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¢ƘŜ .ƛǊǘƘ ƻŦ LƴƴƻǾŀǘƛƻƴǎ ŀǊŜ tǊƻōƭŜƳǎΧ  ƻǊƛƎƛƴŀǘƛƴƎ ŦǊƻƳ 
Solutions! 

Source:  http://ultramagicforest.blogspot.de/2012/03/cautionary-tale.html 
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u Daedalos: 

ÁWas a skilful craftsman (Resources & Know how) 

ÁHad always a strong motive for his inventions (Problems) 

ÁHis inventions were triggered by previous inventions 
(Evolution) 

ÁHe faced numerous difficulties and suffered consequences 
(Obstacles)  

άGreat ƛƴƴƻǾŀǘƻǊǎ ƘŀŘ ŀ ǎƪƛƭƭ ŀƴŘ ŀ ŘŜǎƛǊŜΧ  ¢ƘŜ rest was  

a history of failures.  Coming up with something new is  fairly easy; 

Implementing it and making it a success is the real challenge.  

Innovation is NOT just Ingenuity!έ 

Emotional Resources 
(Patience, 

Persistence, 
Perseverance)   

Financial Resources 
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9ƳōǊŀŎƛƴƎ ŀƴŘ 5ŜŀƭƛƴƎ ǿƛǘƘ /ƻƳǇƭŜȄƛǘȅΧ  {ȅǎǘŜƳŀǘƛŎ 
Approaches beyond Brainstorming 

Source: http://ovidsmetamorphoses.blogspot.de/2012/02/daedal-fates-of-icarus.html 
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u Chan Kim, W. & Mauborgne, R. (2000)  

ÁStudy of approx. 100 companies, which have innovated repeatedly 

Ƅ Database 

Ƅ Data collection of product and service innovations 

Ƅ Data collection on displaced products and services 

 

 

u What is the likelihood that the customers will be attracted to the 
new idea? 
Á ¢ƘŜ ά.ǳȅŜǊ ¦ǘƛƭƛǘȅ aŀǇέ 

u What price will unlock the greatest number of customers? 
Á ά¢ƘŜ aŀǎǎ tǊƛŎŜ /ƻǊǊƛŘƻǊέ 

u How can a company profitably deliver the new idea in the 
market at the targeted price? 
Á ά.ǳǎƛƴŜǎǎ aƻŘŜƭ DǳƛŘŜέ 

Innovation 

Marketing 
(Pricing Focus) 

Innovation 

Identification 
(Customer Focus) 
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uHow long does 
it take to find 
what you 
need? 

uIs the place of 
purchase 
attractive and 
accessible? 

uHow secure is 
the transaction 
environment? 

uHow rapidly 
can you make a 
purchase? 

Purchase Delivery Use 
Supple-

ments 

Mainte-

nance 
Disposal 

uHow long does 
it take to get 
the product 
delivered? 

uHow difficult is 
it to unpack 
and install the 
new product?  

uDoes the 
product require 
training or 
assistance? 

uIs the product 
easy to store 
when not in 
use? 

uHow effective 
are the 
ǇǊƻŘǳŎǘΩǎ 
features and 
functions?  

uDo you need 
other products 
and services to 
make this 
product work? 

uIf so, how 
costly are they? 

uDoes the 
product require 
external 
maintenance? 

uHow easy is it 
to maintain and 
upgrade the 
product? 

uDoes use of the 
product create 
waste items? 

uHow easy is it 
to dispose of 
the product? 
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Purchase Delivery Use Supplements Maintenance Disposal 

Customer 
Productivity 

ABC Same Utility 
Lever at 
another stage 

Simplicity New Utility 
Lever at the 
same stage 

Convenience New Utility Lever 
at another stage 

Risk 

Fun & Image 

 

Environmental-
Friendliness 

Buyer-Experience Cycle 

B
u
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r 

U
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Advantages: 

ωIt imposes a market-focus on innovation consideration (i.e. 
How can we improve the lives of our customers?) 

