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[2¥ 1] Contingency theory of high-technology
marketing (Mohr, J. et al., 2005)
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From: G-D Logic To: 5-D Logic
Operand resources Operant resources
Resource acquisition Resourcing (creating and inte-
grating resources and removing
resistances)
Goods and services Servicing and expenencing
Price Value proposing
Promotion Dialog
Supply chain Value-creation network
Maximizing behavior  Leaming via exchange
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[3 1] Work template 2= <] A] (Cho, 2007)

Process Step Key Activities
1 | Target domain search
Opportunity 2 | Keywords grouping for potential domains
Identiﬁcatifm 3 | Target domain selection
& Analysis 4 |Domain analysis and target user
identification
5 | Task (goal & activity) analysis
6 Scene generation using contextual
attributes
C 7 | Scene selection
oncept - -
Generation 8 | Scenario enumeration
9 Scenario-based ideation with potential
value
10 |Idea grouping
11 | Concept statement
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