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People only see what they
are prepared to see.

- Ralph Waldo Emerson
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Success=R &D
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Successful
Product

Manufacturing ‘

Sales
Launch

QQ/

Industrial
Scale-up

Technical
Development

Marketing
Plan

Prototype &
Development

Legal Work
Patent, trademark,
copyright, trade secret

Business
Model

Resources? Profit?

Plan

Business

Raise Capital?

&

Technical

Research
Can it be made?

IP Research
Can it be sold?
Branded? Patented?

Competitor
Research
Distinctive Product?

Market

Research
Need? Sellable? Price?

Consumer
Research
Will they buy it?

Key Question: Can you make money from this product?

https://www.openaccessgovg

t.org/health-innovation-ecosystem/75678/
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Find
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Learning Growth
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Fear
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Figure 1. The Innovator’s Method
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Open innovation

Design thinking
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Lean startup
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Prioritizing growth from innovation elevates scaling and future-built companies
above stagnating and emerging ones

Stagnating and emerging companies Scaling and future-built companies

Address compliance and cyber risks Scale Al solutions

Improve customer experience and journeys Focus on innovation and growth

Digitize support functions Build new businesses

Pursue digital operations and manufacturing Digitize support functions

Advance digital ecosystems and partnerships Advance digital ecosystems and partnerships

Focus on innovation and growth Pursue digital operations and manufacturing

Build new businesses Create a sustainability-minded organization

Create a sustainability-minded organization Improve customer experience and journeys

Scale Al solutions Address compliance and cyber risks

B Digital reengineering initiatives [ Initiatives to spur innovation and growth

Source: BCG kltgﬂ/ &19‘,/ czerhZESFl.Jtu re Survey, 2022
Note: n=724.




THE EDAE

Innovation is key to the 70% of value creation that future-built companies get

from revenue growth

Future-built companies outperform others...

FIVE-YEAR RELATIVE TSR INDEXED TO S&P GLOBAL 1200 INDEX

S&P Global 1200 = 1.0

Stagnating Emerging Scaling Future-built

Source: BCG analysis.
Note: P/E = priy uity; TSR = total shareholder return.

... and demonstrate stronger potential for future
growth from innovation

CONTRIBUTION OF GROWTH TO FIVE-YEAR TSR (%)

I '
61

67
Stagnating Emerging Scaling Future-built
Il Contribution of other sources to revenue Contribution of growth
(e.g., improved margins or P/E) to revenue




Leaders deploy innovation in a range of customer use cases, partnerships, and
new business ventures

USE CASE INNOVATION IN SELECT INDUSTRIES (%)

Software Insurance

6 2 .

Frowth -and Collaboration platforms for sharing Next-generation integrated design and Product optimization through pruning
Innovation information across internal and product engineering services Al predictions
external teams

s

Growing and managing platform-based Sharing data with third parties to
ecosystems enhance decision making

Digital ecosystems Partnerships that enhance value
and partnerships propositions (e.g., teaming up with
car-sharing services to offer deliveries)

14

New businesses Advanced recommendation engines New digital capabilities and revenue Creating and monetizing proprietary
streams through startup incubators, new data sets
ventures, strategic partnerships, M&As

Source: BCG Company of the Future Survey, 2022




Leaders are likelier than others to use enablers to power innovation capabilities

INNOVATION ENABLERS COMPANIES WITH A HIGH INNOVATION CAPABILITY SCORE (%)

Leaders
Empowered management
Laggards

Leaders
Focused teams
Laggards

) ) Leaders
Ecosystem integration
Laggards

Leaders
Entrepreneurial culture
Laggards

) Leaders
Next-generation technology
Laggards

) ) Leaders
Innovation metrics
Laggards

Source: BCG analysis.
Note: Innovation capability is calculated on a scale of 1 to 10, with 8+ considered a high score. “Leaders” consist of scaling and future-built companies. “Laggards” consist of stagnating and emerging companies.