ωIt helps differentiate between simple offering extensions and 
genuine innovations 

ωEven though even the most innovative companies occupy 
Ƨǳǎǘ ŀ ǎƳŀƭƭ ƴǳƳōŜǊ ƻŦ ǎǇŀŎŜǎΧ  ¢ƘŜǊŜ ƛǎ ŀ ǘƻǘŀƭ ƻŦ осΦ  ¢Ƙƛǎ 
reminds people of the unexploited potential for innovation   

Shortcomings: 

ω5ƻŜǎ ƴƻǘ ǊŜŀŘƛƭȅ ŀǇǇƭȅ ǘƻ ǎŜǊǾƛŎŜǎ όǘƘƛǎ Ŏƻƴǘŀƛƴǎ ǘƘŜ ōǳȅŜǊΩǎ 
experience for products) -> Requires adaptations to become 
applicable for services) 

ωBuyer utility is not easily measurable / determined PLUS it depends 
on the customer   

ωLƳǇƭƛŜŘ ŀǎǎǳƳǇǘƛƻƴ ƛǎ ǘƘŀǘ ǘƘŜ .ǳȅŜǊ ƛǎ ŀ Ŏƻƴǎǘŀƴǘ ŜƴǘƛǘȅΧ  
Innovation is not limited to giving the existing customer something 
new, but also about locating new customers and / or markets! 
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u /ǊŜŀǘƛƴƎ ŜȄŎŜǇǘƛƻƴŀƭ ǳǘƛƭƛǘȅ ŦƻǊ ǘƘŜ ŎǳǎǘƻƳŜǊ ƛǎ ƴƻǘ ŀ ƎǳŀǊŀƴǘŜŜ ŦƻǊ ǎǳŎŎŜǎǎΧ   ¢ƘŜ 
right price is also a key factor! 

u Even though it is possible (and sometimes advisable) to test a new product / service 
with the novelty-seeking, price-insensitive customers, this is also not enough 

u ά9ŀǊƭȅ ŎǊƛǘƛŎŀƭ Ƴŀǎǎέ is necessary (esp. nowadays) because of the following reasons: 

ÁEconomies of scale:  

Ƅ Are necessary to cover the high-costs of innovation-development 

ÁNetwork externalities:  

ƄThe value of a number of products or services depend on the total number of people 
using them (all-or-nothing proposition) 

ÁCustomer sustainability: 

ƄMany innovations are relatively easy to imitate and cannot be realistically protected 
by patents, copyrights, etc. 

ƄThis means that customers need to be convinced from the very beginning that they 
will not find a better value with a competitor 
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Same Form Different Form, 
Same Function 

 

Different Form, 
Different Function, 

Same Objective 

High  

 

 

 

 

 

 

 

Low  

 

 

uDifficult to Imitate  

uHigh degree of: 

Á Legal protection 

Á Resource protection 

P
R

IC
E 

DEGREE OF SIMILARITY / SUBSTITUTION 

uRelatively Easy to 
Imitate  

uSome degree of: 

Á Legal protection 

ÁResource 
protection 

uEasy to Imitate  

u Low degree of: 

Á Legal protection 

ÁResource protection 

Upper 
Level 

Pricing 

Mid 
Level 

Pricing 

Lower 
Level 

Pricing 

Size of bubble -> Relative Market 
Volume of Alternatives 

Mass Price Corridor (Step 1) 

Price Level (Step 2) 
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u The right product at the right price is not necessarily sustainable 
competitive advantage 

uA good business model is a powerful defence against 
imitation: 
ÁCost Target:  

Ƅ Is it set by the strategic price? 

Ƅ /ŀƴ ǘƘŜ ǇǊƻŘǳŎǘΩǎ Ǌŀǿ ƳŀǘŜǊƛŀƭǎ ōŜ ǊŜǇƭŀŎŜŘ ōȅ ǳƴŎƻƴǾŜƴǘƛƻƴŀƭΣ ƭŜǎǎ ŜȄǇŜƴǎƛǾŜ ƻƴŜǎΚ 

Ƅ Did you significantly eliminate, reduce and outsource high cost, low-value-added 
activities in your value chain? 

ÁPartnerships:  

Ƅ What capabilities do you need to achieve the value proposition, and which ones do you 
lack? 

Ƅ Which companies have the missing capabilities? 

