MODULE 4: INNOVATION,
CREATIVITY & PROBLEM-
SOLVING PARADIGM



Module Learning Outcome

. Gain general understanding of innovation,
creativity and problem-solving issues

. Design a creative process and business model
canvas for a real-world solution

. Able to use various tools and techniques for
Innovation and creativity

. Build an innovative solution that address social
challenge in Africa

. Develop market plan for an innovation solutions



/ Session 1: Innovation, Creativity, and
Problem-Solving Paradigm 1



Creativity refers to the ability to generate new
iIdeas, concepts, or solutions by thinking outside
the box. It is the process of bringing something
new into existence that is original and valuable.

Innovation is the practical application of creative
ideas to bring about a significant change,
Improve processes, or develop new products,
services, or methods that deliver value.



Creativity is the starting point for innovation.
Without creative thinking, there would be no new
iIdeas to implement.

Innovation involves execution—it takes a
creative idea and transforms it into something
tangible that has a real-world impact.

Successful innovation requires a combination of
creative thinking and practical execution.



e Curiosity: A key driver of creativity, curiosity involves asking
guestions, exploring new ideas, and seeking out new experiences.
Curious minds are more likely to think creatively and come up with
innovative solutions.

e Knowledge and Experience: Creativity often builds on existing
knowledge and experience. Understanding the fundamentals of a
subject can help individuals combine ideas in new ways and make
connections that others might not see.

e Openness to New Experiences: Being open to diverse experiences,
perspectives, and ways of thinking fosters creativity. This openness
allows for the blending of ideas from different fields or disciplines,
leading to innovative outcomes.



e Growth Mindset: A belief that abilities and
Intelligence can be developed through effort and
learning. People with a growth mindset are more
likely to embrace challenges, persist through
difficulties, and see failures as opportunities to
learn key attributes for creativity and innovation.



e Fixed Mindset: In contrast, a fixed mindset
views abilities as static, leading to avoidance of
challenges and a fear of failure. This mindset
can hinder creativity and Iinnovation by
discouraging risk-taking and experimentation.



Preparation: Gathering Information,
understanding the problem, and setting the stage
for creative thinking.

Incubation: Letting Iideas simmer in the
subconscious mind, allowing connections to
form.

lllumination: The "aha" moment when a creative
iIdea or solution suddenly emerges.

Verification: Evaluating, refining, and testing the
Idea to determine its viability and effectiveness.



e Brainstorming: A group activity where
participants generate as many ideas as possible
without judgment. The goal is to encourage free
thinking and allow creative ideas to flow.

e Mind Mapping: A visual tool that helps organize
thoughts, ideas, and concepts in a non-linear
way. It can help reveal connections between
iIdeas that might not be obvious through linear
thinking



e SCAMPER: A creativity techniqgue that

encourages thinking about how to innovate or
Improve a product or service by asking
guestions based on the SCAMPER acronym:
Substitute, Combine, Adapt, Modify, Put to
another use, Eliminate, and Reverse.

Reverse Thinking: Instead of trying to solve a
problem directly, this technigue involves thinking
about the opposite of what you want to achieve.
By considering the reverse, new insights and
Ideas may emerge.



ldea Generation: The first stage involves
coming up with new Iideas, often through
brainstorming  sessions, creative  thinking
techniques, or research and development (R&D)
activities.

ldea Screening: Not all ideas are feasible or
valuable. The screening process Involves
evaluating ideas based on criteria like feasibility,
market potential, and alignment with strategic
goals.



e Concept Development and Testing: Once an

idea Is selected, it is further developed into a
concrete concept. Prototypes or models may be
created, and testing is done to refine the concept
and assess its viability.

Business Analysis: This stage Involves
assessing the market potential, cost, profitability,
and risks associated with the innovation. It's
essential to ensure that the innovation can be
successfully commercialized.



Product Development: The actual development of the
product, service, or process takes place. This may involve
designing, engineering, and creating a working prototype
or final product.

Market Testing: Before full-scale launch, the innovation
IS tested in a real-world setting to gather feedback,
iIdentify  potential issues, and make necessary
adjustments.

Commercialization: The final stage involves launching
the innovation into the market, supported by marketing,
sales, and distribution efforts.



Incremental Innovation: Small, continuous
Improvements made to existing products, services, or
processes.

Disruptive Innovation: Radical changes that create new
markets or significantly alter existing ones, often
displacing established competitors.

Sustaining Innovation: Enhancements that improve
existing products to meet the needs of current customers.
Radical Innovation: Breakthroughs that result in entirely
new products, services, or business models.
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ldea Generation: The first stage involves coming up
with  new ideas, often through Dbrainstorming
sessions, creative thinking techniques, or research
and development (R&D) activities.

ldea Screening: Not all ideas are feasible or
valuable. The screening process involves evaluating
Ideas based on criteria like feasibility, market
potential, and alignment with strategic goals.
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Concept Development and Testing: Once an idea
Is selected, it is further developed into a concrete
concept. Prototypes or models may be created, and
testing is done to refine the concept and assess its
viability.

