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AMD, 19–20
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Apple, 16–17, 20, 25

iPad, 52–56

iPhone, 51–52

iPod, 79–82, 85–86, 114

retail stores, 118

App Store, 52

ARPANET, 83

Artist role, 65

Atlassian, 26

Baker’s Dozen. See Innovation 

Baker’s Dozen

Bank of New Zealand, 96

Barriers to innovation, 2, 4

Behaviors, emerging, 49–50

Bell Labs, 12

Beta vs. VHS format, 83

Bezos, Jeff, 19

Bingham, Alph, 110

Blogging Innovation, 4, 119–120

Blue Ocean Strategy (Kim and 

Mauborgne), 103

Bradbury, Karen, 128

Brainstorming, 60, 62, 66

Branding

flexibility and, 57

open innovation and, 35

Breakthrough solutions, 95–96

Brightidea, 112

Cadillac LaSalle, 14

Category Renewal Zone, 33

Change

for customers, 116

in distribution, 117

for employees, 117

in marketing, 117–118

organizational agility, 115

for suppliers, 117

Checklist, idea evaluation, 69–71

Chevrolet, 14–16

Cisco, 52, 104–106

Collaboration, 121–123

Communication

of innovation focus, 139–140

of innovation strategy, 139

maximizing customer 

relationship, 137

Compaq, 80, 81–82

Comparison shopping, 147–148

Competencies, leveraging, 46

Component relationship, 133

Compuserve, 83

Computers

Apple, 16–17, 25

Compaq, 80, 81–82

Dell, 16, 17

Hewlett-Packard, 16

Connect + Develop (Procter & 

Gamble), 28

Connector role, 65
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Conscript role, 65

Councils and Boards (Cisco), 

105–106

Creativity, and change of 

surroundings, 95–96

Crisis situations, 111

Cross-functional innovation, 

99–108

Cisco case study, 104–106

continuous innovation and, 

101–103

GE case study, 106–108

overview, 100

scarcity mentality as barrier to, 

103–104

Cugini, George, 128

Culture, of organization, 92–93
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access to, 47

Airline Passenger Lifecycle, 

140–144

change for, 116

education, 87

electronic customer, 145–151

feedback, 48

insights of, 56–58

revolution, 47

in start-up environment, 131

voice of, 45–48

Customer Champion role, 65

Customer Intimacy Zone, 33

Customer journey framework

Airline Passenger Lifecycle, 

140–144

e-commerce, 145–151

Customer permission analysis, 39, 

134–135

ancillary product/service 

recommendations, 136, 138

customer relationship type and, 

135–137

ensuring useful feedback, 138

Customer relationship, 131–134

component, 133–134

end of, 134

initial, 132

maximizing, 137

owner, 132

providing real value, 137–138

vs. level of customer permission, 

135–137

Cyrix, 19

Dell Computers, 16

Directed innovation, 25

Discontinuities, harnessing, 46

Disruptive innovation, 32–33, 

91–92, 115, 116

Distribution, change in, 117

Duncker candle problem, 95

DuVal, Cynthia, 56

Earl, Harley, 14–15

E-commerce. See electronic 

commerce

E-Commerce Management, 20

80/20 rule, 72

Electronic commerce, 145–151
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comparison shopping, 147–148

order confirmation/order 
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order shipped/order received/
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payment, 149–150

personal information, 149

shopping cart, 147, 148
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site arrival, 145

site awareness, 145
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Emerging behaviors, 49–50

Emerging needs, 49

Emerging trends, 49
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change for, 117

part time rolls in other 

departments, 104–105

respect for, 94

trust and, 94

Ethnographic research, 56

Evangelist role, 66

Exxon Mobil, 18
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of failure, 92, 97

as motivator, 111

FedEx, 134

Fedex Days (Atlassian), 26
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from customer, 48

customer permissions and, 138

Fettig, Jeff, 27

Flexibility

innovation vs., 114–115

in work hours, 96–97

Flickr, 122–123

Focus, choosing and 

communicating, 139–140

Focus groups, 47–48, 172–173

Ford, Henry, 14

Ford Motor Company, 14–16

Four Lenses of Innovation, 46

Fox, Greg, 104

Fujitsu, 52

The Future of Management 
(Hamel), 93

Gamechanger (Shell), 97

General Electric (GE), 100, 

106–108

glocalization, 107

Local Growth Team model, 107

General Motors Acceptance 

Corporation (GMAC), 15

General Motors (GM), 15, 111

Gibson, Rowan, 26–27, 46

Glocalization, 107

Goals, 37–41

defining, 39–40

examples of, 40

influences on, 39

purpose of, 38, 40–41

setting, 39–40

and strategy, 23–24, 40–41

Goodwin, Keith, 106

Google, 25–26, 84

Govindarajan, Vijay, 106

Hagel, John, 120

Hamel, Gary, 93

Hango, 80

HealthVault (Microsoft), 102–103

Hewlett-Packard, 16

Hierarchy of needs, 93–95

High customer permission 

level, 136

High customer relationship 

level, 135

Honda, 100

Human interface innovation, 18

Hurd, Mark, 16

Ideas

checkpoint review, 171–172

evaluating, 166–168

focus groups, 172–173

full formation of, 169–170

gathering, 161–163

harvesting, 165–166

market projections/plans, 171

mass production of, 173

nurturing, 164–165
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Ideas (continued )
organizational needs and, 93–95

