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you too can contribute!
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my role at Orange Business Services
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in charge of innovation in outsourcing contracts

=» the joint innovation programme

emultimillion € innovation funds
eteam work with MNC clients

ejoint innovation to achieve
mutual benefit

~enot just generating ideas but
§ making it happen
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module timing topic

one 09:00-10:55 a few thoughts about ICT
marketing and innovation

10:55-11:10 break
two 11:10-12-45 innovation management:
towards wikinomics
12:45-13:00 conclusion + group discussion
and wrap up

material available online at http://visionarymarketing.com/mibdauphine



http://visionarymarketing.com/mibdauphine

a few questions

744 DAUPHINE
eis the ICT sector different?
ewhat is and what isn’t innovation?

ewhy is everybody talking about
innovation now?

einnovate or die: is it only true?

ewhat are the most common ways
of managing innovation?

ewhat are the guiding principles?
ewhat are the main/classic pitfalls?

ehow are people really working on
innovation? a survey

*jS economics moving towards
wikinomics?

some rights reserved - CC 2007 - visionarymarketing.com - 'Y
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module one

a few thoughts about ICT marketing and
innovation
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23/04/2007
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module one agenda

724 DAUPHINE
e part one: innovation is in the eye of the beholder

e part two: basic principles in marketing related to ICT
products and services

e part three: reinventing marketing? marketing 2.0
e part four: a critical look at product life-cycles

o part five: solution selling — the vertical factor (not
covered)

e part six: marketing alliances, a cornerstone of ICT
marketing (not covered)

some rights reserved - CC 2007 - visionarymarketing.com - Yann A.



module one — part one

innovation is in the eye of the
beholder

Paris,
23/04/2007
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what is technological innovation?
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o"creativity is the generation RS 4
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the |mplementat|on of 5 * .
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ICT: no longer called new technologies
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Robida, invented IPTV before ADSL existed (the phonoscopic newscast system - 1870) ?




another example: telepresence

—
innovation or product? DAUPHINE

link to video of visit to Cisco telepresence demo centre
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what is technological innovation?

e

© 6 ® W

%24 DAUPHINE

i)

youtube video

*"MIT digital drawing board”

ecirculated extensively on the
web in October 2006
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what clinched it for the iPOD?

723 DAUPHINE.

"Apple Cult Becoming a Religion” (NYtimes, 2007)

eApple "has a whole mystique and iconic value,"
says Rakesh Khurana, a Harvard professor (WSJ, Sept 6)

some rights reserved -



cult product?
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part one - what have we learnt?

724 DAUPHINE
einnovation not = creativity

edon’t overestimate (or
underestimate) ‘innovativeness’
factor =» pragmatism

ofine line between products and
innovation (who cares?)

einnovation in the eye of the
beholder

emarketing > technicality
o"always the unexpected happens”

some rights reserved - CC 2007 - visionarymarketing.com - Y



virtual card process description and timing

e
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30 minutes overall

*40 students => 8 groups of 5

eintroduction
>5minutes to introduce subject
epreparation
>10 minutes to read
>15 minutes to prepare exposé
>3 questions
*eXpOoSE
>4 groups to present
>1 spokesperson only
>5 minutes per group (20 overall)

Worldwide

some rights reserved - CC 2007 - visionarymarketing.com - 'Y



virtual card of innovation (1.1): Apple TVbox

dear innovator,

thanks for trying to
entertain me and my
family. actually, we are
already stuffed with
multimedia appliances
here and you say you are
going to make our life
easier. let me have a look
at it and judge by myself.

