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Profilo

1974  Lecco
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1974  Lecco
1995  Politecnico

Profilo
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1974  Lecco
1995  Politecnico
2000  Castelli Design

Profilo
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1974  Lecco
1995  Politecnico
2000  Castelli Design
2005  Samsung

2005: TV prodotto tecnologico 2009: TV complemento d'arredo

Profilo
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1974  Lecco
1995  Politecnico
2000  Castelli Design
2005  Samsung
2011  Paolo Lorini

Profilo
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Design Business

Persone

Profilo sfida / opportunità

1974  Lecco
1995  Politecnico
2000  Castelli Design
2005  Samsung
2011  Paolo Lorini
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Mediazione
CulturaleDesign Business

Persone

Profilo proposta di valore

1974  Lecco
1995  Politecnico
2000  Castelli Design
2005  Samsung
2011  Paolo Lorini
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Il contesto contemporaneo
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Oggi viviamo in un mondo che viene definito:

Volatile
Uncertain
Complex
Ambiguous

Contesto

L’acronimo VUCA è stato coniato 
dallo U.S. Army War College negli 
anni Novanta per descrivere il mondo 
post Guerra Fredda. Successivamente 
questo concetto è stato adottato nel 
campo della strategia aziendale.
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Nel mondo VUCA, le sfide che 
un’organizzazione deve affrontare ogni giorno 
aumentano implacabilmente per numero e 
varietà.

Contesto

Deloitte.
Disrupt, 2015.
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Nuovi segmenti di clientela mai serviti, con 
esigenze che non è preparata a soddisfare, 
concorrenti che offrono prodotti simili 
a un prezzo più basso, start-up agili che 
capovolgono modelli di business consolidati.

Contesto

Stanza d'albergo vs Airbnb, 2016.
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Il vantaggio competitivo
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Vantaggio 
competitivo
cosa NON è

Yekutiel Sherman.
Stikbox, 2015.

Il nostro prodotto ha una caratteristica unica!

Spesso è troppo facile da imitare o migliorare. 
Ai clienti, in realtà, non interessa chi l’ha 
inventata e introdotta sul mercato per primo.
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Vantaggio 
competitivo
cosa NON è

Ryan Grepper.
Coolest Cooler, 2014.

Il nostro prodotto fa tutto!

I clienti non vogliono che un prodotto faccia 
tutto, vogliono che faccia bene solo ciò che 
serve loro.
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Vantaggio 
competitivo
cosa NON è

Alvar Aalto.
E60 per Artek, 1933.
Gillis Lundgren.
Frosta per IKEA.

Il nostro prodotto è brevettato!

I brevetti funzionano bene in alcuni settori 
industriali (es. cibo, medicinali), ma sono più 
facilmente aggirabili in altri.
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Vantaggio 
competitivo 
sostenibile

Jason Cohen.
No, that IS NOT a competitive 
advantage, 2010.

Fortunatamente, ci sono diverse modalità 
per costruire un vantaggio competitivo che 
i concorrenti non riescano rapidamente a 
colmare.

Sfortunatamente, non sono facili da individuare 
né da applicare.

Un vantaggio competitivo è definito sostenibile 
quando può essere mantenuto in vita per 
un certo periodo di tempo prima di essere 
superato e divenire obsoleto.
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Cos’è l’innovazione?
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Innovazione

Richard Trevithick.
Locomotiva a vapore, 1803.

L’innovazione è l’applicazione concreta di 
un’invenzione alla creazione di una nuova  
proposta di valore che genera progresso.
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I cinque fattori chiave
dell’innovazione
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1. Cultura Le organizzazioni orientate all’innovazione 
sono guidate da una cultura aperta, basata su 
tre principi fondamentali:

1. Informazioni aperte
2. Spazi aperti
3. Politiche aperte
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2. Persone

Scott Trent.
Innovate not collaborate, 2012.

Le organizzazioni orientate all’innovazione 
identificano, oltre a tutti gli altri, quattro ruoli 
strategici al proprio interno e promuovono la 
collaborazione a partire da queste posizioni.
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Damien Newman. Squiggle.

In termini di processo, innovare significa 
identificare i problemi che contano e muoversi 
attraverso di essi in modo sistematico per 
generare soluzioni eleganti.
Larry Keeley

3. Processo

Research

Uncertainty / patterns / insights Clarity / Focus

Concept Design

23© Copyright 2016 Paolo Lorini per FederlegnoArredo. Tutti i diritti riservati. I materiali pubblicati sono copyright dei rispettivi autori.

ESTRATTO

http://www.paololorini.com


4. Tempo MAYA: Most Advanced Yet Acceptable.
Il design dei prodotti deve rispettare vincoli 
funzionali, costruttivi ed ergonomici, ma la 
sua accettazione da parte del mercato è 
determinata innanzitutto da aspettative sociali.

