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The first chapter of an innovation-based suc-
cess story that continues until this day was
written in the small town of Schiltach/Black
Forest in the southwest of Germany in 1901,
when tradesman and inventor Hans Grohe
founded a metal pressing workshop special-
izing in metal shower heads for private
household bathrooms, a novelty in the do-

mestic environment of the time.

Hans Grohe was born in 1871, the same year
in which the German Empire was founded. It
was a time which saw the rise of both Ger-
many as a country and of German business.
Industrialization in Germany began between
the 1830s and the 1870s. In addition to rail-
way construction, the key industries at the
time included metal processing, mining, and
iron and steel production. In the 1850s, in-
dustrialization led to a rapid productivity
boost. Per capita social production increased
by a factor of ten compared to the pre-indus-
trial era with growth processes amplifying
each other.

The rise of mechanical engineering, in partic-
ular for locomotives, resulted in a surge of
iron and steel production, and the increase in
rail transport services, which caused sales
and production markets to grow closer to-
gether, led to an increased demand for coal
as an energy source. The growing demand
for fuel and industrial goods led to the fur-
ther expansion of the rail network and in turn
boosted demand for locomotives and rails.

During the Wilhelminian period, this effect
was further enhanced by other technological
advances. The years between the Franco-
Prussian War, which ended in 1871, and the
beginning of the First World War saw the in-
vention and development of essential tech-
nologies that continue to shape the face of
modernity: the refrigerator, the telephone,
the electric locomotive, the light bulb, trams,
high voltage lines, automobiles, records, sub-
ways, airplanes, X-ray technology, air brakes
and finally, in 1913, assembly line produc-

tion.

But the Industrial Revolution was not just
characterized by the rise of technologies and
industries, as change is always accompanied
by the decline of entire industries. German
weavers did not manage to hold their own
against the cotton imported into Germany
from Great Britain, for instance. At the end of
the 19th century, the survival of the most im-
portant branch of the German textile indus-

try was at stake.

Hans Grohe was born the son of a clothmaker
and followed in his father’s footsteps. After
his journeyman’s travels — a customary tradi-
tion for tradesmen at the time — Grohe settled
as a master clothmaker in the Black Forest re-
gion in 1899, but soon left his trade and de-
voted himself to the emerging metal pro-
cessing sector. The young inventor started
selling metal shower heads in 1905, proving

his instinct for market needs and market de-



velopments. At the beginning of the 20th cen-
tury, private household bathrooms came into
fashion. Having one’s own bathroom meant
pure luxury for the general public in Ger-
many at the time. But Hans Grohe recog-
nized that showers were an affordable alter-
native to a lavish bath in the tub and hence-
forth specialized in metal products for sani-
tary facilities. In subsequent years, Hans
Grohe devoted himself to the further devel-
opment of his showers with utmost passion,
creativity, and attention to detail and quality.
His ideas shaped both the company history
of Hansgrohe and the bathroom and shower
culture of the future.

The bathroom

The concepts of bathing and washing have
been subject to constant change over time
and within the different cultural contexts of
Western civilization. Bathing and washing
were already very common rituals among
the ancient Greeks and Romans, although
they were celebrated as a public water cult.
In the Middle Ages, bathhouses experienced
their heyday, albeit predominantly as

dubious leisure facilities where food and
drinks were served, music was played, leech
therapies and small surgical interventions
were performed, and gambling and amorous
adventures were firmly on the agenda. As a
consequence, the church prohibited mixed
sex bathing in the 15th century. In addition,
poor hygiene in the rapidly growing and
severely overcrowded cities led to the spread
of the plague and other epidemics, and to the
closure of virtually all bathing facilities due
to the excessively high risk of infection.
Bathing with warm water fell into disrepute
as it was assumed that water was harmful
because it penetrated the skin through the
pores along with germs and caused diseases.
From then on, “washing” was understood as
wiping oneself with a dry cloth and using
perfume and powder. During the Baroque
and Rococo periods, it was considered

sufficient to bathe only twice in a lifetime.

It was not until the Enlightenment period in
the mid-18th century that bathing was
reintroduced into society by French
aristocrats. And even then, it was more of a
public act taking place in mobile bathtubs.
Washing as part of a personal hygiene
routine is a much more recent phenomenon.
It was not until the 1950s that private
bathrooms became a common phenomenon
across all strata of society. Until then, tubs
and vats in laundry rooms or in public
bathhouses were used for taking a bath. A
separate heated room with running water
dedicated to personal hygiene was widely
considered an unattainable luxury that
hardly anybody could afford. Even around



1900, bathrooms were rare in many
European cities. Not even five percent of all
apartments had one and most of them did

not even have running water.