10/16/2023
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Innovation enablers extend to people, collaboration, risk taking, and invention

INNOVATION ENABLERS COMPANIES WITH A HIGH INNOVATION CAPABILITY SCORE (%)
Meeting employees’ intrinsic needs
Y rT Laggards 28
Collaboration and knowledge sharing
J. Laggards 31
= Recognition of growth and expertise over tenure
= Laggards 35
Willingness to take big bets
@j Laggards 20
@ caders [ ¢
A culture that values and rewards invention
Q? Laggards 25

Source: BCG analysis.
Note: Innovali@ch@/@(:}zg calculated on a scale of 1 to 10, with 8+ considered a high score. “Leaders” consist of scaling and future-built companies. “Laggards” consist of stagnating and emerging companies.




To innovate successfully, companies must strategize, create and scale,
and accelerate

O
XKX
O

Strategize
Set out a bold vision of success

- Link measurable innovation goals to
corporate strategy

- Prioritize opportunities on the basis
of expertise, market advantage, and
business climate

- Take a portfolio investment approach

and allocate resources by risk

10/16/2023

Source: BCG analysis.

Create and scale

Build an ecosystem to scale ideas
into businesses

- Tailor R&D processes to requirements
for innovating within or beyond current
products and markets

- Launch businesses from minimum

viable products, and scale them to
their full potential

- Create an innovation ecosystem with

options for building, partnering, or
making acquisitions

J

Accelerate

Implement capabilities and ways
of working that maximize ROI

- Use Al and next-generation tools
to make smarter decisions faster

- Empower expert teams to work

collaboratively

- Establish clear roles,

responsibilities, and metrics to
reinforce desired behaviors



Strategize: Set out a bold vision for success

Ambition

Develop a clear ambition with
measurable growth targets from
innovation:

+ Determine whether the expected
innovation pipeline value is
substantial enough to deliver on
the quantified ambition

Source::l?ngéjﬂ RN

Domains

Focus and prioritize innovation efforts

in areas relevant to commercial and

customer success, taking multiple

variables into consideration:

- Market size

- Commercial relevance

- Real business use cases

- Ability to deliver on previously
1dentified innovation growth
ambitions

Portfolio

Define and continuously manage
resource allocation across the core
and beyond:

- Consider core, adjacent, and new
frontiers

- Calibrate the target portfolio
accordingly

+ Align with Innovation ambition
and domains
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Create and scale: Build an ecosystem to scale ideas into businesses

Research Incubation Scale

- Develop a portfolio of ideas that - Design, build, and test new - Use purpose-led top talent to
deliver business value and align products to rule out technical, launch, operate, and expand
with domains, on the basis of an customer, and market risk products
analysis of customer or product - Develop proofs of concept, and test - Prove and test the scalability of
data and human-led research minimum viable products winning ideas

- Validate ideas by rapidly testing . Pivot and iterate to improve user . Launch new innovative
new concepts in the market experience, functionality, and experiences, products, and

- Gather direct feedback and data product-market fit features to increase end-user
engagement

Source: BCG




Accelerate: Implement capabilities and ways of working that maximize ROI

Technology

Use Al and next-generation tools to
make smarter decisions faster

For example:

- Group similar search
queries—"“semantic clustering”—to
improve strategic decision making,
intellectual property development,
and customer preferences

- Apply machine learning to accelerate
data-driven prototypes and feedback
loops during product development

sour9387793

People

Empower expert teams to work
collaboratively

For example:

- Adopt cross-functional
perspectives to set strategy and
make portfolio decisions

- Encourage teams to adopt a
shared ethos and growth mindset

Governance

Establish clear roles,
responsibilities and metrics to
reinforce desired behaviors

For example:

- Translate ambitions and decisions

about resources into measurable
KPls

- Use well-defined ownership, roles,

and responsibilities to avoid
bureaucracy and distractions
across the organization
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- » Shareholder rights
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Mission \‘ Vision Strategy: | Goals&

Statement: Statement: : Objectives:
*How we will *How we gauge

*Who we are *What we want achieveour  §  ourdegree of

“What wevalue | tobecome vision 1 success

COMMUNICATING
PURPOSE TO
STAKEHOLDERS

10/16/2023




MEANS

Mission - Vision

Strategies
Tactics Objeétives

’”\b"’ i

//




Missifn

(Why)
S u p ploe r t e d G_uid_ing
By A Principle
— (V alues)
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The theory of Jobs to Be Done

