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The purpose of  this publication is to provide an example of  
how The InnoDoors’ Value Wheel described in The InnoDoors’ 
Handbook of  Methodsand Tools can be used. The value wheel 
presents what users value, as well as what users expect from a 
given new product or service. Thus, the value wheel represents 
the future portfolio of  products, services, or concepts in the net-
work. Continuously updating the value wheel is one of  the keys 
to securing the future of  the network. A part of  this continuous 
development is constantly being attentive to users of  the produ-
cts and services that the network already markets. However, it is 
equally important to listen to the users that do not necessarily use 
the existing products and services offered by the network. This 
ensures that new knowledge is regularly generated.

The successful completion of  this part of  the process depends 
heavily on taking the users and their needs and values as a          
starting point. The value wheel is used extensively especially in 
the start of  the InnoDoors model and, therefore, also forms 
the basis for this publication.

The process consists of  five steps which are shown in Figure 2.

The steps do not necessarily need to be followed to the letter or 
carried out in the order shown here. Other tools and methods 
can be applied (The InnoDoors’ Handbook of  Methods and 
Tools gives an overview of  these). It is also possible to work 
through the steps iteratively or reevaluate the output of  a step 
at a later time.

suitable idea categories. There is no formal method to guide 
this activity other than reading all the post-its and clustering 
them in whatever categories are found relevant.

The following idea categories were developed for the value 
’Build it yourself ’ in ‘Next Door’:

1. IKEA door concept

2. Design – assemble – install your own door

3. Add-ons and upgrades for doors

4. Better and more accessible support

5. Selling doors together with house paint

6. Tool-free installation of  doors

7. Built-in bubble level

8. Forum/lab for DIY

9. Flexible and easy installation o door frames

10. Foolproof  installation manual

11. Standard module based door assembly kits

The first step is about generating an array of  ideas based on the 
value wheel. There are two ways to approach this: 

1.	 The first is to generate ideas based on all the values in the 
value wheel. This is useful if  the goal is to create an entirely 
new concept without any specified direction.

2.	 The second is to limit generation of  ideas to a selection of  
values based on the context of  the project. For example, 
generation of  ideas for a DIY door may not be necessary 
if  the goal of  the project is to develop a door for disabled 
people. 

As the goal of  the ’Next Door’ project is to design a new door 
that is different from the generic white door, there are no limits 
to the values idea generation can be based on. Idea genera-
tion can be supported by one of  the tools described in The 
InnoDoors’ Handbook of  Methodsand Tools. The method 
Brainstorm+Prioritisation (see The InnoDoors’ Handbook of  
Methodsand Tools for more information) is used in this pub-
lication. 

The brainstorm is initiated by selecting a value based on which 
the group will generate ideas. A time limit is set for the idea ge-
neration for each value, often between five and seven minutes. 
During this session, each participant writes down all the ideas 
he or she can think of  on post-its, after which each participant 
explains their ideas as the post-its are placed on the whiteboard.

As more and more ideas are presented, various patterns will ap-
pear. Based on these patterns, the different ideas can be grou-
ped in so-called idea categories. 

For the purpose of  this publication, it was chosen to generate 
ideas from the value ’Build it yourself ’ in the value wheel of  the 
‘Next Door’ project. During the idea generation process, more 
than 100 ideas emerged within this value. The first step in the 
prioritisation process is to review all ideas and group them in 

Figure 1: This publication deals with the following
               processes in The InnoDoors Model

Figure. 3: Idea generation from brainstorming.

Figure 2: The process in this publication 
              consists of  the following 5 steps.
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This publication describes just one way of  which the network 
can choose to carry out the first part of  the InnoDoors model. It 
is, therefore, completely acceptable for the network to determine 
at the start of  a new project that it wishes to use other methods 
than those described in this publication.

This publication takes an InnoDoors project called ’Next Door’ 
as its starting point. The aim of  the project is to follow a door 
through the value chain, from collecting information from users 
through the design of  the door to retail launch and sale.

This gives the project partners the opportunity to gain insight 
into which processes to initiate in order to get inputs to the de-

sign of  new door solutions.

