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of how to connect individual innovators or innovation teams with a company’s political infrastructure, which is why so many ideas never got the necessary funding, talent, and management support they would have needed for success.

Braden Kelley’s book is an outstanding example of how far 


Foreword

challenge is to replace a company’s old managerial DNA with new, innovation-friendly practices and policies that enable and sustain new kinds of behaviors.

This book explains exactly how to do that. It clearly identifi es the typical blockages to innovation that can be found in a company’s 
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Introduction

 Managers who read and absorb this book will be able to make immediate changes in their organization to recapture its original innovative spirit. This will help them leverage the collective wisdom and passion of all their employees to continuously innovate for customers in a sustainable way. 
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I would argue that we all need to take a stake in helping our public and private organizations raise their level of innovation capabilities in order to reduce the waste of human capital and natural resources. 

 This is the whole reason that I devote so much time and energy 

to Blogging Innovation ( http://blogginginnovation.com ) and its social 


Introduction

engine — where insights, idea generation, idea evaluation, and idea commercialization work together to drive the growth of the busi-ness. And fi nally, in Part III we take a closer look at barriers to inno-vation in the organization and the potential for an organization ’ s innovation efforts to be derailed by organization psychology, struc-
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 System requirements for the non - geek: 

•  Any computer that will run a modern Web browser (Firefox, 

Opera, Internet Explorer, Chrome, or Safari) should suffice.  

•  We won ’ t make the web site too fancy, so it should work on 
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sense of purpose and acts as a rudder when the way forward appears uncertain. An innovation vision is no less important, and it serves the same basic functions. An innovation vision can help to answer some of the following questions for employees: 


Blinded by the Light

Intersection of Innovation Vision, 

Strategy, and Goals

 

Vision
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 At the core of this innovation engine is Alcatel - Lucent ’ s 

Bell Labs, a world - renowned and distinguished research organi-

zation whose role is to: 

•  Conduct fundamental and applied research in domains 

where the impact on communications will create significant 


Blinded by the Light

coordination with local research institutes and organizations on studies, research, and information related to the oil industry.   

 Translated into English, KPC ’ s Innovation Vision is to focus on 

technology innovation through internal and external research. 
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  Innovation Vision Case Study — Ford 

Motor Company 

 Most readers will be very familiar with the legend of Henry Ford and his popularization of innovations such as the modern assembly 
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 auto motive design, Harley Earl had been customizing cars for a Los Angeles dealership selling to Hollywood stars when he met Alfred P. Sloan, Jr. and the rest, as they say, is history. 

 General Motors established the industry ’ s fi rst in - house design studio, and Harley Earl ’ s design infl uence spread to many more 
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of the U.S. automobile market in 1929, but Ford ’ s dominance of the automobile market was broken forever. From 1929 until 1971 Ford and Chevrolet took turns at the top spot off and on, until Chevrolet grabbed the top spot for the 16 years spanning 1972 to 1987.  


Blinded by the Light

HP Overtakes Dell in Laptops and Desktops

Market share by units (except where noted), based on 2008 rankings

DESKTOP PCs                         PORTABLE PCs

HP 16.6%     Dell 15.5%     Lenovo 8%        HP 21.2%       Acer 16.5%    Dell 14% Acer 5.5%    Apple 2.4%                     Toshiba 9.6%    Lenovo 7.3%
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  Innovation Vision Case Study — Nintendo 

 Nintendo is a great example of a company losing its market lead-ership because of an innovation vision that became too focused on incremental innovation. As a result of its short - term innovation 
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during the 1999 holiday season. Things were so bad that in 2000 Walmart created a new entity ( Walmart.com  USA, LLC) and gave Accel Partners 20 percent ownership to help make the relaunch of their web site more successful. 

