absence of accountability 129-30
absence of commitment 129
accountability, absence of 129-30
adoption
convincing customer 22-5
framing message 467
standard model 22-7
advantage
creating 13-14, 21-56
innovating firm framing 51
new model of adoption, urnagrstand 51-3
role of information in ¢eating 25-6
uncertainty and 32—4
advertising 42
simulated 152
agreeableness 35, 36
alpha tests 175
Amazon 230, 231
ambassador 123, 276
ambidexterity 121-2
ambidextrous executive 202
ambidextrous organizational designs 111,
112-13
ambiguity 33—4
Ampex VRX-100 255-6
Apple Computer 11, 199-201, 261, 265
iPod 5, 10, 22, 48-9, 200, 240
iTunes 49, 200-1
appropriation breakthrough 62-3

INDEX

appropriat'on challenge 61

architcctural innovations 7

assumption-based planning 92-3

AT&T 24

Atlas Copco: Silenced SmartRig 240

authority, team leader 122

auto speak tool tips 165

autonomous business unit 110

autonomous multifunctional teams 136

autonomous team 106, 109-10, 281-2
need for 136-7

awareness building and adoption 242-5

Azko Nobel: Interplate Zero 241

Belbin Team Role Inventory 130
best—worst scaling 171

beta tests 175

Big Five personality inventories 130
Big Five personality traits 35—6

Blue Ocean Strategy 6, 89-90
Blu-Ray DVD 27

Big Five 36

Booz, Allen and Hamilton 14, 57-8, 221
bottom-of-the-pyramid innovations 7
brainstorming 118

brand 171

breakthrough innovation 8, 66-7, 68, 83, 88,

95-6, 280-3
autonomous teams 281-2



310 INDEX

co-creation and market design 282-3 commercial development, programming of 60
rules 280-1 commercialization decision 226—8
vs change management 199-215, 219-20 commitment, absence of 129
business model common knowledge 40-2, 43, 44
definition of 8 positive, encouraging 252-3
innovation in 8 semi-random building of 52-3
business strategist 123, 276 communication, virtual teams and 116

business-to-business (B2B) 5, 6, 23, 38, 40, 43, Compaq 110
48, 147, 150, 158, 173, 177, 238, 239, compatibility 235

240, 253, 260 competitive advantage 115
business-to-consumer (B2C) 38, 48, 147, 150, competitive analysis 80—1, 95
173, 177, 238, 239, 253, 260 complementary assets 80
complexity 235, 236
CAD/CAM 260 computational sociology 28, 39—45
Canon 7 confrontation, fear of 129
CD player 25-6 connectors 37-8—40, 42, 53
cell processor technology 10-11 amplifying marketing-message through 252
challenges of business innovation 9 conscientiousness 35; 2¢, 38
change agent 123, 276 conventional market research 82
change management 77, 191-2 cooperation 103
eight-step process (Kotter) 192—4, 197-8 Copper T intreuterine device 240
principles 192-8 core teani 116-17
cf breakthrough innovation 199-215, anid freut-end 119-20
219-20 investment in 275-6
role of innovation team in 207-9 leader selection 122—4
charter see Innovation Charter size 1201
chief executive officer (CEO) 125 CoreCo 110
chief innovation officer (CIO) 125 CoreMedia MultiDRM 241
choice experiments Creative Zen 22, 49
in eliciting realistic judgements 178t creativity 59, 116, 118
in obtaining evaluations from povenual creativity facilitator 123, 276
innovators 170-3 critical mass of customers 43-5
CIBA Vision 112-13 cultural web 221
Cirque du Soleil 6, 89-20,.254, 255 culture 68-9
Cisco 116, 148 customer breakthrough 62, 63, 95
classification scheme 7 customer challenge 61
coach 123 customer decisions, 47-51, 52
co-creation 12, 17-18, 21, 54-5, 143-90, customer focus 134
271-2, 273 customer incentives 153
and market design 282-3 customer insight 11-12, 144
customer involvement 144-9 customer involvement 144-9, 166—7
customer selection for 150-3 see also co-creation
evaluation of ideas and prototypes 170—4 customer loyalty 95
idea generation 167-70 customer relationship management (CRM) 245,
information acceleration 174-5 249
project setup, improving team’s customer susceptibility, market influence and
knowledge 154-67 50-1
scaling-up 175-6 customer value 13
cognitive psychology 28-32 customers