Ƅ Based on cost, quality, and speed, should you acquire those companies or partner with 
them? 
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ÁPricing Model: 

ƄLǎ ȅƻǳǊ ƛƴŘǳǎǘǊȅΩǎ ǇǊƛŎƛƴƎ ƳƻŘŜƭ ŀ ōŀǊǊƛŜǊ ǘƻ ȅƻǳǊ ōǳǎƛƴŜǎǎ ƛŘŜŀΩǎ ǎǳŎŎŜǎǎΚ 

ƄWhat pricing model:  direct selling, leasing, time-share, slice-share, or equity 
payment, would create a greater profit pool 
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5ŜŀƭƛƴƎ ǿƛǘƘ LƴƴƻǾŀǘƛƻƴ hōǎǘŀŎƭŜǎΧ  5ƛŦŦǳǎƛƻƴ ϧ CƻǊŜŎŀǎǘƛƴƎ 

Source: http://monkeysinthecupboard.edublogs.org/ 
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u Tipping Point (the point where a the possible become certain): 
ÁDecisive moment / event 

ÁCritical mass 

ÁThreshold 

ÁBoiling point 

uEpidemics Analogy: 
ÁApplied to innovations (ideas, products, concepts, etc.) 

Á Innovations can spread geometrically like viruses provided that the following 
conditions are in place: 

ƄContagiousness (Messenger Function) 

ƄResilience (Message Property) 

u Implied message is that: 
Á Innovation adoption is fairly easy to initiate (tipping point) provided resources are 

concentrated in the right activities  
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u¢ƘŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƳŜŘƛǳƳ ŦƻǊ ǎǘŀǊǘƛƴƎ άŜǇƛŘŜƳƛŎǎέ ƛǎΥ 

Word-to-mouth 
u{ǘŀǊǘƛƴƎ ŀƴ ŜǇƛŘŜƳƛŎ ŘƻŜǎ ƴƻǘ ǊŜǉǳƛǊŜ ƳŀƴȅΧ  .ǳǘ ƻƴƭȅ ŀ ŦŜǿ ƛƴŘƛǾƛŘǳŀƭǎ 

 
Connectors (To Spread 
The Message): 

ωKnow a lot of people (many 
acquaintances ς not 
ƴŜŎŜǎǎŀǊƛƭȅ άƎƻƻŘ ŦǊƛŜƴŘǎέύ 

ωHave an extensive social 
network 

ωCharismatic at making and 
maintaining relationships  

Mavens (To Provide The 
Message) 

ωInformation specialists  

ωWilling to share and 
communicate what they 
perceive as a good idea  

ωGain genuine satisfaction by 
helping others solve their 
problems  

Salespeople (To 
Strengthen The 
Message) 

ωPersuasion artists 

ωFocus on detail 

ωSophisticated 
communication skills (incl. 
use of body language)  
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*  Dunbar, R. (1992) Neocortex size as a constraint on group 

size in primates, Journal of Human Evolution, vol. 20, pp. 

469-493.  

**  Miller, G.A. (1956) The Magical Number Seven, Plus 

or Minus Two: Some Limits on Our Capacity for 

Processing Information, The Psychological Review, 

1956, vol. 63, pp. 81-97 
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If we are to accept and entertain 
the ideas of GladwellΧ 

ωΧ  LŦ ǿŜ ǿŜǊŜ ǘƻ ƛƴƴƻǾŀǘŜ ƛƴ ǘƻŘŀȅΩǎ ǿƻǊƭŘ 
of: 

ωRapid technological advancement 

ωInformation overload 

ωOur innovations would have very small 
ŎƘŀƴŎŜǎ ƻŦ ōŜŎƻƳƛƴƎ άŜǇƛŘŜƳƛŎǎέΧ 

ωΧ  Lƴ ǘƘŜ ōŜǎǘ ŎŀǎŜΣ ǘƘŜȅ ŎƻǳƭŘ ōŜŎƻƳŜ ŀ 
άŦƭǳέΗ 

If trends Ғ άŜǇƛŘŜƳƛŎǎέ 
ŀƴŘ ŦŀǎƘƛƻƴǎ Ғ άŦƭǳŜǎέ, 

what does this mean for 
innovation? 

