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Luke Hohmann : Innovation Games. Creating Breakthrough Products Through Collaborative Play before
purchasing it in order to gage whether or not it would be worth my time, and all praised Innovation Games. Creating
Breakthrough Products Through Collaborative Play:

2 of 2 people found the following review helpful. A must read for innovation leadersBy Armond Mehrabianl like this
book because it's full of practical tools on discovering your customer's needs, wants, and likes. As an agile innovation
consultant, | have used several techniques from this book to help customers describe their most important features
(product box) and then prioritize them (buy afeature). The author emphasizes the need for thorough preparation and
documentation while making the business process seem fun like a game.l highly recommend this book to anyone who
istrying to draw out customer requirements. There are even some techniques for discovering the killer features that
will set your product apart from your competitors (Give them a hot tub). | plan on using these techniques in upcoming
customer engagements especially for hel ping them with strategic direction and product requirements gathering.lt'sa
must for any innovation professional.Armond M ehrabianamehrabian@portofinosol utions.comTwitter: @armond_mO


http://f3db.com/pub/links.php?id=0321437292

of 0 people found the following review helpful. A better way to better your businessBy Masa K. MaedaEverybody
wants to better their businesses and make serious efforts to do so, but maybe we could be more effective is the efforts
were |ess serious and more fun. Business communication is always challenging within the organization, with
customers, providers, contractors, etc.. Thisisin part because they are not face-to-face and because most times one or
more people who could add significant value take a passive role, in part because most times there is someone who
enjoys dominating the meeting. End result is incomplete and biased information and decisions.One main reason why
games work is because (a) they are fun, and (b) they make everybody to actively participate. Hohmann's book is a
great starting point. The games cover diverse needs and conducted properly add significant value (and save costs) to
teams, projects, and entire enterprises.Don't get serious... instead, start using this book!0 of 0 people found the
following review helpful. Great read as well asinsightBy Darrin H. Kay! first heard of this book while reading about
coding debt, so | looked up the book and sounded just what | was looking for, and | was not disappointed. This book
shows creative ways to work with clients to find out what they like, don't like and want in new or updated products.
This book was so helpful | recommended it to my company and it is now a mandatory read for all mangersin my
section.

Innovation Through Understandingsm The toughest part of innovation? Accurately predicting what customers want,
need, and will pay for. Even if you ask them, they often cant explain what they want. Now, theres a breakthrough
solution: Innovation Games. Drawing on his software product strategy and product management consulting
experience, Luke Hohmann has created twelve games that help you uncover your customers true, hidden needs and
desires. Youll learn what each game will accomplish, why it works, and how to play it with customers. Then,
Hohmann shows how to integrate the results into your product devel opment processes, helping you focus your efforts,
reduce your costs, accelerate time to market, and deliver the right solutions, right from the start. Learn how your
customers define success Discover what customers dont like about your offerings Uncover unspoken needs and
breakthrough opportunities Understand where your offerings fit into your customers operations Clarify exactly how
and when customers will use your product or service Deliver the right new features, and make better strategy decisions
Increase empathy for the customers experience within your organization Improve the effectiveness of the sales and
service organizations Identify your most effective marketing messages and sellable features Innovation Games will be
indispensable for anyone who wants to drive more successful, customer-focused product development: product and
RD managers, CTOs and development |eaders, marketers, and senior business executives alike.

From the Back Coverlnnovation Through Understandingsm The toughest part of innovation? "Accurately predicting
what customers want, need, and will pay for." Even if you ask them, they often can't explain what they want. Now,
there's a breakthrough solution: "Innovation Games." Drawing on his software product strategy and product
management consulting experience, Luke Hohmann has created twelve games that help you uncover your customers
"true, hidden" needs and desires. You'll learn what each game will accomplish, why it works, and how to play it with
customers. Then, Hohmann shows how to integrate the results into your product development processes, helping you
focus your efforts, reduce your costs, accelerate time to market, and "deliver the right solutions, right from the start."
Learn how your customers define success Discover what customers don't like about your offerings Uncover unspoken
needs and breakthrough opportunities Understand where your offerings fit into your customers' operations Clarify
exactly how and when customers will use your product or service Deliver the right new features, and make better
strategy decisions Increase empathy for the customers' experience within your organization Improve the effectiveness
of the sales and service organizations Identify your most effective marketing messages and sellable features
"Innovation Games" will be indispensable for anyone who wants to drive more successful, customer-focused product
development: product and RD managers, CTOs and development leaders, marketers, and senior business executives
alike. About the Author Luke Hohmann is the founder and CEO of Enthiosys, Inc., a Silicon Valley-based software
product strategy and management consulting firm. Luke is also the author of Beyond Software Architecture: Creating
and Sustaining Winning Solutions and Journey of the Software Professional: A Sociology of Software Devel opment.
L uke graduated magna cum laude with a B.S.E. in computer engineering and an M.S.E in computer science and
engineering from the University of Michigan. While at Michigan he studied cognitive psychology and organizational
behavior in addition to data structures and artificial intelligence. He is aformer National Junior Pairs Figure Skating
Champion and American College of Sports Medicine certified aerobics instructor. A member of the PDMA, ACM,
and |EEE, in his spare time he enjoys roughhousing with his four kids, his wifes cooking, and long runsin the Santa
Cruz mountains (because he really does enjoy his wifes cooking).Excerpt. Reprinted by permission. All rights
reserved. Preface Preface Innovation Games are fun ways to collaborate with your customers to better understand their
needs. Y ou can use them to discover new business opportunities, drive strategy and product road map decisions,
improve the effectiveness of sales and service organizations, fine-tune marketing messages, and create more intimate,
durable relationships with your customers. Y ou can also use them to better understand the people that you care about
the most, from your family and friends to close business colleagues. To illustrate, here are ways some companies and



