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Making fundamental 

changes to the way the 

organization operates in 

order to sustain success



Incumbents must challenge 

the assumptions that have 

been the foundation for their 

success so far, and rethink the 

ways in which they deliver 

value to customers. 



That means changing the 

organization itself in 

fundamental ways, including 

its operations, culture, revenue 

model, and much more — and 

doing this perpetually.



A confluence

of business 

and technology 

forces…

…driven by 

innovation



The change that occurs when new 

technologies and business models affect 

the value proposition of existing goods 

and services.



Is our company changing as 

fast as the world is changing?
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Looking forward, not backward

Continually changing

Pioneering new concepts

Building new competencies

Creating new markets

Setting new standards

Redefining their strategy

Reinvesting in the future



The only way to 

sustain success is to 

continually reinvent it
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“If a company is not capable of 

combining high efficiency on 

the one hand with high value-

creation on the other, it will 

eventually become incredibly 

efficient at producing what 

customers no longer want.”
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Creating value 

by doing things 

differently

http://www.businessinsider.com/henry-blodget-best-business-advice-ever-2009-9
http://www.businessinsider.com/henry-blodget-best-business-advice-ever-2009-9


Processes

Technologies Management 

Cost structures

Customer experiences

Industry 

architectures
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Marketing Strategies

Products

Services

Business 

Models
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Understanding 
Needs

Leveraging
Resources

Harnessing 
Trends

Challenging
Orthodoxies
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Challenging Orthodoxies



Dee Hock, founder of Visa
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“The problem is never how to get new, 

innovative thoughts into your mind, 

but how to get the old ones out.”
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Resource allocation
Newcomers

The biggest threat 

to any company is 

not those already in 

the industry, but 

those able to see 

new ideas without 

preconceptions
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Harnessing Trends
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“The future will be 

influenced by trends 

that are now existent 

and observable.”

Emily Greene Balch



Innovators are wave riders

They welcome change rather than trying to resist it

They have learned how to make change work for

them rather than against them

They have developed skills which enable them to 

turn discontinuity into opportunity
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Leveraging resources
Looking at the company and at the world          

as a LEGO kit of recombinant assets                

and competencies
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Most companies 

define themselves 

by what they do, 

rather than by what 

they know or what 

they own. 



Ask yourself
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What core competencies

could we transfer to new 

opportunities?

Could we exploit our strategic 

assets in new ways to bring 

new value to customers?



Understanding unmet 

customer needs

Innovators search for unsolved

problems, market inefficiencies, 

unmet needs and wants
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How much do you really know 

about your customers’ unsolved 

problems, unmet needs and 

wants?

How deep are you digging?
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STOP
SELLING WHAT YOU HAVE.

START 
SELLING WHAT THEY NEED.

IBM ad
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Designing solutions from   

the customer backwards
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Ask yourself what’s 

wrong with it
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Where are the customer 

“Pain Points”?
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Solutionaries!



How do you build a deep, systemic 
capability for continuous innovation?



Processes      

and Tools

Leadership         

and                    

Structure

Culture            

and Values

Making innovation an    

enterprise capability

People and  

Skills

Innovation Embedment Strategy and Metrics



Innovation must be an 
“all-the-time, everywhere”

capability…

…a new corporate 
way of life
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