 Amazon, on the other hand, was founded by Jeff Bezos in 1994, 
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 Intel ’ s attempts to diversify outside of semiconductors into tech-

nologies like Virtual Private Networks (VPN), IP Telephony, and e - Commerce Management also proved to be a distraction, and in 2005 the CEO reorganized the company to refocus on the core processor and chipset businesses. Intel hired 20,000 new employees 


Blinded by the Light

 An innovation vision must never remain static. Senior leaders (or their teams) should be constantly scanning the marketplace to see if changes are needed. But if you make a misstep with your innovation vision, you can still regain your innovation footing. We ’ ve seen several examples of that as well. 

C H A P T E R 2
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 An innovation strategy sets the innovation direction for an 

organization toward the achievement of its innovation vision. It gives members of the organization an idea of what new achievements and directions will best benefi t the organization when it comes to innovation. As with organizational strategy, innovation strategy must 


Peering in the Dark

  Two Sources of Innovation, One 

Innovation Strategy 

 Innovation comes from two main sources — directed innovation (or intellectual innovation) and emergent innovation (or instinctual 
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grow. For both companies, this time investment represents an inte-gral part of their innovation strategies. Google invests 20 percent of people ’ s time and at 3M the commitment represents 15 percent of people ’ s time. 

 And for those of you who don ’ t know, Australian software fi rm 
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 When Whirlpool ’ s former CEO Dave Whitwam set out to define his  company ’ s global innovation strategy back in 1999, he chose to call it  “ Innovation from Everyone and Everywhere. ”  This was a huge aspiration, considering that at the time Whirlpool had 68,000 employees in 170 countries, as well as 
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  Innovation Case Study — Open Innovation at Procter  &  Gamble 

 Procter  &  Gamble ’ s (P&G) innovation strategy is not focused only on generating innovation from inside the organization but from outside 


Peering in the Dark

type of activity and discipline (including non - profi ts and NGOs). Here is an innovation strategy example from the Executive Summary of the International Fund for Agricultural Development (IFAD):   

 As a result of IFAD ’ s Action Plan for Improving its Development 
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 Implementation will involve the entire organization and it 

will take place in the time frame of the IFAD Strategic Framework 

2007–2010. The Fund will establish an Innovation Services 

Group, which will facilitate its innovation efforts and advise 

Management on related matters. 
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different stages of innovation maturity. Because of this, even if you found out what your competitor ’ s innovation strategy was, it would be of no use to you. It is necessary for an innovation strategy to be tailored to  your  organization ’ s level of innovation maturity,  your  cor-porate strategy, and  your  innovation vision. 
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professors Christian Terwiesch and Karl T. Ulrich, and I think it allows executives to determine at a glance where their organization is across the spectrum. I hope you fi nd it useful.    

 

  Incremental versus Disruptive Innovation 


Peering in the Dark

  2.   Customer Intimacy Zone  

•  Line - Extension Innovation  •  Enhancement Innovation  •  Marketing Innovation  •  Experiential Innovation    
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Peering in the Dark

•  You cannot build a healthy innovation ecosystem unless you 

engage in open innovation (an innovation ecosystem is a net-work of suppliers, partners, academics, customers, and even competitors that you work with organically to bring solutions to market).  
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 Without an innovation strategy, an organization can fi nd itself 

pulled in many different directions, dissipating its innovation energy and preventing it from accelerating its innovation pace by combining the outcomes of strategically related innovation efforts. 

 Finally, even those organizations that have successfully created 
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from employees and the intellectual innovation that occurs on directed innovation projects. 

 Let ’ s take a look at the importance of innovation goals and how 

to set them. In Appendixes  A  and  B  you ’ ll fi nd a customer permis-sion analysis approach and visual frameworks that may also help 


Setting a Course Blindfolded

  The Influence of Customer Permissions and Visual Frameworks on Your Innovation Strategy and Goals 

 Organizations can try to innovate in all parts of their business at 
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•  Would a new business model help create a better path to your 

customers?  

