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Today: Lecture 3 — Introduction to
Innovation Management
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Questions to be answered A
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p
a What is an innovation?
\_ )

-
a What is innovation management?
4

-
a What drives innovation?
\ y
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Innovations no matter how they emerge W= | g/
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can have a great influence on our society I TR
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http://dcis.inf.fu-berlin.de/rojas/reconstruction-of-the-z1-computer/
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http://www.1989history.eu/geschichte-internet.html
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https://www.weisskopf.de/seite/260863/geburtsstunde-der-luftfahrt.html

http://www.deutschlandfunkkultur.de/entdeckung-des-
penicillins-ein-zufall.932.de.html?dram:article_id=130436
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Innovations can emerge at component or WU, ; B
(sub-)system level
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System
level

Component
level

New versions of
motor car,
aeroplane, TV

New
generations
e.g. MP3 and
download vs.

CD and
cassette music

Steam power,
ICT ‘revolution’,
biotechnology

>

Advanced
New .
materials to
Improvements to || components for improve
components existing
systems component
performance
Incremental Radical
(‘*doing what (‘new to the (‘new to the
we do better’) enterprise’) world”)

Source:

Tidd et al. (2005)
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Different dimensions of innovation create an WU E
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Paradigm
“What is our
business model?"

©
-+
c
@
£
o
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C
S

Product
Process Innovation “What are the
“How are we doing Radical Radical
i7" products and

services we offer?"

Incremental

Position o Distinctions are blurry

“What is our position
in the market?" _
Source: Tidd et al. (2005)
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What is an innovation?

K_ Definition \
Innovation refers to the development and commercialization of a new idea that is a key driver for
competitive advantage. It can be novel with respect to (1) the organization’s knowledge base and (2) the
general business environment. Besides, innovations can be classified in terms of products, services,

processes, and business model.

Attributes of innovation definitions can be categorized along six dimensions (Baregheh et al. 2009):

* Nature of innovation refers to the form of innovation as in something new or improved.

« Type of innovation refers to the kind of innovation as in the type of output or the result of innovation, e.g.
product or service.

« Stages of innovation refers to all the steps taken during an innovation process which usually start from
idea generation and end with commercialization.

» Social context refers to any social entity, system or group of people involved in the innovation process or
environmental factors affecting it.

« Means of innovation refers to the necessary resources (e.g. technical, creative, financial) that need to be in
place for innovation.

« Aim of innovation is the overall result that the organizations want to achieve through innovation.

\_ %
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What types of innovation exist?

Outcome perspective
[ NON-TECHNOLOGICAL INNOVATION \
g
From an outcome perspective different o R LI £3
types of innovation are distinguished, "@ ENGonIEatonel inovetion gg
mainly differentiating between g z0|
technological and non-technological o, | 3 SRRl K 000 Wovation ¥
H H (=] = <
Innovation. Z 8 E Ancillary & open innovation
<
- Py O
a o1 2 Marketing innovation
g z » —
7] 5] o % z
¥ S |5uwi 20
= o ouw (& i
%) a |22% =k
=, Q>0 £2
o ox> 50
0w > o2
B = -
TECHNOLOGICAL INNOVATION

\ (inspired by: Cerne et al. 2016)/
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Types of innovation

Details on Process innovation
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Definition

Process innovation can be differentiated along five dimensions:

Characteristic Process innovation

Process innovation comprise the redesign (and efficiency or effectiveness improvement) of existing
processes but also the development of new ones by following a structured procedure that aims, for
example, at reducing production costs or increasing quality.

Type of innovation technical organisational
Degree of Innovation incremental radical
Timing of Innovation continuous one-time-only
Trigger for Innovation push pull

Reason for Innovation

efficiency gains

effectiveness gains

implementation of
product innovations

\_

~

/)
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How can innovations be implemented?
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/— Process perspective

clearly defined start and end.

Preliminary
Assessment

Stage

Idea Initial
Screen

Second
Screen

Full

The innovation process defines a logically and temporarily connected sequence of activities and decisions
that are required for the commercialization of a new product or the launch of a new process and has a

Innovation processes are required to define concrete steps for the achievement of an innovation outcome

from idea generation to (market) implementation and at the same time provide sufficient flexibility for
adaptation in case of suddenly-occurring changes.

