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HISTORIC MODEL OF CLOSED INNOVATION

Research

==========

Development
Inputs
_— . Market
Inputs
s = Boundary of
organisation
HISTORIC MODEL OF CLOSED INNOVATION
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GM
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OPEN INNOVATION

Research Development Commercialization
Ideas/technologies Line extensions

Outlicensed Product In-licensed Via partners

. .
Inputs . LARR "JEREREEY NN
— )
Inputs 2 I X, R
—_—
Academic .
Technology/Ideas colaborations Joint ventures
In-licensed
Other firm’s
market

Licence, spin Our new
out, divest market
Internal
technology base
—/"’\

Our current

Internal/external
market

venture handling
External technology
insourcing

External technology base

Stolen with pride from Prof Henry Chesbrough UC Berkeley, Open Innovation: Renewing Growth from
Industrial R&D, 10th Annual Innovation Convergence, Minneapolis Sept 27, 2004

6 C 2002 HENRY CHESBROUGH EIRMA SI6 111, 2005-10-20
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. THE CHESBROUGH FUNNEL

Other Firm’s

. . Market
Licensing
Technology __ New

Internal Sgin-offs _ Market
Technology / a t
Base . urrén
Market
External s
Technology '* 1
Base ——

Technology Insourcing

=== “Open” innovation strategies  Source: Chesbrough (2006)

HENRY CHESBROUGH

UFEN
INNOVATION

The New Imperative
for Creating and Profiting
from Technology

HENRY CHESBROUGH HENRY CHESBROUGH

NAMED A “TO

OXFORD

NEW
FRONTIERS

m OPEN
INNOVATION

OPEN

Business Models

How to Thrive in the
New Innovation
Landscape

HENRY CHES!
WIM VANHAVERBEKE, & JO! 2

RETHINKING YOUR BUSINESS TO
GROW AND COMPETE IN A NEW ERA
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INBOUND OPEN INNOVATION

4 Stage Process Model

Obtaini | . . alizi

. Focal Firm
Innovation o1 » Customers
Source' R&D ! e
4F unctions
Interaction

F Sources may include suppliers, rivals, complementors and customers.

INDUSTRIAL REVOLUTIONS

FIRST SECOND THIRD FOURTH
Mechanical Production Mass Production Digital Cyber-Physical Systems
Steam, Water Electricity IT, Electronics Physical + Digital + Biological
—— —_— o = ——
1784 1870 1969 TODAY
First power loom First assembly line, First programmable Cyber-physical systems
Cincinnati slaughterhouses logic controller (PLC) and robots learning from humans

10
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Cloud Computing

Blockchain Big Data

DIGITAL

Internet of Things Virtual Reality

Artificial Intelligence '( Augmented Reality
Autonomous Vehicles M PHYSICAL Neurotechnology
Advanced Robotics 3 .. g)) BIOLOGICAL /4= Synthetic Biology
<,
New Materials . e - Bioprinting
3D Printing Genetics

COMPUTING POWER

Tt SINGULARITY
s JALLHUMANBRAINS e 888
1020_

105 _| ONE HUMAN BRAIN ﬂ
T Y o <

NVIDIA TITAN

Computations per second per $1,000

5
10° IBM BLUE GENE

PENTIUM PC

10° IBM 360
DEC PDP-1
N\
o | 1 1 | 1 | 1 1 | 1 1 7
104 1950 1960 1970 1980 1990 2000 2010 2020 2030 2040 2050
Time
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INDUSTRY LIFE-CYCLE

R&

TRADITIONAL I FUTURE

| |
100 YEARS 2
: ) !
N
7

@—— INTRODUCTION > GROWTH > MATURITY > DECLINE ———@

70
60
50
40
30
20

10

0
1960

LIFESPAN OF S&P 500 COMPANIES HAS DECREASED FROM 67 TO
20 YEARS

Year (each data point represents a rolling 7-year average of average lifespan)
Data: Innosight/ Richard N.Foster/Standard & Poor’s

HALF OF THE EXISTING S&P 500 COMPANIES HAVE DISAPPEARED IN THE LAST 20 YEARS

S&P 500
Average S&P Company life-span, years

Projected, based on
current data

e

1965 1970 1975 1980 1985 1990 1995 2000 2005 2010 2015 2020 2025 2030
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SILICON VALLEY DISRUPTS ITSELF

'ﬁ":‘\j’ﬁ‘ LEADERS OF SILICON VALLEY, 2000 - 2017
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SILICON VALLEY DISRUPTS ITSELF
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'ﬂ"l/"'ﬂ\ LEADERS OF SILICON VALLEY, 2000 — 2017

AV amom 5S¢ wm
.;:ll's.élt; ehY :A Google Frujitsu m

2 &= “]ntult"x Mapgor HI I, @auntper

B S, o Samiske 55

S NVIDIA.

