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@ (Case Study of Philips)
2 £ Improving the innovation of

Hong Kong Electrical Appliance Industries

G, The project team flied 13 hours to the opposite side

of the Earth to visit Philips headquarter in Netherlands and
had an interview with Hanne Caspersen, Creative Director
Trends in the Design Department of Philips.

Looking at the company website of Philips, you will see the
following slogan.

“More than a century of innovation and entrepreneurship”

Product innovation is every-
where in Philips. In 1891,
Philips began by making
carbon-filament lamp. Over
the years, Philips has been
undergoing from light revolu-
tion to product evolution. The company is a role model of com-
mitment to innovation.

The company used to have three major business divisions,
health care, consumer lifestyle and lighting. Philips spun off
the lighting business in 2016. With the vision of applying inno-
vative competencies in the area of personal health, diagnosis
& treatment, and connected care & health informatics, the two
core businesses, health care and consumer lifestyle are com-
bined together to Health Tech, the focused business of Philips
today.
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(Case Study of Philips)

All about innovation and you

Improve people’s life is the mission of Philips. “We

are all about innovation and

you! said Hanne. The deep

human insight of innovation

I is the big asset of the com-

innovations o008 pany. There are three brand

* W attributes: Caring, Innovative

and Impactful. “We go through quite a lot of effort to make sure

everything we do is the three attributes represented” Hanne
added.

People centric trends, needs and insight are at the core of
Philips innovation, to bring new ideas to change and improve
the user experience. Philips adopts an Open Innovation strate-
gy to drive innovation‘Co-create is a very important approach
in Philips. We want to collaborate more with people from
outside to create innovations in various ways. said Hanne.
“There are collaborative innovations with suppliers, collabora-
tive innovations with students, collaborative innovations with
Healthcare executives. It is a strong paradigm of Philips to
co-creative solutions. By collaborating, we can achieve more
together’
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(Case Study of Philips)

Besides co-creation, other essential elements to
support product innovation are the understanding of user
experiences and the power of data. Hanne pointed out that
“Good experience design should be based on research that
understands people and their experiences rather than technol-
ogy driven solutions” Talking and listening to stakeholders to
understand their experiences is important. “For a medical
product as an example, we talk to the patient, the health care
professionals such as nurses, doctors, therapists, the chief of
the hospital, the buyers.... Listening to what insights other
people can bring in gives a great help in the design work”
Hanne explained. And we need to understand the trends to
anticipate change and discover emerging needs.
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(Case Study of Philips)

example. Philips built the
home soya milk maker and
this  innovative  product
changed the way of cooking

- i of soya milk at home. With the
raise of consumers’ concerns on food safety, people prefer
making food at home rather than buying them from shops.
Home-made soya milk stands for a value that the customer is
looking for. The development of the soya milk maker involved
a significant amount of work on market research and an inten-
sive study of user experiences. Different users have different
expectations on the usage and performance of the soya milk
maker. The design team made an experience flow for the soya
milk maker to understand how the experience was to be
designed and the phases a consumer went through in making
soya milk. “How to operate the maker?’, “How the ingredients
are to be prepared?, “How to clean the maker?’, “How to store
the maker?”. Positive and negative feedbacks from the sample
users were captured. The findings were finally composed to
the functionality, features, outlook, price point, etc. of the
Philips home soya milk maker that we can buy from the market
today.
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(Case Study of Philips)

Another case study example to share is the con-
nected air purifier. It is about a
smart air purifier with a mobile
apps to allow user to control
the air purifier remotely and to
track the real time air qualities
at home as well as the city via
a smartphone. The experience flow was built based on the
daily activities of users. “| like to wake up with fresh air in the
morning: “l don't want to travel through area with high pollution
of smoke?, “| want to protect myself and my family from diseas-
es caused by air pollution’, “I want to make sure the air at my
home is clean when | get home’ Based on all of this kind of
insight, the development team designed the experience to
deliver on the product.
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(Case Study of Philips)
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Make innovation a success

To make innovation a success we talk about 6
perspectives that need to be understood well; the user, society
& culture, the experience context, the technology, the business
and the company. Link “There can be many issues need to be
addressed in creating and developing a product. Sometimes
we need to go through quite heavy analysis to identify the
critical issues that must be looked into. The business plan of
course always/needs to be sound as well” Hanne added.

In“Philips, product innovation ideas may come from various
sources such as management team, design, co-creating, open
innovations, regional offices, researches etc.. Hanne account-
ed that the successful factor for an innovative product idea is
about a strong user need or insight. “If you can address a
strong user need, manage to make something that is desirable
and fitting the price card which consumer is willing to pay for it,
then you can have a success’

Philips has its R&D team
distributed around the world.
The company invests about
7.9% of its sales revenue in
R&D. There are a lot of
Bl people in Philips working on
§ patents and the company
- - also likes to collaborate with
other market players to develop new technologies or industrial
standards. “When new standard is rising, there is never just
one player, you can either choose to compete or to team up to
create a standard. Philips chooses to team up whenever pos-
sible and comes to a win-win situation to collaborate. It makes
everything better for everybody’ said Hanne.
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Innovation strategy for Hong Kong SMEs

lInnovative product can come from an idea initiated
from small thing happening in our daily life. Hanne shared a
famous story about Bugaboo in Netherlands the founder is a
man who observed many men waiting outside beauty shops
or fashion shops with their baby strollers on weekends and
then he decided to make a baby stroller for man, and succeed-
ed to.create a great company.