4

AppleTV- FT
March 21 2007

W

Business Week
03/07

3 articles and a list of questions
speed-reading enabled by text in bold

typeface

22 DAUPHINE
o/

Apple TV WS]
210307

W

let’s have a look at the apple tvbox press review and marketing dossier and
let’s evaluate the chances of success of this new product. if at all possible of
course. please advise...




module one — part two

basic principles in marketing related to ICT
products and services

Paris,
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ICT vs. mainstream marketing
S

similarities

eimportance of trends and fads
>apple brought fashion in IT

stechnology is being trivialised
>the ‘broadband’ factor

eb2b players - consumer
advertising

>ibm, microsoft, Cisco ...
eaccelarating pace of change

eblurred frontiers
>entertainment/IT

724 DAUPHINE
differences
ehype cycles
eecosystem a must

ea minimum of technicality must
be understood

>dual profiles welcome
emarket maturity

>staggering number of players
(user/market) acceptance issues

epaves way—> other markets
(wikinomics)
echaotic (unfinished products...)

ICT marketing mixes engineering+ marketing, it has
its own rules, trends and techniques

SOMe rignts reserveda -



(within ICT) one-size fits all marketing recipe don’t exist
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eproducts:
>products are packaged

eserviceS
>are dematerialised products
>but are products anyway

< UNIVERSITE PARIS
"4 DAUPHINE
eService
>time and material
>aka bespoke service

>starts from the client’s
requirements’ definition

>or... elicits the requirement

esolutions

>is a package addressing a
particular business problem
e horizontal solution: hr, book
keeping, etc.
— shrink-wrap software

e vertical solution:

— e.g. data dissemination for
Finance Industry

some rights reserved -



the complexity of ICT marketing (mobility example)
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however, should innovation remain technical?

724 DAUPHINE
ehow Internet users were seen in
1996 (aol advert, London, 1996)

ot0 many banks, it wasn’t on the
agenda

¢10 years later, 50-60% of bank
users doing banking operations
online

SOMe rignts reserveda -



2 main trends, in opposite directions
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2 main trends, in opposite directions
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consumers B2C commodities mass-customisation
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Promotion

! ?l’

frog reflex procedure won’t work here
(if it ever did anywhere though)

some rights reserved - CC 2007 - visionarymarketing.com - Yann A. Gourvennec



2 common myths about ICT marketing
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oit’s all about technology eit’s all about asking what the
client/user wants

S innovation >the survey mythology
>the customer sat delusion

some rights reserved - CC 2007 - visionarymarketing.com - Y



what is driving ICT sales? marketing or technology

VW UNIVERSITE PARIS
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e can disruption arise from market surveys?
e what is really measured in customer sat surveys?




reverse-engineering: marketing the unknown

7 DAUPHINE
e Desmarest-Kryceve: “It must be easier to improve

something that people know about, rather than ask them
to specify what they ignore or even fail to understand™

_ Pil Pilot
Assumptions ——P> v llot test | usersiclients
4
Lhanges ;  Changes l
Feedback Survey
............... control 3
system

Sample application of the "reverse-engineering" approach in ICT Marketing
Source: Yann Gourvennec (2001-2002)

SOMe rignts reserveda -



NO! not all perfect products/services will sell
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eand vice versa

emsdos, winword, windows
enabaztag

ehence, a product/service does
not have to be perfect

*s0, what is the importance of
marketing?

some rights reserved - CC 2007 - visionarymarketing.com - 'Y



part two - what have we learnt?
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oICT is really different from
mainstream marketing

oICT marketing is segmented

>products/service/services/solutio
ns ' & '

eminimum understanding a must
ebut technicality isn't sufficient

econsumer and b2b markets:
shifting grounds

oclients aren’t decerebrate frogs
ecasier to correct than design

some rights reserved - CC 2007 - visionarymarketing.com - Y



module one — part three

reinventing marketing? marketing 2.0 . |

Paris,
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what is many people’s view of marketing? o
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drivel with
>-lefteracronyms
ile on your face.