® symantec. @m Yx 3com Microsoft
NI o Eadaprec M- %I
A~ ARICENT  [ASUSS QNe PayPal

16



9/21/23

TRADITIONAL COMPANY FUTURE COMPANY

BOARD OF DIRECTORS BOARD OF DIRECTORS

CEO CEO

MACHINES EMPLOYEES ROBOTS, Al EMPLOYEES

IN 10 YEARS, IT IS PREDICTED THAT

40% OF FORTUNE 500 COMPANIES
WILL NO LONGER EXIST.

18
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Why new organizations are ten times
better, faster, and cheaper than yours

(and what to do about it)

SALIM ISMAIL

AEL

A SINGULARITY UNIVERSITY BOOK

Degree of
fresh
thinking,
creativity,
innovation
and change

%,

\{’ Strategic Inno
BE @O®O

ANDRES OPPENHEIMER

EXPLOSIVE
GROWTH
*

100 MILLION USERS
CLIFF LERNER

DEBATE

EVIDENCE EVERYWHERE ‘

Radical novation
Explore endless possibilities
Aske *"how might we?’’
Create the fukure

Logical improvements

Devgor adjacent products,
services, markets and business models

O’feraﬁov\s
Improve the existing
business model

; Time
vation Canvas

Concise, actionable and insightful

DISRUPTIVE
TECHNOLOGIES

UNDERSTAND
EVALUATE
RESPOND

ENGAGE//
'NNOYATE

20
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Overcoming
Technical .
Risk in New Horizon 2
Solutions
Product Core Business:
Horizon 1
Market

Horizon 3

Horizon 2

New Market
Opportunities

Evangelos Simgudis

21
l THREE HORIZONS OF INNOVATION
L
Horizon 3
Sales /I;zon 2
ﬁori;n : | Time -
Mature Business Rapidly Growing Business Emerging Business
our established capabilities
Source: Baghai, Coley, White

22
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l THREE HORIZONS OF INNOVATION

Sales

I
| |
Horizon 1

Time

Existing Mission Model:
Process Innovation

Execute Core Mission

23

l THREE HORIZONS OF INNOVATION

Partially Known
s P | il 008

Sales ﬂ;zon 2

Time

New Opportunities via

Mission Model Innovation

Extends Core Business

24

9/21/23
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’ﬂ‘vi ;SI “ﬁ:!“/ﬂ:‘;\;\%l
/ Horizon 3

Sales /—-
K Time

New/Disruptive
Mission Model

Search
25
l CAPABILITIES/RISK ASSESSMENT
Partially known
'Y - o
Sales 1, “ 1 /H—o'rizon 2
ﬁ;n 1 Time -
Existing Capabilities ]
Low Risk Some Capabilities
Moderate Risk Need New Capabilities
High Risk
26

13
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I

INNOVATION ALLOCATION
ACROSS HORIZONS 4y

Partially known

70%

Sales

4 & :‘« . 3»,,..”,., I ‘
K i -

The “Golden Ratio” of R&D investment

27
RETURNS ACROSS HORIZONS .
20% T
10% FTartiaIIy known
Sales 1,, “ |
ﬁ;z;n 1 Time .
ROl 1-3years ROl 4-6 years ROI 4-10 years
28

14
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TASKS BY HORIZON

s [ | Pl 55 5 ’“” ‘ Horizon 3
Sales “ v | m:rizonz
ﬁ;nl TimeA
Improve Extend Search )
* Partner * |nvest * Invent
* Acquire * Partner * |nvest
* Acquire * Acquire
29
. OLD SCHOOL INNOVATION PIPELINE
‘ Hackathon . Incubation » Acceleration . Acc(e;II:lr,:tIion
< Internal and External Funding >
30

15
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CORPORATE INNOVATION VALUE CHAIN

