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AAA, Gen Y and, 56-57
A/B testing, 157-158
Active listening. See Listening
Ad measurement:
cost-per-click (CPC), 160-161
generally, 158-159
open rates/ click-through rates,
159-160
response rates, 158
Advanced digital media tactics:
click to call, 164-165
co-registration, 165
exit pop-ups, 165
Klout score, 166
modeled chat, 165
Affiliate marketing, 153
Agility, 132-133. See also Webb Triang:e
Analog culture, 24
Apple Newton, 195
Apps:
IndyCar mobile app, 141
intellectual provestyand, 232-233
naming of, 22/-%28
in patent searci: database, 241
utility patents and, 236
Armystrongstories.com:
at Blog World, 112
bottom line, 122
breakdown of blogging, 116
chain of command and, 118-119
common denominator, 122-123
communication, barriers and,
120-121
conversation, authentic, 121-122
flash of insight, 119
good and bad on, 121
as new weapon, 117
perception and, 119-120
qualified young people, 120
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Army way:
Blog World, 111-114
communication, openness and, 127
community and, 115,.117, 246
generally, 128
“hands oft” digital approach,
114-115
learning ‘rom Army, 123-125
learrniv.o process, 125-126
riskaking and, 118
Auction marketing, 151-152
Authenticity, 87, 121-122
Authorship, 249
Automated innovation portals, 226
Automation:
filtration, evaluation and, 187-188
for phone services, 47-48

Banner ads, 152
Baseline companies, 22
Baseline level product, 23, 47
Beckman, Art, 210, 212
Behavioral targeting, 152-153
Benefit-oriented headlines, 148
Best practice, 42
Bezos, Jeff, 219
Blogosphere, touring, 20
Blogs:
corporate, 80-81, 84
of Fortune companies, 97
for IndyCar, 134-135
as social web foundation, 37-39
Blog World, Army at:
Army mission, 112-113
Army Strong stories, 112, 116
participating companies, 111-112
two-pronged campaign, 113-114
Branding. See Brand (s)
Brand noise, 28-29
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Brand(s):
awareness, online push, 132
community discussion of, 107-109
conversations and, 42, 55
DR and, 148
online reputation management, 225
personal, 43-44
potential, expanding, 71-72
sharing, employees and, 44
stories/misconceptions and, 97-98

Brightcove, gatekeeper/access:
discovery, 65
engagement, 64
generally, 63-64
online video stream, 64

Brinker, Eric, 220

Brown, Les, 249

Bumper sticker syndrome, 27

“Burn rate,” 173

Buzz-building, 224

Call to action, 148, 150
Captive R&D, 178, 180
Captive R&D on fast track, 180
Carnegie, Andrew, 219
Cell phones. See also iPhones; Smartphones
content and, 75-76
non-voice data on, 231
Center for Open Innovation, 224
Chat:
chat rooms, 95
modeled, 165
Chesbrough, Henry, 224
‘Chief Listener’ pesiiior, 100-102
Cisco I-Prize comiauxity, 556-56
Click-through rotes (CTRs), 159-160
Click to call, 164-165
Closed culture, 17, 26, 172
Collective intelligence, 58, 222
Collective passion, achieving, 214
Communication. See also specific form of
communication
authenticity and, 87
channels, finding, 90-91
conversations, 41-42
flavors of, 107
full-duplex dialog, 26, 95, 107
interactions, 81
as key to everything, 25
learning new, 44-45
openness and, 127
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passion and, 88

speed in, 88

which/when to use, 107
Community:

discussing your brand, 107-109

free speaking, 117

open culture and, 118

risk and, 115, 116
Computer software:

copyrights and, 236

development, 235

screen views, 236
ComScore, 19
Contact point innovation:

the cloud, 252

end-touch phase, 252

Sfirst-touch phase, £51-252

last-touch phase, 252

model of, 271

pre-touch phase, 251
Content:

codtrets/moderation, 81-82

iraportance of, 75-76

tiemorializing of, 233-234

permission to use, 242

thin, weak, 89

YouTube, IndyCar and, 140-141
Contracts, 235
Conversations. See also Listening

authentic, 121-122

customer credit, gaining, 46-47

digital, listening in on, 45

at Kodak, 95-97

as untapped resource, 41-42
Cookies, web surfing and, 152
Copyrights:

elements of notice, 239

infringement upon, 242

protecting yourself, 236-237
Co-registration, 165
Cost-per-click (CPC), 152, 160-161
Cost-per-impression (CPM), 152, 160
CPC. See Cost-per-click (CPC)
CPM. See Cost-per-impression (CPM)
Craftsmanship, achieving, 214-215
Creativity:

