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How we think about Open Innovation.

WHERE TO PLAY?

WHAT TO INNOVATE?

RTI Innovation Advisors

HOWTO EXECUTE
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How we think about Open Innovation. RTI Innovation Advisors
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We serve and connect clients across global open innovation ecosystems.
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“The use of purposeful
inflows and outflows of
knowledge to accelerate
internal innovation, and
expand the markets for
external use of innovation,

respectively.”
—Henry Chesbrough
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Open Innovation (Ol)—THEN and NOW

Scope of Ol THEN

Mandate for innovation came through R&D so early
Ol was narrowly about tech scouting

Tactical enabler supporting product innovation

Tech scouting focused on tech and product level
development, creating the “new”

WANT, FIND, GET model is being adopted
Group ideation and crowd solving

Developing Ol processes and tools were a primary
barrier to establishing Ol

Ol was emergent, cool, and not well studied

RTT Innovation Advisors

Scope of Ol NOW

Mandate via Market/Customer for broad upstream
insights to guide HCD, R&D, NPD, testing, launch

Strategic enabler of growth — new biz models,
venture building, CVC, platforms, ecosystems etc.

Multi-modal, delivering insights/NPD/ventures,
in/out of business, creating new value

WF is easy, G is more skillful, MANAGING is key
Crowd funding, “pretotyping”, synthetic user tests

Managing multiple (or all) possible Ol
modes/mechanisms is primary barrier

Ol is just part of innovating, University Ol Programs
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How does Open Innovation drive the speed and agility of innovating?

External sources can bring

completely new ideas and

spark new creativity within
the organization.

As, 'bd:‘
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External experts can
validate potential
market, tech, or user
white spaces early on.

Technology
development
partners can provide
enabling solutions.

In-licensing

3
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Licensing turns

underutilized IP

assets into low—
risk revenue.

Testing MVPs with “users” offers

early feedback, and leveraging

external solutions can accelerate

development.

Development Partners -
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Source: RTI Innovation Lifecycle, RTI Pillars of Sustained Innovation Management

Customers and supply chain
partners enable accelerated
learning and refinement
based on product use.

Open platforms
enable viral launches
and “big bang”
innovation.

Launch Partners _

. Spin-outs

Spinning out
ventures enables
rapid moves into

new markets.



Open Innovation—WHAT is STILL a Challenge? HINT: It is US, not THEM!

BU’s still need to be convinced Ol is worth
it. Day to day imperatives still supersede the
stated importance of Ol.

Silos, guarding development budgets and
NIH behaviors are still a big issue.

A lack of structures and skills to Explore and
Execute limits Ol effectiveness.

Lack of Ol commitment tied to budgets,
business/market events, new leadership,
and ad hoc approaches all kill Ol
momentum.

RTT Innovation Advisors ‘

As an Ol lead you can be pitching well, but if
nobody is catching, Ol fails.

If your company can’t connect internally,
then you won’t connect well externally.

Ol from FEl to BEI, and Ol for inflows and
outflows, all requires ambidexterity.

The yak is slow, but the mountain is patient.
(Hint: Be the mountain.)

11
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Open Innovation Landscape Mapping helps develop a strategic approach to mapping out
your modes of connectivity!

External
Thought Leaders
Competitors
Start-ups

Federal

Academics
Research Institutes

Other Companies

PARTNERS

Suppliers

Customers/Users

OPEN INNOVATION

GenAl

Within Company INNOVATION LIFECYCLE

Within BU

Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Vision & Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to
Strategy Domains Unmet Needs Market Enablers Offerings Market & Scale

RTI |n novation AdVisorS Source: RTI Open Innovation Landscape Mapping



Ol Mapping can help identify “connectivity” needs.

External
Thought Leaders \
Competitors
Start-ups
Federal
Academics

Who do you

Research Institutes

| need to

Other Companies connect tO?

Suppliers
Customers/Users Why (or where in the

Gor lifecycle) do you
. need connectivity?
ithin Company N
Within BU /
Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Vision & Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to
Strategy Domains Unmet Needs Market Enablers Offerings Market & Scale
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Values of connections? Value is created by the ways you connect inside and outside.

External
Thought Leaders
Competitors
Start-ups

Federal
Academics
Research Institutes
Other Companies
Suppliers
Customers/Users
GenAl

Within Company

Within BU

Internal
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What are all the ways to connect for Open Innovation? There are many modes!

External A

Thoughteacers || Open Innovation — “Modes”

Competitors | | L mmmmmmmmmmm e —

Start-ups .- ~<_

Federal ,/

| | HOW are you going ;
peademies to connect?

~ ~ -

Research Institutes > o -7
OtherCompanies | | T e T
Suppliers

Customers/Users

GenAl

Within Company PN

Within BU
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Internal
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HOW? Example: Pre-competitive Consortia help provide early-stage insights around
common challenges and opportunities.

External A
Thought Leaders
Competitors

Start-ups

PRE-COMPETITIVE
CONSORTIA

Federal

Academics
Research Institutes
Other Companies

Suppliers

Customers/Users
GenAl

Within Company

Within BU

Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Vision & Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to
Strategy Domains Unmet Needs Market Enablers Offerings Market & Scale

RTI |n novation AdVisorS Source: RTI Open Innovation Landscape Mapping



HOW? Example: Crowd-solving platforms bring many new solution ideas, and potential

partners, to address well-defined challenges or problems.