collaboration, teams and 117-19 critical mass of 43-5



ideas, making use of 1468
selection for co-creation 150-3
target 233—4

understanding of 146

with grievances 249

decision making
commercialization 226-8
criteria 94
customers and 47-51, 52
development 223—-6
emotions and 32-3
group vs individual 38-9
Demohouse 65—6
design of new market 272-3
designing offer 234-7
development breakthrough 62
development challenge 61
development decision 223-6
Diageo 144
digital audio players (DAPs) 48-9
digital differentiation 48-9
discovery-driven planning 92-3, 101-3, 134,
257, 272
key assumptions checklist 102-3
milestone planning chart 103
operations specification 102
reverse income statement 101-2
disruptive innovations 7
dissatisfaction 248
Dow Europe 6
Ducati 230

eight-step process of cliang="management
(Kotter) 192—4, 197-8

Electrolux 147

Elizabeth Arden 23

emotional hurdles to change 195-6

emotional stability 35, 36

emotions, decision making and 32-3

environmental influences 35

ERP systems 27

executive 111

experiences, early 35—6

expertise, need for 219-20

exploitation 62

exploration 62

explorer 123, 276

external collaboration 117-18

extraversion 35, 36

extreme execution, team 118
extreme views 119

face-to-face contact 133
failure
to focus on goals 130
to incorporate market dynamics 157-8
managing failure 204-5
pioneer 82
fear of confrontation 129
Federal Communications Commission (FCC)
24
finalizing the project objective 93
First Direct: Monilink 240
focus 69, 137
focus groups 149, 183
focus on goals, failure 430
follower strategies &1
format innovatiors 7
Formula 1 Heatels+6, 241
frame of relercnice 237—40
framing~29, 30-2, 45, 55
Frieacly-Machines 147
Frienily Robotics 147
“oat-end tasks 119-20, 122
funnel metaphor of innovation development 59
Future Choice Initiative 187, 188

Gate Committee
dual responsibility of 2067
selection of members 124-5
gate criteria see Stage—Gate approach
GE Healthcare 144
General Electric 205
genetic influences 35-6
genetic markup, personality traits and 35
GfK Roper 40
Gladwell 40
globalization, teams and 114-17
goal setting 247-8
Goldman Sachs 148
Google 230
go-to-market strategy 258
greenfield team 110
grievances
recovering customers with 249
recovering innovators with 249-50
group vs individual decisions 38-9
groupthink 116
guiding coalition 202—4



312

heavyweight multifunctional team 136
High Definition DVD 27

house of quality 163—6

HP 116

HSBC 63, 230

human resource (HR) managers 128
Hutchison 145

IBM 70-1
iSeries Initiative for Innovation 71
idea
evaluation of 170—4
generation 95, 151, 167-70
ideal specification 171
IDEO 160
incentives 205—6

incremental innovation 7, 9, 62, 63, 67, 68,

88, 95

individual differences, personality psychology

and 36

individual vs group decisions 38-9
influence 45

multi-step model of 43

reaction to 34-9

supply of 45-51
information

adequate 179

in creating advantage 25-6
information acceleration 83, 152, 174-5
information collection 88
information environment 26
information technology (IT) 124
informational cues 32
ingenuity in craft 64
inimitability 80
innovation adoption 47
Innovation Blitz 169
Innovation Charter 16, 18, 58, 69-72, 93,

105, 274-5, 280

governance section 85—6

innovation project governance 71-2

preparatory research 88-93

questions 87

strategic roadmap 69-71
innovation objectives 64—6
innovation programme

governance 71-2

project types in 61-3

strategic perspective on 61
innovation strategy 59-60

innovation, nature of 177-8
innovators 37, 39—40, 53

in early evaluations 152

engagement of 241-51

with grievances 249-50

identification 184—6

and mass market customers

identification 179-80

positioning statement for 265—8
intellectual property 115-16, 117
Internet 116

backing 164, 165

customer power through 231
interpersonal links 39
interviewing 154-5, 182-3
iRobot