Discovery Strategy Planning Tactical
& Assessment & Mapping Implementation
o Environment: What is out there? Gap Analysis Infernol‘
:tE Innovation Tours Porter 5 Forces Model Innovation Teams
(2] Industry Reports One Year Center of Excellence
c Two Year Intrapreneur Programs
3 Five Year Plan Innovation Outposts
o Environment: What are others doing? University Partnerships
o Competitive Mapping
Industry Reports
Porter Model External
Corporate Accelerators
Team: Who do we have? Corporate Venture Capital
Berkeley Innovation Index - Investment
- Acquisition
31
Discovery Strategy Planning Tactical
& Assessment & Mapping Implementation
Environm.entcl Proof of
Current Mapping Internal Identify New Concept
Csorporo‘fe Project . (Eops | Corporate cScou'r fc?r Sc&}oekof Evaluation
tr:reglc P YR— T{ xterna Sieile ompanies or|
an Talent esources Plan X
PO —— Full Project
32

16



SIMPLE EXAMPLE

9/21/23

Competitive Analysis Scouts the tech scene

says UIA lacks Doesn’t have internal in Ukraine and finds

dynamic pricing talent to implement DPI (Dynamic Pricing
capability Inc)

HORIZON T CORE INNOVATION

Puts them under
contract for o Proof
of Concept (POC)

17
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Business Model Development & Innovatlon (BMDI ™)
An lterative Approach to f the Approprate Business Model for Products

e | [b08) @ h- b

/ P i DY |—.
E T P =

L] |
[

-
~—

@@E} |
" BwD

d
-----

Baseline Appropriate
- ) - Business Model

35

PRAVEX BANK EXAMPLE

18
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Scouts the tech scene
in Switzerland and

Pravex Bank wants Doesn’t have internal Puts them under

to offer Bitcoin capability to contract for o Proof

services implement ies I::::;I: lﬁleclrlng of Concept (POC)

HORIZON 2
NEW PRODUCT TO EXISTING CUSTOMERS

TEN TYPES OF .p'
B

E I!ISI:IPlINE OF 1
;'I'JII.DIIG BREAKTH HROUGHS '

AFTIIN AN ENNENES NOILVAONNI 40 SIJAL N3L

E
2
B

38
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Network
Connections
with others to
create value

Process
Signature or
superior methods
for doing your work
outside of
operations

Product System Channel Customer
Innovating the How you interact Engagement
product system with stakeholders Distinctive

interactions
you foster, including
joint ventures

and access or
create new
markets

Brand Customer
Engagement

(E.g. production or
innovative use of
byproducts)

Product ' Product
Performance | System

CONFIGURATION EXPERIENCE
Profit Model Structure Product Service Brand
The way in which Alignment Performance Support and Representation
you make money of your talent Optimize extracting enhancements of your business
and assets core products more that surround and how you
effectively, to higher your core operations create trust in
quality your brand

39
# # #
SOURCE SELECT MOBILIZE ANALYZE
o ~~
®), I~ >y [
Y O \ ~ - -
~ - Match to business, . )
-Venture Capital, - Innovation Briefs function -Validate business
Accelerators, care
Networks -Selection Criteria -Establish
resourcing -Measure ROI
-Initial Review -1-1 Assessment )
-Make the case for -End Pilot
-Learn / See "What's -Rough Business funding )
Possible" Case -Expand, if
-Initiate Pilot/PoC successful
40

20
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Startup Financing Cycle

Equity Crowdfunding & Crowdlending
VCs, Acquisitions/Mergers & Secondary Offerings
Accelerators Strategic Alliances
Ll -+ >
- Angels, FFF Later Stage
=2 -— > —
U>J Seed Capital Early Stage
(8] Co-founders -
o
Public Market
Mezzanine
IPO
3rd
Break even
: 2nd
Y 1a
Valley of Death Tl M E
41
Startup Financing Cycle
Equity Crowdfunding & Crowdlending
VCs, Acquisitions/Mergers & Secondary Offerings
Accelerators Strategic Alliances
(| -« >
2 Angels, FFF Later Stage
Z -~ —- _____—-’
g Seed Capital Early Stage
(1N} Co-founders —
o
Public Market
Mezzanine
IPO
Stay Away
Too Risky
Maybe
Aqui-Hire
42
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Startup Financing Cycle

Equity Crowdfunding & Crowdlending

>
>

A

Too Risky

Maybe
Aqui-Hire

TIME

Publlic Market

VCs, Acquisitions/Mergers & Secondary Offerings
Accelerators Strategic Alliances /
% Angels, FFF D Rt -
=2 -— > -—
L Seed Capital E —
> arly Stage
(8] Co-founders -
o
Scaleu
Mezzanine
Cooperation!?o
Stay Away e g
Zone

