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WHAT IS A HACKATHON?

“an event, typically lasting several days, In
which a large humber of people meet to
engage in collaborative computer
programming”



WHAT IS A HACKATHON?

.

INNOVATIVE IDEAS



WHAT IS A HACKATHON?

.




CHALLENGES

4

N

HACK THE SYSTEM HACK THE HOSPITAL



CHALLENGES

+ 1. REBOOT THE SYSTEM

2. TECHNOLOGY FOR WARMER CARE

HACK THE SYSTEM

3. FROM MEDICAL TRANSACTION TO PATIENT INTERACTION

4. FROM STANDARDIZED TO CUSTOMIZED CARE

HACK THE HOSPITAL



CHALLENGE 1

REBOOT THE SYSTEM

Pedro Facon
Director FPS Public Health

#HACK4HEALTH (o




CHALLENGE 2

TECHNOLOGY FOR WARMER CARE

Karlien Hollanders
Patient Expert

#HACK4AHEALTH
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CHALLENGE 3

FROM MEDICAL TRANSACTION
TO PATIENT INTERACTION

Catherine Van Der Straeten
Director HIRUZ

#HACK4HEALTH @4




CHALLENGE 4

FROM STANDARDIZED TO CUSTOMIZED CARE

Valerie Zacharski

Value Based Healthcare Manager Ethicon

#HACK4HEALTH Gohmsonaohmon DEVIcES

T -




DESIGN THINKING

Arnaud Dierickx — U-Sentric

#HACK4AHEALTH




U-Sentric

customer driven innovation



u-sentrfc

BHIC - Hackathon
Design Thinking

Arnaud Dierickx - U-Sentric






““Design thinking is

a human-centereag

approach to innovation that draws from
the designer's toolk

needs of people, t

it to integrate the
ne possibilities of

technology, and tr
business success.”

e requirements for

Tim Brown - CEO IDEO




BEGIN HERE

d DESIRABLE VIABLE

(users) (business)

MOST
FEASIBLE VALUABLE
(tech) SOLUTION




“ |[nnovation is, at its core, about solving
problems — and there are as many ways
to innovate as there are types of problems

to solve. There is no one “true” path to
innovation.

Greg Satell - Author Mapping Innovation







Can take a

long time There is no

clear problem

to evaluate |
solutions “ defintion

Soluti T j-
notright/ Wicked causal multi-
wrong, but Pl‘OblemS scalar & inter-
better/worse ‘ | connected
Every solu- Multiple
tion ramifies stakeholders
throughout with conflict-
the system ing agendas

Fverv wicked Straddle






“ A fuzzy problem, also known as an
“ill-defined problem’, is one

without a perfectly clear goal, path
to success, or known solution

Definition of a Fuzzy Problem
















Technology Push

Research >> Development >> Marketing m
|

Market Pull

Research > Development >> Marketing >

l




Understanding the problem

There is a What is the What is the This is the
problem problem? solution? - Solution




Starting with Why

Understand

Problem Solution

What we need to do

Space Why we are doing it Space Smart Designs

Who is involved Smart Decisions

Results

Why we make What we make




THE DESIGN THINKING PROCESS

IDEO’s

Design Thinking Process (Process) e - - &

INSPIRATION - IDEATION IMPLEMENTATION

What and Why

British Design Council

Double Diamond

Human Centered Design Process

Stanford d.school @@@

&
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Design Thinking Tools

Take your pick

VIJAY K UM A R

Innovating
for People

Handbook of Human-Centered
Design Methods

Ly _ Universal Principles
LUMA INSTITUTE ' ky oy of DeSign

101

" Design Methods

A Structured Approach for

in Your Organizat
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—-mpathy Mapping




EMPATHY MAP Example (Buying a TV)
EMPATHY MAP

Do they What is
| was think I'm best for
expecting Why is this stupid? me?
something What do Where so hard?
different you think? should | T66 matiy
start?

acronyms
T H I N K S What What else -

something
brand do am | awesome
you like? missing?

What size

Wasting
Is best? too much Ma).lbe’
time? this isn‘t
the best

| want
something
reliable

SAYS THINKS

DOES FEELS

Checks Lists
the web- pros/cons

Over-
site

whelmed
Compares
Makes More products

small research
decisions

Usure who
Observes Asks

Anxious
Postpones (i

in store friends
big
decisions
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eurostat :
INTERMEDIATE

Works as a journalist for
a national newspaper

STATISTICAL LITERACY
o000
COMPUTER PROFICIENCY
(XY IO}

i 5
. = i

“The challenge is in finding

the right data rather than
interpreting it.”

