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Moving from Ideas to INNOVATION OPPORTUNITIES...

ideas OPPORTUNITIES

into Business Impact!
@ Problem Statement
@ Solution Concept(s)
@ Value Proposition
@ Target Applications
@ Why Attractive for the
Market and/or Us?

Translating Raw Concepts...
@ Creative Spark
@ Seeding Thoughts
@ Essential Start
@ Incomplete Opportunities
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Innovation Opportunities Definition Process

Focus Innovation
Space

Explore Innovation
Space

Test Opportunity
Dimensions

f

Starting Point

Vision for
Organization

Innovation
: Opportunities

Known
Innovation
ldeas

Test Boundaries
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Explore Process

Test Opportunity Workshop Overview
Dimensions
: and Goals

Idea to Opportunity
Process Overview

Explore Innovation
Space

Starting Point

Vision for
Organization

Known b Individual Exercise:
Lage
'“r:g"atm" "”Veeds Opportunity Recognition Tool
eas :

Group Review:
Opportunity Readiness

Test Boundaries
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THE SCIENCE OF INNOVATION...

OPPORTUNITY RECOGNITION TOOL (LITE VERSION)
(INDIVIDUAL EXERCISE)

SEED IDEA
TECHNOLOGY DIMENSION

MARKET DIMENSION
STRATEGIC DIMENSION
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How is an Opportunity different from an ldea?

@ IDEA - Where You Start, not an end to itself:

- Starting point for innovation; raw seed concept

@ Opportunity Recognition Tool (Lite Version)
- Technology Knowledge and Uncertainties
- Market Knowledge and Uncertainties

- Strategic Knowledge and Uncertainties

@ When you reduce enough of the Uncertainties you have a
viable Opportunity - a New Business Concept
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Guidelines for Session

@ Objective: Test your idea for readiness to become an
Opportunity - Completeness of Business Concept

o Briefly Describe your Idea

@ Test Key Dimensions of your Idea for Business Concept
Readiness

- Technology Knowledge and Uncertainties
- Market Knowledge and Uncertainties

- Strategic Knowledge and Uncertainties
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Knowledge Targets and Uncertainties
-Technology-

1. Technology Related Issues: Status of Opportunity

5 to 10x performance improvement over
incumbent(s).

OR-

30% or greater cost reduction versus
incumbent(s).

-OR-

Opens up a whole new line of business
with a new to the industry capability.

Technical challenges can be overcome
and feasibility proven.

Ease of technology acquisition, if required.
In-house development capabilities.
Technology is related to technical core.

Compelling reasons exist for an
expansion of capabilities in this direction.

Adapted from “Radical Innovation: Triggering Initiation of Opportunity Recognition and

53 Evaluation”; Rice, Kelley, Peters and O’Connor, R&D Management 2001.
@
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Knowledge Targets and Uncertainties
-Market-

. Application Issues: atus of Opportunit
Technology is easily prototyped and

Technology leaps over substitutes for the
right economics.

Robust set of application possibilities.
-OR-

Single application market justifies
investment.

Plausible business model for technology’s
use.

Technology could displace a current
technology application arena.

Clear value proposition to the market. ?

Adapted from “Radical Innovation: Triggering Initiation of Opportunity Recognition and
Evaluation”; Rice, Kelley, Peters and O'Connor, R&D Management 2001.
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Knowledge Targets and Uncertainties
-Strategy-

3. Corporate Strategy Issues: Status of Opportunity

Technology, business model and

l)
application align with Company’s Strategy.

Technology or business model important to
company development.

Business rationale exists to extend the core .

business in new directions.

Technology or business model can extend
the company’s core business in new
directions.

Company's willingness to pursue major
innovation opportunities outside its
strategic intent (opportunism).

Adapted from “Radical Innovation: Triggering Initiation of Opportunity Recognition and
Evaluation’; Rice, Kelley, Peters and O’Connor, R&D Management 2001.
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Guidelines for Session

@ Objective: Test your Idea for readiness to become an viable
Opportunity - Completeness of Business Concept

o Briefly Describe your Idea

@ Test Key Dimensions of your Idea for Business Concept
Readiness

- Technology Knowledge and Uncertainties
- Market Knowledge and Uncertainties

- Strategic Knowledge and Uncertainties
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INNOVATION OPPORTUNITIES (BUSINESS CONCEPTS)
(REPORT BACK TO GROUP)

SEED IDEA
TECHNOLOGY KNOWLEDGE AND UNCERTAINTIES
MARKET KNOWLEDGE AND UNCERTAINTIES

STRATEGIC KNOWLEDGE AND UNCERTAINTIES

How READY IS YOUR IDEA?
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Focus Process

Focus Innovation
Space

Test Opportunity
Dimensions

f

Value Pitch

Process Overview

Individual Exercise:
Value Pitch Generation

Innovation '
Opportunities
Group Review: v |
Value Pitches Generated

Workshop Summary

Test Boundaries
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The Art of Innovation...