43

Accelerator Ecosystem

STAKEHOLDER MAP INTEGRATED ACCELERATOR

I Accelerator
leadership I
Innovation leadership I

@)
oy cf@\)
Accelerator
I @ @ e) teams (3-10) I
I Innovation

Coaches

Sponsor team

44
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Point of View

Questions for a Successful Business Model

Process New
45
STRATEGY
IDEATION ALIGNMENT EXPLORATION SELECTION VALIDAI\TION GROWTH
— (2 weeks) Problem/Solution Fit : Product/Market Fit Scale
(3 months) (12-24 months) (Ongoing)
IDEA —
SUMBISSIONS i ‘
INNOVATION BUSINESS PROBLEM MVP
THESIS MODELING DISCOVERY LAUNCH
IDEA ' OPERATIONS
’ BRAINSTORMING : , INTEGRATION
PROBLEM : TRACTION IDEA SOLUTION BUSINESS MODEL
THEMES MODELING SELECTION VALIDATION : REFINEMENT
IDEA I ; ; BUSINESS MODEL
H : GROWTH
HACKATHONS " PORTFOLIO | | CUSTOMER/PROBLEM MVP ; BUSINESS MODEL
MANAGEMENT FIT DEFINITION : OPTIMIZATION
CUSTOMER : §
REQUESTS
46
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i‘i.a bs

Strategic Ad-hoc

discussions projects &

Crowdsourcing: < e ..... L

employees and Iteration e

partners ideas Incubators/
accelerators

programs
Startup
observatoryand New
awards markets

Business Solutions W Prototypes
challenges

Partnerships with

corporations . @
R&D
departments New
¢ New clients
Agreements with services
universities and
technological centers ‘
47
= Q ©) a2 & A
Ideas Innovation Canvas Scout & Assess  Select Partner ~ Test & Pilot Scale Up
|
Set Marketing Testing Marketing Testing ‘
Priorities Audience Building Audience Building
| Exising offerings
o & || o
o il e
0 Defining
0 . solution UU : H -
o ' ﬂ B H oooooooo New offerings
D > perop > . Ll New customers
Governance >
48
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° Innovation Operating Model

o Partner Network Sourcing o Rapid Protptyping Sprints

Business-sponsored teams

Designated business
owner, IT colleagues, and
supportingteam

Prototype MVP
Live-tested with

real customers
| H 1 .
i
<F

[ | [ |

Pivot  Discard

e

<t

O o
v .
N O Q°(@ O g © & Productionize
Q°60 o .,\°. p‘o‘\ @ “ 2% 4 Q_eQ:\Q«’ Q’b\ Integrate solutioninto
& ) Q® (\\ < - o VP technology stack androll

<& | outto live customers | |

Ideas to prototype

Business-spon;q’ed projectsaligned

to companies digital agenda Collaborative Solutioning © Deployment Decision

49
Innovation Sourcing : A :
Problem Curation Prioritization Solution Exploration / Incubation Integration

days Days - Week

'l

Problem Statement

Hypotheses testing
Weeks - Months

Days

Ideas

CAPARIL\TY
REVELAL

I Use Cases

Technology

Market Survey

Problems

Weeks - Months

Weeks - Months

Disruptive

50
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CORPORATE INNOVATION STRUCTURES
WHEN YOU'RE READY TO GO LARGER

. Dedicated Innovation Team

. Innovation Center of Excellence

. Intrapreneur Program

. Open Innovation: Hosted Accelerator or Corporate Incubator

. Innovation Tours

1

2

3

4

5

6. Innovation Outpost
7. External Accelerator

8. Technology, Education, University Partnership
9. Investment (Corporate Venture Capital)

1

0. Acquisition

51

CORPORATE STARTUP ENGAGEMENT (CSE)

