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Acquisition innovation/value, 142-143

Adobe Systems, Inc., 155-159
Advertising, 29-30
Apple:
and customer connection, 67-68
iPad, 56
R&D spending, 18
reasons for success, 67
and technology evolution, 21
Application innovation/value, 139
Auto industry, 21
Automated innovation portals, 217

Balance, 97-98

Baseline expectations, 124-125

Bazos, Jeff, 211

Beadle, Tim, 78

Beckman, Art, 202

Benchmarking, 80-81

Best Buy, 35

Biogen Idec, 18

Birdseye, Clarence, 2¢-24

Blendtec, 161

Blockbuster, 17

Blogging, 162

Blumberg, Matt, 162

BMW, 41

Brand noise, 128

Brand reputation management,
216-217

Brightidea, Inc., 154-155, 159, 172,
226

Buffett, Warren, 17

Business cycles, 18-22

Buzz-building, 215-216

Calacanis, Jason, 162

Captive R&D on the fast track, 171, 173
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Carnegie, Andrew, 210-211

Carpet time (customer interaction):
Customer visits, 157-158
electronic, 150-151
Idea portal (Adobe); «56-157
innovation safaris, 146, 152—-153

inverted pyramid syndrome, 159-161

listening psate. 153-154
making tiiemost of, 151-152
overviev;, 145-146, 162-163
posterboard sessions, 155
rrocesses for, 148-151
parpose of, 147-148
social networking tools, 161-162
SynchDev (Adobe), 156
tools, 152-155
wandering around, 149-150
Category renewal zone, 142-143
Change, speed of, 18-22
Checklists:
Collective Passion, 111-112
Craftsmanship, 113
External Auto-Focus, 102
Fear No More, 115
Framework for Success, 108
“Love Thy Customer,” 105
Market-Focused Innovation, 106
Open for Business, 108-109
Process-Serves-Innovation, 107
Right Team, 117
Chesbrough, Henry, 81, 215
Chrysler, 17
Circuit City, 17, 22-24
Climate change, 34-35
Cloud applications, 21
Coca-Cola, 22
Collective intelligence, 214. See also
crowdsourcing
Collective passion, 110-112, 205-206
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Collins, Jim, 24-25
Conduits of connectivity, 42, 102
Corporate culture of innovation, 39
Cost-cutting strategies, 22—24
Craftsmanship, 112-113, 206-207
Creative destruction, 20-22
Crowdsourcing, 171, 176-177, 214
Cuban, Mark, 162
Culture focus, 110-115
Customer connection, 67-68, 75-81,
146-147, 226
Customer contact, 28
Customer expectations, 121-126
Customer experience, 127-128
Customer focus, 101-106
Customer interaction. See Carpet time
Customer intimacy zone, 139-140
Customer knowledge management (CKM),
79
Customer needs, 36
Customer relationship management
(CRM), 44, 58-59, 76
challenges of, 77-79
relationship development, 79-80
Customers, love/hate for, 102-105
Customer service innovation, 22—-24
Customer value, 24, 39. See also Net
customer value
defined, 11
four P’s/eight P’s, 135-136
Customer value tiers, 122-126
Customer visits, 157-158

Data pooling, 44
Dellarocas, Chysanthas; 214
Dickson, Tom, 161
Digital innovation, 212-217
automated innovation portals, 21 7
buzz-building, 215-216
crowdsourcing, 213-215
innovation floating, 216
listening posts, 212-213
model illustration, 213
online brand reputation management,
216-217
Disruptive innovation/value, 1 37, 138-139,
143
Ditkoff, Mitchell, 32
Dragoon, John, 162
Drucker, Peter, 27
Dumais, Anne Marie, 226
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Eastman Kodak, 17
Economic downturns:
and advertising spending, 29-30
company successes during, 28-29
importance of R&D spending during,
17-18, 25-26
Economy, role of innovation in, 18-22
Electronic carpet time, 150-151
Employee benefits, 16
Employee ownership, 207
Enhancement innovation/value, 140
Enterprise Rent-A-Car, 74-75
Enterprise-wide innovation, 32
Environmental consciousness, 15-16, 222
Eric Brinker, 211-212
Evaluation vs. filtration, 178-179, 180
Experience cloud, 129
Experiential innovation,’value, 140
Experiential slider scales, 131-134
External auto-fHcus; 101-102
External focs, 1:1-102, 198-199
External:ancvation portals, 170-173
Exterr ai resources, 108-109

