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Objective and Outline Today

Objective:
Understanding role of excellence and innovation for ensuring 

profitable growth and creating new opportunities

Outline:
1. Understanding Innovation
2. Making innovation

• Pervasive
• Predictive
• Profitable

3. Our Portfolio of Innovation Programs
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U.S. Economic Outlook
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Mexico Economy

Economy down 8.5%

GDP down 5.5%

Lost Factory Orders/ Jobs

Worse than Tequila Crisis

What to do?
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Build
Customer 

Relationships

Improve
Operations

Connect with
Partners and

Suppliers

Drive 
Business 
Innovation

Ref: Gates, CES 2007

Create Value with people.

1 2

4 3

Delight customers and grow business.

Bill Gates’ Business Model
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People are the problem.!

Improve margin now and die tomorrow. 

Improve
Operations

(Layoff people) 4

Squeeze (Kill)
Suppliers 3

Drive 
Innovation (out)
(Don’t listen to 

employees)
2

Desperately
Seeking

Customers 1

Current Model for Success
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Current Model for Success

Improve margin now and die tomorrow. 

People are the problem.!

Improve
Operations

(Layoff people) 4

Squeeze (Kill)
Suppliers

3

Drive 
Innovation (out)
(Don’t listen to 

employees) 2

Desperately
Seeking

Customers 1

Does it work?
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Sustaining Profitable Growth

Strategy for Execution (SFE) Map

Sustained 
Profitable Growth

Sales and
Distribution

Purchasing and
Supplier

Management

Service and
Growth

Operational
Execution

Employees and
Innovation

Management and
Improvement

Leadership and
Profitability

C
O
S
T

R
E
V
E
N
U
E

IMPROVEMENT

INNOVATION

D

M

A

I

C

Prepare
(To do well)

Material/ 
Information

Machine
s/    
Tools

Method/ 
Approach

Out
put

Mind/ Skills

Inp
ut Perform

(Well)

Perfect ?     
(On target)

Sen
d

Progress
(Reduce Variability)

Scorecard for Impact Innovation for Growth

Operations Excellence Process Management

Understand 
Process

Solve 
Problem

Drivers Growth 

Profit Sustain
Excellence

C

O

D

E

T
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?InnovationPerfection

2020
Customer
Design

2010
Design/
Innovation

2000
Knowledge
Mgmt

1990
Quality
Management

1980
Quality
Assurance

1970
Quality 
Control

1960
Rust 
Removal

PDCA50%

Shewhart/
Deming

60%

Problem
Solving

Product 
Control

70%

DFM/JIT/
MBNQA/

Ishikawa/
Juran

80%

Six Sigma/
ISO 9000

Taguchi/
Tom 
Peters

Process
Control

90%

Brinnovation/
Innovation

4P Model, 
Scorecard

Bill Smith/
Mikel Harry

Design
Control

100%

Praveen G.
/Christensen

Praveen G.
/Kaplan

Performance
Control

Experience

Performance Evaluation

P
E
R
F
O
R
M
A
N
C
E
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LSL USL
We build to limits, and check for acceptability through inspection within limits

3.4 DPMO

LSL USLTarget

Acceptable

Excellence

Marginal
Output

Marginal
Output

No Marginal
Output

No Marginal
Output

Excellence First!
Shoot and Aim

Aim and Shoot

Just Do IT!

Do IT Well!
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Excellence First!

Shoot and Aim

or

Aim and Shoot
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Prepare
(To do well)

Material/ 
Information

Machines/    
Tools

Method/ 
Approach

Mind/ Skills

Input Output
Perform

(Well)

Perfect ?     
(On target)

Send

Progress
(Reduce Variability)

Ishikawa

Juran

Taguchi

Deming Cost of
Appraisal

Cost of 
Failures

Process Excellence Model
OCAP 4P
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Six Sigma means having twice the capability as required by the 
customer, bringing closer to the target.

3.4 DPMO

- -3

6 to LSL 6 to USL

Cp=2 Cpk=1.5Cp=2 Cpk=1.5

Cp=Cpk = 2

±1.5LSL

3.4 DPMO

USL

Six Sigma
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http://www.yugatech.com/blog/wp-content/uploads/2006/09/ipod-nano.jpg
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What is the difference?



@Accelper 2009
24

Product

Process        

Business

Activity      

Duration

Idea (Thinking) 

1
10

100

1000

10,000

Dynamics of Innovation
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Innovation = Effort x (Speed of Thought)2

Where speed of thought is a function
Of Knowledge, Play and Imagination.

