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A. Scope and objectives




landscape today:

More focus on Open Innovation among manufacturers as the
internal R&D organizations can't keep up with increasing market
requirements and customer expectations.

Diffusion of Web 2.0 enabled Product Development for example
the use of blogs, online communities and forums for idea gathering.

Outsourcing R&D to online brokers  in order to reduce the cost of
development and access to external expertise (e.g. Innovation
intermediaries)

Emergence of new paradigms in Co-Creation using Web which
are trying to use the wisdom of crowds to design the product
offerings.

Conducting R&D activities and Knowledge sharing in Virtual
Worlds such as virtual prototyping or Ideation events in Second Life
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Some general trends which have shaped the networked
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E-Novation Matters
The rise of collaborative/social web-technologies & a more open perspective towards innovation,
have fueled rise of what we refer to as E-Novation:

E-Novation : The use of web technologies with a social or collaborative
element, in Innovation and Product development  processes.

E-Novation usually incorporate a Social element as a differential point
social element which includes with other one-way-interactions or
interactions between a group of traditional alliance based models in
people within a community for open innovation era

sharing knowledge, problem-solving
or co-creation.

Focus on innovation and product E-Novation utilizes the power of
development process differentiates Web to facilitate innovation
E-Novation from general process and/or bring a new
concepts/applications of Web (2.0) product to the market  (not

necessarily web 2.0)
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About E- Novation study
E-Novation study lays out a research project to und erstand the growing web-enabled innovation

phenomena, the technologies involved, and their rel ative costs and benefits.

The initiative started in mid 2008 in Virginia Tech, along with the support of Chalmers Uni. (Sweden), RWTH
Aachen (Germany) and IE Business School (Spain).

Facts & Figures

10 Months
research study

Global survey:
203 companies

More than 70
Interviews

15 selected
Case studies

Key Research Questions

B What is the potential of E-Novation?

B How companies are using collaborative web
capabilities in their innovation process?

m What are the drivers behind using
E- Novation? What are Success Factors?

B How should a company organize for
E- Novation?
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About E-Novation survey
Current status and future outlook of E-Novation tec hnologies were reviewed during the March-

May 2009 through a web survey

This survey builds onto a mix of more than 203 esta  blished companies (15% of

total sample) from all continents and across differ

Scope of participants by region

Others
India 8%
3%

Nordic Region
22%

Italy

4%
Germany
5%

France
5%

U.K.

6% u.s.

16%

Spain & Portugal
6%

Benelux . .
7% South EastAsiag  -atin America
Australia 10%
8%
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ent sectors

Scope of participants by sector

Aerospace & Others
Defence 7%

Industrial
Equipment
8%
Public sector

3%

Consumer goods
& services
17%

3%

Entertainment
3%

Retail
3%

Software &

Technology
12%

Chemicals
5%

Financial services
6%
Telecommunicati

Automotive ons
% Transport & Professional 11%
logistics services
7% (Education,



. Distribution of the participants by category and fu nction:

A rather participatory approach was used along with normal w eb survey process to increase
the reliability and depth of insights: The survey was sent to innovation executives in est  ablished
firms (e.g. Fortune 1000 companies), asking them to complete the questionnaire.

Distribution by job cateqgor Distribution by function
Y] gory y Survey conducted among
_ _ general managers,
Vice Presdient Other Top . .
8% Information 10% o Management executlveS and eXpel‘tS N

Technology 18%

5%

37 countries.

Other
categories
38%

Average years of
} experience among the
respondents: 12 years

Manager  Marketing
25% 11%

Innovation 62% of the participants
e were in the manager
category and above , with a

Research &

Member of the Development

board & CEO

3% Directqr & Senior 25%
DT majority from R&D and
Innovation departments
(%56)
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B. Some key findings from the survey




2.

3.

4.
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. Key findings (1/2)

There is a gap among the surveyed companies between awareness of
E-Novation/its business value and adoption of the r elated capabilities
which implies that companies have been late to adopt such tools or they
are not strategic for them.

