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Monday 24th October 2005
Dr Paul Filmore

Contact: pfilmore@plymouth.ac.uk 
paul@insightcentre.com

Next StepsNext Steps

The Morning Agenda

8.00: Breakfast: 
Introduction from Paul and some 
innovation thoughts

8.30: Two visioning exercises
10.30: Coffee
10.50: Bringing it together
12.00: Tour

1.00: Lunch

Next StepsNext Steps

Objectives

• A new vision

• A broad brush roadmap
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Change: a few thoughts

•Requires a climate which encourages risk taking i.e. doing 
new things and trying out new ideas
•Requires the discussion of deeply held beliefs and can 
involve conflict. When thoughts are discussed and properly 
assessed, then new ideas can be developed.
•Different people act differently.
•Change can be stressful.
•It is a natural to follow a cycle e.g.:-

– 1. denying there is any problem,
– 2. defending the old,
– 3. dropping of the old and looking for the new,
– 4. adopt the new,
– 5. finally believing in it!

Ref. Charnall (1990)
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Roles 1

The Fence Sitter

The Gate-Crasher

Ref. Brunningham, Cole & Huffington, 1990

Running with a new idea without 
thinking as to its relevance

Doing nothing/not contributing/hoping 
change would pass by without being 
affected
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Roles 2

The Agent 
Provocateur The Devil’s Advocate

Always trying to undermine/sabotage 
what someone else is trying to 
implement/change

Always coming 
up with why 
something cannot 
work, etc., i.e. 
focus on the 
negative with no 
positive 
alternatives
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Background: The Innovation “Playing Field”

‘Product’

Incremental Radical

Process

Position

‘Paradigm’ 
– mental models

Innovation
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Background: Disruptive and Breakthrough Innovations

Automobile

Increasing technology adoption:
- Newer technologies taking hold at double or triple previous rates
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Background: Disruptive and Breakthrough Innovations

Increasing market turbulence:

> Organisations joining the Standard & Poor’s index of 90 important US 
companies could expect to remain listed
- for 65 years in the 1930’s and just 10 years at the end of 1990’s.

(Foster and Kaplan, 2001)

> Businesswire.com’s (2000) analysis of the Fortune 500 revealed:
- one-third of the companies listed in 1970 had vanished by 1983;
- the rate of this change is increasing because of the failure of
normally successful organisations to introduce far-sighted, 
breakthrough innovations.

Why? 
Because the pace of disruptive change has increased.

Failure to introduce far-sighted, breakthrough innovations
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Background: A disruptive innovation is… 

“… a product or service that has changed the basis of 

competition, by changing the performance dimensions

along which organisations compete".  

This normally occurs when an organisation introduces new 

performance attributes, based upon one or more new 

business approaches, technologies and/or processes.

(Thomond, 2004)
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Exercise: Thinking about disruption…

○ What were 

the barriers to 

disruption?

○ What were 

the strengths of 

the disruptor?

○ Who were the 

first markets/ 

customers?

High street opticians Purchase specs
online
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Established
Market

Origin of disruptive
business outside 
of established 
market with non-
consumers

Disruptive
Business

Area of Displacement
Area of New Net Growth
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Disruptive Innovation in Action: The Case of a French SME

2000: Rapid entry of Chinese Insurgents

- significantly market 

share loss.

-huge threat for the 

firm’s existence.
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Demanding
customers

Low-end
Non demanding

customers

A

B

A  = Pace of Pactuco’s technological progress within protective helmet industry.

B  = Performance that average customers can utilize or absorb.

Disruptive Innovation

C

C  = New performance trajectory of Chinese competitors.

= Normal distribution curve of customer demand (from low   to high).= Normal distribution curve of customer demand (from low   to high).

= Beginning point of technology oversupply  .
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When better, faster, cheaper is not the solution – try low-end disruption.
INTEL’s high-end innovations were not enough

… so they disrupted their own market

REMEMBER:

be patient for 
growth but 

impatient for 
profitability 
and you too 

can disrupt the 
market!
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Disruption Type 2

Key Lessons:

• DO listen to customer focusing on understanding their 

“drivers” and leveraging technologies to meet these needs

•DO NOT listen to technologists who constantly want to 

improve product performance.

Example:

MOST COMMON FORM OF DISRUPTION:

• Floppy disks in home computer market (5.25 vs. 3.5 inch):

•- OLD DRIVER “storage density” was fulfilled   vs. NEW DRIVER “physical size and durability” 

• Traditional air travel vs. easyJet and Ryanair etc.

Dominant Customer Driver Changes – shift to “lower-order” or new needs:

• Disruptive innovation occurs as a 

result of action or inaction by 

dominant players… NOT the 

development of technologies.
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“When Helmets are not Enough.”

You can see customers who could be the perfect target to help you 

turn conventions upside-down…

… yeah right – many of us have had these moments, but would we 

invest money into so much risk?

