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Agenda

What is Relationship Between Innovation and KM?

Why do we need innovation?

Who needs innovation?

How to innovate?
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Questions and Discussion.
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What is relationship between:
Innovation and KM?
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What is relationship between:
Creativity, Innovation and KM?

Definition

CREATIVITY = COMING UP WITH NEW IDEAS

INNOVATION = CREATIVIY+KNOWLEDGE.

Creativity and innovation concern the process of
creating and applying new knowledge. They
are at the very heart of Knowledge Management.
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What is innovation challenge?

Challenge

Our challenge today is to build effective
technology-based systems that support us in
‘making knowledge productive’ and take into
account the ways in which we think and
behave.
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What is innovation?

Fields

O Innovation of Product

« Improve prestige/image.

* Increasing market share.

* Improve earning
power/profit.

O Innovation of Process
* increasing productivity.

« improve the quality.
« improve safety.
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What is innovation?

Fields

O Innovation of Service
Example: New services
with added value to
customers (intangible).

O Organizational innovation
Example: introduction of
the team work in the
enterprise.

J Business Model innovation:

Example: Amazon, Low-
cost airlines, Dell
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What is innovation?

~

A

Levels or
Types

~

)

N

( Extrapolation of the )
known,
Transpiration” (95%

._of all R&D-expenses) )

4 aYd N
Incremental Innovation Radical Innovation
. J L J
*Market and Customers are *New, substituting
known technologies.
*Technologies are managed *New applications.
*Focus: cost, quality, *Radical improvements, new
\properties j Cechnologies. j

N

( Conquest of the )
unknown,
Inspiration” (5% of all

.. R&D-expenses) )
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The (economic) dimensions of innovation

Collective
Macroeconomic level
World economy
Economic/political areas
Microeconomic level
Individual
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The (economic) dimensions of innovation

- S

Business sectors

Collective

Corporations
Organizational units

Employees/customers
Microeconomic level

Individual
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The global R&D spending 2007-2008

Total Spending: US$982 billion

Innovation 1000 50.1%
Innovation 1001-2000 3.7%

Smaller companies and
private companies 8.7%

Government, not-for-profit,
and other 37.6%

The Global Innovation 1000 companies spent more than half the maney invested in R&D
worldwide 12.5 percentage points [about 32 percent] more than governments and 80
percent of the total spent by all corporations worldwide.

Source: OECD, World Bank, International Monetary Fund, and Booz & Company analysis
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The world of R&D 2007-2008 (I)
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The world of R&D 2007-2008 (ll)

TOP SOLE R&D “"IMPORTERS™
(for countries generating less

than US$1 billion in R&D)

TOP R&D GENERATORS TOP R&D USERS

by home country of HQ) lincludes domestic spending)

U.S. US$146.1bil. UsS. US$108.5 bil.
Japan T1.6 Japan 40.4
Germany 30.7 Germany 218
France 19.7 China 248
U.K. 18.1 U.K. 23.3
Switzerland 16.8 France 19.8
South Korea 1.1 India 13.1
Netherlands 9.2 Canada 9.0
Finland 1.7 ltaly 18
Sweden 6.8 Sweden 1.2

China US$24.7 bil.
India 13.0

lsrael 65

Australia 4.3
Spain 4.0
Ireland 4.0
Russia 3.7
S GEN = 3.2
Taiwan 2.4
Brazil 2.3

31d 40 1LVAONNI

Source: Booz and Company 2008
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Innovation spending & growth by region 2007 N S 2

Companies headquartered in North America, Europe, and Japan continue to dominate R&D
spending, accounting fer more than 94 percent of the total. However, spending is growing

far mare guickly at companiec baced in India, China, and the rest of the world.

Total 2007 Spending: US$492 billion Five-Year Compound Growth, 2002-07

India/China 29.4%
Rest of World 15.2%
Morth America 8.7%
MNorth Japan &.7%

America Europc £.2%
$20%

Euml}g WO RLIWIDE BB3 & vame s meme de vame ofama s
$153

India/China $3
Rest of World $2&

Source: Bloomberg data [2007], Booz & Company analysis
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International comparison of the share of gross domestic
expenditures for R&D in GDP 2005

<1.5% 1.5-25%
Source: BMBF 2008
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The most innovative countries

How innovative is our country?

How would you assess it?
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The most innovative countries [ GCR (l)

Basic factors

* Institutions

* Infrastructure

* Macroeconomic stability
e etc.

