Lecture Text
Professor Lynda M. Applegate

Jumpstarting Entrepreneurial Innovation

(edited for clarity)
Introduction
Welcome to Harvard Business School. I'm Lynda Applegate, a professor in our
entrepreneurial management area. | also have a joint appointment in our general
management area. | work with large and small companies that are in the midst of
innovations. Especially entrepreneurial innovations, which focus on large-scale, more
radical innovations that involve both launching new businesses and innovations in
established businesses.

Today I'd like to go over a number of topics around the concept of entrepreneurial
innovation. You see here a set of topics that are important if you are pursuing
innovation either in an established company or as an independent entrepreneur. We
are not going to go through all of these today, but in your packets you have tutorials
and tools that will take you deeper into each of these topics.

The Innovation Imperative

So what are executives doing these days? Why are we even talking more about
this? IBM did a study in 2006 and asked over 750 CEOs from around the world,
primarily large organizations that were global in scope, “What’s the extent of
change that you need to make in the next two years?”

Surprisingly, 65 percent said they were planning significant change over the next two
years. More importantly, when asked, “What’s the past level of success at managing
significant change?”—radical innovation as we have just defined it—only 15 percent
of these executives said that they had been very successful. And 15 percent said
there was little or no success with that kind of change.

That's a huge imperative, and it's why our jumpstarting entrepreneurship in
established companies’ executive programs are oversubscribed. We have a hard
time actually offering enough different sections to be able to fit the demand right
now. And it's because of this very fact: Executives realize that radical change is
needed and they do not feel equipped to make those changes.

One of the things we know is that the interest in innovation is being spurred by
radical change and disruption that is going on around the world. Disruptive change
destabilizes industries, companies, and even countries. So disruption and disruptive
change is what is spurring the kind of interest that we are seeing in innovation. Let’s
review some of the key disruptors:

— Technology disruption. What are the key emerging technologies and how are
they being used inside and outside your region, industry, region, or country?

— Globalization. What’s happening in other parts of the world that you could
adapt and adopt in your environment? Or what is happening in other parts of
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Professor Lynda M. Applegate
Jumpstarting Entrepreneurial Innovation

the world that is creating opportunities and threats? Offshoring, outsourcing,
etc., are huge changes that require people to think very differently about the
way they organize, about the way they think about their business networks.

— New business models. Are there new business models emerging that you
can adopt or adapt to deliver radical improvements in revenues or
productivity or profits?

— Industry dynamics. Are there fragmented industries where significant value
can be delivered through consolidation? Are there shifts in power in your
industry that indicate that radical change is going to be required?

— Regulatory, macro-economic, political, societal disruptors. All of us
recognize that over the last ten years there’s been tremendous disruption in
terms of regulatory changes, in terms of government destabilization in
different parts of the world, emerging markets that are catching hold and
really taking off, like China, like India, like some markets in Latin America,
Eastern Europe.

So take a moment and stop and think. What are some of the disruptive changes
in your industry that are influencing you to think very differently about where you
might have to search for innovation?

What's important about disruptive change is that it can have two different kinds of
effects. Disruptive change mobilizes entrepreneurial excitement and engagement.
Entrepreneurs frame disruption as a source of opportunity. When they see a
disrupted environment out there, when they see changes in regulatory environment,
changes in technology, and new kinds of business models that may emerge, they
say, “Yes. This is a place where | can find opportunity.”

But large organizations often approach innovation and disruption much differently.
Many large companies are paralyzed by their established organizations and stuck in
their existing business models. As a result, they frame disruption as a threat. When
they see changes happening, they start spending tons of money trying to prolong
their existing business model, saying, “How can | ward off these disruptive threats to
my existing business models?”

In this session, we will look at how to frame disruption more as an opportunity
than a threat. Because while the threat may be there, it’s the source of
opportunity that is going to drive new ideas that lead to innovation.

Entrepreneurial Innovation Defined

We know it’s important. Let's go back and take a quick look at what
entrepreneurship is and how we think about it. And then we will get into the
innovation process itself.

We define entrepreneurial innovation as “the relentless pursuit of opportunity
without regard to the resources currently controlled.” Now this is a really interesting
definition. It doesn’t talk about little companies and big companies. It doesn’t talk
about specific innovations.

