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LOPIS VSEBINA USPOSABLJANJA
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1. MODUL: Oblikovanje druzbeno podjetniske ideje po korakih

2. MODUL: Spoznavanje in razumevanje trga, ponudba in ,value proposition
3. MODUL: Poslovni model in zgodba

4. MODUL : Finan¢ni model in financno poslovanje

5. MODUL: Predstavljanje ideje in komuniciranje

6. MODUL: Digitalizacija poslovanja



Uvod v danasnjo virtualno delavnico — pomen odpornosti

in fleksibilnosti na spremembe danasnjega Casa.
Oblikovanje in razvijanje druzbeno podjetniske ideje do
poslovne priloznosti.

Design thinking.

Najbolj pogoste podjetniske napake.

Zakljucek delavnice — domaci izziv.
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1 razlog
zaradi
katerega...
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CONA UCENJA

Soocanje z izzivi

Nove
vescine

Nova
znanja

STRAH

Pomanjkanje
Na nas samozaupanja

IS¢emo
izgovore

vpliva
mnenje
drugih

CONA
UDOBJA

Se pocutimo varno
in imamo vse pod
kontrolo



Koliko % stvari
pocnemo vedno na
enak ali zelo podoben
nacin?



90 -95 %
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»teroristi in
blokerji«

5%

, | »Sampijoni«
f ! i \ »Sampioni
20% 20% |
5 E ! o
I %
Senebodo  Se bodo, Ce ne Cakajo, da vidijo kaj se bo zgodilo. Vkljuteniob  Vodijo
nikoli bo druge prvi spremembo
spremenili  MoZnosti oriloznost
M ﬁ
Aktivno se Plujemo s tokom. Aktivno
upirajmo pozdravimo

spremembam spremembo.
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1. Premislite, kje ste trenutno na tej krivulji vi?

2. Kaj potrebujete vi za se vecC odpornosti in hkrati

fleksibilnosti pri odgovoru na spremembe?
3. Kje vidim pri sebi najvecje priloznosti za

spremembe/rast?



C = Change (sprememba).

C = Competition (konkurenca).

C = Commitment (predanost).

C = Culture (kultura).

C = Customer Experience (izkusnja).
C = Credibility (kredibilnost).

C = Care (skrb).

C = Creativity (kreativnost).

C = Cooperation (sodelovanje).

C = Coordination (usklajenost).
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Kaj ima skupnega tisti, ki
verjame v svojo
podjetnisko idejo in tisti,
ki se tega boji?
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Zakaj?
Zakaj pa ne?



Osnovne faze podjetniskega procesa

Zgodba o podjetju Hewlett Packard:

» Primarno zelim govoriti o tem, zakaj sploh podjetje obstaja. Z drugimi besedami, zakaj smo
sploh tu? Preprican sem, da veliko ljudi in razmislja napacno, ko trdijo, da podjetje obstaja
zato, da sluzi denar. Ceprav je to pomemben rezultat poslovanja podjetja, moramo poiskati
globlje vzroke za nas obstoj. Kot smo sami prisli do spoznanja, je najpomembnejse, da skupina
ljudi uresnici svoje skupne cilje v enotni organizaciji, ki jo imenujemo podjetje. Cilje
uresnicujejo le skupno in nikakor ne lo¢eno — posamicno. Tako ustvarjajo podporo skupnosti
in druzbi...,, kar sicer zveni nedorecCeno, vendar je bistvenega pomena.... Res je, da ljudi v
poslovnem svetu v sploSnem svetu zanima le denar in ni¢ drugega. Toda skrite podjetniske sile
izvirajo iz zelje po ustvarjanju necCesa drugega: ustvarjati proizvode in storitve, ki imajo

neprecenljivo vrednost za podjetje, okolje in druzbo.« Hewlett Packard



Kljuéne gibalne sile podjetniskega procesa so:

* podjetnik-ustanovitelj,
e poslovne priloznosti in

e potrebna sredstva oziroma viri.



+ VSE AKTIVNOSTI OD PREPOZNAVANJA
PODJETNISKIH PRILOZNOSTI IN

» RAZVOJA PODJETNIKOVE VIZIJE

» DO VZPOSTAVITVE ORGANIZACIE ZA
NJIHOVO URESNICITEV.




Faze podjetniskega procesa:

PODJETJA
IZHODISCNA PROCES PREDHODNEGA
TOCKA VIZIONIRANJA VREDNOTENJA

PREVERJANJA IN
PRILOZNOSTI

il

GENERIRANJE VIZIJA . VREDNOTENJE
|D)=Y MAKROEKONOMSKIH

I POSLANSTVO POGOJEY

OVREDNOTENJE . 2. VREDNOTENJE
e DOLGOROCNI MIKROEKONOMSKIH

[P ZEOR CILJI POGOJEV

VSTOPNA
STRATEGI
A

IDEJE, KI
POSTANE . TRZNO IN
PODUETNISKA EKONOMSKO
PRILOZNOST OVREDNOTENJE

IV ZARISAN

PODJEM TEHNICNO-

TEHNOLOSKO



Osnovne faze podjetniskega procesa

Uspesen razvoj podjetnistva je tako odvisen od dveh dejavnikov:

notranjih dejavnikov (lastnosti podjetnika): sposobnosti,
motiviranosti, osebnostnih lastnosti, izobrazbe, znanja in izkusen;j;

zunanjih dejavnikov: institucionalno sistemski pogoji druzbe,
podjetniska kultura druzbe, podporno okolje za podjetnistvo, trzni

pogoji, razpolozljivost proizvodnih viroy, itd.