The beginning of the 20th century saw the
emergence of the so-called “Frankfurt Bath”,
a bathtub installed in a recess of the kitchen
or the bedroom and separated by a curtain.
In the 1920s, artfully decorated bathrooms
with glass, metal and mosaics found their
way into the homes of particularly wealthy
individuals. But even after the Second World
War, a private bathroom in one’s own home
was a little-known and luxury, meaning that
bathroom furnishings and design were
subjects of very little importance. The typical
situation in post-war Germany was such that
the “bathroom” consisted of a zinc bathtub
which lived in the basement and was
dragged into the kitchen as needed (typically
once a week), where it would be filled with
hot water from the stove in order for the
whole family to take a hot soapy bath in the
agreed order. The kitchen sink was the only
washing facility for everyday needs. The way
to the toilet led to the outhouse next to the
hen house via the cold barn. In cities,
communal restrooms with flushable toilets
were located on the stairwell next to the main

entrance.

During the 1950s construction boom aimed at
ending the post-war shortage of living space
in devastated cities, wet rooms were
installed, which represented a major step
backwards compared to the elaborate Art
Nouveau bathrooms of the inter-war period.
New apartments and houses on the other

hand now Dbenefited from their own

bathrooms. But even in 1963, only about one
third of German household had their own
bathrooms. The average bathroom during
that time was about four to five square

meters in size.

In the 1960s, dedicated bathroom technology
consisting of thermostats, single-lever
mixers, jacuzzis, shower enclosures and
bidets began to become available.
Windowless indoor bathrooms were
considered a good solution at the time as
they were space-saving and easy to heat. The
1970s saw the emergence of more colorful
and playful bathroom designs, including
such features as orange and brown tiles, tiles
with flower patterns, twin basins and fluffy
toilet seat covers complete with color-
coordinated bathroom mats. The bathroom
as a private retreat and wellness oasis is
therefore a very recent development and has
only been a standard feature of German

dwellings for at most half a century.
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The Hansgrohe brand

Against  this  backdrop, = Hansgrohe
developed his products further and turned
from a shower head specialist into a pioneer
of the German sanitary industry. From 1928
onwards, his hand-held shower turned into a
convenient alternative to the then very
common overhead shower. His designs and
ideas set the style for state-of-the-art shower
technology for many decades. In 1953,
Hansgrohe introduced another new
invention: the showerpipe, allowing us to fix
the hand shower at any height for the first
time. Today, this is a standard feature which
can be found in many bathrooms around the
globe. In 1977, Klaus Grohe, Hans Grohe’s
youngest son, took over as sole Managing
Director and introduced the Hansgrohe
brand name. His son Richard Grohe turned
the Hansgrohe brand into an international
premium label. Today, Hansgrohe consists of
34 companies and 21 sales offices around the
globe, with approximately 5,000 employees
(about 60% of them are based in Germany)

and a turnover of more than € 1bn.

Brands are essential drivers of success for

companies, including for Hansgrohe, as they

reduce complexity for consumers. Successful
brands represent growth and stability and
form an identity for companies following not
only the numbers but a substantial purpose.
They are the basis for emotional customer
relationships. Globalization and digitization
have upped the pressure on brand

management.

Brands are identities with their own
character, talents and recognizable
characteristics and a unique signature. Brand
management can therefore be described as
some form of relationship management
between the company, its products/services,
the brand and the customer. As a result, a
brand must offer something of relevance to
its customers and keep its own promise.
Brands must behave in a reliable and
trustworthy manner and possess a certain
degree of uniqueness in order to attract
customers. They must evolve and surprise
from time to time to make sure they do not
become boring. Brand positioning must
respect, sharpen and develop the existing
brand identity in order to be sustainable in
the long term. Particular attention must be
paid to positioning the brand in a way that is
intuitively understood by customers. And
finally, the market positioning must also be
implementable in order for customers to be

able to experience it.

Hansgrohe is positioned as a premium
brand: “We are world leaders in creating
pleasurable, life-enhancing experiences with

water; our broad portfolio of products is



focused on faucets and showers for
bathrooms and kitchens, aimed at quality-
conscious customers in the middle and upper
market segment. Drawing on its passion and
German engineering, Hansgrohe develops
superior innovative products within their
class. Hansgrohe defines premium as
excellent quality, contemporary design,
attention to detail and outstanding customer

benefits.”

