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lhr Feedback zu...

These 1:

Digitale Transformation ist in aller Munde. Beziehe ich es auf meine
Organisation wissen wir noch nicht so wirklich, was darunter zu verstehen

ISt.

Stimme nicht zu Stimme voll zu
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lhr Feedback zu...

These 2:
Der Begriff Innovation in unserer Organisation ist eindeutig definiert...

Auf jeden Fall
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Uberhaupt nicht




Innovation rund um ,,Smarte digitale Transformation®

01 - WARUM relevant
02 —Ubers WIE,p=p-=-p

04 — die LEARNINGS
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Nichts neues

... auch wir setzen um, was vielerorts geschrieben steht
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Where Innovation Efforts are Applied

Strategy Process
Business Enabling Core

Volume of innovation effort over 10 years

Engagement

Source: Doblin, Inc. (Deloitte) analysis
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Where Innovation Efforts are Applied

Strategy Process
Business Enabling Core

Engagement

Volume of innovation effort over 10 years

Source: Doblin, Inc. (Deloitte) analysis

werk_39 | powered by B. Braun



Where Innovation Value is created (over 10 years)

Strategy Process
Business Enabling Core

Engagement

Volume of innovation effort over 10 years

Source: Doblin, Inc. (Deloitte) analysis
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Where Innovation Value is created (over 10 years)

Strategy Process
Business Network Enabling Core Channel Brand Customer
Model structure process Engagement

VALUE IS MORE OFTEN
FOUND BEYOND
PRODUCT INNOVATIONS

Volume of innovation effort over 10 years

Source: Doblin, Inc. (Deloitte) analysis
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The Lean Startup —
Eric Ries 2017

THE 7 PRINCIPLES OF
COMPLETE CO-CREATION

STEFANIE JANSEN / MAARTEN PIETERS

Digital Innovation Playbook —
Dark Horse Innovation 2016
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How, siab\ shed companies can develop
iccessful innovation ecosystems
Tendayi Viki
Dan Toma

Ecthor Gang

The Innovator's Dilemma —
Clayton M. Christensen
2011

Ten Types of Innovation —
Larry Keeley (...) 2013

The Corporate Startup —
T. Viki, D. Toma (...) 2017
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How/established companies can develop
successful innovation ecosystems

Tendayi Viki
Dan Toma
Esther Gons
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You're holding a field guide for rapid experimentation.
Use the 44 experiments inside to find your path to scale.
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Why werk_39?

We offer spaces for innovation, so
people jointly create solutions for
better running hospitals.
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Toolbox for Agile Innovation
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Lean Startup / Agile Development

Design Thinking

Business Risk

Technical Risk

Market Risk

| powered by B. Braun
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Our Working Book
Working Model

Prototype

Ideate

“
Implement (N

’ \dentity & Train “~

/ Understand MVP “
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Validated method framework for agile innovation

INITIATE DISCOVER EXPERIMENT BUILD TRANSFER

according to search field customer desirability technical feasibility business viability prepare for incubation
or implementation

empathize ideate

v, ¥

<¢ - Y \
Ly > measure ’
\/ a/ //

leam

lean startup agile development

design thinking

user centred design
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How

~

1.We offer a physical co-creation network
for customers and partners.

2.\WWe enable business teams to create
(beyond the product) solutions.

3.We provide and apply agile methodology
to limit uncertainty. /
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Customer Interaction
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Prototyping and Validation with Customer
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Tray Organizing Manager

TOM is our all new digital Tray Organizing Manager — an easy to install app-based
platform solution designed to optimize the processes of any CSSD. With the tap
of a finger, TOM handles all classic CSSD processes such as set packing, reporting
of defective instruments, and checking on packed sets.

45 >1M € CSSD

installations Business impact Target Field

status 2020-06
werk_39 | powered by B. Braun

co-created with:
customers, BMDO

Co-created for:
Lead team SGM
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https://www.bbraun.com/en/products-and-therapies/services/aesculap-consulting/surgical-asset-management/tray-organizing-manager.html#your-digital-solution
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SourceTank

7 SourceTank e =
WHICH SURGICAL INSTRUMENTS.
ARE YOU LOOKING FOR:

ot AtFoRDHY. Bl Wbt

V7 SourceTank

To complete the AAG portfolio, we enable the availability of qualitatively acceptable co-created with:
products at the right time in the markets requested. Our aim is to position Aesculap SeM
as a high-quality and reliable one-stop shop with the premise of strengthening

customer loyalty and positively influencing the Aesculap business. CO‘C"eateng(/il

EzEE
74 5l 80% s
Registered users Orders Conversion Rate =

status 2020-07
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goQ - go for quality
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&

0Q hand disinfection in a quality trusted by doctors and
healthcare professionals. Now available for your daily urban jungle.

Aller guten Dinge sind drei!

Mit einem Dreh wird aus dem Dreierset
eine Geschenkverpackung — zwei fur dich,
eins flr deine Lieben.