Entrepreneur - Motivational Video - YouTube



https://www.youtube.com/watch?v=DPR3p3EJADo

Osnovne faze podjetniskega procesa

PODJETHIK JE TIST, K USTVARIIZ
(PRAKTICNO NICESAR) INOVATIVNO
PODJETNISKO PRILOZNOST IN JO RAZVIJE
V DINAMICNO VIZIONARSKO PODJETIE.
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Vrste podjetij

TVEGANJ

E ) ADAPTIVNO INVENTIVNO
Xerox, Apple,
Microsoft, Intel
FedEX,
_m!
Ideo

Restavracije | atalske

druzbe
Trgovski
[centri

Taxi




V ZADNJIH 20 LETIH SO PODJETNIKI IN INOVATORJ
RADIKALNO SPREMENILI SVETOVNO EKONOMLJO.
GOVORIMO O E-(ENTREPRENEURIAL) PODJETNISK

GENERACLJI,



50 Entrepreneurs share priceless advice - YouTube



https://www.youtube.com/watch?v=QoqohmccTSc

Test podjetniskih sposobnosti

Test je pripravil prof. Daniel Isenberg (HBR - Harvard
Business Review) in je dosegljiv na

povezavi: https://hbr.org/2010/02/should-you-be-an-

entrepreneur.

Po resitvi testa podjetniskin sposobnosti zapisite
kratek komentar (do 100 besed) na dobljene

rezultate v chat.


https://hbr.org/2010/02/should-you-be-an-entrepreneur

Od podjetniskega ideje do poslovne priloznosti

Ali so ideje ze

podjetniska priloznost?



Priloznost ima 4 bistvene sestavine: je

e privlacna,

* trajna(?),

e pravocasna,

* vsidrana v storitev, storitev ali posel,

ki kupcu oziroma koncnemu uporabniku prinese ali dodaja neko NOVO
DODANO VREDNOST.

Za uresnicitev priloznosti mora biti odprto t.i. ,,okno priloznosti“.



VELIKOST

KDAJ TE TRI SILE ZAGOTAVLJAJO DODANO

VREDNOST?
PONUDB\

TRGA

< POVPRASEVANJE

OKNO PRILOZNOSTI




Kdaj MOTI-mo
stranke?



Kaj je tisto, kar vasim
potencialnim strankam prinasa
dodano vrednost in
izboljSuje/olajsuje njihov
posel/delovanje/zZivljenje?
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STANJE

ZELJE




Obstajata 2 nacina za prepoznavanje priloznosti:

e o0Opazovanhje trendov in

* resSevanje problemov,



OPAZOVANIE TRENDOV:

ekonomski dejavniki,
druzbeni dejavniki,
tehnoloske spremembe,

politicno dogajanje, spremembe zakonodaje



RESEVANJE PROBLEMOV:

Problem je, ko nekdo drug misli, da je nekaj narobe in da je treba

ukrepati.

Priloznost je, ko ti mislis, da je nekaj narobe in da moras nekaj

ukreniti.



Vsak problem je briljantno skrita priloznost.

Nekaj primerov: pojav virusov v racunalnistvu, problem jutranjih
prometnih konic, problem parkiranja, problem pomanjkanja casa,
problem prevelike teze in presnovnih bolezni, problem stresa,

odtujenosti, osamljenosti, materializma, itd...



ZANIMIVA JE G DBICA, KI JE ZGRAJENA NA LJUBEZNI MED DVEMA STUDENTOMA
NA POSLOVNI SOLI IN ODDELKU ZA RACUNALNISTVO STANFORDSKE UNIVERZE V
KALIFORNLIJI, ZDA, V POZNIH SEDEMDESETIH LETIH DVAJSETEGA STOLETJA,

MED SANDRO LERNER IN LEONARDOM BOSACKOM.

SOOCILA STA SE S PROBLEMOM, DA SINE MORETA POSILJATI
LJUBEZENSKIH PISEM PO E-MAILU, KER SO V NJUNIH ODDELKIH
UPORABLJALI RAZLICNE RACUNALNISKE MREZE.

RAZVNETA IN ODLOCENA, DA PROBLEM PREMAGATA, STA RAZVILA
RUTER, CUDEZNO CRNO SKATLO, SESTAVLJENO 1Z ZVIT
KA KABLOV IN PROGRAMSKE OPREME.
USTANOVILA STA CISCO, NAJHITREJE RASTOCE PODJETJE, KI JE BILO
LETA 2004, DVAJSET LET PO SVOJI USTANOVITVI, VREDNO 162
AMERISKIH DOLARJEV.



USTANOVITELJA GOOGLA, LARRY PAGE IN SERGEY BRIN,
STA IDENTIFICIRALA PROBLEM IN GA TUDI RESILA.

RAZOCARANA NAD PONUDBO ISKALNIKOV, KOT JE YAHOO
(1995), STA STUDENTA STANFORDSKE UNIVERZE USTVARILA
NOV IN IZBOLJSAN ISKALNIK.

GOOGLE (1998) JE ZNAN PO SVOJI HITRI ODZIVNOSTI,
ZANESLJIVOSTI, ENOSTAVNOSTI UPORABE. DANES JE V
-~ JAUNILASTIIN NANASDAQ.



+ PREPOZNAVANJE PRILOZNOSTI JE POVEZANO TUDI Z OBSEGOM IN GLOBINO
POSAMEZNIKOVIH SOCIALNIH MREZ,

+ LJUDEM S STEVILNEJSIMI POVEZAVAMI SE ODPIRA VEC PRILOZNOSTI KOT PA
LJUDEM Z MANJ POVEZAVAMI, KAR DOKAZUJEJO STEVILNE RAZISKAVE.

+ VVSI LJUDJE GRADIMO V ZIVLJENJU ODNOSE, KI JIH IMENUJEMO VEZI. ZA
ODNOSE Z MOCNIMI VEZMI SO ZNACILNI BOLJ POGOSTI MEDSEBOJNI VPLIVI -
ZNACILNI SO MED SODELAVCI, PRIJATELJI, ZAKONCI,

* RAZISKAVE NA TEM PODROCJU SO POKAZALE, DA ODNOSI S SIBKIMI VEZM]
POGOSTEJE VODIJO K NOVIM IDEJAM, KOT PA ODNOSI Z MOCNIMI VEZMI, SAJ
NAKLJUCNI ZNANCI LAHKO RECEJO NEKAJ, KAR JE DRUGEMU PREBLISK ZA
NOVO IDEJO, MEDTEM KO MED MOCNEJE POVEZANIMI OSEBAMI PRIHAJA
OBICAIJNO DO POGLABLJANJA ZE OBSTOJECIH POGLEDOV IN IDEJ.