project development, 168

project team meetings, 168–169

storing and planting, 164

taking a break prior to 

finalization, 170

Idea challenges, 66, 71, 74

Idea commercialization

iPod case study, 79–82, 85–86

overview, 77–78

slow innovation, 79

useful vs. valuable, 78–79, 86

VCR case study, 83

Idea evaluation, 67–75, 166–168

checklist, 69–71

cross-functional teams and, 

72–73

feedback, 74

integrity of process, 75

measurement criteria, 68

“not now” response, 73–74

overview, 68

parallel, 71–72

Idea generation

brainstorming, 62

methods, 60–61

nine innovation roles, 64–66

overview, 59–60

quality, 62

quantity, 61

s-curve, 63–64

Idea management, 97

IMac, 17

Imaginatik, 113

Immelt, Jeffrey R., 106, 107

Incremental innovation, 32–33, 

91–92, 115

Information

blockages, 100

collection of, 101

organization and retrieving of, 

101–103

Initiative for Mainstreaming 

Innovation, 29

Innovation. See also goals; vision

barriers to, 2, 4

constraints, 25

corporate culture and, 92–93

defined, 78

flexibility, 96–97

focus, choosing and 

communicating, 139–140

funding, 69, 74, 103

horizons, 34

marketing vs. cost, 15

maturity, 30–32

Moore’s 14 types of, 32–33

roles, 64–66

as social activity, 121–123

sources, 25

sourcing outside the company, 38

top-down and bottoms-up 

approaches, 25

Innovation Baker’s Dozen, 

161–173

baking, 171

cooling, 171–172

harvesting, 165–166

kneading and forming, 169–170

mass production, 173

milling, 168

mixing, 168–169

nurturing, 164–165

rising, 170

seed gathering, 161–163

seed planting, 164

separating wheat from chaff, 

166–168

tasting, 172–173

Innovation barrier poll, 126–128

barrier job title, 126
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poll barrier by age, 128

poll barrier by company size, 128

poll barrier by gender, 127, 129

poll barrier function, 127

Innovationbonfire.com, 5

Innovation ecosystem, 35

“The Innovation Index,” 3

Innovation management software, 
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Innovation Moonshot 

framework, 54

Innovation to the Core (Gibson and 

Skarzynski), 46

Innovation Tournaments (Terwiesch 

and Ulrich), 33

Innovation vision. See vision
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Innovator’s framework, 95
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Apple iPhone, 51–52
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quality, 61–62

execution and, 50–51, 58

Four Lenses of Innovation, 46

generating, 58

information and creation of, 101

innovation for past/present/

future, 56–58

insight networks, 50

overview, 45–46

trend spotting/behaviors/needs, 

48–50

in various phases, 122–123

voice of the customer and, 

46–48

Instinctual innovation, 25

Intel, 16, 17, 19–20

Intellectual innovation, 25

International Fund for Agricultural 

Development (IFAD), 29–30

Internet case study, 83–84

IPad, 52–56

IPhone, 51–52

IPod, 79–82, 114

sales of, 82

Shuffle project, 85–86

IP Telephony, 20

ITunes, 80–81, 86, 117

J.C. Penney, 19

Jia, Lile, 96

Jobs, Steve, 16, 17

Judge role, 65

Kaplan, Saul, 119

Keldsen, Dan, 24

Kelleher, Herb, 84

Kim, W. Chan, 103

King, Rollin, 84

Kmart, 19

Kramer, Kane, 82

Kuwait Petroleum Corporation, 
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Leadership and innovation, 9, 

10, 20

Lemonade stand

customer journey, 156–159

operations, 152–155

Local Growth Team (LGT) model 

(GE), 107

Lotus Notes, 113

Low customer permission level, 136

Low customer relationship 

level, 135

Magic Maker role, 65

Managed research panel, 47
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Marketing

