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1. Key Communication Objective
Key communication objective is CONNECTION. If we have got our audience emotionally
hooked, wanting to know more and to be involved in what we do, our job is nearly done.
CONNECTING is all about understanding your audience. Even if the audience are
extraterrestrial life "
%
$
#
Inspirational story: The Pioneer Plaque: Science as a Universal Language

2. The Future of Innovation Communication

Key innovation communication approaches to focus on. Based on Kim Erwin’s book
Communicating The New:
1. Creating The New and communicating The New are inseparable endeavors.
Engaging people from the day one. Communication cannot be considered as an
instrument of innovation management that might be used or dropped in different
innovation phases like a tool. It’s not FOR one time presentations. ”Birthing the new can
be a solo act, but raising it to maturity, takes a village.” don’t presume stakeholders will
care – it’s our job to establish a relevance of the new- but do take care to think expanisvely
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about who might provide relevant inputs to process and who might be a carrier to the new
later on.
2. Communication is not an event; it’s a process. “If you really want to get executives to
buy into your project, you need to get them to co-create the information. Creating
sessions in which executives make something and then come to their own conclusions
(hopefully conclusions you agree with), is essential.”
3. Clarity wins over simplicity. “Any entrepreneur who has had to use them will tell you
that reductionist approaches trivialize rich, nuanced ideas. They strip ideas of what makes
them special. And once you pull the wings off a butterfly, to paraphrase designer Massimo
Vignelli, all you have is a bug. Information guru Richard Saul Wurman says the worst way
to manage complexity is throw out all the hard parts.
Other references:
“Innovation communication assumes a new importance in the context of the innovation
process. Its function is no longer to simply communicate innovations to the external environment,
but is now also responsible for aligning all internal and external interfaces throughout the
innovation process.” (https://bit.ly/2MbICHA )
“The more acute communication deﬁciencies are between internal and external, and horizontal
and vertical interfaces, the greater the danger is that important information will fail to be
exchanged or will be late, that ideas will get lost, innovations will miss their targets, or costly time
will be wasted” (https://bit.ly/2tz7TVI)

2.1. The need for Design Thinking for Innovation Communication
Quickly, design thinking – it is a methodology for solving complex problems and finding desirable
solutions using a human-centered approach to innovation. Design Thinking power lies in meeting
with other disciplines. Currently it’s successfully adopted in business, especially in innovations
processes. Design, the Language of Innovation
This open-ended approach to solving problems isn’t just for companies that design products and
services. We can use design thinking to transform any of our work, especially in roles that involve
communication.
Innovation communication could also be seen as some sorts of problem solving. When applied
to communication, design thinking will transform the way we navigate and get in front of the
stakeholders; to get their attention and to get their active participation in our narrative and goals.
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Innovation communication problems aka. goals to be solved could be like:
-

attract investment,

-

introduce the change/new product/service to the internal team,

-

communicate the end product to different source of stakeholders,

-

bridge any silos for innovations to emerge

-

changing the culture of doing innovations

Asking the right questions
Asking the right questions is key attribute of design thinking to understand your audience’s true
needs. Changing the angle of the question empowers to empathise with your audience
significantly. For example:
Question: What information do we have about the client/prospect?
Change to: What is the prospect mindset?
Question: How do we showcase our value proposition?
Change to: What is the client’s biggest problem?
Question: What communication channels do we use?
Change to: Where, when and how will the client want to see the communication?
Question: What call for action should we include?
Change to: How can we get the client to be excited to have meaningful conversations?

3. A Design Strategy For Presentation
Intention – Why does your organization exists? What does your organization stand for? What
change you want to achieve? What problem would you like to solve?
Audience – Learn who our intended audience really is, learn what makes them tick, and
acknowledge where their interests, attitudes, perceptions, and biases intersect or stray from our
own, in order to make our communication more meaningful. So in doing so you’ll have to be in
close connection with them.
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Value – Focusing on user benefits of new technology is crucial, but communication shouldn’t
role about the product, it should be about the alleviation of the pain points and showcasing the
impact to different stakeholders. But don’t worry about whether your message will affect
whether a product is perceived as ahead of its time. Instead, pick good products. “As a
communicator, your job will be much easier if you're pitching a product that addresses a real
proven need or pain point rather than an interesting idea in search of a market. Truly valuable
technologies don't fail because of timing.”
Core Message – What are you trying to do? Articulate your objectives using absolutely no
jargon. Speak simple human language. Stories are one of the universal languages.
The curse of knowledge (a term I first encountered in Dan and Chip Heath’s great book Made to
Stick) simply means we know too much about our topic. Therefore, we make assumptions about
our audience’s knowledge and take shortcuts in our explanations or use jargon. Second, we
tend to relay concepts to others in the manner we are most comfortable receiving information.
This is to say that if we rely on data and detail to learn, we naturally tend to provide data and
detail when we explain. These two communication habits serve to make it more difficult for our
audiences to understand and learn from us. “What do I want to say?” start by asking, “What
does my audience need to hear?”
Tell a story/show visuals, not bullet points. Rather, you want to take your audience on a journey.
You want points and facts to seamlessly blend together so that the audience can walk away
understanding how each plays into a bigger picture. They should feel inspired and empowered,
not bogged down by individual facts.
When introducing groundbreaking technology, communicators may struggle to highlight
possibilities while also managing expectations. Targeting messages somewhere between
over-hyped, under-delivered vaporware and ahead-of-their-time solutions in search of a problem,
communicators must strive to connect what consumers hear with the reality they can expect
from innovative products and services.
When crafting messages, choose realistic and concrete language “Avoid trite phrases like
‘changing the world’ and ‘disrupting the industry’ and speak specifically about how your
product will help people,” .