Production
& Market

Launch

Stage
5

_@

Detailed
Investigation
(Business Case) Development Testing &
Preparation Validation
Stage Stage Gate Stage
2 3 a 4
Decision Post- Pre-Cc 5
on Development cialization
Business Review Business
Case Analysis

Post-
Implemen-
tation
Review

~

)
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Questions to be answered

-
What is an innovation?
\

p
a What is innovation management?
U

'’ )
a What drives innovation?
\ y

- Erasmus+ aiBa

PAGE 12




Wj UNIVERSITAT
BAYREUTH

- . UNIVERSITAT
LIECHTENSTEIN

What is innovation management?

Definition

Innovation management contains all planning, decision, organizational, and controlling tasks that are ne-
cessary for the generation of new ideas and their implementation. Thus, innovation management allows the
organization to respond to external or internal opportunities and use its creativity to introduce new ideas.

Creativity can be messy. It needs discipline and management.

Harvard Business Review Harvard Business Review

\_ )
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How can methods support innovation W= | g
management?
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End-to-End Methods (Makro):

Supporting Methods (Micro):
Guide through the innovation project

Support part(s) of the innovation project

THE DESIGN THINKING PROCESS

Detailed

Full

(Invesﬂganon) . Testing& Production

Business Case] Development festing & Market
Preliminary
Assessment Preparation Validation Launch

INSPIRATION
El e or
5
o —_— Second Dedeion Post- pre-Commer- Poik Brainstorming Process
Screen Screen on Development cialization Implemen- - - -
Business Review Business tation Action plan & implementation
Case Analysis Review

Dicuss concerns
Advantages/ disadvantages

Select ideas

Generate ideas

Define problem

Provide background info

Mainly based on execution of method steps Mainly based on guiding principles
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https://link.springer.com/article/10.1007/s00163-018-0295-6
https://creativecommons.org/licenses/by-nc-sa/3.0/
https://ux.stackexchange.com/questions/73630/how-does-the-d-schools-framework-for-design-thinking-map-onto-ideos
https://creativecommons.org/licenses/by-sa/3.0/
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innovation project I R

2 Design b Valu_e_ 4
Thinking r0po§|t|on
Design

1 Brain-

storming World Cafe

-
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Brainstorming is a widely known method W= |l
for idea generation R
Brainstorming Process Principles of Brainstorming

Action plan & implementation - Do not criticize any idea

Dicuss concerns = Encourage piggybacking
= Keep things moving - the faster the
Advantages/ disadvantages better
: = Don't forget to keep a record of the
Select ideas ideas expressed

= Add an encouraging word when a shy
or withdrawn person offers an idea

= Evaluation comes only after as many
ideas as possible are brainstormed

Generate ideas
Define problem

Provide background info

Brainstorming sessions generate many new ideas and proposals in a short time. Advantages are the
usability for group processes, provisioning of solutions to a clearly defined task and the high individuality.
Disadvantages are that the method is less suitable to large-scale tasks, not suitable for shy participants and
difficult when the participants have hierarchically different functions.
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eDesign Thinking to create solutions that are W= st
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AAAAAAA

convincing from the user's point of view IR
Traditional Requirements Development Design

. . . Understand & . . . Ideate &
DeS|gn Th|nk|ng Define Point of View Prototype

Innovation

Design Thinking is
a process and a mindset

Technology

(Brown 2008)
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The Design Thinking Process ——
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THE DESIGN THINKING PROCESS

OPERATION

GENERATION

INSPIRATION IDEATION IMPLEMENTATION

DISSEMINATION / D.LEADERSHIP

PAGE 18 -Erasmus+ AIBA
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e Open innovation makes the boundaries of the WU E Y

firm permeable
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Research Development

Market

= ~ Permeable boundary of
the firm

- . = Research Projects

Open innovation has been defined as “the use of purposive inflows and outflows of knowledge to
accelerate internal innovation, and expand the markets for external use of innovation, respectively”
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Ovalue Proposition Canvas helps youto ~ W= | gl
create value for your customer | hEHon

