OI 466 Organizational Innovation Integrated Project

OI 466 Week One
Overview and Applicatoin of the IBDM to strategy innovation
Introduction
The Innovation Business Design Model (IBDM) is an approach to business problem solving in which business professionals assess the situation and proactively examine the internal and external business environment looking for opportunities to innovate in order to create a competitive advantage. The key here is that this opportunity identification is proactive rather than reactive, and allows opportunities to be developed sooner and to be implemented in a planned and organized manner. Proactive opportunity identification is part of the day-to-day business operations and identification can occur at all levels of the business organization. Assessing the business can occur through different types of assessment, such as: 1) situational assessment; 2) competitive assessment; 3) market analysis; 4) human factors assessment and ergonomics; 5) process observations; 6) legal and regulatory factors; and 7) global and/or technological issues.

A Business Week Online report (2006) indicates why implementation of the Innovation Business Design Model is important. The article states, “The number one obstacle, according to our survey takers, is slow development times. Fast-changing consumer demands, global outsourcing, and open-source software make speed to market paramount today. Yet companies often cannot organize themselves to move faster, says George Stalk Jr., a senior vice-president with BCG who has studied time-based competition for 25 years. Fast cycle times require taking bets even when huge payoffs are not a certainty. Some organizations are nearly immobilized by the notion that [they] can't do anything unless it moves the needle," says Stalk. In addition, he says, speed requires coordination from the hub: "Fast innovators organize the corporate center to drive growth. They don't wait for [it] to come up through the business units."

The IBDM can be applied across strategies, processes, products, and services (SPPS). In strategies, the model is applied in setting business plans for success. In processes, the model is applied to how you get things done. For product development, the newest, next greatest thing is sought, and in services, the model is applied to how an organization makes things easy for their clients.

Week in Relation to the Course
Week One provides an overview and description of the Innovation Business Design Model (IBDM). Definitions are provided, types of assessment are examined, and techniques to support this model are discussed. This overview provides the basis required for the following weeks.

Discussion of a Key Point, Thread, or Objective

The key element that differentiates the IBDM from other business models is the proactive examination within and without the business for innovative opportunities to improve competitive advantage. Business professionals in all areas of the business are encouraged and often trained to proactively identify solutions and opportunities, and then to move forward in an organized manner to design and implement innovative solutions. Starbucks provides one example of this proactive approach. The company recently took cross-company and cross-functional teams on "inspiration" trips to view their customers and trends in Paris, Düsseldorf, and London. The team visited local Starbucks and other competing restaurants attempting to understand local cultures, fashions, and behaviors. "You come back just full of different ideas and different ways to think about things than you would had you read about it in a magazine or e-mail," says Michele Gass, Senior Vice President for Category Management (Business Week Online, 2006).
3M provides another example of how observation can lead to proactive innovation. While observing consumers, a 3M research team asked consumers to show them their photos. This always turned out to be a difficult process for the consumer. They scrolled through screens of photographs or had to go locate hard copies of the photos. After this observation, within nine months a team of one marketing person and two lab scientists generated the idea of Post-it Picture Paper. This was photo paper coated with adhesive so individuals could stick their photos to items for viewing. "We listened carefully to what consumers didn't say and observed what they did," says Jack Truong, Vice President of 3M's office supply division.
Both of these examples demonstrate how the companies created teams that proactively sought opportunities by examining processes and customers in action as they used products. The new developments did not arise from a reactive approach to a problem that arose within the walls of the company, but rather from a proactive approach of leaving the company walls and entering the world for observation.
Practical Application and Questions for Thought 

When employed at America on Line, the six-sigma business improvement team used similar techniques to improve competitive advantage. Members of this team were often embedded within certain departments for the purpose of proactive identification of problems and opportunities that could enhance the business’s competitive advantage. Members of the team did not enter the environment with pre-conceived ideas. Observation was objective.  What was observed was documented, and later statistical analysis was often performed on the results of the observations to observe trends. Opportunities and problems were then narrowed into achievable projects and moved into the design and implementation stage. This new technique differed from how business improvement occurred prior to implementation of these teams. Previously, departments would contact the department with problems they needed to have solved. This was usually a reactive mode to problems. The solutions may or may not have improved competitive advantage. The new teams were more aware of identifying opportunities as well as resolving existing problems, and the focus was always on improving competitive advantage. 
Do you see evidence of proactive identification of opportunities in your organization? If so, in what department is this most prevalent? If not, can you think of an area of the business where it might be easiest to begin implementing this approach?
How the Tools, Readings, and Simulations Help Solidify Concepts
During this week, you will learn the basic definitions and techniques required to understand the concepts related to the Innovation Business Design Model (IBDM). This will provide the foundation you need for the future weeks of this course.
Summary to Encourage Learning
IBM’s CEO, Samuel J. Palmisano, describes why understanding of a tool such as the Innovation Business Design Model is important to you in your future business dealings. He states, "The way you will thrive in this environment is by innovating -- innovating in technologies, innovating in strategies, innovating in business models” (Business Week Online, 2006). What companies today need is the vision to innovate in strategy, process, product, and services. This course provides you with the tools to lead a company to success in innovation.
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