Tacebook, 55, 112-113
Lailure, 31-50
“56 Reasons Why Innovations Fail,”
33-34
benefits of, 56, 207-208
failing early, 45-46
fear of, 53-56, 207
and lack of leadership, 49-50
money vs. innovation, 48—-49
process and, 49
“The Ten Great Innovation Killers,”
37-48
Fast forward stage, 183
Fast-tracking, 171, 173
Fear:
and failure, 53-56, 207
and risk, 113-115, 207-208
“Fear no more,” 113-115, 207-208
Feature-centric organizations, 90
Filtration, 177-182
Floating, 216
Focus, 37-40
Focus, internal vs. external, 99-102, 116,
198-199, 217
Forge stage, 183-185, 187
Forward or forget stage, 182-183
Framework for success, 107-108



P2: ABC

JWBT350-Webb  PFS August 13, 2010 9:38

Freeman, Jerre Miner, 103

Frontline innovation initiatives, 171,
174-175

Frozen foods, 26, 28-29

Gawande, Atul, 58

General Electric (GE), 28

General Motors (GM), 17, 210
Gilead Sciences, 18

Good to Great (Collins), 24

Google, 15, 21

Google alerts, 154, 213

Gore-Tex, 45-46

Great Depression, 19, 21, 26, 28-29
“Great Pumpkin Syndrome,” 17
“Great Recession,” 16-17, 22-24
Grossman, Ken, 15-16, 80, 222-223
Grove, Andrew S., 25

Guru-centric organizations, 90-91

Hartman, Chris, 121

Health innovations, 38

Hewlett Packard (HP), 28, 202-204,
223-225

Historical performance focus, 48

Hopper, Robin, 162

Hsieh, Tony, 162

Hubbard, Elbert, 73

IBM, 18
Idea Creations, Inc., 32, 33
Idea portal (Adobe), 156-157
Incrementalism, 42-43
InnoCentive, 214
In-N-Out Burger, 11-14
Innovation:
defined, 27
overview of, 1-7
Innovation by walking around (IBWA),
57-58
Innovation capitalism vs. innovation
socialism, 200-201, 225
Innovation culture:
before and after, 203-205
Hewlett Packard (HP) and, 202-204
success referencing, 204-205
Innovation cycle, 128-130
Innovation cycle scale, 133-134
Innovation floating, 216
Innovation focus model, 199-201
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Innovation management systems, 49, 64—66.
See also Process
Innovation myths:
The Better Mousetrap myth, 72-75
The I’'m Really Connected to My
Customers myth, 75-81
The Open Innovation Will Solve
Everything myth, 81-84
The Product Is the Technology myth,
85-88
Innovation personalities (4), 89-91
Innovation platform, 169-170, 177
Innovation portals, 171, 173, 217
Innovation safaris, 149, 152-153, 171,
175-176
Innovation scenario tactics, 191-195
Innovation socialism vs..innovation
capitalism, 46—47
Innovation Superstar Certification
Program, 227 -232, 237-238
Level I, 229)-25!
Level I'; 251-232
Innevation superstardom:
ciiat acteristics of, 96-97, 219-220
Culdure focus, 99-101
customer focus, 98, 101-106
importance of balance, 97-98
organizational culture and, 219-220
process focus, 99, 106-110
Innovation vs. invention, 27, 121, 144
Innovation zones, 136-143
category renewal zone, 142-143
customer intimacy zone, 139-140
operational excellence zone, 141-142
product leadership zone, 138-139
Integration innovation/value, 141
Internal innovation portals, 171, 173
Internet:
effect on product cycles, 20
offspring products of, 38
Invention-centric organizations, 89
Invention vs. innovation, 27, 121, 144
Inverted pyramid, 79, 201
Inverted pyramid syndrome, 159-161

Japan, 109-110

JetBlue Airways, 211-212

John Deere & Company, 146, 175
Johnson, Barry, 120

Johnson & Johnson, 18

Jones, Brad, 45
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Laubacher, Robert, 214
Leadership:
characteristics of, 208-212
lack of, 49-50
Levine, Rick, 161
Lienhard, John, 72-73
Line-extension innovation/value, 140
Linux, 21
Listening posts, 153-154
Lynch, Kevin, 162

Malone, Thomas, 214
Management by Walking About (MBWA),
79
Market-focused innovation, 105-106
Marketing, four P’s/eight P’s, 85, 135-136
Marketing innovation/value, 140
Mayfield, Ross, 162
“McDonald-izing,” 15-16, 44
MECA, 103
Meckler, Alan, 162
Medical device industry, 192-195
Merck & Co., 18
Micro-crowdsourcing, 171, 176-177
Microsoft Corp., 28
R&D spending, 18
and technology evolution, 21
Monsanto, 18
Moore, Geoffrey, 136
Moss, Randy, 203
Mozilla, 21
Multi-sensory appeal, 12
Myths of innovation:
The Better Mousetray 1av:h, 72-75
The I'm Really Connecied to My
Customers myth;, 75-81
The Open Innovation Will Solve
Everything myth, 81-84
The Product Is the Technology myth,
85-88

