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Agenda

 Innovation with business partners

 Innovation with end customers

 Unmet needs: focusing on value-in-use
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Customer led innovation

“No Lego Designers took part in the creation of this 
product” Mark William Hansen, Director of Lego Group



Augmented 
product / service

Experience surround

Core 
product/ service

Value-in-useUsage Processes

Unpacking our offer and the customer’s value-in-use

PRODUCT-MARKET:    ____________________________

1. Our offering

What do your customers say they want from:

a) Your core product/service (tangible or intangible, 

e.g. engine, bank account)?

b) Any surrounding product/service (e.g. customer 

support, training, )?

c) Any wider ‘experience surround’ (e.g. relationship, 

peer-to-peer interactions, making use of your 

network of contacts etc)?

3. Customer use process

What does the customer

have to do when using your 

products/services, in order to 

achieve the goals you have 

listed in step 2?

2. Value-in-use

What are the goals that 

customers are really trying to 

achieve when they ask for 

the things that you have 

listed in step 1?



Innovation in value proposition



“You don’t owe a penny until all the pests on your premises have 
been eradicated.  

If you are ever dissatisfied with BBBK’s service you will receive a 
refund for up to 12 months’ services, plus fees for another 
exterminator of your choice for the next year. 

If a guest spots a pest on your premises, BBBK will pay for the 
guest’s meal or room, send a letter of apology and pay for a 
future meal or stay. 

If your facility is closed due to pests, BBBK will pay any fines, as 
well as all lost profits, plus $5000.”

www.bugsburger.com

Innovation in value 

proposition
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Innovation in usage 

processes

RS Components:
Supplier of parts.

Customer:
electrical engineers



Innovation in usage 

processes: DesignSpark.com 
powered by RS Components:
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Innovation in communications:

Crowdsourcing



Focusing on value-in-use….

Or not!



This is useless as long as Nokia only 
allows you to submit suggestions 
that  are just like today’s average 

phone.

Its June where are the 
design sketches 
promised for _May_? 
At least give a blog post 
talking about the 
progress or something. 
Come on did you guys 
forget or something!?

”Until the design 
choices are less guided, 
this is a total sham

“let the people actually vote for the 
winner. DON´T BETHE JUDGE FOR 
US. What is more important don’t 
only steal our ideas which might 
make you a fortune. Award the 
winner with a job, a all included 

cruise etc”

”What a 
disappointment,  
this page is too
technical (screen  

ratio is?). 



Building the Dream - 787
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After 9/11…

Sonic Cruiser - Customer 
involvement informed the 

desire for twin isle 200-300 
seat, fuel efficient, long range 

designs

Design Team for New 
787 Dreamliner drawn 
from Engineers, Sales, 
Marketing, New prod. 

Dev., Pilots, 
Management, and Crew



15

40 best in class global suppliers



Dreamlifter
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Customers

After key suppliers, 
Customers were next with 

interior design spec. 
almost entirely customer 

designed
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What are the advantages 

and disadvantages of this 

approach?

Advantages Disadvantages
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Customer-led innovation 

is not just for products

Channel or 

distribution

ServiceProcess Business 
model

Value-in-use
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Business model: 

From 

manufacturer to 

systems integrator

 Concept to prototype in about 5 years…but 
delays afterwards

 A decade ago, about 20% of Boeing 
manufacturing was built outside the USA with 
<50% outsourced.

 Today, Boeing itself is responsible for making 
only about 10% of the aircraft by value – tail fin 
and final assembly. The rest has been co-
created with partners

 Boeing relied on risk-sharing partners to develop 
key aspects of technology, such as the carbon 
composite fuselage



Process: new supply 

chain model
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Value-in-use: 

My Dreamliner

• Help us get a tailored plane that’s right for us

• Lower our fuel bills

• Generate demand from travellers

• Give us all this faster than the competition

• Take hassle away from me
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Service & brand

Service: GoldCare

(modelled on R-R TotalCare)

Competition to name the Dreamliner
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Why new products fail…

Dominantly insight.

Source: Cooper



Financial Times, January 17, 2013

Record levels of pre-orders



Financial Times, January 16, 2013

In the news:
JAN 2013

Dreamliner fleet is grounded by 
biggest customer



Financial Times, January 17, 2013

Deep commitment of 
customers

• Provides resilience

In the news:
JAN 2013



Evening Standard, March 20, 2013

In the 
consumer news:

MARCH 2013

Drawback of high profile

“Dreamliner crisis” 
(not ANA)

Reported in
consumer media 
outlets



CNN website, April 7, 2013 CNN website, April 9, 2013

In the news:
APRIL 2013
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DHL: Co-created business plans



How good are we at:

1. Understanding unmet needs (value-in-use dimensions)?

2. Working with customers to co-create something better than we 

could create on our own?

3. Working with suppliers to co-create something better than we 

could create on our own?

4. Managing the risks that arise from open innovation around who 

owns the IP and retains the competence?

Customer-led innovation in 

your business unit



Conclusions

 Listen to customers 

 Consider active involvement of customers not just for products but 

also for business models, service, communications, etc

 Co-creation advantages include creativity, speed, commitment, 

publicity

But watch out:

 Get it right or you will be doubly punished

 Are you now dependent on customers (or suppliers)?

 Co-creation is a competence that takes time to develop
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Building an open 

innovation culture

• See the Barwise, Meehan, Macdonald (2011) article “Relentless Tide”

• Further reading: Barwise, Meehan (2011) book “Beyond the Familiar”
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