“Go look for that unique insight and need, and do something
about it. You don’t have to be Philips to do that. There is noth-
ing holding anybody back from doing this” Hanne said. “The
advantage of small companies is that they are more agile and
faster than the big companies. Looking at Silicon Valley, most
of those big companies like Google or Facebook start very
small. Also Philips started small in a garage. They addressed
different views and different insights. They had the advantage
of doing the development very fast without many rounds of
reviews’

With the geographical proximity to China Mainland, Hong
Kong home appliances manufacturing SMEs own competitive-
ness and opportunities in the local or global market. The inter-
national vision of Hong Kong SMEs help them in branding and
positioning. Those are the unique characteristics of Hong
Kong home appliances manufacturing SMEs.
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More than a Century of Innovation and Entrepreneurship
Product innovation is everywhere in

Product Design Innovation

Management| | Tactic stateay | < Philips. In 1891, Philips began by making
ESEE Eaesi e ]
carbon-filament lamp. Over the years,
e || Design || (utionss Philips has been undergoing from light

Property Values Capital
Management)

cmemos || ETEE || 5001 revolution to product evolution. The

company is a role model of commitment to

Design Design Design
Process Method Thinking : g
FEHHE et AE FEEE l nnovat 10N

All about Innovation and You

Improve people’ s life is the mission of
Philips. “We are all about innovation
and you.” said Hanne. The deep human
insight of innovation is the big asset of
the company. There are three brand
attributes: Caring, Innovative and
Impactful. “We go through quite a lot of
effort to make sure everything we do is
the three attributes represented.” Hanne
added.
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Innovation Strategy

The company used to have three major

business divisions, health care, consum-

yroduct || eson | Rl €r lifestyle and lighting. Philips spun
off the lighting business in 2016. With

EET i

it || oesgn || ol the vision of applying innovative compe-
Property Values Capital

management) | | pwpme | [wanzoemenn | tencies in the area of personal health,
diagnosis & treatment, and connected
Design Design Design

Process || Method || Tmkng | care & health informatics, the two core
Eipiicd ik Rt

businesses, health care and consumer
lifestyle are combined together to
Health Tech, the focused business of
Philips today.

ICM (Intellectual Capital Management)
People centric trends, needs and insight
Mansgement| | Toctic | WMl are at the core of Philips innovation,

EoEE HEE . . .

to bring new ideas to change and improve

IPM o oq o0
Intellectial | | Design the user experience. Philips adopts an
MBPﬂ;ongerr:\E(m) Values ) . .
e || T Open Innovation strategy to drive inno-
. “ . .
vation. Co-create is a very important
Design Design Design

Process || Methed || Thinking | approach in Philips. We want to collabo-
et etk TETEE
rate more with people from outside to
create innovations in various ways.’
said Hanne. “There are collaborative
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innovations with suppliers, collaborative
innovations with students, collaborative

innovations with Healthcare executives.
[t is a strong paradigm of Philips to
co—creative solutions. By collaborating,
we can achieve more together.”

Design Thinking
Besides co-creation, other essential
Product Design Innovation
Management Tactic Strategy 1 1
e || womms || s elements to support product innovation
are the understanding of user experiences

IPM

et D and the power of data. Hanne pointed out

Management) ~y 5 0

p— that “Good experience design should be
— Desion Design based on research that understands people
Process Method Thinking

v || owime || merme and their experiences rather than tech-

nology driven solutions.” Talking and
listening to stakeholders to understand
their experiences is important. “For a
medical product as an example, we talk to
the patient, the health care profession-
als such as nurses, doctors, therapists,
the chief of the hospital, the buyers:--.
Listening to what insights other people
can bring in gives a great help in the
design work.” Hanne explained. And we
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Product Design Innovation
Management Tactic Strategy
ESEE et 5T
IPM ICM
(Intellectuzl Design (Intellectusl
Property Values Capital
Managerment) et Management)
OREEEE AREFER
Design Design Design
Process Method Thinking
FETHE FErHE FETEE

need to understand the trends to antici-
pate change and discover emerging needs.
Take the home soya milk maker-:+ and
connected air purifier as example:-.

Make Innovation a Success

To make innovation a success we talk
about 6 perspectives that need to be
understood well; the user, society &
culture, the experience context, the
technology, the business and the compa-
ny. “There can be many issues need to
be addressed in creating and developing
a product. Sometimes we need to go
through quite heavy analysis to identify
the critical issues that must be looked
into. The business plan of course always
needs to be sound as well.” Hanne
added.

In Philips, product innovation ideas may
come from various sources such as man-
agement team, design, co-creating, open
innovations, regional offices, research-
es etc... Hanne accounted that the
successful factor for an innovative
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product idea is about a strong user need

or insight. “If you can address a
strong user need, manage to make some-
thing that is desirable and fitting the
price card which consumer is willing to
pay for it, then you can have a suc-
cess.

