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INTRODUCTION

What is you personal 

experience in open innovation 

activities?

MY EXPERIENCE IN 

OPEN INNOVATION 

What do you want to get out of 

the workshop?

- Personally

- For your organisation

EXPECTATIONS FOR 

THE WORKSHOP

WHO AM I?

What is your organisation and role? 

Why are you here today?

If you were to create a slogan for 

your life, what would it be?



LOCAL INNOVATION CLIMATE



Background 

1. What is your background organization? (12) 



Background 

2. What are the current forms of inter – university 
collaboration in your region? (10) (NA: 1)



Sudent company collaboration 

2. In project collaboration, companies are typically considered 
as superior to students (9) (NA: 0)

3. Student collaboration is mainly a way to improve the image 
of companies and help recruitment (8) (NA: 0)

4. The most critical success factors of student project are clear 
specification and control (9) (NA: 0)

5. Collaboration projects with students provides only seldom 
real value for the RDI activities of companies (8) (NA: 0)

6. Local companies are suspicious to and find it difficult to work 
with foreign talent (9) (NA: 0)



Sudent company collaboration (Relative)
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innovation culture and strategy in the region 

2. Companies find it easy to trust each other in research and development (9) (EOS: 0)

3. There is a strong entrepreneurial mindset in our city / region (9) (EOS: 0)

4. There is a high level of tolerance and acceptance of failure in our city / region (9) (EOS: 0)

5. The regional universities are the most central resource of RDI activity for big corporations (9) (EOS: 0)

6. The regional universities are the most central resource of RDI activity for small and medium sized 
companies (8) (EOS: 0)

7. University students of the region are the most important local resource for business renewall (9) (EOS: 0)

8. Companies often take a pioneering role in the development of local innovation environment (8) (EOS: 0)

9. Companies participate regional development projects only if they get immediate benefit (9) (EOS: 0)

10. Companies find it easy to experiment and validate new ideas and concepts (9) (EOS: 0)

11. Companies are open and curious for cross-sectoral collaboration and experimentation (8) (EOS: 0)

12. Key enabling technologies (KETs) play a central role in regional and city development strategies (9) (EOS: 0)

13. Capabilities for innovation, entrepreneurship and internationalization are central areas in regional and 
city development strategies (9) (EOS: 0)

14. Regional and city development strategies focus on the creation of value networks and business 
ecosystems (9) (EOS: 0)

15. There is an effective talent strategy in the city / region (9) (EOS: 0)
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Global innovation engine for effective co-creation
Practical approach to build new innovation capabilities and ecosystems



TYPICAL INNOVATION WORK

CHALLENGES FOR ORGANISATIONS

Risk of execution over learning

SINGLE EXPERIMENTS 

ARE NICE BUT TOO 

OFTEN WITHOUT 

REAL IMPACT

Risk of working in silos Risk of losing scalability

INNOVATION REQUIRES 

DIVERSE TEAMS AND NEW 

SET OF CAPABILITIES

NEED FOR SCALABLE 

PRACTICES FOR 

OPEN CO-CREATION



”Finland is a country of overeducated underperformers”
- Prof. Bengt Holmström 
(Nobel prize winner 2016, MIT, Economics)

13.4.2014



C O M P L E T E  I P R  &  
A G R E E M E N T  F R A M E W O R K  
D E S I G N E D  F O R
C O R P O R A T E  C O - C R E A T I O N

Demola is a mind-set, where testing of ideas 

is easy and you don’t have to know 

everything. Our trusted IPR & agreement 

framework supports the open collaboration 

and co-creation.

3  M O N T H S  
C O - C R E A T I O N  P R O C E S S

Challenge your innovation thinking and 

validate ideas through demo-building. 

Demola services complement internal R&D 

and university-business cooperation 

to enable better investment decisions. 

P R O V E N  A N D  G L O B A L L Y  
S Y N C H R O N I Z E D  P R O C E S S

Our proven tools & processes provide fast 

and easy way to get started. Professional 

facilitation enables effective co-creation 

between your employees and the project 

teams.