people have used Innovation Games: Figure 0.1 Innovation Games can be used to accomplish many kinds ofgoals.
Understanding complex product relationshipsWhen Wyse Technologies, Inc. wanted to gain a better understanding of
how their customers perceived the business and technical rel ationships between the products and services provided by
Wyse and those provided by other technology providers, they played Spider Web with a select group of customers at
their Customer Advisory Board meeting. Understanding product evolutionRally Software Development had a more
focused objective: they wanted specific feedback on how to prioritize features in upcoming product releases. After
considering Buy a Feature, 20/20 Vision, and Prune the Product Tree, three games that help prioritize features, they
ultimately chose Prune the Product Tree as the game that allowed them to best capture customer feedback on their
development plans. Understanding sales needsQUALCOMM used Product Box in an internal sales training exercise to
identify critical customer success factors and relate these to product benefits. Another company, Ticketmaster, used
Buy a Feature in an internal sales meeting to prioritize the features that the sales team felt would help them accomplish
their objectives. Identifying areas for improvementAladdin Knowledge Systems, Inc., QUALCOMM, and Precision
Quality Software have all used Speed Boat to identify key areas for improvement in their product and service
offerings. Prioritizing market needsEmerson Climate Technologies provides the Intelligent Store, a broad and
comprehensive architecture that combines unique equipment, software, and services to solve food safety, energy
management, and facilities management needs. Emerson used Spider Web, Speed Boat, and 20/20 Vision at their 2006
Technology Advisory Council meeting to better understand market needs relative to all aspects of the Intelligent Store.
Understanding hidden desiresAndre Gous's stepdaughter Karen was having trouble finding just the right used car.
Andre runs Precision Quality Software and is a recognized expert on various software requirements engineering
techniques. Andre tried using traditional requirements engineering to help her clarify her objectives. Unfortunately,
after 45 minutes, they were no closer to the goal of defining her ideal car, and Karen was starting to become alittle
frustrated with the process. Andre tried Product Box, and in short order they had identified exactly what Karen was
looking for in her "new" used car (you can read the entire story at the Innovation Games forum,
http://www.innovationgames.com). Figure 0.2 With alittle imagination, Innovation Games can be used in countless
situations. Creating strategic plansSDForum is the leading Silicon Valley not-for-profit organization providing an
unbiased source of information and insight to the technology community for 20 years. Laura Merling, Executive
Director of SDForum, used Remember the Future to create afive-year vision for how their organization will evolve to
meet the needs of new technology entrepreneursin Silicon Valley and around the world. These storiesillustrate the
broad range in which people like you, for professional and personal reasons, are using Innovation Games. Y ou can use
Innovation Games to accomplish these and other goals. If you use these games, you'll come to understand what your
customers really want. You'll have fun doing it. Perhaps more importantly, they'll have fun doing it. Armed with this
understanding, you'll be able to create the breakthrough innovative products that are the foundation of lasting success.
This book will show you how. How This Book s Organized This book is organized into three parts. Part One: The
Why and the How of Innovation Games Part One provides a comprehensive overview of Innovation Games. Starting
with why you might want to play them in the first place, it will cover some of the different waysin which you can use
the games and answer some of the common questions we get from people who are considering the games. Part One
describes an easy-to-use process for selecting, planning, playing, and postprocessing the results of a game in ways that
benefit you and your customers. This process has been used successfully in many games. At the end of Part One you'll
have the foundation you need to move forward with one or more specific games. Part Two: The Games In Part Two
you'll learn the details about each game, from "what makes the game work" to specific advice on planning, playing,
and postprocessing the results. It is helpful to start by briefly skimming each game, making notes on how you might
apply it. You'll probably find that one or two games catch your eye more than the others. Thisis not an accident; these
are the games most likely to help you address your most pressing concerns. Go back to these games and carefully read
each onein detail. When you're finished, you should have a good understanding of how these games can meet your
needs and how to modify the general process described in Part One to put them in action. Along the way, by reading
about how other companies have used them, you'll gain insight and inspiration about how you can apply these games.
Part Three: Tools and Templates Part Three is designed to help you use Innovation Games by providing you with a
variety of tools and templates to plan, play, and process the results of a game. It includes such things as sample
invitation letters, general materials and supply checklists, advice on preparing event venues and facilitating the games,
and freguently asked questions. Forum for Readers, Game Players, and Facilitators In addition to this book, the people
who use Innovation Games have found creative ways to extend them and are sharing their experiences with others at
http://www.innovationgames.com. | invite you to join this community, share your own experiences, and provide help
and encouragement to others. Most of all, have fun with what follows. Luke Hohmann Founder and CEO Enthiosys,
Inc. Ihohmann@enthiosys.com The Artwork The artwork for the games was created by Brent Rosenquist. Brent has
worked with me for anumber of yearsin avariety of roles: developer, user interface designer, and graphic artist, to
name just afew. He worked with Rhett Guthrie to design the cover art for my first book, Journey of the Software
Professional: A Sociology of Software Development. He is an exceptionally accomplished software devel oper, a great
artist, and awonderful friend. | hope you like the art as much as | do. The artwork used to describe how to play the



games was created by Eliel Johnson. | met Eliel at the dcamp unconference, where he created one the most beautiful
product boxes |'ve ever seen. | later learned that Eliel is an accomplished artist and user experience architect, with
more than 10 years of experience working with Fortune 500 clientsin the United States and Europe. Heisafirm
believer in a user-centered approach to design, and his passion about all aspects of innovation made him a natural
choice to create the images you see in the book. Y ou can learn more about Eliel at http://www.elieljohnson.com. Luke
Hohmann Copyright Pearson Education. All rights reserved.



