
Or igin of the Open Innovation
Within their  dai ly activi ty in the 
r esearch organization, the founders 
had detected as ear ly as 2011 an 
oppor tuni ty to develop a brain 
neurostimulator  device (based on 
electr ical micro-doses) for  enhancing 
creativi ty; this was a pioneer  
disruptive solution at that time which 
was not well-know n ei ther  at the 
end-user?s level or  among the 
scienti f ic community. 

- PlatoScience was created in 
2015 by two scientists who 
were the founding par tner s 
of an organization working 
on neuroscienti f ic r esearch 
in creativi ty and problem 
solving.

- The founders were able to 
bui ld up a dedicated team 
around the invention 
combining several ski l ls 
(from neuroscientists and 
engineers to developers and 
designers). They r el ied 
mainly on external exper ts 
(the company has cur rently 
only 3 employees) to 
tr ansform a brain 
stimulation technology into a 
plug and play product. 

- Their  main achievements 
so far  include a f i r st patent 
application submitted in 
December  2016, 150K ? of 
angel f inancing r aised and 
the creation of a 
crowd-science platform.

CROWDSOURCING AS AN                    
APPROACH FOR REFINING A PRODUCT DESIGN 
CONCEPT AND RAISING MARKET AWARENESS
After having had the brainwave for a new disruptive application of a known 
technology, our company faced the need to stimulate user awareness of the 
new solution and collect inputs for refining the initial concept. Our innovators 
chose to implement a crowdsourcing approach to achieve this twofold 
objective.

OI INSPIRATIONAL CASES

Since this seemed an insurmountable challenge (there was also a lack 
of alternative products on the market and a general r esistance of users 
to electr ical stimulation techniques to the brain) the scientists 
abandoned their  idea which then remained at the stage of an internal 
development. ?We have basical ly been waiting for  the market to be 
r eady?, said one of the project?s suppor ter s. ?It was so new  that we 
never  thought any customer  would ever  have understood what i t was.? 

The project r emained in the drawer  unti l  some years later  an 
industr ial player  star ted to work in this f ield and invested in a huge 
dissemination action which r aised a lot of public interest. Encouraged 
by this development, our  r esearch team decided to jump into the 
market by creating a new  company and investing in the development 



of a prototype of  a plug-and-play, non-invasive 
neurostimulation system (a headset) which had 
proved i ts effectiveness in several applications, 
such as creative thinking and problem solving. A 
second step was to val idate the functionali ty of 
the headset on a large scale by engaging the 
crowd. 

Although the market potential has not been ful ly 
demonstrated, the founding team continues to 
invest in their  invention w ith the twofold goal of 
gaining visibi l i ty and ref ining the product for  the 
consumer  market. Their  long-term intention is to 
be able to compete w ith the few  companies that 
are cur rently offer ing solutions based on the 
same technology concept.

The OI Journey
Or iginal ly conceived in 2011, the system was ful ly 
developed internally using the know -how  of the 
core team. However , the high level of innovative 
content, combined w ith the need to create market 
demand and contain the costs, for ced the 
founders to engage external sources of exper tise. 
They therefore set about involving ?the crowd? to 
col lect exper t know ledge and ideas by activating 
four  main channels. The f i r st was to join 
dedicated open source projects (e.g. for  3D 
pr inting) and exper t onl ine communities, such as 
technology interest groups/internet forums and 
biohacking groups that self-publish their  ow n 
works. They are based on the ?give-and-take 
pr inciple? which provides fast and useful inputs. 
One of the co-founders commented on the value 
of the REDDIT internet forum, saying ?There are 
more than 8 000 people asking questions and 
providing information and giving l inks to ar ticles 
and discussing topics r egarding the type of 
technology we use.? 