IPM (Intellectual Property Management)
Philips has its R&D team distributed
Product Design Innovation

Management| | Tactic statey | ground the world. The company invests
EnEE FETER Bl

about 7.9% of its sales revenue in R&D.

IPM ICM

D i ntellectual ] 1 1
(moecial || Cange || s | There are a lot of people in Philips
Management) - Management) .
ammmem || 2 || e | working on patents and the company also
Desi . _ likes to collaborate with other market
gn Design Design
Process Method Thinking

wom || serne || mems | DlAyers to develop new technologies or
industrial standards. “When new stand-

ard is rising, there is never just one
player, you can either choose to compete
or to team up to create a standard.
Philips chooses to team up whenever
possible and comes to a win-win situa-
tion to collaborate. It makes everything
better for everybody.” said Hanne.
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Product Design Innovation Phl l lps Breathless Ch01 r

Management Tactic Strategy

R || " The author of this chapter highly

o || oesien || recommends you to go to the website

P Val 2 . .
vansgenert || o r|1r!mu to watch this short video by

HEEE B

Philips, you will get the sense of

Desi Desi i . 0
Procses S0 || hmima | what genuine Design Value means, be

Fitypitd HatiiiE Fibipst

inspired:

https://www. youtube. com/watch?v=3W0JJ7TNMJ80

Observation of Philips Case Study

From Light Revolution to Product Evolution, Design Innovation
has always been at the core of the Philips values. Philips has
a history even longer than the lifeline of modern Design. The
notion of modern Design is thought to be conceptualized at
Bauhaus (1919-1933), since then Philips has evidently been
pioneering the advancement of the Design discipline or Design
science.

From the perspective of analysis with the “Design Innovation
Knowledge Management” model, perceptions on Philips achieve-
ment inclusive: that the scope of Design to Philips is much
broader than the common sense of many companies, dedication in
Design research and putting it into business practice, and
that Design Thinking is positioned at high on strategic level
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of the business organization of Philips. Hence over the years
Philips has developed her own, unique and comprehensive Design
research and Design development methodologies. These methodolo-
gies are kept secret, Intellectual Property of Philips, which
allows systematic regeneration of Design-led Innovation and
sustainable development of the business.

Design is in broad sense human centered, insightful, unique and
innovatiyve in nature, thus the Philips brand s Value Preposi-
tion (atfribution): Caring, Innovation and Impactful, and
therefore, User Experience Design is embraced in business
development of Philips. “Good Experience Design should be
based on research that understands people and their experiences
rather than technology driven solutions” —undergoes form
Technological Innovation to Design Innovation, or, from Commod-
ity Value to Consumer Value, which needs Deep Human Insight.
Also perceptible is the innovator Philips s insight of the
innovation circumstance, market change and competence of her
own. Thus the application of innovative competences in area of
personal health, diagnosis, treatment, connected care and
health informatics, which we do not need to reason anymore.
Amid the downturn of many consumer markets, the healthcare
segment is rapidly growing.

The Philips path of innovation articulation, as shown in the
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above diagram, is unusual. [t is thought to be because of
Philips competence in Design Thinking and ICM (Intellectual
Capital Management). With Open Innovation as the strategy of
her ICM, it plays awital role in the Design Innovation process
of Philips. Asexplained in the “Design Innovation Knowledge
Management” - of /the Appendix, ICM is underdeveloped yet Philips
is taking the advantage of it.

Philips is supposedly the role model for most of the aspects in
Design Innovation, yet Design Tactic and Product Management are
seldom discussed in the research data of this case study. It is
understandable that Healthcare Tech is handling such informa-
tion with care. On the other hand, the spun off product lines,
consumer products and lighting, must have something that we
could research into to learn more about these knowledge mod-
ules. Though spun off a lot, we still can find the wide varie-
ties of Philips products everywhere. There must be some local
manufacturers involved. How are these businesses being managed?
Will other name brands follow? How should business cope with
such system change of industrial distribution model? Are there
opportunities for Design Innovations by SMEs?

There are perhaps members of the Hong Kong Electrical Appliance
Industries Association who could tell us more.
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HONG KONG ELECTRICAL APPLIANCE Hong Kong Productivity Council
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TEREFIY b GBI (BEEE/IMHEE ) FERMERRR, - FERCR © famaiEss - AR EER]
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Any opinions, findings, conclusions or recommendations expressed in this material /event (or by
members of the Project team) do not reflect the views of the Government of the Hong Kong Special
Administrative Region, Trade and Industry Department or the Vetting Committee of the SME Develop-
ment Fund and the Dedicated Fund on Branding, Upgrading and Domestic Sales (Organisation
Support Programme).”
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2016 F - BEEERFHNIEFTBEENLEBNHE T - EREEBFATTH
BRATNEERRESED BFE 7 —BHEWARRESEREmEIH KSR
3 - ZIBEEHREHSERRENNE - EEARBENSUIREMETHR -
TR -#E "EmitalFiam” NARAERLTEE FRZ2H/NEEE.
REEmEN - BEXLEREUHSE -