•  Is there a business that is struggling that you might need an 

innovation effort to help it jump to the next curve (think 

Motorola and mobile phones and the importance of the 


Setting a Course Blindfolded

where people should be focusing their innovation efforts and will help make people ’ s efforts more effi cient. Without innovation goals, your innovation strategy may appear too broad and you may lose participation because people won ’ t see the relevance. But with innovation goals, participation will be higher and you will have a 
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at methods for knocking down insight barriers and helping organiza-tions generate better customer insights.  

  Four Lenses of Innovation 

 There are many different ways to look at generating insights. My 

What Are They Really Thinking?

 In today ’ s interconnected world, we are in the midst of a cus-tomer revolution. Today ’ s customer has unparalleled access to pricing and product information to enable a more informed and eco nomic purchasing decision. Today ’ s customer benefi ts from marketing develo pments such as mass customization, mass personalization, 
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groups as disparate as user documentation, branding, and warranty service can seek to understand and ultimately improve their contri-bution to the overall quality of the product or service. But will this by itself lead to innovation? 

 As the innovation velocity of an organization becomes a more 

What Are They Really Thinking?

1. Trend spotting.  

  2.    Putting emerging behaviors into context for a business.  

  3.    Putting emerging needs into context for a business.    

 Only at the very beginning of a business, when it is all or noth-
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 The one skill that all three share in common however, is the abil-

ity to disconnect one ’ s own perspective from the changing perspec-tives of others. Whether you as an organization choose to hire people into these roles, hire in consultants to provide this insight, or spread the responsibilities around the organization, you must have a strategy. 

What Are They Really Thinking?

1.   The quality of the insights a company has identified to build 

ideas upon.  

2. The organization ’ s ability to turn their insight - driven ideas 

into reality.    
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key differentiated idea built on this insight (apart from the beautifully designed phone and new user interface) was that of the App Store. In building their phone around this insight, they were able to create a device that not only could play music (and help to protect their digital music player market from being disrupted), but could also 

What Are They Really Thinking?

 The launch of the iPhone was a home run. People immedi-ately lined up around the block to get it when it fi rst came out. The launch of the Apple iPad, as I said before the launch, will likely turn out to be much more like that of the iPod — a single followed by a few more singles to fi nally score a couple of years later. Why? 
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the device in use. So it has to be a fourth screen for most people. And that is the way they ’ ve launched it. The iPad is a fourth screen for people who have lots of cash and can afford to have the iPad just laying around to pick up and use when their iPhone screen is too small and they can ’ t be bothered to go boot up their computer. 

[image: ]
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What Are They Really Thinking?

 For the iPad to become an innovation, Apple is going to spend probably two to three years in the Solution Education phase for the iPad (similar to the iPod).   

•  Getting it in customers’ hands.  
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connects to your iPhone and can also transmit touch and gesture input for those times when you want a bigger screen. When you get to work you put your iPhone on the desk and it connects to your monitor, keyboard, and possibly even auxiliary storage and process-ing unit to augment the iPhone ’ s onboard capabilities. Ooops! Time 

What Are They Really Thinking?

Aim your insights here

* Timescales flexible

0       3       6       9       12      15      18      21      24      27      30

Innovating                      Innovating for                 Innovating for the Past                       the Future Present               for the Future
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of the product, service, and/or branding or messaging will need to be prepared to address last-minute customer insight discoveries that can ’ t be incorporated into the product or service or  branding/mes-saging at launch. 

 So, will your team have the fl exibility necessary to innovate for 
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1000 ideas submitted

100 small

experiments


Shining a Light on the Customer Problem

3.   Posing targeted challenges to a group of people. These chal-

lenges could be for final solutions or for the most challenging components of a final solution. They could be proposed to:  •  Workgroup or department  •  Business unit  


Stoking Your Innovation Bonfire

  Idea Quality 

 The quality of the ideas that your organization will be able to gener-ate is a function of the following elements.   




