
The world leading tool for assessing, improving, aligning and 
tracking Innovation Strategy and Capabilities

In a world of hyper competition, being innovative is essential for gaining a competitive advantage. 
But there’s a flip side to this coin: innovations are often expensive to bring about and can be easy for 

competitors to imitate.

We’ve at Innovation 360 Group investigated the nature of enterprises acting in niche markets 
with few players, then measured these against commodity markets and actors to identify the Key 

Success Factors (KSFs) for gaining and sustaining a competitive advantage. 

Our conclusion: By utilising these Key Success Factors with your ability to satisfy market demand, 
you can achieve a temporary competitive advantage, but to sustain that advantage over the mid 
and long term, you need to really understand the market dynamics and global key drivers and how 
to adapt and strengthen your innovation capabilities to fit today’s market uncertainties as well as 
those of  tomorrow.

On top of this, we’re all aware of how digitalisation and automation have changed the competitive 

landscape in recent years. And how with such rapid global market change, new opportunities and 
threats are constantly emerging. Ever quicker and quicker. 

Measuring (facts), benchmarking (competition) and analysing (consistency on all levels) your 

capability for innovation to take adequate and concrete actions can make the difference between 
having your sales disrupted or you being the one disrupting the market. 
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By building and organising the most comprehensive innovation capability 
database and analysis tool, we have helped a large number of international 

players to gain sustainable success, even in a time of extensive change

The InnoSurvey™ innovation capability measurement, as presented here, is based on a combination 

of our underlying innovation framework and our large innovation database. The innovation 

framework is defined by six strategic questions (see Figure 2), and furthermore, is based on decades of 
research and study of working practices, and is therefore a very powerful tool and foundation basis for the 
InnoSurvey™ . 

The key outcomes of the survey are presented in the Innovation FootPrint Diagram (see Figure 1 above). 
There are sixteen key aspects that are measured and benchmarked against your peers in a specific industry, 
geography or even just against the best in class innovators. See the following pages for a detailed description 
of these aspects.

Each part of the Innovation Framework (Figure 2) is automatically analysed (utilising correlation analysis 

and artificial intelligence), in which all the respondents (internally and externally) are compared and 

contrasted to highlight misalignments, as well as to consider the general  strengths and weaknesses of those 
parts (e.g. Tables 1 and 2). 

The InnoSurvey™ is used by accredited consultants and provides evidence-based and accurate data analysis, 
as well as initial hypothesis formulations based on input from the organisation as well as from its external 
stakeholders. 

Inputs are obtained by an automated survey process in combination with selected in-depth interviews, 
as well as by external analysis.

The InnoSurvey™  supports all major languages and is in use worldwide.
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Figure 1. The Innovation footprint with 16 aspects

Table 1. Innovation Process

Table 2. 
Personas defined by the world leading innovation agency IDEO.



A description of the sixteen key aspects of innovation

Promise (the “What”)

Offerings are a firm’s value propositions describing gain, pain 
and the job to be done. According to Mohanbir Sawhney, Robert 
C. Wolcott and Inigo Arroniz (2006, Springer, Volume 47, Issue # 
3), innovation along this dimension requires the creation of new 
value propositions that are valued by customers for reducing 
their pain as well as creating a gain that allows them to get their 
“job done” in a better and smarter way.

As an example, consider the Procter & Gamble Company’s Crest 
SpinBrush. Introduced in 2001, the product became the world’s 
best-selling electric toothbrush by 2002. A simple design and 
the use of disposable AA batteries translated into ease of use, 
portability and affordability. Moreover, Procter & Gamble’s 

no-frills approach enabled the SpinBrush to be priced at 
around US$5, substantially cheaper than competing products. 
Another example is found in the video gaming industry. This has 
long been dominated by three companies: Sony, Microsoft and 

Nintendo. Before 2006, all the companies operated roughly 
the same business model (what Kim & Mauborgne call a red 
ocean), and sold the three leading game consoles at the time 
sold, namely the Sony Playstation 2 (PS2), Microsoft Xbox and 
the Nintendo DS, with the Nintendo system trailing some way 
behind the other two. However, this all changed when Nintendo 
disrupted the industry with the launch of the Wii in late 2006, 
(what Kim & Mauborgne call a blue ocean). Wii introduced 
the Wii Remote motion controller and eliminated the cables 
as a major innovation to the industry, and also reduced the 

processor speed, the R&D costs and the graphics specifications 
– thereby reducing costs – which together widened the target 
demographics and attracted casual players and fitness gamers 
instead of just hard-core gamers by raising the fun factor and 
simplicity. This re-energised Nintendo and made the Wii one of 
the most successful consoles ever.

