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Ein Bericht aus dem Maschinenraum



Stimmungsbild

Bitte machen Sie laut “mmmmmhhhh” bei der Ziffer / den Ziffern, die die Situation 

in Ihrer Organisation am besten reflektiert

werk_39 | powered by B. Braun 3

mmmmmmmmhhhhhh

1 2  3  4 5 6   7  8  9   10



Ihr 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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Ihr Feedback zu…

These 2:

Der Begriff Innovation in unserer Organisation ist eindeutig definiert…

Überhaupt nicht Auf jeden Fall
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01 – WARUM relevant

02 – übers WIE, p – p – p 

03 – das WAS

04 – die LEARNINGS

Innovation rund um „Smarte digitale Transformation“



WHY
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Nichts neues

… auch wir setzen um, was vielerorts geschrieben steht
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Where Innovation Efforts are Applied
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Source: Doblin, Inc. (Deloitte) analysis
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Where Innovation Value is created (over 10 years)
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Where Innovation Value is created (over 10 years)
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VALUE IS MORE OFTEN 

FOUND BEYOND

PRODUCT INNOVATIONS

Source: Doblin, Inc. (Deloitte) analysis
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Books to Read
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Digital Innovation Playbook –

Dark Horse Innovation 2016

The Lean Startup –

Eric Ries 2017

The Innovator‘s Dilemma –

Clayton M. Christensen 

2011

Ten Types of Innovation –

Larry Keeley (…) 2013

The Corporate Startup –

T. Viki, D. Toma (…) 2017





Why werk_39?

We offer spaces for innovation, so 

people jointly create solutions for 

better running hospitals. 
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HOW
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Toolbox for Agile Innovation

Market Risk Business RiskTechnical Risk

BUILDLEARN

MEASURE

Design Thinking Lean Startup / Agile Development
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Our Working Book

Working Model
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Validated method framework for agile innovation
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People PlaceProcess



How

1.We offer a physical co-creation network

for customers and partners.

2.We 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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WHAT
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Tray Organizing Manager
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co-created with: 
customers, BMDO

Co-created for: 
Lead team SGM

status 2020-06

45
installations

>1M €
Business impact

CSSD
Target Field

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.
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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
https://www.bbraun.com/en/products-and-therapies/services/aesculap-consulting/surgical-asset-management/tray-organizing-manager.html#your-digital-solution


SourceTank
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your

qr

code

co-created with: 
SCM

Co-created for:   
SGM

status 2020-07

74
Registered users

51
Orders

80%
Conversion Rate

To complete the AAG portfolio, we enable the availability of qualitatively acceptable
products at the right time in the markets requested. Our aim is to position Aesculap
as a high-quality and reliable one-stop shop with the premise of strengthening
customer loyalty and positively influencing the Aesculap business.
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goQ – go for quality
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https://go-q.shop/
https://go-q.shop/
https://go-q.shop/
https://go-q.shop/


4

Learnings





Outcomes
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…

BA
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A: Board of intrapreneurship
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2. Feasibility
Are we able to implement it?

1. Desirability
Are we solving the right problem?

3. Viability
Are we able to sustain the solution? 



A: Hypothesis Testing
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A: Board of intrapreneurship
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Please understand…

…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.

B: How-to-guide for Sponsors, …
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Please ensure…

…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).

B: How-to-guide for Sponsors, …
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B: How-to-guide for Sponsors, …

Please avoid…

…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).
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COVID… werk_39 Mobile / Remote (WIP)
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https://app.mural.co/t/werk396814
https://app.mural.co/t/werk396814


werk_39

01 – Innovation beyond products

02 – Innovation is a craft

03 – New Growth & Transformation

Conclusion



Let’s connect

phone +49 7461 95 1393

mobile +49 175 278 6779

address Rote Straße 1, 78532 Tuttlingen, Germany

41

soeren.lauinger@werk39.com werk_39
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