Structure - Open – Body – Conclusion. Make the use of the Aristotelian “triptych” method: “Tell
them what you’re going to tell them. Tell them. Then tell them what you told them.” In a nutshell,
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you should properly introduce the point you will be making, then make your point, and then wrap
up with summarizing the main point. Be cognizant of time. Outline your presentation, highlight a
few key points, and assign a specific amount of time to each. Allow your storyline to determine
what stays and what gets cut to provide the biggest impact.
Visual Language– Visual, tactile and tangible outputs have an incredible impact on storytelling.
Visual tools help to overcome the challenges firms face when innovating their current business
model by fostering strategic change through clarifying, organizing and uncovering relationships,
dependencies and pointing towards blue ocean strategies. An effective data visualization can
mean the difference between success and failure. Effective communications are usually better
executed by showing rather than arguing, by mobilization rather than accumulation of
knowledge.

4. The Power Of Visual Language
Pictorial superiority effect - pictures generally show superior recognition relative to their verbal
labels.
Vision trumps all other senses:
We are incredible at remembering pictures. Hear a piece of information, and three days later you'll
remember 10% of it. Add a picture and you'll remember 65%.
Pictures beat text as well, in part because reading is so inefficient for us. Our brain sees words
as lots of tiny pictures, and we have to identify certain features in the letters to be able to read
them. That takes time.
Why is vision such a big deal to us? Perhaps because it's how we've always apprehended major
threats, food supplies and reproductive opportunity.
Toss your PowerPoint presentations. It’s text-based (nearly 40 words per slide), with six
hierarchical levels of chapters and subheads—all words. Professionals everywhere need to know
about the incredible inefficiency of text-based information and the incredible effects of images.
Burn your current PowerPoint presentations and make new ones.
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5. Communicating SDG’s
Guide for business action to advance Sustainable Development Goals
The SDG Compass provides guidance for companies on how they can align their strategies as
well as measure and manage their contribution to the realization of the SDGs.
Amplifying Impact: How to tell your sustainability story to maximize ROI

6. Body Language And Anxiety
Fight or Flight response. “Reactions to stress is also known as the "fight-or-flight" response
because it evolved as a survival mechanism, enabling people and other mammals to react quickly
to life-threatening situations your body can't recognize when is the real danger and the danger in
your head. The carefully orchestrated yet near-instantaneous sequence of hormonal changes and
physiological responses helps someone to fight the threat off or flee to safety. Unfortunately, the
body can also overreact to stressors that are not life-threatening, such as traffic jams, work
pressure, and family difficulties” This also explains occurring stress before and during the
presentations.
Practice, like crazy. In social psychology, the dominant response explains that we will act in a
way that is the most natural to us. So if you haven’t practiced enough, the dominant response will
be to forget what you were going to say. Yet, if you practice significantly, the dominant response
changes and you will perform for what you have practiced.
For inspiration: The world's first completely human powered ocean row across Drake Passage
(probably the most dangerous one - from the southern tip of South America to Antarctica. Colin
O’Brady’s story is a great example of how disciplined preparation and practice in team work could
lead to what seems impossible. Also, a great inspiration how to deal with devastating stress and
fear.
Focus on learning, not performance. Focusing on making a perfect performance, is likely to
end up opposite. Instead, it’s better to approach the preparation in a way that it is other great
chance to improve your oral skills one step at a time.
Change the way you feel by changing the way you carry yourself - Experiments have shown
that adopting a "power pose" for as little as two minutes before (not during) a presentation can
reduce your stress levels.
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Avoid comparing yourself with others and focus on what you can do - A famous example of
this phenomenon was a study showing that bronze medal winners at the Olympics are happier
than silver medal winners. Because of who they were comparing themselves to. Silver medal
winners tend to compare themselves to gold medal winners and come off feeling "second best".
But bronze medal winners were more focused on all the people who missed out on a medal
entirely. It’s all about who you’re comparing yourself to.
Prepared by Dealing With Stress As A Designer: Here’s What Research Says.

7. Communicating Innovation: Kirt & Thomsen Case
Studies
The power of visual language

Drive change by design
Kirt x Thomsen portfolio on Innovation Communication.
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8. Wrap-up
“Simplify, Package and Transfer” - Doesn’t Work

Packaging and selling don’t work well in the context of creating The New because they don’t
address the pressing need to treat all legitimate stakeholders as participants. When you look at
people as targets to be sold to, or as hurdles to get past, you can’t focus on building
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important relationships, and so can’t spark the organizational change and commitment required
to implement The New.
Communication myths – simplify, package and transfer – may have been well suited to a different
set of conditions. maybe,. But they generate blind spots and unproductive behaviors when you
need to communicate something new. Persuasion requires proof. In causes us to lead with
process and facts instead of stories and knowledge. The lack of immediate relevance
participants feels like a waste of their time.
(Communicating The New: Methods to Shape and Accelerate Innovation Book by Kim Erwin).
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