Platform

A platform is a set of common components, assembly methods 
or technologies that serve as building blocks for a portfolio of 
products or services. Platform innovation involves exploiting 
the “power of commonality” – using modularity to create a 

diverse set of derivative offerings more quickly and cheaply than 
would be possible if they were stand-alone items. Innovations 
along this dimension are frequently overlooked, even though 
their power to create value can be considerable. Platform 

innovation, for example, has allowed the Nissan Motor Company  
to resurrect its fortunes in the automotive industry.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Products

Product innovation is defined as the development of new 

products, changes in the design of established products or the 
use of new materials or components in the manufacture of 
established products. Numerous examples of product 
innovation include the introduction of new products, enhanced 
quality and improved overall performance. 

Product innovation, cost-cutting innovation and process 

innovation are the three different classifications of innovation, 
which aim to develop a company’s product offerings and/or 

production methods. Thus, product innovation can be divided 
into two categories of innovation: radical innovation, which is 
aimed at developing new products, and incremental innovation, 
which is aimed at improving existing products.

Services

Service innovation can be defined as ‘a new or considerably 
changed service concept, client interaction channel, service 
delivery system or technological concept that individually, but 
most likely in combination, leads to one or more (re)new(ed) 
service functions that are new to the firm and that change 
the service/good offered on the market and that require 

structurally new technological, human or organisational 
capabilities of the service organisation’. This definition covers 
the notions of technological and non-technological innovation. 
Non-technological innovations in services mainly arise from an 
investment in intangible inputs. Van Ark et al. (2003)

Customer Insights (the “Who”)

Customers are the individuals or organisations that use or 

consume a company’s offerings to satisfy certain needs. To 

innovate along this dimension, the company may discover 
new customer segments or uncover unmet (and sometimes 

unarticulated) needs. Virgin Mobile USA was able to 

successfully enter the U.S. cellular services market late by 

focusing on consumers under 30 years old – an underserved 

segment. To attract that demographic, Virgin offered a 

compelling value proposition: simplified pricing, no contractual 
commitments, entertainment features, stylish phones and the 
irreverence of the Virgin brand. Within three years of its 2002 
launch, Virgin had attracted several million subscribers in the 
highly competitive market.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Customer Experience

This dimension considers everything a customer sees, hears, 
feels and otherwise experiences while interacting with a 

company at all moments. To innovate here, the company 
needs to rethink the interface between the organisation and its 

customers. Consider how the global design firm IDEO, 
headquartered in Palo Alto, California, USA, has helped health 
care provider Kaiser Permanente to redesign the customer 

experience provided to patients. Kaiser has created more 

comfortable waiting rooms, lobbies with clearer directions and 
larger exam rooms with space for three or more people and 

curtains for privacy. Kaiser understands that patients not 
only need good medical care but also need to have better 

experiences before, during and after their treatment.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)
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A description of the sixteen key aspects of innovation

Customer Engagement

Knowing your customers’ behaviour is usually a better starting 
point for finding opportunities than looking for opportunities 
through internal lenses. But sometimes even that isn’t enough; 
you have to understand the “why” behind their purchasing 
behaviour. This understanding can only come from enabling a 
consistent, two-way dialogue between you and your customers. 
Transactional and behavioural data reveal what people do, but 
it is only by continuously engaging with customers that you can 
use consumer insights to drive innovation. Consistently engaging 
with customers can help drive innovation by allowing you to:

Obtain feedback from knowledgeable people. When it comes to 
engaging people in the innovation process, you’ll save a lot of 
time if you talk to people who already know or who are aware of 
your brand or industry.