Value Proposition Customer Segments

Gain
Creators
Pain
Relievers

Customer
Jobs

Products &
Services

> <

The Value Proposition Canvas as a part of the Business Model Canvas is a tool to structure your
thoughts and ideas regarding your customer understanding and points out the fit of the value that is

offered to the customers.
(Osterwalder et al. 2014)
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World Café is a structured conversational W= | g
process intended to facilitate discussion R

s FeLB) Lt
0/ @'o\x\e =2, () oY
; i \ A\ patierns 0>
/ AOUR we 2N g\ ’ \,._/ r Conneions
THINKING WX (Ve Ni—_
% \ ; ) :““
— A \ ) ﬁ &
@ ' 1.))
= p :
PR \\ Sl 7

Low v
S0 you have TiMe
o ’(e\'mk& veflect—

The World Café enables creative work in large groups. In the world café, people can work simultaneously
on individual facets of large tasks or several tasks. Advantage of the method is that many participants are
stimulated to contribute. None disadvantages are known.
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(" )
What is an innovation?

\ y
'’ )
What is innovation management?

L y
( )
a What drives innovation?

. J
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Sources of Innovation

(0p]
Q 0O
O (o
o | o &
o Innovation D O
£ 3
O L
|_

Market Pull
* Innovations that are triggered by the market or by customers
» Customers express concrete needs for new or improved products

Technology Push

* Innovations where the impetus comes from the companies themselves, i.e. the company provides new ideas for
technologies and processes through technical progress, external or internal technology developments
+ Customer needs still have to be awakened, a receptive market has to be found and uncertainties have to be eliminated

- J
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What is the role of organizational culture

for innovation?

WIRTSCHAFTS
UNIVERSITAT

IEN VIENNA
UNIVERSITY OF
ECONOMICS

AND BUSINESS

UNIVERSITAT
BAYREUTH

- . UNIVERSITAT
LIECHTENSTEIN

24

om the| NSIDE OUT

Compans

. BRANDING /
e J

THE SOCIAL

CULTURE, PRODUCTIVITY, AND BRAND EMINENCE
1 The 7 Trails of the Social émployee

#1 ENGAGED

emertcty art o s B g .
inar e

#2 INTEGRATES THE PERSONAL AND PROFESSIONAL

o e erciope gt h gt e s
et o s e 42 i e iy 3

jSte——"

s vy 190

AVERAGE SHAREHOLDER RETURN

#3 BUYS INTO THE BRAND'S STORY
oo o |
T

MUST BELIEVE (8 WHAT THEVRE SELUNS

83%
i 2am
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A CUSTOMER-CENTRIC SOCIAL EMPLOYEE:
= ONDERSTANDS MANY CUSTOMERS ARE EMPLOYEES THEMSELVES
= WORKS T0 DELIVER MEANINGFUL OUTCOMES
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https://creativecommons.org/licenses/by-nc-nd/3.0/

w UNIVERSITAT
BAYREUTH

- . UNIVERSITAT
LIECHTENSTEIN

What is organizational culture?

25

Alphabet
Investor Relations

ISi Google Code of The Google Code of C
Invisible Google ¢ e Google Godo of e

around the recognition
and should be, measure
We set the bar that higt
highest standards helps
Respect for our users, fi
and are something we r

Basic Assumptions Exposed Values ( eArtli\’/ail;:ilee
(e.g., subconscious 4P  (e.g., strategies, goals, 8-
behavior) philosophies) organizational structures

or processes)

Increasing evidence

(Schein 2010)


http://wohnideenn.de/dekoration/08/neue-google-campus.html
https://creativecommons.org/licenses/by-nd/3.0/

Determinants of organizational culture
that support creativity and innovation
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Behavior that

Support encourages
Strategy Structure mechanisms innovation
= Vision and mission = Flexibility = Reward and = Mistake handling
= Purposefulness = Freedom recognition = Idea generation
- Cooperative teams " Availability of = Continuous
and group resources (e.g_., learning culture
interaction time, IT, creative

people) = Risk taking
= Competitiveness

= Support for change

= Conflict handling

26

(Open)
communication

= Trustfulness

= Respectfulness

= Understanding for
diversity of
opinions

Short distances

= Public places

Organizational culture can both stimulate and hinder creativity and innovation.
Achievements can be recognized by means of extrinsic and intrinsic awards.



