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Executive Summary 

As the average corporate life span reduces, innovation becomes vital to survival and growth. Most 

corporate boards want to get this right, but only 20% of CEOs believe that the investments made in 

innovation are paying off*. 

It was widely agreed by the delegates that finding the right balance between the creative and 

accounting elements is critical to ensuring that a culture of innovation is promoted whilst ensuring a 

high degree of fidelity to corporate goals and therefore the desired return on the investment. The 

key points emerging from the discussion were: 

a) Bold leadership able to create a culture of innovation throughout the organisation 

b) A coherent, consistent Portfolio approach to ensure momentum is maintained 

c) The notion of concepts to not only measure the output but also create ‘fail safe/fail frugal’ 

environment whereby the creatives would feel empowered to continue being creative 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
*A discussion with Oracle experts on innovation (//blogs.oracle.com/PLM/entry/a_discussion_with_oracle_s) 
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Democratise Ideation – Pervasive Innovation Culture 

PA Consulting presented 7 best practices based on their recent report: 

1. Be visionary, aggressive and bold with innovation 

2. Bring new life to the traditional board 

3. Bring in antibodies to fight off standard innovation killers 

4. Measure by value 

5. Fail safe, fail frugal 

6. Go beyond 'token digital' 

7. Look beyond your sector – and then keep going 

 

The key point was that R&D’s contribution to new ideas is rather limited. Hence, the ideation 

process should be open to not only all departments within the company, but beyond the four walls 

as well. 

The democratisation of ideation is seen extremely important to embed a culture of innovation and 

ensure new opportunities are identified and exploited ahead of the competition. 

 

  

http://www.paconsulting.com/our-thinking/innovation-research/
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Canon’s Portfolio Approach and Inside-Out / Outside-In Strategy 

Canon talked about the portfolio approach to ensure that innovation is sustainable and tangible 

outputs are seen regularly to maintain momentum: 

 

 

Outside-In Approach 

Canon also talked about 2 different approaches to Innovation. 

Inside Out – This approach relies on classical view of R&D speculating on the needs of the customer. 

They look at the current technology, especially platform technologies, and see where they can apply 

these. 

Outside In – This approach, while not widely used, is seen as vital to identify untapped and 

potentially highly lucrative segments. The aim is to observe the prospective and existing customers 

and then define unsatisfied needs. These needs then build the basis for the development of right 

products/services.  

Operationalising Innovation at Scale 

The final part of the evening discussed how to operationalise innovation at scale. It was assumed 

that: 

- The right leader is in place 

- The right culture is in place i.e. the employees are provided space and incentives to innovate 

- Democratisation is in place i.e. there is one central bank to capture ideas from all sources 

There will always be tension between the creative and financial aspects of the innovation. 

  



Page 5 of 6 

The following 3 items, from the PA Consulting report, were seen as important to ensure that the 

organisation maintains its faith in output from the innovation process: 

Bring in antibodies to fight off standard innovation killers 

Across sectors, the same barriers to innovation crop up time and again. “The resources are not 

available”; “Our creativity is stifled by rules and risk aversion”; “Our infrastructure is inflexible”; “We 

have good ideas but struggle to implement them”. 

Organisations circumvent these problems by putting a set of standard ‘antibodies’ in place - e.g., 

incentivising employees appropriately to come up with and implement ideas. 

Measure by value 

Our research suggests that a narrow focus on profit and loss can stifle innovation. The best 

innovations evolve slowly, need regular rework and simplification, and often look very different by 

the time they are finished. As a result, organisations need to think differently about what constitutes 

– and what is likely to create – lasting success. 

Fail safe, fail frugal 

Failing fast is not a new concept, but many organisations are still reluctant to endorse failure of any 

kind. As experimenters in defence and transport have shown, however, failure does not need to be 

expensive. Neither should it lead to career risk. Brilliant innovators encourage innovation time 

among all their employees, some even consider celebrating or rewarding near-miss ideas that were 

good, but not possible. 

The optimal environment provides the right balance so that creative people feel safe to experiment 

and accounting people have some way to measure results. If the antibodies help show results, as per 

the agreed metrics, then the ‘fail safe, fail frugal’ environment gets strengthened and makes the 

innovation culture more pervasive.  
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Concepts and Concepts Portfolio – is that the answer? 

It was widely agreed that too much control is not good for innovation. 

However, all the ideas need to quickly move through their lifecycle rapidly to sift through the most 

promising and ensure limited resources are focused on them to build real products/services. 

 Idea Enrichment and Prioritisation – This process is about enriching ideas and rapid 

prioritisation. The key is access to the ideas bank for all the players. 

 Requirements - As the ideas get sifted through, the key now is to list key requirements that 

will ensure that the eventual product/service will be suitable to the target market. The 

elements of time to launch, cost, compliance etc. will rapidly come into play and hence the 

definition of requirements is absolutely critical. 

 Concept Design – All the requirements will eventually be served by a real item. It could be a 

digital, human interaction or physical products as normal. The rapid judgement of the 

feasibility of this is what the concept design is all about. Let us say the idea has 20 

requirements and would need 10 items to build the product and to satisfy two points of 

strategic direction. Out of 10, 7 may exist already and we know everything about them e.g. 

cost, capacity, suppliers etc. However, 3 need further investigation. It is also expected to 

satisfy the corporate requirement for green credentials and price tag for the target market.  

Checking out the unknown 3 items and budget measures is the key to ensure fail safe, fail 

frugal principle. 

 Portfolio – Finally, the approved concepts will need to be checked for fit in the overall 

portfolio before they can be fully developed into real products. 

 