Implement smaller scale activities. To get people to change 
their habits, you first need to get them to participate. But with 

people’s attention spans being shorter nowadays, 
expecting them to do time-consuming activities at one sitting is 

unrealistic. Asking people to do little activities – e.g. validating and 

qualifying ideas along the way – is a good approach for getting 
people’s feedback frequently without overwhelming them.

Obtain a longitudinal view. If you want customers to adapt new 
values, skills and vocabularies, it’s imperative to have a deep 

understanding of who they are. But it’s not enough to just 
know about their current habits; instead you need to grasp how 

customers evolve and how their habits might change. Doing this 
will give you a better shot at influencing how they might change 
in the future.

Close the feedback loop. Customers are often asked for input, 
but how often are they informed about the impact of their 

feedback? For example, when people participate in crowd- 
sourcing activities or when they respond to companies on 

social media, do they actually see their input having tangible 
results? By engaging customers through tools such as insight 
communities, you can get back to people and let them 
know how their input helps shape your new product or 

service. Through sending out newsletters or by posting a 

video to your insight community, you can inform customers what 
impact their participation is having on the company’s decision- 
making. When you close the feedback loop, people feel more 

appreciated and then they are more likely to continue to 

participate and contribute in the future.

Value Capture

Value Capture refers to the mechanism that a company 
uses to capture the value it creates. By innovating along this 

dimension, a company can discover untapped revenue streams, 
develop novel pricing systems and otherwise expand its ability to 

capture value from its interactions with customers and 

partners. Edmunds.com, the popular automotive website, is a 
case in point. The company generates revenues from an array of 

sources, including advertising; licensing its tools and content to 
partners like The New York Times and America Online; referrals 
to insurance, warranty and financing partners; and from selling 
data on its customers’ buying behaviours, which are collected 
through its website, to third parties. These various revenue 
streams have significantly increased Edmunds’ average sales per 
visitor.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Process (the “How”)

Processes are the configurations of business activities used 
to conduct internal operations. By innovating along this 

dimension, a company can redesign its processes to achieve  
greater efficiency, higher quality or a faster cycle time. Such 

changes might involve relocating a process or decoupling its 

front-end from its back-end. That’s the basis of the success of 
many information technology services firms in India, including 

companies like Wipro Infotech and Infosys Technologies 
Ltd., which have created enormous value by perfecting the 

model of delivering business processes as an outsourced 

service from a remote location. To accomplish this, each process is 

decomposed into its constituent elements so that cross- 
functional teams in multiple countries can perform the 
work, and the project is coordinated through the use of well- 
defined protocols. The benefits of this are flexibility and speed 

to market, access to a competitive pool of talent (in this case, 
the highly educated and relatively low-cost Indian knowledge 

worker) and the freedom to redirect resources to core strategic 
activities.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Organisation

Organisation is the way in which a company structures itself, 
its partnerships and its employee roles and responsibilities. 
Organisational innovation often involves rethinking the 
scope of the firm’s activities as well as redefining the roles, 
responsibilities and incentives of different business units 
and individuals. Thomson Financial, a New York City-based 

provider of information and technology applications for the 

financial services industry, transformed its organisation by 

structuring around customer segments instead of 
products. In this way, Thomson was able to align its operational 
capabilities and sales organisation with customer needs, 
enabling the company to create offerings like Thomson ONE, 
an integrated work-flow solution for specific segments of 
financial services professionals.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)
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A description of the sixteen key aspects of innovation

Learning Capabilities

Innovative organisations require a strong learning orientation 
to gain a competitive advantage and to generate higher profit 
and/or market shares. Based on in-depth interviews with senior 
executives and a review of the literature, four components of 
learning orientation have been identified as critical for driving 
innovations: commitment to learning, learning from mistakes, 
open-mindedness and intra-organisational knowledge sharing.