Socialne mreze

» KOT PRIMER LAHKO NAVEDEMO ELEKTRICARJA, KILASTNIKU
RESTAVRACIJE RAZLOZI,

ELE
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KAKO JE RESIL
U RESTAVRACIJE

POSEL NEKA.

NEK POSLOVNI
JE LAHKO

CISTO NOVEGA,

V SVOJEM QZJEM KROGU
DA V POMOC PRI RESEVANJU
NJEGOVEGA PROBLEMA.

» PODJETNIKI IMAJO ZA MREZENJE NA RAZPOLAGO RAZLICNA
ZDRUZENJA IN INSTITUCIJE - OD ZDRUZENJA PODJETNIKOV,

OBRTNIH IN GOSPODARSK

ZDRUZENJ.

H ZBORNIC, TRGOVINSKIH
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Living More
With Less




2 NASPROTUJOCA TRENDA

“Too many people spend
money they haven't earned,
to buy things they
don’t want,

to impress people they
don’t like.”

- Will Smith -




e e

Kaj je ,novo normalno® v danasnjem svetu?

Kako hitro smo sposobni zamenjati prioritete in navade?

Kaksen odnos imamo do osebnega stika/odnosa?

Kako vzdrZzujemo/negujemo stike in komuniciramo s strankami ali
interno?

Kako pomembna je digitalna tehnologija v zagotavljanju
neprekinjenega poslovanja in kreiranju novih priloznosti?

Smo tisto kar zivimo ali tisto, kar porabimo?

Kako odporni in hkrati fleksibilni smo na spremembe?



1. Kajje COVID spodbudil pri vas?

2. Kaksen vpliva ima na razvoj vase poslovne ideje?



KINESIS-FITJUTRO

i

4RAZLICNE VADBE <

ZAPRTA FB SKUPINA, 5X TEDENSKO
MOZNOST OCLEDA ZA NAZAJ

KINESIS-PILATESTONUS




Blokade za reSevanje problemov so:

* Nepravilno dojemanje okolis¢in problema.
* Nepravilna specifikacija okolis¢in problema.

 Pomanjkanje informacij ali prenasicenost.



Guy Kawasaki: The Art of Innovation

The art of innovation | Guy Kawasaki | TEDxBerkeley — YouTube

Carl Bass - The New Rules of Innovation

Creative thinking - how to get out of the box and generate ideas: Giovanni Corazza at

TEDxRoma - YouTube



https://www.youtube.com/watch?v=Mtjatz9r-Vc&t=4s
https://www.youtube.com/watch?v=bEusrD8g-dM

1. Razvijanje pomembnih sposobnosti za lastno dejavnost.

2. Razvijanje ustvarjalnih sposobnosti.

3. Motivacija za opravila (notranja, zunanja).



* |deja je misel, vtis, predstava o neCem. Lahko ustreza ali ne ustreza kriterijem

priloznosti.

MNOGO POSLOV JE PROPADLO, KER PRILOZNOST NI BILA
PRIMERNA ZA URESNICITEV. PREDEN NAS IDEJA CISTO
PREVZAME, JE POMEMBNO VEDETI, ALI POKRIVA DOLOCENO
POTREBO, ALI USTREZA DOLOCENIM KRITERIJEM ZA
PRILOZNOST - CE SE IZKAZE, DA NE, LAHKO TO VODI V
RAZOCARANJE (PRIMER INTERNETNE PRODAJE ZNAMK).



» PRIBLIZNO 70 % IDEJ IZHAJA I1Z NASIH VSAKODNEVNIH
PROBLEMOQV, KI JIH POSAMEZNIK DOJEMA, O KATERIH
RAZMISLJA OZ. JIH PREDVIDEVA.

+ LE 30 % IDEJ NASTAJA I1Z LASTNIH POBUD IN
PREBLISKOV IN NISO POVEZANE S PROBLEMI, PAC PA Z
IZRAZANJEM POSAMEZNIKOVE NADARJENOSTI
(UMETNIKI).



Ideje, ki jih nosite v sebi od rane mladosti.

Sedanje delovno okolje podjetnika.

Uspesni podjetniki in podjetnice, konkurenca.
Domaci in mednarodni sejmi.

Revijalni tisk za doloceno dejavnost.
Strokovna literatura in publikacije.

Lokalni in regionalni centri za pospesevanje podjetnistva.
Druge neformalne oblike zdruzen,.
Druzabni dogodki.

Lastne raziskovalne dejavnosti.

Lastni hobiji in nenavadne situacije.



Idea 1.0

Su&ss

i |
idea 1S: -
tshell , Mmy! ‘ Rationz se
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Produc
. service that.- becausé

It is different
. Mission 10

« New way Of.--

,m/wJﬁona,e Sucess will sustain...
* Cost efficiency...
* The best...
* Customer initimacy...
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Idea 1.0

The Free Encyclopedia

@ WIKIPEDIA

Rationale

" free & 2d

encyclop
and edite

edia, created
d by volunteers

Success will sustain...

Cost efficiency

Wisdom of the crowd

Peer to peer quality
control

JTEPTI




Idea 1.0

MEDECINS

e

SANS FRONTIERES

88% Programs

-
d |ndependence and
Rationz jmpartiality

Medical care in acute

crises

Rationale for success in 3 years

Success will sustain...

* Cost efficiency

* Results & transparency

* Rapid deployment

1% Management & general

11% Fundraising

JTEPTI
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PROBLEM DEFINITION
|
What is the key Whao iz it a problem What secial or What evidence Can you think ef
issue you are far? cultural factors do you have this problem in a
trying to address shape this that this is worth different way?
and why is it problem? the investment?
important? Can you reframe it?






Person 1.0

@



Who pays, uses, benefits...
Who are customers, donors,
beneficiaries, stakeholders...?

Problem/job-to-be- done
Why do they pay, use,
consume...?

“Customer” circumstances
When do they pay, use,
consume...?

Relevant for whom?
How many “customers” with
relevant “job” or problem?

JTEP(]




You need to identify
and understand your
customers, users,
beneficiaries...!




The Free Encyc

“Customer” circumstances
When do they pay, use,
consume...7

Relevant for whom?

How many * with

relevant “job" or problem?




Problemy/job-to-be- done
Why do they pay, usé,

©

"W ckcumstaﬂ‘-“
When do they pay, use,

consume...?

