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WHAT IS 
OPEN INNOVATION?
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HISTORIC MODEL OF CLOSED INNOVATION
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HISTORIC MODEL OF CLOSED INNOVATION

IBM
Xerox
Ford Motor Company
GM
AT&T / Bell Labs
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OPEN INNOVATION
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CLOSED INNOVATION

6 C 2002 HENRY CHESBROUGH EIRMA SIG III, 2005-10-20

Our current 
market

Our new  
market

Other firm´s 
market

Open innovation

External technology 
insourcing 

Internal 
technology base

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

Internal/external 
venture handling

Licence, spin 
out, divest
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THE CHESBROUGH FUNNEL

7

8



9/21/23

5

INBOUND OPEN INNOVATION

4 Stage Process Model
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LIFESPAN OF S&P 500 COMPANIES HAS DECREASED FROM 67 TO 
20 YEARS

The average lifespan of an S&P 500 company has decreased from 67 years in the 1920s to just 15 years today1. 
Of the 74 or so companies that have stayed in the S&P 500 for more than 40 years2.

HALF OF THE EXISTING S&P 500 COMPANIES HAVE DISAPPEARED IN THE LAST 20 YEARS
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Year (each data point represents a rolling 7-year average of average lifespan)

Data: Innosight/ Richard N.Foster/Standard & Poor’s

Projected, based on 
current data

S&P 500
Average S&P Company life-span, years
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SILICON VALLEY DISRUPTS ITSELF
LEADERS OF SILICON VALLEY, 2000 – 2017
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SILICON VALLEY DISRUPTS ITSELF
LEADERS OF SILICON VALLEY, 2000 – 2017
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IN 10 YEARS,  IT IS PREDICTED THAT
 
40% OF FORTUNE 500 COMPANIES 
WILL NO LONGER EXIST.
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EVIDENCE EVERYWHERE
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Radical innovation
Explore endless possibilities 
Ask ‘’how might we?’’ 
Create the future

Degree of 
fresh 
thinking, 
creativity, 
innovation 
and change

Time

Logical improvements
Develop adjacent products, 
services, markets and business models

Operations
Improve the existing 
business model

Strategic Innovation Canvas
Strategy Tools - Get yours at www.strategytools.io
Strategic Innovation Canvas by Christian Rangen and Elisabeth Øvstebø is licensed under a Creative Commons
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Evangelos Simoudis
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Source: Baghai, Coley, White

Mature Business
our established capabilities

Rapidly Growing Business Emerging Business

THREE HORIZONS OF INNOVATION
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Existing Mission Model:  
Process Innovation

Execute Core Mission

Known

THREE HORIZONS OF INNOVATION
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Existing Business Model:  
Process Innovation

Execute

Known

Partially Known

New Opportunities via  
Mission Model Innovation

Extends Core Business

THREE HORIZONS OF INNOVATION
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Existing Business Model:  New Opportunities via  
Process Innovation Business Model Innovation

Execute Execute/Search

Known

Partially known

New/Disruptive  
Mission Model

Search

THREE HORIZONS OF INNOVATION
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CAPABILITIES/RISK ASSESSMENT

Existing Capabilities  
Low Risk

Need New Capabilities  
High Risk

Some Capabilities  
Moderate Risk

Known

Unknown
Partially known
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INNOVATION ALLOCATION 
ACROSS HORIZONS

Unknown
Partially known

70%
Known

10%
20%

The “Golden Ratio” of R&D investment

27

Unknown
Partially known

RETURNS ACROSS HORIZONS

10%
Known

70%
20%

ROI 1-3 years ROI 4-6 years ROI 4-10 years
Evangelos Simoudis/Steve Blank
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Unknown
Partially known

Improve
• Partner
• Acquire

Extend
• Invest
• Partner
• Acquire

Search
• Invent
• Invest
• Acquire

TASKS BY HORIZON

29

OLD SCHOOL INNOVATION PIPELINE

Ideation

Discovery
Day

Hackathon Incubation Acceleration
Global
Acceleration

Internal and External Funding
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CORPORATE INNOVATION VALUE CHAIN