The design

Marrying craft and art, architecture and
technology, and material and design poses a
major challenge for the company. Design
refers to industrial design, which must be
characterized by functionality and an
appropriate choice of materials. The core
idea: mass products for a discerning market,
whose design exudes beauty and simplicity
and suits the purpose of the products. The
ideal: a surprisingly simple and functional

design.

Product design must reflect the brand
positioning and allow customers to
experience it in the form of fittings, showers
and accessories. While the brand reflects the
desired illusions, the products represent the

intended realities. Hansgrohe products

intend to provide pleasure every day, from
the first bathroom visit in the morning to the
last shower in the evening. This is part of the
Hansgrohe design DNA making products
functional, elaborate, intuitive, humane,
clever, novel, smart, graceful, durable and
sustainable. The products are always
systemic part of the Hansgrohe product
family and part of the individual reality of
the customer. Here the key factor is the
harmonic integration of the Hansgrohe
products into the individual environment for
a daily customer brand experiece. The
premium brand positioning at Hansgrohe is
achieved through highest quality standards,
revolutionary functionality and excellent

product design.

In partnership with renowned designers,
Hansgrohe products have won numerous
design awards. For the Hansgrohe brand,
product design is the ultimate fulfilment of
their brand promise that customers invest in
a product that is not only functional but also
valuable and not just a fad. The quality of the
products, which results from the
manufacturing techniques, processes and
materials used, is where innovation meets
design competence. It provides reassurance
for customers that “Premium” stands for
long-lasting joy derived from investing in

one’s bathroom.



Design is understood to mean not only the

outside appearance of a product, but rather
an all-encompassing product philosophy.
Hansgrohe is concerned with the experience
we get from our bathroom fittings, showers
and accessories and wants to make sure that
they are well thought-out in terms of both
form and function. The brand wants its
customers to be able to enjoy their products
even after many years of use, to rely on
Hansgrohe’s flair for product design and to
be reassured that the investment, which is
typically geared to 20 years, outlasts any
short-lived fads. Great design is timeless and

never goes out of fashion.

Hansgrohe has regularly joined efforts with
internationally renowned designers in
creating revolutionary bathroom products
over the years. 1974 saw the launch of the
colorful Tri Bel shower head in collaboration
with Esslinger-Design, for instance. This
shower head was designed to give the
bathroom, which was considered a bleak wet
cell by most people until that time, a new
lease of life. Tri Bel was the first Hansgrohe
product to qualify for the German selection

of Design Center Baden-Wiirttemberg in

Stuttgart. And this was just the beginning of
an endless series of accolades and design and
innovation awards. The design studio, which
was renamed frog design in 1982, was named
after Hartmut Esslinger, who is responsible
for the distinctive design of Apple’s first

Macintosh, for example.

In 1994, Hansgrohe once again set new
standards with the innovative functionality
and minimalistic design of the AXOR Starck
Collection designed by Philippe Starck,
which has since become a design classic and
ranks among the bestsellers in the field of
designer fittings. Its numerous design
innovations and new standards in bathroom
design have earned Hansgrohe more than
500 international awards. Good design
transcends form; it is not just a means to an
end. At Hansgrohe, good design is expected
to directly communicate customer benefits;
design and functionality must be in perfect

harmony.

In 2003, Hansgrohe and Phoenix Design
launched another shower archetype, the
“Raindance”, which has since become a
staple of modern bathroom design. Phoenix
Design has shaped the face of Hansgrohe for
over 30 years and the studio based in
Stuttgart, Munich and Shanghai designs all

of Hansgrohe’s shower heads and fittings.

The careers of Phoenix Design founders
Andreas Haug and Tom Schonherr are
intimately linked to the rise of modern
German design. Andreas Haug was co-

owner of frog design and Tom Schonherr



was the design studio’s Senior Designer.
Among other things, they are responsible for
Apple’s “snow white design language”.
Founded in 1987, their studio soon became
one of the leading names in industrial and
product design. Since its inception, Phoenix
Design has won more than 700 design
awards, 450 of them in the past six years. The
founders have been awarded the Lucky
Strike Design Prize for their lifetime
achievement. In 2012, they received the
German Design Award from the Design
Council for their overall achievement in the
“Personality” category. Hansgrohe and
Phoenix Design seek to jointly create an
intelligent interplay of design, function and
convenience — or ease of use, for short.
Phoenix Design creates Corporate Product
Design Languages. Brand Shaping Product
Design Languages lend products a
memorable look and feel that symbolizes,

defines and sets the scene for the brand.

Hansgrohe Group’s “RAINFINITY” ecosys-
tem puts the vitalizing and lively qualities of
water at the heart of the brand. The RAIN-
FINITY mission unleashes the vitalizing
powers of water using digital technology to
create the most beautiful moments day after
day. The RAINFINITY DNA consists of three

elements: people, water and smart technol-

ogy.

