D

="» Discovery to Product

UNIVERSITY OF WISCONSIN-MADISON

4 1403 University Ave
Madison, Wl 53713

d2p.wisc.edu
engage@d2p.wisc.edu
\‘\ 608.890.0904

WISCONSIN

UNIVERSITY OF WISCONSIN-MADISON

Ignite: Fueling Organizational

xcellence

Strengthening a Culture of

Innovation at

April 5th, 2023

W—-Madison




What We Do

We foster the

Wisconsin Idea

by helping transform

groundbreaking

Innovations

at UW-Madison into

products & services

that

change the world
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Living the Wisconsin Idea

UW-MADISUON

STRATEGIC
FRAMEWORK

2. Promote entrepreneurship, innovation, and

economic development in Wisconsin and beyond.

Example initiatives:

Discovery to Product

Serving as a centralized support network for campus entrepreneurs, Discovery to Product

(D2P) provides free consultation, coaching, and educational courses to UW faculty, staff,

and students who have big ideas. D2P helps campus inventors through every step of the

process: ideation, planning, developing, and launching.
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Living the Wisconsin ldea

Partner with the community and the state to extend and apply
our research, education, and practice-based knowledge to
foster learning and support innovation and prosperity
throughout Wisconsin.

*  Engage with the community to provide positive social,
cultural, and economic impact in Wisconsin and beyond.

*  Promote entrepreneurship, innovation, and economic
development in Wisconsin and beyond.

*  Share the benefits of a world-class teaching and research
university throughout Wisconsin and beyond our borders.
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Discovery to Product (D2P) helps
innovators move ideas from
the university to the world by
facilitating connections

to university and community

resources and providing direct

mentoring and education

to faculty, staff, and students at
UW-Madison.
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Key Takeaway...
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D2P is the front door to
help innovators
navigate resources in

the campus and
community ecosystem.




How do we define innovation? DZB

Discovery to Product
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is creating, finding and leveraging
opportunities for , resulting
in better products and services, systems and ways of

leading and managing people and organizations.




Invention vs Innovation DZB

|
Discovery to Product

UNIVERSITY OF WISCONSIN—-MADISON

something that has never been made before, or the
process of creating something that has never been made before.

(the use of) a new idea or method.

Source: Cambridge Dictionary

is the process of translating an idea or invention
into a good or service so that it creates value. The focus is on the
process and the value creation, instead of ideas or inventions

and this is where experimentation comes into the picture.
Source: United Nations High Commission for Refugees (UNHCR)



What defines entrepreneurship?

Entrepreneur:

one popular view is that entrepreneurs are people that run their own companies
(e.g. self-employed, small business owners).

Joseph Schumpeter: entrepreneurs are innovators — people who come up with
ideas and embody those ideas in high-growth companies. Entrepreneurship
employs “the gale of creative destruction” to replace in whole or part inferior
offerings across markets and industries, simultaneously creating new products
and new business models.

Frank Knight: entrepreneurship defined in terms of risk (when probability of
an outcome can be calculated) and uncertainty (when it is not possible to
determine the probability of an outcome). Entrepreneurs are willing to take
risks in the name of an idea; they may not perceive levels of uncertainty to be as
high as others do. Entrepreneurs earn profits as a return for putting up with
uncertainty.

Howard Stevenson: entrepreneurship is the pursuit of opportunity beyond
resources controlled. Entrepreneurs face demand risk, technology risk,
execution risk, financing risk.
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tyis

different than risk

Is it risky to cross an unfamiliar chasm? You
can't assess risk (probability) until you learn
if there's a bridge or a tightrope. Until then,
you're uncertain.

Source: Innovating in Unfamiliar Markets - How to De-risk
Transformational Projects, A White Paper from The AIM Institute



The Importance of Mindset sz

Fixed Mindset

)

Belief that abilities, intelligence,

and talents are fixed traits.

W

iriginal pacture fram: tiny.co/hrainpichare
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CAROL S. DWECK, Ph.D.

mindset

THE NEW PSYCHOLOGY OF SUCCESS

HOW WE CAN
LEARN TO FULFILL
OUR POTENTIAL 2
oy
“parenting

<relationships

Belief that abilities, intelligence, } 2
and talents can be developed. developed leading to the creation of new and
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Growth Mindset The Innovator’s Mindset

W

Belief that abilities, intelligence, and talents are

better ideas.