Relevant for whom?

How many
relevant “job” or problem?

STEP(]




If you want to explore more...

Customer problem

,Job(s) to be done”
Functional — Emotional - Social
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The

Economist

[n the early 1980s AT&T asked McKinsey to estimate how many cellular phones would
be in use in the world at the turn of the century. The consultancy noted all the problems
with the new devices—the handsets were absurdly heavy, the batteries kept running
out, the coverage was patchy and the cost per minute was exorbitant—and concluded
that the total market would be about 900,000. At the time this persuaded AT&T to pull
out of the market, although it changed its mind later,

These days 900,000 new subscribers join the world's mobile-phone services every three
days. In eight countries more than a third of the population own mobile phones; among
Scandinavian men in their 20s the figure is almost 100%. Almost everywhere
ownership 1s growing relentlessly, and sometimes exponentially. In both France and the
Netherlands, for example, the number of mobile phones doubled during 1998. The
tipping point seems to be somewhere between 15% and 20% of the population. Below
that, people regard mobiles as expensive toys for business people, so it takes a long
time to reach that point; but from there on, growth takes off.

Cutting the cord, Oct 7th 1999



Buying, using, consuming, sharing...

circumstances



Impact matters

Number of users in circumstances
when problem or jobs arise



A je ze cas, da nazdravimo, ker
zdaj pa res vemo/imamo vse,

kar je potrebno, da nam uspe?






SUCCESS SUCCESS

WHAT PEOPLE THINK WHAT IT REALLY
IT LOOKS LIKE LOOKS LIKE

WWW.ATBREAK.COM


https://www.google.si/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjQq6Cyj_vSAhUDYZoKHekvCjcQjRwIBw&url=https://www.pinterest.com/asoicalexp/success/&bvm=bv.150729734,d.bGs&psig=AFQjCNEzRVUCqIJ-j7FyTR0qyFGdhgRTzA&ust=1490856415481947




Tehnike generiranja idej

ZAPISOVANJE IDEJ:
* 0OpIS postopka, predstavitev problema in
odgovarjanje nanj z idejami.
« Kkriticna interakcija.
« analiza in porocanje.

MOZGANSKO ZAPISOVANJE:
* predstavitev problema.
+ Zapisovanje idej, odaajanje in krozenje listov.
* vrednotenje idej.

TEHNIKA PRISILNIH POVEZAV

TEHMKA S’NEKTIK-%\: TEHNIKA »CHECK LISTA
. direktne analogije
. osebne analogije TEHNIKA LISTA ATRIBUTOV

. simbolne analogije TEHNIKA MORFOLOSKE ANALIZE



Tehnike generiranja idej

SIX THINKING HATS + ONE
ajc\sjala ‘!

White Hat: Red Hot: Yellow Hat: Green Hat: Blue Hat: Black Hat: Royal Hat:
(Neutral Obyectivity) (The Emotional View) [Logical Positive) (Creatwty) (Process Control) (The Logseal Negahve) (The Owner)
Assocated wifh energy,

Neutolond obeckve,  The intuitive view,  Oplimisic, sunny, frkly, growth, The organizing hat  Corefl ond couious,  Commited ond nvesed
cocemed wilh ook, hunches, “gut’, ond positive, creatviy, and new deds. (stort and inish}; “udgement” hot. ~  Subjechvely seeking
ock, ues ond feeling. covers hope. Swiches around confrols the use objectiviy.
ond iormafion. betomelsuperiosy  of e ofher ho

ofthe block hot



Nasprotno misljenje

@, soR0TNO RAZMISLIANJE

o K VERX
- s REVERSE
REVERE 4 /‘ . ST
. 3 WOREK N ; v ¢
LALERHI T Y INTERACTION ¥
CLIMATE
§ 4 EHAVICK §

& 7N

MANACE . ) A} CUSTOMER/ R\ RCUST
Mt NT - [ RIEN { REVE 'VI\

TRADICIONALNO RAZMISLJANJE l



Tehnike generiranja idej

I D EATE CENTRAL EU RO;E o

IN SITU

ldea generation methods

Brainstorming

Group method
Ideal for groups of 5-10 persons

Role of the leader is important

Problem and the ideas must be visible to everyone

TAKING COOPERATION FORWARD 23

Image by Free-Photos from Pixabay

nterreg B
IDEATE CENTRAL EUROPE &=

IN SITU



IDEATE

Idea generation methods

Brainwriting

Group method

For groups of up to 5-6 persons

Sharing the ideas in circle

witerreg

CENTRAL EUROPE &=

Up to 3 ideas / approx 5 min per circle |

—©

TAKING COOPERATION FORWARD‘7 B ; Zﬂ

Image by mohamed Hassan ‘from Pixabay



Tehnike generiranja idej

iterreg _
IDEATE CENTRAL EUROPE £

IN SITU

ldea generation methods

Hot potato

Group method

Participants are randomly
throwing the ,,hot potato” at each
other

The one who catches it must
quickly generate an idea



I want to generate new ideas

by thinking differently

THE APPROACH

THE NOERMAL RULE

DY 00

FAST IDEA GENERATOR

BENDING, BREAKING &
STRETCHING THE RULE

Turn comman practice upside down

Doctors treat patients

‘What if patients became doctars?

o Inversion +‘P
Integrate the offer with other offers Peopls actess a range of services in different locatians ‘What if differant local services had ane point of access?
0 Integration >
Extend the offer Schools provide leaming opportunities to children and young people during the day ‘What if schoals also offered spart and recreation and community learning provision aut of hours?
e Extension >
Segment tha offar There is a ‘ane size fits all’ approach What if & service was parsonalised and differantly sagmented?
e Differentiation >
Add a new element Supermarkets deliver groceries What if supermarkets delivered groceries and also provided hot meals to older peaple in their
P homes?
o Addition
Take something away Prisons are critical to an effective criminal justice system ‘What if you had to clase three prisons?
° Subtraction
Translate a practios associated with Haspitals and airparts ane difierent kinds of opesations What if airpart management practices were applied ta hospitals?
o Translation anather field
Grafton an element of practice from Teaching and coaching are separate practices. ‘What if coaching were introduced as part of secondary schoal education?
0 Grafting anather field
Push something to its most extreme Schools support children and young people to leam, but only within designated times and ina ‘What if stisdents could access learmning, anytime and anywhere they chase?
- e ted space
@ Exaggeration expression S >




Kaj vam pride na misel, ko

slisite ,,design“?