BE/NAEERMATFERE  BREEEDHIBNEMRHERMRNTIED
EETER - FEZITETROTEREEILS - (ESRETEIR - BASNEIEE
EE 40 F - B 2002 FRBERES BT BIFRERSR - 2008 FAE
ERBEARE - 2013 FLUBF R ERE B L BN - BERIERTAIM AIZE
/N B ER  RRBUESTRE - FRIERNERNER  E2Z2REAR
MEANEERARETHZER Mt HIREMAHRORAIANERMY "EiR
it " - ARERRERERESENIRIE - RORER - BWREFMmS - ELA

"RIELR NIRRT - BEMMREASENERO N LEMARES
a7 BEIRE -

FEMNHREHES
BRElEEEFERREABNAT | REE - RAH - 2JBEEsE - =10 -
SENTIHUEREIN KT BELRE - Bt zEERERRRE - A8R
& higEN - #ENE - ERMRFREHR UEBXEENEASFSE
NTHHEFEEHEEANER | BrKR - REAIMERSAHEE

=B EE ( German Pool )
BEEEBNAMM MM ; AEAERK  SlHEARASTENEmRRS ; FAlE
BHKEAFEEREERAI ST HEmmBEIFEL ;

AAI ( Philips )
B - BEEANNSES ERNSNETERGNE ; MEMNEE




ARZPEE & EmasTRIAIR - MRAVBBE B FRBIFBRAL ; BEHAEEE
BAREEE KEEEEm RIBHERDHEEFZERE, B 2016 F-
RIHRGERBEESF - REEEAFHEEERE—DES - BEME
REPRERKNWBRERRER® ;

4£]REEEE ( Phantom)
URIEFBEREBRERAN—REITE XA R EEEEYBMINEE
Bl EsEXEER ; &

=89 ( Midea)
B 1968 FRIIIE - EAAMHHUERMN - LBER - FEDFRIER ; ]
EREABREFETEANDTEREERES ; LERZEZSTEMEREE
FHT MK -

BEMNMRESE
MR AT EZRAR Y TR A EER DA

|
e
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HEEm EI
B TEmER KR = - EmE
B UNEIREE "EmbfRElFiaR”

"KEBRAE" B AEBEENRERBNERNTAEBREERESE - R
BEE R BERBENNHRAHRERAR  £EAENEREZ LER




FEMR
"HEEREIANT B EE  EARNEEE LY LSRN - MER L AREE
Emif 2RI EE -

IBEREXAR

SECERANERDEMRANLEEENSE  BIRARTABZERE
#/ Doblin "10 AIFS " NEMAER (E 1) A LERESE - HE
BRI R AR - R—LEEEMEMRRZARNELRNE - KESERE
AU SS Y SRER st Rh X IR - 51 B FIRD I N FABRAE - EETIEMRER
VIR SRTIRMNELAAS  EmEIMNER IS AE
BEENNRERE  mBEEIRANNCUERR - EmBIHRE - BRI
B - BRI EERE MEMRR TEMNZE - AEREIFX
£~ ZEmEIFZES - FIENIRE - mHEN - MEMER - MaEERE
WER -

10 Types of Innovation: move beyond products to win

. re'
1. Business model m" 5. Product performance

how the enterprise makes money basic features, performance and functionality P
2. Networkin 6. Product system ;
en?;rp:se’s sgructure/ extended system that surrounds an offering
value chain
T FUN 7. Service
LI & G how you service your customers Feix

_ _ Offering _
Enabling Core Product Product Service
process process performance system

8. Channel
3. Enabling process ""J how you connect your offerings to
assembled capabilities your customers
amazoncom.
S 9. Brand
- how you express your offering’s
4. Core process é’@é%f benefit to customers
proprietary processes that add value
WAL~MART 10. Customer experience

how you create an overall |
experience for customers

Source: Doblin

[ 1: Doblin "10 EIF 5" DBHRE




IR EREEEA MG B R ( BFEAKR ) BBRAI LR3I
WERABTER - RERE  MRAURSEARNEIHES - IEHFLELE
RS RET O - BMAHREREFERNFIEER - £XE LRID A
TWAME 1 FRRBNEXR - EEEZHMRHRPE—DRABRBNERLT -
WD BAEEETONFERE - B BANESHREmARAIMEE
RIERINAZES -

RmMmBlEE - BT EEHEMERIRIEEA ST MARENE - Doblin
g Pikkel 89 "10 ®ERIFF " MBS RENZEDTIRARIFEEER - BER
MELAFMAFHENARS -

BIREBEWRF S "EmNEEINER" BERX  BASGIERENEREM
AABREE  BELERNMEIIFEER  tLUETRAFRADN - TRDE
BANRAT T "Bl (data) MEH2ESELRSR "HE"
(information ) , BFAEMNARHEMAZ "A#" (knowledge ) R
EHRBBRENES R "B