What it says is that entrepreneurship is the pursuit of opportunity—a way of framing
disruption as an opportunity as opposed to a threat. Entrepreneurship is looking at
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opportunity. Second, it is relentless. When you are looking at radical change,
especially, you don’t always get it right the first time. And frequently it takes an
iterative process; you need to iterate as you try to define what the opportunity is
and how to exploit it.

And then finally, the definition says: “without regard to resources currently
controlled.” This is probably the area where large companies have the most difficulty.
We frequently think that innovation is incremental in nature and can be handled
within our traditional budgeting process. You’'ve got resources already and you are
going to use them to innovate.

What we are talking about today is more radical innovation. And as a result, you
don’t necessarily have the resources when you get started. The whole purpose of
entrepreneurship is not only to come up with the opportunity but also to assemble
the resources you need.

We also have a definition for the entrepreneurial innovation process. If we are
looking at more radical innovation, it’s a series of iterative, interlocking stages that
extend from identifying an opportunity through sustainability. It's a process of
experimentation to reduce uncertainty.

The Innovation Process

Let’s look at the process. If we look at business complexity and time and start with
the first stage of the innovation process, idea to opportunity, how do | take
different ideas and turn them into an opportunity? Let me ask you, is an idea the
same thing as an opportunity? Frequently people will say, “Yes. What's the
difference? There’s no difference between an idea and an opportunity.”

The truth is, to qualify as an opportunity, you must determine that this idea looks
like it is feasible and will drive value. So from an innovation perspective, to turn an
idea into an opportunity I must frame the ideas in a way, usually with a business
plan, that lays out how big this business could be and what capabilities are going to
be required. So we put a business model around the idea and we’ve said, “We think
there’s something here that might be a good opportunity for us to pursue.”

Product development to launch. Once I've defined an opportunity that I want to
pursue, then the second thing | need to do is put the organization together and
attract the resources needed to develop the product-service offering and take it to
market. Now you will notice that squiggly line there. And at the bottom it says,
“evolutionary change versus revolutionary change.” When we are changing from
one stage of the innovation process to the next—that’s when revolutionary change
occurs.

So it’s at that point where there is the most radical change in the innovation process.
When I’'m looking at companies or people going through the innovation process,
that’s where | frequently see major mistakes. During the idea to opportunity phase,
what do we have in terms of an organization? We usually have a small team that is
sitting around the table, trying to come up with new ideas and frame them into a
business plan.

When we go from idea and opportunity to product development to launch, we need
an engineering team or a product development team. We’ve got to expand the
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organizational requirements, the capabilities that are needed, and we have to start
taking that opportunity and making it a reality, actually developing the product,
developing the service, identifying which particular customers I am going to serve
at launch.

Launch to sustainability. Once I've built the product, then I've got to go to market
with it. When | go to market with the product, we are going to, once again, have to
change the organization, build capabilities, and assemble resources. We now are
going to need marketing. We now are going to need sales. We are now going to
have to say, “All of these plans that we’ve had in terms of product launch, are they
real? Can we really get the customers? Will customers really buy?”

Can we build the capabilities required to launch the product or service in our initial
market? And, more importantly, can we scale it to the size where we can develop a
sustainable business? And when | say sustainable | mean that it is delivering
positive cash flow and that we can see that it will continue delivering profits over
time.

And then finally, growing and evolving. Once I've reached sustainability how am |
going to go after adjacent kinds of opportunities? How am | going to start using my
four Es—enhancements, expansion, and extensions—to evolve the business. By the
way, that fourth E that | mentioned, it’s called exit. We always have to think about
not only are we always continuing to grow with every kind of opportunity, but are
there opportunities to exit?

So this is the innovation process. A lot of you might say this looks very similar to
the product development process, to a stage-gate kind of product development
process. And it does. But with entrepreneurial innovation, what we are looking at
differently is the amount of uncertainty. And | will talk about that in a minute. So,
the entrepreneurial process goes from idea to opportunity all the way through to
launch to sustainability.

Once we have reached sustainability, we then get into a more evolutionary kind of
growth and maturity phase, either high growth or a slower growth depending upon
the opportunity. So the entrepreneurial innovation process is the first three phases.

Categories of New Ventures

The way you go through the innovation process is different depending upon the type
of innovation or new venture that you are trying to build. So what I'd like to do now
is to give you a framework for thinking about those different types of innovations
and thinking about what’s the risk and what’s the approach that we use to manage
risk as we move forward.

