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ATAULLUIAALATAYH NSNS # 1

The elements of an Innovation Management System
(ISO 56002 innovation management standards)

(N TEXT OF THE ORGANISAT o),

rnal and internal issues, culture, co"’ﬂborat;'o
n

Exte

Commitment, vision, strategy, leadership
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OPERATIONS
Identify opportunities and concepts INNOVATION
validate, develop, deploy —J VALUE

OPPORTUNITIES

SUPPORT

Resources, competencies
& other support

https://impactinnovation.com/2021/09/28/the-elements-of-an-innovation-management-system-according-to-the-
iso-innovation-management-standards/
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Implementation

s— Innovation
management

Innovation

2. Concept
Strategy

douewejunN uooq|od *iq ‘uoswd® $Z0T

Innovation
Process

Idea
generation

Go-To-Market

Idea
evaluation

Development

https://www.vrogue.co/post/everything-you-need-to-
know-about-innovation-the-innovation-process
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INNOVATION MANAGEMENT AN5U3MNTUINNTTN

What is Innovation Management? 'START
Innovation management is defined
as the process of a systematic and
strategic approach to generating, Strategy
developing, and implementing new
ideas, products, services, or
processes that result in idea e
organizational value addition. For i | .'
businesses, innovation

Idea Development
management serves as a key evaluation
driver of competitive advantage.

Implementation

Innovation

Innovation

management

https://ideascale.com/blog/what-is-innovation-management/
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Structure &

Capabilities
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INNOVATION
MAMAGEMENT

Dt

Strategy

Governance

Processes & Measurement &
Tools Rewards

Strategy &

Leadership

Communication Skills &
& Engagement Knowledge

Values &
Behaviors

INNOVATION SYSTEM

https://www.linkedin.com/pulse/what-
innovation-management-novable

https://www.business2community.com/product-
management/getting-started-with-innovation-management-02213346
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Third-Generation Innovation Model (3G)
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Fifth-Generation Innovation Mode - Network Model

Tezhnology : EXTERNAL INPUTS

. i i EXTERNAL INPUT
' TECHNOLOGY » societal needs Marketing Finance ' L
L « competitors and sales . Comr;gtltors
« supplier \ e sgpg iers
«____ ¢ distributors

e partnerships
« distributors
e customers Accumulation of

e strategic alliances

e customers

EXTERNAL INPUTS EXTERNAL INPUTS

* competitors Knowledgé over time » scientific and
technological

« suppliers
MARKET « distributors «— developments
o e customers “—— o suppliers
* university / Engineering and Research and * C“§t°"‘f:; >
! e universi
" departments manufacturing | development e ois

https://alcorfund.com/insight/innovation-models-innovation-process-models-examples/
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Sixth-Generation Innovation model (6G) - Open Innovation Model
Internal Licensing Other Firm's
Technology Base / Market
Technology Spin-outs
)
®
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External
Technology Base

| Technology CvC Product/Business
Inlicensing Investing Acquisition

R D

https://alcorfund.com/insight/innovation-models-innovation-process-models-examples/
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IMPACT ON THE MARKET

LOwW

SUSTAINING

A significant improvement
on a product that aims to
sustain the position in an

existing market

INCREMENTAL

Gradual, continous
improvements on existing
products and services

LOwW

DISRUPTIVE

Technoloy or new business
model that disrupts the
existing market

RADICAL

Technological breakthrough
that transforms iindustries,
often creates a new market

HIGH

TECHNOLOGY WELLNESS

https://alcorfund.com/insight/innovation-models-
innovation-process-models-examples/
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NUSIUADINTLINEUYINGIAA (Startup stage)

ATELIUGINUNG
BUSINESS AS USUAL

Ideas
o

Aauaziweulsatilu IDE

Executive

Product

/ @&

Strategy sTARTu P Teamwork

/

Resources Investwments

\ Trends /

Planning

AauauAINIA Internet

Summary _
> Timeline Missiof
W, Statement
Financial Company
planning B u S i n e SS Background
: P l a n Product
Operations Description
SWOT Marketing

Analysis Plan

‘—ompetitor
Analysis
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¢, business
onsulkant

Dasp Rools and llh‘dﬂﬂ Branches

BUYABLE STARTUPS

Software and technology
entrepreneurs often start from
scratch, then sell their startups
to larger organizations.

This category includes
businesses with a tech
specialization
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SMALL STARTUPS

§5A31N9U
ARLIN ALY
LU uAaly

In small startups. the founders
are average individuals who
self-fund the company.

Lifestyle startups are similar to
hobbies, and the person who
starts one is keen to pursue their

TYPES O
STARTUP

BIG STARTUPS

A large company startup begins
small with a revelutionary
product and grows intoa
worldwide success.

LIFESTYLE STARTUPS

In social entrepreneurship,

passion.