DEMOLA IN ACTION 



DEMOLA IN ACTION 

26
C I T I E S  S E R V E D  

B Y  D E M O L A  
N O D E S

Global platform for 
concrete innovation 

activities

93
P R O F E S S I O N A L

F A C I L I T A T O R S

Professional facilitation 

enabling effective 

co-creation

900+
I N N O V A T I O N

P A R T N E R S

Proven globally and 

synchronised process

54
U N I V E R S I T I E S

I N  1 3  C O U N T R I E S

Global reach, wide 

expertise and target 

ecosystem understanding

Global innovation operator with proven method



Teams are formed from partner staff and 

university students based on individual interests 

with multidisciplinary approach.

Demola is internationally part of universities’ 

teaching, research and commercialisation 

processes providing an unique opportunity to 

create inspiring combinations of knowledge and 

to utilise research output.

PERSPECTIVES

BEYOND OUR CORE

COMPETENCES



GLOBAL NON-EXCLUSIVE LICENSE

FULL IPR ACQUISITION INVENTIONS JOINT VENTURE

The model is designed and approved together with project partners 

meeting the needs of the legal policies of global enterprises.

OPPORTUNITY TO CREATE AND LEVERAGE 

NEW INTELLECTUAL PROPERTY WITH DEMOLA



OUR INNOVATION PARTNERS

Wide range of partners reinventing innovation capabilities and innovation processes



Roy Amara's law

“We tend to overestimate the effect of 

a technology in the short run and under-

estimate the effect in the long run.”



C o r p o r a t e p a r t n e r s h i p s

35%

30%

P u b l i c  o r g a n i s a t i o n s

S M E s a n d  s t a r t - u p s

35 %

DEMOLA 

CASE FLOW



K E Y O B J E C T I V E ( S )  ?

Capability, scalable practices and 

partner specific interfaces

New insights, culture and 

creative thinking (internally)

Valuable co-creation project results



Capability, facilitation and scalable practices

New insights, culture 

and creative thinking

Valuable co-creation project results
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From

student innovation 

projects

To

Co-creation by partner experts

and multidisciplinary student

group enabling creative thinking



GLOBAL INNOVATION ENGINE 

FOR NEW WAYS OF DEVELOPMENT

Challenge your employees to 

continuous experimentation 

through open and 

agile co-creation

SYSTEMATIC 

EXPERIMENTATION

Tool to support organisation 

culture transformation by 

providing fresh ideas and 

interaction

NEW MINDSET &

CULTURAL CHANGE

International and 

multidisciplinary network to 

manage systematic open 

innovation

BROADEN

INNOVATION SCOPE 



“In my opinion, the Demola way is the future for universities. 

You can always learn math from the internet, but you can 

never learn to use it. That you need to learn in real life with 

real missions."

“Demola has raised the levels of enthusiasm for the 

implementation of research output at the university.

Multidisciplinary sessions allow for the generation of different 

ideas compared to operations restricted to specific fields of 

study or branches of science. 

The need for these kinds of operations will increase 

in the future.”

Viktor Nilsson Student

Kaija Holli Rector, University of Tampere

INCREASING CHANGE CAPACITY OF TALENTS AND

ORGANISATIONS AT THE INTERFACES OF THE UNIVERSITIES



CHANGING LANDSCAPE OF REQUIRED CAPABILITIES

Attribute Traditional projects Innovation work

Scope Pre-defined problems 

and clear target

(Re)defined and validated scope during the 

project and again

Small discoveries along the way

Team Efficiency

Professional track record 

More diversity

Attitude and inspiration

Main quality factors Fulfilling specifications,

re-usability of results

Creating value for 

the customer/user

Re-usability of concept 

Thinking patterns Follow rules Think differently and challenge assumptions



You cannot force a company to be competitive, motivation has to come inside 

and from the top – Tomas Hedenborg, Chairman, DIMECC



PASSION-DRIVEN 

TEAM-BUILDING

...students, customer representatives

and even participating reseachers !



✓ Stay updated on industry 

needs & vision

✓ Cross-domain customer contacts

✓ Fuel for research process

✓ Opportunity to showcase expertise 

and build personal expert brand

✓ Platform to leverage research 

output and IPR portfolio

RESEARCHERS AS DOMAIN EXPERTS





Changing university paradigm requires new set of tools and 

platforms to become a forerunner of new innovation action



Companies and public

sector as consumers

Producers and 

co-creators

Resources Ecosystems

Processes Interactions

World Economic Forum: Businesses (and public sector) must re-think their role as consumers of 

‘ready-made’ human capital to proactively seek out, engage and develop people’s potential.