It is a framework for better understanding customer behavior. MhiTe

conventional marketing focuses on market demographics or pydgty <

attributes, Jobs Theorycfoes beyond superficial categories to é:;}"\ ‘

functional, social, and emotional dimensions that expl .,f‘givw..iu &
R -

customers make the choices they do. People don’t simpiiuy brafitets
or services; they pull them into their lives to make progress® e cafttF

progress the “job” they are trying to get done, and undegstanding this opens
a world of innovation possibilities. i

S orser ices, they ‘hire’

People don’t simply buy products or
C circumstances.

them to make progress in s
#JobsToBeDone
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Understanding the Idea Resume

An Idea Resume captures all of the
means

Fitting an idea on a page
Ideally, an Idea Resume should also have a
this helps solidify the idea and make it feel real.

An idea resume should detail:

Idea Resume Template

TARGET CUSTOMER JOB-TO-BE-DONE CONSUMPTION BARRIER

IDEA SKETCH/ OVERVIEW BASIC BUSINESS MODEL IMPACT POTENTIAL

Goal

O'a ®

Population Purchase Price
Frequency

Required Penetration

CRITICAL UNCERTAINTIES TESTING PLAN

An idea resume forces innovators to capture the key
elements of the idea’s business model in a precise and
succinct manner. It also helps decision-makers quickly
understand the idea and how it will work.

The Target Customer
Detail the attributes of your foothold customer

The Key Job-To-Be-Done
The job and circumstance you are solving for

Consumption Barrier(s)
What prevents use? Wealth? Skills? Access?

The Basic Business Model
Elements such as channels and access point

The Impact Potential
Determine feasibility of getting desired revenue

The Critical Uncertainties
Risks/assumptions that must be true to succeed

Visual Depiction of the Idea
Sketch, graphic mockup, video, etc. of the idea

The Testing Plan
How you will quickly and cheaply test risks



TARGET CUSTOMER

IDEA SKETCH/ OVERVIEW

JOB-TO-BE-DONE

BASIC BUSINESS MODEL

CRITICAL UNCERTAINTIES

CONSUMFTION BARRIER

-—_—s
IMPACT POTENTIAL

Goal

X X

Population Purchase Price
O Frequency
Regqured Penetration

L+

7

TESTING PLAN




Individual Innovation Initiatives

Develop an Innovation
Strategy

Run a Hackathon

Create an Innovation
Fund

Build an Innovation Team

Implement Lean Startup
Sprints

Build a Culture of
Innovation

Appoint a Chief
Innovation Officer

Predictable Failure Modes

Misalignment between enterprise strategy and innovation strategy leads to a
portfolio of ideas that are never prioritized for meaningful investment and scaling.

No appropriate governance to oversee decision making and resource allocation
means great ideas have nowhere to go or are inconsistent with strategic priorities.

Leaders put pressure on funds to be reallocated toward core initiatives with
clearer short-term return on investment (ROI).

Flawed interaction model between the innovation team and the core business
results in the team getting sucked into incrementalism or pursuing opportunities
that are ultimately rejected by the business.

No mechanisms to transition the post-sprint projects info business units.

Underlying beliefs about what it fakes to be successful create resistance to
behavior change, leading to increasing cynicism about the organization's ability
to innovate.

Organizational confusion and frustration are created when the new role isn't
clearly integrated into strategy and resource allocation decisions.

® Copyright 2020, Innosight Consulting
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Leaving Government for the Private Sector — Part 1
Posted on October 10, 2023

Laura Thomas is a former CIA operations officer. Reading how she moved in 2021 from
CIA ops into a quantum technology company offered insightful career transition advice
for those leaving her agency. Most of her lessons were applicable to any government
employee venturing out to the private sector.

Below is the first of her three-part series.

At least a few times a month, people looking to jump ask about my transition, which has
led to me consolidating my answers below. To be up front, some of what | write will be
controversial and all of it is biased. Due to length, I've broken it up into a three-part
series.