Internet and, 161-162

patents and, 16
Cross-organizational strategy, 26
Crowdsourcing, 54, 184, 222-224
CTRs. See Click-through rates (CTRs)
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Cultural excellence:
collective passion, achieving, 214
craftsmanship, achieving, 214-215
“fear no more,” achieving, 215-216
generally, 213-214
right team, achieving, 216-217
Culture. See also Digital culture, creation of
closed, 17, 26, 172
definition, 23
digital, 24, 95-97
listening and, 23
open, 26, 82-83, 118
Customer(s). See also Webb Triangle
co-creation, 27
communication with, 88—-89
communities, 25, 44
contact, inventing at each point of,
28-30
co-registration of, 165
credit, gaining, 4647
direct line to, 83-84
engagement. see Engagement
experience, holistic, 48
as important asset, 54-55
knowing your, 247
loyalty, 45-46
value creation for, 177
Customer service:
engagement and, 46
no more lines, 47-48
social shift in, 48-49
Customer value strata, 27 -2%,28
Customized approach. 52-53
Customized nondisciosure agreement, 234

Dabke, Padmanaobli, 51

Database marketing, 151

Degrassi (TV show), 106-107

Dell, Michael, 44

Dellarocas, Chysanthos, 222

Dell Inc.:
blogger for, 41-42
digital command center of, 27
“Listen, engage, and act,” 43

Deployment:
active listening, avenues for, 250
becoming a digital enterprise, 252-254
contact point innovation, 250
generally, 245
knowing your target, 247-248
learning from best/brightest, 246
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points of experience, 250
team, readying your, 248-250
Desktop video. See NewTek
Dialogue, types of, 107
Digital command center, 39, 40, 198, 250
Digital commitment, 103
Digital conversations, 45. See also
Conversations; Listening
Digital culture, creation of. See also Cultural
excellence
before and after, 212
digital innovation and (see Digital
innovation, components of)
excellence, characteristics of (see Cultural
excellence)
external vs. internal focus, 208-210
generally, 207-205, 226-227
Hewlett-Packard (1P) and, 210-211
leadership ir: (s# Leadership)
success rererencing, 212-213
Digital diaingue, 26
Digita! airect. See Direct Response
Murketing (DRM)
Liizital domain:
connecting to customer, 26-27
owning the, 30
“Digital duplex” dialogue, 25
Digital enterprise:
AAA, Gen Y and, 56-57
becoming a true, 252-254
Cisco, ideas from public, 55-56
generally, 51-52, 58-59
innovative listening, 55
Spigit community, 52-54
Veridian Credit Union, 57-58
Digital innovation:
components (see Digital innovation,
components of)
model of, 221
monetization of, 229
term, 147, 207-208
Digital innovation, components of:
automated innovation portals, 226
buzz-building, 224
crowdsourcing, 222-224
generally, 220-221
innovation floating, 224-225
listening posts, 221-222
online brand reputation management,
225
Digital media per se, 232-233
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Digital pitfalls, 253-254
Digital polarity, 25
Digital presence, 27
Digital sandbox:
blogs, 37-39
brand, employees and, 44
components of, 31-33
conversations and, 41-42
customer credit, gaining, 46—47
customer service, social shift in, 48-49
generally, 49-50
loyalty, digital multipliers and, 45—46
mobile technology future, 34-37
new communication, 44—45
no more lines, 47-48
Radian6, 39-41
sandbox mentality, 42—-43
sharing space/awareness, 43—44
what you get vs. what you expect, 47
Digital socialists/ capitalists, 24
Digital strategy, 26-27
Digital video revolution:
generally, 61-62, 78
going live, viewership and, 69-70
inside scoop, 72
lasting value/durability and, 68-69
live streaming/brand potential, 71-79
melding of screens/content, 75-76
monetization and, 65—-68
NewTek, desktop video, 62—65
next five years, 76-77
radio goes digital, 70-7 1
TV-quality production, 7275
Direct response (DR). 147-148
Direct Response ha1keidng (DRM):
ad measurement, 158-161
ads, basic elements of, 149
benefits, 149
brand advertising and, 147-148
call to action, 150
digital media tactics, 164-166
DR and, 147-148
engagement optimization, 163-164
generally, 147, 167
innovation strategy, 166
Internet, creativity and, 161-162
Internet, marketing dollars and, 154-156
Internet, media and, 150-154
media optimization, 162-163
next steps for, 166
offers, 149
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online testing, 156-158

