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Examination: 120 min. written exam (open questions)
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Course Material: Slides and mandatory readings online

Course Description & Main Objectives

This course is directed at bachelor students. In this course, we will examine different
approaches to and models of the front end of innovation (FEI). Our focus will be on
techniques and tools for managing the complexities and uncertainties within that initial
phase of innovation, examining in particular the research-ideation-prototyping sequence
of activities. You will learn about perspectives and techniques drawn from psychology,
design, and engineering in the lectures and apply them through brief (mostly in-class)
exercises during the tutorials. By the end of the course, you should be familiar with the
management challenges the front end of innovation poses, and corresponding potential
solutions.
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Lectures Overview / Course Outline

We are following a block format for this course. The tutorials are based on the preceding
lectures.

Course outline:
° Mapping the FEI
° FEI process | (research)
° FEIl process Il (ideation)
° FEI process Il (prototyping)
°  FEI ownership |
°  FEl ownership Il
° Lecture: FEI people |
° FEI people Il
°  FEIl metrics

° Guest Lecture on a topic relevant to the course
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Additional reading material (e.g. academic papers) will be announced during the course.
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