CORPORATE OBJECTIVES

New

Mapksts Platform

Innovation Culture

Events

Support
Services

Startup
Programs

Co-working
Space

Accelerators
& Incubators

©
Spin-offs .
®

Investments

Mergers & . '
Acquisitions

Most recommended . Recommended Least recommended

Solving
Problems

Insead

52
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CORPORATE ACCELERATORS

Open Innovation

Often a prelude to partnership or

acquisition

Bring in Startups

Usually to HQ

Programs of 4 weeks to 3 months

Ideation and Mentorship

&4 Founders

WELLS
FARGO

FlondaXcelerator

QUALCOMM ®?§NEP

A

vi

Cablelabs

Vodafone 6
— Xone

...Revolutionizing Cable Technology

53
AIA Accelerator DBS Accelerator Ingram Content 1440 Mondelez Shopper Futures  Tglenet Idealabs
Airbus Biz Lab Deloitte Beta-i Intel Education Accelerator Nordea Bank Startup Travelport Labs
AB Inbev Dream Brewer Deutsche Telekom hub:raum Intel Ingenuity Orange Fab
Tune Labs
AT&T Aspire dpa next media accelerator Interpublic R/GA Accelerator  Pearson Catalyst
Unilever Foundry
Axel Springer Plug & Play DPD Last Mile labs John Lewis JLAB Pitney Bowes
. . Wallt Disney Accelerator
Barclays Accelerator E.ON agile accelerator Kaplan EdTech Accelerator Qualcomm Robotics
Bayer AG EY Startup Challenge L Brands Leading SPH Plug & Play Wells Fargo Startup
BBC Worldwide Labs Gakken Accelerator La Poste Start'inPost Sprint Mobile Health William Hill WHLabs
BNP Paribas Innov& Connect Google LaunchPad Lowe’s Accelerator Swire Blueprint Yahoo! Sigmalabs
Cisco Entrepreneurs IBM Alpha Zone MasterCard Start Path Target India Yandex Tolstoy Camp
Citi Accelerator lllumina Accelerator Media-Saturn SPACELAB Target Techars YLE Accelerator
Citi Mobile Challenge Immobilien Scout 24 Merck Accelerator Technogym Wellness
Infinity Accelerator Microsoft Ventures Accelerator Telecom ltalia #Wcap
Citrix Startup Accelerator
ING Innovation Studio Modern Times MTGx Telefonica wayra
Coca-Cola Bridge
54

27
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\ CORPORATE ACCELERATORS 2019

CORPORATE VENTURE CAPITAL ‘

28
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. SOURCES OF VENTURE (RISK) CAPITAL

Friends, Family,

Founders and Fools

Accelerators

Crowdfunding Platforms

Angels

Angels / Angel Groups

MicroCap VCs

Corporate ‘“‘Strategic” VCs

Professional VCs

Gift, Loan or promissory note $1 to $50K

Promissory note $10K to $200K

SAFE

Crowdfunding agreements $50K to $250K

$10K to $500K
$100K to $1M

Promissory note, SAFE

Promissory note, SAFE
Priced rounds

$100K to $1M
$500K to $5M
$1M to $40M

Priced Rounds
Priced Rounds

Priced Rounds

57
Rank CVC Investor Select 2017 Investments
1 G/ Brandless, Gritstone Oncology, Relay Therapeutics, Segment, Turo
2 (intel') CaDiTa| Foghorn Systems, Horizon Robotics, HyTrust, Lightbend, MAANA
3 ventures Anaplan, Apttus, Automile, DigitalGenius, Ellevest, OwnBackup
4 UALCOMW . . )
VENTURES Brain Corp, CargoX, MapR Technologies, Prospera, SenseTime
5 GE VENTURES Desktop Metal, Foghorn Systems, MAANA, Syapse
LEGEND
5 ch;I;A; Bellen Chemistry, Phoenix Travel Worldwide, Zuoyebang
1®) Microsoft
7 ¢ Ventures AirMap, Airobotics, Aqua Security, Livongo Health, Outreach, Pixvana
8 FOSUN RZ CAPITAL ) . . .
BEHTFAI CassTime, CloudCare, Deepwise, T2Cloud, Zhizhangyi
8 a CUBE VENTURES Dojo Madness, Jubilee Works
10 W mg;em CYNORA, DeePhi Tech, Graphcore, Inpria, Pluto TV, StoreDot
58
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CORPORATE VENTURE CAPITAL

Innovation
+ Driven
Returns High
Vs. Risk
Growth
Strategic
Intent
Financial .
Retorms — Tension
Traditional between VC
VC and Business
Unit

Business-Unit
Driven

59

B2 CBINSIGHTS  Platform  Customers  Research  About

IBM Venture Capital Group

ibm.com/midmarket/us/en/venturedevelopment/ind

[

The venture capital group for International Business Machine (IBM) IBM Venture Capital
Group does not perform equity or seed funding. Rather, the firm engages with
established venture capital firms to find new, complementary, and relevant technologies
for the industries and customers we serve.

‘ Fund History H Investor Analytics

Dashboard H Investments ‘ Exits

60
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CORPORATE SCOUTING POSTS

San Francisco Bay Dl’ivel'l tO the va“ey

Many automotive companies are opening Silicon Valley
research labs and offices as car technology, including
>3 self-driving systems, grows tantamount to the
? industry’s future.