Shining a Light on the Customer Problem

  The Idea Generation S - Curve 

 One of the hidden and nasty realities of the innovation movement, much like the quality or value movements, is that any improve-ment effort typically follows an s - curve as organizations expand the 
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nuggets that they have been saving, they are done. They may never submit another good idea as long as they work for your organization.   

 There are two other main reasons that organizations ’  innova-

tion efforts will eventually run out of steam. The fi rst is that each idea generation methodology has a theoretical limit (it ’ s only capa-


Shining a Light on the Customer Problem

2. Conscript

•  The Conscript has a lot of great ideas but doesn ’ t willingly 

share them, either because such people don ’ t know any-one is looking for ideas, don ’ t know how to express their ideas, prefer to keep their head down and execute, or all 
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9. Evangelist

•  The Evangelists know how to educate people on what the 

idea is and help them understand it. Evangelists are great 

people to help build support for an idea internally, and 

also to help educate customers on its value.      
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  OVERVIEW

 The lack of formal idea evaluation policies or transparency on their makeup, plus the lack of clear separation from idea genera-tion, can block innovation output in organizations. Also a problem 


Picking a Winner Without Looking

  Separate But Equal 

 When it comes to innovation, it is generally necessary for organi-zations to have a pot of money set aside for funding innovation projects or it will never happen. It is too easy for managers to fund 
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ⵧ What changes are involved (concerning the customer or the 

company)?  

ⵧ How simple or complex will the execution or implementa-

tion of the idea be?  

ⵧ How soon could the proposed solution be put into 


Picking a Winner Without Looking

questions are representative of what will be required to make accurate evaluations of ideas.  

  Idea Challenges 

 If your organization decides to open up its idea submission process 
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answer whether the most important obstacles can in fact be over-come quickly at this time.  

  Saying No in the Right Way 


Picking a Winner Without Looking

try to create cross - functional teams to explore and evolve ideas that have been submitted —  before  they are evaluated. Does your organi-zation have teams that try to evolve promising ideas before they are evaluated?  
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portfolio already contains enough projects of the same type, then the panel may have no choice but to say  “ not now ”  until the follow-ing conditions apply.   

•  Some longer - term projects are completed.  


Picking a Winner Without Looking

•  Maintain the integrity of the idea evaluation policies and pro-

cesses by holding the members of the selection committee accountable for following the guidelines and by rotating new members in over time.    

C H A P T E R 7
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your organization have idea lock - in challenges where it is okay to fail but taboo not to complete a resourced project (even if it proves to be a bad idea)? Does your organization have suffi cient beta or test market processes in place? Does your organization do a good job at nurturing and evolving a potential radical innovation, or is 


Going to Market Blind

sure that your solution not only delivers more value than every exist-ing alternative, but also that it delivers enough value to offset any switching costs, and does so at a price that allows you to earn a profi t from the relationship (not necessarily just from the transaction). 

 Customers also have to understand all of this fi rst before they 
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 About the same time, Compaq engineers came up with a way to 

build a hard - drive - based MP3 player with 6 GB of storage capacity, allowing  200 times the storage capacity  of the 32 MB FlashRAM - based players dominating the market at the time, but the project got a  “ no! ”  from Compaq management. 


Going to Market Blind

45,000,000

40,000,000

35,000,000

30,000,000
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available, Apple strolled in and made Compaq ’ s idea truly valuable, and as a result Apple waltzed off with the lion ’ s share of the market. 

 Lost in all of this history and analysis is the fact that the graph 

starts in 2004. Apple launched the iPod in the fall of 2001, mean-ing that the iPod didn ’ t start catching on for  three years  and didn ’ t 
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  Slow Innovation Case Study — The  VCR  

 When we think about the VCR, the fi rst thing we often remember is the Beta versus VHS format war, but that was only a small part of the history of the VCR. The Ampex VRX - 1000, the fi rst commercially suc-
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in the United States beginning in 1992; Mosaic was introduced in 1993; and Google came along in 1998 (see Figure  7.2 ). Does that look like seven years to you?    