Is it really a big jump to the private sector? It wasn't a big jump. At the Agency, 85%
of my time was spent navigating bureaucracy and equities, arguing for resources and
permission for operations, and dealing with the bottom rung of employees, all while
making decisions with little data or data overload. Only 15% of my time was doing the
more exciting operations. Though that 15% — along with the camaraderie of some of my
colleagues — made the work deeply meaningful.

Industry is similar. Human nature is human nature, and | deal with many of the same

T
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You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
“and design tomorrow’s enterprises. It's a book for the...

WRITTEN BY

Alexander Osterwalder & Yves Pigneur

CO-CREATED BY

An amazing crowd of 470 practitioners from 45 countries

DESIGNED BY
Alan Smith, The Movement




The Business Model Canvas

Key
Partners

Key
Activities

Key
Resources

Value
Proposition

Customer
Relationships

Channels

Customer
Segments

Cost
Structure

Revenue
Streams




Key Partners Key Activities Value Proposition Customer Relationships ' Customer Segments

O

Key Resources Channels

Cost@®tructure

PR TT&TC 20231014
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The Value Proposition Canvas
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http://www.ijmp.jor.br v. 10, n. 1, January - February 2019
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Figure 5: The Junior Company's Business Model Canvas
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Key Partnerships

1. Suppliers of raw materials and
equipment

2. Chemical industry associations for
networking and industry updates

3. Distribution partners for reaching out to

customers in different regions

Key Activities

1. Research and development of new
chemical formulations

2. Manufacturing of chemicals in bulk
quantities

3. Quality control and testing

4. Custom formulation and toll
manufacturing services

5. Supply chain management and logistics

Key Resources

1. Chemical manufacturing plants and
equipment

2. Experienced chemists and technicians
3. Raw materials and chemical ingredients
4. Quality control and testing facilities

5. Customer service and support teams

Value Propositions

1. High-quality and reliable chemical
formulations

2. Custom formulation and toll
manufacturing services

3. Strong emphasis on quality control and
testing

4. Efficient supply chain management and
logistics

5. Excellent customer service and support

Customer Relationships

1. Establishing long-term contracts with
customers

2. Regular communication with customers
for repeat orders

3. Providing custom formulation and toll
manufacturing services

4. Offering technical support and
assistance

5. Building strong relationships through

trust and reliability

Channels

1. Direct sales to customers via sales
teams

2. Online sales platforms and e-commerce
websites

3. Distribution partners for reaching out to
customers in different regions

4. Industry associations and events for

networking and marketing

Customer Segments

1. Pharmaceutical industry

2. Agriculture industry

3. Construction industry

4. Chemical industry

5. Other industries requiring chemical

formulations

Cost Structure

1. Raw materials and chemical ingredients

2. Manufacturing and production costs

3. Quality control and testing costs

4. Supply chain management and logistics costs

5. Employee salaries and benefits

Revenue Streams

1. Sales of bulk chemicals to customers

2. Custom formulation and toll manufacturing services
3. Volume discounts for larger orders

4. Sales through distribution partners

5. Online sales and e-commerce platforms

https://finmodelslab.com/prg




Customer Segments

Our industrial chemical manufacturing business serves a diverse range of customer segments with a wide variety of needs. We have identified the following customer
segments:
« Pharmaceutical industry: This segment requires precise chemical formulations to produce drugs and medicines. Our high-quality chemicals provide a crucial
ingredient in ensuring the integrity and efficacy of their products.
» Agriculture industry: Farmers and agriculture companies need chemical products for crop protection and fertilizer production. Our chemicals play an essential role
in sustaining the world's food supply by improving crop yields and reducing damage to crops from pests and disease.
« Construction industry: Our products are used extensively in the construction industry as concrete admixtures, coatings, and sealants. Our customers in this
segment benefit from our expertise in providing the ideal chemical formulations to achieve optimal results in construction processes.
¢ Chemical industry: Other chemical manufacturers require our products to develop and produce their own products. They rely on our consistent quality and on-time
delivery to ensure their operations run smoothly and efficiently.
» Otherindustries requiring chemical formulations: Our business serves a diverse range of other industries, such as electronics, textiles, and cosmetics. Those
industries need specialized chemical formulations to produce their products, and our expertise in this field enables us to provide custom solutions for their unigue
production requirements.