Supply

A supply chain is the sequence of activities and agents that 
moves goods, services and information from source to the 

delivery of products and services. To innovate in this dimension, 
a company can streamline the flow of information through the 
supply chain, change its structure or enhance the collaboration 
of its participants. Consider how the apparel retailer Zara in 
La Coruña, Spain, was able to create a fast and flexible supply 
chain by making counterintuitive choices in sourcing, design, 
manufacturing and logistics. Unlike its competitors, Zara 
does not fully outsource its production. Instead it retains half 
in-house, allowing it to locate its manufacturing facilities 

closer to its markets to cut product lead times. Zara eschews 

economies of scale by making small lots and launching a 

plethora of designs, allowing it to refresh its designs almost 
weekly. The company also ships garments on hangers, a practice 
that requires more warehouse space but allows new designs to 
be displayed more quickly. Thanks to such practices, Zara has 

decreased the design-to-retail cycle to as short as fifteen days 
and is able to sell most of its merchandise at full price.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Channels (the “Where”)

Points of presence are the channels of distribution that a 

company employs to take its offerings to market and the 

places where its offerings can be bought or used by customers. 
Innovation in this dimension involves creating new points of 
presence or using existing ones in creative ways. That’s what 
Titan Industries Ltd did when it entered the Indian market 
with stylish quartz wristwatches in the 1980s. Initially, Titan 
was locked out of the market because the traditional watch 

retailing channels were controlled by a competitor. But the 

company took a fresh look at the industry and asked itself 
the following fundamental question: Must watches be sold 
at watch stores? In answering this question, Titan found that 
their target customers also shopped at jewellery, appliance and 

consumer electronics stores; so the company pioneered the 

concept of selling watches through free-standing kiosks placed  
within other retail stores. Also, for service and repair, Titan 

established a nationwide aftersales network through which 

customers could get their watches fixed. Such innovations 

enabled Titan not only to enter the Indian market but also to 
become the industry leader. 
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Linkages

A company and its products and services are connected to 

customers through networks, which can sometimes become 
part of the firm’s competitive advantage. Innovations in this 
dimension consist of enhancements to the networks that help 
increase the value of the company’s offerings. Consider how 
Mexican industrial giant CEMEX was able to redefine its offerings 
in the ready-to-pour concrete business. Traditionally, CEMEX 

offered a three-hour delivery window for ready-to-pour 

concrete, with a 48-hour advance ordering requirement. 
However, construction is an unpredictable business, and over 
half of CEMEX’s customers would cancel orders at the last 
minute, causing logistical problems for the company and 

financial penalties for customers. To address this, CEMEX 

installed an integrated network consisting of GPS systems 
and computers in its fleet of trucks, a satellite communication 

system that links each plant and a global Internet portal for 

tracking the status of orders worldwide. This network now 

allows CEMEX to offer a twenty-minute time window for  
delivering ready-to-pour concrete, and the company also 

benefits from better fleet utilisation and lower operating costs.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)

Openness

The open innovation paradigm can be interpreted as going 
beyond just using external sources of innovation, such as cus-
tomers, rival companies and academic institutions, and can be 
as much a change in the use, management and employment of 
intellectual property as it is in the technical and research-driven 
generation of intellectual property. In this sense, it is understood 
as the systematic encouragement and exploration of a wide 
range of internal and external sources for innovative opportu-
nities, the integration of this exploration with the firm’s capabil-
ities and resources and the exploitation of these opportunities 
through multiple channels.

Brand

Brands are the symbols, words or marks through which a 

company communicates a promise to its customers. To innovate 
in this dimension, the company leverages or extends its brand 
in creative ways. London-based easyGroup has been a leader 
in this respect. Founded by Stelios Haji-Ioannou, easyGroup 
owns the “easy” brand and has licensed it to a range of 
businesses. The core promises of the brand are good value and 
simplicity, which have now been extended to more than a dozen 

industries through various offerings, such as easyJet, easyCar, 
easyInternetcafé, easyMoney, easyCinema, easyHotel and 

easyWatch.
(Mohanbir Sawhney, Robert C. Wolcott and Inigo Arroniz, 2006, Springer, 
Volume 47, Issue # 3)
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The i360 Method Framework for Innovation Measuring

Why? 
Why innovate? Let us examine the strategic nature of innovation. We know that innovation is a 
strategic necessity, because the purpose of innovation is to ensure that your organisation can 

survive; indeed, evidence overwhelmingly shows that any organisation that doesn’t innovate 

probably won’t stay in business for long.  Hence, your innovation process should be aligned with 
your organisation’s overall strategy, and innovation should be a key actor that defines how your 
strategy will be realised. This is an essential cornerstone of the innovation framework.

What? 