NO? without 
understanding of disruptive 
innovation I don’t blame 
you!!!

HOWEVER,
knowledge of “disruptive innovation” does three things:

1) Negates the risk of being radical
2) Helps re-write rule books and conventions

3) Delivers radical new wealth creation

REMEMBER: be patient for growth but impatient for profitability and you can disrupt!

You have an idea that could re-write the rule books…
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Innovation Life Cycles

Value

Time

Birth

Growth

Maturity

Retirement

Conception

Infancy
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Increasing Ideality 

Current System

New System

Emergence of contradiction 
or limit

etc

Time

The Dynamics of System EvolutionThe Dynamics of System Evolution

Breakthrough 
innovation i.e., 
jumping to the 
next ‘S’ curve

Incremental 
innovation
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Innovation Life Cycles: Some Common Trends

Product Service ExperienceCommodity Transformation

Reliability Convenience PricePerformance
Functionality
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Management Trend Example -
Management Hierarchy

Point 1D 2D 3D

Acknowledgement: www.creax.com
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Trend: Dynamisation

Example: Information

Example: software

Ref. www.creax.com
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Where is your innovation focus?

☺

/

Performance
Low High

Basic Qualities
“Must-be” requirements that the 
customer expects in the product. 
Usually only mentioned by customers 
when absent. Identified through 
complaint mechanisms such as 
warranty claims e.g. within auto 
industry - Car starts every time, 
Sunroof keeps water out.

Linear Qualities
Product attributes that customers can 
identify they want more or less of. 
Easily identified through market
research e.g. within auto industry -
cabin space, fuel consumption, noise 
levels.

Delighters
Product attributes that surprise, 
delight, and/or excite. Unexpected 
attributes that distinguish the product 
from  its competitors. Usually the 
answers to unarticulated needs and 
therefore difficult to identify through 
market research.
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Incremental Innovations
Step improvements
-Become expected.

- Diminishing returns as valued 
less and less over time.

Radical Innovations
Offer improvements in 

directions that people desire.
- valued by mainstream market 
but often  taken for granted by 

high-end

Discontinuous Innovations
Unexpected improvements in 

directions that mainstream 
desire - valued by high-end 

market but too complex or too 
expensive for low-end or new 

markets.

Disruptive Innovations
Unexpected, undesired 

improvements in new directions
- valued by low-end or emerging 
markets but not understood by 

manistream
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Visioning: The Medicine Wheel
• The medicine wheel is an 
ancient tool originating from the 
tribes of Native American 
Indians. 

• When facing a difficult decision 
a circle would be drawn on the 
ground and the tribe would 
place the pertinent issue at its 
centre. 

• Each different energy state or 
value segment would provide a 
different perspective through 
which the issue facing the tribe 
would be considered.

• The Medicine Wheel was not 
used to create solutions; it was 
used by the Native American 
Indians to comprehensively 
understand issues of the day.
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The Wisdom Council

• Mindstorm:  As a group, taking each value 
segment in turn (starting in the East where the 
sun rises and moving clockwise round the 
wheel), place Post-its on that segment.
• Splitting into groups, each group will take one 
or two value segments and consider them 
further, using the prompt sheets if needed.
• Following consideration, again staring in the 
east, the elder for each tribe will take it in turns 
to express their insights on the central issue 
from their discrete perspective, to the group.
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Scenarios

1. Everyone has broadband and businesses 
have to be very technologically smart to 
attract customers.

2. Strong political backlash to geographical 
inequality of support, leading to strongly 
audited ‘equal opportunities’.

3. No subsidies allowed by EU competition law. 
The self financing world.

Each group to produce a flipchart of 
opportunities and threats
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Finance

invoices

Useful Action

Harmful Action
Insufficient Action
Excessive Action

dislikes

Shipping Product

Ware-
housePurchase

Supplier

dispatches

informs supplies

informs

informs
supplies

informs

pays

damages
delays

has sense of community with

controls

controls

Function AnalysisFunction Analysis
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Function and Attribute Analysis

FAA represents a systematic method by which it is possible to analyse 
the detailed workings of an existing system

EXERCISE:

Define the key elements of the system that this project 

focuses on. Also identify unused elements.

Identify the useful relationships that exist between the 

elements.

Identify the negative aspects that exist between the 

elements.
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Bringing it together: Questions

i. Given the widening gap in take up rates between 
businesses, should the project focus increasingly on higher 
growth firms (where firms may generate better "returns" in 
terms of outputs for public spend) or concentrate harder 
on the late adopters (where public sector intervention is likely 
to lead to a greater degree of change in the clients 
concerned)?
ii. Can a more cost effective means of intervention be 
adopted to make the kind of impact on the business 
community that is currently being achieved?
iii. Should the project extend its remit to embrace 
other opportunities (such as the development of innovative 
models of workspace) or continue with its focus on 
delivering advice to business?
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Reminder: Objectives

• A new vision

• A broad brush roadmap
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