  Slow Innovation Case Study — Southwest Airlines 
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the truth is that technology adoption and innovation creation is not accelerating, but people are instead moving the starting line closer for newer technologies. Mobile phones have been around more than 50 years and transmitting data since 1992 when the fi rst Short Message Service message (SMS) was reportedly sent. 
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 But Apple understood that iTunes was a very valuable piece of 

software. Not only that, Apple knew it had a huge installed base, but it also knew that the iPod did have some limitations in certain applications — like during running and other active sports. In addi-tion, iPods weren ’ t cheap, competitors were catching up, and Apple 


Going to Market Blind

Motorola ROKR), it was the iPhone in 2007 that was the epitome of a valuable device. Microsoft meanwhile backed the wrong insight with their launching of the Zune. While music sharing might be a use-ful concept to bring to customers, it is not nearly as valuable to cus-tomers as carrying around an Internet device in their pocket with a 
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least inside the organization), this can hamper an  organization ’ s ability to pursue disruptive innovations. Incremental innovation often comes from implementation, while disruptive innovation often comes from imagination. We will examine the roles that different kinds of innovation play in organization success and look at how to remove 

Have You Had an Innovation Lobotomy?

•  What qualities in individuals are most valued in our 

organization?  

•  Is who you know or what you know more important in our 

organization?  

•  Is performance on special projects or core job performance 


Stoking Your Innovation Bonfire
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cannot command

Creativity

Have You Had an Innovation Lobotomy?
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Flexibility

Passion                  Fun               Purpose




Stoking Your Innovation Bonfire

and I ’ m not really  worried about failing because I feel confi dent that I could always get a job working for someone else because I ’ ve done that successfully before. 

 Another study by Lile Jia of Indiana University found that simply 

changing the story told about a problem that a group of undergrad-

Have You Had an Innovation Lobotomy?

are allowed to stretch beyond their comfort zone, take risks, and become empowered to try new things, innovation often ensues.  

  Bringing It All Together 

 Most organization psychology blockages come down to fear. Feelings 

C H A P T E R 9
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  OVERVIEW

 Nothing prevents organizations from reaching their full innova-tion potential more than barriers posed by the structure of the  organization itself. This includes the creation over time of a silo 

 Do Your Policies and Processes Keep People in the Dark?

  Some Secrets of Continuous Innovation Are Nothing New 

 When it comes to information and structure, the real secret to suc-cessful and sustainable innovation is nothing new. It involves creating 

[image: ]
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 To generate high - quality insights, the organization has to work to 

transform data into information so that information can be turned into knowledge before ultimately that knowledge and informa-tion are distilled into useful insights. To successfully create the best insights, often organizations must effectively pull together the right 

 Do Your Policies and Processes Keep People in the Dark?

complexity of the overall system. How likely do you think it is that the information and knowledge about all of these stakeholders is in a central location? How likely do you think it is that stakeholder expertise across all of these different groups exists in a single indi-vidual? This leads to two key questions.   
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  2.   Engage in horse trading . — Their concept here was illustrated by 

an example involving NYPD ’ s transit and parole units. One 

was starved for office space and running an excess of motor 

vehicle fleet inventory, and the other had extra office space 

but could use a few more cars. After leadership brought a 

 Do Your Policies and Processes Keep People in the Dark?

manager, as a way of becoming exposed to an area of the business that they are interested in but have no exposure to. This program started in the marketing group, but it is now expanding to other parts of Cisco. The cost of the program is a little bit of short - term ineffi ciency in the human resources system, but the benefi ts  of 
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decisions and drive execution that ’ s good for both our custom-

ers and our shareholders.   

 And here is another interesting quote from Keith Goodwin, Cisco 

Senior Vice President, Worldwide Channels, from the Cisco blog.     