change in, 117

innovation, 15

Maslow’s Hierarchy of Needs, 93

Maturity model, 30–32

Mauborgne, Renee, 103

Medium customer permission 

level, 136

Medium customer relationship 

level, 135

Microsoft, 17, 18

HealthVault, 102–103

SharePoint, 113

Windows Live, 119

Zune, 87

Mobile phones, 51–52, 85

Moore, Geoffrey, 32–33

Mortgage lenders, 133–134

Mosaic, 84

Mostert, Nel, 128

Motivation, fear as, 111

Motorola, 17, 51, 87

MP3 players, 79–82

National Endowment for Science, 

Technology and the Arts 

(NESTA), 3

Needs

emerging, 49

organizational hierarchy of, 

93–95

understanding unarticulated, 46

NESTA (National Endowment for 

Science, Technology and the 

Arts), 3

New product development, 47

New York Police Department, 

103–104

NexGen, 19

NeXt operating system, 17

Nintendo, 18

Nokia, 114

Northwestern University, 95

Nucor Steel, 32

NVIDIA, 20

Online purchases. See electronic 

commerce

Open call for innovation ideas, 60

Open Innovation, 34–35

Operational changes, 118

Operational Excellence Zone, 33

Operations framework, 

152–155, 159

Organizational agility, 115

Organizational culture, 92–93

Organizational ecosystem, 116

Organizational hierarchy of needs, 

93–95

Organizational psychology, 91–97

Orthodoxies, challenging, 46

Passion, 119

“Passion versus Obsession” (Hagel), 

120–121

Phillips, Jeffrey, 119

Polkhanov, Alexei, 129

Pond, Randy, 105–106

Portfolios, 33–34, 66

Pricing information, 47

Procter and Gamble, 28, 38, 100

Product development, 47, 56

Product information, 47

Productivity, 3

Product Leadership Zone, 32

Programme Development 

Financing Facility (IFAD), 30

Project Natal, 18

Purchasing decisions, 47

Purpose, 119

Qualcomm, 20
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Reactionary innovation, 111

Research and development, 35

ethnographic research, 56

managed research panel, 47

Respect, for employees, 94

Reverse innovation, 106–108

Revolutionary role, 64

Risk

Americans as risk-takers, 92

aversion to, 91

ROKR phone (Motorola), 51, 87

Rubino, Joe, 129

Saehan, 79

Scarcity mentality, 103

S-curve

of idea generation, 63–64

of typical company, 2

Sears, 19

Shell’s Gamechanger, 97

Short Message Service, 85

Silo mentality, 100, 103

Skarzynski, Peter, 46

Sloan, Alfred P. Jr., 15

Slow innovation

Internet, 83–84

iPod, 79–82

Southwest Airlines, 84

VCR, 83

S.M.A.R.T. goals, 39–40

Social evolution, 122

Social execution, 122

Social inputs, 121–122

Software, innovation management, 

112–114

Software as a Service (SaaS), 112

Song Airlines, 115

Sony, 18

Sony U-Matic, 83

Southwest Airlines, 32, 84, 132

Spigit, 113

Strategic assets, leveraging, 46

Strategy, 23–36, 129

communicating, 25, 39

goals and, 23–24

incremental vs. disruptive 

innovation and, 32–33

innovation maturity and, 30–32

innovation portfolios, 33–34

innovation sources and, 25

linking innovation and corporate 

strategies, 35–36

Open Innovation, 34–35

organization type and, 28–30

Procter & Gamble case 

study, 28

reality-based, 24

time as component of, 25–26

Whirlpool case study, 26–27

Stretch Assignments (Cisco), 

104–105

Structural blockages, 100

Success, sustainability of. See 
sustainable success

Successful innovation, keys to, 2. See 
also sustainable success

Suggestion box idea generation, 60, 

161, 162–163

Supplemental revenue

airline passenger lifecycle and, 

140–144

e-commerce, 145–151

Suppliers, change for, 117

Sustainable success, 109–123

continuous vs. innovation 

projects, 111–112

in crisis situations, 111

innovation as social activity, 

121–123

innovation management systems 

and, 112–114

innovation vs. flexibility, 114–115
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Sustainable success (continued )
overview, 109–110

participating innovators, 110–111

passion vs. obsession, 120–121

purpose and passion, 119

Targeted challenges, 61

TCP/IP, 83

Technology adoption, 85

Technology innovation, 12, 13

Ted Airlines, 115

Telcan, 83

Terwiesch, Christian, 32, 33

Thomas, Robyn, 129

Thoms, Niels-Peter, 125

3M, 25–26

Toyota, 100, 111

Trend spotting, 49–50

Trimble, Chris, 106

Troubleshooter role, 65

Trust, and employees, 94

Ulrich, Karl T., 32, 33
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United Kingdom innovation and 

productivity, 3

Usefulness vs. value, 78–79, 86

Value

providing, 137–138

vs. usefulness, 78–79, 86

VCR case study, 83

VHS vs. Beta format, 83

Virtual Private Networks (VPN), 20
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business leaders and, 9, 10, 20

change and flexibility of, 13, 21

communicating, 59

company examples, 11–20

purpose and role of, 9–10

strategy/goals and, 11

Visual frameworks, 39, 139–159

Airline Passenger Lifecycle, 

140–144

e-commerce customer journey, 

145–151

Walmart, 18–19

Walton, Sam, 18

Website Grader, 119

Web sites. See also electronic 

commerce

innovationbonfire.com, 5

Welch, Jack, 9

Whirlpool, 26–27

Whitwam, Dave, 27

Windows, iTunes for, 81

W.L. Gore, 25

Wunderman, 119

Xbox, 18

Yahoo, 123

Zones, 32–33

Zune, 87
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