From owning resources to matching most relevant ones 

with identified opportunities in an efficient way

Design and optimisation of value-adding and inspiring interactions (serendipity)

CHANGING LANDSCAPE OF VALUE-CREATION ENABLERS



✓

✓

✓

VALUE-DRIVEN APPROACH

Absolutely everything is handled with 

value-creation mindset. Be it case design, 

team-building, or process milestones 

everything is subjected to co-creation 

process.

FIELD-PROVEN FACILITATION

Our facilitators have handled 

wide range of real-live innovation

projects around the world. 

Co-creation requires Your active 

contribution and we are here to ensure 

that Your effort will pay off.

GLOBAL REACH &

MULTIDISCIPLINARY SPECIALISTS

Our 50+ partner universities and wide 

expertise of student communities provide 

complementary competences and target 

ecosystem understanding.



DAY 2



OVERVIEW ON YOUR CURRENT 
INNOVATION LAB CONCEPTS



DESCRIBE YOUR CURRENT 

REGIONAL INNOVATION LAB CONCEPT

WHO IS YOUR MAIN CUSTOMER?

WHAT IS THE SERVICE?

WHICH PROBLEM OF THE CUSTOMER 

THE SERVICE SOLVES?



WHEN THINKING ABOUT THE PROBLEM...

Who cares about it?
Who has this problem?

What charasteristics define them
Why does this problem happen to them?

How are they solving it now?

How many people/business have this problem?

Is the problem…. Frequent?
Painful?

Expensive?
Specific?

Unsolved?

Do the customers actually care enough to change?





INNOVATION MODEL EXAMPLES
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VISION AND STAKEHOLDERS





SPONSOR CUSTOMER ADVISOR CO-CREATOR TEAM MEMBER



DEFINING A CO-CREATION CHALLENGE 



• What could be the new strategic areas at your organisation?

• What are the BIG problems your organization will solve in 5 years?

• What would you like to learn more about?

• What is interesting for YOU or your team?

• Challenges/problems or ideas/concepts you want to test out?

• What competences did you list previously

Good questions to ask in case design situations



Let’s think about future visions and complex

(not scientifically complicated) challenges

WHAT WOULD BE YOUR DREAM 

CO-CREATION PROJECT TOPIC ?



• What could be the new strategic areas at your organisation?

• What are the BIG problems your organization will solve in 5 years?

• What would you like to learn more about?

• What is interesting for YOU or your team?

• Challenges/problems or ideas/concepts you want to test out?

• What competences did you list previously

Good questions to ask in case design situations



Train the trainers Workshop
DAY 3



YOUR INNOVATION LABS & TARGET OUTCOMES

Duration of the projects? Why?

Expected deliverables - elements of the results? Why?

Target maturity level of the outcomes? Why? 
Concept documentation, demo, prototype, MVP, market-ready solution etc.

Which options shall we propose to further utilise the results? Why?



PURE LEARNING  PURE RESULTS



SPONSOR CUSTOMER ADVISOR CO-CREATOR TEAM MEMBER

Expected behaviour of the companies and public sector innovation partners ?



SALES MESSAGE FOR 
THE MAIN CUSTOMER



INNOVATION

INVENTION

IMPROVEMENT

IMITATION

CUSTOMER VALUE

Market advantage

TECHNOLOGY VALUE

Product advantage

INCREMENTAL VALUE

Temporal advantage

BASIC VALUE

Cost and execution advantage



How to create a value proposition?

Let’s start from the basics with NABC

Test, pitch and constantly,

improve by iterating



NABC

• A method to describe and communicate

• your evolving value proposition

• Starting points and results of development from ideas to innovations, iterative process.

• Why? To receive FEEDBACK!

• Communicated in pitches



Need
What is the pain point / 

opportunity of the 

customer? 

Approach
What is your specific

approach to solve this

need?

Benefits
What are the benefits for 

the customer versus to the 

costs

Competition
Who are your competitors, 

by name



NABC not nAbc

Transformation from

nABc (solution oriented)

 NabC (customer oriented)

 NABC (balanced)



What is the audience?