This publication deals with the initial part of  the InnoDoors mo-
del, illustrated in Figure 1.

Idea geneation from 
the wheel of  values 

Prioritising ideas

Weighing of  prioritized 
idea categories

Clarification of  the chosen 
idea category 

Forward-looking

1st STEP

2nd STEP

3rd STEP

4th STEP

5th STEP

Why?

User Values 
- From idea generation to  idea 
clarification

Idea Generation Using The Value Wheel

kort_english.indd			1 14-06-2011			09:34:27



becoming part of  day to day operations. Several points must 
be considered when attempting to embed the model in daily 
operations. Firstly, not only the network, but also the top ma-
nagement of  each network partner company should support 
the model. 

Without such support the model may fall flat and be forgot-
ten. Secondly, it is vital to ensure that all steps and activities 
in the InnoDoors model are documented. This ensures that 
the entire network and management can stay up-to-date with 
the progress of  the various projects. In addition, documen-
tation is good way to facilitate learning from past projects. A 
final key to ensuring that the model becomes rooted in the 
company is to work on making it easy-to-use, update, and 
develop. This prevents users of  the model from feeling over-
burdened or frustrated by using it.

 

As the introduction highlighted, this publication shows just one 
example of  how a network can choose to work through the ini-
tial stages of  the InnoDoors model. It can be taken as a point 
of  departure and the content in the five steps can be developed 
over time once the model has been applied several times. 

Continuous development is the core element of  step 5. The 
value wheel, the various methods chosen, and the way in which 
these methods are actually applied must all be continuously 
refined to ensure that the products, services, or concepts de-
veloped will be successful on the market. The value wheel is 
especially important, as it shapes which projects are initiated. 
However, success is in no way guaranteed just by using the va-
lue wheel.

Another important part of  this step is to ensure that the model 
becomes embedded in the company and its network, thereby 

In this step, the selected idea category is developed into an actu-
al product, service, or concept. This can be done using a variety 
of  methods (for an overview see The InnoDoors’ Handbook 
of  Methods and Tools). The method known as co-creation was 
chosen for the ‘Next Door’ project (read more in The InnoDo-
ors’ Handbook of  Methods and Tools).

The co-creation method involves inviting a number of  end- 
users to a workshop. The choice of  which end-users to invite 
depends on the nature of  the project. For instance, if  the aim 
of  the project is to develop products or services for disabled 
people, the end users invited should include disabled people. 
Because the aim of  the ‘Next Door’ project is to develop a 
generic door, it is important to invite end users that represent a 
variety of  demographic groups. Figure 8 shows pictures from a 
co-creation workshop focusing on the elaboration of  a selected 
idea category.

After elaborating on the ideas during the workshop, the net-
work group must again select which idea to continue develo-
ping on the later stages of  the InnoDoors process. Decision 
Matrix Analysis or Effect and Ease of  Implementation as de-
scribed in step 3 can be used once again to guide this decision.

In the case of  the ‘Build it yourself ’ value, 11 categories emerged 
(from A to K in Figure 4). Often a large number of  categories 
will emerge, making it necessary to prioritise which categories to 
elaborate on in later stages of  the innovation process. According 
to the InnoDoors model (see Figure 1), the network should reach 
a consensus on what to move forward with.

• In order to create an optimal foundation for a network decisi-
on, each project participant should make its own prioritisation 
of  the idea categories that reflects each individual company’s 
opinion on the categories.

The network’s prioritisation of  the idea categories can for instance 
be based on a Value-System-Matrix, which is the tool used in this 
publication. Other prioritisation tools are for example 9-square-
matrix and Grid Analysis.

Value-System-Matrix is a relative comparison model, where cate-

Based on the prioritisation in step 2, the categories with the 
highest priority are selected (for example the top five). The out-
put of  step 3 is the single idea category that will become the 
basis for later elaboration stages.

Step 3 is based on the method “Decision-Matrix-Analysis”. 
Each of  the five categories is evaluated using a number of  para-
meters that represent internal as well as user-oriented analyses, 
as shown in the InnoDoors model. The five idea categories are 
scored on each parameter using a 1-10 scale.

