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Your ideas and experiences matters the most

12.09.2021

Innovation Management

Let’s apply the World (Knowledge) Café 
method!

1) Get equipped with a cup of coffee.

2) Group up in teams of 3-4 persons, assign 1 person as host.

3) Present your preparation within your group and exchange on 
your ideas/thoughts/experiences; host to take notes on pin-
board. (20 minutes)

4) Rotate. Host “stays” with the pin-board and presents the 

discussion outcome to the next group. Continue the discussion 
based on the newly gained input. (15 minutes)

5) Hosts to present the condensed conversation to the plenum. 

(5 minutes per host)

A
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Juanita Brown, David Isaacs: The World Café. Shaping Our Futures Through Conversations That Matter, McGraw-Hill Professional, 2005 
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Innovations are generated ever since. However, 20th century became an 

accelerator 

12.09.2021

Innovation Management

If I had asked people 
what they wanted, 
they would have said 
faster horses.

Henry Ford
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Definition of innovation

12.09.2021

Innovation Management http://www.businessdictionary.com/definition/innovation.html

The process of translating an idea or
invention into a good or service that

creates value or for which customers
will pay. To be called an innovation, an

idea must be replicable at an

economical cost and must satisfy a

specific need.
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Multiple definitions of innovation reveal multiple perspectives

12.09.2021

Innovation Management Kirstin Derenthal: Innovationsorientierung von Unternehmen, 2009 

Common characteristics of innovation

 Novelty (innovatio = renewal)

 Uniqueness

 Uncertainty and risk (market, 

technology, organization)

 Complexity

 Conflict potential (e.g. genetic 

modified corn, ...)

 Application & market introduction
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Difference between idea, invention and an innovation lies in the

application in an economical manner

12.09.2021

Innovation Management

Creativity

Economic use
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Definition of innovation

12.09.2021

Innovation Management

The process of translating an

idea or invention into a good
or service that creates value or

for which customers will pay. To

be called an innovation, an idea

must be replicable at an

economical cost and must

satisfy a specific need.

http://www.businessdictionary.com/definition/innovation.html
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Come up with one almost-innovative 
example which per definition is NOT an 
innovation – or an idea/invention which 
failed!
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The 6 dimensions of innovations

12.09.2021

Innovation Management Jürgen Hauschildt: Dimensionen der Innovation, 2005 

1. Content

2. Intensity

3. Context

4. Process

5. Normative

6. Initiator

What is new with this innovation?

How new is the innovation?

For whom or in which context is this innovation 
new?

Where does the innovation start and where does 
it end?

What makes innovation successful?

By whom are innovations generated?

Dimension

 Product, service, business model, process
 Functional, technological, organizational

 Incremental vs. radical
 Technology vs. purpose

 Society, branch, company, department

 Idea, invention, R&D, implementation

 Financial benefit

 Internal, joint-ventures, M&A
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1. Content: What is new with this innovation?

12.09.2021

Innovation Management

PRODUCT

SERVICE

BUSINESS 

MODEL

PROCESS

 Technical features
 Functionality

 Quality

 Features
 Quality

 Speed of solution
 Interaction channels and media

 Combinination of product, service and pricing
 New markets 

 New customer groups

 Change within the value-chain
 Internal processes

 Processes with customer-touchpoints



Page 12

2. Intensity: How new is the innovation? (1/3)

12.09.2021

Innovation Management

Spot the new one!
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2. Intensity: How new is the innovation? (2/3)

12.09.2021

Innovation Management

Incremental
 typical in existing markets

 driven by changing customer needs

 further develop current products

Radical
 high degree of novelty/innovation 

degree

 high complexity
 high economic and technical risk

 significant opportunities
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2. Intensity: How new is the innovation? (3/3)

12.09.2021

Innovation Management

A radical innovation is one that employs 

substantially new technology and

offers substantially higher customer or user 

benefits relative to existing products,

services, or processes.

A disruptive innovation introduces a 

different set of features, performance, and

price attributes relative to existing products, 

satisfy mainstream customers.

Sorescu, Alina, Rajesh Chandy, and Jaideep Prabhu (2003), Sources and Financial Consequences of Radical Innovation: Insights from Pharmaceuticals,” Journal of Marketing, 67(4), October, 82-102.

MARKET 

disruption
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3. Context: For whom or in which context is this innovation new?

12.09.2021

Innovation Management

Society

Branch

Industry

Region

Company

Department

 Innovations are perceived 

subjectively

 Innovations can be 

implemented at any market-

level

 The market-group has to 

recognize the innovation and 

the respective value-added
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4. Process: Where does the innovation start and where does it end?

12.09.2021

Innovation Management

Idea Research Development Implementation
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5. Normative: What makes innovation successful?