@& CyberCartes.com



http://www.cybercartes.com/

IS marketing dead or is it being re-invented?

e

Marketing Is Dead @ Francois Laurent

13.03.2007
Pub sur M6 : du gaspillage ?

Dans certans cas, oui, comm|
sénieuse étude réalisée par
psychologe de University
relayée par Libération ;

4
L

francois laurert@adetem.net

« Pour leur expérience in v
18 & 31 ans, autart de fies
groupes, Cartains ont ey é vi
cité “excitant”, notent les chy
Juste v dpvsode de ks série &
mérite de comporter deux sc
préiminaires, et diverses discussions awtour du “French |
Les avtras dtudiants n'ont eu & se melire Sous les Mmirelty

A propos

®0 Catégories

bl alolan -
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Chanees ]. "".",:‘;'

Don Tapscott

e o) e g

e Anthony D. Willlams

UNIVERSITE PARIS

”23 DAUPHINE

GO2WEB20..

COMPLETE WEB 2.0 DIRECTORY
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unleashing the ideavirus

e
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UNLEASHING THE

STEAL THIS IDEA!

Here’s what you can do to spread the word about Unleashing the ldeavirus:

Marketing by interrupting people isn‘t cost-effective anymore. You
can't afford to seek out people and send them unwanted marketing
messages, in large groups, and hope that some will send you money.
Instead, the future belongs to marketers who establish a foundation
and process where interested people can market to each other. Ignite
consumer networks and then get out of the way and let them talk.

(still) available at http://visionarymarketing.com

to read the ideavirus, display slideshow (F5) and click here



http://ygourven2.free.fr/webcom/wanadoo/ideavirus.pdf
http://visionarymarketing.com/

Pinko Marketing manifesto
00—
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“stop thinking in military analogies. no more campaigns. no more market
penetration. if you're thinking of it as a war, you've lost already”

MAJOR directional change

Amateurs
Wannabes Enthusiasts

Enthusiasts Wannabes

Amateurs

YESTERDAY




pinko marketer job description
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MKTNG DIRECTOR

PINKO MARKETER

Strateqy, planning, research,
media buys, project mat,
brand development & mgt,
advertising & promaotions

Creating passionate users...oy
listening, observing, being part
of the community - an inately
knowing what they will need
next (see Kathy Siera)

Focus on deliverables: cost
per click, media planning
within a given budget, ROI,
etc.

Helping your
community
kick ass = $next to nothing

Shifting your
advertising budget
fo improving your

product = priceless

Studies target markets,
collects consumer dataq,

conducts user testing, focus
groups and customer feed-
back surveys.

predicts future market trends,

Erm...talks to people.

[Not too hard since s/he
knows many of them
personally.)

Uses words like: consumer,
target, buyer, and user to
describe customers.

Uses words like: Jennifer, Tejas,
Jeremy, Salim, Carcl, Amit,
Vijay, Eran, Lex, Mary, Joseph,
Thomas, Ho John, etc. to
describe members of his/her
community.

. and climate change has not yet
redesigned economics but it
probably will

some rights reserved - CC 2007 - visionarymarketing.com -



so, is marketing dead?
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part three - what have we learnt?

UNIVERSITE PARIS
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oICT marketing not = nonsense
*a networked economy

eClients want to be talked to and
listened (not talked af)

ebut organisations still struggle
with this

emarketing is being reinvented

odigital ecosystem is reshaping the
economy

some rights reserved - CC 2007 - visionarymarketing.com - Y
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10:45-11:00

break

Paris,
23/04/2007
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module one — part four

a critical look at product life-cycles

Paris,
23/04/2007
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a famous inventor
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e RUDOLF 1858 — 1913

e RUDOLF DIESEL, INVENTOR
OF THE DIESEL ENGINE




the product lifecycle conundrum (1)
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classic ‘bell-curve’ representation

Sales

Launch Growth Maturity Decline ]
time

some rights reserved - CC 2007 - visionarymarketing.com - Y



crossing the chasm: new technology adoption rates
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The GEDFFREY A. MOORE
chasm
Relative %
of
customers AA
LAY
[ e |
Early
adopters./ Early B
Innovators, | yisionaries majority Late majority | Laggards
technology pragmatists | conservatives skeptics
enthusiasts / \
| Time
- - - -
Customers want Customers want
technology solutions
and performance and conveanience