People

People are creatures of water! The human
body is increasingly regarded as something
that can be regulated. The health-promoting
fusion of people and digital technology will
lead to lasting changes in the way in which
we interact with our own bodies. Self-re-
sponsibility and self-assessment consider
body and mind as modifiable systems. Digit-
ization is changing behaviour and multiply-
ing the opportunities for managing and im-

proving needs and expectations.

Water

Water as an element and resource is the me-
dium and source of what moves and con-
nects Hansgrohe. The vibrancy and freshness
of water as a valuable resource and as an in-
vigorating source drives the company and

challenges its innovative spirit.

Smart technology

By 2030, the harmonious and seamless mer-
ger of our way of living with technology will
be completed. Our bathrooms will above all
do one thing: take care of us. Connected liv-

ing will transform our homes into holistic



centres where meditation and virtual reality
will nurture our souls and train our minds.
In the era of the “Internet of Me”, customized
“made-to-pleasure” programs -catering to
our personal preferences will exponentially
gain in relevance, especially in the bathroom,
a place of hedonistic recollection. This tech-
nological revolution offers the best of two
worlds: a fusion of the smartness, customiza-
bility and adaptability of the digital world
with the interactive and immersive experi-
ence of the real world, which will continue to
develop a distinctly analog character of
smartness — especially in the bathroom — to
offer us lighter, more natural and more relax-

ing moments.

This DNA clearly illustrates that a digital
shower does not yet constitute an innovation
simply because of the use of digital technol-
ogy. Hansgrohe must focus on creating in-
comparable new experiences by means of
technology as digital alone does not make an
innovation. The Hansgrohe brand was the
starting point for the company’s digital strat-
egy. Hansgrohe not only stands for the
“beauty of water” but also for stimulating
and genuinely revitalizing everyday experi-
ences. Hansgrohe’s digital vision signifi-
cantly broadens the company’s aspirations as
a global market leader in the sanitary indus-
try beyond the “flow of water”. The aim is to

improve people’s everyday lives with the
power of natural elements such as water,
light and sound in order to enrich, stimulate

and decelerate them.

Building on the attributes of today’s brand
positioning (Innovation, Quality, Sustaina-
bility and Design), the digital Hansgrohe
brand is associated with the following attrib-

utes:

=  elemental

= abundant

= intense

* flowing

="  immersive

" activating

* purifying

* vitalizing

* healing

* invigorating

* life loving

= gensuous

= familiar

* peaceful

* inspiring
The sum of this conceptual cloud is: RAIN-
FINITY. To implement this brand vision, a
design process for a new digital product was
launched in 2018.



Part Il

Design thinking and IP design within the Rain tunes project

FOCUS GROUP

Activities

The starting point was Roberto Verganti’s as-
sumption that customers do not buy objects
but meaning. Design-driven innovation
means radical shifts in meaning. For a clearer
understanding of such shifts in meaning,
take the smartphone, for example. While cell
phones were originally developed for wire-

less  voice = communication, today’s

smartphones are universal personal assis-
tants and life companions. Cars, too, are go-
ing to undergo a shift in meaning through
electric and autonomous driving — perhaps
as a place for good conversations or intense
family experiences. Design-driven innova-
tion is about gaining interpretive sovereignty
for meanings with people. It is not just about
how people use things and people’s needs,
but also about how people interpret and see

things and what they mean to them.
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The starting point of Hansgrohe’s digitiza-
tion project was therefore to find out what
showering means to people. An online sur-
vey was used to capture people’s impres-
sions and interpretations. Respondents in-
cluded women and men between the ages of
30 and 70, with a single household income of
at least €2,000 and a two-person household
income of at least €4,000 as well as different
family situations, and living in their own
homes or in rented flats. The question was:

How do people really shower?

MEANWHILE
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JUST THE RIGHT TEMPERATURE

_ Automatically the right water
temperature that makes you feel
comfortable

The analysis led to the development of differ-
ent archetypes such as indulgence show-
erers, grooming showerers, quick showerers
and hotel showerers. The analyses also re-

vealed that people feel that their lives are

constantly accelerating. An increasing num-
ber of people feel left behind by digitization.
They feel pressured by their everyday lives
and their personal needs. People have less
and less time for a growing number of things.
The hunger for more is almost insatiable. As
a result, they are feeling an ever-increasing
need for retreat, well-being, recreation and
leisure. Paradoxically, this leads to addi-
tional stress. Hansgrohe wants to play its

part in breaking this vicious circle.
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SHOWERING IN ACCORDANCE WITH BIORHYTHM
__ Automatic temperature control
_ Blue light for waking up
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Shower Rezepte

Hansgrohe, Visual Brand Language byPhosnix T W e i mas W e s e wa e nnmm e o o momm e
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The shower is becoming a place of retreat
where people can recharge their batteries,
daydream, enjoy some me-time and focus on

their worries, problems, fears and dreams.