12.09.2021

Innovation Management

 Only 0,6% of all ideas and 

invention turn out to become 

a successful innovation 

product or service

 Investment cost need to be 

considered in the overall 

business case of any 

innovation

Kienbaum Survey

1.900 ideas

370 prototypes

180 market-entries

50 products

profit neutral loss
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6. Initiator: By whom are innovations generated? (1/2)

12.09.2021

Innovation Management Arthur, D. Little
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6. Initiator: By whom are innovations generated? (2/2)

12.09.2021

Innovation Management Arthur, D. Little
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Mankind always created innovations in any of its dimensions

12.09.2021

Innovation Management K. Hargroves and M. Smith: The natural advantage of nations, 2005.
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Motivation for innovation (1/3)
Industries disappear and new trends arise

12.09.2021

Innovation Management Arthur, D. Little
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Motivation for innovation (2/3)
Missed (product) innovations might lead to bankruptcy

12.09.2021

Innovation Management

 Noise reduction 

 Fuel consumption

 Full-flat beds

 Entertainment

 Comfort
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Motivation for innovation (3/3)
Innovations enable improvements in profit margins

12.09.2021

Innovation Management Chan, Manborgue, 1997

Radical innovations

Improved products

ProfitRevenueBusiness 
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Role of innovation management in economics

12.09.2021

Innovation Management
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Innovation & innovation manageme

 New products, services or business models

 New for a company, industry, branch or 
society

 3 types of companies: Companies that,…
1) try to lead customers where they don’t want to 

go to

2) listen to customers and respond to their needs

3) lead customers where they want to go to but 

don’t know it yet

 Innovation process:
 Impulse
 Idea collection

 Evaluation 
 Decision

 Execution
 Launch

Strategy & strategic management

 Leading a company with a long-term 

vision and mission
 Understanding the company, business 

model, markets and anticipating changes

 Giving guidance, deriving 
measures and implement 

change process

 Strategy process:
 Environment & market analysis (where 

do we stand?)

 Strategy creation (where do we want to go to?)

 Implementation (how do we get there)

 Strategic evaluation (how do we measure and 

steer?)

Strategy & strategic management Innovation & innovation management

Role of innovation management in economics: Innovation management 

and company‘s strategy (incl. vision and mission) needs to be interlinked

12.09.2021

Innovation Management Homburg, 2012

Hamel, 1994
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A mature environment analysis is the basis for deriving any business 

strategy 

12.09.2021

Innovation Management

Environment analysis

 Politics

 Economic growth and 
stability

 Culture

 Society
 Ecological and 

environmental dynamics
 …

Methods

 P.E.S.T.E.L.
 …

Market analysis

 Branch and industry

 Competitors
 Partners
 Customers

 …

Methods:
 Porters 5 Forces
 Ansoff Matrix
 Stakeholder analysis
 Strategic change
 …

Business analysis

 Processes

 Organizational structure
 Corporate culture and 

values

Methods:
 Process analysis
 Value-chain analysis

 Core-competence analysis
 …

Positioning analysis

 Positioning within the 

given market and 
environment

Methods:

 SWOT analysis
 BCG analysis
 …
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EXAMPLE Market analysis: Depending on the growth strategy (Ansoff
Matrix), innovation efforts are the ultima ratio

12.09.2021

Innovation Management

Market Development Diversification

Market penetration Product Development
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EXAMPLE Market analysis: In order to define a strategy the „types of 
strategic change“ need to be analyzed in the given market environment 

12.09.2021

Innovation Management Balogun and Hope-Hailey: Exploring strategic change; 2008

Evolution Adaption

Revolution Reconstruction
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EXAMPLE Positioning analysis: Depending on the product strategy 

(BCG Matrix), innovation efforts are the ultima ratio

12.09.2021

Innovation Management

Low High
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Market Share

StarsQuestion marks

Poor Dogs Cash Cows

Innovation
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EXAMPLE Business analysis: The process of growing requires 

adjustments as the company grows by itself

12.09.2021

Innovation Management Reisinger; 2007
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Time

Growth by 
creativity & ideas

Growth by 
engagement & 

delegation

Growth by coordination & 
formalization

Management 
and information 

systems required 
to steer the 
enterprise

Implementation of 
structures necessary to run 

the business

Adjustments of structures 
and processes relevant as 

well as guidelines for 
leading and people 

management

Innovation

Management
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EXAMPLE Business analysis: Innovations always impact employees 

and thus triggers a change process

12.09.2021

Innovation Management Reisinger; 2013

 Ramp up efficient teams

 Define clear vision

 Identify implementation 
barriers

 Create a change story

 …

 Communicate need and 

urgency to change

 Implement dialogs to 

involve all employees &  

stakeholders

 …

 Empower people to drive 

the change

 Communicate quick-wins 

and lessons learnt

 Celebrate successes

 … 

 Incorporate change in 

company’s and 

employees’ DNA 

 …

Preparation Mobilization Movement Integration

An innovative enterprise is based on open-minded, curious, change-loving employees
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Role of innovation management in economics: 
A sustainable business model is key for every successful innovation

12.09.2021

Innovation Management

Definition/Elements of a business model:
 Customer Value
 Revenue model
 Value-chain architecture

A good business model 
begins with an insight 

into human motivations 
and ends in a rich stream 

of profits.