risk reduction, 150
Disclosure of idea, 234-235
Documentation of development, 233-234
DR. See Direct response (DR)
Due diligence, IP and, 240-241

eBay, 151-152
80,/20 rule, 185-186, 190
E-mail:
on cell phones, 231
direct marketing, 150-151
engagement optimization, 163-164
Employees:
brand and, 44
communication with, 88-89
on front lines, b7-:8, 32-83, 86-87
at Southwest Alriiies, 90
Engagement:
listening and, 45, 106
loyalty aind, 46
optimization of, 163-164
Enteiprise collaboration, 53
Y diuation:
automation and, 187-188
filtration and, 185-186
toggles and, 186, 187
Exceptional quality:
aiming for, 27
layer, defining value and, 21-22
vs. mediocre, 18-19, 21
Exit pop-ups, 165
Expectations, vs. “what you get,” 47
Expert, digital innovator as, 17
External innovation portals, 177, 178-180
External vs. internal focus, 208-210

Facebook:
IndyCar and, 135-136
“like” feature on, 40
referral traffic from, 65
Southwest Airlines and, 84
statistics, 19

Failure:
fractional solution and, 253
management of, 16-17
referencing, 213

“Fair use,” noninfringing, 242

Farmer, Paul, 57-58

Fast-forward, 190-191

Fast track, captive R&D on, 180
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“Fear no more,” achieving, 215-216
Feedback. See Listening
FFE. See Fuzzy front end (FFE)
Filter backdrop, 28
Filter step:
customers in mind, 184-185
filter, don’t evaluate, 185-186
toggles, 186-188
Find/FastFind:
captive R&D on fast track, 180
frontline innovation initiatives, 181-182
innovation portals, external, 177-180
innovation portals, internal, 180
Innovation Safaris, 182-184
micro-crowdsourcing, 184
Project Xs, 180-181
ways to find ideas/technologies, 177-178
Flexibility, 90-91
Flickr, IndyCar and, 132, 133, 134, 135,
136-138, 139, 142,
143, 144
Focus:
common, rewarding, 53-54
innovation and, 48
Forge, 191-192, 195
Fortune companies, 97
Forward or Forget:
fast-forward, 190-191
Forge, 191-192, 195
Four-in-one garlic press, 196-19¢
Free speaking, 117
Frontline Innovation Initiatives, 178,
181-182
Full-duplex dialogue; 26, 76, 95, 107
Fuzzy front end (+FL}; 171

Gap clothing retailer, 55

Garlic press. See Four-in-one garlic press
Gate-keeping questions. See Toggles
General Motors (GM), 218-219

GenY, 56-57

GM. See General Motors (GM)

Google Alerts, 101

Green screen/virtual set, 73

“Hands off” digital approach, 114-115
Heilig, Jim, 52
Hewlett-Packard (HP):

external focus and, 210

Garage, the, 210-211

Moss initiative, 211
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Hills, The (MTV show), 71