 Do Your Policies and Processes Keep People in the Dark?

is transforming its organizational structure to better allow itself to pursue reverse innovation. At the beginning of the case study, GE is pursuing a traditional  “ glocalization ”  approach where companies develop great products at home and then distribute them world-wide, with some adaptations to local conditions (often slight modifi -
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 So, what ’ s the bottom line of GE ’ s efforts? GE ’ s businesses in 

China will grow 25 percent this year, thanks to strong contributions from LGTs. GE has more than a dozen LGTs in China and India, and while GE ’ s R & D centers in China and India are still predomi-nantly focused on initiatives for developed countries, they now 
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right. Put another way, organizations often focus on what they ’ ve already done and moving it forward (often in an incremental way). Organizations also invest in defending and extending the core products and services that made them successful — focusing a huge amount of energy on protecting their fl ank. Don ’ t get me wrong, 


Keeping the Lights On

make sense to include everyone in your organization in your inno-vation efforts? And possibly people outside your organization?  

  Innovating in a Crisis 

 Companies that only have the courage to innovate when there is a 
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in a small core team of people (maybe only allocating part of their time) to serve as innovation shepherds — identifying and cataloging innovation best practices and building the innovation capabilities of the organization so that all innovation projects in the portfolio may benefi t.  


Keeping the Lights On

How do you collect ideas and suggestions from 

employees, customers, etc.?

76 responses since March 25, 2010

100%

80%
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how you are going to address these fi ve tasks, both in the software and in your organization ’ s policies and processes.  

  Innovation versus Flexibility 

 Does your organization focus on identifying only new innovation 
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to execute upon the insight and bring the product or service solution successfully to market? 

 If you live in the United States, you may be familiar with a cou-ple of failed airlines — Ted and Song. United started the ill - fated Ted, and Delta started the equally unsuccessful Song in response 
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Employees
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a  company to trust for reliable consumer electronics. They also had to imagine what it might mean to download music digitally (without any physical media).    

Changes for employees  — Disruptive innovations often require 
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Changes in marketing  — New products and services (especially dis-

ruptive ones) can require Marketing to fi nd and build relation-ships with completely different types of customers and/or require Marketing to speak to customers in a different way or to reach them through different channels.  
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 You can see that while an organization is imagining how to take their creative idea and transform it into a valuable innovation in the marketplace, they also should be imagining all the changes that are going to be required and how they will implement them. This is no small feat, but with proper planning, organizational learning, 
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of hundred people to read my articles each day. Then at the start of 2009 I completed a marketing strategy project for Wunderman and Microsoft Windows Live, and, using some great tools includ-ing Website Grader, I discovered that the blog had some technical challenges. After fi xing those, traffi c to Blogging Innovation fi nally 
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is an important distinction to understand in order to make sure you are hiring people to power your innovation efforts who are passion-ate and not obsessive. Here are a few key quotes from the article:   

 The first significant difference between passion and obsession 
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project on, organizations often use ethnographic research, 

focus groups, or other very  social  methods to get at the 

insights. Great innovators also make connections to 

other industries and other disciplines to help create the 

great in sights that inspire great solutions.    
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but was astute enough during the social execution phase to rec-ognize that the most used feature was one that allowed people to share photos. Recognizing that there was an unmet market need amongst customers for easy sharing of photos, Flickr reoriented its market solution from video game to photo sharing site and 
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What is your organization’s biggest barrier to innovation?

543 responses since March 3, 2010

100%

80%
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543 responses since March 3, 2010

100%

12%

20%

25%                             25%

80%               33%                                       11%

67%                             22%

60%      25%

40%
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543 responses since March 3, 2010

100%

11%                           8% 13%

33%             7%             6%             15%

80%

11%            12%

60%
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  The biggest barrier I see is often organizations fail to recognize any quantifiable value in innovation. And these days it is all about getting the most out of your IT budgets. Unfortunately, innovation often does not have a quick return on investment and with CxOs looking to make their mark in months instead of years, innovation takes a back seat to 
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brilliance? We ’ ve provided the tools you to need to fi nd ways to con-tinually provide the marketplace with revolutionary solutions to cus-tomer problems. Now get out there and do it! Don ’ t let your brilliance fade. Knock over your unique barriers to innovation, create a healthy cooperation with the need for operational excellence, and let your 
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Customer Exploration       
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Component