Joan Magretta

The simplest business model: Offering a product or service with a customer value that 
results in the willingness to pay a at a price that exceeds the cost of production.
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Recap

12.09.2021

Innovation Management

My key-take-aways of the last session are the following:

A
c
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n

Go to www.menti.com
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The innovation process: journey from problem to solution

12.09.2021

Innovation Management
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The innovation process

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Launch

Evaluation

Decision

D. Vars & A. Brehm: Innovationmanagement, 2015, p.226
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Impulses, ideas or problem statements might be raised by a 

vast range of transmitter and is based of different sources

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision
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D. Vars & A. Brehm: Innovationmanagement, 2015, p.226
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Often, nature inspires us to come up with innovative ideas

inspiration

12.09.2021

Innovation Management

 Color that indicates whether it is 

yet/still ready to eat
 Clean and easy eating 

 Shock-resistant wrapped

 Biologically degradable

 High nutrition value

 Suits for veggies / vegans and most 
allergy sufferers

 Filling

 … 

Snack with a remarkable positive 
user-experience

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision
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High-speed brainstorming

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

A
c
ti
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n

Let’s apply the high-speed 
brainstorming method!

1) Group up in 2 teams, assign 1 person as “tally mark 
responsible”.

2) Assemble in a circle / line-up.

3) You have 1 minute.

4) With high speed brainstorm and shoot out “one thing you can 
use a safety pin for” (e.g. earring). In case one persons runs 

out of ideas, you can skip.

5) The “tally mark responsible” counts the ideas and acts as 
time keeper.
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Systematic Inventive Thinking – a structured method of creativity 

12.09.2021

Innovation Management https://drewboyd.com/

The traditional view of 

creativity is that it’s 

unstructured and doesn’t 
follow rules or patterns. That 

you need to think outside the 

box, brainstorming without 

constraint, until you find a 

solution. That you should go 
wild making analogies to 

things that have nothing to do 

with your products, services or 

processes. 

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision
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Systematic Inventive Thinking

1) Subtraction technique

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

The Subtraction Technique encourages innovators to remove something from an 
existing product or service. This is often something that was previously thought to be 

essential to the product or service, but removing it could help.
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Systematic Inventive Thinking

2) Division technique

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Using the Division Technique, many creative products and services have had a 
component divided out of them and placed somewhere else in the usage situation, 

usually in a way that initially seemed unproductive or unworkable. 
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Systematic Inventive Thinking

3) Multiplication technique

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

With the Multiplication Technique, a component has been copied but changed in some 
way, usually in a way that initially seemed unnecessary or odd. 
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Systematic Inventive Thinking

4) Task unification technique

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

With some creative products and services, certain tasks have been brought together and 
unified within one component of the product or service – usually a component that 

was previously thought to be unrelated to that task. 

Virtual subway store
Facial moisturizers with sunscreen protection

Deodorizing and warming socks
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Systematic Inventive Thinking

5) Attribute dependency technique

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

In many innovative products and services, two or more attributes that previously 
seemed unrelated now correlate with one another. As one thing changes, something 

else changes. 

Happy hour
Windshield wipers that change speed as the amount of rain changes 

Radio volume that adjusts according to the speed of a car
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The Idea collection, gathering, clustering and screening 
can be supported by applying Design Thinking (see Excursus)

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision
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Within the Evaluation Phase a set of defined criteria serve as 

objective measure to economically assess ideas

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Our core competency is food production; we are specialized on meat; we 

observe the immerging trend of veggie / vegan demand; we aim to 

broaden our product portfolio and offer meat substitutes

ROI (30%) , time to product launch (10%) , ease of development (15%) , 

investment costs (30%) , forecast in sales figures (15%) 

ROI > 5 %, time to product launch < 1 year ,…

Define initial situation and target

Define target per decision criteria

Define decision criteria and importance / weighting

Burger patties, sausage, mincemeat, steaks,…
Gather data for each decision criteria for every idea

Per decision criteria, per idea, and overall evaluation; despite the fact that 

patty burgers show higher initial investment cost, the ROI is outperforming Conduct the evaluation

Example
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The cost-utility analysis / scoring model is a well proven 

methodology to evaluate different ideas in a structured way

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Cost-utility analysis is a 

method which is most often 

used when benefits cannot 

easily be expressed in 

monetary or metric values. 

The utilities in cost-utility 

analyses are in fact preferences 

of each person, a selected 

group, or the whole population.