Each of these segments has its unique needs, and we pride ourselves on being able to provide customized solutions to meet the precise needs of each customer. Our team

of experts is always working to stay ahead of the latest developments in the industry to provide cutting-edge solutions to our customers.

N/ *fﬁ
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Figure 4. Innosight’s Strategic Focus Area Framework
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Figure 6. A Defined Innovation Pathway for New Business Model Innovation

OBJECTIVES
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Spot
Opportunities

Identify a customer
problem worth solving

= Ecosystem analysis

« Customer jobs
interviews

= Quick-hit financial and
strategic analysis

+ Priority job to be done

+ Market size
and potential

Strategic value

Priority job to be done
identified with high value
for the company

Design
Solutions

Detail solution that best
solves the problem

» Designthinking
ideation sessions

« Business model and

Luse case development

= Concept testing

« Assumption
prioritization

+ Complete business
model design

« Customer feedback
on concept

« Business model
assumptions

Business model with
assumptions identified

De-risk assumptions with
select customer(s)

« Test design
and execution

« MVP development,
testing and pivoting

«  Synthesis of
test learnings

« Customer validation
that solution
addresses priority job

« Solution feasibility

Deal-killer assumptions
de-risked and/or
business model pivoted

De-risk assumptions
across foothold market

- Pilot with expanded
customer group
in foothold

» Business case
development

« Scaling plan
development

« Customer adoption

+ Technical issues for
growth resolved

» Business case
profitability

Growing adoption of
business model in

foothold with conceivable

profitability at scale

Scale solution for growth

Market expansion

« Develop go-to-market
capabilities

« Operating model
design and
decision rights

+ Revenue (growth)

+ Sales pipeline value

Line of sight to revenue
targets at scale

Drive efficiency at scale

= ldentification of major
cost drivers

+ Optimization and/or
redesign of processes
and structures

» Margin improvement

+ Earnings before
interest and taxes
(EBIT) growth

Line of sight to margin
targets at scale



Figure 9. A Summary of an Innovation Performance Diagnostic
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ISSUES IDENTIFIED (ILLUSTRATIVE)

No goals for innovation defined at enterprise or business unit levels. Growth goals are
defined but widely regarded as financially driven, and the role of innovation is undefined.

Pulse surveys capture general sentiments on innovation, but there is no tracking
mechanism for progress toward goals as they haven't been defined.

There are many different terms for innovation used similarly across the
organization, leading to significant ambiguity. Specifically, the term “disruptive
innovation” is often misused.

Focus areas are developed via a predominantly present-forward lens and
aren't revisited and refreshed frequently enough, and cross-BU connections
at this stage are weak.

BUs are hesitant to set innovation goals, such as by innovation type, and there is limited
accountability for innovation targets; BUs do not define goals and bounds for innovation.

Most BUs do not focus on alignment of strategic goals to specific innovation
projects and overall portfolio management.

The official process for disruptive innovation is defined but is not utilized by all
BUs; some view the process as complicated, which hinders overall adoption.

Best practices exist, but most stages of the innovation process require additional
refinement, including opportunity areas, idea generation, and assumption
identification and prioritization.

Active management of projects through the funnel is evident, but alignment with
strategy and portfolio management is weak, with suboptimal resource allocation
and distribution.

BUs acknowledge the need for innovation, but portfolio allocation between “core”
and “more” is often informal with limited accountability, metrics and tracking.

Portfolio analysis is limited due to the lack of rigorous portfolio design and inconsistent
application of portfolio metrics; cross-BU analysis and visibility is also limited.

The portfolio management process varies significantly across BUs that often
struggle to determine what to invest in, leading to a mix of underinvestment in
promising projects and continued investment in zombie projects.

The organization has defined competencies for founders but can push furtherin
identifying and matching the right talent; innovation skills must be embedded across BUs.

Senior management and individuals on the ground celebrate processes;
however, the most prominent gaps exist in the band 4s and 5s. Senior leaders
share their goals for disruptive innovation.

The company has made great progress shifting from being technology-first to
consumer-first; there is still work to be done to reinforce priorities, encourage
effective pathways and ensure healthy portfolios.
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Understanding the Idea Resume

An Idea Resume captures all of the
means

Fitting an idea on a page
Ideally, an Idea Resume should also have a
this helps solidify the idea and make it feel real.