Hockey/puck, innovation scenario tactics
and, 199-200

Hoehn, Thomas, 94-109

Holistic digital innovation model, 221

Honesty, 219-220

Hypothesizing, 156

Ideas, ways to find. See Find/FastFind
Ideation sessions, 247
iMedia Connection, 117
IndyCar:
about the series, 130-131
blog for, 134-135
Facebook and, 135-136
generally, 129-130, 146
IndyCar communites and, 144-145
innovation potenial and, 146
mobile app, (14!
processes and, 124-125
social imcdia/online platforms, 132-133
Twilter and, 139-140
iLin.ate fan experience, 142-144
vebsite, 131-132, 141-142
Tnformation:
acting upon, 101-102
co-registration and, 165
Infringement, copyrights/trademarks,
241-243
InnoCentive, 223
Innovation. See also Contactéooint
innovation; RealOpen
framework

innovation

capitalists vs. socialists, 24
collective intelligence and, 58
definition, 15-16, 21, 23, 31, 93, 171, 245
“digital innovation” term, 147
experiential sliders, 49

focus and, 48

innovation portals, 177-180
interventionist, 247

listening and, 100

myths abut, 16

open/openness and, 17, 127, 172
platform, 28, 175-177

portals, automated, 226
potential, maximizing, 146
questionnaire and, 188-189
relevance and, 27

strategy, DRM and, 166

value layered, 28-30
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“Innovation culture,” 210
Innovation floating, 224-225
Innovation focus model, 24
Innovation management framework, 44-45
Innovation Playbook, The (Webb), 39, 52, 188,
208
Innovation Pyramid concept, 82-83
Innovation Safaris:
active observation, 183-184
described, 178
“I’m an observer,” 182-183
Innovation scenario tactics, 199-201
Innovation Superstar®, 23,51, 94, 101,
109,
119, 249
Innovation value mapping, 248
Instant messaging, 231
Intellectual property (IP). See also Rules of
engagement
innovation floating and, 225
protections, 225
third-party disclosure for, 192
top firm for, 100
Internal innovation portals, 177, 180
Internal vs. external focus, 208-210
Internet:
buzz-building on, 224
calling, 231
dawn of the, 148
digital DRM (see Internet, digitat DRM
and)
marketing (see Internct, marketing
dollars and)
media optimizatio. and, 162-163
not controlling they 115
social media ana;, 103-104
Internet, digital DRM and:
affiliate marketing, 153
auction marketing, 151-152
banner ads/behavioral
targeting/cookies, 152-153
directories, 153
e-mail marketing, 150-151
mobile, 153-154
organic search engine marketing, 151
paid search ads, 151
social media and, 154
Internet, marketing dollars and:
DRM processes and, 155-156
generally, 154-155
hypothesizing, 156
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Inverted Pyramid concept, 82-83
IP. See Intellectual property (IP)
iPad, 23

iPhones, 153-154, 231

IZOD IndyCar Series. See IndyCar

Jasurda, Bruce, 118-126
JetBlue Airways, 220

Kelleher, Herb, 85

Kindle, the, 23

Klout score, 166

Kodak:
actionable listening moments, 102-104
active listening at, 104-106, 182
brand and, 107-109. 179
‘Chief Listener’ porition, 100-102
communication, 1 37-109
digital cultue 2, 95-97
generally, 23.-95, 109
opportuaiies, value and, 99-100
stories/ misconceptions, 97-98
swor with a moral, 106-107
tust and, 109

Landing page, 158
Lassen Innovation, 44-45, 46
Laubacher, Robert, 222
Layered value, delivering, 29
Leadership:
even mistakes can be fun, 220
focus of, 217-218
having fun in, 220
innovation/innovators, understanding,
218
passion/patience/perserverence,
218-219
patience and speed in, 219
truthfulness and, 219-220
Lebrun, Marcel, 39, 40, 41, 43, 46, 48
Lexus, 149
License for rights, 243
LinkedIn:
employers and, 21
statistics, 20
Listening. See also Conversations
active, 250
avenues for, creating, 250
‘Chief Listener’ position, 100-102
communication and, 25
to conversations, 41-42, 182
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to customer community, 44, 246
engagement and, paradigm shift, 45
feedback and, 86-87
innovation and, 15, 16, 21, 23, 55
passive, 254
processes, culture and, 43
social strategies and, 40
trust and, 41
Listening posts, 221-222
Live chat, 69
Live streaming, 71-72, 74, 138-139
Live video events, 69-70
Loyalty:
honesty and, 108
real people creating, 45-46
trust and, 109

Malone, Thomas, 222

McLuhan, Marshall, 47

McNeill, Christi, 80-91

Measurement, for ads, 158-161

Media optimization, 162-163

Medical device scenario example:
isolated islands, 203-204
necessity is thy mother, 201-202
stagnation, 202-203
tough love, 202

