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HOW EMPATHY ENHANCES AN 
INNOVATIVE MINDSET
An exploratory case study at �   

Employees should use customer insights in the 

fuzzy front end to build the right foundation for 

their products.

What is it you need 
HEMA to offer? 
What are you 

struggling with?

How do you like 
your product? 

How happy are you 
with our service?
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All employees should take ownership of innovation. 

It is not a one man’s job. 

We are here 

to help!
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HEMA should become a frontrunner; they are right now 

following other businesses to get ahead.

what is offered what is demanded

Employees should not only acknowledge 

customer-centricity but also act upon it. 

With us, the customer must be central (06).

Ultimately you want to look at "what does 
the consumer want?" (08)

lab

The perceived level of innovation among 

employees should be enhanced.

FemaleH
appy

Cosy
Kind

Old-fashioned

Open-minded
Friendly

Complex

Slow

Old

Just act normal
Enthousiastic

Stay-at-home

Well groomed

4
0

 Y
ea

r 
O

ld

Best fr
iend

Transparant

Innovative
Certainty

Colourful

Neighbour

N
o

t b
o

ld

Positive

M
other

Simple

Simple

Trendy

Dutch

Dutch

Fresh

Loyal

Young

Lady

Slow

Fat

Not properly guaranteeing knowledge and processes

Hearing how
 things need to change

Too Dutch to shop expensively
What you see is what you get

The grandpa everybody likes

Right supply and diversity

Ideal son/daughter in law

Difficult to take action

Difficult to take action

Elephants in the room

Settle for half work

Buying for children

Caring for children

Like to hang around

Plastic tablecloths

Reading the Libelle

To be lugged around

Every penny counts

Glass is half full

Between 30 and 50

Nonsense products

Quite fit grandma

Desire to change

Easily satisfied

Longing the past

No perfectionist

Not on the front

Som
etim

es trendy

Try to be trendy

Best intantions

eg
na

hc
 t

o
n 

se
o

D

Not too groomed P
rice-sen

sitive

To be surprised

Always present

Lots of effort

St
ro

n
g 

o
pi

n
io

n

Childfriendly

Heavy thinker

Lots of money Middle-income

Old-fashioned

To look up to

Unpredictable

With children

Enterprising

Unbelievable

Aunt Jannie

Be yourself

Complaining

Goodlooking

HEMA values

Less trendy

No nonsense

Peter Panic

Stay behind

Inflexible

Middle-age

Optimistic

Spontanous

Surprising

Accesible

Ambitious

A
ssertive

Colourful

Energetic

Fantastic

N
o excess

Not proud

Ponderous

Practical

Work hard

Arrogant

Creative

Friendly

Hands-on

Picknick

Average

Complex

E
legant

Popular

Quality

Working

Better

Bright

Chubby

Clumsy

D
ecent

Family

Friend

Gentle

Modern

Social

Strong

Summer

Brave

Douwe

Ellen

White

Busy

EasyKind

Love

Nice

Big

Guy

Mps

Red

HEMA as a person
(survey)

HEMA

HEMA

One of the most pressing concerns 
of each organisation is innovation. 
It can be reached through product 
diff erentiation, but innovation is also 
obtained through having the right 
employees. Corporate cultures that 
support to take the risk and think 
creatively will be led to new products, 
services and strategies. However, 
these innovations are only benefi cial 
if they manifest superior value in the 
customer-driven marketplace. To do so, 
companies should act upon customer-
centricity: the act of placing the 
customer at the centre of everything 
one does, by listening to what they 
have to tell, studying their needs, and 
afterwards using these gained insights 
in one’s process. This is how Empathy-
driven Innovation is born.

Little empathy happening at HEMA
Based on a Case Study at HEMA, it was found that there is currently 
limited contact with (and involvement of) customers happening 
in (design) processes within the studied company. The goal of the 
Case Study was to fi nd out how much innovation was currently 
happening through both qualitative and quantitative research. The 
study discovered fi ve lacking factors of innovation to be improved. 

Strategy
The HEMA framework, based on empathising with the customer, 
is short for Hear, Experience, Melt and Analyse. These four steps 
in the HEMA model are in the fi rst place easy to remember for 
employees because of the acronym and second of all, they 
support the employee to engage in customer interaction. The 
designed HEMA Empathy Toolbox takes care of the company’s 
lacking factor of innovation. The toolbox contains, amongst others, 
a HEMA Empathy Card Deck with 42 questions that enable the 
employee to take on the perspective of the customer. While 
supporting employees to take on this perspective or to even 
act as if they are the customer themselves, it stimulates active 
customer participation in company processes.  Ultimately, this 
HEMA Empathy Framework will improve the rate of customer 
engagement, and with that stimulate and reach innovation.

�   ’s departments focused on product 
design are talking the least to its 
end-consumer.

A strategy to integrate customers in 
�   ’s working processes to become 
more innovative.

� EMPATHY MODEL

Hear what the customer has to say

 Experience what the customer goes through

Melt with that experience, make it your own

Abstract and Analyse what you have seen and  
     use it in your design process