When we ask the question: What to innovate? We recognise that the unpredictable nature of 
change requires us to prepare for many types of innovation options for a wide range of possible 
futures. Therefore, we define seven different types of innovation in our framework, and they are all 
equally important and cover relevant aspects of our innovation capability measurements.

How?
The answer to this question is that a rigorous innovation process is essential. The process must 
be driven by strategic intent, the “why” of innovation; so in fact, the innovation process itself 
begins with the strategy. The second step is the “what” of innovation; this is a highly strategic 

question and not just a happening. Many organisations believe that this is one of the first steps, but in 

reality it occurs in the middle of a strategic, well-implemented innovation process. Our framework 
is based on the concept that a rigorous innovation process is necessary in order to be a world-class 
innovator, and the framework therefore stipulates that there are five different styles, ten different 
roles, sixty-seven capabilities and four different process steps to consider in a well-defined, rigorous 
innovation process.
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Five Levels of innovation assessment, analysis and development

Level 1: For a team
To asses, analyse and train a team for running successful innovation projects, portfolios and programs. Typically a 

combination of ideation workshops, training and coaching based on the InnoSurvey with annual re-assessments. 

Level 2: For a company/subsidiary/business unit
To assess, analyse and take action on the capabilities for innovation needed to get out of the red ocean and/or staying 
in the blue ocean.  Typically a combination of analysis, training and coaching based on the InnoSurvey with annual 
re-assessments. Typically combined with strategy work and business model innovation. 

Level 3: For a group 
Where you on C-level what to understand your capability for innovation on group level as well as in different parts 
of the organisation. The purpose might be to assess and then strengthen the capability for innovation, it can also be 
to identify specific parts of the group where you what to start experimenting with innovation due to higher maturity 
and urgency. This typically results in setting up an innovation board, innovation task forces and/or support to specific 

divisions, countries, business units etc. 

Level 4: For a region
Collect, identify and analyse similarities and differences in how innovative companies in the region are and how they 
use their innovation capabilities. The purpose can for instance be to develop regional support and tailored programs to 
drive multi-scale innovation programs to strengthen both the companies and the local echo systems (triple helix). This 
is typically programs running for 9-18 months. 

Level 5 Society : For networks, seminaries, master classes, trend reports, industrial analysis 
If in an association alumni, network: One day innovation training with inspiration, learning and forming individual 
action plans on how to get more innovative in your company. Typically 15-50 participants from 5-40 different 
companies. All participants do an InnoSurvey in advance getting a 40-page fully automated report to work with during 
they day. The theory and inspiration is related to each and ones individual reports with tasks as well as work in small 
groups with peers. If in an Open context: Sending out polls from a known source, then collecting, analysing and writing 
a report to send out with for instance press releases and/or to use for invitations to exclusive seminars. 
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Team
To assess, analyse and provide training for running successful innovation projects, portfolios and programs. 

Typically a combination of ideation workshops, training and coaching based on InnoSurveyTM annual assessment.

For a company/subsidiary/business unit
To assess, analyse and take action on the innovation capabilities needed to 

get out of the red ocean or to stay in the blue ocean  

For a Group
To assess and analyse your innovation capabilities on the group (C-) level 

as well as in different parts of your organisation. 

For a Region
To assess and analyse innovation capabilities 

used in the regions and how they can be improved

Society
To assess and analyse 

innovation capabilities used 
in societies and how they can 

be improved
Target groups: networks, events, conferences, 

master classes, alumnia and trend reporters

Target groups: Chambers of commerce, 
business region agencies, industry 

and trade associations

Target groups: corporations 
with a portfolio of coherent 

business units

Target groups: 
Contextually coherent 

business units

Target groups: 
Special teams

Innovation Capability
Assessment Levels
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Where can I find accredited InnoSurvey™
consultants? 

How does it work – the i360 Method?

Is InnoSurvey™ something for my organisation?

Interesting facts

Do you want to grow and/or generate/maintain short- 
and long-term profit?

Is your market undergoing a change now or likely to in 
the near future? 

Do you currently apply some sort of innovation thinking?

Are you operating internationally? 

Do you have a mandate to develop your organisation 

to meet new demands and to take advantage of new 

disruptive technology and digitalisation?