Companies have more maturity with internal aspects of community-
based innovation and even though the use of external online
communities are considered highly strategic, compan ies have come to
this realization only recently.

The focus of E-Novation capabilities has been on the ea  rly phases of
Innovation and product development ; not fully realizing the potential  of
collaborative web capabilities in later phases such as design, testing and
product launch.

Get deeper & better consumer insight, speed up the innovation
process, improve idea generation (quality, quantity ) and better internal
collaboration are top motives for the surveyed from to adopt E-Novation.
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. Key findings (2/2)

49% of the companies have a committee which is forma  lly responsible
for decision making about such capabilities. Such d ecisions are mostly

5- made in innovation and strategy committees rather t han IT-related
committees.

Majority of the surveyed firms mentioned “individua | champions” in

the company as the trigger to adopt E-Novation . 51% of the firms are not
6- aware of the break-even time for E-Novation capabilities, however 41%

indicated 1-3 years time as the fruitation time.

Overall, the companies have satisfaction with their investment in

7 collaborative web-technologies ; however some respondents believed,
due to the novelty of such concepts it’s still hard to judge the exact
value.

59% of the companies surveyed will either keep the current investment
8 level in E-Novation or will increase it in the next 3 years. 33% were not
] aware of their companies’ investment plans related t 0 such
technologies.
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C. Findings in detall




1 The gap between awareness and adoption of the capab  ility
Are you aware of such applications in innovation an d their value? Do you use them?

There is a gap among the surveyed companies between awareness of E-Novation/its business
value and adoption of the related capabilities which implies that companies have been late to
adopt such tools or they are not strategic for them.

Awareness vs. usage of E- Novation (%)

78 78
74
64
57
47
42 44 43
29
23
9
External online Internal online Wiki sites Video sharing Virtual worlds Innovation
communities communities sites intermediaries

O Being familiar M Using in innovation activities
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Strategic importance of E-Novation among companies

Do you consider E-Novation strategic? When did you adopt/start experimenting with it?

Companies have more maturity with internal aspects of community-based innovation
even though the use of external online communities are considered highly s trategic,
companies have come to this realization only recent ly.

and

Strategic importance for the firm Adoption time of the tool/capability
-5
2009 -
L 4 o o
More maturity with
internal idea management Year of
4 2008 - and innovation adoption
communities
L, 2007
1 2006 -
& before
P
Not
0 aware/no !
External online Internal online  Wiki sites  Virtual worlds  Innovation significant Externalonline  Internal online Wikisites  VirtualWorlds  Innovation
communities communities intermediaries use communities - communities intermediaries
(5: Highly strategic, 1: Not strategic) 12
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The focus of E-Novation in the new product developm ent funnel:

In which phases of the innovation process do you us e such technologies?

The focus of E-Novation capabilities has been on the ea  rly phases of Innovation and product
development ; not fully realizing the potential  of collaborative web capabilities in later phases
such as design, testing and product launch.

Top focus areas of E-Novation use (%)

82
74 77 77 23
68
63 64
54
External online Internal online Wiki sites Virtual worlds Innovation
communities communities intermediaries

O Idea generation and handling B Concept development
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Get deeper & better consumer insight, speed up the
generation (quality, quantity) and better internal

Top reasons people use E- Novation related tools:
4 Which of the following goals were important in your
Innovation Intermediaries?

surveyed from to adopt E-Novation.

