  the  p itch
• Fe e d ba ck a nd  I te ra t ion: I ncorpora t ing  fe e d ba ck to  re fine  a nd  im prove  the  p rod uct  

conce p ts a nd  p rototype s



1.Effe ct ive  Pitching  Stra te g ie s:
• Sta rt  by d iscussing  the  ke y e le m e nts of a  

succe ssful p itch, includ ing  cle a r 
com m unica t ion of va lue  p roposit ions a nd  
pote nt ia l im pa ct . Provid e  e xa m ple s of 
e ffe ct ive  p itche s a nd  a na lyze  wha t  m a ke s 
the m  com pe lling .

Activity: Art  of the  Pitch

Activity Ste ps



2. Development Strategies:
• I ntrod uce  d iffe re nt  m od e ls a nd  a pp roa che s 

to  p rod uct  d e ve lopm e nt, such a s Ag ile , 
Le a n Sta rtup , a nd  De sig n Thinking . Discuss 
how the se  ca n be  com bine d  a nd  ta ilore d  to  
spe cific p roje cts a nd  ob je ct ive s. Encoura g e  
pa rt icipa nts to  b ra instorm  how the y ca n 
a pp ly the se  stra te g ie s to  the ir own p roje cts.

Act ivity Ste ps

Activity: Art  of the  Pitch



3. Effective Communication Techniques:
• Cond uct  a  workshop  on e ffe ct ive  

com m unica t ion, focusing  on te chnique s 
such a s storyte lling , using  m e ta phors, a nd  
structuring  p re se nta t ions for m a xim um  
im pa ct . Provid e  opportunit ie s for 
pa rt icipa nts to  p ra ct ice  the se  te chnique s.

Act ivity Ste ps

Activity: Art  of the  Pitch



4. Visual Aids Workshop:
• Org a nize  a  ha nd s-on se ssion on cre a t ing  

a nd  using  p roto type s, m od e ls, a nd  visua l 
p re se nta t ions to  e nha nce  p itche s. Provid e  
g uid a nce  on how to  choose  the  rig ht  visua l 
a id s for d iffe re nt  a ud ie nce s a nd  ob je ct ive s.

Act ivity Ste ps

Activity: Art  of the  Pitch



5. Feedback and Iteration Exercise:
• Divid e  pa rt icipa nts into  sm a ll g roups a nd  

ha ve  the m  p re se nt  the ir p rod uct  conce p ts 
or p ro to type s to  e a ch o the r. Encoura g e  the  
g roups to  p rovid e  construct ive  fe e d ba ck 
a nd  sug g e st ions for im prove m e nt. 
Em pha size  the  im porta nce  of incorpora t ing  
fe e d ba ck into  the  re fine m e nt p roce ss.

Act ivity Ste ps

Activity: Art  of the  Pitch



6. Pitch Practice and Feedback: 
• Give  pa rt icipa nts the  opportunity to  

p ra ct ice  the ir p itche s in front  of the  g roup . 
Provid e  fe e d ba ck on the ir p re se nta t ion 
style , conte nt , a nd  use  of visua l a id s. 
Encoura g e  the m  to  ite ra te  on the ir p itche s 
ba se d  on the  fe e d ba ck re ce ive d .

Act ivity Ste ps

Activity: Art  of the  Pitch



7. Wrap -Up  a nd  Re fle ct ion:
• Conclud e  the  workshop  by re fle ct ing  on ke y 

le a rning s a nd  insig hts g a ine d . Encoura g e  
pa rt icipa nts to  a pp ly the se  stra te g ie s a nd  
te chnique s to  the ir own p roje cts a nd  
continue  re fining  the ir p itching  skills.

Act ivity Ste ps

Activity: Art  of the  Pitch



Closing  
Re m a rks 
a nd  Q&A

• Sum m a ry of ke y le a rning s
• Ope n d iscussion a nd  a dd re ssing  pa rt icipa nt  que rie s



• Please provide feedback on the session by accessing the 
google form via this QR code



MANY 
THANKS!
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