Initial Relationship                                    End Relationship

Relationship

 

1. Initial Relationship


Appendix A

 

Component

Initial Relationship                                    End Relationship

Relationship

 

  2.   Component Relationship


Appendix A

lender, the mortgage lender has the ability to influ-ence other parts of the purchasing journey, such as the  vendors selected for home inspection, title insurance, home appraisal, and so on.            


Appendix A

your customers. You must ask them, and you must carefully select a representative sample of all of your customer types to ask. There are three main levels of customer relationships.   

  1.   High
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Here are some general examples of where the customer relation-ship type may be more powerful.   

  1.   High Level

•  The airline industry is likely to have a high permission 


Appendix A

organization can identify ways to move from a low level relationship to medium or medium to high. It may be possible to move from a low level relationship to medium or medium to high, but this will take a commitment, extensive work on the part of the whole organization, and is ultimately only possible with the permission of the customers.  


Appendix A

understanding of expectations up front and partners must adhere to a set of standards that protect the organization ’ s relationships and allow the partner to add value. 

 Ideally, in a perfect world, you would like your delivery of ancil-

lary product and service recommendations (assuming you have 
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Visual Frameworks for Guiding 


Appendix B

ought to be included in the framework. The operations framework especially will require a great deal of organizational expertise to be input and ultimately to simplify it to a useful level of detail. The team probably will not be able to create these frameworks in one attempt. 
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Stage 1: Check - In

• Description: This stage is the first face - to - face interaction 

the customer has with the airline and sets the tone for the 

entire experience.  

• Idea Examples: Supplemental revenue or added value prod-
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don ’ t seem to understand this and put the majority of their commerce facilities outside the security checkpoint. Airline passengers will feel permission to linger at this point of their journey and are much more likely to make a purchase, and even to come to the airport early if good 
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Stage 4: Baggage Claim

• Description:  This is a very mundane stage characterized by 

people standing around waiting for their luggage to come 

by. Advertising signage in this area is controlled by airport, 

but there are still creative opportunities here.  
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  Example #2 Buying with Cash Online — Visual Framework (Customer Journey) 

 Our second example will be based on thinking developed back in 2004 for the electronic payments industry in the United Kingdom, 
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• Idea Examples: Supplemental revenue ideas for this stage 

include staples such as advertising, complementary or supplementary product recommendations, creating prod-uct bundles, or negotiating product placements. Product  placements differ from advertisements in the Internet 
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supplementary product recommendations, creating prod-

uct bundles, negotiating product placements, or includ-

ing external product review content on your site for free 

or for a fee charged to the publisher for featuring their 

publication.    


Appendix B

before continuing to shop or is truly through shopping, the major supplemental revenue ideas for this stage will include the same staples such as advertising, complementary or supplementary product recommendations, or creating product bundles.    
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• Idea Examples: Supplemental revenue ideas include 

advertising and opt - ins for other companies ’  e - mails who 

specialize in payment methods.    

Stage 13: Order Confirmation

• Description : This stage lets the organization ’ s customer (no 
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Stage 17: Order Shipped

• Description: This stage involves people in a warehouse or 

a garage somewhere shipping products out via a shipping company, or in an office directing individuals to go and perform services.  
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  Example #3 Lemonade Stand — Visual Framework (Operations) 

 We will now take a look at a visual framework for a simple operations scenario (a brother and sister operating a lemonade stand) that every-
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pitcher. For the lemonade stand we will need ice, cups, 

a table, money for making change, a money box, and an 

ice chest. For marketing we will need cardboard, markers, 

nails, and a hammer.  

