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INLEIDING
Innovatie-onderzoek Academiejaar 2019/20 

VAKGROEP COMMUNICATIEWETENSCHAPPEN
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Innovatie-onderzoek: wat? waarom?

En waarom innovatie-onderzoek in een opleiding CW?

wat is innovatie? iPhone 11
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“ An innovation is an idea, practice or object 
that is perceived as new 

by an individual or other unit of adoption.” 
(Rogers, 1995: 11) (°1962)

Waarom innovatie?
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Innovatie als industriële religie 
ifv economische slagkracht en maatschappelijke vooruitgang
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Innovatie ifv maatschappelijke vooruitgang?
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Innovatie ifv economisch/maatschappelijke vooruitgang?

15

Digitalisering
Convergentie

Innovatie ifv economische slagkracht?
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… sneller en ‘one shot opportunities’

17

Nieuwe economie – Veel synoniemen – Beperkter # centripetale krachten
18

AGAF - GAFA
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FAANG
Innovatie?: met & tegen
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Innovatie?

Innovatie met of tegen?

Succesvolle innovatie?

Innovatie = technologie?
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Technologie centraal, maar …
niet alles wat technologisch mogelijk is …
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Technologie centraal, maar …
niet alles wat technologisch mogelijk is …

World’sleadingmultidisciplinarysciencejournal…

Niet alles wat technologisch mogelijk is …
Groeiend besef dat technologische nieuwigheden geen garantie zijn op innovatie

24
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Knelpuntberoep: metronoom

27

Knelpuntberoep

28

Technologie ≠ innovatie 
Diamant met 4 vlakken

Innovatie: 4 vlakken
Master: 4 vakken

X X X X

Innovatie-onderzoek
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USER-CENTRIC
SUSTAINABLE BUSINESS MODEL

SOCIETY PROOF
REGULATORY COMPLIANT

Probleemstelling

33 34

Doelstelling: gebruikerszijde van de innovatiediamant & rugzak verbreden

27/04/2020 36
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Vraagstelling : ‘How to get closer to the customer?’
‘How to reduce risk on failing innovation’?
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Innovatie-onderzoek 

= nieuwe vaardigheden

“Innoveren en klantgericht zijn, 

zijn geen tegengestelden”

Steve Jobs to blame?!

Uitzondering op de regel?

Innovatiepipelines en stage-gate processen op basis van excellentie in R&D en QoS
zijn tegenwoordig een olympische minimumgrens. Quality of Experience is dé differentiator geworden inzake innovatie!

39

12-rd-and-innovation.jpg

Innovatieprocessen?
Innovatiepipelines?
Innovatieprocessen?

Omar & Marion
Illustratief voor slechts 1 windrichting van 

waaruit de aandacht voor 
gebruikersgecentreerde innovatie ↑

Innovatie als proces

NPD PROCESS = NEW PRODUCT DEVELOPMENT PROCESS

Challenges?
Evaluatie > Ad Hoc

Stappen overslaan < Tijdsdruk

1000 100 10 1

Innovatie-onderzoek

IDEATION CO-CREATION VALIDATION IMPACT

Opportuniteiten 
Verkennen

Oplossingen Vormgeven Business Creëren Leren uit gebruik

CW-onderzoek

STAGE GATE / GO-NO GO Challenges?
Harde knip tussen stages

≠ iterativiteit
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DESIGN THINKING

DE PIVOT

THE LEAN START-UP

Challenges?
Hier zit het punt van innovatie voor de sociale wetenschapper / innovatie-onderzoeker

48

ook het differentiërende punt van innovatie voor onze onderzoeksgroep
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what is vs. what could be

empathize

explore

familiarize

inspiration

opportunity identification

ideation

creation

build

implement

evaluate

current state
‘as is’

future state
‘as could be’         

U

S
E

R

Innovatie als proces?