Medical innovation questionnaire, 182-15%

Mediocre products, 18-19, 21, 47

Melding of the screens, 75-76

Micro-crowdsourcing, 178, 184

MIT Center for Collective Inwclligence, 222,

223

Mobile apps, IndyCai and, 141

Mobile marketing, 155-154

Mobile technolcoy future, 34-37

Modeled chat, 165

Monetization, video efforts and:
generally, 65-66
online purchasing experience, 66-67
social media and, 66

Moss, Randy, 211

MTV, 71-72

Multipliers, digital, 45—-46

Multivariate testing, 158

Naming an app, 237-238

Nelson, Philip, 62-77

Net Customer Value Strata, 21-22

New product development functions
(NPD), 171
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NewTek:
gatekeeper, doing away with, 63-65
power of video to you/me, 62-63
Noncompete provision, 235
Nondisclosure agreement, 234
Noninfringing “fair use,” 242
NPD. See New product development
functions (NPD)

On demand video, 69, 70, 74
Online brand reputation management, 225
Online community, 133
Online education, 21
Online experience, 131
Online initiatives, tactile experience and,
66-67
Online reputation, 220
Online submissiqn process, 28
Online testing!
A/B testing, 157-158
gener:ly. *56-157
multivariate testing, 158
Oniiie video stream, 64
£ypen innovation/openness, 17, 127, 172,
187. See also RealOpen® innovation
framework
Open rates, 159
Opportunities, 99-100. See also Webb
Triangle
Optimization:
engagement, 163-164
media, 162-163
web search, 151
Organic search engine marketing, 151
Organizational culture. See Culture; Digital
culture, creation of
Organizational silos. See Silos
Out-bound e-mail prospecting, 151

Packaging for Launch, 195-196
Paid search ads, 151
Paradigm shift, 45
Pareto principle, 190
Passion/patience/perserverence, 218-219
Passive listening, 254
Patents:
applications, 230, 234, 235
issued in U.S. per week, 16
marking products and, 239-240
“patent search,” 240-241
utility patents, 236
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Patience/perserverence/passion, 218-219

Permission, 241-243

Perserverence/passion/patience, 218-219

Pitfalls, digital, 253-254

Pluschkell, Paul, 51

Podcasts, 76-77, 229

Points of experience, 250

Pop-ups, exit, 165

Power of Word of Mouth (case study), 66

Privacy issues, Web and, 162

Product pitchmen, 148

Product platform scenarios. See Medical
device scenario example

Project Xs, 178, 180-181

Qualman, Erik, 20
Questionnaire, medical innovation,
188-189

R&D group, 180
Radian6, 39-41, 101, 246
Radio goes digital, 70-71
RealOpen® innovation framework:
core concept of, 173-174
deliverables of, 174, 175
fast but smart, 188-190
filtering (see Filler step)
Find technologies (see Find/FastFind)
flow of process in, 174
four-in-one garlic press and, 1.:8-:199
generally, 169-171, 204—205
innovation platform, 173-177
innovation scenario taciics, 199-201
innovation strategy ar d, 166
at Lassen Innovatien, 44-45
medical device scenario example,
201-204
Packaging for Launch, 195-196
as prescription, not diet, 171-172
RealOpen term, defined, 175
toolbox for, 173
transitional tools (see Forward or Forget)
Value Layerization, 195
Webb triangle, 192-195
Real-time dialogue. See Conversations
Recognition, 249-250
Registered trademarks, 239
Reimbursement levels. See Medical device
scenario example
Reputation management, 56, 225, 250
Respect, Army Strong Stories and, 118-123
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Response rates, 158
Return on investment (ROI):
consumer behavior and, 155
DR marketing and, 148
modeled chat and, 165
Rewards and training, 248-250
Right team, achieving, 216-217
Risk-centric systems, 51
Risk reduction. See also Rules of engagement
Risk(s):
reduction, DRM and, 150
taking, 118, 249
ROI. See Return on investment (ROT)
Rotman, Mike, 77
Rules 1-8:
1. memorialize concept/document
development, £53-234
2. don’t let cat/outof bag too early,
234-235
3. get it in writing/forget the handshake,
235
4. crotect yourself/secure IP rights,
2:5-237
~naming app, 237-238
. brag about your rights, 238-240
. due diligence, 240
. asking for permission vs. forgiveness,
241-243
Rules of engagement:
digital media per se, 232-233
as general guidelines, 231-232
generally, 229, 243
quantum leap for mankind, 230-232
rules by number (see Rules 1-8)

