Creativity & Innovation
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The marketing concept and model > Model
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Introduction > Creative thinking
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RESEARCH CONCEPT PROTOTYPE DESIGN

Adapted from Central Office of Design

GLOBAL LEADERS PROGRAM




Introduction > Definition

Creativity:
The productionof newideasthat are usefulineveryfield (by anindividual orasmall group of
individuals workingtogether).

Innovation:
Successfulimplantation of creative ideasinthe organization.

> Creativityis not necessarily only an expression of talent but foremost it is the process
of implementing innovations.

Source: Amabile, 1988, 1996

GLOBAL LEADERS PROGRAM




Introduction > Definition

"Innovation" =
"ldea" x “Implementation".
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Model > The 3 stages

1- The componentsof creativity

3 —Valueschain

2 — Market-oriented innovation

Environment (external) Environment (internal)
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Processus IVC > Définition

SEpUTON .
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IVC process > Tactics

If your capacity to create newideasis rudimentary,following are a few tactics that may improve
this stage:

» Upgrade yourbrainstorming techniques (E.g. Design Thinking).

» Encourage collaboration.

» Do more marketstudiesandanalysis.

» Encourage alternative thinking.

» Expandyournetwork of partners and collaborators.

= Connectmore oftenwithyourconsumers/clientsand enquire abouttheirinterestsand needs
(insights).

Source: J. Brunet 2000, 2005
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IVC process > Tactics

If your capacity to transformideasis weak, here’s a few tactics that may improve this stage for
you:

» \alidate yourideaswithyourconsumers/clientsas soonas possible.

» Collectqualitativeand quantitative data fromyourconsumers/clients.

» Developentrepreneurial programs such as Google 20% (Safe Haven).

» Developanacceleratorprogram.

* [nvestalarger budgetin collaboration programs such as (Hackatons,Inside-Outand Outside-In
partnership).

» Connectmore oftenwith yourconsumers/clientsand discovertheirinterestsand needs
(Insights).

Source: J. Brunet 2000, 2005
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IVC process > Tactics

If your capacity to disseminate ideasis minor, here’s a few tactics that may improve this stage:

» Mandate a top-notch managerto create the buzz.
» Developa leanapproach.

» Favoraculture of collaboration.

= [nvolve the consumers/clientsinthe process.

= Encourage experimentation.

Source: J. Brunet 2000, 2005
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Thank you
Richard Saad

rsaad@become-remarkable.com
514-690-7178
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