Turn the inlay around
to create a gift box for
one bottle.

Good things come in threes!

FEEL THE
DIFFERENCE
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Qutcomes

we make innovation_werk

We provide and apply agile methodology to limit uncertainty. Each venture is 3

towards this goal. Essentially, our reason for being is to build up profound

‘and replicable innovation practice.

140 21 7

digital operating model

Together with business and IT we have developed the non-regulated digital
welopment_process for B. Braun. This agile process is 3 gui
10 turn customer needs into business value.

16

digital leads. digital orchestrators search fields.

data lake

mbine in our Data Lake various data sources [imside & outside the

organization) and bring them into one place. Data AnalySts can connect an

information from those sources and gather new insights by combining the

data
1" >1.5TB >700 M
systems connected Data so far records

kvverk739 | powered by B. Braun
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board of intrapreneurship

We developed the Board of Intraprencufllb for multiple Pillgses: For the venure
it is the guidance during each phase. Mlfthe jury it gives Wllear overview on the
current status of each venture. For the werk 39 team it is 3 100l 10 monitor the
experiment and learning velocity within each venture.

10 14 8

innovation readiness levels  upcoming projects projects

design system

HHHETE
(U8

nn

|

B

Together with customers and internal departments we provide a standardized,
consistent and sustainable user interface kit, documentation and code 10 build
human centered digital products. The design ystem enables an iterative problem
solution fit directly with the customer.

10 36

design elements supported digital consumers
products so far

data analytics

W support & assist Data Analysts n the business departments by providing fools <32 i
and know how. Together we identify use cases and work with the business teams o
o ulil heir analytics necds.

1" >1.5TB >700 M

Systems connected daa records.

focus on ventures

We support the venwre already befo wure, because some
requirements must be fulflled. The e siarting point
‘Sponsors as well as the Core venure (eaim MUST be defined. With our approach. we.
push the operaiive decision power Inio each veniure.eam

7 3

tead ieams. years undersianding

rapid prototyping

Build-measure-learn means to involve the customer constantly n the creation process o crestos wn:
r these feedback loops we have built a maker space, external network of
partners and the necessary skill- and mind-set for fhe veniure teams.

>500

simulation_space prototypes.

IT speed boat

After years of working together with several external service providers, we
expressed the demand of agile digital development. We effected the formation of
an IT unit, which is able 10 transform customer needs into lechnology sketches
and ducts and high-quality backog,

>70 ~10 ~ 60

employees. digital product consultants developers.

test driven validation

We ask each venure 1o believe more in evidence then eminence: that's a principle
of each venture. Starting with the Board of Inrapreneurship, the venwre identifies

mptions and hypotheses. Therefore experiments will be defined 1o
valiale the riskiest assumpiions first. Learnings from these experiments are uset
to make progress and generate auicome within the venture.

experiment opions experiment fweek Leels tovalidate

club of the willing

In order 1o assure quick direct customer interaction for co-creation we have
founded the “werk_39 Club Membershipl This group of health care professionals  psoers
is willing to transiorm and disrupt the healthcare business for betier running -

1 2 83

aroup events members
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A: Board of intrapreneurship

Board of Intrapreneurship @ werk_39
Demystification of innovation
Venture Value Proposition

Innovation Readiness | Discover

Level [ Experiment

10 | Build

Outcome

1| Problem Solution Fit [ Product Market Fit ' Business Model

" Solution ldea | Technical Architecture I Solution Company Fit
0 Ul Mockup [ Database Model 1 Implementation Plan
1! Prototype 1 Backlog 1 Spin-Off

| validated | | validation in process [ i 1 |werk_3%| 2019 Version 2.1
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A: Hypothesis Testing

Assumption Grid

Annahme
(Kritischsten Anm

Board of Intrapreneurship @ werk_39 - oruppe
Demystification of innovation £ (Benuzergruppe, mit der de
High-risk B Fipothese getestet werden soll
Venture Value Proposition novation Readness | DIscover o |
Level Experiment H ——
/10 Build Kennzahle:
(Basisiinie, bel welcher der Test b=~
Key Partners Key Activties. Value Propositions S Customer Customer Segments
Tools o @ g @ 8% Organisation positvisy) . % s wamaeens o -
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e Cuas o ————— © s ot z
Pk Sackeg sonn  Fos e %
b=l Leamings & Insights:
| soverea W] 2010 rsin21 Deraus haben wir gelernt, doss
Low-risk
Decision & Action:
Daner werden wir
[—— TESTING TABLE BMlmLsb
- =
[ep—

[ro——

Die Hypathse it chts, wenn wir bis toigenaes emeichen.

Gusbtase messhare Ergeanines Guarsitaie mevabare Ergrminse

@mm
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A: Board of intrapreneurship

werk_39 | powered by B. Braun

BOARD OF INTRAPRENEURSHIP ® WERK_35

Demystification of inhovation

Venture
HY!