A table is constructed (for example using Excel) in which the 
first column represents the selected categories. The following 
columns represent the parameters that the network has chosen 
to use in the weighing. It should be stressed that there is no 
right or wrong answer when it comes to which parameters to 
use. That is up to the network to decide.

However, we recommend that at least one parameter is inclu-
ded that relates to the internal context of  the company, for 
example how time-consuming it will be for R&D to develop 
and design a new product. In addition, the network can con-
sider parameters that relate to the market and users, as well as 
parameters concerning expected effect and ease of  implemen-
tation of  the new product or service.

As shown in Figure 7, the decision matrix can be simplified by 

only including two parameters, effect and ease of  implemen-
tation.

The goal of  such a simplified assessment is to select the ideas 
that yield the highest possible effect without compromising the 
ease of  implementation. This is illustrated by the green areas 
of  Figure 7. These ideas are usually referred to as the “low-
hanging fruits” and should be pursued to the extent possible. 
The yellow areas in Figure 7 represent ideas that are difficult to 
implement, but have a large effect, or vice versa. These ideas 
are useful, but not as unequivocally as the ones in the green 
area. The red areas generally represent ideas that should be 
avoided. They have relatively little effect and are difficult to 
implement. Ideas in the red areas should not necessarily be di-
scarded altogether. They can be set aside and reevaluated at a 
later time when circumstances may have changed to make them 
more feasible.

Figure 6 shows that the idea that was found most valuable to 
elaborate on in the ‘Next Door’ project is F, ”Built-in bubble 
level”.

gory A is first compared to category B, leading to an assessment of  
which one the network finds “best”. Then category A is compared 
to category C, and category B to category C. In each case it is 
evaluated which category is best or most realistic. The complet-
ed Value-System-Matrix results from comparing all the categories 
pair-wise in this way (see Figure 4).

As there can be considerable variations between idea categories, it 
is possible to choose a weighed approach. This is done by adding 
weighs of  1, 2, or 3 points to each choice. 1 point indicates that 
the ideas are almost equally good, 2 points indicates that one idea 
is somewhat superior, and 3 points indicates that one idea is consi-
derably better than the other. An example of  a weighed approach 
is also shown in Figure 4.

It is now possible to count which idea category has been preferred 
in most comparisons. This can be done with or without weighing. 
Both results are shown in Figure 5.

When prioritising the categories, it is important to keep in mind 
that this is still an early stage of  the innovation process. Cost/be-
nefit considerations should under no circumstances influence the 
choice of  one category over another. These considerations only 
enter into the process at a later stage. When weighing the catego-
ries, focus should be on thinking out of  the box. Preference should 
be given to the categories that are believed to offer the best chance 
of  developing a new product or service that reflects the user value 
that the category is based on.

Without weighing
Category Score

C 10
A 8
H 8
F 7
J 7
G 5
B 3
D 3
I 2
K 2
E 0

Incl. weighing from 1-3
Category Score

C 14
A 12
F 12
H 11
G 10
J 9
K 6
B 4
D 3
I 2
E 0

Figure 4: Example of  comparison of  idea categories in a Value-System-Matrix. Figure 5: Overview of  the result from respectively the comparison and the weighing.

Figure 8: Photos from the Co-Creation workshop.

Figure 6: Weighing of  idea categories from 
     the chosen parameters in the    

    Decision-Matrix-Analysis

Figure 7: Decision matrix that compares the effect of  the 
      idea categories with the implementation effort.
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C   Add-ons and upgrades for doors 4 5 8 5 6 5,4
A   IKEA-door koncept 8 3 6 4 10 5,4
F   Built-in bubble level 6 10 10 4 9 8,1
H  Forum/lab for DIY 2 3 1 6 4 2,9
G  Tool-free installation of  doors 6 10 7 8 2 7,7
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A) IKEA -door concept

B) Design – assemble – install your own door

C) Add-ons and upgrades for doors

D) Better and more accesible paint

E) Selling doors together with house paint

F) Built-in bubble level

G) Tool-free installation of doors

H) Forum/lab for DIY

I) Flexible and easy installation of door frames

J) Foolproof installation manual

K) Standard module based door assembly kits
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