Designer Raymond Loewy.
He streamlines the sales curve.
Time, copertina 31 ottobre 1949.
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5. Comuni-
  cazione

Simon Sinek.
Start with Why, 2011.

The Golden Circle
WHAT

Every organization on the planet 
knows WHAT they do. These are 
products they sell or the services 

they offer.

HOW
Some organizations know HOW 
they do it. These are the things 

that make them special or set them 
apart from their competition.

WHY
Very few organizations know WHY 

they do what they do. WHY is 
not about making money. That’s 

a result. WHY is a purpose, cause 
or belief. It’s the very reason your 

organization exists.

Ogni organizzazione è strutturata su tre 
livelli fondamentali, che Simon Sinek ha 
schematizzato nel suo Golden Circle.
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Le tre categorie fondamentali 
di innovazione
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Tre categorie

Larry Keeley e altri.
Ten Types of Innovation, 2013.

Le tre categorie fondamentali 
di innovazione sono:

1. Configurazione
2. Offerta
3. Esperienza
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PROFIT MODEL
The way in which you make money 

For example, how Netflix turned the video 
rental industry on its head by implementing  
a subscription model

NETWORK
Connections with others to create value 

For example, how Target works with renowned 
external designers to differentiate itself 

STRUCTURE
Alignment of your talent and assets 

For example, how Whole Foods has built a 
robust feedback system for internal teams

PROCESS
Signature or superior methods for doing  
your work

For example, how Zara’s “fast fashion“ 
strategy moves its clothing from sketch  
to shelf in record time

PRODUCT PERFORMANCE
Distinguishing features and functionality 

For example, how OXO Good Grips cost  
a premium but its “universal design” has  
a loyal following

PRODUCT SYSTEM
Complementary products and services 

For example, how Nike+ parlayed shoes, 
sensors, apps and devices into a sport  
lifestyle suite

SERVICE
Support and enhancements that surround  
your offerings

For example, how “Deliver WOW through 
service” is Zappos’ #1 internal core value

CHANNEL
How your offerings are delivered to 
customers and users

For example, how Nespresso locks  
in customers with its useful members  
only club

BRAND
Representation of your offerings  
and business

For example, how Virgin extends its  
brand into sectors ranging from soft  
drinks to space travel

CUSTOMER ENGAGEMENT
Distinctive interactions you foster 

For example, how Wii’s experience  
draws more from the interactions in  
the room than on-screen

SIX PRINCIPLES FOR USING THE TEN TYPES 
EFFECTIVELY

1
UNDERSTAND ALL TEN TYPES
Virtually all projects can improve just by knowing and deeply 
understanding the value and subtleties of each of the types.

2
DE-EMPHASIZE RELIANCE ON PRODUCTS AND TECHNOLOGY
These are the easiest capabilities for competitors to copy.

3
THINK ABOUT CATEGORIES AS WELL AS TYPES
Consciously try to imagine new ways to configure assets,  
build platforms, and foster fresh experiences.

4
USE THE TYPES THAT MATTER MOST
Use diagnostics to understand which types you and others  
in your industry tend to overlook.

5
UNDERSTAND WHAT YOUR USERS REALLY NEED
User research can help you know what is relevant to customers  
and what surprises other types might help to deliver.

6
USE ENOUGH OF THE TYPES TO MAKE A SPLASH
Using five or more types, integrated with care, is nearly always  
enough to reinvent a category and become newsworthy.

STRENGTH IN NUMBERS

Simple innovations use one or two types of innovation and every 
company needs to pursue them. Failure to consistently, relentlessly 
improve the known is one of the surest routes to failure. 
Unfortunately, too many firms do only simple innovation. In today’s 
contested markets, simple innovations alone are never enough for 
long-term success. They can build a lead on competitors, but they 
don’t create the firms, brands, or platforms that thrill us.

When a market grows up and gets complicated, it demands more 
sophisticated innovation, which uses many types of innovation 
combined elegantly and orchestrated with care. Under the covers, 
inside your firm, these require working across internal boundaries 
and silos — challenges that bring additional complexity. You can  
cut through this with multi-disciplinary teams to bring in the 
necessary talent and knowledge, and with systems in place to tell 
everyone how they can tackle tough challenges with curiosity, 
confidence, and courage.

Naturally, sophisticated innovations are more difficult to pull off,  
not least because they have longer development horizons than simple 
innovations. But consider the flip side: once you launch them, they 
are likely both to delight customers and confound competitors. Often 
you will be able to succeed with them for years before challengers can 
catch up. Almost all of the enterprises that we identify as leading 
innovators routinely use multiple types of innovation — and handily 

outperform the average firms that innovate more naïvely. 