Innovation Framework
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Feel their Pain
– Complaints
– Nagging problems
– Indecisions
– Repeat problems
– Upset employees
– Technical 

challenges
– Stagnation
– Circumstances

EFFORT TO MEET 
CUSTOMER 

REQUIREMENTS

CUSTOMER
SATISFACTION

2. SPOKEN
CUSTOMER 

EXPECTATIONS

1. UNSPOKEN 
ASSUMED 

REQUIREMENTS

SUBJECTIVE REQUIREMENTS

3. UNSPOKEN 
‘Love to Have’

OBJECTIVE REQUIREMENTS

TRENDS OVER 
TIME

Scout for the opportunity!

Love Thy Customers!
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Thinking G.C.S.F

Thinking
Time (min)

Per Idea

Extent of Innovation

Good Crazy                 Stupid Funny

Create new opportunities by combining two or more ideas uniquely.


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Make it Fun!

www.google.com
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The Building Block of Innovation

Innovation

Idea
Intelligence

Creativity

Invention

Internet Customers

SuppliersRest of the 
world Free Lancers

Universities

Labs
Networked Individual

Innovation ≈ Effort x Speed of thought2

Innovation ≈ Effort x ƒ(Knowledge, Play, Imagination)
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Assessing Personal Innovation

Innovation Value = 
0.5*((0.75+0.4+0.66
) /3) 2

= 0.182 Einstein  

0.182
(Long way to find an 
innovative solution due 
to lack of effort and 
play.  To accelerate, 
one needs to improve 
all elements of 
innovation.)

66%
(Selected 
dimension is 
extrapolated such 
that improvement 
is expected to be 
about 30%, which 
is about 66% of 
the breakthrough 
improvement)

40%
(Percentage of 
combination of 
variables explored 
mentally, 
experimentally or 
through simulation.  
Work is in progress) 

75%
(Significant 
knowledge and 
experience 
gained, some 
latest work is 
to be explored)

50% (Limited 
time and 
insufficient 
resources)

Example

This is an initial 
estimation of the 
proposed model.  
Further work is 
required.

Estimated Innovation 
Level

Dimension 
extrapolated as a 
percentage of 
ideal solution for 
breakthrough 
improvement

Percentage (%) of 
possible 
combinations of 
various variables 
explored

Extent (%) of 
knowledge 
based on 
research and 
experience

Degree of 
resources or 
time 
committed

CommentsInnovation
Value (Iv)

Imagination (I)Play 
(P)

Knowledge 
(K)

Resources
(R)
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Think, You Can!

www.google.com



@Accelper 2009
32

Fundamental Platform Derivatives Variations

Knowledge

Imagination

Play

Sp
ee

d 
of

 T
ho

ug
ht

Ei
ns

te
in

N
ew

to
n Edison

Rubbermaid

Microsoft,
IBM

Motorola Application 
Developer

CoC

Current work on innovation

Brinnovation™ ----------------------

Triz

Portfolio of Innovations
Innovation ≈ Effort x ƒ(Knowledge, Play, Imagination)

Have we defined our portfolio of innovations?
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Platform

Derivative

Variation

Portfolio of Innovations

Breakthrough Innovation = Rule of 2
If less is better, at least 50% reduction (/2)

If more is better, at least 100% increase (x2)
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The T.E.D.O.C. Methodology

Target (T)
Opportunity

Develop (D)
Alternatives

Explore (E)
ideas

Optimize (O)
Solution

Commercialize (C)
Innovatio
n

• Listen to 
customer for 
specific 
needs

• Making 
customer’s 
life easier, 
better, and 
richer

• Explore ‘what 
if’ scenarios

• Research 
customer’s 
customers for 
their value 
proposition

• Create 
innovative 
options for 
the 
customer, 
and 
customers’
customers

• Optimize 
the 
solution 
for the 
customer 
giving the 
best value

• Close the 
deal

– What
– When
– Value
– Fun

Give customers more than they want at an affordable price.

Which phase (s) we do and don’t?
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Easing Customer Pains
Potential ideas for 
growth

Classify customer 
needs

Categorize 
Customers’ buying 
needs (Schedule for 
innovation)
Ideas to innovate 
now (What to 
innovate)

Fundamental Platform Derivative Variation

5 - 15 yr.             2 - 5 yr. 1 - 2 yr.       Now – 1/2 yr.

Effort x ƒ (Customer Knowledge, Play, Imagination)

ImmediateNear TermShort TermLong Term
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Organization for Innovation

Executive Officer

Innovation 
Leadership

Idea Management

Financial OfficerOperating OfficerGrowth Officer

Creativity Culture
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Encouragement to ‘think’ Freedom to give ‘funny’ ideas’

Make your people think? Give them time!