Norman (1998: The Invisible Computer) Modified from Moore [1995]).
Source: http.//www.jnd.org/dn.mss/life_cycle of techno.htm/

some rights reserved - CC 2007 - visionarymarketing.com -
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complement: the Gartner hype cycle (2005)

visibility Blometric Identity D b UNIVERSITE PARIS
BPM Sultes %4 DAUPHINE
P2P VoIP
Desktop Search
Inkjet Man
Elecironic Ink/DIghal Paper Linux o'_pueDesmp for Mainsiream Business Users
] Micro
Model-Driven Approaches
Carbon Nanotubes
Podcasting Really Simple Syndication Internal
Web
Text Mining Grid Blometric User Identfcation Speecn Recognition for__ Sefvices

Augmentzd Reallty
UsINess Process

Computing Corporate Slogging Telephony and Call Center

Netwarks gen-ao-
Semantic Web &l6
Synthe
Enabied Business Trusted mE""‘“
4G Mogels Com Group Location-Aware Appiications
puing Software as Senvice/ASP
Handwriting Recognition
Networked Coliective intelligence Vigeoconferencing
Quantum Computing RFID (Passive)
XBRL
Tablet PC
Internet Micropayments As af August 2005
Peak of
Technology Trough of Plateau of
Tri Ilﬂaed'B D= et Slope of Enlightenment Productivity
h |
maturity
Plateau will be reached in: olizdl

Olessthan2years O 2toSyears ®5to 10years A more than 10 years & before plateau




part four - what have we learnt?
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enot just one type of lifecycle

oICT products = different lifecycle
(chasm)

ebut few products have a lifecycle
Ny

ethe ICT hype cycle (Gartner)
ethe ICT roller-coaster
einternal marketing =» critical

some rights reserved - CC 2007 - visionarymarketing.com - Y
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module two

innovation management

Paris,
23/04/2007
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the web: a source of inspiration for economics?

DAUPHINE
“"While the old Web was about Web
sites, clicks, and “eyeballs,” the
new Web is about communities,
participation and peering.”

Wikinomics, Don Tapscott &
Anthony D. Williams

http.//www.wikinomics.comy/




wikinomics: towards mass collaboration
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i)

cbs news

© 6 ® W

\ eDon Tapscott on Wikinomics
: 7:45 min.
). «2007, abc news

MONEY MATTERS ™
MASS COLLABORATION abc NEWS e|ocal version click here
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module two agenda

e ——
23 DAUPHINE
e part one: what is innovation management?
e part two: the organisational factor; a CAA survey
e part three: (some) classic innovation traps (not covered)

e part four: towards mass collaboration? (not covered)

some rights reserved - CC 2007 - visionarymarketing.com - 'Y
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module two — part one

what is innovation management?

),

Paris,
23/04/2007
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innovation requires more than one ingredient
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organisation marketing

technology

some rights reserved - CC 2007 - visionarymarketing.com - 'Y



so, do we need innovation?
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Brand and Marketing Strategies For Difficult Times

Product innovation is crucial to profit recovery

Inflation-corrected ROCE Increase in ROCE during Market share change in first
during recession (%) recovery (% pts.) 2 years of recovery (% pts.)
20% 1 6=

51

15% -

0 5

low average high low average high

i
i
g
|

12

(source PIMS, profit impact of marketing strategy)

some rights reserved - CC 2007 - visionarymarketing.com - Yann A. Gourvennec




IS innovation generating value?
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emost innovative Companles (1) grow The World's Most Innovative Companies
margins faster than average Margin Stock
>average growth worth 3.4% for top 200 19‘5;;‘3’355 19“;‘;;3;5
25 innovators vs. 0.4% for S&P 1200 Ra
[ nk Company % %
global stock index)
1 Apple 7.1 248
egenerate more value than average
>growth of market capitalisation: : Google s i
14.3% vs. 11.1% 3 M 3.4 1.2
4 Toyota 10.7 11.8
5 Microsoft 20 18.5
& General Electric 5.7 13.4
7 Procter & Gamble 44 12.6
(1) : source Business Week, "The world’s 8 Nokia 0.0 34.6
most innovative companies’; April 24, et 55 278
2006 R ' '
10 1BM 0.7 14.4