*PROCES
* OPAZOVANJA LJUDI PRI DELU,
* UCENJE KAKO ZIVIJO SVOJA ZIVLJENJA
* ISKANJE RESITEV ZA NJHOVE VSAKODNEVNE PROBLEME




» PRIMER NAKUPOVANJA V TRGOVINI:
» OPAZUJTE KAKO LJUDJE UPORABLJAJO VOZICKE
» ALI SO UDOBNI ZA SEDENJE OTROK / DOJENCKOV?
» ALI SE KOLESA OBRACAJO BREZ PROBLEMA?
» ALI JE VOZICEK PREVELIK / PREMAJHEN?

» DESIGN THINKERJI SO RADOVEDNI O TEM, KAKO
LJUDJE OPRAVLJAJO VSAKODNEVNA
OPRAVILA.



DESIGN THINKING

ORlGl N CENTRAL EUROPE e
IN SITU

David Kelley, Stanford University, IDEO

TAKING COOPERATION FORWARD 3
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APPLICATION CENTRAL EUROPE =

Design Thinking in social innovation and entrepreneurship

Top down approach Bottom up approach

VS.

DeSl rable
Feasib Ie :7

\ (&)

—e TAKING COOPERATION FORWARD‘T‘T 4 '
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DESIGN THINKING

I
l

&

4

01

Branded household toilet with
05 bio-digester chemical and

Waste used to generate electricity removable waste contaier.

or createfertilizer to sustain and

grow local business. \
/
N > 2w ——— 02
Local franchised operator
= =
provides household waste
/ § collection service.
04
Vacuum truck services
local transfer tanks.

/

03

Waste taken to neighborhood
transfer tank for interim storage.




DESIGN THINKING

ﬁIDEO'ORG WORK ~ PERSPECTIVES ~ TOOLS  IMPACT  PEOPLE v  CONTACT v

EXPLORE MORE PROJECTS

- ﬂ‘-‘”‘“&}uh&

A TIDEO‘ORG STUDIOS SUPPORT CONNECT
Our mission is to design a more San Francisco By donating to IDEO.org, you're General:
just and inclusive world. 444 Spear Street, Suite 213 helping us design a better world.
San Francisco, CA 94105 @ o @ o
New York City ol
Privacy Policy,

AAPF T Yes i dana OF: GF T Ainie



DESIGN THINKING




PODZELSKO RAZVOINC JEDRO — POMELA]

Zadruga za razvoj podeZelja je nastala kot plod stiriletnega dela v okviru programa =Samozaposlovanja na podeZelju«, ki ga je
razvijalo podjetje DART iz Lendave in podjetje LKC iz Velike Polane ob podpori obéine Velika Polana, Ministrstva za kmetijstvo,
gozdarstvo in prehrano in ZRSZ ter JAPTI. Izdelan je bil model celovitega pristopa k razvoju podeZelja, ki na eni strani povezuje
interese podeZelskega prebivalstva ter na drugi strani iniciative ter moznosti lokalnih skupnosti, razvojnih institucij in drugih
nosilcev razvoja. Svojo dejavnost uresni€ujejo z bogato paleto storitev in izdelkov — z vlaganjem v ljudi in okolje, s kulturno-
turisti€énimi storitwvami, predvsem pa z izdelki — kar omogoéa ljudem iz ciline skupine nove zaposlitvene priloZnosti, s tem pa tudi
izhod iz reviiine in socialne izkljugenosti.

Utrjujejo poloZaj socialnega podjetia na podeZelju v Pomurju, ki omogoca ljudem iz ranljivih cilinih skupin na podeZelju
integracijo v delo v domacem okolju in to v dejavnostih, ki so jim tradicionalno blizu. Zadruga za razvoj podezelja Pomelaj,
Zz.0.0. se je 1.8.2009 transformirala v zaposlitveni center. Zadruga ima poseben status, ki v prvi vrsti sledi poslanstvu v smislu
socialne ter zaposlitvene integracije invalidnih oseb na zasZitenih delovnih mestih, kar je tudi razlog ustanavljanja tovrstne
pravne oblike. 7 namenom ponuditi invalidnim osebam na zascitenih delovnih mestih stalno in neprekinjeno delo, so v Zadrugi
razvili razlicne dejavnosti vezane na podeZelje predvsem s podroé&ja tradicionalnega rokodelstva in kulinarike. Poslanstvo
Zadruge je torej razvijanje socialno — podjetniskih oblik (kulture) med podezZzelskim prebivalstvom, Se posebej med ranljivimi

ciljnimi skupinami v dejavnostih, ki so tradicionalno vezane na podeZelje (domaca obrt, kulinarika ...}
EKOSOCIALNA KMETIDA KORENIKA

MNa Ekosocialni kmetiji razvijajo dejavnosti na podro&ju ekoloskega kmetijstva v povezavi z varovanjem naravne in kulturne
dedistine ter razvojem ponudbe ekoloSkega turizma. Ukvarjajo se z ekolodko pridelavo in predelavo sadja, zelenjave, Zitaric in
zeli§€. Obdelujejo pribliZno 16 hektarjev njivskih powvrsin, 2 hektarja sadovnjakov in 2 hektarja travnikov. V delo na kmetiji je
vsak dan vkljuZenih od 50 do 60 oseb iz ranljivejsih skupin. Vkljuéeni so v razlicne programe delovnih usposabljanj in delajo
prek programa javnih del. Zavedajo se, da je za Slovenijo znadcilna zelo nizka stopnja samooskrbe. S svojim delovanjem
dokazujejo, da skupnost lahko preZivi z naravnimi viri. Spodbujajo lokalno skupnost pri pridelavi hrane ter se zavzemajo za
partnersko kmetovanje in boljSe povezave med pridelovalci, predelovalci in kon&nimi potrosniki. V sodelovanju z lokalnimi viri se
trudijo zagotavljati nova delovna mesta, s éimer skusajo resevati resna ekonomska in socialna vprasanja v regiji. Sirgi skupnosti

Zelijo priblizati pomen ekoloskega kmetijstva in zdrave prehrane.