BERXEHOHREBRE—EER - shZRIEMAIAE — SRR - EIE
AU IR E Mt SRR BB RAEANRE - RINREmfSERRLAYL Kk
MoANEBVEIRT - REEWBIFZURNEAE - BASEHNERZBEMENER
BRI - BEREERXEZL - BONMER 7 EES—LEARBAIRA
o P/NEBEFARERSFEEZNEER "WE" (howto ) EITEIFRIA
ay - S EEEEBIF ARV IR

RRINREIFT BRI - RIRFRERAMJATIRET - EIRZERIEIE
o NATIBEETRADN - AILEZXMARBE - FERER /& RER/FM
S - £ "EmifREIRIERE" NNERR%ER - SCERNERRE &
EEFNAE - SSENEEEEATF  BEEF—LEXIHER - R[ENARAR




WIS - "RRETRIEAEE R EIIERERE - FERIEZ LI ZIES
AN TE - HSEEEAREIRER - BEREREIEEMAER - HRBRA0K
BRI - REBEEEE "EmMREINIER" REOMRLBDBEERBRLHMNR
HEZ—ETRAONT - WEBHRLLNHGNETRLE -

SEN "RETAMAEEE" AERLESHNEMMAERE-DES - FH
HOMIERRANGESE - BMREMEMSHNHREE - EEmREENRE
HRW - AL - BB CHEIMARE - FER LB CHROEBEME -

EmEIFNER
HEFABEORS - JUAEBRERRG - LT E2NEMAHRREFAR

Pife "EmBIH" WEE .

=EE ( German Pool )

"EREIFABMOBMAR  F—8 EECHARNBEMRET LIFRBMY
IRF - BIFE T EEMAEARITE EARERF LNBEAR - BNESZ
EmBBRME LLWEMEEEm, 518 L —EiERETS L
HIRBRIET T Em - A HEBIRBAIFIRBMARER - IREM SR A
U BIFE R EERIBIEE  EREFMERB I ELENS "

REHE (&8 ) ARAS AIPAFRESRK REREEL
FFE ( Philips )

"BIFUAGE - B EERBANRAERMREL - UEERERER

AMPEBRAEE - IR EEIE - srfTMEXENNERWEIR - "
( "Innovation is based on deep human insights and people centered,
innovation is to fulfil their needs, bring something changes to people
and help them to solve problems—deliver caring, innovative and
impactful products.” )

Hanne Caspersen, Creative Director Trends Philips Design




4£]REEEE ( Phantom)

"—URESINE EmINEE - mE - RRURERMANTER - i
B - molIBE 2 REREIR - EBEMRNAEEZEERETZHAIR -
MERERHERRBN A NN EBEERINNER -

ERIEERE BIRARERFERINE RRE
=/ (Midea)

"EmEIFAMRMBIFT BN ENRG RERNEERHEERHELA X
WEE THEEENREEERMNERMER - M2 7 E—MEMT
HERER AR - 8AE—  MEM 7T ADEMAINRER EryrEal
AR HEEBE FERSE HABTHEEEEMENS  BER
RUEIFT -

ENEE BHREERSIER AIMPLAE £RE

Ao R  S—AlfERMAEHNEMBIMERBA—K  RIREARHBENE
WMERTAMER - ERNBRZBESREBERERBUNRIED N DUREMY
MERRE EH - IREFMENESE BAEMENSR - BIFR "Baol”
FHREINERANNERREGRD - DIBERMY R4 (Critical Thinking ) #HIZ A -
SEHBEBBENEG MEBE BRIt EmEINERESHRBEIFT
AT Business Model )FrisEE/yiZ/0MEB1E( Core Value )z BB E5R( Value

Proposition ) -

"HEFT B "BEHR" ARFLE Critical Thinking F—ESRIE - MIE R RFER —
RRNAREMGD - KR—MERENZE ¥ - HE "#FHHT" BRMEENAZE

"B B4 LNEBNSEFEBICON - HAMRRREEE | B
BURRE ? AURE - EREE ? FERMEREREERE  BEUE ? BERYE
WHRBARE - FHHERDTREEDE - HREIFFREE R BZ KGR - RTR
MEREZE M BNARAR -




MABZNEEERERSAMERE  BEEADNEBEERZETEERTE - &
MAFEBRBEERTELEEGRES U —E24%  BEE—THAMBH
WEBEFEERARBENEE - BREEMREmERIFH 2 E - RAVEE "A
AUEZE" ( Deep Humanlnsight )~ ZJRE & BePhidtiRIRI SR EIFE T - FISAVH
HEZBEBSNWEE M ILBRBE—ERERRIAR MR -

EmEFNERRRESERESESEYSHEMER RENEUEZ - &
MABEZNEMREIFTERER - BEARKRAMIFEERRNER - S22 -

BEE  EHERBOEREERESE HEAMERNRBESESEHEE?