Roomba 238-9

Scooba 239

Johnson & Johnson 112
JVC 255, 256

key ‘mhinsteam segments 253-5
Kichls 230

kncwledge creation 40-2
Kryptonite 231

laddering 162-3, 235
laggards 37
lead user customers 146
in idea generation 151
identification 184—6
selection 178-9
lead-user scoring 185
lead-user workshops 167
leadership
firm’s role in innovation 201-7
market 81
styles 123, 124
types of 94—6
leaky bucket 246
LG Electronics 30—1
L’Oreal 23
local influences 52
low-end innovations 7

mainstream customers 37

management of complex projects 137-8,
210-13

market attack teams 137



market building 19
using long-term perspective 277-8
market design 282-3
market dynamics 82-93
market influence, customer susceptibility
and 50-1
market leadership, duration of 81
market research, traditional 149
market segments and personality predispositions,
model of 37-8
market share 81
marketing 229-68
designing 263-5
engagement of innovators 241-51
gaining momentum 252—6
pre-launch 232—41
next stage 256—62
developing managers for 258-62
firm characteristics 261-2
innovation as network product or
service 260-1
rethinking business planning 257-8
time 259-60
tools 263-8
mavens 39, 42
means—end analysis 162-3
means—ends claims 236
mental flexibility 123—4
mental models 119, 128
Microsoft
Office 265
PowerPoint 260
Xbox 203
milestone planning chait’ 193
mobile phones 23, 24-5, 145-6
MobyCorp 130, 131
Motorola 24, 265
MP3 player 22, 25-6, 27
MRSA infections 158-60
multifunctional team 106, 107-10
lightweight 109
heavyweight 109-10
multiple intelligences 193
multi-step flow model of influence 43
My Space 230
Myers—Briggs Indicator 130
mySAP 27

Navigo Pass 78-9
negative messages 46—7

Net Promoter Score 248
neuroscience 28, 32—4, 193
NewCo 110-11, 112
Nintendo 11

Wit 10, 203—4
non-customer innovation 7, 29-30
Nucor 6

objectives, project 70, 8693
observability 235, 236
openness to experience 35, 36
operational guidelines 57
opinion leaders 42, 43, 44
opposition, dealing with 250-1
options 171
Oracle E-business 27
order-of entry strategy~31; 82
organizational change 12, 18-19, 191-228
organizational cultur:> 284-5
organizatioral wrinciples and 221-2
organizatioral UNA 221
organizaional principles 215-22
eristing organizational culture and 221-2
rocus of change and project
management 220-1
need for expertise 219-20
organize for change 2767
Otis Elevator 5

Palm Pilot 1000 265

personality predispositions and market segments,
model of 37-8

personality psychology 28, 34-9

Petco Animal Supplies 231

phantom stock option schemes 205

Philips 255, 256

pioneer vs followers 285-7

ploneering strategies 81-2

plasticity 36

point of difference 240-1

point of parity 237-40

political capital 121-2

positioning 237

positioning statement 265—8

positioning triangle 237

positive messages 46—7

Procter & Gamble 148

product innovation 7, 8, 12

project cancellation 118

project dashboard 133—4



project manager 123, 276
project objectives 70, 86-93
project set-up 8693
improving team’s knowledge 154-67
project sponsor 17, 121-2, 128
choosing 206
prospect theory 28-34
prototypes
evaluation of 170—4
rapid 168-70
purpose, firm’s 63—4

quality function deployment 163—-6

R&D
expenditure on 57-8
teamwork 107-8
radical innovations 7
radical views 119
rapid prototyping 16870
RATP 78-9
recognition and reward 205—6
relative advantage 235
Renault 211-12
resource allocation 197-8
resources 68—9
reverse income statement 101-2
reward systems 111
risk 33—4
risk aversion 151
risk management 66-8
Robomow 147-8
RyanAir 241