• Idea Examples: Some cost - saving ideas include buying the 
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 customer ’ s perceived value and likelihood to act, or solic-iting volunteers to help hang signs or to allow signs to be posted on their property.    

  Stag e 4: Sales
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  Example #4 Lemonade Stand — Visual Framework (Customer Journey) 

 To conclude we will now look at our lemonade stand example through the lens of a visual framework of the customer journey and 
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Stage 1b: Walk by lemonade marketing sign

• Description: This stage occurs when the prospective cus-

tomer walks by one of our lemonade marketing signs (or a person holding one) and takes notice.  

• Idea Examples: Creative ideas include dressing up signs 
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throughout the season, loyalty punch cards (buy 10 this 

summer and get one free), and passing out advertisements 

for sponsors.    

Stage 4: Purchase Refill

• Description:  This stage occurs when the prospective cus-
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be able to see where they fi t) — enabling much better relevancy and categorization. 

 You now should have everything you need to begin constructing your own visual frameworks. Please do not forget to create these frameworks with a cross - functional team of three or four people 
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The Innovation Baker ’ s Dozen       
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The Innovation Baker’s Dozen
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1. Gather seeds

2. Plant

3. Nurture
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 i.   Does your organization repeatedly remind visitors 

of their availability and encourage visitors to sub-mit suggestions, or at least make them available in a prominent place?  

 ii.   Has your organization made someone responsi-
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2. Plant

• Definition: Until a seed is planted, it has the potential to 

blow away in the wind or to get the lost in the vast spaces 

of the barn. Success in this stage is defined by how well 

the organization stores the potentially innovative ideas 
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 i.   Do you notify the idea submitters how and when they 

may help to nurture their ideas?  

 ii.   Do you notify the idea submitters how they may 

encourage others to help nurture their ideas?  

1.   Do you have a nurturing invitation submission 
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in this stage is defined by how well the organization har-

vests those potentially innovative and relevant ideas and 

prepares them for the next stage ( Separate wheat/chaff ). 

Organizations will vary in how relevant ideas must be to 

make it through the harvest stage.  
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stage because some promising and definitely innovative ideas will be left behind because their readiness for com-mercialization or expected market return is insufficient. Success in this stage is defined by how efficiently the orga-nization selects the winners and how accurate their predic-
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e.   Do you have a budget and a process for making a match 

between the budget and the available ideas?  

f.   Do systems exist for tracking wheat/chaff idea decisions 

and communications of outcomes?      

6. Mill
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preliminary work on developing their ideas and hopefully begun to run into problems. The main purpose of this stage is to bring the various project teams together to present:  

a.   The ideas they are developing.  
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b.   Are there criteria in place to evaluate whether the 

project team has put sufficient research, development, and evaluation effort in to enable a well - designed finished prototype?  

c.   Does the composition of the project team need to 
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10. Bake

• Definition: At the end of the rise stage, have the project 

teams get together and share anything that they couldn ’ t help themselves from jotting down during the break. Now is when you build the finished prototype, the prototype that 
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b.   Does your organization typically have internal or exter-

nal focus groups on standby in case the newly developed product or service is a go?  

c.   Do your project teams typically transition seamlessly 

from promoting their idea internally to promoting it 
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 i.   Is there a system in place to recognize the idea submit-

ter and the project team for advancing the idea this far even if the idea they have developed is rejected?    

i  .   Are funding and resources budgeted for those ideas that 

are judged to be a  “ go! ” ?  
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provides you with the tools you need to reframe  very successful organization began as a  E

your business’s innovation strategy and goals  nimble, innovative start-up with the ability  Get back that innovation mojo!   

and successfully supply the marketplace with  to course-correct and quickly adapt to  ST

revolutionary solutions to your customers’  the needs of its customers. But along the way, 

 

“ Innovation is all about taming the unknown. In large companies,                O                       S T O K I N G

issues. Knock down your barriers to innovation.  success and growth may have caused changes 
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