En die User Centricity is ook het punt waarop men 
vanuit 4 ≠ windrichtingen op convergeert

(en Marion en Omar komen vanuit slechts 1 richting aangewaaid)

DE GROTE TWEESPALT

BINNENSHUIS VS BUITENSHUIS

User InnovationTraditional ‘closed’ innovation

breuken in het gewelf van closed innovation

Joy’s Law

Steve Jobs to

blame?

breuken in het gewelf van closed innovation
De neergang van de lone genious

 Joy’s law – “most smart people work for someone else” (Bill Joy, Sun)

 Hayek (1945) – “knowledge is distributed across society”

 Linus’ law – “Given enough eyeballs, all bugs are shallow”

breuken in het gewelf van closed innovation

Andere ‘erosion factors’ (Chesbrough, 2003):

 Increased mobility of the workers

 More capable universities

 Declining US hegemony

 Growing access of start-ups to venture capital

 Low cost global communication networks (internet, social media)



27/04/2020

vier windrichtingen

innovatiemanagement sociale wetenschappen

marktonderzoek design studies

Windrichting 1:
innovatiemanagement

Kennis = Wijdverspreid    - Open Innovatie    - Nieuwe wind in visie en BM (maar niet de tools, hoe?)

FUNDAMENTEN / VOORGESCHIEDENIS

 Arrow, 1962: Als je met research bezig bent, kan je niet voorspellen wat de 
outcomes zullen zijn  economic spill-overs, risico aanvaarden, en geen ‘ivoren
toren’

 Teece, 1986: R(esearch) moet ook worden geapproprieerd (D)  R&D
 Dynamic capabilities, Entrepreneurial spirit, risk, …

FUNDAMENTEN / VOORGESCHIEDENIS

 Cohen & Levinthal, 1990: Door aan interne R&D te doen verhoog je ook je capaciteit om externe
kennis te absorberen absorbtive capacity

 Aurora, 2001: Invention (R) en innovation (D) worden uit elkaar getrokken en niet langer door 
dezelfde actor uitgevoerd (risico durven nemen en behouden)

 Klassieke manier van werken (het innovatieproces ~ funnel):

One way flow

R D

Market

Loss

Loss

But: spill-over can (& should) be 
managed

OPEN INNOVATIE

Open innovation: a distributed innovation process based 
on purposively managed knowledge flow across 

organizational boundaries, using pecuniary (€) and non 
pecuniary mechanisms in line with the organization's 

business model.
Chesbrough, H., Vanhaverbeke, W., & West, J. (2008). Open Innovation: Researching a 

New Paradigm: Researching a New Paradigm. Oxford: Oxford university press.

OPEN INNOVATIE

Chesbrough, 2003

Outside in

Inside out

+

Coupled

+

E.g. acquiring, sourcing

E.g. selling, 
revealing, spin-
offs, donations, 
joint ventures
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OPEN INNOVATION: BELANGRIJKSTE EIGENSCHAPPEN

 Interne en externe kennis zijn even belangrijk

 Kiest expliciet voor het perspectief van het bedrijf

 Innovatiemanagement is inherent verbonden met het business model

 Spill-overs kennen en moeten worden gemanaged (flows ipv lekken): IP management?!

 Kennis is alomtegenwoordig, niet schaars (cfr. Hayek)

Windrichting 2:
marktonderzoek

Nieuwe BM (user en externe kennis binnenhalen), maar niet de tools    →   MO innoveert en past zich aan

66

Maar ook MO blijft opereren in dezelfde innovatiespiraal & tijdsdruk

Digitale innovatie = procesinnovatie (efficiëntie)
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Windrichting 3:
sociale wetenschappen

Experts van mens en maatschappij

Digitale innovatie = Methodologische innovatie

METHODOLOGISCHE RUGZAK

What People Say – Do – Feel                       &                       Context

Windrichting 4
designstudies

Naarmate XP↑ als differentiator, winnen de design studies aan terrein

‘t moet er ook mooi uitzien (~Apple)
HCI als kader (challenged om naar HCCI te evolueren)
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HUMAN COMPUTER INTERACTION (HCI)

TE WEINIG AANDACHT VOOR CONTEXT
HCI → HCCI Interne + Ecologische Validiteit

CONCLUSIES EN ALGEMENE OPMERKINGEN

Nood aan tolken / hybriden

En de verbindende taal is die van de gebruiker

HET KOMPAS
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TWEE KOMPASNAALDEN

80
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Innovation = Journey

86

Contribution
methodological / theoretical / managerial

8787

Innovation journey

Geen standaard format begeleide groepsreis

≠ eilanden en stakeholders

Mix van methoden > ad hoc

Communicatie & consistentie

Iteratief > lineair

‘Idealiter’ start linksboven …

Methods vs Tools

Cards vs Clusters (in syllabus)

Samenwerking – open innovation

Gevaar: assumpties!

CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?

CU
RREN

T STATE
FU

TU
RE STATE

kompasnaald 2: Lean Validation Board > LLAVA Matrix
Assumpties valideren!

CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

CUSTOMER SEGMENTS & MARKET TRENDS

Which customer segments / verticals to focus on? What are common characteristics?

Technical, societal or business trends affecting the customer segment?



27/04/2020

DE VEREENZAAMDE OUDERE -> 2 ARCHETYPES

91

CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

CUSTOMER SEGMENTS & MARKET TRENDS

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?

CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

COMMON NEED & CURRENT ALTERNATIVES

Which customer segments / verticals to focus on? What are common characteristics?

Real needs of customer segment + priorities?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?
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Interviews

Workshops

CASE STUDY: HELLO JENNY (Needs?)

Contextual inquiry

95

PIJNPUNTEN BARRIÈRES BIJ SIGNALEREN & INFORMEREN

UITDAGING: HULP OP MAAT TOT BIJ DE SENIOR KRIJGEN

signaleren informeren

Communicatie en samenwerking 
tussen verschillen zorgverleners loopt 

stroef

Hulp / zorginitiatieven komen niet 
tot bij de woonst van de senior 

Infokanalen (brochures, apps, 
websites) bereiken senior niet

Suboptimale doorverwijzing 
verhindert vlotte samenwerking

Suboptimale match tussen 
zorgbehoevende en -verlener

Fysieke en psychologische 
drempels om hulpvraag te 

signaleren

CASE STUDY: HELLO GRANNY (needs?)

CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

COMMON NEED & CURRENT ALTERNATIVES

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?
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CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

VALUE PROMISE & CUSTOMER EXPERIENCE

Which customer segments / verticals to focus on? What are common characteristics?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

Minder eenzaamheid, meer contactmomenten, directe respons …

CUSTOMER
SEGMENT

KEY MARKET 
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COMMON
NEED

CURRENT 
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VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

VALUE PROMISE & CUSTOMER EXPERIENCE

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?
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CURRENT 
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EXPERIENCE

DIGITAL 
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VALUE CAPTURE
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KEY PARTNERS

DIGITAL SOLUTION & VALUE CAPTURE

Which customer segments / verticals to focus on? What are common characteristics?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?
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KEY PARTNERS

DIGITAL SOLUTION

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?

BY WITH FOR
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COMMON
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CURRENT 
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VALUE
PROMISE
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EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

VALUE CAPTURE

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?
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KEY PARTNERS

KEY PARTNERS

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?
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CUSTOMER
SEGMENT

KEY MARKET 
TRENDS

COMMON
NEED

CURRENT 
ALTERNATIVES

VALUE
PROMISE

CUSTOMER 
EXPERIENCE

DIGITAL 
SOLUTION

VALUE CAPTURE
(WTP)

KEY PARTNERS

KEY PARTNERS

Which customer segments / verticals to focus on? What are common characteristics?

How to interact with which stakeholders? Stakeholder or customer?

Customer resistance vs experience design (interface, process flow, services, …)

Real needs of customer segment + priorities?

What value (monetary and non-monetary) do I receive in turn? What price should I set (and how)?

What (measurable) impact will you create?

Customer experience gaps in current alternatives?

Technical, societal or business trends affecting the customer segment?

What are our strengths & key capabilities?

INTERN
ECOSYSTEEM

EXTERN
ECOSYSTEEM

105

Leermateriaal    - Evaluatievormen

→ Slides vooraf op Ufora
→ Slides!! > User Innovation Toolbox!! (Politeia) > cursus (Politeia: eind oktober)

* Verkoop Cardbox + Syllabus via Politeia
* boekenverkoop 26/9 op secretariaat tem 10/10 (11h-13h)
* Cardbox €28
* Syllabus: bestellen op naam via politeia

→ Gastlessen: leerstof
→ Open boek! Geen papegaaienwerk
→ Schriftelijk (open boek) 
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LESPLANNING – VRIJDAG & MAANDAG

Les –

wanneer?