Mojca Z. Dernovsek, Valentina Prevolnik-Rupel, Rok Tavcar
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Strategic consideration have to be made by the investors / or 

management while deciding on any execution

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Even if a MVP is successful, the 
product needs to fit to the strategy

 Does the innovation fits to a 

companies strategy?
 Does the innovation complement a 

companies existing products 

(according to their product-life-

cycle)?

 How complex is it for a company to 
drive the execution (e.g. factory or 

supplier-base already set up?

 …

Qualitative aspects
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Hard facts and figures convince the investors / or management 

to decide positively on any execution

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Multiple MVPs compete for a limited 
investment budget

 Amortization / Break-Even
 Contribution Margin
 Unit costs
 Depreciations

 Expected Profit
 Growth expectations
 Return-on-invest
 Opportunity costs

Quantitative aspects
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When entering the Execution Phase stable business 

processes displays the bold experiment spirit

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

From MVP to an efficient  and 
stable production line

 Production process
 Governance incl. risk 

management
 Supplier steering

 Resources (workforce, 
machines, facilities, warehouse)

 Sales channels
 Pricing
 … 
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When entering the Execution Phase innovation funds dry out 

and a solid business case is required

12.09.2021

Innovation Management

From innovation fund to a reliable 
product budget and profits

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

 PLAN-IS / forecast
 Budgeting
 Commercial infrastructure
 Profit

 Efficiencies
 Growth expectations
 Controlling and KPIs
 …



Page 53

The product launch / market entry should be prepared 

strategically – however leaving some room to maneuver 

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Strategic aspects for a market entry

 Which market?
 How to enter?
 When to enter?
 What sequence of rollout?

 Via which legal entity?

Product

PlacePromotion

People Price

Target market
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Multiple strategies can be applied to launch a product / 
enter a market – depending on the innovation itself

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

Market

Time

Waterfall strategy

Sprinkler strategy

D. Vars & A. Brehm: Innovationmanagement, 2015
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To protect the innovation, intellectual property rights need to be 

registered before any product launch a product / market entry

12.09.2021

Innovation Management

Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Market launch

Evaluation

Decision

D. Vars & A. Brehm: Innovationmanagement, 2015

technological

non-
technological

Intellectual 
property right

Patent

Utility model

Design patent

Trademark

Variable device graphical 

user interface

“Patent-light”
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Excursus: Design Thinking

12.09.2021

Innovation Management
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Design Thinking Definition (1/2)

12.09.2021

Innovation Management Tim Brown, IDEO

a human-centered approach to 

innovation that draws from the 

designer’s toolkit to integrate 

the needs of the people, the 

possibilities of technologies, 

and the requirements for 

business success.

DESIGN THINKING is 
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Design Thinking Definition (2/2)

12.09.2021

Innovation Management

a user-centered approach to 

problem finding.

DESIGN THINKING is 
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Design Thinking is a mind-shift

12.09.2021

Innovation Management

From

MAKING PEOPLE 
WANT THINGS

To

MAKING THINGS 
PEOPLE WANT
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The Design Thinking Process

12.09.2021

Innovation Management
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The Design Thinking Process (alternative illustrations)

12.09.2021

Innovation Management
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Typical Design Challenges in Design Thinking trainings

12.09.2021

Innovation Management

Example: Design the ideal transportation vehicle
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Why empathize?
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Innovation Management
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Empathy Methods
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Innovation Management
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Why is the empathy phase so crucial?
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Innovation Management
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Why define?
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Innovation Management
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Pattern the storyline themes created during the 

empathy phase

12.09.2021

Innovation Management
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Define Methods (1/2)

12.09.2021

Innovation Management

Personas Empathy Map
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Define Methods (2/2)

12.09.2021

Innovation Management

Problem Statement / Point of View Example: transportation vehicle

Susi needs a way to access to a shared car 1-4 times 
for 10-60 minutes per week because she would rather 

share a car with other people as this is cheaper and 
more environmentally friendly.
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Why ideate?

12.09.2021

Innovation Management
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Formulate a „How might we question“ based on the 

problem statement – a solution mind-set

12.09.2021

Innovation Management

Example: transportation 
vehicle

How might we provide 
easy-accessible 

transportation for eco-
minded metropolitans in 

order to regularly 
manage short-distance 

round-trips.
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Ideation Methods (1/2) 

12.09.2021

Innovation Management
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Ideation Methods (2/2) 

12.09.2021

Innovation Management

Matrix
Prioritize the ideas

Heat map
Select the ideas
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Why prototyping?

12.09.2021

Innovation Management
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Prototyping Methods
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Innovation Management
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Why testing?