Introduction to

The Value Pitch

Communicating Value of your
New Business Creation Opportunity
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Purpose of the Value Pitch (1 of 2)

“To be most ef f Gt e excell ent 2

e ct
Trends in Corporate Venturing, MIT Corporate Venturing Consortium,
September 2004

1. The value pitch is your value proposition.

2. Itis based on the principle that if one runs into an
Investor or important stakeholder in an elevator, you
havethet i me s pent i ntotohvecedhatl e v
iIndividual that a meeting is worthwhile (or meeting
stakeholder in a corridor, cafeteria or airport).

3. Delivery time is one minute or less, but there will often
be only 30 seconds before the listener tunes out so you
need to lead with something that will attract that
personos .attention
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Purpose of the Value Pitch (2 of 2)

4. Value Pitches need to be tailored to the expectations
of the listener. This is done through homework by
knowing your potential audiences, practicing your pitch
and being able to adapt accordlngly, when you run into
one of your key stakeholders.

5. To do this well requires developing three main
messages that would appeal to a broad interest base:

C Strategic drivers.
C Market attractiveness.
C Potential economic value.

6. In addition, a message loop is required by being able
to start with any one of these messages and loop back
to the other two, depending on the person/group being
targeted.
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Elements of an Effective Value Pitch
1.Passion and spontaneity - Prove that you believe in the
potential.

2. Brevity and conciseness - Communicate the value with a
sense of urgency.

3. Differentiation - ldentify benefits of your solution to
market problem over another.

4.Vision - Help people to see the possibilities.
5. Enrolilment - Attract interest and support of others.

6. Targeted communications - Develop three main messages
based on media interview technique.

Value Pitch = Value Proposition
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Roadmap to Develop Your Value Pitch

1. Describe the business opportunity.
2.Define your potential solution to a market problem.
3. List the potential applications and anticipated benefits.
4.ldentify the uncertainties and how will they be managed.
¢ Technical
C Market
¢ Resource and Organization

¢ Learning and Execution

Adapted from Applegate and Saltrick 2002 and Ken Morse, MIT 2003
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Checklist for Your Value Pitch
Who: Identify Targeted Stakeholder.

What and Why: Primary Messages (The “Wow” Factor)
1. Describe project or venture (what it is, not how it works).

2. ldentify why it is important (strategic rationale, solve a market
problem, etc.).

3. Define benefits such as order of magnitude performance
improvements, cost savings and/or new to the world performance
features.

4. List application possibilities across the most promising markets.

5. State order of magnitude market size and/or revenue potential.
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Checklist for Your Value Pitch

How: Secondary Messages (The “Legitimacy” Factor)

1. Describe uncertainties and plan for reducing them.

2.Define critical milestones, resource requirements (people,
money and partners) and timeframe to reach next learning
decision point.

3. ldentify sponsor and organizational support required to
proceed.
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Galactic Travel Corporation Business Opportunity

Imagine if we have a way to transport living beings nearly instantaneously
from one specific location to any other specific location in the galaxy... no
more traffic congestion, waiting time, and the costs associated with other
forms of transportation (cars, planes, trains, space shuttles, etc.). This
would disrupt the transportation market as the Internet did to the
communications industry... it is only the beginning of what could be
possible to transform the quality of life on our planet and elsewhere.

All of this is possible based on recent technical discoveries that lead us to
believe we can temporarily decompose an individual into his/her unique
molecular structure, transport the molecules through space (and perhaps
time) using electro-chemical and magnetic fields as our energy source,
and recompose them upon their arrival at their destination.

This solution would revolutionize transportation as well as our societal
infrastructure, enabling gatherings of members from across the globe and,
indeed, the galaxy, as well as individuals to go wherever they want
instantaneously. It presents a unique opportunity for our company yet we
are unclear how this fits with our future given its potential to cannibalize
our existing business.

While we face a number of technical challenges, chief among which is the
reassembly upon arrival, we believe this can be overcome by working with
partners. Can we meet to discuss this opportunity for our company?
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VALUE PITCH DEVELOPMENT
(INDIVIDUAL EXERCISE)

ONE INNOVATION OPPORTUNITY

Who: Identify Targeted Stakeholder

What and Why: Primary Messages
(The “Wow” Factor)

Describe project or venture

Identify why it is important

Define benefits

List application possibilities

State order of magnitude market size
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VALUE PITCHES DEVELOPED
(REPORT-BACK TO GROUP)

ONE INNOVATION OPPORTUNITY PER PERSON

Who: Identify Targeted Stakeholder

What and Why: Primary Messages
(The “Wow” Factor)

U Describe project or venture

U lIdentify why it is important

U Define benefits

U List application possibilities

U State order of magnitude market size
G
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Workshop Summary

@ Strategic Innovation success requires a systems
approach and tool kit to move beyond ideas...

— The Science: Ability to recognize when Ideas
are viable Opportunities. (New Business
Concepts)

e Opportunity Recognition Tool

- The Art: Building a Value Pitch to articulate
your Opportunities

e Value Pitch Checklist

@ ldeas = incremental innovation to keep the
existing business alive.

@ Opportunities = evolutionary and breakthrough
innovation to create future growth.
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