New ventures framework

The two-by-two that you see here frames two dimensions: the size of the
opportunity—from small to large—which is on your horizontal axis, and then how
easy or hard it is to execute, which is on your vertical axis, with hard being at the
bottom and easy being at the top. Now, the first thing | would like you to consider is:
if you had your choice of the type of innovation you would most like to pursue, what
would you choose? Where would you want it to be on this matrix?

If you are like most people, you immediately say, “l want to pursue a category
three venture—a huge opportunity that’s really easy to do.” Now what should we
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call that kind of a business? What kind of venture would that be? It's a high-growth
business. There’s lots of opportunity but there’s also risk involved when we
operate in that space. What are the risks of a big opportunity that is fairly easy to
go after?

If you think about it, the biggest risk is sustainability. If this is a huge opportunity,
and it is easy for you, it could be easy for lots of other people, too. So,
sustainability risk is high. When we have high levels of sustainability risk we have to
know that we can go through the innovation process—all the way from deciding this
is an opportunity we want to pursue to sustainability—very very quickly.

Can we go to market quickly? Do we have a way of getting lots of new customers to
adopt fairly quickly? We will need to build the business on a platform that is very
flexible and allows for very rapid growth. So our capabilities need to be very
scalable. Ahead of time | will need to ask: How can we evolve the product? How do
we evolve the market? How do we evolve and scale our channels?

Second, we are also going to want to know if there are ways to lock in customers,
to lock in partners in your business network, etc.

Google and Amazon.com are good examples of businesses that have been built on a
high-growth kind of business model, new ventures where they are able to build a
platform that allows them to scale customers very quickly, enter new markets, and
penetrate each market as they grow so that they are providing more and more
products and services that envelop and create solutions for customers so that they
stay with you longer.

Patent protection is important. But patent protection is only as good as your ability
to fight it. | see a lot of people that say, “I've got a patent on that and that’s what'’s
protecting me.” But if you're a small company and large companies want to come in,
you might go out of business while you are trying to fight your patent. Or you might
not have the resources to keep them out. You can’'t depend upon patent protection.
It's important in certain kinds of businesses, but when pursuing high-growth kinds of
opportunities, frequently we will see that patent protection becomes less of an
important area.

So high-growth businesses are up in quadrant three. The problem is
sustainability. The solutions are the ability to rapidly scale that business, both
from a strategy perspective and from a capability perspective.

Category four are disruptive innovations. Here you are pursuing a large opportunity,
but exploiting it will be hard. The kinds of new ventures that | work with are
primarily in this category. They are the large, high-tech or biotech kinds of
ventures. The key risk here is implementation and adoption risk. These are
businesses where there may be an invention required—where there is a lot of
uncertainty about whether customers will adopt or whether we can actually build
the product in the first place.

Frequently, these kinds of innovations are going to take longer. They are going to
take more money. What we think about in terms of managing the risk is our
implementation needs to be able to scale over time. So if I'm going after these
opportunities and I’'m getting money at this point, I know that I’'m going to need
several different rounds of funding to actually get this new product developed and
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get it to market. I'm going to want to be able to understand what I think the time
frame is going to be between each stage and how much funding and resources | will
need.

Second of all, this is where you see people getting capital from a number of different
partners. No one person will be able to invest in this large-scale kind of innovation.
So frequently in a venture community, you will see people syndicating the risk across
several different venture funds, all putting in money during a round of funding.
They’re doing that because they need to manage the risk at each stage of the
process. They are syndicating the risk across a number of different partners.

Project and program management are also important. Very structured project
management, product management, and program management processes need to
be in place as you go through stages of your innovation process.

Reducing the size and complexity. Frequently what we will do in the beginning is we
will ask, “Can we actually scale the innovation and build this component of the
product and then we can build the next component and the next component over
time?” So we reduce the complexity of the project by increasing modularity of the
products.

Building expertise and experience is also really critical here. We want people with
large-scale innovation experience. We are going to want to have people leading
these kinds of organizations that have experience doing fairly disruptive innovations
like this, because experience and expertise are required.

When you are building disruptive innovations, there is a difference whether the
innovation is new to you or new to the world. New to the world means you are going
to be starting from scratch. So there will be even more risk and uncertainty. If it's
new to you but not new to the world, one of the first things you are going to ask is:
“Can | attract resources that will be able to provide the kind of expertise | need?” It
still might be a disruptive innovation in that there is a lot of technological
uncertainty, product uncertainty, or market uncertainty. But can | go out and get
people that have at least done this before?