AR BENBEEN—EZEMARNRET B AEEIERERE W2
ERMENDIT LR - MEBBEIFZE - BIFTEBRIEM BAENRE - BIH RES
WEE - HERERAR - BRIGKNHFI ESFEEE -

EIFTRYIRIB
EENE "RETEIH"  ( Design Innovation, Design-driven Innovation -
L RAEFTIR B/ Design-led Innovation - A FEHAERE ) - UEBER
MR RTHBERANERE - S&8AE 40 FESE - LH 2002 F
FRIBRAME - HERTER - EEEESRGHEBRE L - KEKIERFA)
REIWAE EFEARELNEZHRME  BAFKBEE "X - "8l
AT E AR RNETE -

e BUFHDEBIRIR B R REERCSARER 10 F - BHREELTH
REBNDAREE  BERNWEBRERENZE - "BIFRIZEE" (Innovation
Gap ) IhR=FE - SRR EEER - BEZE - HPBEFNAEZEEE
AR ? EHHAENEFEINT - RN EREE U AEHRBEES
REE - SRIMNARZRIRHEAA - MAZEIH -
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YRR A - (R ABEN B ERE - RSB E/H P ELER U IEEAVEE
% BEEE - - AMEBLEEREEZERABRERN - BENFEREEN
BEXRETON -

3E—DENE - HRBRIBAHEEEE - BIMNEREED  BY

B 'EBmEBRER" B  BREMFLLHEVEEZERA IC(ENER ) B
BERAFRUZEHABDELERREN - BHEZERHEHNEERE

RREIFTERE - BRI UDIRMAMEELL - ol ST E 70 RRE BRIEIFTE
2 RIEREIRT AN "ERETRIETT o RIRBIRRRTS KAV - BAERLE Bl
( Technology ) ; M&ETEIF AT KA - BIREHE "&Kit" B "AX"
( Humanity ) -

"RNEF BRERFEE EERnEREE HIREVEERBIC
IC #BEINAEEERTS LNORREE - HEREREEZRHWAN O E
AEE - At - 22 AMNEERESIMER - KEMERERRE - BMNE
ZHZRETEIR - sREtRIFT R NE A A IC BlE B F U E BB RTS
8  BEESE - HemEMEEBEEEZE/RAPEE -

BENERMFLEIFNEERALLAAK - BERRBIFNERBENZEF
mb - BELERYEE O 2% Fitzgerald, Inside Real Innovation, 2011 —
Z - EHFERDRREMERBE LEBHEE HERE "ElUAIRT" B8 &
BHAR" ZERRA - BAERNIERAARNESRKRR - Al . "REY
B HipE "EHEMAIRT ; "RMERT - EEXNEIRT YR S8
MEF" %, EBRN2RMAE - HUERNAIMEEHRE CRARNE %
4 BEEREBHZHVNERENEELEIFEE -

"RETEIF LUBEE/APEENEIEREN AR — 12 7RV -
"RRET" ZREF - HBRTERRZ - B EREANRE BN AREEEE

&hlt




AUASIRBIERED) - SNE S - B(ERBE - BRED - RETUEZESEIFENS
BmEMEERE  EEHEEEE RTEAMEEESTHRERAMNTHN
S FHBBE "REITAIMERE" WOURLEM "WAEE" RERREH
BEBLEHI UAERCESERZ O "WA" (Utility ) Biwm (FI5R
WS - ENELGIRRZENBINRETRENEAEREREESAET] - &85
RMRMEETE WA M "R BEREZERERE -

RETAMAEE - BERR - BERNKRBNIEREE -

AR EERRTEEMBEANEESR - BEMREN - AERZEmA
SRR BEIDHBZEEL - B - KE - BEFNEARE -

HEETEWERENER FZ2ERUEXNRFNIERAMARFT - Bl
ST SR BmERBELRTELE  ASEEEZ/HPEE -

FHXBIFT AR ETBIFTROBRE - [REEEARGEBIN BEERSHBIZE - HIU0 -

MEHERZTE - HMIRBWRERIEE - BIFNBRELES KIAR - B
ICRIFTIRAFR— 4% - IR ER TN - B—REIFEIFBEMAVFERE - Rl
AR EMM RIS SIS E RIS - ERETBINEHEATER - 5
BL BZNEVNXAZHERETEIMESL - KRB SRR N EE
AR AR S ESE - AINFRFIESHNRITMAERZIC . £&
NWEBEM  BRFE

DIRFERS - BHiSHEEEERIMNEHMEDEE EmAVaRETE(L - #RYEA
Wt RBREME RHREIFAIRRETEH - EXRIREMRANELENR - RAHZ
—BBIF - HERRVERB R AR FTRIFT -




2016 F - RAVHFEEEROMBEESE - "REEE" M "KEEERR”
- B "HIEEAX" (Intellectual Capital ) E—HES - DIBERARIRM "#EFE
By Em - E—RERESEN "BIFE/R" (Innovation and You ) &
BEXR  BERYEFRETEIFTMAEENMAEREET — [ETBL Utility
in Style ( UBAEA NER Y HEE ) sRKiEE -