Pr
es

en
t S
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Fu
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ta
te

Discovery
& Assessment

Environment:  What is out there?
Innovation Tours
Industry Reports

Environment:  What are others doing?
Competitive Mapping
Industry Reports
Porter Model

Team:  Who do we have?
Berkeley Innovation Index

Strategy Planning
& Mapping

Gap Analysis
Porter 5 Forces Model
One Year
Two Year
Five Year Plan

Tactical 
Implementation

Internal 
Innovation Teams
Center of Excellence
Intrapreneur Programs
Innovation Outposts
University Partnerships

External
Corporate Accelerators
Corporate Venture Capital
 - Investment
 - Acquisition

31

Internal
Project

Assessment

Identify
Gaps

for External
Resources

New 
Corporate 
Strategic 

Plan

Scout for 
Companies

Scope of 
Work

Proof of 
Concept

Evaluation

Full Project

Discovery
& Assessment

Strategy Planning
& Mapping

Tactical 
Implementation

Environmental 
Mapping

Talent 
Assessment

Current 
Corporate 
Strategic 

Plan
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SIMPLE EXAMPLE

33

HORIZON 1 CORE INNOVATION

Competitive Analysis 
says UIA lacks 

dynamic pricing 
capability

Doesn’t have internal 
talent to implement

Scouts the tech scene 
in Ukraine and finds 
DPI (Dynamic Pricing 

Inc)

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

Likes what they see 
and gives them a full 

contract
Everything works...!

Options:
• One-and-done
• More contracts
• Invest
• Acquire
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PRAVEX BANK EXAMPLE
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HORIZON 2 
NEW PRODUCT TO EXISTING CUSTOMERS

Pravex Bank wants 
to offer Bitcoin 

services

Doesn’t have internal 
capability to 
implement

Scouts the tech scene 
in Switzerland and 

finds Bitcoin Clearing 
House Inc.

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

Likes what they see 
and gives them a full 

contract
Everything works...!

Options:
• One-and-done
• More contracts
• Invest
• Acquire

37
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Stay Away
Too Risky

Maybe 
Aqui-Hire
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Scaleup 
Cooperation

Zone
Stay Away
Too Risky

Maybe 
Aqui-Hire
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CORPORATE INNOVATION STRUCTURES
WHEN YOU’RE READY TO GO LARGER
1. Dedicated Innovation Team

2. Innovation Center of Excellence

3. Intrapreneur Program

4. Open Innovation:  Hosted Accelerator or Corporate Incubator

5. Innovation Tours
6. Innovation Outpost

7. External Accelerator
8. Technology, Education, University Partnership

9. Investment (Corporate Venture Capital)

10. Acquisition

51

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

53

CORPORATE ACCELERATORS 2016
AIA Accelerator

Airbus Biz Lab

AB Inbev Dream Brewer

AT&T Aspire

Axel Springer Plug & Play

Barclays Accelerator

Bayer AG

BBC Worldwide Labs

BNP Paribas Innov& Connect

Cisco Entrepreneurs

Citi Accelerator

Citi Mobile Challenge

Citrix Startup Accelerator

Coca-Cola Bridge

DBS Accelerator

Deloitte Beta-i

Deutsche Telekom hub:raum

dpa next media accelerator

DPD Last Mile labs

E.ON agile accelerator

EY Startup Challenge

Gakken Accelerator

Google LaunchPad

IBM Alpha Zone

Illumina Accelerator

Immobilien Scout 24

Infinity Accelerator

ING Innovation Studio

Mondelez Shopper Futures

Nordea Bank Startup

Orange Fab

Pearson Catalyst

Pitney Bowes

Qualcomm Robotics

SPH Plug & Play

Sprint Mobile Health

Swire Blueprint

Target India

Target Techars

Technogym Wellness

Telecom Italia #Wcap

Telefonica wayra

Ingram Content 1440

Intel Education Accelerator

Intel Ingenuity

Interpublic R/GA Accelerator

John Lewis JLAB

Kaplan EdTech Accelerator

L Brands Leading 

La Poste Start’inPost

Lowe’s Accelerator

MasterCard Start Path

Media-Saturn SPACELAB

Merck Accelerator

Microsoft Ventures Accelerator

Modern Times MTGx

Telenet Idealabs

Travelport Labs

Tune Labs

Unilever Foundry

Walt Disney Accelerator

Wells Fargo Startup

William Hill WHLabs

Yahoo! SigmaLabs

Yandex Tolstoy Camp

YLE Accelerator
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CORPORATE ACCELERATORS 2019
AIA Accelerator