BELMONT Voikswagen) 3
* £ \ FREMONT
Ly w Tesla
MmENLO park ™ Hyundai W _ S
BMW. *
General Motors' i,: #3 °.|°‘:-‘"’xw T
R o foigy MOUNeTleN -\ # Continental
Teslam ? VIEW F SUNNYVALE s4y74
CLARA
Sarl| Franascg ik . Bosch Honda ; (R W Elektrobit
%‘;’; N . Toyota . ' Denso 4w ose
61
High-tech auto row
The 12-mile Central Expressway stretching from Palo Alto to Santa Clara has become the aorta of Silicon Valley's
research into self-driving cars. Apple and Google this year have established their automotive headquarters along
the thoroughfare, and most big U.S. and foreign car-makers have research labs nearby.
S
380)
@ San Jose
Stanford 237y
University o
§ Levi's
ftnt Q"‘;%
280 (2) Central 5
5 Expressway ‘O\Q,Q*
@
o San Jose Mineta
E: Sunnyvale |nternational
: Airport
Other auto research centers
@ Toyota Center for Al Research @) General Motors @ BMw* 1) Mercedes-Benz*
@ Tesla* © Bosch* © Honda* (D Nissan*
© Ford  Delphi Auto* © Toyota
*Has permits to test self-driving cars on public roads. BAY AREA NEWS GROUP
62
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CORPORATE INNOVATION SERVICES IN
SILICON VALLEY

Plug & Play Tech Center Three main services

Singularity University

RocketSpace

GSV Labs - Program Design

R . .
ey - Strategic Consulting
+ Deloitte, McKinsey - SCOUﬁng

+ 100s of Smaller Consultants

63
CORPORATE INNOVATION SERVICES IN
SILICON VALLEY
Plug & Play Tech Center Three main services
Singularity University
RocketSpace
GSV Labs —FProgranrbesign
Runway sl | . e “.
+ Deloitte, McKinsey - Scou’ring
+ 100s of Smaller Consultants

64
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Discovery Strategy Planning Tactical
& Assessment & Mapping Implementation

Environmental
M . Proof of
Current apping Identify N Concept
C - Internal G ew 5 ;
orporate . aps cope o
P . Project P Corporate P Evaluation
Strategic for External 5 Work
Assessment Strategic
Plan Resources
Talent Plan q
Full Project
Assessment

You can do this
You can do this

WHY SCOUTING?

It's hard for companies to get full visibility into available startups
* Conferences

* Press and Literature
* Finding Websites

Scouting services allow corporates greater visibility for
* Understanding market trends

* Researching new technologies
* Identifying market risks

* Possible partnerships

33



9/21/23

R : e R
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67
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NO COMMON INNOVATION LANGUAGE

* Without a common language it’s hard to differentiate:
— Execution versus Search
— the three horizons of innovation

— the different processes, procedures and KPls appropriate for
each horizon

* Without a common language innovation becomes a
buzzword

* Disruptive innovation fails inside existing divisions

69

LEADERSHIP IS FOCUSED ON NOW

* Leadership managing for current business & quarterly earnings

* CEO and/or mgmt incentives all on current mission and goals

Solution:
* Align incentives

* Appoint a Corporate Chief Innovation Officer

70
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FAILURE IS CAREER RETARDING

* In a company a failed project is to be avoided at all costs
* In a Lean organization failure is part of the process

* Pivoting from a failure gets uslearning

71

BOTTLENECK: THE INTRANSIGENT MIDDLE

Turning Go into No
. . 7’ L] Buy-In
* Top of the organization says, “Do it

* Bottom of the organization (innovators)
ready to go
* Middle management kills it

— Actively Sabotage

Innovation
— Benign Neglect Groups Ready

* Innovation programs die

Steve Blank

72
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Do customers want this?
PROBLEM

Can we monetize this?
REVENUE STREAM

The Innovation Trinity

Can we build this?
SOLUTION

73
Business Model Design
Lean Canvas
Traction Model
The Continuous Innovation
Framework
Jobs-to-be-done Legn §t§nup
Customer Development DESIRABLE Scientific Method
Design Thinking AARRR Metrics
74
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VR
\

Document your
Plan A

7~ A
v o e
Identify the riskiest parts Systematically test
of your plan your plan

75
Are we getting business
model results?
TRACTION
Are w_e running the ACTIVITY SKILLS Are we usmg the right
right process? tools and mindset?
76

38



9/21/23

CONCLUSIONS

Open Innovation is an important and proven philosophy
Three horizons of innovation can be simultaneously managed
Innovation pipelines are well understood

Startups are a potential source for new technologies

Not all tools are appropriate
* Corporate Accelerators

* Corporate Venture Capital
Scouting is one way to get intelligence and potential partners
Watch for sabotage

Design a simple program to start, then grow to something appropriate for your company

77

THANK YOU...!