Structure

1. Hook: 
Typically a single statement or question

2. NABC
Condensed version of your 
value proposition

3. Closing
Call for action!

 This structure can be used for 1 min pitch or 60 min presentation!

PITCH



INSTRUCTIONS

1. Create a balanced value proposition 
for DA-space innovation lab 
by using NABC template. 

2. You have 3 minutes to pitch 
your project in English to others

3. Structured feedback



INSTRUCTIONS

1. Create a detailed value proposition 
for DA-space innovation lab 
to get valuable feedback

2. You have 1 minutes to pitch 
your project in English to others

3. Structured feedback



INNOVATION LAB CORE ACTIVITIES



WHAT CONREATE ACTIONS OR ATTRIBUTES ENABLE CHANGE AND VALUE

BUILDING THE ARGUMENTATION FOR THE PLATFORM - 2 

ACTION/ATTRIBUTE
What is concreate action or service on the platform?

What positive change it enables?

Describe your attivutes, activities or defined services here.

ACTION/ATTRIBUTE
What is concreate action or service on the platform?

What positive change it enables?

ACTION/ATTRIBUTE
What is concreate action or service on the platform?

What positive change it enables?

ACTION/ATTRIBUTE
What is concreate action or service on the platform?

What positive change it enables?

ACTION/ATTRIBUTE
What is concreate action or service on the platform?

What positive change it enables?

ACTION/ATTRIBUTE
What is concreate action or service on the platform?

What positive change it enables?



“PLATFORMS BRING PARTICIPANTS IN, CREATE THE CONDITIONS FOR 

VALUE-CREATION AND MATCH PARTICIPANTS TO EACH OTHER”



Repeatable and scalable innovation process is enabled by professionally facilitated

• Customer development, marketing, case design, IPR & contract management, after sales

• team building, events, dev environment, co-working spaces, problem-solving, team sparring, 

• Events, marketing, communications, partner matchmaking 

• innovation process management, program facilitation, daily facilitation, 

• facilitator competence development, continuous development of methods and tools, 

development equipment

• performance analysis and evaluation 

• digital services and platform

• degree program integration, researcher involvement

• Interfaces to other innovation related programmes, international cooperation

• administration

“PLATFORMS BRING PARTICIPANTS IN, CREATE THE CONDITIONS FOR 

VALUE-CREATION AND MATCH PARTICIPANTS TO EACH OTHER”



First batch of projects will start in October 2017.

WHAT DO WE NEED TO HAVE IN ORDER TO START THE PROJECTS? 
Think only the necessary ones…

OPEN INNOVATION LAB – launch phase action plan



FACILITATION



Qualifications

Excellent individual and group communication skills

Excellent interpersonal skills (and a sense of humor
helps!)

Knowledge of the local ecosystem & culture

Working language is English

Cultural diversity understanding

Excellent presentation skills

Interest in group dynamics

An understanding of collaborative working

Ability to work with another facilitator as a team.

University degree

Desired Personal Qualities:

• Patience

• Comfortable working under pressure

• Enthusiastic and objective-oriented

• Credibility among our business partners

• Outgoing, positive and warm

Facilitator’s role in Demola

Demola facilitator’s work is very diverse. We require 

the ability to work independently as well as part of a 

facilitation team with companies, students, universities 

and local stakeholders. As an international network, 

Demola also offers possibilities to travel and work 
abroad.

• Design innovation cases with project partners

• Handle the contracts with talent teams

• Demola marketing for students, universities, 
companies and local stakeholders

• Recruit talents and form multidisciplinary teams

• Be the Demola process owner. Runa structured 

program and workshops for talents and project 
partners

• Customer development with all frontiers, take care 

of relationships with universities, companies, 
talents and regional decision makers



ROLE OF THE FACILITATION?



PROGRAM FACILITATION DAILY FACILITATION&



CO-WORKING SPACE AS ENABLER







www.demola.net

Ville Kairamo Jarmo Tuominiemi

+358 40 5667182 +358 40 8235392

ville@demola.net  jarmo@demola.net

@vkairamo @jtuominiemi

Helsinki

Team Finland House 

Porkkalankatu 1

FINLAND

http://www.demola.net/