Why do | use European statistics? What do | do with European statistics?
® Search for visualisations and raw data

I build stories by analysing ® Download selections of specific tables

o i 'c. fr,om. different © Look for inspiration to prepare own

angles. Statistics is one of visiidlisitions

those angles. © Support arguments or give the bigger
picture through European comparisons

provide Isak with let Isak waste
crosslinks between datasets and the related time while looking for relevant data.
dissemination tools.

These user profiles are a deliverable of the DIGICOM project. Do you want to learn how you can use them in designing your statistical products?
Contact us at ESTAT-USER-RESEARCH@ec.europa.eu or maja.islam@ec.europa.eu.

PERSONALLY eurostati&

INTERESTED
USER

STATISTICAL LITERACY
(IO X 1]

COMPUTER PROFICIENCY
( L IOT 1]

Interested in European statistics;
English and history teacher

KRISTO

“The general view is enough for me
— I am not enough of a specialist to
dig deep into the data.”

Why do | use European statistics? What do | do with European statistics?
® Check out and share data visualisations
I visit Eurostat's website out of from Eurostat's Facebook page
personal interest and sometimes e [ook for material for school lessons
to prepare a lesson. ® Look up facts on 'hot topics'that
colleagues and friends are discussing

MEIOUH, o i EINE UL, L

These user profiles are a deliverable of the DIGICOM project. Do you want to learn how you can use them in designing your statistical products?
Contact us at ESTAT-USER-RESEARCH@ec.europa.eu or maja.islam@ec.europa.eu.




HOW PROTO-PERSONAS ARE MAPPED

NAME

Sketch of the
individual, a
name, and basic
demographics.

DEMOGRAPHICS

Explore and list
more detailed
demographics.

BEHAVIORS

|dentify the
behaviors and
beliefs of the
persona

NEEDS/GOALS

|dentify the
needs and
goals of the
persona

A PROTO-PERSONAS WITH EXAMPLE INFORMATION

DEMOGRAPHICS

- 20-30 yrsold

- Female

- College Grad

- Non-leadership
white collar job

- Economics major

BEHAVIORS

- Avid blogger

- Doesn’t like 24 hr
hews

- Twitter user

- Loves to eat pudding
- Online extrovert

NEEDS/GOALS

- Ego gratification

- Wants to be heard

- Engage with humans |
- Loves to find cool
stuff and hang out

with the “cool crowd” |




A day in the lite
Customer Journey

-Xperience

Dlagram




NA OPSTELLEN
OPROEP

Plaatsen oproep
op website

S

Promotie op

social media

—

.

Uitsturen
nieuwsbrief

Mailing partner

organisaties

;Q_/
|

[~
organiseren
infosessie

il NAAR
Q INDIENING

antwoord

<...-.-......

vraag

beantwoorden

H loggen

vraag [
R
N
N\

O
Y

Cerberus

Organisaties

samenvatting

interesse?

intern
verspreiden

(samenvatting)

interesse

naar infosessie

infosessie

zoeken naar

Ontvangen info

partner(s)

beslissing
nemen wel/niet
indienen

NAAR
SCHRIJVEN

vragen kunnen
gedurende heel
het proces
binnenkomen




Fase 4. Use

« Quick problem solving

« Occasional
contact/update

« Relevant results!

Communication

Adjustments/problems
- Fast problem handling
- If not possible to solve directly, an IT ticket is made:
the customer does not receive any information on the progress

E-MAIL: Standardized email is clear but unclear
solution for specific problem

Customer’s knowledge of the subject
FIELD & KAS: Google ad words, SEO, SEA: no explanation

E-MAIL: Unclear sender, therefore impersonal
CONTACT MOMENTS

KAS: Muitiple contact moments
FIELD: TELE, PB: None, only e-mails

Complaints
Guidelines for complaints lead to quick solutions for customers

Updates

Frequency of updates is not always daily

Efficiency

« Client has problem with MySite, Truvo sends 3 different e-mails
instead of one

« Client is informed after keywords are changed/optimised,
but no explanation why and what was changed

Implementation
- Web design is basic, not very exiting, sexy
» One size fits all
- Texts are delivered by external company:
Briefing is very important to make it more personal

Empty promises

- Leads: Client was promised a certain amount of leads
but the results were not achieved

« Timing: customer commitment: Clients’ website was
not ready on time, it took several months. In the
meantime he did not have a website at all

« Results: Client cannot see results of Truvo services in
Google, according to Truvo it takes a month after the
customers’ payment