Original pheture feam: toy.ce/bralppichon George COunog - 6 Bealinog

Source: https://georgecouros.ca/blog/archives/4728 10
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The Entrepreneurial Mindset sz
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INTERNAL

SELF-EFFICACY LOCUS OF
CONTROL

Useful
to others

MOTIVATION

RESILIENCY

Source: The Entrepreneurial
Learning Initiative



A Broader View for the University Context sz
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Enterprising person: a set of personal skills, attributes, behavioral and motivational capacities (associated with those of the entrepreneur)
which can be used in any context (social, work, leisure, etc.). Prominent among these are; intuitive decision making, capacity to make
things happen autonomously, networking, initiative taking, opportunity identification, creative problem solving, strategic thinking, and
self efficacy.

Entrepreneurial Mindset: not just the notion of ‘being your own boss’ in a business context but the ability of an individual to cope with an
unpredictable external environment and the associated entrepreneurial ways of doing, thinking, feeling, communicating, organizing and
learning.

Entrepreneurship Concept: the application of these personal enterprising skills, attributes and mindsets to the context of setting up a new
venture or initiative of any kind, developing/growing an existing venture or initiative and designing an entrepreneurial organization (one in
which the capacity for effective use of enterprising skills will be enhanced). The context is therefore not confined to business but is equally

applicable to social enterprise, education, health, NGOs and mainstream public organizations (e.g., universities and governments).

The Innovation Concept in the university context broadens beyond technology with the above definitions. Innovation in an
entrepreneurial university development context may therefore be viewed in terms of: new organization and leadership development
initiatives; experiments in pedagogy, knowledge organization and program development; internal and external stakeholder engagement;
trans-disciplinary activity; and new research explorations, methods and applications to practice.

EULP e nC >

Leaders
Programme

THE ENTREPRENEURIAL UNIVERSITY:
FROM CONCEPT TO ACTION



UW-MADISON

STRATEGIC

FRAMEWORK

Living the Wisconsin ldea

Partner with the community and the state to extend and apply
our research, education, and practice-based knowledge to
foster learning and support innovation and prosperity
throughout Wisconsin.

»  Engage with the community to provide positive social,
cultural, and economic impact in Wisconsin and beyond.

*  Promote entrepreneurship, innovation, and economic
development in Wisconsin and beyond.

*  Share the benefits of a world-class teaching and research
university throughout Wisconsin and beyond our borders.

Excellence in Teaching & Educational Achievement
Provide access to a world-class, affordable educational
experience.
*  Expand access to a UW-Madison education, leveraging
new modes of delivery to engage with students
throughout their lives.

Excellence in Research & Scholarship

Provide leadership for discovery, through support of the
fearless sifting and winnowing of our world-class research
enterprise and the dissemination of knowledge in its
many forms.

*  Grow UW-Madison’s research enterprise and expand its
global impact, supporting the scholarship of faculty, staff,
and students.

*  Provide a modern research support structure that fosters
innovation, promotes interdisciplinary collaboration, and
drives discovery on future research challenges.

A Vibrant Campus Community
Build an organizational culture and climate that fosters
engagement, inclusion, diversity, and equity.

A High-Performing Organization
Practice continuous improvement in all we do, for those
we serve.
»  Strengthen our financial performance, growing revenues,
controlling costs, and delivering new and innovative ways
to invest in our strategic priorities, while maintaining a
commitment to the highest ethical standards.

14
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Introduce yourself to those in your breakout room.
Share the work you do and where you do it ... then discuss:

* How could you apply an innovator’s or entrepreneurial
mindset to your research or work?

* What does the concept of a ‘Culture of Innovation’ mean to
you?

15
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Viability

Innovation
Sweetspot
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The Business Model Canvas
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WHY THE BUSINESS MUDEL CANVAS'?

* Atool foriteration

* Ashared language

* To organize risk




Lean LaunchPad is an Extension of
Design Thinking

‘ h‘ .ll‘
is the shortest
DESIGN THINKING PROTOTYPING distance between
design thinking
and customer-
@ @ centric 'nnovati?‘i
v K.fk.&NTUR

¢
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Value Propositions

Customer Segments é%\
whq{"sqg{?ur
L\:étg?lch@?-'

Identify customer (stakeholder) ; /
problems and needs... o




Value Propositions

Customer Segments éé
Ghat's yoor

bigges
lheadache t

Identify customer (stakeholder) ; /
problems and needs... o

focus on customer pains, desired gains, and jobs.




