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Introduction
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Scenario and market needs

• Innovation is a key engine for creating wealth and long-term 
sustainability

• In a global hyper-competitive world with mature demand, 
innovation is the key driver of firms’ success

• Innovation is the top priority for EU executives (surveyed by The 
Economist), up from 3rd place in 2012

• Not only technological innovation but also design-driven; not only 
products but also services

• Effective innovation requires people with entrepreneurial mindset 
both within existing organizations and to start successful new 
ventures
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Learning outcomes

• Proactively envision new opportunities

• Nurture innovative solutions

• Engage others (internal teams and external partners)

• Use creativity to generate strategic value

• Transform ideas into real businesses and learn to deliver

• Adopt a multi-disciplinary approach: Entrepreneurship, Design, 
Management, Engineering
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Job opportunities

• In existing organizations and start-ups

• In any industry, in firms that build their success on innovation and 
creativity:

o Google, Apple, Facebook, …
o Prada, Alessi, Poltrona Frau, Artemide, …
o 3M, Johnson & Johnson, …
o Technogym, Mapei, …
o Tesla
o …

• Roles: 
o Product Manager
o Entrepreneur
o New Business Development 
o Mergers, Acquisition & Alliance
o Strategy consultant
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Professional profile

• Benedetto Vigna
Executive Vice President of Analog, MEMS & Sensors Group, STM
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Professional profile

• Benedetto Vigna
Executive Vice President of Analog, MEMS & Sensors Group, STM

• Envisioning Future Scenarios

• Managing Technology and Creativity

• Leading Entrepreneurial Initiatives

• Delivering Radical Innovation

WHO
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Stream architecture

HOW

Experiental
Learning and 

Collaboration with 
companies

Courses Sem ECTS ECTS

Design Management Lab 1 15 15

Design Strategy and Economics of Innovation 1 10 10

Additive Manufacturing 1 5

10

Management of Design and Innovation Projects 2 5

Digital Business Innovation 2 5

Entrepreneurship Economics and Policy 2 5

Product Lifecycle Management 2 5

Branding and Communication 2 5

Free FREELM 1-2 5-10 10

Final Project (Thesis) 1-2 15 15



Collaboration with Companies

Design Strategy and Economics of Innovation

Design Management Lab



Design Strategy and Economics of Innovation 2017/2018

HOW

Experiental
Learning and 

Collaboration with 
Companies

• Collaboration with The Level Group focusing on retail experience

• 16 teams interacting with CEO and Business Development

• Objectives

• Re-interpreting the Retail Experience

• Focusing on Millennials generation

• Shaping the Design Strategy 2017/18 in order to rivitalize the 
retail experience provided by 4 main clients: Dolce & Gabbana 
/ Geox / New Balance / Coccinelle



Design Strategy and Economics of Innovation 2017/2018

Driver / Motivation
New digital technologies are emerging. To fully capture their value it is important to link them to the 
way people give meaning to their life. A different way of living is emerging in premium segments, that 
impacts not only on products, but especially on the retail experience. The Level Group (TLG) wants to 
be ahead of this change and lead it in order to be proactive towards its clients

Objectives
Inspire TLG in re-thinking the retail experience provided by leading brands in the fashion industry

Scope
Omni-channel retail experience provided by Dolce & Gabbana / Geox / New Balance / Coccinelle

Output
-A new meaningful direction TLG can suggest to its clients that desire to radically innovate the omni-
channel retail experience
-A new meaningful story probing the omni-channel retail experience desired by premium people

Customer and Experience
Beyond the traditional “Luxury Segment”: People aiming at living in a better way, and who can afford 
it. Digital and Physical touch-points can be radically re-interpreted in order to provide new omni-
channel retail experiences in the fashion industry

Context (specific countries or specific market conditions)
Premium Living in the European Fashion Capitals (London, Milan, Paris, Barcelona, Berlin, Moscow, 
etc.)
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