(http://www.invel.sifostalo/gradiva-podjetnistvo/socialno-podjetnistvo_gradivo.pdf)



EKO KMETIJA BRINJEVKA

Socialno podjetje Brinjevka iz Malega dola pri Komnu je specializirano za ekolodko pridelavo sezonske zelenjave, Zit in zelisc.
Svoje pridelke trZijo v javne zavode, restavracije in gostilne, najvedji kupci pa so gospodinjstva, ki njihove pridelke lahko kupijo
na kmetiji, na lokalnih trZnicah ali jih naroijo v velikih ali malih ekologkih zabojckih, ki jih imenujejo »zelenjavna kraska Storja«
in jih z Brinjevke dostavijo na dom. Na istem naslovu kot Brinjevka deluje tudi zaposlitveni center Bodika, ki del pridelkov iz

kmetije Brinjevka predela v kakovostne izdelke, ki predstavljajo novo dodano vrednost.

V Zelji, da svojo ponudbo 3e bolj pribliZajo kupcem so v prenovljeni bivai vratarnici bolnisnice SeZana odprli sodobno, licno
urejeno trgovino Kraski koticek, kjer so na voljo njihovi pridelki in unikatni izdelki. Kradki koticek so podprle obfine Sezana,
Divata in Hrpelje-Kozina, ki poleg obogatitve ponudbe vidijo nove priloZnosti za razvoj kvalitetnih delovnih mest tudi za ljudi, ki
so tezje zaposljivi. Je kamentek v mozaiku prizadevanj za kreiranje boljde skupnosti in ugodno vpliva na celotno lokalno

obmogje.

(http://www.kgzs.si/GV/Aktualno/V-srediscu/Novica/Articleld/3641/Socialna-podjetja-soustvarjajo-ponudbo-lokalnih-kmetijskih-

pridelkov-in-izdelkov.aspx)



DESIGN THINKING
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DESIGN THINKING

() ZdruZenje socialna ekonomija Si X 4 = X

< C A Nivarno | socialnaekonomija.si p* g e :

Rather, ten times, die in the surf, heralding the way to a new world, than stand idly on the shore.

/druzenje —
SOCIALNA EKONOMIJA
SLOVENIJE

4 | Aktualno ~| NaSi élani - Socialno podjetniStvo ~| Storitve  Mentorji - Projekti - Pobude = Onas~ Kontakt~ =— | =

#tKUPUJEM ODGOVORNO

é MARIBOR EU'PRESTOLNICA SE
n ZEMLIEVID SOCIALNIH PODIETI)

K
Q PROJECT PARTNERSHIP

socialnaekonomija.si P - P - P .
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Not a linear process!

0,
< s, Osy,
0\‘:"0\‘6 e ()e“e\OQ ~ W
Empathize Define Ideate Prototype Test

The Double Diamond framework of Design Thinkingk'

ﬂ -

—e TAKING COOPERATION FORWARD | ~1 5
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DESIGN THINKING

(or similar)

S EMPHATISE DEFINE IDEATE PROTOTYPE TEST

-

A

G

E

A Ensure deep Define a clear Create as Create a Test the

C and empathic problem based many ideas as (cheap) solution

T understanding on user needs possible and physical and collect

| of a certain choose one prototype feedback

v situation or idea/solution

| problem to work on

T

Y

M Read, observe Interpret and Brainstorm, Draw, build, Distribute

E and Interview synthesise brainwrite, use Lego, solution

T the target collected data hot potato, create among

H group, choose a and define a SCAMPER, simulation, community

(8] specific human-centred thinking hat, rehearse act , collect

D persona (3™ person) meditate, feedback,
problem choose with reiterate

dotmocracy

SOURCE AND FURTHER INFO:

https://designthinking.ideo.com/
https://mitsloan.mit.edu/ideas-made-to-matter/design-thinking-explained
https://dschool.stanford.edu/resources
https://www.sessionlab.com/blog/design-thinking-online-tools/

https://hpi.de/en/school-of-design-thinking. html




DESIGN THINK - v jedru je stranka

G ‘Qb/




1. Kdo je vasa ciljna skupina?




fiterrey
EMPATHIZE CENTRAL EUROPE 555
~INsITU

Discovering what are the people’s needs
s2What | want” = ,What | nheed”

What are they doing?

Why are they doing this?

How? When?
Where?

Activities that will
help us truly
understand the

i 1 2
user’s problem. Under which circumstances?

What are the limitations?

y
—e TAKING COOPERATION FORWARD--7 “Ea7

Image by Gerd Altmann frﬁ{’ixabay




2. Kaj si zelijo ali potrebujejo?




2. Kaj si zelijo ali potrebujejo?

diterreg B
CENTRAL EUROPE Fomer
IN SITU

Gathering the information

Desk research
Data analysis
Interviews
Observation

Photo/video

Shadowing

TAKING COOPERATION FORWARD g

This Photo by Unknown Author is licensed under CC BY-NC



2. Kaj si zelijo ali potrebujejo?

HILCTSIITYy _

CENTRAL EUROPE :
IN SITU

All aspects of users experience must be taken into account!

What is the user thinking and feeling?

What is the user doing and saying?

D)),

What is the user seeing? What is the user hearing?

TAKING COOPERATION FORWARD

Image by Gerd Altmann from Pixabay



+ KVANTITATIVNI PODATK]
» STETJE IN PRIDOBIVANJE PODATKOV
» LJUDJE IZPOLNJUJEJO OZ DOPISUJEJO SVOJE IZBIRE -

ANKETA

 KVALITATIV
* INTERVJUJ
» BRANJE TE

» PRIDOBIVA
DRUGI

NI PODATKI

KSTA, KI JE NAPISAN
NJE DESKTIPTIVNIH PODATKOV, KI SO JIH ZAPISALI




Najdite vzorce

« MORATE LOCITI VSAKE DELCE INFORMACIJ MED SABO

« ZAPISITE VSAKO DRUGO IDEJO NA NOV LISTIC
¢ 2. KROG

« UPORABITE FLOMASTRE
* VELIKE IN MALE CRKE

« RAZLICNE BARVE
« RAZLICNE STILE PISAV



Picture

Name

Demographics

Goals and challenges

Values and fears
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2. Kaj si zelijo ali potrebujejo?