Business Analysis: This stage involves assessing
the market potential, cost, profitability, and risks
associated with the Innovation. It's essential to
ensure that the Innovation can be successfully
commercialized.
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Product Development: The actual development of the
product, service, or process takes place. This may
Involve designing, engineering, and creating a working
prototype or final product.

Market Testing: Before full-scale launch, the
Innovation is tested in a real-world setting to gather
feedback, identify potential issues, and make
necessary adjustments.

Commercialization: The final stage involves launching
the innovation into the market, supported by marketing,
sales, and distribution efforts.
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e The Internet: A transformative innovation that has changed
the way we communicate, access information, and conduct
business, leading to the creation of new industries and
opportunities.

e The Electric Car (Tesla): Tesla's electric vehicles represent
a major innovation in the automotive industry, combining
advanced technology, sustainability, and design.

e Smartphones (iPhone): The iPhone revolutionized the
mobile phone industry, integrating computing power, internet
connectivity, and multimedia capabilities into a single device.



Activity 1

In today’s world, many challenges affect society on
different scales, from environmental Issues to
healthcare, education and technology. To foster
Innovation and creativity, we invite you to think
outside the box and propose a solution to a
pressing societal issue.




< Take the break.

« See you In part B of this session to
discuss on the Creative process and
Business Modal Canvas.
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The creative process Is a structured approach to
generating innovative ideas and bringing them to life.
It involves several stages, each of which contributes to

the development of new concepts, solutions, or
products.



1. Preparation

e Understanding the Problem: This initial stage involves
iIdentifying and defining the problem or challenge that needs a
creative solution. It includes gathering relevant information,
understanding the context, and clarifying the objectives.

e Research and Inspiration: Once the problem is understood,
the next step is to gather data, research existing solutions,
and seek inspiration. This might involve exploring similar
problems, looking at what others have done, or seeking out
new experiences to spark creativity.
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2. Incubation

e Subconscious Processing: After gathering information, the
mind needs time to process it. During incubation, the brain
works on the problem unconsciously, making connections
and associations between different pieces of information.

e Taking a Break: This stage often involves stepping away
from the problem, allowing ideas to percolate Iin the
background. Many creative breakthroughs happen when the
mind is relaxed, such as during a walk or while doing
unrelated activities.



3. lllumination

* The "Aha" Moment: lllumination is the stage where a
creative idea or solution suddenly becomes clear. It's the
moment when all the pieces of the puzzle come together,
and a new, innovative concept emerges.

 Capturing the Idea: It's crucial to quickly capture the idea
as it emerges, whether by writing it down, sketching it out,
or discussing it with others.
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4. Verification

e Evaluating the Idea: Once the creative idea has emerged, it
needs to be evaluated for feasibility, effectiveness, and alignment
with the original objectives. This stage involves critical thinking
and analysis to determine whether the idea can be practically
Implemented.

e Refining and Testing: The idea may need refinement or
adjustment based on feedback or further analysis. Testing
prototypes, conducting experiments, or getting feedback from
others can help improve the idea before it’'s finalized.
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5. Implementation

Bringing the Idea to Life: The final stage is turning the
creative idea into reality. This involves planning, executing,
and managing the process of developing the idea into a
product, service, or solution that can be launched or utilized.
Overcoming Challenges: Implementation often involves
overcoming practical challenges, such as resource
constraints, technical difficulties, or market barriers. Effective
project management and problem-solving skills are crucial
during this stage.
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The Business Model Canvas is a strategic management
tool that helps entrepreneurs and business leaders
design, visualize, and refine their business models.

It breaks down the core components of a business into a
single, easily understandable page, allowing for a clear
overview and analysis of how the business creates,
delivers, and captures value.
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ldentify the different groups of people or organizations
the business aims to serve.

 Types of Segments: These could Iinclude mass
markets, niche markets, segmented markets,
diversified markets, or multi-sided platforms.
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Describe the bundle of products and services that create
value for a specific customer segment.

Unique Selling Proposition (USP): This includes the
reasons why customers would choose your product
over competitors, such as innovation, performance,
customization, design, brand, price, etc.



Outline how the company communicates with and
reaches Its customer segments to deliver the value
proposition.

* Types of Channels: These can be direct (such as
sales force or web sales) or indirect (such as partner
stores or distributors).



Describe the types of relationships the company
establishes with specific customer segments.

 Relationship Types: These might Include
personal assistance, self-service, automated
services, communities, or co-creation.



ldentify how the company earns revenue from each
customer segment.

* Revenue Models: These can include asset sales,
usage fees, subscription fees,
lending/renting/leasing, licensing, brokerage fees, or
advertising.



Describe the most important assets required to make
the business model work.