Efficiency factors

e Efficiency of goods market
* Efficiency of labor market
* Development of finance &

Innovation factors

*Quality of scientific institutions
*Company spending on R&D
eUniversity[lindustry collaboratio

markets ... etc. n
eetc.
Factor( |based e
Economy Efflc:EencyD based Innovation[ based
conomty Economy
Weighting
Development phase/column in % Basic factors Efficiency factors Innovation factors
Factor[based development phase 60 35 5
Efficiency[lbased development phase 40 50 10
Innovation[ |based development phase 20 50 30

Source: Global Competitiveness Report 2009/2010

10
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The most innovative countries [ GCR (ll)

OVERALL COUNTRY 2009
RANLS BASIC EFFICIENCY INNOVATION
2009 2008 REQUIREMENTS ENHANCERS FACTORS
1 2 Switzerland 3 3 3
2 1 USA 28 1 1
3 5 Singapore 2 2 10
4 4 Sweden 5 7 4
5 3 Denmark 4 6 7
6 6 Finland 1 12 6
7 7 Germany 8 14 5
8 9  Japan 27 11 2
9 10  Canada 10 4 12
10 3 Netherlands 12 10 9

Source: Global Competitiveness Report 2009/2010
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The (economic) dimensions of innovation

Collective

Macroeconomic level
World economy

Economic/political areas

Organizational units

Employees/customers
Microeconomic level

Individual

12
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The top 20 spenders 2007

RANK C-OMPLNY RAD SPEMDING HEADQUARTERS  |IMDUSTRY
BT M Fallin CHANCE A5 R LDCATIOM
IN U FROM % OF
MILLBONS 11113 SALES

1 I Tuyna 0,388 14% d.0% Japan B

F & General Motors $8,100 L THR #.0% United Swtes Bt

4 27 Pfizer LA.057 L% 16.7% United States Hzalth Care

& 18 MHokia“ §77a7 L0 11.1% Funland Computing snd Electronics

& & Johnson& Johnsan 7480 10% 12.6% United States Health Care

& 1 Ford 57,500 L% 5.3% Unived St3tes Buto

T 7 Melicrns ok L5 =) S Y 1395, UniteEd Seatie 5 Solberare and nfernet

E 14 HIOCHE HOLmng s, e 14 TH 2% W TErisng Health Lare

11 Samswng %, 538 L% 6.2% SouthKores Computing and Electronics
1] A RlaenSmithKline LELTA -f L% & 75, Peritain Health Car=
n 14 M ovartis S5, 430 A% 165.5% Switzeriand Health Care
12 13 Sanafi-AVEntis %6, 708 4% 16.2% Frame Health Care
13 10 IEM L6152 LE% £.2% United Siates Compwiirig snd Electronics
w12 Imel £5, 755 20% I60%  United States  Computing end Dlectronics
1 I Astrafeneca 55,142 33% 17.5% Britain Health Care
1 20 Honda $,142 Lok 4.7% Japan Bufo
7 1% Merck 548D 1% N.2% Unived Stanss Hualth Cars
w1y EESUS At i, 5L -L1'%R B.1% Japan Lomputing and Hecfronics
1% 15 Volkswagen®™ L A% 1.2% Cermany Buto

LLE5T L% United States Cemputing nd Electrenics

M N Seny

F118.483
TOTAL

% T.5%
MG Ae.
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Innovation spending & intensity by industry 2007

The computing and electronics, health-care, and auto sectors continue to deminate overall

R&D spending, with a combined total of $330 billion. The software and Internet sector,
aleng with health care, spent the most on R&D ac a percentage of calec by 2 wide margin.

Total 2007 Spending: US$492 billion

Other §7

Telecom £9 Computing

Cansumer €17 and Electronics
$142

Acrospace and Defense $22
Software and Internet  $29
Chemicals and Energy  $33

Inductrials 46
Auto £79

Health Care
109

2007 Intensity [R&D as a % of Sales)

Industrials 2.1%
Concumer 2.0%

Telecom 1.5%

Uther 1.0%
Eh; rlE'nicaLE 1.0% i
an ne

g T.l ol

Software and Internet 13.8%
Health Care 13.4%
Computing and Electronics 7.0%

Aerospace and Defense 4.9%
Auto 3.9%

14
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The world’s most innovative companies 2008 (I) ESMS\,
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The world’s most innovative companies 2008 — BCG (l)

- 6 'l' 11 |amazoncom 16 ",
TATA ) ¥y
T W The
Gogle | 2\ TRM |V
- T Company
& 8 13 | gmEs: 18 m
) PeGy ReaA
9 14 v 19
SONY @ Reliance
Microsoft {'°| NOKIA 15| KR 10 sorime
Connecting People
invant

Source: BCG/BusinessWeek 2008
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The world’s most innovative companies 2009 — BCG (ll) N\;"-U-&é’ %
Processes Products
EONY m @
R ‘1‘ NDODKIA
H 4 mG WiV Gecingpeopi
TATA Ninfendo
@ . (Nintendo)
- ~ Microsoft
[6) TOYOTA \_ Q
invent Gogle n
amazoncom EE?JJE&%S_
The I,_;___EJEIA"E
Dhr Bisnep

Customer experience ~ C°mPanY

Business model
Source: BCG/BusinessWeek 2008
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The world’s most innovative companies 200 — BCG (lll)

e |[nterviews with
] the 50 executives of the 2701 world[Jwide biggest enterprises
] the Senior Management members of the BusinessWeek

Market Advisory Board
e Response rate about 10%
Weighting:

e |dentification of companies in the interviews (80%)
e in addition to the interviews: financial key figures (20%)

Source: BCG/BusinessWeek 2008

20
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Key figures for assessing the innovation activity ‘&WL@’?

