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WHAT IS CREATIVITY? 



WHAT IS CREATIVITY? 



SUPERIOR EXPERIENCE MEANS 
IDENTIFYING UNSPOKEN NEEDS! 



WE MUST SELL WITH OTHER VALUE 
OFFERINGS THAN THE ONES THAT 
ARE EXPECTED, AND THESE MUST 
DELIVER RELEVANT BENEFITS! 



”QUALITY NEVER GOES OUT OF 
STYLE”  
LEVIS JEANS 



”QUALITY IS RELATIVE” 



IT HAS NEVER BEEN AS EASY TO 
MAKE AND SELL PRODUCTS AS IT 
IS NOW. IT IS THEREFOR MORE 
DIFFICULT TO FIND UNIQUE 
MARKET SPOTS. 



REGARDLESS FUNCTION, 
PERFORMANCE OR PRICE, 
THE RELATIONSHIP TO THE 
PRODUCT OR SERVICE IS 
ALWAYS CONNECTED TO A 
GIVEN EXPERIENCE. 



COST FOR A POOR 
EXPERIENCE 

COST FOR A GREAT 
EXPERIENCE 



VALUE OF A BAD 
EXPERIENCE 

VALUE OF A 
GREAT EXPERIENCE 



ARE WE SPEAKING THE SAME LANGUAGE? 



THE DELIVERY GAP 
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CUSTOMER FOCUSED? 
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THE DELIVERY GAP 
HOW MANY OF THE CUSTOMERS TO 
THESE COMPANIES AGREED THEY 
RECIEVED A SUPERIOR EXPERIENCE? 





”closing the delivery gap” BY Bain & Company 

362 COMPANIES 
 
95% say they are 
”customer focused” 
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customers WHO 
agreeD they 

RECIEVED a superior 
experience? 



THE DELIVERY GAP 

92% 



“If I would have asked my customers what they would 
want, they would have said faster horses” 
 

Henry Ford 



NEEDS, EMOTIONS 
AND DESIRES ARE 
DYNAMIC AND 
COMPLEX! 



BASED ON THE KANO-MODEL 



BASIC NEEDS 

BASED ON THE KANO-MODEL 



PERFORMANCE 
NEEDS 

BASED ON THE KANO-MODEL 



VALUE CREATING 
NEEDS 

BASED ON THE KANO-MODEL 



”THE ART OF FINDING YOUR 
BLUE OCEAN” 



BASED ON THE KANO-MODEL 



How to repeat value 
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VALUE innovation 



1. INSight DRIVEN INNOVATION 
2. CROSS BREEDING KNOWLEDGE 
3. ASKING THE RIGHT QUESTIONS 
4. THINK MULTI SENSORY 
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1. INSIGHT-DRIVEN INNOVATION 



2. CROSS BREEDING KNOWLEDGE 



”DON’T THINK OUTSIDE THE BOX, 
STICK YOUR HEAD IN OTHER 
PEOPLES BOXES” 



IF 
IDEA = P(K+I) 

THEN 
PX

 (K+I) = IDEASX  
 

CROWD INNOVATION! 
 



CROWD INNOVATION &  
OPEN SOURCE. 
RELEASE THE POWER OF  
MULTICOMPETENCES WORKING IN 
SYNERGY  



3. ASK THE RIGHT QUESTIONS 
4. THINK MULTI SENSORY 



WHAT IF WE COULD DESTIGMATIZE THE 
END USER? 



WHAT IF WE COULD SENSE TASTE A 
MILE AWAY? 



What if we could smell cancer 



WHAT IF WE COULD SENSE APPROACHING 
DANGER through vibration 



WHAT IF WE COULD SEE PERFECLTY 
IN PITCH BLACK DARKNESS 





DOMINO BY SHIFT  
FOR BELLMAN & SYMFON 

a product that makes your hearing as 
exeptional as possible.  



a product that WILL ALERT YOU through vibration 
WHEN IT SMELLS SMOKE AND GUIDE YOU THROUGH THE 
DARKNESS when you can’t find your way back. 
 
THESE PRODUCTS ARE MADE FOR THE HEARING IMPARED 
AND POSITIONED TOWARDS THE DESIGN CONSCIOUS. 

VISIT BY SHIFT  
FOR BELLMAN & SYMFON 



5. CONSENSUS AND A COMMON 
VISION 



WHAT KIND OF DESIGN DECISION 
IS TAKEN BY WHOM? 

100% 100% 

0% 0% 
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COMMON VISION MEANS FOCUS 
ON THE RIGHT THINGS! 



WHY WE EXISTS ON THE MARKET IS MORE 
IMPORTANT THAN WHAT WE DELIVER. BUT IT IS 

WHAT AND HOW WE DO IT THAT CREATES BENEFIT. 
 

THIS IS OUR VALUE OFFERING. 



WHY 
EVERYTHING WE DO, WE BELIEVE IN 
CHALLENGING THE STATUS QUO, WE 
BELIEVE IN THINKING DIFFERENTLY. 
 
 
HOW 
WE MAKE PRODUCTS THAT ARE BEAUTIFUL 
DESIGNED AND USER FRIENDLY 
 
 
WHAT 
WE JUST HAPPEN TO MAKE GREAT 
COMPUTERS- WANNA BUY ONE? WHAT 

HOW 

WHY 

APPLE’S GOLDEN CIRCLE.  



IN ORDER TO WORK STRATEGICALLY 
WITH DESIGN THINKING, WE NEED 
GUIDELINES AND TOOLS TO BASE 
OUR RETHORICAL ARGUMENTS 
DURING THE DESIGN PROCESS.  
 



  
Company Brand DNA, product line definition, trends, market analysis, 
corporate culture…. 
 

User Description, behaviours, attitudes, environments, functional needs, 
emotional needs….. 
 
 
 

Expression A distillate of the company and user parts. The outcome (creative 
toolbox) varies depending on the purpose of CUE. It must always be the simplest, 
most pragmatic way of communicating brand and product values.  

 

CUE BY SHIFT 



THE SHIFT DESIGN PROCESS 
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THE RESULT OF DESIGN THINKING 
IN B2B PRODUCT DEVELOPMENT 



Product Design 
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THE RESULT OF DESIGN THINKING 
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“Innovation is not about saying yes to everything.  
It is about saying no to all but the most crucial 
features” 

Steve Jobs 



“Innovation is not about saying yes to everything.  
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features” 
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• Pin-pointing these features sets up for a strong 

product-dna… 
 

• It must, how ever, be relevant to the brand and to 
the end user... 
 

• …and strive to deliver unique benefits and 
experiences 
 

this is great design thinking 





EXAMPLE OF A  
STRATEGIC DESIGN GUIDE 



DESCRIBES CORPORATE 
GOALS IN TERMS OF 
DESIGN THINKING. 



DESCRIBES THE BRAND AND 
THE POSSIBILITIES FROM A 
CORPORATE PERSPECTIVE 



DESCRIBES THE BRAND AND IT’S 
EXPERIENCE FROM A USER 
PERSPECTIVE 



LEADS TO A TOOLBOX GUIDING 
THE CREATOR TO DESIGN 
PRODUCTS AND SERVICES WITH 
ACCURATE EXPRESSIONS. 
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