** Based on fewer than 10 years of data

some rights reserved - CC 2007 - visionarymarketing.com - Yann A.


http://www.businessweek.com/magazine/content/06_17/b3981413.htm

OK, but what kind of innovation are we talking about?

internet -c:lfgita-al k
banking photography

major radical
innovation innovation

major

impact of on end-user/client
behaviour

incremental strategic
innovation innovation
minor
— lcdl tv

abs [ enhances destrots screens
Source ! "Fast second’, Paul A. Geroski et

Constantinos C. Markides, Jossey-Bass,

£0%3 effect on established firms' competencies
http.//media. wiley.com/product data/excerpt/45/0787971

5/0787971545 pf and complementary assets
Visi:ozma some rights reserved - CC 2007 - visionarymarketing.com - Y



http://media.wiley.com/product_data/excerpt/45/07879715/0787971545.pdf

theoretically: the innovation machine
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reality: internal marketing burning a lot of energy

~ UNIVERSITE PARIS
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guess what happens in the middle?




classical stage-gate innovation process (cooper)
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Build
Discovery Business Testing & Post-Launch
Stage Scoping Case Development Validation Launch Review
()
L VAN, V\ ) \
/
\G:te G;te > \thg <Gete \Gate
“E g L \
Idea Second Go to Go to Go to
Screen Screen  Development Testing Launch

official website for Cooper’s
stage gate process http://www.stage-gate.com/

some rights reserved - CC 2007 - visionarymarketing.com -



part one - what have we learnt?
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e innovation management is
when the rubber meets the
road

e but overlooking it = missed
opportunities (mid-long term) r ﬂ
e innovation management is a

hard nut to crack ...

o classic cooper cycle: nice check
list but not very practical

e internal marketing a must
and ...

e wikinomics is changing the
rules (share vs hide/outside in
innovation)

some rights reserved - CC 2007 - visionarymarketing.com - Y



module two — part two

the organisational factor: can innovation
lead to profitability? (2005 CAA survey: )

Paris,
23/04/2007

1111111 e WWW.CAaA.tmM.fr
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http://www.caa.tm.fr/

sample of surveyed companies

Conseil ¢~ Formation

company names vertical
air france transport

air liquide chemical industry
apple multimedia
arcelor steel industry

arianespace
ascometal

bnp bddf bdm
bouygues telecom
cegetel

danone

Edf

essilor international

faurecia
france telecom
hutchinson
infogrames

aeronautics
manufacturing
banking
telecom
telecom
agribusiness
utility
manufacturing

Automotive
industry

telecom
manufacturing
multimedia

company names

vertical

janssen cilag

lesieur

I'oreal

merck chemicals
nestlé

procter et gamble
france

psa

renault

Rhodia

royal canin
saint-gobain
schneider electric
seb groupe

sodiaal international
veolia

whirlpool france

pharmaceutics
agribusiness

cosmetics

chemical industry
agribusiness

hygiene
automotive

automotive

chemical industry
pet food
manufacturing
manufacturing
household goods

agribusiness

environment

household goods

some rights reserved




4 main organisational models

technology-centric

R&D or innovation depts
work with a disruptive
technology objective in

mind

cross-functional

innovation managed by
cross-organisational
teams

CAA

Conseil ¢~ Formation

28 DAUPHINE

client-centric

marketing is working on
the basis of a client’s
requirement (feature or

application)

let’s do it

innovation is developed
by almost anybody in a
not so orderly fashion

some rights reserved - CC 2007 - visionarymarketing.com - Yann A.



virtual card of innovation management (2.2)