THE TEN TYPES OF 
INNOVATION
AN OVERVIEW

C O P Y R I G H T  ©  2 0 1 5  D E L O I T T E  D E V E L O P M E N T  L L C   |   A L L  R I G H T S  R E S E R V E D 

Customer
Engagement

Profit  
Model

Network Structure Process Product
Performance

Product
System

Service Channel Brand

CONFIGURATION OFFERING EXPERIENCE

LEARN MORE ABOUT THE TEN TYPES OF INNOVATION 
Doblin’s book, tactics cards and app can help you 
innovate your way to meaningful and sustainable growth.
www.doblin.com/tentypes

The Ten Types framework is structured into three 
color-coded categories. The types on the left side of the 
framework are the most internally focused and distant  
from customers; as you move toward the right side, the 
types become increasingly apparent and obvious to end 
users. To use a theatrical metaphor, the left of the 
framework is backstage; the right is onstage.

The Ten Types framework is simple and intuitive.  
It is a useful tool you can use both to diagnose and 
enrich an innovation you’re working on, or to analyze 
existing competition. It makes it especially easy to 
spot errors of omission — missing dimensions that 
will make a concept stronger. 

Tre categorie

Larry Keeley e altri.
Ten Types of Innovation, 2013.

Doblin ha schematizzato in questo modello 
le dieci tipologie di innovazione esistenti, 
organizzandole in tre categorie.
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Casi studio

© Copyright 2016 Paolo Lorini per FederlegnoArredo. Tutti i diritti riservati. I materiali pubblicati sono copyright dei rispettivi autori.

ESTRATTO

http://www.paololorini.com


1. Configurazione
2. Offerta
3. Esperienza

Tylko
Tavoli e librerie su misura co-progettati dal 
cliente in realtà aumentata, realizzati a controllo 
numerico e consegnati a domicilio, pronti per il 
montaggio.
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1. Configurazione
2. Offerta
3. Esperienza

Waarmakers R16
Lampada a sospensione a scarto zero realizzata 
mediante tagli laser sul tubo di cartone 
utilizzato come packaging per la spedizione.
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1. Configurazione
2. Offerta
3. Esperienza

Nebia
Sistema doccia con atomizzatore, aumenta il 
contatto dell'acqua con il corpo, riducendone 
al contempo il consumo fino al 70%.
Non necessita di installazione specializzata.
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3. Esperienza IKEA Let's Relax
È tempo di lasciare la competizione fuori dalla 
porta e riscoprire la semplice gioia di cucinare, 
cenare e stare insieme.
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In conclusione

© Copyright 2016 Paolo Lorini per FederlegnoArredo. Tutti i diritti riservati. I materiali pubblicati sono copyright dei rispettivi autori.

ESTRATTO

http://www.paololorini.com


Innovare non è semplice, 
perché significa costruire il 
futuro.

Ma non abbiamo scelta.

Tocca a noi farlo, e a ben 
guardare…

Costruire
il futuro
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The future is 
already here —
it’s just not very 
evenly distributed.
William Gibson
         Il futuro è già qui —
         semplicemente è distribuito
         in modo non molto uniforme.

Costruire
il futuro

Insight n° 7
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Grazie
Questa presentazione è un estratto.
Per richiedere la versione completa inviare una richiesta a
carola@paololorini.com

Gruppo Giovani Imprenditori di FederlegnoArredo
Milano, venerdì 2 dicembre 2016
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DISCLAIMERS

RELEASE PURPOSE
This presentation is a publication with informational/educational purposes only. It is released with the aim to inform, 
educate and expresses opinions protected under the freedom of speech and of the press. It should not be construed 
as a solicitation or an offer to buy or sell services. This presentation is not intended for commercial purposes and is not 
available for sale or resale. It relies on data and insights from a wide range of sources.

CONTENTS
I do not make warranty as to the correctness or reliability of the contents of this presentation. Any information of this 
presentation may contain errors or inaccuracies. If you notice any error or inaccuracy, and wish it to be corrected in this 
presentation, please write to me@paololorini.com and it will be promptly checked and corrected if needed.

IMAGES
I do not claim any credit for the images featured in this presentation, unless otherwise noted. All visual contents are 
copyrighted to their respective owners and I have made every effort to link back to the original source whenever 
possible. If you own rights to any of such images, and do not wish them to appear in this presentation, please write to 
me@paololorini.com and they will be promptly removed.

EXTERNAL LINKS
I am in no way responsible for, or have control of, the content of any external website or resource directly or indirectly 
linked from this presentation. If you own rights to any of such websites or resources images, and do not wish them to 
be linked from this presentation, please write to me@paololorini.com and they will be promptly removed.
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