WL NN B . City

39



APPENDIX: TOOLS TO USE ‘

9/21/23

79

© What are industry shifts? © Place your 3-5 industry shifts into the Industry Shifts Map below.

Idusty shifss ose deop, STuctunol chonges 1
ar indatry, Isdawry noema or how an industry
oparcus Oten, thase toks place over 19+
yuars bakors they Adly moteniclfss. By nchatry
1005 ond axparts, Mese stk ore rarely ken
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The Transformation Test is a tool to_help implement a transformation program within your company.

The Goal of the Transformation Test is to find a way to measure and manage the company’s

innovation and transformation capacity.
TRANSFORMATION TEST v e st e s s o

transformation perspectives into a single tool and a single metric.

The Transformation Test should help the teams and
measure progress on the topics of innovation, business models and transformation.

IMPLEMENTING A TRANSFORMATION PROGRAM

have strategic and

Transformation Test

Scale
(0-1-2345) — 5 = highest

1. Innovation Structure

Does the company have a good structure for innovation in place? Is there an innovation strategy? Di-
rector for new business development and new ventures? Is there an innovation team? Does the team
have the tools, training and internal position to make innovation happen? Does the company
actively engage with outside sources and partners for Is someone (other than the CEO) responsible
for making innovation happen?

Tool: Innovation Proficiency
Reference: The End Of Competitive Advantage (McGrath)

(0-1-2-3-4-5)

2. Innovation Portfolio

What is the strength of the current innovation portfolio today? Does the company have a strategy and
tools in place to manage and measure an innovation portfolio? Does the company have a

portfolio of “Core innovations”, “Adjacent innovations” and “Radical innovations”. Does the
company actively invest in “radical innovations”?

Tool: Strategic Innovation Canvas, Innovation Pyramid
Reference: Managing Your Innovation Portfolio, Three Horizons

(0-1-2-3-4-5)

ENGAGE/
'NNO /ATE
Designing a transformation Comparny name
° What does “Market-creating innovations” mean to our company?
Please use 15 scale,
Money 5 being the highest
#1 We have easy access to minor investment : {1 0
funds for new ideas and new ventures. 12345 L4
08
#2 As a company, we are truly great at making \/m
iy V. 4
explorative investments 12345 by Mandate
«How can we get basic funding for new opportunties? +How do we actively influenco the 8007
Structure o e e e o G e T e e T e Yo nekete

+How can we convince our top management to invest,

=
o

We have a unit (person, team, department)
responsible for entirely new business de- 192:54 5
velopment, outside our current core business

rather than just cut?
Who would we have to involve Interally?

*Who would we visit, extemally, to

i our mission for transformation?
«How con we develop @ strong growth mandate from

our BoD and Top Management?

+How does a liconse to Dreom Big

#4 We have a corporate structure for early sleal great ideas from?. fit into our culture?
ventures, strategy experiments, growth, spin 182:34°5
-ins, spin-outs for new businesses
Mandate
#5 We have an explicit growth ambition from 123 ~ Structure
the Board of Directors and Top Management 45 +Whot does our inovaltion govemance structure look ike today?
+How can we gt started on siralegy and business modol experiments?
#6 We have a license to think big, dream big 12345 +How can wo develop a unit responsible for entirely new business dovelopment?
and take calculated strategic risks «How do we develop & new corporate structure for marketcreating innovations?

«Can someone easily step into this role?

SUM

What skills and expertise would this person

require to be successtul?

\.(,. Transformation architecture
OO -

ENGAGE//
'NNOYATE
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Money

#1 We have easy access o minor investment funds for new ideas and new venlures ) 3 F

#2 As a company, we are iruly great at making explorative investments 2 3 4 5
Structure

#3 We have a unit (person, team, department) responsible for entirely new business
development, outside our current core business

#4 We have a corporate structure for early ventures, strategy experiments, growth,
spinins, spin-outs for new businesses

Mandate

#5 We have an explicit growth ambition from the Boord of Direclors and Top Management

#6 We have a license to think big, dream big and toke calculated strategic risks y > 4