Saint-Gobain 65, 66

salesmen 39

scaling-up 175-6

scenario generation 89, 90-2, 99-103, 178,

272

critical drivers and key events 100
driving forces 100
implausible or uninteresting scenarios 1001
interesting scenario development 101
timescale 100

scenario planning 257

schedule development 132

screening, first 95

separate business units 17, 106, 213-15

service innovation 8, 12

seven Rs (Gardner) 194

Siemens 90-1
slingshot 118
snake plots 140
social construction 52
social goods 41
social influence 40-2
social networks 39—40
SolarDom 30, 31, 32
Sony 11, 64, 255, 256
iTunes 5, 6
Play Station 10, 64, 203
Walkman 10, 49
Southwest Airlines 6, 63
Southwestern Bell 24
space tourism 18690
SportTech Ltd 130-2
stability 36
Stage—Gate™ model (Cooper) 72-86, 946,
274-5
criticisms of ctrrent models 77-83
first to mork=t. 81-2
gate ciiveria 274-5, 284
gévernance 856
improved methods 83-5
Diapping appropriate assessment criteria 76—7
market dynamics 82-3
need for competitive analysis 80—1
stages and capabilities 74
stages and tasks 77-80
using gates to select ideas 74-5
stakeholder expectations 67
standard model of adoption 22-7
Starbucks 230
statement of purpose 63
status quo bias 29-30, 82, 151
STMicroelectronics 115
strategic direction 57
strategic roadmap 69-71
strategy 93
strategy canvas 89-90, 97-9, 127, 178, 272
As Is curve 98-9
benefits 98
information collection 98
target customer, defining 97-8
To Be curve 99
verify the canvas 99
surveys 149, 194

talking ATMs 165
Tandy 265



task structure 116-17
team 17
collaboration and 117-19
compromises in forming 128-9
customer. development or appropriation
expertise 1267
diversity of viewpoint 125
experience with innovation 127-8
external collaboration 126
failings 129-30
globalization 114-17
goals 105
innovation principles 119-29
organizational 107-19
organizational principles 129
relationship between rest of organization
and 209
selection stages 125-9
steps in development 129-35
autonomous teams, need for 136—7
customer focus 134
face-to-face contact 133
first meeting 130-2
focus 137
preparation 134-5
project dashboard 133—4
schedule development 132
skills in managing complex projects 137-3
time commitment 132-3
type of 106
Team Climate Inventory (TCI) 152, 140-1
Participative Safety 142
Social Desirability 142
Support for Innovatich 142
Task Orientation 142
Team Vision 142
team coach 276
team leader 130-2
selection 17, 122—4
team member selection 17, 139-41
candidate selection 140
first meeting agenda 141
potential team members 139
project focus 139
revisiting 140-1
scoring of potential members 140
team membership 283—4
team performance 106
team reports 105
Team Spotter’s Guide 132

technology attack teams 137
technology, globalization and 11417
Tesla Roadster 241
Theory of Inventive Problem Solving
(TRIZ) 118
3M 93, 148
third-generation (3G) mobile phones 145-
time
market development 259-60
team building 132-3
Toolkit 89
Toyota 64
training, employee 96
transformation 161
trialability 235, 236
trust, lack of 129
two-step flow model ¢f cemmunication 42

uncertainty
advantage 20a 32—4
reaction ‘o 59
user-friendly” interface 165
usettholkits 168

ralae chains 88
walue for money 64
videoconferencing 116, 133
vigilance modules 34
Virgin 230
virtual teams 116
virtuous circle 245-50
Vodafone 145
voice-of-the customer 23, 88, 127, 236
definition 182
eliciting latent needs 158-61
using images and metaphor 161
using observation 158-61
failure to incorporate market dynamics 157-8
limitations 157-67
linking customer need to product and service
features 161-7
principles 1547
depth interviewing techniques 155
team members must do first
interviews 154-5
understanding 155
research method 182—4
customer choice for interview 182-3
individual not group interviews 183
question planning 183—4



316

record keeping 184
responses, organization and analysis 184
venue, choice of 183
verbal reports 158
Voice over Internet protocol (VoIP) 146

word-of-mouth 152

X-teams 106, 117

YouTube 231

Zaltman metaphorical elicitation technique
161

Zara 230

Zero-G Corporation 187

Index compiled by Annette Musker