ETEIFT Ol IS A EH AGEREE - BRSSP 2B B EHRIA
Hagst - BRETEIFTAVEERINRT —E 2 XM AR - RERMSA I LIARE

HERFTEIMANEE - JEELBENBEFE—DRRADN -

BFEMINEE

HEARBSLEBAVERBESEmMRIBISEXMINEENERE - &R
AR FERBHERZEREZY "WINE" WERANZZREAE - K
REZHIME - RERWAERREE - BRNEERS - FMLFLMA
=R - GRIEFRAIERRDAMZETEFRVASE - [t - EEHWINEREZE
RN Y XRMTFE - AR RRREEEETT - EERSEERBZINLELL
PARVINRNE ity us Il N

i
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MiOME (1) B9NEE  EERFPHREZFHOBZIRE - B Porter - 1985
R - il "EE#E" (Value Chain ) RESMEMRMWITE - £EBE
MAMERTELREEE TN ARIRE A MK - 3B - MFTTFRAIRRE -
EXREZER "IC&" (distribution ) WERE - MAZ "BE" BHE -
g MINGRA | BEEREMBEIAZEENESS  MEELEENSER
Fag, £ BEELSERGAMELENER S&BFEHFIREN "NE"

( Margin ); M Margin FifeR 2 EmEBRRMEIRBERAR 2B/ "FE5
ZE" = "BIMEE" -

HEBDERBEZFETRSHTER Markup 25320838 - Markup
Margin FIfE 2R EAXMHE - AZHKBE LR - BEEBRERANEE
AL AEE - RItASFERIBEZR "FIE" 5t8ZEK - #l Porter
1985 Fhis : " AR—EF=ESENRAN TR -

ERELRNEZEENMRE HUEENEEEAYEEANUEERBEN
ZaSNE1E (Markup ) ZREE - Bk Markup 4 - EERSEMARETLER
MEET] ~ ANz - B - BE - EXRELLS - ¥R - mHEE - E8R
BRRAE AFE—HZE B "EEE" T "WINE" B#SERAAL:
BRESREN "MINEHRZ" BHEMRK AZSHAEHAE - WINEL
EHRHEBENRZ Margin - DURFIEE "MIIIESRZ" RECLERHERE
REEENSE RIIREME  KAREBEN—BREBATFETE FEHE
MHEEERE  SHESNTFENEER REL SR BEREEHEMDIER
REMNZERFMEMBRIT - Bk - BEEREFRAER -

BtfANfE (2 ) EAR ( Gross Profit ) - 7 2T 2BENEARET - TMEHER
RERE - BMEE20EE - Al "R - RREIZE "ERAET FHRA
&5 MLUEFMERFENER - "BEEE" WAIEENEH FTEZRE
WO ZBREES - RN AEERUEENNZS D REGEBENSE -




FiANfE (3 ) EFEME - Zelenv - 2005 BN EREFRR EBPIRE - A E
WEE HEZNBEERRE XTRIEEREBLIINETER "2FE
B" -=ZFEE EEEEXTERENLBER —EnfRFNESER -
BHEBVRBANEE NREMNEESREZEENTLENRSEEH X5
BEAERT)  EERNEBERERBREVENES SRR EFEER
LR OHEEZTE NBERRE - B—EmNEERE  IEFEESRS -
HEZNWEEMEIRFRR - L HEBVRGE T HEEEFEE-

Zelenv ERHEFRR "N&SER" B -EERAEEFIEEZNAETIE:
oI LI RRRAENAEEE -

MiINfE (4 ) HEZRIAERE - Spohr - 2008 B4t "HEZRIRIE
8" AESH - cJLIRIEHMINE (3 ) TR - Spohr SRAHEEY
REMMBRBEENRA HEZBROE LN—ERI HPERKESY:
EmMBRENEEUBHEEE - ~EAREBEYE - BFREE -

EEUBEUYNAREFEELR BRMNEBERETDEEENRE LE%

FRRETBREE(EES - AW : mh# - 8BS - B - ;i - BE - KEHHE
FRRMRFIEE - cJLIHERRETSIRES - HEERRERMEEELR LA
EFELENSN CHELEHREBIFEEN - RETESHEMMERT -
FUFEEE -

BEAmSZREAI "HEL" FMETLEER  RENHEHREE  DUERW
MEEEEHRHEENERICAREGEHEBENSE - BIEHREREE

ERAERE -

FERBMWIME(4) Mol DIgEAEERR - SEEL "BEEEM)ER"




M REEE" (FRDE - EE 4 PR "EmNEREE" MR L
B seRHE THEEBRNRMNEERE" -mHEERAEED EBEMEE
HERAMMNESRE ERMEELSHAMMNERS -

MiANME( 5 ), EFEME - Osterwalder - Business Model Generation - 2009
BRRLE "EFERE" "BERE . "BEXR" ZBNEGRINT &
REIZAE : Osterwalder, Value Proposition Design, 2014 1A E -
RS BEIRSHEZEEELATINERNMBBNERRE  cRBAEF
AR REEPRE - BEIREAARNERMRBFAHASMA - AERY
BEIRUERMRFZHEHSKacEEERERPENAREE - Hopiitny