Negativity, 62-63

Net customer value, 4
customer expectations, 121-126
customer experience, 126-128
Darwinistic approach, 136-143
experiential slider scales, 131-134
innovation cycle, 128-130
net customer value strata/tiers, 122-126

organizational evolution, and innovation

zones, 136-143
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types of, 136-143
Webb triangle, 134-135
Newmark, Craig, 162
Niche markets, 75
Nielsen Company, 225-227
North of baseline expectations, 125-126
“Not invented here” (NIH) syndrome, 83

Online brand reputation management,
216-217
Online submission portals, 171-172
Only the Paranoid Survive (Grove), 25
Open for business, 108-109
Open innovation, 46, 81-84, 166-167
Operational excellence zone, 141-142
Opportunity, experience 23, 127-128
Organic innovation/va'lic;, 142
Organizational antibbdi s, 62-63
Organizational clirnatz, 34-35
Organizationa! cu'tare, 99-102, 219-220
Organizational =volution phases (3),
136-1387. See also Innovation zones
Outlier's dilemma, 55-56

Tacwaging for launch, 187-188
assion, 110-112, 205-206
Patents, 73-74
Personal computers (PCs), 21
Pfizer Inc., 18
Platform innovation/value, 139
Poster board sessions, 155
Prescribed innovation, 32
Price/value scale, 133
Process:

and failure, 49

relationship to innovation, 107
Process Driven Innovation, 41
Process focus, 106-110
Process innovation/value, 141
Procter & Gamble, 22, 84
Product cycles, 19-20
Product innovation/value, 139
Product leadership zone, 138-139
Project Xs, 171, 173-174

R&D spending, 25-26, 172

RealOpen, 6-7, 188-190
concept of, 165, 166-168
Fast forward stage, 183
Find stage, 170-182
Forge stage, 183-185
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Forward or forget stage, 182183
framework, 168
innovation platform, 169-170
real business example, 188-190
service and software offering, 232-233
steps in, 169
Relationship cloud, 129, 130
Research and Design (R&D)
captive R&D on the fast track, 171, 173
R&D spending, 17-18
Resource commitment, 44-45
Risk, 120-121
Risk, fear and, 113-115, 207-208
Risk, smart, 67—-69
Risk aversion, 43, 48. See also Risk, fear and
Risk-centered process, 41-42
Risk creep, 68-69
Risk management:
customer-connected, 66
and fear of failure, 53-56
hyper-risk focus, 52
overview, 51-52
Risk management systems, 58—62
Rodin, Robert, 121

Sander, Peter, 97

Schultz, Howard, 209

Schumpeter, Joseph, 20

Schwartz, Jonathan, 162

Segment-based innovation, 74-75

Sensory scale, 133

Service cycle, 14

Sierra Nevada Brewing Compaay, 15-16, 80,
221-223

Smart risk, 67-69

Snap-On Tools, 220-221

Social networking tools, 161-162

Sony, 38

Southwest Airlines, 86-88, 104, 131, 211

Sperling, Bert, 97

Sponsorship, 40-41

Staged approval systems, 59-61

Starbucks, 75, 209

StarOffice, 21

Strategic inflection point, 25

Success referencing, 204-205

Sur La Table, 111

Sustainability, 15-16, 222
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SynchDev (Adobe), 156
Systemic innovation, 47, 48

Taylor, Jack, 75
Teams, 115-117, 208
Techno-centric organizations, 89-90
Technology:
and product cycles, 19-20
techno-centric organizations, 89-90
Thain, John, 210
“The Engines of Our Ingenuity,” 72
“The Ten Great Innovation Killers”
bail, don’t fail, 45-46
customer be damned, 43-44
innovation socialism, 4647
lack of sponsorship, 40-41
lack of systemic innovation, 47
no resource comm’tmz=nt, 44—45
not really open inn¢vation, 46
process driven 1o the hilt, 41
risk-center=d process, 41-42
wrong.fucus, 37-40
Threadless, 214
Toggics, 179-182
Toysia, 4041, 69, 211

Ubuntu, 21
Underkoffler, Lisa, 156

Value-engineering innovation/value, 141

Value layerization, 187

Value-migration innovation/value,
141-142

Van Vacter, 188-190

Voice of the Customer (VOC) methods,
76-77

Wagoner, Rick, 210

Wandering around, 149-150
Webb triangle, 134-135, 185-188
WebStorm 5.0, 154-155, 159, 226
Whole-product innovation, 86-88
Wikipedia, 214

W.L. Gore & Associates, 45—46

YouTube, 161

Zuckerberg, Mark, 55



P1: OTA/XYZ P2: ABC
ind  JWBT350-Webb PFS August 13, 2010 9:38 Printer Name: Courier Westford