12.09.2021

Innovation Management
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Testing Methods

12.09.2021

Innovation Management

Testing questions Testing analysis
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Last but not least – pitch your idea

12.09.2021

Innovation Management

Business Model: Lean Canvas
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Design thinking works for …

12.09.2021

Innovation Management
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Design Thinking principles:

Be comfortable with the uncomfortable – and trust the process

12.09.2021

Innovation Management



Page 81

When is Design Thinking helpful?

12.09.2021

Innovation Management
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How should a Design Thinking environment be setup?
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Innovation Management
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How should a Design Thinking team be setup?
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Innovation Management
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The most important Design Thinking tool: Post-its
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Innovation Management
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Not to be missed: Timeboxing
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Innovation Management
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Recap
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Innovation Management

My key-take-aways of the last session are the following:

A
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Go to www.menti.com
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13:15 – 14:15- Structural and organizational set-up of innovation management in a company

- Excursus: Agile and SCRUM

- Leading innovations

3

11:00 – 12:30- The innovation process: journey from problem to solution 

- Excursus: Design Thinking
2

09:00 – 10:30- Our roadmap

- World-Café: unbiased exchange on innovations

- Definition of innovation

- Role of innovation management in economics

1

Roadmap
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Innovation Management
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Structural and organizational set-up of innovation management in a 
company
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Innovation management is differently set up in every company

12.09.2021

Innovation Management

Functional structure
How is the innovation process 
from idea to product designed?

Organizational structure
How is innovation management 
embedded in org structure?

Strategy
Is innovation an essential 
part of the strategy? 

Culture & leadership
How is innovation mindset 
fostered?

Capabilities
How are employees 
empowered / trained to handle 
innovations?
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Functional structure – the innovation process as basis
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Impulse / idea / problem

Execution

Idea collection, gathering, clustering, screening

Launch

Evaluation

Decision

Example: idea management and steering the 
innovation process at Lufthansa
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Organizational structure
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Innovation Management

How much does a company rely on internal innovations or opens for any 
cooperation to boost innovations?

Innovation activities

In-house 
(closed innovation)

Cooperation
(open innovation)

Permanent task Temporary task M&A Collaboration

 Central / decentral team  Projects  Licenses

 Patent / commissions
 Takeover / acquisition

 Innovation cooperation

 Joint ventures
 Venture Management
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Organizational structure / Central
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Innovation Management

How are innovation-teams embedded in a companies organizational structure?

Dep. A

CEO

Business Unit A Business Unit B Business Unit C

Dep. B Dep. C Dep. A Dep. B Dep. C Dep. A Dep. B Dep. C

Innov. Mgmt

Dep. A

CEO

Business Unit A Business Unit B Business Unit C

Dep. B Dep. C Dep. A Dep. B Dep. C Dep. A Dep. B Dep. C

Innov. Mgmt
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Organizational structure / Decentral
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How are innovation-teams embedded in a companies organizational structure?

Dep. A

CEO

Business Unit A Business Unit B Business Unit C

Dep. B Dep. C Dep. A Dep. B Dep. C Dep. A Dep. B Dep. C Dep. A

CEO

Business Unit A Business Unit B Business Unit C

Dep. B Dep. C Dep. A Dep. B Dep. C Dep. A Dep. B Dep. C

Innov. Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

Innov. 

Mgmt

c
o

o
rd

in
a
tio

n



Page 94

Organizational structure
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Innovation Management

A
c
ti
o

n

Group discussion:

What are the 
advantages / 
disadvantages of a 
central / decentral 
innovation team?

 xxx  xxx

 xxx  xxx
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Culture & leadership
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Innovation Management

Characteristics of a culture and leadership style fostering innovations:

 Easy access to trainings for every employee
 Employee driven continuous improvement tools including awards for the best ideas
 Open access to information

 Open communication
 Open learning culture / culture of error handling
 Divers teams
 Appraise any innovation – even if it might fail
 Innovation-boosting environment (building, rooms)

 Providing time and resources (funds) for creativity
 Arrange and foster participation in  fairs or any cross-company exchange
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Culture & leadership
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Innovation Management

Example: Amazon & Facebook

5 Core-values of Facebook

1. Focus on impact: "If we want to have the biggest impact, 

the best way to do this is to make sure we always focus on 

solving the most important problems."

2. Move fast: "We have a saying: 'Move fast and break things.' 

The idea is that if you never break anything, you're probably 

not moving fast enough."

3. Be bold: "We encourage everyone to make bold decisions, 

even if that means being wrong some of the time."

4. Be open: "We believe that a more open world is a better 

world because people with more information can make better 

decisions and have a greater impact."

5. Build social value: "We expect everyone at Facebook to 

focus every day on how to build real value for the world in 

everything they do."
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Strategy
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Innovation Management

How intense is the drive for innovation embedded in a company’s strategy / vision / 
claim or business model?