* Types of Resources: These could be physical
(factories, machines), intellectual (brands, patents),
human (skilled workers), or financial (capital).



Outline the most important things a company must do
to make its business model work.

* Types of Activities: These can include production,
problem-solving, platform/network activities, or
supply chain management.



ldentify the network of suppliers and partners that help
the business model function.

* Types of Partnerships: These might include strategic
alliances, joint ventures, buyer-supplier relationships,
or partnerships to reduce risk or acquire resources.



Describe all the costs involved in operating the
business model.

* Types of Costs: These can include fixed costs,
variable costs, economies of scale, or economies
of scope.



The Business Model Canvas is a powerful tool for
fostering innovation. It allows businesses to
experiment with different components, test new ideas,
and pivot as needed to create a more effective and
sustainable business model.






Innovation and creativity are essential drivers of
growth and success In any field. Various tools and
technigues can help individuals and organizations
harness their creative potential and systematically
approach innovation.

The following are some of the most effective tools
and techniques used to foster creativity and
Innovation.
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A group creativity technique where participants
generate a wide range of ideas to solve a problem
without criticism or judgment.

How It Works:

* Divergent Thinking: Encourage free-flowing ideas,
no matter how wild or impractical.

* Convergent Thinking: After generating ideas, refine
and evaluate them to identify the most viable

solutions.




A visual tool that organizes information around a

central concept, linking ideas and concepts in a
non-linear way.

How It Works:

e Start with a central idea and branch out Into
related subtopics.

e Use colors, images, and keywords to create a
visual representation of thoughts.
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A creativity technigue that encourages thinking about how to
Innovate or improve a product, service, or process by asking
specific questions based on the SCAMPER acronym.

SCAMPER Stands For:

« Substitute: What can be substituted?

« Combine: What can be combined?

« Adapt: What can be adapted?

* Modify: What can be modified?

« Put to another use: How can it be used differently?
« Eliminate: What can be removed?

 Reverse: What can be reversed or rearranged?



A human-centered approach to innovation that integrates the
needs of people, the possibilities of technology, and the
requirements for business success.

Stages of Design Thinking:

Empathize: Understand the user experience and needs.
Define: Clearly articulate the problem you aim to solve.
Ideate: Generate a wide range of ideas.

Prototype: Build small-scale models or simulations of
Ideas.

Test: Try out prototypes with users, gather feedback, and
iterate.
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A technique developed by Edward de Bono that encourages
parallel thinking by having team members wear different
"hats" to focus on specific aspects of the problem.

The Six Hats:

« White Hat: Focus on facts and information.

* Red Hat: Consider emotions and intuition.

« Black Hat: Identify potential problems or risks.

* Yellow Hat: Explore benefits and optimism.

« Green Hat: Encourage creativity and new ideas.

« Blue Hat: Focus on process control and organization.



A systematic problem-solving methodology that identifies
and eliminates contradictions to find innovative solutions.

How It Works:

* Problem Definition: Clearly define the problem.

« Contradiction Analysis: Identify contradictions
(conflicts between requirements).

« Solution Generation: Use TRIZ principles and
patterns to resolve contradictions and generate
iInnovative solutions.



A method for developing businesses and products that
aims to shorten product development cycles and rapidly
discover if a proposed business model is viable.

Key Concepts:

 Build-Measure-Learn: Start with a "minimum viable
product" (MVP), test it with customers, and use
feedback to iterate.

 Pivot or Persevere: Decide whether to pivot (change
direction) or persevere (continue with the current
strategy) based on validated learning.



A process of quickly creating models or simulations of a

product or service to test and refine ideas before full-scale
production.

How It Works:

« Create a prototype or mock up using simple materials
or digital tools.

« Test the prototype with users to gather feedback.
 l|terate and improve the design based on feedback.



A strategic planning tool used to identify the internal strengths and

weaknesses, and external opportunities and threats related to a
project or business.

How It Works:

« Strengths: Identify internal strengths that give the organization
an advantage.

« Weaknesses: Recognize internal weaknesses that may hinder
success.

« Opportunities: Explore external opportunities that the
organization can capitalize on.

« Threats: Consider external threats that could impact the
organization.
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A business strategy that encourages companies to create
new market space (a "blue ocean") rather than competing in
an existing industry (a "red ocean").

Key Concepts:

« Value Innovation: Simultaneously pursue differentiation
and low cost to open up new market space.

« Eliminate-Reduce-Raise-Create (ERRC) Grid: A tool
to help identify factors that can be eliminated, reduced,
raised, or created to unlock new market space.



Activity 2

Now that you have proposed an innovative solution
to the societal problem, the next step is to think
about how it can be implemented effectively in real
word. Using the Business Modal Canvas, create a
comprehensive plan for bringing your solution to
market or putting it into practice.




< This marks the end of this Session.

< In the next Session we will learn about

Building an Innovative Culture and
Prototype.

THANK YOU
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