Reporting
- ROI feedback is not tuned to customers:
Investment differs from value, relevance of the figures
» Unclear analytics, not related to customers
- Truvo Lounge;: Customers think this is too difficult,
not relevant, not interesting. What are the real results?
- Truvo Lounge: Tool is difficult to use

Publication of Customer services
customer details Internal services of Truvo seem not

. Mistakes are not adjusted efficiently, linked to each other, client needs to
no goodwill repeat his story every contact moment

« Check of information




Understanding the
problem
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The Value Proposition Canvas

Value Proposition Customer Segment

Gain Creators

»

Products Customer
& Services Job(s)

B . s
17N %

Pain Relievers
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IDEO's

DVF Moael
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Designed for. Designed by: Version:

The Business Model Canvas

Key Partners é Key Activities Value Propositions £ Customer Relationships Customer Segments n

s wich of Ot
s ewpect us o establsh

FEASI

Key Resources Channels

e Camane Grorreces

o S @ Strategyzer

oot s copustsssardony s et oyt 72 Secare Svert S . strategyzer.com




Distinct Appearance

Heavy Duty Speaker

4,300 $

250% higher than
targets
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Define your why

Understand

Problem Solution

What we need to do

Space Why we are doing it Space Smart Designs

Who is involved Smart Decisions

Results

Why we make What we make




PROJECT VISION

What are we doing?
For whom are we doing it?
Why are we doing this?

How are we different?




For more information
please contact

Arnaud Dierickx
Arnaud@u-sentric.com
+32 (0) 472 44 93 82

Ssentric




HOW TO WIN A
HACKATHON

#HACK4HEALTH




HOW TO HACKATHON 101

ke @
- A Gl so%
TEAM PREPARE BRAINSTORM

A H ©

PROTOTYPE DEMO ENJOY



BUILDING THE TEAM

THE HACKER THE HIPSTER THE HUSTLER
PROBLEM SOLVING BRAINSTORMING BUSINESS MODEL
CODING DESIGN PITCHING \ P



START PREPARING

READ THE CHALLENGES
TALK TO OTHERS
ASK ABOUT POTENTIAL SOLUTIONS

DECIDE ON A STRATEGY



START PREPARING

HACK HEALTH
4

HACK 7/ HEALTH

2020
MARCH 13-15

FLANDERS EXPO
ORGANIZED BY GHENT

BlueHealth
J;f Innovation Center
e [l Wicrcacft

SUPPORTED BY
HEALTHECARE  {ofwonsfohmon DEvices B Microsoft

COMPANIES

Hack4Health brings together bright
minds to rethink healthcare.




BRAINSTORM

CAN TAKE UP TO 12 HOURS

INVOLVE EVERYONE IN THE TEAM

USE STICKY NOTES, PAPER, ETC

ASK FOR HELP

Ne
fEo



BUILD A PROTOTYPE

IT'S A PROTOTYPE!
NOT A READY TO USE
SOLUTION



BUILD A PROTOTYPE

FAKE IT UNTIL YOU MAKE IT



BUILD A PROTOTYPE

TIME IS VERY LIMITED

PROVE THE MOST IMPORTANT TECHNOLOGY
HACKATHON CODE ALWAYS SMELLS
MAKE A WORKING PROTOTYPE*

*OR THAT LOOKS LIKE IT /\
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PREPARE YOUR PITCH

PREPARE !

CHANGE TO YOUR AUDIENCE
VIABILITY, TECHNOLOGY AND IMPLEMENTATION

Ll




BUT MOST OF ALL... ENJOY

SLEEP
RELAX
TAKE BREAKS

HELP OTHERS
ENJOY FUN ACTIVITIES




AND THAT'S HOW YOU WIN

ke @
- A Gl so%
TEAM PREPARE BRAINSTORM

A H ©

PROTOTYPE DEMO ENJOY



PRACTICALITIES

#HACK4HEALTH




FOR WHOM?

STUDENTS & PROFESSIONALS

BUSINESS, ENGINEERING, DESIGN,

TECHNOLOGY AND ALL INTERESTED

MALE & FEMALE !




WHERE, WHEN, WHY, HOW, WHAT, ...?

FLANDERS EXPO, FLEX CENTER, GHENT

MARCH 13™ — 15™ 2020 FROM 17H30 (FRI) TILL 19H30 (SUN)

BECAUSE IT IS FUN, INSIGHTFUL, PIMP YOUR RESUME, UNIQUE
LEARNING, AND WHO KNOWS...