Ryanair's mission is “to offer low fares

that generate increased passenger traffic
while maintaining a continuous focus on

cost containment and efficiency
operation.”
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Capabilities

12.09.2021

Innovation Management

Expert

Door-opener

Responsible for 

the know-how

Responsible for 

the execution

 Holds expertise
 Identifies trends and chances
 Develops solutions
 Implements concepts

 Holds hierarchical empowerment
 Distributes funds 
 Assigns resources
 Sets targets and prioritizes
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Excursus: Agile and SCRUM
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Innovation Management

Annuntio vobis gaudium magnum, habemus Papam

2005 2013
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We live in a VUCA-world,…
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Innovation Management

Volatility

Uncertainty

Complexity

Ambiguity
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We live in a VUCA-world and thus, apply VUCA leadership principles
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Innovation Management

Volatility

Uncertainty

Complexity

Ambiguity

Vision

Understanding

Clarity

Agility
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Agile is more than a toolbox: it’s about agile ways of working and the 

overall corporate culture
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Individuals and interactions 
over processes and tools

Working software/products 
over comprehensive documentation

Customer collaboration 
over contract negotiation

Responding to change 
over following a plan
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The agile mind-set
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Agile values
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The agile-lean principles
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Innovation Management

1) Work in a short period of time

2) with a small team of different experts

3) on the most important task

4) to create results

5) in incremental cycles.
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The student syndrome

12.09.2021

Innovation Management

1) Work in a short period of time

2) with a small team of different experts

3) on the most important task

4) to create results

5) in incremental cycles.
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Team Size: the magic number
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It a team can’t be 
fed with two 

pizzas, it’s to big.

Jeff Bezos

1) Work in a short period of time

2) with a small team of different experts

3) on the most important task

4) to create results

5) in incremental cycles.
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The focus
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1) Work in a short period of time

2) with a small team of different experts

3) on the most important task

4) to create results

5) in incremental cycles.
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From multitasking to focus and sequencing
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1) Work in a short period of time

2) with a small team of different experts

3) on the most important task

4) to create results

5) in incremental cycles.
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Work in iterations
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1) Work in a short period of time

2) with a small team of different experts

3) on the most important task

4) to create results

5) in incremental cycles.
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Agile Methods: 

Choose the right methods for the right situation
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Agile Methods: 

Choose the right methods for the right situation
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SCRUM – an agile technic
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The SCRUM master focuses on 1-2 projects at a time
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What is the role of a SCRUM master?
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What is NOT the role of a SCRUM master?
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The product owner is NOT the project manager, as there is no 

management; he has the authority to make decisions
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The team (5-9 employees) is build on T-shaped people, loving 

collaboration and learning

12.09.2021

Innovation Management



Page 120

SCRUM events: Sprints commonly last 2 weeks. They have a 

fix start & end. Sticking to structure and process avoids chaos
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The product backlog is basis for each Sprint and will be 

prioritized by the product owner
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What‘s a user story?
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How to write an user story?
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Visualization is key for any agile technic – SCRUM, Lean, 

Design Thinking & Kaizen,…
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How might a SCRUM board with it’s user stories look like in 

practice? 
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Leading innovations: Elon Musk versus Gyro Gearloose
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Group discussion:

 Which characteristics 
do they have in 
common?

 What is making the 
difference?
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The three component model of creativity
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Innovation Management Amabile 1997



Page 128

The entrepreneur
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Innovation Management

 Capability and motivation to pursue innovative 

commercial opportunities that are riskier and 

more radical than normal

 Identify opportunities and assemble the 

resources and capabilities needed to create 

value in terms of marketable 

products/services 

 Create an ambitious vision

 Set up a structure to steer the team efficiently
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The extraordinary creative personality

12.09.2021

Innovation Management

 Open attitude towards the environment

 Capacity to accept criticism, flexibility, enthusiasm, 

initiative and originality

 Energetic and courageous, loves new things/curiosity, 

works persistently for solutions, autonomous, mature, 

emotionally stable and dominant

 Social introverts, “anti-social“

 Independent in judgement, self-confident and narcissistic

 Rebels against oppression and restrictions

 Fond of humor
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External factors boost inventions and innovations
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Success factors

 Social acceptance

 Failure culture

 Risk funds

 Networks 

 Education

 Access to information

 Lean administration & governance
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Israel – the hidden champion of innovations
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Dr. Nakamatsu – Mr. Gyro Gearloose becoming alive
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Yoshiro Nakamatsu
Japanese inventor claiming to hold the 
world record for number of inventions with 
over 3,000, including 

 "PyonPyon" spring shoes
 basic technology for the floppy disk, the 

CD, the DVD, the digital watch, 
 Cinemascope

 Armchair "Cerebrex“
 sauce pump
 taxicab meter
and author of 32 bestseller books
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Recap
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My key-take-aways of the last session are the following:
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Go to www.menti.com
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An innovation network boosts your mind
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1) What kind of INTERNAL innovation network platforms can you think of or are 
established in your company?