Think with Google: The eight pillars of

innovation
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Have a Mission that
Matters

Make work worth more than
a job into something you
care about. By enforcing a
mission statement with
purpose, you can inspire all
employees to view all
ventures with an open eye.

Share Everything
By sharing everything,
companies encourage
discussion and find new
ideas.

Think Big but Start
Small

It is necessary to look at all
steps, even the minor ones.
By taking the smallest
initiatives, one can generate
great, new ideas.

Spark with Imagination,
Fuel with Data

Google allows employees to
dedicate 20% of their week
to focus on whatever they
want. Wojcicki says that
“‘what begins with intuition is
fueled by insights.”

Strive for Continual
Innovation, not Instant
Perfection

Iterating allows companies to
identify what works early and
be able to respond properly.

Be a Platform

Open technologies allow
anyone, anywhere to apply
their skills to create new
products. Thus, everyone is
involved in the development.

Look for Ideas
Everywhere

It is important to hear ideas
from all sources; Wojcicki
sparks conversations with all
employees with idea boards.
Thus, problems are
approached from different
perspectives.

Never Fail to Fail

Even with failed
expenditures, professionals
learn from their experiences
and apply that knowledge to
the development of new
product



Skills and organizational capabilities W= g st
for Innovation YR

Definition \

An organizational capability is a high-level routine (or collection of routines) that, together with its
implementing input flows, confers upon an organization’s management a set of decision options for
producing significant outputs of a particular type. In this definition the term routine refers to a “repetitive
pattern of activity”.

Innovator's DNA Open Innovation Capability Framework
Delivery skills Discovery skills
1
- Jp— =] [ [ =] (=] =]
{7 ptanning Questioning sz csme H s Hosme |Howe H |
Implementation B observing H e, H ooy H s H e H '''''' }
"/\‘;{’7” Self-discipline ‘é% Networking HH s H owetes H o8 H ‘

Experimenting _{wnzm:;;v:::rwl




Delivery and discovery skills characterize the  WU--
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Innovators DNA - UNIVERSITAT |
Delivery skills m Discovery skills
Analyzing E:E Associating
0 25 Planning Questioning
Implementation 6% Observing
"/\}7/7” Self-discipline %% Networking
g Experimenting

The Innovators DNA shows: Creativity s not so much about genetics — but about a skill set and a active
endeavor. By understanding - and engaging in - the five discovery skills, you can find ways to more
successfully develop the creative spark within yourself and others.

“ Erasmus+ aiBa



Systematization of capabilities for

Open Innovation
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Open

Innovation

/\

Strategic Information
. 9 — Governance — Methods — People — Culture
Alignment Technology
Buséitr:]i:gi&;OI OI Decision- Knowledge Knowledge Technology OI Attitute &
Alignment Making Exploration Exploration Mastery Behavior
SI;I;;‘EeC;Iy gé;ﬁﬁ:igﬁf Knowledge Knowledge Personal Peer OI_Risk
Alignment ties Retention Retention Leadership Attitude
[ Résponsive-
ness to Reraatli'gr]\es;ip Knowledge Knowledge Social Leadership
Env:fs:l:ental Management Exploitation Exploitation Brokerage Attention
g
Intellectual Social Social Boundary Intellectual
— Property Integration Integration Spanning IFRTPCEY
Management Management

The Open Innovation Capability Framework covers the outside-in and coupled processes of Open

Innovation. It comprises 23 capability areas grouped along the factors strategic alignment, governance,
methods, information technology, people, and culture. It is usable as a foundation for prioritizing, selecting,
and operationalizing capability areas as well as for deriving implementation roadmaps.