REGISTER VIA

AN EVENT TO REMEMBER, BRINGING TOGETHER STUDENTS AND
PROFESSIONALS TACKLING REAL WORLD CHALLENGES



http://www.hack4health.be/

The like button
IS invented during an
internal hackathon at Facebook

facebook.com/hack4healthbe/

Twitter
is partially invented
during a hackathon

@Dbhiccare

#HACKA4HEALTH

In 2010 Instagram became second
In the category
"Best Mobile App"
by the biggest
hackathon organization in America

bhic.care



@ nacare

AVUIB]ISIN[G{ =AU\l FREE ENTRANCE 5™ CONFERENCE
FREE ENTRANCE HEALTH&CARE*

PRIZES

3RP PLACE: 250 EURO
FREE ENTRANCE H&C*

2ND

PLACE: 750 EURO

FREE ENTRANCE H&C*

15T PLACE: 1 500 EURO
WILDCARD HEALTH RAMPUP (~ 5 000 EURO)
FREE ENTRANCE H&C*

* PLUS PANEL PITCH OPPORTUNITY HEALTH&CARE



EXTRA WORKSHOPS

BRAINSTORM TECHNIQUES
PROTOTYPING
BUSINESS MODELLING

PITCHING FOR DUMMIES
MASSAGES




3 SPRINTS

THINK .3 BUILD L. 3 PITCH



WHAT ABOUT COACHING?

FRIDAY: 21H00 — O0OHOO ‘

SATURDAY: 08HOO — 20H00
SUNDAY: 08H00 — 15H00

Challenge

Experts

Technical
Experts




COACHES & EXPERTS




JURY

ETIENNE CATHERINE CHRISTOPHE
MARIEN VAN DER STRAETEN JAUQUET
ADVISOR DIRECTOR HIRUZ ADVISOR
CABINET DE BLOCK UZ GHENT INACARE

x‘i //

PIET VIRGINIE KARLIEN
HOEBEKE VANDE MAELE HOLLANDERS
DEAN MEDICAL FACULTY MANAGER PATIENT EXPERT

GHENT UNIVERSITY HEALTH & CARE



JUDGING CRITERIA

INNOVATION & EXECUTION
CREATIVITY STRATEGY

SCALABILITY

ECONOMIC SOCIETAL
POTENTIAL VALUE




FAQ: WILL THERE BE FOOD?




FAQ: CAN | COME ALONE?




FAQ: HOW DO | SIGN UP?

GO TO CLAIM YOUR
HACKAHEALTH.BE ’ TICKET ‘ DO AFUNKY DANCE




AND BY THE WAY...

IF YOU SIGN UP
WITHIN 48 HOURS FROM NOW

AND YOU PARTICIPATE
YOU GET AREFUND




FAQ: WHERE CAN WE SLEEP?




FAQ: WHERE CAN WE PARK?

AKKER




FAQ: WILL YOU LOCK THE DOORS?




FAQ: WHAT SHOULD | BRING?




ORGANIZED BY

o5 o BlueHealth
f Innovation Center

supported by S Microsoft



CHALLENGE OWNERS

' i . federal public service
HEALTH, FOOD CHAIN SAFETY

AND ENVIRONMENT

@4 GENT

MEDICAL
gvﬂmme»gvﬂmwon DEVICES
COMPANIES



SUPPORTED BY

i HEALTHECARE  (ohumonafohmon pevices
““iii" DE VAKBEURS VOOR DE ZORGSECTOR COMPANIES

m= Microsoft @ IN4Care



EXPERTS AND COACHES FROM

B= Microsoft I

MEDICAL
gcemmnagoﬂmm DEVICES
COMPANIES

op BlueHealth
Innovation Center
supported by @l Microsoft

u-sentric

customer driven innovation

lmec istart

U723
GENT

ACONTRARIO |

'Qualix

Helpilepsy

il

Y

™ CREATIVE THERAPY

health .
community ==




FURTHER UPDATES

HACK HEALTH
4

HACK 7/ HEALTH

2020
MARCH 13-15

FLANDERS EXPO
ORGANIZED BY GHENT

BlueHealth
J;f Innovation Center
e [l Wicrcacft

SUPPORTED BY
HEALTHECARE  {ofwonsfohmon DEvices B Microsoft

COMPANIES

Hack4Health brings together bright
minds to rethink healthcare.




REGISTER NOW

WWW.HACK4AHEALTH.BE

#HACK4HEALTH




ANY OTHER QUESTIONS?

INFO@BHIC.CARE

#HACK4HEALTH

T