A second approach was to engage potential users 
via a pioneer  programme, getting them to 
contr ibute actively to the product development 
phase ? in this case some 25 people, both fr iends 
and family, but also outsider s, who were 
r emunerated. A thir d channel for  engaging w ith 
the ?crowd? involved setting up an extensive 
advisor y board of 20 exper ts from the var ious 
steps in the value chain (marketing, 
manufactur ing, cer ti f ication/ r egulation). Last but 
not least, our  star t-up tapped into the exper tise of 
the two business incubator s which hosted i t (f i r st 
a user -centred incubator  and more r ecently an IT 
one).

?It takes less time to tr ack dow n the person who 
knows the most about this in the wor ld and use 
that per son instead of tr ying to become a super  
exper t yourself ,? aff i rmed the founder  and 
continued: ?Don?t be afr aid to ask, because 
exper ts, i f  addressed in the r ight way, love to 
contr ibute. I f  you acknow ledge their  exper tise 
and the fact that they know  more than you do, 
then people are extr emely helpful when i t comes 
to shar ing?. 

The input col lected from external sources led to 
the product being r ef ined; however , i t was not 
used as a basis for  r e-thinking the product 
concept based on users? perspectives. Apar t from 
the testing activi ties w ith users, the product 
concept was designed and developed internally. 
However , one of the founders admitted: ?The 
most classical mistake you do in product design is 
involving the users in ver i fying what you alr eady 
designed instead of using them in the process of 
f igur ing out what to design?.

Whi le sti l l  in the market launch stage (a pre-sale 
ver sion was launched recently), the core team 
decided to intensi fy col laboration w ith external 
exper ts to acquir e speci f ic ski l ls and solve 
technical issues w ith a view  to scaling up the 
technology (e.g. in industr ial design, electronics). 
The young company was for ced to r educe i ts staff  
several times which entai led organizational 
r estr uctur ing as a consequence.



Since they are operating in a niche market, contacts w ith 
competi tor s are unavoidable, thereby making effective know ledge 
management and protection crucial. The cur rent challenge l ies in 
developing a scalable mass market product w ith a view  to 
optimizing the solution for  the health sector. The par tner ships for  
this next phase of development are not yet in place, beyond joint 
marketing activi ties to fur ther  increase customer  awareness about 
the technology and educate users.

Impact of the OI Collaboration

Thanks to the open approach they used in accessing the necessar y 
ski l ls/know  how , our  company was able to develop a complete 
solution which was also tested to obtain user  exper ience. In 
addition to the patent application submitted in December  2016 and 
the funding they r aised from two business angels and a seed fund, 
the development team also gained a w ide know ledge of how  to 
identi fy the exper ts to be involved in the project. They bui l t up a 
w ide crowd community to get hints and feedback about the product 
and appointed an advisor y board composed of exper ts who covered 
the di f ferent value chain domains (from prototyping to 
manufactur ing and product cer ti f ication). In the near  future, they 
expect to have a team of 50-60 di f ferent exper ts to match the 
di f ferent company needs and in the long-term they intend to 
approach the medical sector  w ith a dedicated product.

Key l essons

FIND OUT WHAT YOU DON?T 
KNOW

ENGAGE THE RIGHT 
PEOPLE
To be sure of involving the r ight 
people externally, you should 
have access to a w ide network 
(f ishing pond) and investigate 
in-depth who they are: this w i l l  
help you to save a lot of time and 
resources.

USE THE CROWD FOR 
DESIGNING THE PRODUCT 
CONCEPT AND  NOT ONLY 
FOR TESTING
A common mistake is to use the 
test beds to val idate the product 
features which have been 
designed internally, r ather  than 
using them to get inputs for  
possibly r e-thinking the product 
or  f igur ing out what to design.

It is crucial for  a team to have a 
clear  picture of what they know  
and what they don?t know  and to 
be able to f ind the r ight people to 
sor t out those things by engaging 
them in the r ight way.

CONTACT DETAILS
PLATOSCIENCE

VESTERBROGADE 26, 620 COPENHAGEN V, DENMARK

TEL:  +45 50 10 10 00,   HTTP:/ / WWW.PLATOSCIENCE.COM

The INSPIRE project has received funding from the European Union?s Horizon 2020 
research and innovation programme under grant agreement No 691440 ? INSPIRE.