UM
™47 Transformation Assessment ENGAGE//
/cv-’ [Z10JC) 'NNOYATE
83
STRATEGY AS ANALYSIS STRATEGY AS INNOVATION
Analytical, logical & linear MINDSET Creative & disruptive
Logical AMBITIONS Offensive
Stable, expect it to be much Unstable,
like the present THE FUTURE Expect it to be different
Rational actor PEOPLE PERSPECTIVE Passion
'Pr.eserve .cmd tune BUSINESS MODEL Develop cxnd'testcx portfolio
existing business model of new business models
SWOQOT, Disruptive Innovation,
PESTEL,' MAIN TOOLS Busm'ess Modgl Canvas,
Value-Chain, Strategic Innovation Canvas,
Five-Forces The Innovation Pyramid
D|ff|cu.lt, CHANGE Love to create it,
creates resistance make change happen
Michael Porter LEADING PROPONENT Gary Hamel, Rita McGrath
\-,:' Two Lenses on Strategy ENGAGE//
e ©@®0 © 'NNOYATE
84
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Nhj:
Whak:
How: Three enablers

Score your organization on these 18 items, 1
using a 1- 6 scale, 6 being the highest.

‘Pecwpi.e 4

We have an innovative CEOQ

Our top management group

is innovative 5
We have innovative senior
managers

We promote and develop

innovative managers 6
Our employees are innovative
We recruit new people based
on their innovation skills

M=

w

bl

o

Y 9
Culture 1o
7. We have high acceptance for risk & a willigness to fail

8. We have the time & freedom to innovate
9. Our organization has a shared language for innovation

\-{’ A Holistic View on Innovation
BE OO0 :

Strategic context, ambitions and goals

Areas of innovation, innovation QOGIS

15 13. We work and learn well together
with partners & external collaborators

14. We have deep market
and customer insight
14‘ 15. There’s funding easily available

for new, innovative projects
16. Our people have innovation tools
13 & innovation metrics
17. Everyone has gone through
innovation training
18. We have a clear and well known
Innovation strategy

10. Our company has high creative ability
11. We have tons of passion!
12. We have a strong ability to change

ENGAGE//
'NNOYATE
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TECHNOLOGY

What new
technologies
will be a part /
of our future?

OUR IDEAS

- and internal
innovation
projects

\-/:" Market Opportunities Canvas
HEY ©@®© :

TRENDS

What megatrends
do we see on the
\ horizon?

! MARKET !
| OPPORTUNITIES |

CUSTOMER NEEDS

Uncover & understand
today’s and tomorrow’s
customer needs

ENGAGE//
'NNOYATE
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MARKET
OPPORTUNITIES

EREEEEE EE TR EEEEEEEEPERTEREE

N A . . .
2 Build Buy XS Partner /&t Co-Invest Co-Develop
A8 Ourselves Mergers Unlikely Partners 'T\\J in New Startups Accelerator
& Acquisitions Programs
>-;' Innovation Strategy ENGAGE//
B @ ® O . 'NNOYATE

87

MIS - Minimum Innovation Strategy
Building a Minimum Innovation Strategy

1. Industry Shifts Outlook
1410 scale, how much will our industry change
in the coming five years

2. Market Opportunities
110 scale, how good is our organization at
innovation from Market Opporunities

MARKET
OPPORTUNITIES

3. Resource Allocation

How are we planning to spend our growth, innovation,
and transformation resources in the next five years?
Grow existing core business %
Develop new areas, close to our current core —
Explore new growth areas, new business models %

1

I________I________l________r________l

1 1 1 1 1

1 ., 1 1 1 1

Build Eﬂ Buy K> Partner /N Co-Invest Co-Develop

Ourselves Mergers Unlikely Partners N5 in New Startups Accelerator

& Acquisitions Programs

Priority: - J— J— -
Key program in place: - J— J— J—
Our biggest need here: - J— J— J—
Key capability we should develop: - J— J— J—
Next actions: - - - -
\-{’ Minimum Innovation Strategy ENGAGE/
W @O . 'NNOYATE
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BUILDING YOUR GLOBAL GROWTH STRATEGY

1 2
2 MARKET NEED
5 MARKET POTENTIAL
& MARKET ACCESS
. PROOUCT
& BUSINESS MODEL

7.5ALES

8 TRACTION
2. TEAM

10 BOARD / ADVISORY

TEAM

1L ACCELERATORS

4. KEY INVESTORS

15 FUNDING ROUND

FINANCIAL

16. POTENTIAL £XTS

/\.':f Scale-Up Map

el iyl /A
e @ @ @ 0 L LIS T e e
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