2) What kind of EXTERNAL innovation network platforms do you know or 
participate in?

Let’s apply the 6-3-5-brainwriting method!
6 participants, 3 ideas each, 5 swaps (minutes)
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n

Bernd Rohrbach: Kreativ nach Regeln – Methode 635, eine neue Technik zum Lösen von Problemen. In: Absatzwirtschaft. 12, Paper 19, 1. Oktober 1969, p. 73–76. 
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Recap
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My key-take-aways of the last session are the following:
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Global megatrends (1/5)

Rapid urbanization
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Today, more than half the world’s 
population live in urban areas and 
almost all of the new growth will 
take place in lesser known medium-
sized cities of developing countries. 

https://www.pwc.co.uk/issues/megatrends.html
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Global megatrends (2/5)

Climate change and resource scarcity 

12.09.2021

Innovation Management https://www.pwc.co.uk/issues/megatrends.html

As the world becomes more 
populous, urbanized and 
prosperous, demand for energy, 
food and water will rise. But the 
Earth has a finite amount of natural 
resources to satisfy this demand. 
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Global megatrends (3/5)

Shift in global economic power
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Innovation Management

Some emerging economies that were growing rapidly are 
now in recession. Commodity prices have played a 
considerable role in sending these economies into reverse.

https://www.pwc.co.uk/issues/megatrends.html
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Global megatrends (4/5)

Demographic and social change
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By 2030 the world’s 
population is projected to rise 
by more than 1 billion. 
Equally significantly, people 
are living longer and having 
fewer children.

https://www.pwc.co.uk/issues/megatrends.html
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Global megatrends (5/5)

Technological breakthroughs
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The digital revolution has no 
boundaries or borders. It is 
changing behavior and 
expectations as much as the 
tools used to deliver new 
services and experiences. 

https://www.pwc.co.uk/issues/megatrends.html
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Global megatrends
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Group discussion:

Does the coronavirus 
pandemic impact the 

global trends? 

A
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Impulse: https://www.youtube.com/watch?v=8C2jAuSl1Ak / The future of cities after covid 19
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Anticipating and acting to global megatrends with innovative products, 

reshaped our global mega-players  

12.09.2021

Innovation Management Taplin, J., “Is ti time to break up Google” in The New York Times
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Amazon
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Innovation Management Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017
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Amazon
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Innovation Management Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017
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Facebook
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Innovation Management Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017
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Facebook
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Innovation Management Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017



Page 149

Apple
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Innovation Management Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017
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Apple
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Innovation Management Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017
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Google
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Tesla
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Microsoft
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Uber 

12.09.2021

Innovation Management

The world’s largest taxi 
company owns no taxis
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airbnb
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The world’s 
largest 
accommodation 
provider owns 
no real estate



Page 156

Emerging technologies, especially digital, are driving many companies to 

reassess their innovation and business strategies
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Trends and new technologies influence the direction of a company to 

become more digital with impact on its business model and value creation
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Innovation Management

 Data-driven activities
 New forms of Value Creation through digital 

technologies
 Everything personalized and interactive
 Increased focus on User Experience
 Seamless Omni-channel integration
 Vertical disintegration and ecosystem and 

partner approach
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Most digital innovations are based on software technology 
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low high

high

low
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Product maturity

Data 
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Excel MacroeForm

Attended 

RPA

Process 

Mining

Structur
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Chatbot

Mailbot

Voice recognition

Blockchain

OCR

Revenue potential

Chr. Koch, Robotic Process Automation, 2020
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Not all reactions to mega trends become successful innovations at the 

time they are entered into market
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Failure and invention are 
inseparable twins. To 

invent you have to 
experiment, and if you 

know in advance that it’s 
going to work, it’s not an 

experiment.

Jeff Bezos

https://www.independent.ie/world-news/and-finally/15-fantastically-forgettable-inventions-that-have-made-it-to-swedens-museum-of-failure-35799872.html
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Global trends
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Group discussion:

How might global trends impact the 
aviation industry? 

Any examples or ideas?
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Recap
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My key-take-aways of the last session are the following:
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Case Study: 

PHOENIX WebInnovation – a web-based, cloud-solution for ANSPs
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GROUP 1: Having the innovation process in mind, how was it applied at 
creating PHOENIX WebInnovation? Which steps turned out to be 

the most challenging ones?

GROUP 2: In what aspects of innovation management do you perceive DFS 

as vanguard? What recommendation would you give to DFS CEO to 
foster innovation management and innovation leadership?

GROUP 3: How might global trends impact ANSPs? Design a picture of 
ANSPs in 2040.