Tools .
xplanner :
B Teams
W Jira
-:In\-’lsion
..:Power.EI:
_.:Sketch_
Marketing
aga
o
o
M Simspace
_w:laim_

W Videsblog

Outcome
€ Problem Sol
.x:‘.\fJ.J' t‘\r' h::lcu.
Ul Mockup
-3 Pratatype

Value Proposition

o . x Discover
The way it makes you feel in your daily urban jungle. HY! equips you :-nna_\liatmn_Readln_ess . . .
R - i ; S v
with medical great paired with a modern look, samrt applications ar eve : : X Experiment

creates a whole new experience around your daily health protection " 4 /0 =~ o " Build
always. an armlength away .

| Key Partnefs |’ é T Key Activities © u Valie Propositions i* Cusfomier ~ =~ v Cistomer Segments oo e
| . | . . . : ] . . . [ Organisation .

i0/2019

Relationships

:K:'y:'esn:‘l'-:e; “ :’mdu(th‘:arke' ai ?han—als !9

Spohser

Safety Reward

s [,

Venture Team

10212751126

Praject Cost Center

' 12/2019
Uni 5t. Gallen
CH . . : . 5 rK_39
Members Karonagenfabrik VS O werk_
Product Market Fit usiness Model . ar : © O Buginess
Techrical Architecture slution Company Fit | pg ;‘;"-_‘5 GmibH " APartner
. O Service Provider

Database Model . . Implementation Plan |~ MF |

‘Chr. Braun, Patrick

" Storz, Sempachi LAV T Focus Markets -

Red Monkeys
validated | | validation in process powered by |Wetk_39 207 | Version 2.1

Backlog L. ... .. . PLSpin-0ff .
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B: How-to-guide for Sponsors, ... HGW"TO"GWQE FOR SPONSORs,
— STAKEHOLDERS, JuRY MEMBERS

THIS GUIDE HELPS you To pe
THE MOST vAL
Please understand... COUNTERPART FOR INNOVATION TEAMSMBLE

...that the team constantly tries to reduce the level of uncertainty.

...that the only way the team can pursue this is by testing hypotheses on customers &
users.

...that the team has to get out of the building.

...that in these tests the team is hunting for proof of behavioral change of customers &
users.

...that the team follows the logic and order of the riskiest assumption.
...that ideas or assumptions can change based on outcomes of these tests.
...that learnings of what not to do are valuable outcomes.

...that there are revocable and irrevocable decisions.

werk_39 | powered by B. Braun



B: How-to-guide for Sponsors, ... HGW"TO'"GWQE FOR SPONSORS,
— STAKEHOLDERS, JuRY MEMBERS

Please ensure... THIS GUIDE HELPS You To BE Te MOST VALUABLE
o | | | COUNTERPART FOR INNOVATION TEAMS
...that the team is testing hypotheses on a weekly or bi-weekly basis (by getting out of the building).

...to challenge the team for effectiveness and efficiency of experiment setups (smallest possible money
and resources to be spent for tests).

...to ask the team for things that did not work (and the learnings from that).
...that the team is following the order of riskiest assumptions.

...that the team makes revocable decisions constantly and independently.
...that you provide the financial and personnel resources required by the team.

...that all decisions you make are based on outcomes of testing hypotheses (over personal believes &
HIPPO).

...that you share your expertise.
...that you share your external and internal personal network.
...that you guide the team within the framework of the company’s strategy and values.
...that you feel comfortable to stop projects (if they do not generate the requested outcomes).
.to be ready to throw big money at projects if product-market fit is validated (or open up for alternative

ways like spin-offs).
werk_39 | powered by B. Braun




B: How-to-guide for Sponsors, ... HGW"TO"GWQE FOR SPONSORs,
— STAKEHOLDERS, JuRY MEMBERS

THIS GUIDE HELPS you To pe
THE MOST VALY,
Please avoid... COUNTERPART FOR INNOVATION TEAMS e

...setting your beliefs over outcomes of tests on customers & users.

...trying to help the team by “co-innovating” with your spontaneous ideas.
...throwing more money at the team than what they currently ask for.

...asking for profitability outlooks in the phases discover & experiment (because it is
unanswerable).

werk_39 | powered by B. Braun



COVID... werk_39 Mobile / Remote (

e werk_39 Murals

All murals
@ Recently opened
@ Favorite murals

@ Templates

¥ Learn e

Create new mural
Beyond Ventures

Christian's room
proQ
Smart Tray

Anton’s room

[ +amore

KG) venture_overview_KW...
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https://app.mural.co/t/werk396814
https://app.mural.co/t/werk396814

Conclusion

01 — Innovation beyond products

02 — Innovation Is a craft



Let’s connect

soeren.lauinger@werk39.com  werk 39

phone +49 7461 95 1393
mobile +49 175 278 6779
address  Rote Stral3e 1, 78532 Tuttlingen, Germany
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