. THINK & FEEL i
\ meoicypm 1ONS / 3
e N desires? ::p:r:: ;:?.’a::"ies ? =
\\\7 \ ) /
HEAR : " SEE
ENVIRONMENT

INFLUENCES

What friends, family and influencers are saying?
Who really influences? How?

What media channels influence this person?
books, magazines, TV, Facebook, blogs?

What is the environment like?
What's going on in their world?
What peers say?

SAY & DO

BEHAVIOR
» How is the attitude? » How do they act In public? -

> What's the image portraid? \
What are the contradictions between what is said an what is felt?

CUSTOMER EMPATHY MAP

PAIN GAIN

What are the frustrations? What represents succes?
What obstacles stand in the way? What does the client gain?
Want are the risks? Want to achieve?

What strategies can help in reaching goals? What strategies can help in reaching goals?



nterrey
EMPATHIZE CENTRAL EUROPE

Social issue/topic:

Increasing students’ knowledge and interest in science
and engineering.



2. Kaj si zelijo ali potrebujejo?

EMPATHY MAP Customer name Author Date Eua
outdated | want to try it
curriculum myself! frustrated More

Tt
about some

interesting
- ' stuff on
" . ' - Internet
| keep hearing . ! 2

HE:  cool stuff from Books ;;a:;:oi o
friends abroad works
ancient
I’m not sure technology
that my
Skipping teacher is Boooring...
class competent
PAIN e AN
fears. frustrations. obstacies wants, needs. measure of success

www businessdesigntools.com Adapted from XPLANE (@) (D @ B (©) e s ooy o ma arcs vws e femmarsmemo s s .






Pridobitve

BolecCine

(kaj bi jih naredilo
(kaj jih dela nesrecne?)

zadovoljne?)




2. Kaj si zelijo ali potrebujejo?

Designed for Designed by Dade

Empathy Map Canvas

WHO are we empathizing with? GOAL What do they need to DO?

Wit is 1he person we want 1o understand?
‘Wil is the situaton they ane in?
‘Wbt i their role inlhe suation

What o they need to do dffererily?

What jobds] do they wiald OF meedd 1o gef done?
What gecisonis) do they need 10 make?

o wall wne by thiery' were succeashll?

What do they THINK and FEEL?
PAINS GAINS

‘What are thair wanis,
ras, by

57 What do they SEE?

Wit do ey e in The rarkeplace
a1 i Py e in Mhesie i iale eminanmer?

3 1 o
3 ] TS Bl i coing?
Wil are ey walching and reading?

Whal ane they heanng others say

e wafireg fnor friersds
What ane they Peanirg o ool
Whal are they heanrg seconc-hsnd?

What do they HEAR? C

What do they SAY?

Whal have vwe Feard e 5 ?

Whiat can W imagine them saying?
Whal olher thoughls and feelngs might moteale their bebavior?

What do they DO?

ihat befrao

Wihal car ves imagine them doirg

Laxt wpsned on 16 July 3007, Dosndood 3 copy of this canvae st betpsf pemssiormdngoomy'smpa thy-moapd

D ALY Dlows Giray, apdanecnm



3. Kaksen problem bi radi resili?




Defining the essential problem of our user

»,Make sure you solve the right problem before solving the problem right.”
TISDD




User problem

We met... ...we found out... ...identified a need:

about some

Pains (what is making Gains (what would make
them unhapy) them happy)

=
==

e




3. Kaksen problem bi radi resili?

My Change Statement

“T want to change

PRESENT STATE

22

in order to

DESIRED OUTCOME



User problem / Customer problem / ,,Job to be done”

»A need for a simple and applicable solution that
would increase number of students interested in
STEAM fields, deliver the knowledge in a fun way
and raise a new generation of engineers.”

»And, of course, it must be cheap.”



4. Kaksne so mozne resitve?
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IDEATE CENTRAL EUROPE =i

Going after the best possible idea

,, T he best way to have a good idea is to have lots of ideas.”
Linus Pauling

Explore all the

(im)possible options Elaborate the best idea.
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IDEATE

Further elaborating the best idea

Give it a name and make a sketch

Describe your offering and your
competences

Revise your customer/user

Define key elements of the Value
Proposition
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Your Idea Napkin = ——
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IDEA NAPKIN

The Idea Napkin is a simple visualisation tool for idea generation.

narme of this idea What's the idea?

Idea Napkin 3 Oesgne:'s namels What's your name(s)?
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7, navdihion: do wspehia
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Moja Idea Napkin

KDO SI17? KAJ PONUJAS? KOMU PONUJAS?

ZAKAJ IN KDAJ JIM JE

TO KATERE SO TVOJE
POMEMBNO /UPORABLJA KLJUCNE
Jo/PLACAJO?? KOMPETENCE?




CE SVOJE IDEJE NEMORES IZRAZIT
PREPROSTQ IN' JASNO, BODI TIHO IN DELA.
NANJEJ, DOKLER TEGA NE BOS ZMOGEL.




4. Kaksne so mozne resitve?

How Might We

Every problem is an opportunity for design, By framing your challenge as a
How Might We question, you'l set yourself up for an innovative solution,




By defining themes and insights, you've identified problem areas that pose challenges to the people

vou're designing for. Now, try reframing your insight statements as How Might We questions to turn
those challenges into opportunities for design. We use the How Might We format because it suggests
that a solution is possible and because they offer you the chance to answer them in a variety of ways.
A properly framed How Might We doesn’t suggest a particular solution, but gives you the perfect

frame for innovative thinking.

STEPS

01 Start by looking at the insight statements that you've created. Try rephrasing them as
questions by adding “How might we” at the beginning.

02 The goal is to find opportunities for design, so if your insights suggest several How Might We

questions that's great.

03 Now take a look at your How Might We question and ask yourselfif it allows for a variety of

solutions. If it doesn't, broaden it. Your How Might We should generate a number of possible

answers and will become a launchpad for your Brainstorms.