Airbus Biz Lab

AB Inbev Dream Brewer

AT&T Aspire

Axel Springer Plug & Play

Barclays Accelerator

Bayer AG

BBC Worldwide Labs

BNP Paribas Innov& Connect

Cisco Entrepreneurs

Citi Accelerator

Citi Mobile Challenge

Citrix Startup Accelerator

Coca-Cola Bridge

DBS Accelerator

Deloitte Beta-i

Deutsche Telekom hub:raum

dpa next media accelerator

DPD Last Mile labs

E.ON agile accelerator

EY Startup Initiative

Gakken Accelerator

Google LaunchPad

IBM Alpha Zone

Illumina Accelerator

Immobilien Scout 24

Infinity Accelerator

ING Innovation Studio

Mondelez Shopper Futures

Nordea Bank Startup

Orange Fab

Pearson Catalyst

Pitney Bowes

Qualcomm Robotics

SPH Plug & Play

Sprint Mobile Health

Swire Blueprint

Target India

Target Techstars

Technogym Wellness

Telecom Italia #Wcap

Telefonica wayra

Ingram Content 1440

Intel Education Accelerator

Intel Ingenuity

Interpublic R/GA Accelerator

John Lewis JLAB

Kaplan EdTech Accelerator

L Brands Leading 

La Poste Start’inPost

Lowe’s Accelerator

MasterCard Start Path

Media-Saturn SPACELAB

Merck Accelerator

Microsoft Ventures Accelerator

Modern Times MTGx

Telenet Idealabs

Travelport Labs

Tune Labs

Unilever Foundry

Walt Disney Accelerator

Wells Fargo Startup

William Hill WHLabs

Yahoo! SigmaLabs

Yandex Tolstoy Camp

YLE Accelerator

55

CORPORATE VENTURE CAPITAL

56
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SOURCES OF VENTURE (RISK) CAPITAL
Type Instrument Typical Amounts

Friends, Family, 
Founders and Fools

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

Accelerators Promissory note
SAFE

$10K to $200K

Crowdfunding Platforms Crowdfunding agreements $50K to $250K

Angels Promissory note, SAFE $10K to $500K

Angels / Angel Groups Promissory note, SAFE
Priced rounds

$100K to $1M

MicroCap VCs Priced Rounds $100K to $1M

Corporate “Strategic” VCs Priced Rounds $500K to $5M

Professional VCs Priced Rounds $1M to $40M

57
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CORPORATE VENTURE CAPITAL

Financial
Returns

Strategic
Intent

Business-Unit
Driven

Innovation
Driven

Traditional
VC

Returns
Vs.

Growth

High
Risk

Tension 
between VC 
and Business 

Unit
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CORPORATE SCOUTING POSTS

10/15

61
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CORPORATE INNOVATION SERVICES IN 
SILICON VALLEY
Plug & Play Tech Center

Singularity University

RocketSpace

GSV Labs

Runway

+ Deloitte, McKinsey

+ 100s of Smaller Consultants

Three main services

- Program Design
- Strategic Consulting

- Scouting

63

CORPORATE INNOVATION SERVICES IN 
SILICON VALLEY
Plug & Play Tech Center

Singularity University

RocketSpace

GSV Labs

Runway

+ Deloitte, McKinsey

+ 100s of Smaller Consultants

Three main services

- Program Design
- Strategic Consulting

- Scouting
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Internal
Project

Assessment

Identify
Gaps

for External
Resources

New 
Corporate 
Strategic 

Plan

Scout for 
Companies

Scope of 
Work

Proof of 
Concept

Evaluation

Full Project

Discovery
& Assessment

Strategy Planning
& Mapping

Tactical 
Implementation

Environmental 
Mapping

Talent 
Assessment

Current 
Corporate 
Strategic 

Plan

You can do this
You can do this

65

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 

66
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PLUG & PLAY TECH CENTER
MATCHMAKERS
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WHY INNOVATION FAILS