An idea resume should detail:

Idea Resume Template

TARGET CUSTOMER JOB-TO-BE-DONE CONSUMPTION BARRIER

IDEA SKETCH/ OVERVIEW BASIC BUSINESS MODEL IMPACT POTENTIAL

Goal

O'a ®

Population Purchase Price
Frequency

Required Penetration

CRITICAL UNCERTAINTIES TESTING PLAN

An idea resume forces innovators to capture the key
elements of the idea’s business model in a precise and
succinct manner. It also helps decision-makers quickly
understand the idea and how it will work.

The Target Customer
Detail the attributes of your foothold customer

The Key Job-To-Be-Done
The job and circumstance you are solving for

Consumption Barrier(s)
What prevents use? Wealth? Skills? Access?

The Basic Business Model
Elements such as channels and access point

The Impact Potential
Determine feasibility of getting desired revenue

The Critical Uncertainties
Risks/assumptions that must be true to succeed

Visual Depiction of the Idea
Sketch, graphic mockup, video, etc. of the idea

The Testing Plan
How you will quickly and cheaply test risks



TARGET CUSTOMER

IDEA SKETCH/ OVERVIEW

JOB-TO-BE-DONE

BASIC BUSINESS MODEL

CRITICAL UNCERTAINTIES

CONSUMFTION BARRIER

-—_—s
IMPACT POTENTIAL

Goal

X X

Population Purchase Price
O Frequency
Regqured Penetration

L+

7

TESTING PLAN
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Tools for Patent Search (Kree Databases)

Free Databases

Web link

Scope of search

Google

www.google.com

General search engine; Not
suitable for Patent Search

Google’s Patent
Search

http://www.google.com/patents

US patents only

USPTO

http://patft.uspto.gov/

US Patents only

EPO

http://ep.espacenet.com’/?locale=en EP

- EP Patents

- WIPO patents

- World wide
patens

Patent Scope
(WIPO)

http://www.wipo.int/pctdb/en/

WIPO Patents

Free Patents Online

http://www freepatentsonline.com/

-US Patents
-EP Patents

-JP Patents
-WIPQO Patents




Paid Databases

Micropatent

http://www.micropatent.com

World wide patents

Derwent

http://www.thomsonreuters. com/products services/scientifi

c/DWPI

World wide patents

http://www.thomsonreuters. com/products services/scientifi

c/Aureka

World wide patents

Delphion

http://vwwww.delphion. comy

World wide patents

LexisNexis

http//www lexisnexis com/patentservices/priorart/

World wide patents




Free Platforms to Support SME's IP Strategies

The top platforms we can find in this category are:
*Google Patents

*Espacenet patent search from EPO

European Patent Register Viewer from EPO
USPTO Patent search

Patenscope from WIPO

*Global Brand Database from WIPO

*The EUIPO’s database access
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National Academies Press

The National Academies Press (NAP) publishes the publications of the National Academies of Sciences,
Engineering, and Medicine. NAP publishes more than 200 publications per year on a wide range of topics in

science, engineering, and medicine, providing authoritative, independently researched information on

important matters in science and health policy.

Emergency Preparedness

Collection




Tabnuya 1. bpoii na nanuunume nyoauxkayuu u nameumu 3a blockchain u

energy 6 Hali-4ecmo uU3noa3eanume yupposu b6aszu om OanHu

Source/
keywords

»big data*®,
blockchain, energy

blockchain, energy

blockchain, “smart

energy”

Google

About 16,700,000
results (0.32 seconds)

About 103,000,000
results (0.36 seconds)

About 451,000
results (0.30 seconds)

Google Scholar

About 87,000 results
(0.10 sec)

About 245,000 results
(0.07 sec)

About 11,300 results
(0.08 sec)

ACM
Library

Digital

571,415 Results

116,481 Results

6,403 Results

IEEE Xplore

191 results

2,505 results

1,305 results

Elsevier/Science
Direct

All Results 20,389

All Results 8,145

All Results 9,185

Espacenet (over
130 million
patents)

4 066 results found

18 704 results

13 215 results found
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