~ UNIVERSITE PARIS

@3 DAUPHINE

Y

dear innovation manager,

chewgh bor
I liked your idea about 5Qcan
creating more and better new |
services but judging by the
result, I suspect that there
must be something wrong
with the way you're
organised. Would you mind
auditing this and draw your
own conclusions from this
study

based on the results of this survey, would you please analyse what
organisation seems best fitted for generating more, better and more
sustainable innovations? for what reasons?

some rights reserved - CC 2007 - visionarymarketing.com - Y



(1) technology-centric model: silos and high failure ratio

ortfolio olf inno vlative prlojects |

technical industrial - -marketing
feasibility | fdasibility I feasibility
i | 1 i
100 20450 \ || 5a10
projects projects projects

4=

n . . . u
9 ' l l l i
innitial technical identification testing and marketing launch
screen scoping phase validation business case
N _/
~
all done in parallel
-
benefits concerns

e usefulness and marketing
benefits too vague

e pricing is included too far
down in the process

e bottom up pricing applies vs.

design to cost

e disruptive innovation

CAA

Conseil ¢~ Formation

youne|

1\__

S

D

main characteristics of
that innovation process

*R&D initiates and manages innovation projects

emarketing is not (or not enough) kept in the
loop before decision to launch

e operational departements in charge of
industrialising the solution informed after
decision to launch is made

eBU/internal client can veto idea but only after
decision to launch is made

einnovation budget always voted by R&D before

decision to launch is made

financials

impact on margins:

margin® from - 15 % to + 5%  Pest practice

_____ product innovation

- existing product
T worst practice
R ‘p[oduct innovatiog

side notes

e difficult to stop on-going programmes
e partnerships dictated by technical side

some rights reserved - CC 2007 - visionarymarketing.com -

ann A.



(2) client-centric model: disruptive innovations don't stand a chance \\
| B

D

main characteristics of
ortfolio of innovative projects that innovation process

| | | | e business side at the source of innovation

. . . . e chinese wall between up-stream R&D (15% of
budget on average) and applied innovations

e useless innovations can be vetoed

l. e research budgets can be arbitrated, and also
technical ' = & | resource allocation
feasibility I| feasibility S | » vetoes can be actioned by various centres of
y . S| competence (R&D, marketing, business),
\ e industrialisation comes too late in that process
100 50 30 15 25 25
projects /|projects /|projects 2 projects /|projects /| projects /|projects

. | J 4 1 .

. . . " .
innitial technical identification testing and marketing launch
screen scoping phase validation business case

