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2.4.3. Innovation Value Chain
The first model to be examined is the innovation value chain by Hansen, &
Birkinshaw (2007). Although this model does not concentrate on the in particular
fuzzy front end, it is useful because it gives a holistic overview of the innovation
processes, and broadly can take into account any of the twelve mentioned
innovation types by Sawhney, Wolcott, & Arroniz (2006).

The model shown in figure 2.8 is not so much a process flow model, but it
is designed to show the major activities which should take place as an idea
moves towards market launch. The true value in the innovation value chain is its
holistic view showing the innovation process as an integrated link of activities.

With this view point, the authors emphasize that companies should not be
concentrating so much on their innovation strengths but rather should focus on
their innovation weaknesses. Additionally, their article gives a framework to help
practitioners diagnose their own innovation value chain.

The visual representation of their model, shown below, concentrates more
on the general activities taking place rather than more specific activities as
shown in other process-flow models. This is advantageous because it allows the
model to show the general activities across many industries, but it can also be a
downside because it does not provide a prescription of the exact activities to be
carried out. However, again it seems this model was meant to be used more as a

tool for analysis then as a guide.

Idea Generation Conversion

LIHELES Gl External sourcing Selection
generation -

Compares roughly to the
Fuzzy Front End processes

Spread the idea

Figure 2.8. Visual Depiction of the Innovation Value Chain Model
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V122

53. How often does your company refine the idea generation

process?

# | Answer Response % Statistic Value

1| e — LT e | Mean | 259 |
| | |

2 | Rarely D — 1 28% | Variance 1.46
| |

‘3 Sometimes N 16 ‘41% | Standard Deviation ‘ 121 |
[ | |

| 4 | Most-ofthetime |l 3 8% | | Total Responses 39
{ | L i

‘5 Aways i 1 ‘ 3%
[

6 | Do not know 0 0%
| |

‘? NA i | 1 ‘ 3%

Total 39 100%

V123

54. How much does your company use the outputted ideas
to refine the idea generation process?

Answer Response Y% Statistic

1 | Never 8 21% Mean 263
2 | Rarely — 13 34% | | Variance 218
‘ 3 ‘Sumetimes _ 9 ‘ 24% ‘ |Standard Dewviation 1.48
4 | Most-ofthe-time - 5 13% :Total Responses | 38
H—— =

6 | Do not know 0 0%

|7 ‘M _ 2 ‘ 5% ‘

Total 38 100%
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55. How frequently does your company’s employees search
the idea bank when they need new ideas?

# | Answer Response %

‘ 1 |M — | 10 | 26% || Mean | 269
2 | Rarely _ 12 31% || Variance 2.69
‘3 Sometimes _ [ i ‘ 18% || Standard Deviation ‘ 1.64
4 Mast—of—the-timej I 5 13% | | Total Responses | 39
|5 ‘M . | 2 ‘ 5% |
6 |Donotknow i 1 | 3%
|7 ‘@ - | 2 ‘ 5% |

| Total 39 | 100% |
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B56. How frequently does your product development staff refer
to or search the idea bank during idea generation activities?

# | Answer
: 1 iNever _
2 | Rarely I
3 ‘ Sometimes _
4 | Most-ofthetime [
5 ‘Mﬁ —
6 | Donotknow M
T ‘m -

7
1

8
6
4

Ay

i 18%
23%
‘ 21%
| 15%
‘ 10%
39,

|| Mean - 300 |
| Variance 268

|

| Standard Deviation | 1.64 ‘

| Total Responses 39

‘5%'

100%

V127

57. To what degree does your company actively expose its’
employees to ideas from the idea bank?

# | Answer Response %
E iNe"er _— | s i 13% || Mean 318 |
2 | Rarely _— 13 33% || Variance 3.20
3 | Sometimes _ 9 ‘ 23% %Standard Deviation ‘ 179
4 | Most-ofthe-time [l 2 | 5% %Total Responses 39
5 |M — 6 ‘ 15% | '

6 | Do not know 0 0%
7 |@ —_— 4 ‘ 10% |
39

Total

100%

V128

58. To what degree does your company actively route
particular newly submitted ideas to the employees who could

best use them?

# | Answer Response b Statistic Value

1[N

2 | Rerely —

3 | Sometimes —
4 | Most-ofthetime _

5 | Always —

6 | Do not know

rwom

| Total

5 ‘ 13%
6 | 15%
12 ‘ 3%
] 23%
5 ‘ 13%
0 0%
2 ‘ 5%
39

100%

‘ Mean | 3.28 ‘
Variance | 2.2

‘ Standard Dewviation | 149 ‘

| Total Responses [ 39
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61. Would you like to learn more about how to conduct and manage
the idea generation and idea management processes?

Response % Statistic Value

| 4 | Absolutely — 22 85% | | Mean 419
& | Possibly - 3 12% Varnance 0.24

‘ 6 | No I. 1 4% Standard Deviation 0.49
Total 26 100% | | Total Responses 26

623 _Prior to taking this survey, what would you gauge your
knowledge & understanding of the idea generation process to

be?

# | Answer Response %
4 | Very high - | am all knowing |- 3 12%
5 | High - | understand many of the details and | am able ta refine the process effectively I 9 35%
6 | Moderate - | Lack understanding of the finer details of this process — 10 38%
7 | Minimal - | understand part and pieces of the process but have gaps in my understanding _ 4 15%
8 |M | 0 0%

Total 26 100%

65.
What would you like to learn more about? (Check all that apply.

# | Answer - F{espﬂnse_

84 |How to capture ideas from outside sources | 18 | T8%
16 T6%
‘ 16 ‘ T6%
15 T1%

58 | How to generate disruptive or radical ideas

103 | How to diffuse ideas across company effectively

66 | How to select idea oeneration activities

91 | What tvpe of tools & resources must be provide during idea aeneration

| 15 | T1%
104 | How to route ideas across the company effectively 15 T1%
‘ 14 ‘ B7%

13 82%

83 | The difference tvpes of idea generation activities

63 | How the overall process works in more detail

B5 |How to store and categorize Ideas

‘ 13 ‘52%

A

98 |How to refine the idea generation ocrocess based on current resutis 82%
85 | How to administer different idea generation activities ‘ 12 ‘ 57%
86 | What tvpe of environment is need to promote idea oeneration | 12 | 57%
82 | How to generste idea to fill the front end portfolio’s needs | 12 | 5%
67 | How to cenerate ideas with 8 specific set of attributes 1z 57%
68 | How to reduce the time need {o generate ideas ‘ 12 ‘ 5T%
83 | How idea management software helps the idea generation & idea management process | 1 | 52%
81 | How to increase the guality of idea generate ‘ 11 ‘52%
64 | How to incentives for idea generation events 11 52%
84 | How to select the appropriate idea geperation activities to create a specific set of ideas ‘ 10 ‘ 43%
65 | How to get more emplovees to pardicipate in idea generation activities 10 A8%
92 | How to conduct first screen of ideas ‘ 5 ‘43%
80 | How to cook fish itest auestion) 1 5%
80 | How to drive a car (test cuestion sav no) | 1 | 5%
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