"BEREE" 8 WA R BAAb/ETR - EEMEREE - &5
g~ 2% - MIBLD - BERAARRRE - SEEH - ol ERS/ A EERS -

"ERERE" REILE "B BE (fW e HRERS )M S
£" BE (AW : B BRBRES ) NAERES -

SERRMIMNE (5) BRUMUEERERR 8- RBEFEEIFDKESE
SEEEMEMEE RZ2WLHAR - Ait#EEEE(EEENEREEDRR
ZEEMK - EE 4 "EmNEEEE" W Es0REH -

WEABBUAERIEEE REERE  DBREH K ERIMINMERLER AR
HERER BRI - BEGLNINERGEFEENBENSE -
MABERIL

KX ZHRBROHEE/RFERE  BAEFEERE AZEMNEENINE &
EREZHEENRMNER Bt - EEFPEENERHE - EDFEZNRIE
BACAEERRLIRE - B 7 —HZEE BXEJIEBEEERETTS
BN - DIRRETETEERS - UBXEEFRAIMZRENER -
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5: RAIBEENEERR 2 JFHEHMNRIEERE

EBRENERELTIEEDERD  FHARTEFENBEMREFTERNZIK
b8k  ABENZRERARIMNES - BIFNVEENOER LEHZUMRER
5% - B 5 WERM~ - BEE - BREE BE - REE - FX0T
EER DX DEAFINE  RERIRS  EEZBREBRBRPEFEAIFN
HER" -

A - BEARRNEIREBBUEEZEAL - B EMmSHRDRFR - 0
Alsmd - HEEZBEIEARMAENEEREE - HEZBEARKESIRE
( technology ) B2 AXZ (humanity ) BIFT RO DIB BRI R ~ X
WAERER FREFEARKENEBRFTEN - SKETEH - 5—RE
Mo RSB EER KNS TERRERRER - 118 5 iR - REHBEEKCSERE
TSNS - RIEEBEERAEERNIFERY - WHEE - REE




ZEA - BERENREEK  ULEERN "BnEMEE" 8BS "HEE
/REEE" -8B 59MRERN  2—EEXNERTEENF  RAEEE -
RGNS - MIERERINEE BRMERERPRN BRREKE  HEER
REmMOERY - BEENEY  UIRRERELERHOHSE -

REMBERZTHRE  BANEBERESARMERBEZBRETEESE
EIEN o BB SRR - AT BEEEEERHNEEZELR - BHE
MINERNEEMEAZER - AEEEDE ENRFIEEERTEHI - £
BetE - Ald IRIRT B "RR" - BLEERY  REEREEEERG - B
RAEEERME - AlM "EE" B "IIgE" - BAEEREEKFERAA
EEKEZ—EHF - RETREHEER  RETBEATEEEHEER BRI L
B4 RIMBEESEREM  HURFERFL "FEHMREEE B
#E

Eifin EREHERE - REMEE - AIWITRE - g5 TEEEFEE -
mAZ "&&&" 2NEE - FFBHUNBEE "AEE" NHERE - B
BIEP  METLIRRNEMZENSE - AN TES0EE - RPAESHEZ
ZHER "TiEE" BB -RAit AMEENEYE "REtAZ" BRRE-

RaTEEl "FHEHMREIER" BHERESSTARNEE  EX04E
BARMERNORE - RETEIMEKERIMENEEAS - BERKAESWE
HEENFRKNEEZNTE - ANRIMEFTERHBAMERBEDE - 7
AEARRETEIE L RERRMNERES  "RBEMERME" (HMHR=Z) 8

M "RETEE" WAH -

BERERER - RUWE— "BEZEE" (BusinessModel ) EEBENERES
B ER "“BEER" (Value Proposition ) A B ME B AR EIEE
o BER - FENEBERDNEE=EHAK -




REPNEEEBGUEEFSEABERE  REHUBIERmME -
AEMMEUBREESRREZFHEREEMMIEE - £EZLURIKEIN -
WREREXEBEE  BARENEE  RUEZUEMERERNEPARER
WEERMBEREERNER - mERIERBEAL - @t - BFRERNE
W BEESESABNEMRMRFELUNETSNFEK - B - Eamang
EZEBATEFE -

MRBERZH - RIBZ—REBEF - aRIR 1891 F - ERFRETAVE
REAREA ( —RBRIRAERETZRERRESE - 1919-1923 ) Bt - RFH
B—EHERRETNWEREERTFTRRENE - MRIERFTEIH - S RKE -
BRMBFERE - U ZERRETEIFM A R ERER -

RAVBRERETEIFIREKR - HEPFRABILBERRFTABRES - HHBERARP
ReBRA R IEE RN - IEmiBRT - AT ABREBE —AEEEmFTEERER
KE - REEFHRRE "REEEMNE" - AHBEESNEEERDTS R
BREM RN BEEENEEER

RIVBELEA - MR EEBRESR - MAARKBFEERZEIR U mhE
TERRIEZD - RIVBENEIFRIE—ORBFEN - 2ELRIREBSD -
MBREEABDNEREESIF 2528 35 FNEL - AUEREEZER
A MRS - 3 2016 £ - SKBREEERRERTMRFB R - KA
B FERGEREER DT BIRALL "FHIEIEIF" ( OpenlInnovation )
B iR S8 RN - BIRDIRA S K FRORE M8 A A B Bl3E BE

RETEIMZ LRI RB S SRARRRIMAS - TEmEREEEBLE ETHE
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