— ) impact on margins:
‘from-5%to + 15%

financials

best practice
_____ product innovation
cm—me==onTTT T existing product
T worst practice

~~~~__product innovation

margin 4

all done in parallel

benefits concerns

e incremental-only innovation
e sequential approach
e Industrialisation not

e potential synergy between
product lines
e understanding of clients’s

i incorporated enough
requirements and expected :
. e marketing statement of
benefits

OA‘A\ e pragmatic approach requirements subject to
Pres PP change

Conseil ¢~ Formation

side notes

e user benefit rather straightforward (in principle)
e top execs usually committed

some rights reserved - CC 2007 - visionarymarketing.co



(3) let’s do it model -centric model: opportunistic and hinges on top

exec arbitrage

portfolio of innovative projects

\

10

|

I
| 100
.| projects

projects

technical
feasibility |

s . |
industrial -

feasibility

-marketing
| feasibility

youne|

I
100 .

projects |

| | ] !

. . . 10

| | projects
5

. . . .
1 1 1 1 1 1
innitial technical identification testing and marketing launch
screen scoping phase validation business case
N\ _/
~
all done in parallel
-
benefits concerns

e opportunistic approach
e top exec involvement

CAA

Conseil ¢~ Formation

e poor cooperation between
players

¢ benefits of innovation hard
to isolate and measure

¢ cannibalisation issues

e resourcing not optimal

D

main characteristics of
that innovation process

e innovation chaotic and plentiful

«‘problem-solving’ emphasis

*no overall innovation management (too chaotic)

e top exec arbitrage of new initiatives between R&D
and marketing

* no objective go/no go decision criteria

financials
impact on margins:
from - 10 % to +
margin 4 10% best practice

_____ product innovation

- existing product
T worst practice
"=~~~ _product innovation

side notes

e pricing often not taken into account due to focus
on internal fighting and difficulties

some rights reserved - CC 2007 - visionarymarketing.co



(4) cross-functional model: working for the general interest \\
——

CAA

Conseil ¢~ Formation

portfolio of innovative projects

technical Inqustrial - marketing
feasiHiIity ' feésibility ' !feasibilfcy
100 \|!| 50 50 50
projects 41| projects projects projects

innitial
screen

testing and

technical identification
scoping phase validation

marketing launch
business case

N\

_/
YT

all done in parallel

benefits

concerns

e good balance between
disruptive and incremental
innovation

e cross-functional project
management with a good
mixture of skills

e better anticipation of issues

e lower flexibility

youne|

main characteristics of
that innovation process

etop management is clear exec sponsor

eall payers working jointly from projects
inception and development: “3p model” =
r&d, marketing and development working
as partners

ebusiness plan debated from day one with all
partners involved

eexec committee makes decision and
arbitrage

financials

impact on margins:
from +5 % to + 20%

»

best practice
product innovation

- existing product
RRDI worst practice
~~~~__product innovation

margin 4

side notes

e comprehensive coverage of all aspects of the
statement of requirements (technical and
marketing)

some rights reserved - CC 2007 - visionarymarketing.com -
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recurring issues for all innovation models

model

%4 DAUPHINE

- DEPENDS ON ORGANISATION NOT MODEL

tech-centric
client-centric
cross-functional

ebeyond silos
>innovation scope definition

>clear roles and responsibilities

>facilitate cross-functional work between marketing and technical depts

«a professional approach towards cooperation
>empower a multi-disciplinary project team from cradle to grave
>establish common overall project management
>follow up projects on all criteria
>motivate teams through remuneration

ebusiness benefit at the heart of the innovation process
>freeze the marketing statement of requirement

>establish cost CONLrol @t all SLAGES ............vveeeeeeeereeeeeeeeeeeeeeseeeeeeseeeeeeree _

>incorporate pricing from Stage ZEr0 .........cccoveeiiiiiiiieeie e
>enhance User-benefit....... ..o

eoutsource part of the R&D
>establish alliance strategy
>manage PartNErships ........oocoo oo

% >enter contractual relationship with partners from day one
>enforce top exec involvement

Conseil ¢~ Formation




a cooperation hell paved with good intentions

not at all rather rather very
satisfactory unsatisfactory  satisfactory satisfactory

1.please rate the quality of identification of research
programmes in your organisation?

2.please rate the quality of cooperation across
teams (marketing-development-
commercial-legal) in your organisation?

3.please rate the marketing statement of

requirements of new products in
your organisation?

not at all rather rather very
satisfactory unsatisfactory  satisfactory satisfactory

4 .please rate the information system and
project management in the R&D of your
organisation?

5.please rate cooperation across teams
in your organisation?

6.please rate the control of cost before for

% new products in inception phase

Conseil ¢~ Formation
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a cooperation hell paved with good intentions

E— S
not at all rather rather very
satisfactory unsatisfactory  satisfactory satisfactory

7.rate price positioning in your :
organisation?
8.rate the preparation of the product
launch and the launch itself in your
organisation?
9.rate top exec involvement in your | |
organisatoin?
not at all rather rather very
satisfactory unsatisfactory  satisfactory satisfactory

10. rate team involvement and motivation
on innovation projects

11. rate how user-benefit is evaluated by
your organisation?

12. rate how user-benefit is sold by

: \/ your organisation?

Conseil ¢~ Formation




beyond organisational models: innovation works when...