Input variables

* Investment in R&D activities
* Investment in human capital
* Collaboration activities

e Availability of human capital

Measurement

Output variables

* Products, services etc.

e Patent statistics
* Publications

* Foundation intensity

Source: Welsch, 2005

21
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The (economic) dimensions of innovation

Collective

Macroeconomic level

Microeconomic leve

Individual

22
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. . _}\f.  #
The adoption of new ideas “"M“’

How, why and to what rate do
innovations spread through cultures?

Rate of adoption

,the speed with which members of a social system adopt an innovation. It is
measured by the length of time required for a certain percentage of the

members of a social system to adopt an innovation.”

23
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Innovative Companies
Case Studies

IBM Smart Planet
Apple

Google

Amazon

Toyota
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Egyptian status on innovation promotion?

The Ministry of Communication and
Information Technology and ITIDA
Initiatives
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A High-End Destination

ICT Innovation and Entrepreneurship

A-Rising Star for Global ICT

lanovation.and Entrepreneurship MK
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Take the Next Ste
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Creating Future Entrepreneurs
Entrepreneurial Training and Education
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Making it Happen

Innovation and Entrepreneurship Center

MIMUNICATIONS ANDINEORNMAIONSTECHNTLOGY
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Sources of innovation?

Sources

eUnexpected Problem(s).
eChange in perception.

eIndustry and market changes.
*Process needs.

eDemographic changes.

*New knowledge.



31d 40 1LVAONNI

Why do we need innovation?

O Emerging Technologies

, O Competitor Actions
Reasons:

(J New Ildeas

1 External Environment
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Why do we need innovation?

Benefits

o000 D

Reduce cots and expenditure
Address new opportunities, fast
Maximize options

Become productive quickly
Improve quality

Minimize risk

Improve customer satisfaction
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Who needs innovation?

O All organizations: profit or nonprofit
and small or large organizations.

O Any organization needs to add
Who? value to it’s customers.

v O As long as you live you have to seek

for more innovation.

“INNOVATE OR DIE"
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Who needs innovation?

® Who is Driving innovation

~
Who? ‘Businesses,
Clients,
4 ‘Society
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Why do we need innovation?

Innovation for clients

*New products & services.
*Risk & compliance.

*Business processes & models.
*Culture & management.
*Green IT & energy efficiency.
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Why do we need innovation?

Innovation for society

Tackling the grand
challenges of
the 21st century...
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Why do we need innovation?

Innovation for society

Climate & environment.
*Energy.

Education.
Transportation.
*Healthcare.
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Why do we need innovation?

HOW can we make tomorrow’s

chips even smaller and more
powerful?
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Why do we need innovation?
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Why do we need innovation?
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Why do we need innovation?

Helping gain deeper insight
into processes

to discover new drugs, design
new materials, understand
climate change or the
functioning of the human brain
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Why do we need innovation?
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Why do we need innovation?

Innovation for Clients

How could Finnair reduce
advertisin ts and
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Why do we need innovation?
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Why do we need innovation?

Innovation for Clients
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Why do we need innovation?

Innovation for Society

INNOVATE OR DIE
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Why do we need innovation

INNOVATE OR DIE
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Why do we need innovation?

Remote patient monitoring by
wireless Bluetooth technology
and mobile phones

allowing chronic patients and
the elderly to stay at home
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Why do we need

INNOVATE OR DIE
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Why do we need innovation?

Improving the quality
of life in cities




INNOVATE OR DIE
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Why do we need innovation?

Using supercomputer
to anticipate virus mutations

—a groundbreaking change
from reactive disease

control to proactive pandemic
prevention
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How to innovate?

This pg@Fsentation will helg Fto make sense
next pfajor wave of disr change

Software as a Servi 3D Internet 2.0

Social § are SOA ikis 'veb Analytics

Mobile Device Virtual Worlds

Micro-blogging

antic Web
Wige-payrments

Telepresence
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How to innovate?

Tl B |

To ‘crack the code’ of Value 2.0, we employed a variety of

research methods

Research
Examined Over 100 start-ups
Examined over 40 large enterprises
Paolled over 500 business experts
« Technology Analysts
« IBM business leaders

« Venture Capital Community
Results

Innovative, large enterprises tend to
axpariment with multiple new rules
of Value 2.0

Technology Start-ups tend to focus

Percentage of start-ups and large enterprises
exhibiting particular new rules.

Long Tail
Digital content

Virtwal words

N ——‘

Embrace your customers

Social network solutions

Business flexdbility | ]

L arge enferprises
Sianups

0 10 200 30 40 50 &0

]
Collaborative innovation I:I =

MNOME SUIm OF PErcenisges & mesicr than T00% &5 COmpanss may
exhiit more than one New ruE.

START

EXFERIERCIRG
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Organizational Innovation Framework Model
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Innovation Framework and Methods
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How to Measure Innovation?

Fimancial
Howr whe simoLid
snkamaldars? | _EE.
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Recommendations

* Curriculum ==
 Innovation Center

« MCIT Initiative

» Collaboration (ColN)
 Open Innovation
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Thank you

Dr. Nader Nada