- ~ & . _ % “Peopledontwanttobuya

_ “{"~ '/,f'r- quarter-inch drill; they want a
™ N - quarter-inch hole” —Theodore
. Levitt

'-li.-—"'-l-. ﬂ . -
e L

People don't want a drill. Or a hole. Think deeper
to win customers and keep them happy.

% WebSsarchSocialocom

|

"The hole was the immediate result. The extra storage
space was the end result. That's what | had in mind when
| got the drill. That's what | really paid for.”

#.

Source: https://www.websearchsocial.com/why-that-whole-people-dont-want-a-drill-they-want-a-hole-thing-doesnt-go-far-enough/



https://www.websearchsocial.com/why-that-whole-people-dont-want-a-drill-they-want-a-hole-thing-doesnt-go-far-enough/

customer jobs

what customers are
trying to get done
in their work and in
their lives

task to perform, problem to solve, needs to satisfy

Source: Alexander Osterwalder

3 Main Job Functions:
 Functional Jobs

« Social Jobs
 Personal/Emotional Jobs

24



A VALUE PROPOSITION ...

ve.
9\ describes the benefits
customers can expect from a
bundle of products and

services

Source: Alexander Osterwalder



Look inside ¥

Value -§ "Ny
o © Propositions ' D i
DESI n .' ~
- a®) ’ | 90 sl
% ® l{im;te edition
Alexander
Osterwald

WHO is the Customer and WHY do they buy?



Identifying the Solution Defining the Problem

o
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Mia @

®
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®

What Who

Your Innovation A person with a Role in your eco-system



Gain Creator

Tasks,
Problems,
Needs

Pain Reducer

Answering the question Why requires
you to complete the map.

A person with a Role in your eco-system



Three Levels of Fit:

* Problem-Solution Fit: Evidence
that customers care about the jobs,
pains, and gains you intend to
address with your value
proposition.

* Product-Market Fit: Evidence that
customers want your value
proposition.

* Business Model Fit: Evidence that
the business model for your value
proposition is scalable and
profitable.

Source: Business Model Generation by David Bland and Alex Osterwalder
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THESIS: WHO, WHAT, WHY

HYPOTHESIS

TEST

ASSESS | ANALYZE

ADJUST OR PIVOT
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Learn

Hypothesize

Experiment

Key Hupotheses
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EXperiments

Keuy Insights

Reducing
Uncertainty
& Risk

THE SEGUEL TO THE AWARD-WINNING BOOK TALKING TD HLIMANS

TESTING

WITH HUMANS

(4]

GIFF CONSTABLE
with Fr: i

You're holding a field guide for rapid experimentation.
Use the 44 experiments inside to find your path to scale.
Systematically win big with small bets by...

Testing
Business

@

Ideas

strategyzer.com/test
WRITTEN BY

David J. Bland

Alex Osterwalder
DESIGNED BY

Alan Smith

Trish Papadakos

WILEY
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Strategyzer

Series

This book integrates with
Business Model Generation
& Value Proposition Design
International Bestsellers
140+ Languages
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The entrepreneur’s and
innovator’s #1 task (s to
reduce risk and uncertainty.

\ Uncertainty
& Risk

Idea T et | Business

Discovery Validation
Discover if your general Validate the direction
direction is right. you've taken. Confirm
Test basic assumptions. with strong evidence
Get first insights to that your business idea
course correct rapidly. is very likely to work.

Source: Testing Business Ideas by David Bland and Alex Osterwalder
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INNOVATION
IN HIGHER
. |.N

MICHAEL LANFORD
AND WILLIAM G. TIERNEY

"...[Hligher education occupies a central role
as a catalyst for innovative ideas, products,
and artistic and scientific developments — and
as a nurturer of human talent that can create
and support innovation.”

Why Mindful Innovation?
* Intention
* Attention
e Attitude

33



X ,. Six central tenets of Mindful Innovation:

REATING A * Societal impact

* The necessity of failure
lIJI!l:II;)lI'J-'ILQJE * Creativity through diversity

IN -'OVATION * Respect for autonomy and expertise
| *} IGHER * The consideration of time, efficiency, and
— EDUCA trust
* The incentivization of intrinsic motivation
and progress over scare tactics and
disruption

MICHAEL LANFORD
AND WILLIAM G. TIERNEY

34
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WISCONSIN WARF

UNIVERSITY OF WISCONSIN-MADISON Wisconsin Alumni Research Foundation
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