STARTUP

Aranun EXIT wiansau
ALY LUUVIEFNIIN
software wya wmAlulad
IWausEn1nal 111Ul
1se 1251

S RTUP ssna‘m
gshodusrenanun

2819l U
g3nad1s1Il1na sa'lWid
HeuanaIingsl NUILaIN
AaNA&121AUIUNNA

ALY 12U

startups have a primary objective au 1AU ') a1 ﬂ Q

of achieving a social mission.
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Ideation Concepting Commitment Validation Scaling : Establishing
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Sell/Remvent ﬁ Seed & Launch
Development

(4) Y5ulaeu
(1) Lsmu ASILLSN
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Start up

Life Cycle

of Business
Sustam J— Growth

Transition
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Team Building
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VALUE CHAIN | #dlaiaaumn (Leagaddng)

. . . PRIMARY ACTIVITIES
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Michael Porter

SUPPORT <
ACTIVITIES
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INBOUND
LOGISTICS
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ufiauasgsia = §UA1 (2194719)
Trust /Brand ?/Value/ Need?Want?Prefer?

SUPPORT
ACTIVITIES

INBOUND - qpepaTIONS

LOGISTICS

FIRM INFRASTRUCTURE
HUMAN RESOURCE MANAGEMENT
TECHNOLOGY DEVELOPMENT
PROCUREMENT

_ 4

PRIMARY ACTIVITIES

sa1uvi L3aedns alnsal svuunisidu INFRASTRUCTURE (ERP/ CRM)
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SUPPLY CHAIN | #dlainauaiadniu
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@ NHAANARSauai #2

AURNSTNS
Tun1THARGD

FIRM INFRASTRUCTURE

TECHNOLOGY DEVELOPMENT
PROCUREMENT
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SALES

The
Introduction Stage

Low sales
High costs
No/Little profits
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’ | |
The The 7’ Z 7’
Growth Stage Maturity Stage ¢/ Declmi tage Y 4
Increasing sales Consistent sale Reducifig sales
Reduced costs Reduced cojs Constgnt costs
Some profits . Increasing profits Reduging profits .
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S-Curves
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The S-Curve Pattern of
Innovation highlights the
fact that as an industry,
product, or business model
evolves over time, the profits
generated by it gradually rise
until the maturity stage. As a
product approaches its
maturity stage, a business
should ensure that it has new
offerings in place to capture
future profit opportunities.
These new products are often
upgraded or related versions
of products approaching the
maturity stages of their S-
Curves.

PRODUCT PERFORMANCE

L/UNIINTLAUL LA
GROWTH PATH

UINNITU
WA tulailn

Second techmology

WATUIRELAN

First technology

UINNITY
WATUIRE

Third technology

TIME OR ENGINEERING EFFORT
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SWOT Analysis

. What is working well?
. What is making a difference?
. What value to we bring to our customers?

. What do we do really well?
What are our differentiating factors?

. What needs to be improved or changed?
. What should we stop doing?
. What should we start doing?

. What is missing that we need to be
doing?

Opportunities: Threats:

1. Whatis not working optimal?

2. Whatis not making a difference?
3. What processes need improving?
4. What hinders our sales?

5. What do our customers dislike?

1. What is threatening our business?
2. Customer trends? Tech trends?
3. Economic trends?

4. Financial threats: Costs? Revenue?
Debt? Cash-Flow?
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OPPORTUNITIES P be turned around with external

work together to build your business

i han
and achieve results chances
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Don’t panic! These can work together to
achieve a constructive approach to
your business and achieve new chances
in the market

Use your internal strengths to
overcome potential external
challenges

Home of the World's
Stickiest Learning
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Porter's Five Forces Model
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ANSOFT'S GROWTH MODEL

EXISTING PRODUCTS NEW PRODUCTS
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Industry /
Market Context
Business
Context

Supply Chain
Competition /
Competitors /
Technology

vihusesaa

FUTURE/ POTENTIAL
CUSTOMERS' DEMAND

Value Chain /
Supply Chain
Management

KEY GROWTH DRIVERS

growth DRIVER

growth DRIVER

GROWTH
STRATEGY

CUSTOMERS’
DEMAND

INNOVATION

CORE COMPETENCY
BUSINESS POSITIONING

RESOURCES
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What Are Core Competencies?
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The STP Process
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The elements of an Innovation Management System
(ISO 56002 innovation management standards)

(N TEXT OF THE ORGANISAT o),

rnal and internal issues, culture, co"’ﬂborat;'o
n

Exte

Commitment, vision, strategy, leadership
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OPERATIONS
Identify opportunities and concepts INNOVATION
validate, develop, deploy —J VALUE

OPPORTUNITIES

SUPPORT

Resources, competencies
& other support

https://impactinnovation.com/2021/09/28/the-elements-of-an-innovation-management-system-according-to-the-
iso-innovation-management-standards/
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ENJOY BUILDING YOUR BUSINESS
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