Showering is less and less about personal hy-
giene. The analysis showed that people tend
to use showers as an occasion-specific ritual.
The shower is a place of retreat where we can
escape from the hustle and bustle of every-
day life for a short but intense period of time,
a place where we can deal with everyday
problems which are too small for seeking
professional help but too important to ig-

nore.

The Rain tunes system offers the users
multisensoric shower scenarios providing an
individual showering experience. These
scenarios include individual sound, lighting
and fragrance for the best showering
experience tailored to the moods and needs

of the customer. In the near future a good

LR ET '

brand is required to take the customers needs
and behaviour into account and improve it
for their own good as the brand personality

results out of the customer behaviour.

By 2021, the global wellness market will be

VALUE PROPOSITION

SOLVE THE DILEMMA

ALIVE provides

invigorating shower
experiences that fit
into people's busy
lives and help to
alleviate a broad
range of daily
discomforts - in gentle
and natural ways.

worth US$ 815 billion. For 2020, he global
market for digital health products and ser-
vices is estimated at over US$ 200 billion. The
four major health problems of our time are:
anxiety, depression, insomnia and stress.
There is an ever-increasing number of digital

and physical products for improving mental
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fitness. Mental health and fitness is the new
physical fitness. The “Calm” app is regarded
as a trendsetter in times of digital overstimu-
lation. The app provides guidelines for med-
itation and has been downloaded by over 18
million users so far. The developing com-
pany has already made profits and achieved
a turnover of more than US$ 30 million. In
2017, Calm was Apple’s App of the Year with
over 30,000 downloads per day.

COMPONENTS

c
__Ne

MEDIASERVER

IBOX PLUG

HARDWARE

In addition, the lion’s share of people’s ex-
penditure on luxury consumption accounts
for experiences. 55% of luxury-oriented
spending is attributable to experiences. In
China, 40% of total luxury spending is in-
vested in experiences, 35% in cars and 25% in
personal goods. Consumer behaviour is ex-
periencing a dramatic shift from status-ori-
ented object ownership to enjoying meaning-

ful experiences.

IBOX COMMNECT

Based on this logic, RAINFINITY offers vital-
izing showering experiences that fit people’s
lifestyles and offer them a broad spectrum of
options for alleviating everyday problems.
RAINFINITY is a cyberphysical product
combining hardware and software compo-
nents. Ultimately, the showering experience
is an app that can be taken anywhere the
RAINFINITY ecosystem is installed: from

private bathrooms to hotels, holiday homes,

EUTTONS APP WEEB

SOFTWARE

theme parks and hospitals. Based on the eco-
system design, which consists of a digital
platform for showering experiences, a num-

ber of business models are conceivable.

Multiple scenarios and use cases were ana-
lysed within the scope of the IP design pro-
cess. IP design follows the agile method of
project management. In order to understand
the agile aspect of project management, it is
important to understand what a project re-
ally is. According to DIN69901, projects are

characterized by certain defining features:



Uniqueness:

Project activities are carried out once ra-
ther than in a cyclical fashion in order to
reach a defined state.

Clear objectives:

Project activities must be carried out for a
purpose. There are clear and measurable
goals for the intended project outcomes.
Time limits:

The beginning and end of a project are
clearly defined and scheduled.
Budgeting:

The project costs can be determined and
differentiated from ongoing expenses.

Human resources:

The work is conducted by interdiscipli-

nary teams outside of the usual hierar-

chies.

* Differentiation from other projects:

Project outputs can be determined with-

out any overlap with other projects.

* Independent organization:
A project requires its own organization,

independent from the line.

In practice, another criterion must be added,
namely that of novelty or an inventive step.
From the company’s point of view, a project
is an innovation in terms of its content, task
or goal. This is a crucial feature which makes
a process unsuitable for a project. Thinking
in terms of processes and their optimization
assumes a repetition of the same tasks and
the attainment of the same goals and deals

with at least one analogous object.

In practice, a project is also characterized by
its team character. Projects such as Rain tunes
are usually handled by teams that are put to-
gether for a specific project in a specific way,

e.g. based on skills and capabilities.