w3 D

Screen views, 236
Search ads, paid, 151
Search engine marketing, organic, 151
Silos, 54, 106, 127
Siminski, Robert, 225, 229
Skype, 231
Smartphones:
apps for, 232
capabilities of, 232
DRM and, 153-154
Smartphone scanning, 25
Social media. See also specific application
digital DRM and, 154
monetization and, 66
Southwest Airlines and, 80-81, 89-90
Social networking, 229
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Socialnomics (Qualman), 20
Social revolution, 20-21
Socialscapes, 45

Social triggers, 53

16:37

Social web, blogs as foundation of, 37-39

Society, web changing, 47
Software. See Computer software
Southwest Airlines:
active listening at, 182
communication, culture of, 87
content controls, 81-82
creating content/finding channels,
90-91
direct line to customers, 83-84
Facebook and, 84
feedback and, 86-87
generally, 79-80, 91
lessons from, 87-88
open culture, 82-83, 172
processes and, 124-125
responses for all, 84-86
social media and, 80-81, 89-90
video at, 88-89
Spigit:
AAA, Gen Y and, 56-57
acting on information, 101
Cisco and, 55-56
crowdsourcing, 54, 222
customer as asset, 54-5bH
customized approach of, 52-54
enterprise collaboration, 52
listening and, 246
rewarding a commori focus, 53-54
Stakeholder identiSicoticn, 247
Streaming:
live, 71-72, 74, 138-139
online video, 64
Sub-baseliners, 22
Success referencing, 212-213

Target, knowing your, 247

Team:
achieving right, 216-217
recognition/rewards for, 249-250
training of, 248-249

Technocentricity, 213

Television, content and, 75-76

Television quality video. See Digital video

revolution
Testing. See Online testing
Texting, 231
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Threadless T-shirt company, 222-223
Toggles, 186-188
Toyota, 220
Trademarks:
database of, 241
fair use of, 242
names for apps and, 237-238
registered, 239
“Trademark search,” 240-241
Trade show audience, 68
Training and rewards, 248-250
TriCaster, 67, 70, 72, 73, 74-77
Trust:
Army Strong Stories and, 118-123
Kodak and, 109
Truthfulness, 219-220
TubeMogul, 63-64
TV-quality video preduction:
adding polish, 75-74
generally, 72--73
setting suage for delivery, 74
shifnkitig needs, 74-75
Twiwer.
ATTs, 101
‘Follow Friday,” 139-140
referral traffic from, 65
statistics, 19
Tweeting on, 40, 154

U.S. Army. See Army way
U.S. Customs and Border Protection
Service, 238

U. S. Patent and Trademark Office, 234,

238, 240, 241
Utility patents, 236

Value:
creation of, 99-100, 177
criminal layer, 22-23
delivery of, 247
durability, digital video and, 68-69
exceptional layer, 21-22
as key word, 16
mapping of, 247-248
Value chain, 247
Value layered innovation, 28-30
Value Layerization, 195

Van Vacter garlic press. See Four-in-one

garlic press
Veridian Credit Union, 57-58
Verizon, 141

269
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Video. See also Digital video revolution
calling, 231
to tell/sell, 67—68

Vodcasts, 229

Wagoner, Rick, 218-219
Wants, defining, 28
Webb Triangle:
build/left-hand corner, 194
need/top of triangle, 192-194
net customer value, 194-195
sell/lower right, 194
web-enabled collective intelligence, 223
website. See also Blogs
landing page, 158
search optimization, 151
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Wikipedia, 222, 223
Wireless-enabled digital media, 231
Written contract, 235

Written record, 233-234
Wunderman, Lester, 148

Xbox, 46

Yamaha, 107

YouTube:
IndyCar and, 140-141
innovation floating and, 224
“star” feature on, 40-41

7i8, 102



