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1. Aims 
 
 

 
General learning aims of 
the subject  

  
The main objective of the subject is to learn about and use 

creativity techniques to generate new ideas regarding 

innovation processes for companies and organisations of all 

kinds. The aim is to make decision making easier and the 

systematic implementation of continuous innovation and 

disruptive innovation processes in organisations. 

 

Moreover, it also expects students to create prototypes for 

solutions in relation to their professional short-term projects 

in order to think for themselves about market issues. 
 

A work methodology based on design thinking will generate 

new solutions that tend to be innovative and unexpected. 

The variables to consider for starting the process are: 

  

1. Creating ideas in small groups with a limited 

production time. Generating a range of possible solutions 

that turn problems or challenges into opportunities, working 

intensively in short timescales, thinking about the designed 

product or service, but from a more holistic viewpoint of 

consumption as a system. 

  

2. Promoting quickly made prototypes with a low 

budget. Making lots of mistakes quickly and cheaply. If the 

early samples are successful at the first stage, it is possible 

to move forward with greater complexity and a higher 

operating budget. Promoting prototypes for solutions 

without a large availability of financial resources forces 

students to become more creative, as the solution must be 

much more meaningful than simply investing resources into 

a problem to try and resolve it.  

 



 

3. Empathising with the target audience. Understanding 

the needs of those who are being targeted, translating 

stakeholders’ observations into deep understanding, and this 

understanding into initial prototypes of products and 

services. 

 

4. Creating prototypes and presenting them. 

Communicating the essential elements of the solution to 

others so they can understand, improve and integrate them 

into their own processes. 

 
 

 

2. Skills 
 

 
2.1. General 
skills 

 

 G.1. Understanding and interpreting, in a relevant 

and reasoned manner, written texts of an academic 

level and character and justifying positions with 

consistent arguments and defending them publicly. 

 G.2. Properly communicating orally and in writing 

in at least 3 languages, the two official languages 

of Catalonia and business English. 

 G.3. Mastering the computer tools and main 

applications for ordinary academic activity. 

 G.4. Interpreting legal regulations/institutional 

organisation and managing information. 

 G.5. Teamwork, actively participating in tasks and 

negotiating when there are differing views to reach 

a consensus.  

 G.6. Being able to keep a critical opinion, 

accepting the diversity of views as a fundamental 

ingredient of academic life and consubstantial to 

contemporary society, being able to present their 

own opinions while respecting differing opinions. 

 G.7. Developing tasks autonomously thanks to 

good organisation and scheduling of academic 

work, applying flexibility and creativity to 

knowledge gained from new contexts and 

situations. 

 G.8. Developing entrepreneurial leadership and 

management skills which reinforce self-confidence 

and reduce risk aversion. 

 G.9. Willingness to learn about new cultures, using 

new methodologies and promoting international 

exchange. 

 

 

 

2.2. Specific skills 

  

 S.7. Analysing business competition 

and identifying markets and 

customers. 

 S.8. Designing marketing strategies. 



 

 S.9. Selecting work teams, defining 

profiles and evaluating staffing needs. 

 S.12. Using advanced tools to aid 

making business decisions. 

 S.13. Managing innovation processes 

in the company properly. 

 S.14. Developing entrepreneurship. 
 S.15. Monitoring and analysing the 

scientific, technological and economic 

environment properly. 

 

Other specific skills are: 

 

1. Learning how to solve problems and 

designing prototypes for solutions using 

the design thinking methodology. 

2. Through benchmarking, recognising 

digital culture trends globally, helping to 

resolve problems posed by organisations. 

3. Empathising with the target audience. 

Understanding the needs of those who are 

being designed for. 

4. Creating ideas in small groups with a 

limited production time.  

5. Promoting quickly made prototypes with a 

low budget.  

6. Creating prototypes and presenting them. 

Communicating the essential elements of 

the solution to others so they can improve 

and integrate them into their own 

processes. 

7. Teaching idea abstraction techniques. 

8. Presentation of ideas. The art of pitching. 

9. Learning the trend matrix technique. 

10. Creating a lean canvas for product and 

service prototypes. 

 
 

3. Work methodology 
 

Design thinking is the work methodology used throughout the whole subject. Students in groups 

will define a problem to work on (must be a focused, relevant and useful problem for their 

short-term professional interests) in order to reach a solution prototype. 

 

The design thinking methodology includes the following: 

 Presentations on the content of the subject. 

 Practical classes in the form of workshops, games, techniques and tools to work on 

creativity and innovation. 



 
o Game storming techniques. 

o Prototyping technique. 

o Other techniques mentioned in the content description. 
 

 

4. Overall assessment of the subject 
 

 
The subject is assessed as follows: 

 50%: Ongoing assessment of all workshops for the subject.  

 50%: final presentation of the prototype.   

 

 

General observations of the assessment: 

 

1. Even though the marks are given individually, more emphasis will be placed on the 

assessment of group work. Presentations must be made by the group as a whole. On 

completing the design thinking process, students and work groups will have a self-

evaluation process. 

 

2. Passing the final prototype presentation as a group is an essential requirement to pass 

the subject. Individual attendance is required for the final presentation.  

 

3. Groups must present and pass a minimum of 5 tasks proposed in the initial planning. 

This is an essential requirement to pass the subject. 