New ventures in category one are really interesting. For an independent
entrepreneur, if it is a small opportunity yet really hard to do, I call it a “dumb
idea.” If you are going to launch a new business that you are developing on your
own, you would probably not choose something in this quadrant. Now, the problem
is, sometimes | think I’'m building a disruptive innovation or high-growth business,
but | really have a dumb idea that is disguising itself.

So continually ask yourself: “Is the opportunity really as big as | need it to be? Is
this really as easy as | think it is going to be?” For established organizations, we are
going to change that a little bit and add “mandatory” in there because sometimes
there are things that you need to do. There are innovations that are needed to
respond to regulatory compliance, SOX compliance, things like that, that are really
not going to be a huge opportunity for you but you don’t have a choice.

What's key is the same kind of risk pattern that you see for disruptive innovations is

also relevant for “dumb ideas” or mandatory projects. So implementation and
adoption are the big risks that you are trying to manage.
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Now let’s go up into the small opportunity but easy to execute category, | call these
lifestyle businesses. For independent entrepreneurs there are opportunities to build
very successful new businesses that are in the lifestyle quadrant. Not every
business has to have a huge opportunity where you are going to have to think
about scaling into a big business. The risk on this side, though, is what we call
burnout risk and personal risk.

Many of the executives that come to my owner-managed programs are family
businesses and have been in that quadrant for a long time and they like it there.
That's where they want to be. But if the world changes and disruptive
opportunities start to emerge, you will frequently see that a lifestyle business may
no longer be sustainable.

And if it isn’t, you must question whether you personally, as an entrepreneur want to
grow your business. That's a huge decision that is a very personal one. Second, if all
of your family wealth is tied up in one business, then from a personal perspective,
you have a much higher risk of losing that wealth than if you diversify. So if you run
a family business, if you run a small lifestyle business, the other question that you
must deal with is have you thought very carefully about diversifying your wealth and
not having all of your wealth tied up in one investment opportunity, which happens
to be your personal business.

If you're an established company, there are two changes that | make to this
model. One is that lifestyle businesses can also be what we call low-hanging fruit
kind of opportunities. These are small, incremental innovations that are not going
to be a huge opportunity but there is value. These are incremental innovations—
not large innovations. The second is that, as mentioned earlier, there are some
opportunities that are mandatory in category 1.

Let me take you through some businesses and see how they change. Because
being in any one of these quadrants is not usually static. You don’t necessarily stay
there. So it is necessary to manage the space of opportunity not just the quadrant
you are in today.

Medtronic Carelink implementation

First, I'd like to talk about a company called Medtronic. Medtronic is a fascinating
case. Medtronic founded the implantable pacemaker industry. A pacemaker is a
small device that fits underneath your skin around your heart. And it has leads that
go to your heart. If you have a problem with a rhythm disturbance, it will fire and
provide a normal rhythm for you and is used to treat specific conditions. Those
conditions can be due to heart disease of different kinds, some congenital. Most of
it, though, is due to congestive heart failure or heart disease that’s chronic and
happens in later stages of life.

Medtronic’s pacemaker revolutionized medicine and it became a tremendous
innovation for the company and allowed Medtronic to grow from a small, two-person
operation operating out of a garage in Minnesota to a $4 billion company by the late
1980s.

By that time they dominated the industry and, over time, competitors started to
come in and started to steal share. Plus, they were only focusing on late-stage kind
of heart disease. So there was a lot of market opportunity where they didn’t focus
and the chronic heart disease market itself was limited.
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In the late 1980s Medtronic executives asked, “Can we expand our footprint? Can
we expand outside of that one product market area?” And the company spent the
majority of the nineties going into some different businesses but not actually
changing the focus or vision of the company. In 1999, they went through a
visioning exercise and said, “We're going to continue to focus on medical therapies
and medical devices. But instead of only focusing on the device itself and end stage
heart disease, what if we go back and look at the ability to improve the quality of
life through patient management solutions, not necessarily only from the device?”

One of the first business plans that came out of their visioning exercise was remote
monitoring. Remote monitoring meant that if | have a Medtronic pacemaker in
place and I’'m a patient at home, what if we could monitor remotely the rhythm of
the pacemaker, how well it is doing, etc.? And | would not have to go in for doctor’s
visits quite so frequently. What if physicians, patients, and families could all get
information on how the pacemaker is doing and how the treatment is doing in real
time from home?