It means that innovations 
have a shorter life-span (are 

displaced quicker) 

Which in turn means: 

ωMass-Innovation (e.g. idea factories, mass 
production of innovation) 

ωUtility-Impact (i.e. innovation must offer 
significant advantages to the user) 

ωQuick-Realisation (i.e. short development 
and production periods -> if duration is 
shorter, need to start making money earlier) 

ωInnovation-Repackaging (i.e. Repackaging an 
old idea / innovation and selling it as new -> 
Exploit full-potential) 
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Time 

ÁEarly Adopters 
(13,5%): 

ÁRespectable  

ÁOpinion 
leaders 

ÁPopular  

ÁEducated  

ÁInnovators (2.5%): 

ÁAdventurous 

ÁWell-educated 

ÁWell-informed 

ÁWell-off (usually) 

ÁRisk-takers  

ÁEarly majority 
(34%): 

ÁThoughtful 

ÁExtensive 
social network 

ÁLate majority 
(34%) 

ÁSceptical,  

ÁTraditional 

Á Lower social 
status  

ÁLaggards (16%): 

ÁTraditionalists 

Á Limited info 
sources and 
network  

ÁRisk-averse 

Á Lower economic 
status 
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Time 

ÁInnovators (2.5%) 

ÁEarly Adopters (13,5%) 

ÁEarly majority (34%) 

ÁLate majority (34%) 

ÁLaggards (16%) 
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u Awareness of 
innovation 
existence and 
utility 

u Knowledge on 
potential usage / 
application 

Knowledge Persuasion Decision Implementation Confirmation 

u Positive (or 
negative) 
opinion 
development 
(regarding the 
innovation) 

u Activities related 
to adopting or 
rejecting the 
innovation 

u Innovation is 
adopted and put in 
use 

u Utility / results are 
produced 

u Innovation is 
evaluated and 
adoption decision is 
revisited 

External Factors / 
Influences  

(e.g. formal communication / 
marketing, mass-media 

coverage) 

Internal Factors / 
Influences  

(e.g. word of mouth) Cognitive biases (e.g. 
attribution error, hindsight-

effect) 
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Innovators (2.5%) 

Early majority (34%) 

Late majority (34%) 

Laggards (16%) External 
Factors 
(Innovation 

Factor) 

Internal Factors 
(Imitation Factor) 

Internal Factors 
(Imitation Factor) 

Internal Factors 
(Imitation Factor) 

Internal Factors 
(Imitation Factor) 

K P D I C 

K P D I C 

K P D I C 

K P D I C 

K P D I C 

Early Adopters (13,5%) 
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Imitation Factor / Internal 
Influences 

u Market potential (total 
size of target group) 

u Innovation Factor / 
External Influences 

u Number of adopters 
at time t (e.g. 2006) 

u Number of adopters 
at time t -1 (e.g. 
2005) 

High Value = 0.38 
Low Value = 0.03 

* Bass, F.M. (1969), A New Product Growth Model for Consumer Durables, 
Management Science, No:15 , pp.  215-227  
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uIn practice, there are too many exceptions to the classical diffusion S-curve: 

ÁDiffusion Interruption: 

ƄDue to another related disruptive innovation (which in turn starts its own diffusion curve) 

ƄIt simply does not take off (user resistance, company / industry inertia, practicality / feasibility issues) 

ÁBi-Modal Diffusion: 

ƄhŦǘŜƴ ƛǘ ƛǎ ƻōǎŜǊǾŜŘ ǘƘŀǘ ǘƘŜ ŦƛǊǎǘ άǾŜǊǎƛƻƴέ ƻŦ ǘƘŜ ƛƴƴƻǾŀǘƛƻƴ ƛǎ ƴƻǘ ŀŘƻǇǘŜŘΣ ǊŜǉǳƛǊƛƴƎ ŀ ǎŜŎƻƴŘ 
άǾŜǊǎƛƻƴέ ŀǘ ŀ ƭŀǘŜǊ Ǉƻƛƴǘ ƛƴ ǘƛƳŜ ǘƻ ƳŀƪŜ ƛǘ ǎǳŎŎŜǎǎŦǳƭ 

ƄTiming issues 

ƄFollower advantage - Learning from the mistakes of the first mover  
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Bi-modal Curve 

Interrupted Curve 

Typical Curve 
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Problem-Based Learning & Project Management at the 
Bremerhaven University of Applied Sciences 