04 Finally, make sure that vour How Might We's aren't too broad. It's a tricky process but a good
How Might We should give vou both a narrow enough frame to let you know where to start
your Brainstorm, but also enough breadth to give you room to explore wild ideas.



te vaso idejo?
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5. Kako lahko uresnici




5. Kako lahko uresnicite vaso idejo?

miterreg
pROTOTYPE CENTRAL EUROPE &&=

IN SITU

Further exploring the idea

,»»---you produce work which is grounded in reality, not in
assumptions and opinions” TISSD

Goal
Explore, evaluate and
communicate the idea.

!
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5. Kako lahko uresnicite vaso idejo?

PROTOTYPE CENTRAL EU ROPE e

IN SITU

Types of prototype

Service/interaction prototype
e Person € —> Person
= Person <—> Technology

Methods: Wizard of Oz, paper prototype, life-sized prototype...

TAKING COOPERATION FORWARD 33
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STRATEGY.

VISION

What do you want to
create? What outcomes do
you want to see? Capture
it here. Don't hold back.
Think big.

NEEDS

In order for your vision to
be realized. what needs
‘to happen? What do you
need? Who can help you
meet these needs? Write
one need in each box.
Think ideally.

COMMITMENTS

What actions can you

take to help meet each
nead you described
above? Whan will you do
these things? Owver what
period of time? For how
long? Write a commitment
in each box below the
need it corresponds to.
Think specific.

PURPOSE

What makes this vision
important? Why does it
matter? This is where
action comes from. Think
deep.
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The Simple Planning Tool

Concept & Design by Caleb Dean & Emily Kanter
www.owlfoxdean.com

The Simple Planning Tool is licensed under a Creative
Commaons Attribution-NonCommercial-ShareAlike 4.0
International License.

OSSO



6. Kako se stranke pocutijo/cutijo glede vasega
produkta/storitve?




6. Kako se stranke pocutijo/cutijo glede vasega
produkta/storitve?

miterreyg -
TEST CENTRAL EUROPE =

IN SITU

Test your solution with the users

Gather feedback from the user

Reassess the solution

Get back to one of the previous
phases

TAWINIC — - AT 1 FORWADRD
TAKING COOPERATION FORWARD
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TEST CENTRAL EUROPE =55

~INSITU
Analyse feedback

‘What is not clear/questionable? New ideas!

—e TAKING COOPERATION FORWARD‘—' D 3ﬂ
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LOPIS
7 navdihom do uspeha
Ce vas sredi nodi zbudim, katere 3 konkurenéne
prednosti bi izbrali kot tiste, ki izstopajo v primerjavi z
drugimi:



NS

/. navdihom do uspeha

Kaj je vasa EPP?
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LOPIS

/. navdihom do uspeha

1. Kaj naredite bolje od drugih?

2. Kaj ponujate strankam, kar jim resnicno
prinasa korist?

3. Kaj je pri vas tako zapeljivega,
drugacnega,vrocega, ,odstekanega” v
ponudbi, kar drugi nimajo?



NS

/. navdihom do uspeha

Kaj je tisto, kar samo
VI (in nihce drug)
naredite za vase

stranke ?
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LOPIS )
/. navdihom do uspeha

| = informacije
D = usmeritev

E = izobrazevanje
A = podpora

S = resitev

QS






NS

LOPIS

/. navdihom do uspeha

18 najvecjih napak, ki ubijajo posel:

155
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LOPIS

18 NAJVECJIH NAPAK, KI UBIJAJO POSEL —

Me prodajamo resitew, Se vedno produkte.

Me prepoznamo nakupnih signalow in ne stopimo v Cevlje stranke.

Me sprafujemo visoko kakowvostnih direktnih wprasanj.

Prepricani smo, da cena reii wvse probleme ali ne razumeamo enacbe: wrednost > cena.
Predstaviljamo izdelke//storitwe, ne da imeli namen tudi zakljuditi.

e kwvalificiramo strank in prodajnih priloZnosti.

Me vkljucimo oz. ne pogowvarjamo se z odlocewvalci dowolj hitro.

Mi urgence oziroma ni sproZilca. Cas je najwvedji sovraZznik zapiranja.

Me sledimo dowvolj hitro in sistematicno.

Me verjamemo v to, da lahko dobimo posel = mentalna kondicija oz. higiena.
Me izpolnimo obljub/doseZemo pricakowvanj.

Me postawvimo si prioritet, zato nam zmanjka fokusa
— ko je wvse enako pomembno, potem ni ni€ pomeambno.

Preslabo poslusamo.
Mi wizije, ni strasti, ni enaergije.
Me "cartamo" obstojedih strank.

Me razumemo, da so priporodila 22 vedno najcenejie
in najbolj kredibilno orodje povecevanja prodaje.

Me poznamo idealnega profila nagih strank.

Mimamo prodajnega protokola, delamo prevec po obCutku.
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LOPIs 10 osnovnih razlogov:

waredihom do uspeha

 Ne prodajamo resitev, se vedno produkte.
* Ne prepoznamo nak. signalov.

 Cenaresi vse probleme.

* Preslabo poslusamo. Imamo
« Ne sprasujemo visoko kakovostnih vprasan;. kaksen
* Ne kvalificiramo strank/prod.priloZnosti. VPLIV
* Ne cartamo obstojetih strank. nato?
* Premalo priporocil.

* Ne postavimo si prioritet.

e Vcasih delamo prevec po obcutku.




1ZZIV DO NASLEDNIJIC:

Izpolnite vas IDEA NAPKIN in mi ga posljite na email.

lzpolnite Vprasalnik za pripravo strateskega nacrta
poslovne, in sicer naslednja vprasanja: 1, 2, 7, 8, 24,
25, 26, 27, 32, 33, 34 ideje in mi posljete
feedback/odgovore na mail.

Aktivno delajte na vasi poslovni ideji.
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/. navdihom do uspeha

Cesarkoli se u¢imo, se
ucimo tako, da to
dejansko pocnemo.

Aristotel
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/. navdihom do uspeha

Ni dovolj, da nekaj ves,
to moras tudi uporabiti.
Ni dovolj, da nekaj hoces, to
moras tudi narediti.

J.W.Goethe