In contrast to corporate structures and
process organizations, projects are tempo-
rary measures for dealing with extraordi-
nary tasks and the project organization ex-
ists alongside other organizational struc-
tures. Looking at it from the perspective of
the primary hierarchical structure and sec-
ondary process organization, it is there-
fore a tertiary form of organization run-
ning in parallel to the other structures for

a limited period of time.

Project organization is a special case of an
organizational form since it is only tempo-
rary, i.e. for the duration of the project,
and exists in addition to the existing primary
and secondary structures. The members of a
project team are responsible for the project
while simultaneously having their roles
within the primary and secondary organiza-

tion.

A characteristic feature of traditional project
management is the rigid, predefined se-
quence of stages and individual steps within
them. A fundamental principle is: once a step
has been completed, this decision cannot and

should not be changed in subsequent steps.

This results in a high level of planning safety
according to the so-called cascade model.
The clear structure even enables the manage-
ment of very large projects. In practice, the
cascade model is defined with different
stages and steps. But in any case, these are
project steps with defined, pre-planned and

expected delivery points.

Primary organization: ) T

hierarchical structure

Tertiary organization:
project team

Secondary organization:
process organization

The obvious disadvantages of traditional
project management highlight the need for

alternative project management solutions:

* According to the traditional project man-
agement paradigm, changes throughout
the course of a project pose major prob-
lems and entail considerable efforts and
delays. Plans must be adapted, schedules
must be aligned and resources must be
adjusted, which can lead to cumulative
project planning problems.

* Traditional project management is unable
to cope with unclear and changing re-
quirements. Changing environments re-
quire a degree of flexibility which is not
permitted by traditional project manage-
ment.

» Traditional project management does not
provide for a portfolio approach or even
unfinished program components which

are spun off from the project. From a tra-



ditional point of view, the premature ter-
mination of certain aspects equates to the
failure of the project.

* The rigid planning can neither absorb ac-
celeration effects nor compensate for de-
lays. Efficiency-reducing time buffers are
required in order to meet a fixed deadline.

* In summary, traditional project manage-
ment can be criticized for exceeding the
planned project duration, running up
higher costs than budgeted for and pro-
ducing unsatisfactory outcomes in terms

of functionality and customer orientation.

Agile project management such as design
thinking and IP design is fundamentally dif-
ferent from traditional project management.
In agile project management, there is a differ-
ent emphasis on what a project should
achieve and how. Not all project evaluation
criteria of the traditional paradigm are given
equal weight. Agile projects are character-
ized by a comparatively high tolerance when
it comes to typical target variables such as
scope, process, time and costs, and by signif-
icant client involvement. Agile project meth-
ods place a strong focus on deliverables and
quality from the user’s perspective.

)
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Agile project management originates from
software development where the traditional
approach had proved too slow, rigid and in-
flexible. High innovation pressure combined
with very short innovation cycles make fast,
results-oriented action indispensable. Soft-
ware development is seen as a highly crea-
tive process performed by highly motivated
developers and without detailed predictabil-
ity of typical business metrics such as use of
resources and duration. The IT community
thus had to reject traditional project manage-

ment as an unfit approach.

Agile methods were developed in order to
reduce the risk of bad investments and mis-
guided development, because they are not
based on uncertain assumptions and are able

to safely respond to changing conditions.

IP design as a facilitator of agile action

IP design is an agile method of protecting
digital business models by means of digital
patents. IP design puts the customer and
their product experience at the heart of all ac-
tivities by asking what the customer ‘really’
wants and how digital transformation can
answer this question. IP design is geared to-
wards identifying, evaluating and selecting
appropriate methods in iterative steps.

The Rain tunes project focuses on redefining
showering and what it means to customers:
the move away from body care and personal
hygiene to mental fitness, meditation, ritual
retreats and short breaks from the stresses of
everyday life.



Established IP design tools enable the project
team to analyse each evaluation and to revisit
it at a later stage with a different level of
knowledge. Creative output does not get
lost. The company builds a portfolio of op-
tions for action and is able to control their im-
plementation itself.

IP design leads to a permanent review cycle
of the portfolio of options and scenarios for
action and thus enables the company to
evolve in the direction of different digital
business models. Revision, adaptation and
modification are therefore no longer a prob-
lem or a special case, but reflect the actual
purpose of IP design. IP design even takes
into account scenarios which are undesirable
from the company’s perspective and should
be suppressed by IP. Even digital “night-
mares” leading to disruption can be captured
by patents without requiring those patents to
be implemented.