Freedom to Think!
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Time and Place to Think!

www.Google.com
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Making Innovation Predictive

HOW?
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Business Innovation Index

28.6%Business Innovation 
Index (BIN)

.3*50
= 15

= (1/2)*100
= 50%

$2M revenue for 
new products

$1M for 
innovative 
solutions

Revenue Growth (% of 
sales for innovation)

.4*4
= 1.6

=(40/1000)*
100 = 4%

1000 ideas 
per month 

Number of ideas 
for the month = 
40

Number of innovative 
ideas per employee

=.3*40 
= 12

=(2/5)*100 
= 40%

5 employees 
recognized 
per month

Number of 
employees 
recognized = 2

CEO Recognition for 
exceptional value 
creation 

Weighted
Score

Company 
Score

Company GoalsCompany Data
Measures
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Return on Innovation

.36

.41

.51

.52

.60

.83

1.74

2.04

2.83

2.85

ROI ($)

HP

Motorola

Cisco

Microsoft

3M

Genentech

eBay

Apple

Dell

Google

Best ($)

.09

.10

.13

.13

.15

.21

.44

.51

.71

.71

$ / year

Genentech3Toyota

Dell10Sony

Walt Disney9IBM

Boeing8Walt Disney

Starbucks73m

Motorola6PnG

eBay5Microsoft

Amazon4GE

Apple2Google

Google1Apple

Most (RGxPG)RankingBW Top Ten
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Return on Innovation

What should be done?
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M
on

et
iz

e 
an

d
In

st
itu

tio
na

liz
e

In
no

va
tio

n

Capture key value growth ideas

Educate managers in innovation

Allocate resources for innovation

Develop new innovative solutions

Invest in leadership development

Sustaining Profitable Growth

Start before you 
need to

Train the troops

Designate a team
of experts

Appoint a senior
leader
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The Task at Hand
1. Your job is your business
2. Run like a business, not like a job 
3. Information and technology are your competitive 

weapons
4. LEARN TO EXCEL AND INNOVATE
5. Love and serve your customers
6. Create value-add services
7. Service your solutions
8. Sell, lead, and enjoy!
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The Innovation Class 
(IIT Chicago)
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Training Programs @ IIT
1. Your job is your business
2. Run like a business, not like a job 
3. Information and technology are your competitive 

weapons
4. LEARN TO EXCEL AND INNOVATE
5. Love and serve your customers
6. Create value-add services
7. Service your solutions
8. Sell, lead, and enjoy!
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Business Innovator Certification
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Business Innovation Conference
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Thank you!

For more information, please contact
praveen@accelper.com
Toll Free: (800) 680-0700
Tel: (847) 884-1900
www.accelper.com

www.ibusinessinnovation.com
www.businessinnovationconference.com

“I believe creativity happens, but I also believe that Mr. Gupta 
has helped uncover a way to make innovation happen.”

- Dipak Jain, Dean, Kellogg School of Management 
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(C) Accelper Consulting 2007 50

Asking questions is critical for 
becoming more innovative! 
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Praveen Gupta
Praveen Gupta, a management consultant, has authored several books 
including Business Innovation in the 21st Century, Stat Free Six Sigma, 
Six Sigma Performance Handbook, and Service Scorecard. Praveen is 
Editor-in-Chief of International Journal of Innovation Science, and 
writes a monthly column Manufacturing Excellence in the Quality 
magazine. Praveen frequently speaks at conferences internationally. 

Praveen has been recognized as a thought leader in areas of excellence and innovation. 
He has developed Six Sigma Business Scorecard,  the 4P model of excellence, 
Breakthrough innovation, and Stat Free Six Sigma methods that have been translated and 
used worldwide.

Praveen, the founding president of Accelper Consulting (www.accelper.com), has worked 
at Motorola, and AT&T Bell Laboratories, and consulted with about 100 small to large size 
companies including CNA, Abbott Labs, Superior Essex, Dentsply, Hexel, Experian, Sloan 
Valves, Weber Markings, Wayne State (Ford), and Telular. Praveen taught Operations 
Management at DePaul University, and Business Innovation at Illinois Institute of 
Technology, Chicago. He has conducted seminars worldwide for over 20 years.

Accelper Consulting provides training and consulting services in the area of innovation, Six 
Sigma and business performance for achieving sustained profitable growth. Praveen can 
be contacted at praveen@accelper.com. 