 

4. In the resit period, the group must present the activities they did pass again, 

incorporating suggestions from teaching staff. No resits can be held for activities which 

were not handed in during the trimester. 

 

5. The lecturer has the right to make a student in the group do a resit if he/she deems the 

student not to have taken part actively in the group tasks. During this resit, the student 

must make a critical evaluation of the group’s process and final results, as if he/she were 

a mentor, similar to the “angels and demons” methodology during the course. 

  



 

5. Content 
 

The subject content is as follows: 

 

1. Introduction. Innovation theory. 

2. Design thinking, stage 1: Defining the problem to solve, organisation in teams and 

studying good practices. 

3. Design thinking, stage 2: Divergence-emergency. 

4. Design thinking, stage 3: Convergence. 

5. Design thinking, stage 4: Prototyping. 

6. Design thinking, stage 5: Presentation of the prototype, pitching. 

 

The organisation of the content is set week by week (10 weeks) in a complementary document 

called the "Work Schedule". 

 

 

6. Teaching resources 
 

 

Basic manuals 

Brown, Tim (2009). Change by Design. How design thinking transforms organizations and 

inspires innovation. Harper Business. Nueva York. http://tinyurl.com/oljttez    

 

Cornella, Alfons (2010). Visionomics. 50 ideas + dibujos sobre la nueva dinámica de las 

organizaciones. Infonomía. Barcelona. 

 

IDEO. Human Centered Design Toolkit. http://www.ideo.com/work/human-centered-design-

toolkit/ 

 

Hoffman, Reid; Casnocha, Ben (2012). The start-up of you. Adapt to the future, invest in 

yourself, and transform your career. Crown Business. Nueva York. 

 

Johnson, Steven (2010). Where Good Ideas Come From. The Natural history of Innovation. 

Riverhead Books. Nueva York. 

 

Pardo Kuklinski, Hugo (2014). Opportunity Valley. Lecciones <aún> no aprendidas de treinta 

años de contracultura digital. Outliers School. Barcelona. www.opportunityvalley.net   

 

 

Additional bibliography  
 

Brown, Tim (2008). Design Thinking: Thinking like a designer can transform the way you 

develop your products, services, processes- and even strategy. Harvard Business Review. 

 

Cornella, Alfons; Flores, Antoni (2006). La alquimia de la innovación. 10 palabras para innovar. 

Avance Editorial. Barcelona. 

 

Chesbrough, Henry William (2003). Open innovation: the new imperative for creating and 

profiting from technology. Harvard Business School Press. Boston. 
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Christensen, Clayton (1997). The Innovator’s Dilemma: When New 

Technologies Cause Great Firms to Fail. Harvard Business Press. Boston. 

 

Csikszentmihalyi, Mihaly (1996). Creatividad. El fluir y la psicología del descubrimiento y la 

invención. Paidós. Barcelona. 

 

de Bono, Edward. (1999) Lateral Thinking: Creativity Step by Step. New York, NY: Harper and 

Row. 

 

Doorley, Scott; Witthoft, Scott (2012). Make Space. How to set the stage for creative 

collaboration. John Wiley & Sons. Nueva Jersey. 

 

Csikszentmihalyi, Mihaly (1998). Creatividad. El fluir y la psicología del descubrimiento y la 

invención. Paidós. Barcelona. 

 

Foege, Alec (2013). The Tinkerers: the amateurs, diyers and inventors who make America great. 

Basic Books. Nueva York. 

 

Gray, Dave; Brown, Sunni; Macanufo, James (2012). Gamestorming. 83 juegos para 

innovadores, inconformistas y generadores del cambio. O'Reilly Deusto. Barcelona 

 

Johnson, Steven (2001). Emergence. The connected lives of ants, brains, cities and software. 

Penguin Books. Londres. 

 

Kishore, Sandeep. The Power of Incremental Innovation.. Wired Innovation Insights. 11 de 

diciembre de 2013. http://www.wired. com/insights/2013/11/the-power-of-incremental- 

innovation/  

 

Maeda, John (2006). Las leyes de la simplicidad. Gedisa. Barcelona. 

 

Miziolek, John. Design Thinking Starts At The Top. Fast Company, 2 de noviembre de 2012. 

http://www.fastcompany.com/3002635/design-thinking-starts-top 

 

Perlroth, Nicole. Solving Problems for Real World, Using Design. The New York Times, 29 de 

diciembre de 2013. http://www.nytimes.com/2013/12/30/technology/solving-problems- for-real-

world-using-design.html?_r=2& 

 

Ridderstrale, Jonas; Nordström, Kjell (2008). Funky Business Forever. Prentice Hall. Londres. 

 

Tuomi, Ilkka (2002). Networks of innovation. Change and Meaning in the Age of the Internet. 

Oxford University Press. Nueva York. 

 

Wai, Conrad. There Are Three Types Of Innovation. Here’s How To Manage Them. Fast 

Company, 11 de octubre de 2011. http://www.fastcodesign.com/1665186/thereare-three-types-

of-innovation-heres-howto-manage-them   

 

Williams, Luke (2011). Disrupt: Think the Unthinkable to Spark Transformation in Your 

Business. Pearson Education. Nueva Jersey. 
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