So that was the idea. This was an idea that several other competitors were starting
to look at, many of them new competitors. Hewlett Packard and some of the
technology companies in the late nineties were also pursuing remote monitoring
solutions in different areas. When Medtronic went into this industry their first
business plan was between a dumb idea and a disruptive innovation.

Building this new business was going to be very hard for them to do. But it was a
huge opportunity because it allowed them to go into a brand new space. Second, it
would connect and provide a new platform for their existing business and so would
represent a new revenue stream— And would better envelop the customers, the
patients, the physicians, and their families and tie them into Medtronic kinds of
solutions. So it was a very important innovation for them but it was going to be
very hard to do.

Contrast that with the companies that already did provide remote monitoring in
other industries—your home monitoring systems, Hewlett Packard, Honeywell, etc.
They had already entered this market and were looking at ways to go forward.

The difference between where Medtronic stood and where others stood said that
there’s a problem here. What did they do? They acquired a company Paceart, which
already provided remote monitoring systems. By acquiring the platform, they were
able to take this idea and move it from being a disruptive innovation for them up to
being a more high growth. Because now | have a platform upon which | can develop
my solution much more quickly.

By acquiring Paceart they also tapped into a revenue stream. This was a business
that was already in place. So, by seeing—I’'m down here. My competitors are up
here. This is a big opportunity. Asking what would be needed to move upstream was
a critical way of thinking about how | can use these four different quadrants to
rethink how I’'m going to implement innovation. Once they got Paceart, they were
able to launch not only cardiac rhythm monitoring for their pacemakers but they
were also able to launch a whole new set of businesses in remote monitoring for
devices that treat spinal, for ear, nose, and throat, for fainting, etc.

Each one of these new innovations could be developed using the platform that had
been built for CarelLink. So as a result, what they were able to do is layer in a
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platform, layer in a business, reduce uncertainty around technology, reduce
uncertainty around market acceptance, reduce uncertainty about resources and
implementation, and then use that platform to build lots of new revenue
generating businesses better, faster, cheaper than they could before.

So this is how to think about implementation. It requires experimentation. It frames
how to manage uncertainty and risk management as you go from idea to
opportunity, product development to launch and sustainability, and then through
growth and evolution over time.

Linking Innovation to Economics

We've looked at implementation. We’ve looked at risk. Now let’s link that directly
into economics. When we are looking at new ventures, we don’t have profitability.
We don’t have income statements. So the way we think about investing and the
way we think about the economics of the business is that we look at cash flow.

Here you see a typical cash flow curve. It usually starts with a period of investment,
which might be small or might be large. If you are in a different one of our four
categories of innovation, we are going to have a very different look at that curve.
Disruptive innovations usually take a lot of time and they cost a lot of money. At
some point you start generating cash. When you start generating positive
sustainable cash flow, you start into the growth phase. At some point you begin to
pay back what you’ve invested and start generating value for the original investors
and for new investors coming in. The depth, the breadth of that curve, is the
investment that we are looking at.

Now the problem is that when you are at the start of that curve, you don’t know
for sure what the shape will be. You don’t know for sure how deep that investment
trough is going to be or how big that opportunity is going to be.

So from a venture capital or an investor’s perspective what we are looking at, as we
think about a brand new innovation, is that at the very start of that curve, we are
looking at the assumptions behind what we think the curve is going to look like. Is it
a big opportunity? How much are we going to have to invest? And then, what
happens if we relax those assumptions and look at best case-worst case scenarios
around some of those critical assumptions? What happens to the curve?

The risk involved is dependent upon how that curve responds to relaxation of the
different assumptions when you do your best case-worst case sensitivity analysis.
As you can see, this curve links to the innovation process that we talked about—
with new ideas and the opportunity analysis being at the very beginning of that
curve and moving into growth and evolution as you start into capturing the value of
the high-growth phase of the business.

There are four different horizons, then, that you as executives need to be
concerned with. Horizon one says, “I’'m looking directly ahead. | am at the mature
phase of the curve.” In a mature business, our investment logic is that we want to
invest in opportunities to reduce cost and improve asset efficiency. We want to
have the most flexible platform possible and we want to generate as much cash as
possible so we can start using the platform and the cash to grow new businesses
and to go backward on this curve.
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What | often see, however, is that a lot of large companies, when they are at the
mature stage, are continually investing in trying to extend their current business
longer and prolong it for a longer period of time without thinking about how do | use
the cash I'm generating and the business platform and position that | have to start
looking for new opportunities. So a big takeaway from this lecture is that if you are
at the top of the curve, you have to invest to generate cash. But more importantly,
you should be asking how you will use that cash to drive new innovations.