Informing Anticipating

Develop

Understand
strategy

- = o -

IP design is a process consisting of three dif-
ferent sequential stages:

= o Obtaining information
= o Anticipating
* o (Generating

Obtaining information refers to a process
consisting of observing and understanding.
It is all about analysing the environment, the
trends and developments within industries
and markets with a particular focus on the in-
fluences of new technologies and changes in
customer needs.

Anticipating means developing IP strategies
for possible future scenarios. This is followed
by synthetic inventing for the purpose of pro-
tecting future positions. These three process
steps are then followed by obtaining infor-
mation again. IP design is a continuous pro-

cess which supports business models
throughout their market life.
Generating Informing

Secure

8 : osition
inventions P

Problem space

Source: HPI School of Design Thinking / Qudosoft

Solution space
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Digital transformation poses a particular challenge for successful companies with a long-standing
tradition. As Harvard Professor Clayton Christensen aptly described in his bestseller “Innovator's
Dilemma” in the late 1990s, disruptive changes are particularly challenging for successful and
established companies. They are literally trapped within their own success and the customer ex-
pectations they have generated, and the move away from the old interpretive sovereignty for
products, services and markets towards a new paradigm is much more difficult for them than for
newcomers. On the other hand, their long-standing and profound market knowledge is a great
advantage. With the Rain tunes project, Hansgrohe has embarked on its journey towards a digital
transformation which not only involves the application of digital technologies in order to generate
customer benefits, but also a redefinition of customer relationships, service delivery and customer
value. Against this backdrop, the company has also redefined its approach to innovation, includ-

ing the associated business processes.

The Rain tunes project also allows Hansgrohe to derive key success factors for design thinking
and IP design. The pivotal role of the project partners in the progress of IP design requires highly
effective communication. The project-based working methods of IP design are in line with today’s
interconnected work environment characterized by flat hierarchies, transparent contributions and
solution-oriented thinking. This applies in particular to the agile overall approach involving de-

sign thinking methods.

Therefore, a corporate culture is needed that recognizes the creative contributions of the team
members and prioritizes the outcome over planning. The methodology itself must also be second-
ary to the outcome, and to the exclusive character of the business model and the customer expe-

rience.

The transparency of contributions increases the pressure on the team members, reduces project
management efforts and places the focus on the outputs. IP is by its nature structured according
to procedures and formalities. Its integration with agile methods therefore poses a particular chal-

lenge. IP design integrates the possibility of making business models exclusive by design.

The interdisciplinary nature of project teams results in creative and innovative journeys from cus-
tomer benefits to business models. Communication, empathy and clear rules are essential in order
to facilitate the integration of creative potentials, different experiences, opinions and perspectives
when it comes to solving a problem. IP design provides a way to overcome the functional silo

mentality stemming from the hierarchical structure.



Success is the basis for acceptance and sustainability. This is why concrete cases where project
teams have made positive experiences with IP design in their innovation work are vital in order
for companies to be able to share these experiences with the rest of the organization in the form

of credible testimonials.

Contact
Alexander Wurzer
alexander.wurzer@ceipi.edu

* Hansgrohe: Meet the beauty of water

https://www.youtube.com/watch?v=cRCw7CtvVXc

* SWR3 - “Schoner Duschen” (Greater Showering Pleasure - in German)
https://www.youtube.com/watch?v=vRSAzpOCijll



https://www.youtube.com/watch?v=cRCw7CtvVXc
https://www.youtube.com/watch?v=vRSAzpOCjlI

What is the MIPLM?

marks a new era as our economies increasingly rely on knowledge-based

production processes and services. Consequently, the institutions responsible for education and
research in the field of intellectual property law in Europe must provide appropriate training for
staff from the respective professional environments to acquire or reinforce their ability to initiate,
control, protect, exploit and increase the value of intangible assets. The knowledge-based econ-
omy integrates research and development activities, innovation, industrialization and the mar-
keting of products and services including intangible assets and completely revolutionizes enter-
prise management. It creates new professions specialized in dealing with intangible assets: this
branch of law attracts consultants and intellectual property experts from among managers, jurists
and lawyers. Indeed, every innovation process generated by new economic activities assumes the
intervention of the law, the installation of tools and structures for developing or planning in order
to control the intangible assets and to optimize their valorization. It has therefore been the duty
of CEIPL, University of Strasbourg, as a leading center for Intellectual Property Studies in Europe,
to propose a master program on "IP Law and Management" (MIPLM) since 2005, which comple-
ments the existing training course for engineers, scientists
and lawyers. This "European" master program features a
continuous training scheme aimed at experts in the field
of intellectual property. It provides a genuine education

program based on an investigation carried outinlargeen- = |l * <~ IP LAWAND

- MANAGEMENT
i el

.

terprises in Europe. The teaching staff comprises academ-
ics and experts from various countries, renowned for their

work and competence in dealing with the impact of intel-

lectual property on the policy of enterprises.