Waar? Wat? Wie?

(1) Vrijdag 27/09 Aud D Inleiding Lieven De Marez

(2) Vrijdag 04/10 Aud D Opportunity Island & testimonial Lieven De Marez

(3) Maandag 07/10 Aud B Opportunity Island Bas Baccarne

(4) Week 07-17/10 Cf Ufora Ideation technieken Bas Baccarne et.al.

(5) Vrijdag 18/10 Aud D User structureel meenemen – 4 windrichtingen Bas Baccarne

(6) Maandag 21/10 Aud B Communicatie in innovatie: Persona’s Lieven De Marez

25/10 Geen Les: Media Innovatie Week

(7) Vrijdag 08/11 Aud D Solution Island: van communicatie naar configuratie Lieven De Marez

15/11 Geen Les: Koningsdag

(8) Vrijdag 22/11 Brussel - Namahn Solution Island: richting prototypes Olivier Renard

(9) Vrijdag 29/11 Aud D Solution: Effectonderzoek Lieven De Marez – Anissa All –

Klaas Bombeke

(10) Maandag 02/12 Aud B Richting Business Model: PSAP en WTP Lieven De Marez

(11) Vrijdag 06/12 Aud D Business Model Island Bas Baccarne

(12) Vrijdag 13/12 Aud D Usage Island – digital methods – new vs old methods Bas Baccarne

(13) Vridjag 20/12 Aud D Wrap up Lieven De Marez
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· Doug Schorr, Chief Insights Officer,  Schorr Creative Solutions, Inc.  

I think technology is opening up options and making the world a smaller, more 

accessible place. As a researcher, technology has created the abil i ty for me to access 

respondents globally, collect and process insights instantaneously, and peek inside the 



l i fe of a respondents in real t ime whenever and wherever they happen to be. This gives 

me choice and options for when, where, and how I research different audiences for 

different cl ients with different requirements. At the same time, technology also has the 

abil i ty to muddy the waters with all  of the options available to us. Some clients and 

researchers are all about the latest and greatest tool (or toy), and sometimes we 

overcomplicate a simple research study by incorporating the latest bells and whistles. 

For the respondent, we need to keep things as simple, clear, and straightforward as 

possible.

· Cathy Harrison, Project Director,  Forbes Consulting, a division of Copernicus 

Marketing 

Some of the most excit ing technological advances in marketing research involve the 

integration of multiple data sources, permitt ing a holistic view of the person or situation. 

Unconscious motivational-emotional data can now be integrated with passively collected 

data, such as biometric measurements via wearable devices or smartphones, and social 

media or other digital data. Market research wil l  continue to evolve as we shift toward 

creatively combining new data inputs and developing models that lead to more 

meaningful insights and practical applications.

· Russ Klein, CEO, the American Marketing Association 

Big data and marketing research are at a turning point and wil l  converge to help 
businesses produce more meaningful insights. We wil l  see more use of behavioral data, 
atti tudinal data, and advanced analytics to help brands make more strategic decisions in 
a faster amount of t ime. Using data mining and visualization and predictive models can 
also help with with the dif ferent states of the customer l i fecycle including acquisit ion, 
churn, retention, upsell/cross-sell, and collection effectiveness. The combination 
of using big data and traditional marketing research can help businesses increase 
revenue, resources,  and productivity. Ultimately, big data has to become l i tt le data to 
provide insights into the context of when a brand intersects with its customer. 
Contextual understanding is the holy grail of big data.  

· Mark Antonacci, EVP, Global Head of Sales,  SERMO 

Technology allows market research companies to create self -service platforms where 

cl ients can program their own short micro -surveys. It has also enabled market research 

to become more agile.  Agile market research is an approach that takes its inspiration 

from agile software development which values:  numerous small experiments over a few 

large bets, rapid iterations over big -bang campaigns, testing and data over opinions and 

conventions, and responding to change over fol lowing a plan.  The true power for 

businesses today is the abil i ty to be agile: to adapt to what’s rapidly happening around 

them. Businesses need relevant, actionable data and insights faster than 

ever. Consequently, technology assisted agile research is a test, measure, and learn 

approach enabling quick pivots.