Horizon two businesses are high-growth businesses. These are businesses that have
gotten past sustainability and are now on the high-growth trajectory and are starting
to generate and to grow revenues. But they are also investing cash in growth.

If you take out investments in growth you can look at operating profit. And there is a
big difference in profit growth and profitable growth. Profitable growth puts the
emphasis on the growth requirement. It says, “I’'m growing revenue. I’'m growing
share. There is more market opportunity | can go after. | can evolve my products. |
can evolve my markets, | can evolve my capabilities to generate revenue and to
generate market share.” Profit growth can be achieved by simply taking costs out of
your business. And if that’s all you do over time, you can manage your way into
decline.

Horizon three and horizon four businesses are what | call emerging opportunities.
Horizon three businesses are where we look at an opportunity that’s just getting
started or just starting to deliver value but not yet at breakeven. And horizon four
business is where there is lots of venture investing, R&D, etc., that’'s required to get
the innovation defined. In emerging opportunities, what we are really looking at is
funding experiments with the goal being rapid learning to move into the high-growth
portion of the cash flow curve.

The cash flow curve can also be used to think about the window of opportunity.
Analysis of the window of opportunity helps you determine when to enter and how
fast you need to enter to be able to capture the value in the marketplace. If you
think about Medtronic’s decision to buy Paceart as a strategy for entering the
remote monitoring market with Carelink, this is an example of an established
player that buys a business to acquire the platform needed to exploit an opportunity
when the window of opportunity is open but is also expected to close quickly.

In that case the business, Paceart, became the platform for the CareLink remote
monitoring business. They were able then to change the window of opportunity and
get into the business just as it was starting through its high-growth phase. In doing
so, they reduced some of the risk that would have been present if the company had
chosen to enter at the very beginning of the cash flow curve.

Not all entrepreneurs or established players need to buy. Sometimes it's appropriate
build the business organically. The important takeaway is that understanding the
window of opportunity helps frame the buy-or-build decision.

The decision to build requires that the window of opportunity remain open longer and
you may incur more risk because you have to invest in building the business from
the ground up. So one of the things the cash flow curve does is it give us a sense for
timing, when we need to enter, how long we have to enter, and where on the curve
we want to enter.
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The second thing the cash flow curve does is it gives us a sense for the cycle time of
innovation. IBM, for example, got caught in the trap of measuring the cycle time of
innovation using the mainframe standard. They were used to having a long
timeframe between when they launched a new product line or launched a new kind
of innovation and when they would have to start improving the innovation or coming
up with a new kind of product. When they launched the PC, it was one of the most
successful launches in history. And a lot of people forget that because we think of
IBM as missing the PC market.

But they missed the PC market not because they didn’t launch correctly or launch
quickly or have a good product launch—they missed the PC market because they
didn’'t recognize that the timeframe for innovation on that new product would have to
be much quicker than the timeframe for innovation of a mainframe. They treated the
PC, which had very fast, short-cycled innovation timeframe, like it was a mainframe
with a very long cycle timeframe for innovation. And over time, they fell behind.

So analysis of the window of opportunity not only tells you when to enter and how to
enter, it also tells you what’s the rate of innovation that is going to be required once
in the market.

Putting the Insights to Work

Now I'd like to refer you to the materials that we’'ve pulled together for you in your
packets. Those packets have tools—some of which I've talked about along the
way—and they have tutorials that will allow you to dig deeper into some of the
areas that we highlighted in the beginning but that we are not going to be talking
about today. It also has a step-by-step guide for thinking about how to turn
disruptive opportunities, opportunities that come because of changes in the
marketplace, into sustainable advantage.

We have provided you with a series of next steps, ways to think about using the
tools to drive innovation into your organization and to go back and start to do the
kinds of analyses to actually identify the opportunities, to develop those
opportunities into businesses, to pitch those businesses, assemble resources, and
develop sustainable advantage from them. Finally, we’ve also given you a set of
readings that you can use for further information about some of the topics that we
have highlighted in this introductory lecture.

So, with that in mind, I'd like to wish you tons of success as you start jumpstarting
innovation in your organization or jumpstarting innovation in you careers, if you are
thinking of pursuing as an independent entrepreneur. And | hope all of you are able
to use these materials to generate ideas and exploit tremendous opportunities.
Thank you very much.
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