Let’s transfer theory to praxis!
15 minutes teamwork - 5 minutes presentation & discussion

A
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https://www.dfs-as.aero/produkte/phoenix-webinnovation.html

https://www.youtube.com/watch?time_continue=6&v=RoRk2JDzptU&feature=emb_logo
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Recap
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Intended learning outcomes / acquired competencies of the module 
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1) Integrating Innovation, technology and strategy of a company
 relate the concepts "innovation", "technology" and "strategy" 

 develop and implement an innovation and technology strategy

2) Design and implementation of an Innovation and Technology Strategy, developing a company's innovation 

competency as a core leadership task
 understand management of innovation and technology as core leadership task

 systematically strengthen the innovation competency of a company 

3) Innovation challenges in established companies
 recognize the innovation challenges of established firms and develop appropriate management activities in order to improve the 

innovation capabilities of an established firm

4) Establishing an external innovation network
 design and build an external innovation network

5) Advanced and contemporary aspects of the Innovation and Technology Management of a company
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Let’s cross-check, if the required “content of the module” can be ticked-off:
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Recap
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My key-take-aways of today’s session are the following:
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Go to www.menti.com
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Not tired of innovation management at all? Deep-dive on a specific topic 

within your paper!
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Coming up with a paper idea by yourself is highly appreciated.

Impulses:

 Corona – a boost or harm for innovations in the aviation industry?

 Design Thinking – a methodology supporting innovations

 How corporate culture and leadership styles impact innovations

 Agile teams and SCRUM methodology – the ultimate answer to foster innovations?

 Innovations require investments – an overview on funding governances

 Global mega trends and their impact on the aviation industry
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Peter F. Drucker: The best way to predict your future is to create it

12.09.2021

Innovation Management



Page 170

12.09.2021

Innovation Management

Backup
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Contact details
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Christina Koch

ctinak@web.de

+49 151 589 40 563
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Recommended readings
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 Burgelman, R./Christensen, C./Wheelwright, S.: Strategic Management of Technology and Innovation, 2009; 

 Dyer, J.; Gregersen, H. B.; Christensen, C.M.: The Innovator's DNA: Mastering the Five Skills of Disruptive Innovators, 
Harvard Business Publishing 2011 

 Tidd, J./Bessant, J./Pavitt, K.: Managing Innovation, 2003 

 Christensen, C. M: The Innovator's Solution: Creating and Sustaining Successful Growth, Harvard Business School Press 
2003 

 Amit, R.; Zott, C.: Creating Value Through Business Model Innovation, Spring Vol. 53 No.3, North Hollywood: MIT Sloan 

Management Review 2012Christensen, C.M.; Alton, R.; Rising, C.; Waldec, A.: The Big Idea: The New M&A Playbook, 
Harvard Business Review 2011 

 Johnson, M. W; Christensen, C.M.; Kagermann, H.: Reinventing Your Business Model, Harvard Business Review 2011 

 Antony, Major League Innovation, in: Harvard Business Review, hbr.org 2009, pp. 51-54 

 Casadesus-Masanell, R.; Zhu, F.: Business Model Innovation and Competitive Imitation: The Case Of Sponsor-Based 
Business Models, Strategic Management Journal 34, Chicago: Strategic Management Society 2013 

 Cash/Earl/Morison, Teaming Up to Crack Innovation & Enterprise Integration, in: Harvard Business Review, hbr.org 2008, 
pp. 90-100 
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Recommended readings
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 Scott Galloway: The Four: The Hidden DNA of Amazon, Apple, Facebook, and Google, 2017

 Yuval Noah Harari: 21 lessons for the 21st century, 2018

 Peter Drucker: Harvard Business Review, HBR's 10 Must Reads on Innovation, 2013
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Organizational structure
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Group discussion:

What are the 
advantages / 
disadvantages of a 
central / decentral 
innovation team?

 Avoid duplication of work

 Ease in priorization of innovation 

activities
 Streamline innovation activities towards 

one common strategy

 Avoid coordination efforts
 Bundle expertise and know-how

 Isolation of the innovation team from 

any business units

 Difficult communication and information 

flow between business units and 

innovation team

 Broad innovation know-how within 

company

 Fast reaction to any changes in the 

market

 Minimize complexity due cross-

company alignments and regulations  

 Coordination effort

 Risk of duplication of work

 Risk of missing expertise / specialists

 Risk of inefficient use of ressources
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Excursus:

Innovation Management at Lufthansa Group
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Innovation Management at Lufthansa Group:
Our driving factor for long-term success
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Innovation Management at Lufthansa Group:
All employees are empowered to contribute with their ideas
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Innovation Management at Lufthansa Group:
Communication of trends as inspiration for ideas
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Innovation Management at Lufthansa Group:
Communication of trends as inspiration for ideas
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Innovation Management at Lufthansa Group:
A central platform is available to steer ideas
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Innovation Management at Lufthansa Group:
A central platform is available to steer ideas
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Innovation Management at Lufthansa Group:
Campaigns can be triggered per department to boost ideas
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