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2ortfolio of World Changing Innovations
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" must have and use a Value-Creation Play

Innovation
for Impact

Value-Creation
Playbook
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Value-Creation Playbook

- Core iInnovation concepts and methodologies

- Example
- Common customer-focused language, €.9., ‘customer value”
- Hold a workshop at program start: eliminate “lower of Babel”

Discipline 1

AV 4

Value-Creation
Playbook

Discipline 3

Discipline 2

Must be simple and fundamenta




What Is Innovation”

Creation and delivery of new customer value in the
marketplace with a sustainable business moael

All significant innovations are surprising at first




Global Innovation Economy
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* EXponential progress
* Intense competitionr
* New business models
» Endless opportunities
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> $20T1 In Opportunities in 10 Years

Dbitcoin

ACCEPTED HERE

Blockchain

b -0
loT and Big Data 3-D additive manufacturing r%f&gg{%mg Solar and batteries
ﬁ' e X
teIeArc}gr;l;‘\e/rgRging Digital education Regenerative medicine Systems biology
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innovation 1s a Mystery to Most

nlank looks.

dea that the wor
need to do a better job at

Sut If you go int
to descripe thel

r INNovatio

They have none.”

—very leader will at least give lip service 1o the
d Is moving faster and that we

NnNnovation.

O an enterprise and ask people

N system, you get



INnnovation's o Disciplines

1. Important customer and market needs

2. \Value creation process

BusinessWeek

3. Innovation champions Business Book

of the Year

-

4. |[NnNnovation teams

5. Organizational alignment

"""""""""""
..........

or
..........

Market success




Value Creation is a Leaming Process

Start over

Sustainable impact
INnnovation

Important neeo

Value

Value creation

—S&D

> [1me




Customer lteration Is Essential

New knowledge

Provider Customers

Customer needs



Definition of Customer Value

Customer penefits
Vale = —4m@8 —

Customer costs

~

Senefits & costs as perceiveo
oy the customer—not us




-Irst Reason Most Fal

NO value proposition
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NABC Value Propositions

\mportantmeed

Approach

Eeneﬂts/casts

Qompetition or alternatives



—ffectively a Rule

N BsC

99% of presentations are like this




Most Fallures Start at the Start

\ \ \
NO VALUE PROPOSITION

Cost

Most

R&D &

concept Design Devit  Production

< 20% of R&D has any value for stakeholders




Importance of NABC

* FOCUSES everyone on creating customer value
+ Applies to every position in the company

- SImple

* FUNdamental

- Effective and efficient

Value-Creation
Playlbook

An action plan for the systematic creation
of new, breakthrough innovations




Second Reason Most Fall

‘Interesting; not iImportant’
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3-Cs: Market Positioning

Seach-head customers

{

O
White
Customers = °P?“® ' Capabilities
3
1 2

- \Where are you'/

- \Where do you
Competition want to be’:




mportant Versus Interesting

Important
opportunities

White space

O

Beach head
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Important Opportunities

- Important, growing opportunity

- Detensible solution and business model
- Beach head customers that must have your solution

Customer really cares

- Pain killer; not a vitamin

- Joy creator; not a nice to have
- High priority — urgent

* YOu really care




1hird Reason Most Fal

Sluggish learning: not incessant



NMany Really Bad ldeas

—all fastMed early

L earn fast to succeed early



Value-Creation Forums

- Recurring, multidisciplinary, and facilitated meetings
- 3-b teams, 2-10 minute NABCs with feedback

- Stand and listen: no talking back

- Risk-reduction, golden nuggets, "oring-it-to-life”




Sir: Solution and Business Mode

Multiple Value Propositions =



Key Points

Best time ever but it reguires:
* Focusing on Important opportunities; Not Interesting ones

- Using a Value-Creation Playbook: NABC value propositions
» Drving rapid leaming: Value-Creation Forums

Innovation
for Impa ct

>100% Improvement possible Value-Creation
Playlbook
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