M. Yann Basire
Director General of CEIPI



has become a crucial factor and driving force in the knowledge-

based economy. The economic development and the competitiveness of companies increasingly
depend on the generation and exploitation of knowledge. Intellectual property can convert in-
vestment in corporate knowledge creation into economic benefits. Thus IP-based appropriation
strategies form the basis for creating wealth and competitive advantages for companies from their
R&D and innovation activities. The development and implementation of sustainable strategies for
IP exploitation require a concerted integration of the disciplines involved in order to achieve an
interdisciplinary perspective on IP. In a knowledge-based economy, companies can only achieve
a competitive edge by combining the economic, legal and technological sciences. IP management
within such a holistic approach provides optimized appropriation strategies and thus essentially
contributes to the creation of wealth within a company. Accordingly, IP management needs
skilled managers who can combine the economics of intangible assets in an intellectualized envi-
ronment with multidisciplinary knowledge in order to maximize the benefits of IP. A new type of
competencies, skills and underlying knowledge enters the arena of management and manage-
ment education. The increasing impact of intellectualized wealth creation by investment in
knowledge, R&D and innovation followed by its exploitation and IP-based appropriation calls for
seminal new education concepts. The CEIPI program "Master of IP Law and Management" offers
such a new type of management education. It follows an in- .
trinsically multidisciplinary approach to meet the challenges \\r -

and requirements of the knowledge-based economy. This

master program combines legal, economic and management i
sciences and includes lectures from leading scholars in the

field of IP law and management. Its ultimate objective is to E :
qualify experienced IP professionals for acting as practically-
skilled IP managers with a sound knowledge of the principles

, -
of wealth creation in our knowledge-based economy. %2 e

Alexander J. Wurzer
Director of Studies, CEIPI | Adjunct Professor
Director of the Steinbeis Transfer Institute Intellectual Property Management



Intellectual property and economics in the present context

are two disciplines that exist in parallel.

Experts are found in each discipline, but with a lack of mutual understanding and training. Both
"worlds" are nowadays bridged by experts, called IP managers, who link both disciplines through
knowledge and experience. The CEIPI studies pursue a holistic approach and engage experts for
the developing market of an IP economy. They are experts for basic economic management pro-
cesses with specific assets. Management is understood in the broad sense of an overall company

management and accordingly divided into six general functions:

= 1. Strategy

. Decision

. Implementation

2
3

= 4, Organization
5. Leadership
6

. Business Development

On the basis of this differentiation skills should be allocated to management functions, and rele-
vant knowledge to the functions and skills. The teaching concept focuses on both areas, skills and

knowledge, as relevant to business with intellectual property.

Skills can be allocated to the specific management functions as relevant to the practical work
within IP management. The skills are thus determined by the daily challenges and tasks an IP

manager encounters.

For example, the "Decision" function includes skills such as "valuation and portfolio analysis tech-
niques", and "Organization" as a function requires skills to manage IP exploitation and licensing
including economic aspects as well as contractual design and international trade regulations with

IP assets.

Special knowledge of economy and law is required in order to implement and deploy these skills
in business. This includes knowledge of economic basics such as function of markets and internal
and external influence factors. Additional management knowledge is also included such as value-

added and value-chain concepts.

The legal knowledge includes contractual and competition law, and special attention will be paid
to European and international IP and trade law, e. g. litigation, licensing, dispute resolution. Fol-
lowing this concept, IP law and management can be combined in clusters formed of specific skills

and knowledge defined within each management function.



The lectures have a high international standard; the lecturers possess a high reputation and long

experience in the teaching subject with academic and practical backgrounds.

The top-level experts come from the fields of law, economics and technology. The experts and the
students work closely together during the seminar periods. Exchange of experience and, as a con-

sequence, networking are common follow-ups.

This European master’s program was designed especially

for European patent attorneys, laywers and other experienced IP professionals.

Its ultimate objective is to qualify experienced IP professionals to act as IP managers with the
practical skills and knowledge to deal with the new challenges of wealth creation and profit gen-
eration. Participants acquire first and foremost a new understanding of how intellectual property
works in business models and are conveyed the necessary
skills to achieve the systematic alighment of IP manage-

ment and business objectives.

The course provides an international networking platform
for IP managers and in addition enables participants to
build long-lasting relationships and to further develop rel-
evant topics within the field of IP management. Being part

of this international alumni network also offers new job

opportunities and publication possibilities.
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