If you answered yes to these five questions, 
then InnoSurvey™ can help you strengthen your 
innovation capability. 

InnoSurvey™ is the only tool on the market capable of 
performing a true 360° analysis, allowing you to obtain 
that the full picture, including any misalignments.

In one automated analysis by InnoSurvey™, 50-100 

million calculations are made by the system.

We classify innovation organisations according to a very 
specific nomenclature with 83,200 different classes –
each of them with a unique footprint and set of recom-
mendations. 

The first Innovation Assessment Tool on the market 
compliant with ISO/TC 279 & CEN/TC 389

Innovation 360 Group has accredited consultants 

(licensed Practitioners and our own consultants) 
in or nearby most developed countries in the world.

Our accredited consultants are world-leading experts 

in innovation and have a strong practical and 

theoretical track record in the field of innovation. 

You can find more information at
www.innovation360group.com

First, the consultant will begin the interviews and will set 
up a communication plan and carry out a specific external 
analysis methodology. 
Second, an automated survey will be sent out to internal 
and external stakeholders.
The system will perform the first analysis and will outline 
recommendations; the consultant will use these and will 
refine the results based on external facts and insights 
gained from the interviews (based on grounded theory). 
Tangible advice with clear and concrete actions will 
be presented to help you increase your innovation 

capabilities. 
The consultant, together with our whole organisation and 
licensed practitioners, will remain ready, upon request, to 
support the implementation and change needed.



We help the owners, the board and the CEO to sharpen their company’s innovation capability by means of research-based measurement, 
evidence-based analysis and through concrete execution plans to increase innovation capability and profitable growth. Our speciality 
is increasing Innovation Capability through strategy, an improved business model, greater commercialisation and transformation of an 

organisation’s models and its capability to execute new operative models.

Our mission is to support and strengthen the global innovation capability needed to address humanity’s grand challenges: Food, Energy, 
Water, Security, Global Health, Education, Environment, Poverty and Space.

Our aim is therefore to help 1,000,000+ entrepreneurs, companies, executives and scientists all over the world to become world-class 
innovators through providing our unique innovation measurement tool and database, InnoSurvey™, as a free-to-all digital online service 
complemented with an enterprise tool and consultancy services provided by our consultants as well as through licensed practitioners all 
over the globe.

About Innovation 360 Group
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competitors to imitate.
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players, then measured these against commodity markets and actors to identify the Key Success Factors
(KSFs) for gaining and sustaining a competitive advantage.

� Our conclusion: By utilising these Key Success Factors with your ability to satisfy market demand, you can

achieve a temporary competitive advantage, but to sustain that advantage over the mid and long term,
you need to really understand the market dynamics and global key drivers and how to adapt and

strengthen your innovation capabilities to fit today’s market uncertainties as well as those of tomorrow.

� On top of this, we’re all aware of how digitalisation and automation have changed the competitive
landscape in recent years. And how with such rapid global market change, new opportunities and threats
are constantly emerging. Ever quicker and quicker.

� Measuring (facts), benchmarking (competition) and analysing (consistency on all levels) your capability
for innovation to take adequate and concrete actions can make the difference between having your sales
disrupted or you being the one disrupting the market.
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Born digital. Constant growth, increased margins last 5 
years.

In 2014, the business model and the strategy collapsed.

Solution Solution

World-leading offshore special vehicle manufacturer and 
management firm, Y2Y growth +50%, +20% EBT.

Increasing competition from China, growing market.

A new digital business model with new value propositions 

in place (implemented in three horizon steps). 

Identified ”issues” under management needed in order to 
re-establish the innovation capability, in order to be able 
to handle new ”attacks” and to launch new ”sharkfins”.

Annual ”tracking” of innovation capability implemented to 
ensure that the company is kept on its feet and doesn´t fall 
back into the red ocean.

Developed and introduced a few clear KPIs.

Defined and implemented a proper incentive model.

Drove the innovation project “XXX” as a test project in 
a revised/adjusted innovation process to secure new/
better capabilities for customer engagement and the 
customer experience.

Implemented a modular platform designed product port-
folio and a PLM tool.

CASE 1 – A digital international media agency CASE 2 – A fast growing international  manufacturing firm