DAUPHINE

scope of innovation is well

defined top execs are involved
cross-functional multi faceted alliance management is used
teams are brought together as extensively and R&D is
early as possible (marketing, partially outsourced

R&D, development..)

team members get paid in similar ways innovation management and decision
regardless of the organisation in which processes are clear
they originate

financials and cost control are at the
heart of the innovation process and
when the tracking is relentless

arbitration is easy and natural

pricing issues and end user-benefit are
established at the inception of the project

CAA

Conseil ¢~ Formation
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keep an eye on these items too...

224 DAUPHINE
estatement of requirement to be jointly established
and managed by marketing, technical and
development departments

epay as much attention to incremental as to
disruptive innovation

edon't let any party work on its own (marketing,
R&D...)

estop new programmes if cash-drains

eindustrialise alliance management
>improve alliance programme management
>make different parties agree to common objectives
>despite bad habits, collaboration is not an option

SOMe rignts reserveda -



maybe the best model is the cross-functional one but beware of specific

cultural issues
T ——— e
724 DAUPHINE
e enterprise culture is not something to be trifled with
> cannot be a diktat: requires adhesion and a staged approach

e Your methodology must include:
> working across silos
> unify and harmonise objectives across the board
> teach employees to work across silos
> promote multi-disciplinary approach
> includes smart objectives

ultimate goal: industrialising collaboration

some rights reserved -



recommendation by CAA

e

%24 DAUPHINE

econtinuous improvement AND
disruptive innovation

estart with a few target projects

eindustrialise collaboration on each
target project

ebuild on success stories
elearn from examples

-~eneralise method progressively

Conseil ¢~ Formation
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part two - what have we learnt?

724 DAUPHINE
e 4 main types of innovation
management
e cross-organisational is best
e ... but no guarantee

e cultural issue high on agenda

e side note: project management
is about humans not machinery

e innovation management is
project management

some rights reserved - CC 2007 - visionarymarketing.com - Y



worthy of note

e —

THANK YOU!

224 DAUPHINE
epoints of view of the essence:
innovation means different things
to different people

oICT marketing /s different and
requires skills: not for the faint-
hearted!

etraditional marketing isn't
enough, experience required and
paradigm shift

ethe lifecycle con

ewikinomics: IT can be
inspirational too

einnovation management: when
the rubber meets the road and the
human factor

some rights reserved -



about Yann Gourvennec
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esince 06/2005, innovation principal, orange business services
«2003-06/2005, alliance partner manager, france telecom

1999 — 2002 - director e-business: france telecom
teleconferencing services

¢1997 - 1999 — consultant, Internet, marketing & information
systems, cap gemini

¢1995-1997 — internet marketing consultant, unisys europe
¢1992-1995 — business systems manager, unisys europe
¢1988-1992 — business systems manager, unisys france
¢1985-1988 — account executive, philips france

my work is available online at: http://visionarymarketing.com/
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http://www.linkedin.com/in/ygourven
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appendices

Paris,
23/04/2007

& e,
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Objectif:
innovation [

abriquer le futur 2

'imaginaire au service de I'innovation

Stratégies pour construire
I'entreprise innovante
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Lancer avec succes des produits qui |
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webography

webography
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ein English

ewwWW.jpb.com

ehttp://innovationtools.com
ehttp://blog.futurelab.net/
ehttp://blog.guykawasaki.com/
ehttp://imaginatikresearch.blogspot.com/
ehttp://www.businessplanarchive.org/login/

%4 DAUPHINE

ein French

ehttp://e-mergences.blogspirit.com/
ehttp://billaut.typepad.com/

ohttp://portail-
innovation.typepad.com/innovationtribune/

echeck our blogroll at
http://visionarymarketing.wordpress.com

ehttp://marketing-et-convergence.over-
blog.com

ehttp://marketingisdead.blogspirit.com/

ehttp://henrikaufman.typepad.com/et si lo
n_parlait_marketi/

echeck our blogroll at
http://visionary.wordpress.com
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