68
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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 KPIs 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



9/21/23

36

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 us learning

71

BOTTLENECK: THE INTRANSIGENT MIDDLE

Turning Go into No

• Top of the organization says, “Do it”

• Bottom of the organization  (innovators) 
ready to go

• Middle management kills it
– Actively Sabotage
– Benign Neglect

• Innovation programs die
Steve Blank

Middle Mgmt  
Barrier

Executive  
Buy-In

GO

NO

Innovation  
Groups Ready

72
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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...!
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APPENDIX:   TOOLS TO USE
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TRANSFORMATION TEST
IMPLEMENTING A TRANSFORMATION PROGRÀM

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

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.

The Transformation Test combines multiple innovation, strategy, business model and 
transformation perspectives into a single tool and a single metric.

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

Transformation Test

81
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Strategy Tools - Get yours at www.strategytools.io
Two Lenses on Strategy by Christian Rangen and Elisabeth Øvstebø is licensed under a Creative Commons

Two Lenses on Strategy

STRATEGY AS ANALYSIS STRATEGY AS INNOVATION

MINDSET Analytical, logical & linear
 

Creative & disruptive
 

BUSINESS MODELPreserve and tune
existing business model

Develop and test a portfolio
of new business models

 

MAIN TOOLS 
 

SWOT, 
PESTEL,

Value-Chain,
Five-Forces

 

Disruptive Innovation, 
Business Model Canvas,

Strategic Innovation Canvas, 
The Innovation Pyramid

 
CHANGE

 

Difficult,
creates resistance

Love to create it,
make change happen

 

AMBITIONSLogical Offensive
 

Stable, expect it to be much
like the present

 

Unstable,
Expect it to be different

 
Rational actor Passion 

THE FUTURE 

PEOPLE PERSPECTIVE

LEADING PROPONENTMichael Porter Gary Hamel, Rita McGrath
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Strategy Tools - Get yours at www.strategytools.io
Holistic View on Innovation by Christian Rangen and Elisabeth Øvstebø is licensed under a Creative Commons
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Get yours at www.strategytools.io
Market Opportunities Canvas by Christian Rangen and Elisabeth Øvstebø is licensed under a Creative Commons Attribution-ShareAlike 3.0 Unported License.
 

Market Opportunities Canvas

TECHNOLOGY
What megatrends
do we see on the 
horizon?

OUR IDEAS
- and internal 
innovation 
projects

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

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

MARKET 
OPPORTUNITIES

86
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Innovation Strategy
Strategy Tools - Get yours at www.strategytools.io
Innovation Strategy by Christian Rangen and Elisabeth Øvstebø is licensed under a Creative Commons

Partner

MARKET 
OPPORTUNITIES

Build Co-InvestBuy Co-Develop
Ourselves Mergers 

& Acquisitions
Unlikely Partners in New Startups Accelerator 

Programs
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Minimum Innovation Strategy
Strategy Tools - Get yours at www.strategytools.io
Minimum Innovation Strategy by Christian Rangen and Elisabeth Øvstebø is licensed under a Creative Commons

Partner

MARKET 
OPPORTUNITIES

Build Co-InvestBuy Co-Develop
Ourselves Mergers 

& Acquisitions
Unlikely Partners in New Startups Accelerator 

Programs

MIS -- Minimum Innovation Strategy
Building a Minimum Innovation Strategy 

1. Industry Shifts Outlook
1-10 scale, how much will our industry change 
in the coming five years _______

2. Market Opportunities
1-10 scale, how good is our organization at 
innovation from Market Opporunities  _______

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 __________%

Priority:

Key program in place:

Our biggest need here:

Key capability we should develop:

Next actions:
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