- Erasmus+ aiBa



Innovation barriers can arise W= [Jg vt
in many places R

31

Technological arguments Lack of knowledge

= Doubts about technical viability = Innovation may require intensive
= Concerns about the timing of training/integration/adaptation
innovation = Resistance of individuals who are

= Doubts about suitability unwilling or unable to face the
learning demands of innovation

Lack of willingness

Economic arguments

= Doubts about market
success and profitability

= Objections to excessive
risk

= Worry about losing power
and influence, risk aversion

" _Individua_l aversion can
increase in groups

Innovation
barriers

Ecological arguments Administrative hurdles

= Risks to the environment
unknown

= Nobody feels responsible
= Coordination difficulties

©
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. W= | g
Answered Questions v
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What is an innovation?
J -2 Innovations mean change to organizations

-2 Can be viewed from an outcome and/or a process perspective

What is innovation management?
2 The structured approach for generating and monitoring innovations

-2 Many methods and techniques for developing ideas and innovations can be used

.' What are influences on the ability to innovate?

2 The firm’s culture has significant influence on the innovativeness
= Barriers to innovation have to be kept in mind

PAGE 32
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What to prepare for the session W= g st

(Checklist) B R

Prepare Presentation
Create posters as PDFs

Post-Its, Eddings, Sticky dots, Scissors, Crepe Tape, Time Timer,
Whiteboard Pens

Name Tags (Create name list, create name tags)

Prepare Room (Query conditions of the room, planning room concept,
Request: Flipcharts, Eddings, Boardmarker, Whiteboard, Beamer)

34 - Erasmus+ aiea



“U E UNIVERSITAT

I L4 30 MINUTES PAVREUTH
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Create a Customer Profile Best-practice

n Start with customer jobs Think beyond functional
= What is the customer trying to achieve? tasks
= What problems is he trying to solve? Include social and emotional jobs,
= How important are these jobs for the customer? for example: Being perceived as
"competent".
a Describe Customer Pains Make it specific

Instead of "long waiting"-> "wait

. i iob?
What annoys the customer during the jobs over 10 minutes to.. "

= What obstacles does he face?
= Are there any risks related to the jobs?

E Describe Customer Gains Make the customer
= What inspires the customer during his job? successful
» What benefits does the customer expect? Focus on the features that would
= Are there unexpected advantages? really help the user to be
successful
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Now it’s your turn... ( L4 30 MINUTES
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Create a value map Best-practice

Start with the services

= What currently helps to do the customer jobs?

= Which products and services are already
offered?

= Which services are essential, which Nice-To-Have?

Identify Pain Relievers

= How does the current product and service
portfolio respond to the customer's pain?
= Which Pains will be alleviated the most?

Identify Gain Creators

= Which Gains are already addressed?
= What contributes to the customer's success?

Imagine the current
product and service
portfolio

= Which products and services can

your customer currently use?

Pay attention:

There does not have to be a
Pain Reliever for every Pain -
no value proposition can do
that. The same applies to Gain
Creators and Gains.

Try to distinguish

Sometimes a supposed Gain
Creator is 'only' a Pain
Reliever
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Check the fit and finds innovative ideas Best-practice

n Assigns Pains and Gains to Creators Uses check marks and crosses

and Relievers Addressed 3¢ Not addressed
= Which Gain Creators create a real benefit? .
= Which 'Pain Relievers' alleviate a real user pain? Be pragmatic
= Which gains are achieved through Gain Creators? = Don't spend too much time on
= Which Pains are alleviated by 'Pain Relievers'? details.
a Finds innovative ideas and fill out Be the user
the templates = What are innovative ideas that help
= Question 1: the customer to do their jobs
Which Jobs, Pains and Gains are not yet (better), aI_Iev;ate their pain and
considered by current products and services? achieve gains® dea Template
- Question 2: 1 Template =
What new products or services can meet them? 1 Idea helps
who want to
. = Do not try to
E Choose 3 ideas that you want to combine several |
present ideas in one
template e . -Erasmus+ AIBA



Let‘s listen to your innovative ideas...
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Presentation Mode

For each team:

6 minutes to present top 3 ideas
(= 2 minutes per idea)

5 minutes discussion
with whole group

Order of Groups

1. Team - XXX
2. Team - XXX
3.

4. Team RED — XXX

Team BLUE — XXX

Basic rule

Constructive instead of
destructive feedback
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