The purpose of using E-Novation (%)

|
I Speed up the innovation process 74%
|
| Get more ideas from ouside the 68%
I company
Get a deeper understanding of the
68%
customer needs
Get better ideas from outside the 63%
company
Lower R&D costs 47%

I External online communities
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To imrpove
internal
collaboration

To imrpove internal
collaboration

To get a deeper
understanding of
customer needs

Improve internal
idea generation
_____

Speed up the Increase internal

innovation process idea generation
Improve idea fGet motrsg O:detzs
evaluation/selection rom outside the
company
Improve testing and
i Increase
refinement of st
concepts/designs yalty

M Internal online communities

company's decision to start to utilize

innovation process, improve idea
collaboration are top motives for the

Top reasons why
companies adopt E-
Novation capabilities

35%

20%

20%

@ Virtual worlds and immersive environments
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Formal responsibility within the organization for E -Novation:
Do you a committee formally responsible for E-Novat  ion decisions?

49% of the companies have a committee which is forma  Ily responsible for decision making
about such capabilities. Such decisions are mostly made in innovation and strategy
committees rather than IT-related committees.

Having a formal committee (%): Which committee is responsible:

Not aware

Innovation

. 38
committee

No

} IT-reIgted 27
committee

Strategy
committee

35
Yes

@ What committee is responsible for making the adopti on decision?

Respondent being part of Having a specific
the adoption decision committee
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n The trigger for adoption decision and fruitation ti me:

In your point of view, what has been the trigger fo  r adopting E-Novation in your company?

Majority of the surveyed firms mentioned “individua | champions” in the company as the

trigger to adopt E-Novation . 51% of the firms are not aware of the break-even time for E-Novation
capabilities, however 41% indicated 1-3 years time as the fruitation tim e.

The trigger for the adoption decision (%): Fruitation time (Years)

Other 8%
Average break-even time of the
I don't know 13% E-Novation tools in surveyed
companies:
Individual champion in 5 Less than 1 year
the company 100 e

Inspiration from best
pIre . 39%
practice companies

1year
15%

Respond to competitor

- 15%
activities

I don't know

Strategic analysis 37% 51%

Recommendation of a
consultant

2 years

12%
10%

3 years
5%

Business Press 6%

More than 3 years/Not
short term
8%
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The overall satisfaction with the investment:
What is your overall satisfaction with the benefits of using E-Novation tools in your
company's innovation activities?

Overall, the companies have satisfaction with their investment in collaborative web-
technologies; however some respondents believed, du e to the novelty of such concepts it’s
still hard to judge the exact value.

Overall satisfaction with E-Novation (%):

. . 0
Hard to judge at this 11% 16%
time 2504 26% 29% 21%
10% 0
0,
8% 13%
No significant usage 595
18%
Not satisfied 19% 26% 34%
S/ 21% )
Neutral 8% 40%
1%
270
14%
36% ’ 5 17%
Satisfied 35% 8%
40%
23% 17%
21%
Highly satisfied
Q 16% 7%
12%
o NN > I - B
External online Internal online Wiki sites Video sharing sites Virtual worlds Innovati on
communities communities intermediaries
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Future outlook:
What are your company's investment plans for E-Nova  tion tools during the next three years?

59% of the companies surveyed will either keep the current investment level in E-Novation or
will increase it in the next 3 years. 33% were not  aware of their companies’ investment plans
related to such technologies.

Future investment on E-Novation (%): Survey insights:

It's expected that the use of E-Novation

increases in the next three years as a
I don't know 33% ] ] .
result of increase in the investments.
|8 However, it seems the reason for such

Keep the current
investment level

practice companies or competitor
activities rather than past contribution of
Invest a little more 2306 E-NOV&tiOﬂ or RO|

than last year

} decision is more inspiration from best
21%

| As an evidence, 80% of the companies
nvest much more 15%
than last year surveyed don’t have a formal way to
measure E-Novation performance and
55% don’t know it's ROI.
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. Please contact us for more information:

Dr. Hazhir Rahmandad

E-Novation project director

Ehsan Ehsani

E-Novation project research
advisor

Virginia Tech; Northern Virginia
Center 7054 Haycook Road, Rm
430, Falls Church, VA 22044

Phone +1 703-538-8434
Fax +1 413-845-2210

enovate@vt.edu
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