External
Thought Leaders
Competitors
Start-ups

Federal
Academics
Research Institutes
Other Companies
Suppliers
Customers/Users
GenAl

Within Company

Within BU

EXTERNAL
CROWD-
SOLVING

Via Company
Ol Platforms
or Portals

Internal
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DESIRE DISCERN

Vision & Opportunity
Strategy Domains

Source: RTI Open Innovation Landscape Mapping
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Market Enablers Offerings
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DELIVER

Innovations to
Market & Scale
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HOW? Example: Co-innovation projects with supply chain partners can help engage new
companies to address end user needs and enable innovation.

External
Thought Leaders
Competitors
Start-ups

Federal
Academics
Research Institutes
Other Companies

Suppliers SUPPLY CHAIN COINNOVATION PROJECTS

Customers/Users

GenAl

Within Company

Within BU

Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Vision & Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to
Strategy Domains Unmet Needs Market Enablers Offerings Market & Scale

RTI |n novation AdVisorS Source: RTI Open Innovation Landscape Mapping
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HOW? Example: Out-licensing can convert developed IP into new sources of value.

External
Thought Leaders
Competitors
Start-ups

Federal

Academics
Research Institutes

Other Companies

Suppliers
Customers/Users
GenAl

Within Company

Within BU

Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Vision & Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to
Strategy Domains Unmet Needs Market Enablers Offerings Market & Scale
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BASF Case Study: This graphic represents the connectivity mechanisms based on past
interviews with BASF, but is by no means complete.

External
Thought Leaders
Competitors
Start-ups

Federal
Academics
Research Institutes
Other Companies
Suppliers
Customers/Users
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Internal
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Concepts, Tech &
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DSM Case Study: DSM uses a variety of connectivity mechanisms, as illustrated, and sees
global connectivity as a core competency and foundational in their innovation success.

External
Thought Leaders
Competitors
Start-ups

Federal
Academics
Research Institutes
Other Companies
Suppliers
Customers/Users
GenAl

Within Company

Within BU

Internal

RTT Innovation Advisors

PRESENTATIONS A IATIONS (e.g., LES)

CORPOR E VENTURES

* PUBLIC PRIVATE PARTNERSHIPS R&D
* FRAMEWORK PROJECTS “FOR
(e.g., FP7, Horizon 2030) OTHERS”

* LICENSING .

* STRATEGIC ALLIANCES
(companies & countries)
* SPIN INS

JOINT
DEVELOP-
MENT

TECHNOLOG TICALS AND
PROJECT ZONTALS

DEVELOP

MVPs, Test & Build
Offerings

DELIVER

Innovations to
Market & Scale

DISCOVER

DESIRE DISCERN DEFINE

Vision & Opportunity
Strategy Domains

Concepts, Tech &
Market Enablers

Innovation Spaces/
Unmet Needs
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WORKSHEET INSTRUCTIONS: Begin by listing all of the Modes (HOW) your
company does Open Innovation (Ol) (below, right). Then, place each

“Mode” on to the worksheet by considering all of the “WHO"” (y-axi
engaged and "WHERE" (x-axis) in the lifecycle each Mode aig€innovati

Open Innovation Landscape Mapping

External Ol Mode List:

Thought Leaders

Competitors

Start-ups

Federal

Academics

Research Institutes

Other Companies

Open Innovation "Partners" (WHO)

Suppliers
Customers/Users
GenAl
Within Company
Within BU

Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Set Vision & New Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to Market
Strategy Domains Unmet Needs Market Enablers Offerings & Scale

Innovation Lifecycle Stages (WHERE)

RTI In novation AdVisorS ‘ Source: RTI Open Innovation Landscape Mapping




WORKSHEET INSTRUCTIONS: Begin by listing all of the Modes (HOW) your
company does Open Innovation (Ol) (below, right). Then, place each
“Mode” on to the worksheet by considering all of the “WHO” (y-axis)
engaged and "WHERE" (x-axis) in the lifecycle each Mode aids innovation.

Open Innovation Landscape Mapping

External / Ol Mode List:
Thought Leaders
Competitors
WHO IS THE
Start-
e CONNECTION
Federal W |TH 'p
Academics

Map “HOW — to WHO

Research Institutes

WHERE DOES IT

Open Innovation "Partners" (WHO)

and WHERE?
Other Companies H E I_P?
Suppliers
Map connections.
Customers/Users
Map gaps.
GenAl
Within Company
Within BU
————S
Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER

Set Vision &
Strategy

New Opportunity
Domains

Innovation Spaces/
Unmet Needs

Innovations to Market
& Scale

Concepts, Tech &
Market Enablers

MVPs, Test & Build
Offerings

Innovation Lifecycle Stages (WHERE)

RTI In novation AdVisorS Source: RTI Open Innovation Landscape Mapping



Open Innovation Landscape Mapping

) Communities of Practice Ideation
External Internal Project Teams Internal Hackathons, Pitch Competitions
Thought Leaders External Project teams External Innovation Portals, Contests
Competitors Pre-Competitive Consortia Seeking External Solutions
Start-ups Connecting to Entrepreneurs & Emerging Technologies External Challenges and Crowd Solving
% Federal Incubators/Accelerators Scouting
;Q Acadenmics Research Parks Strategic Venturing
(]
‘% Research Institutes Advisory Boards Venture Building
o
< Other Companies Professional Associations/Standards Development Corporate Venturing
g suppliers Understanding the Customer, JTBD and Value Propositions Mergers and Acquisitions
c . . .
é Customers/Users User-Centered Methods—Ethnography, Customer Discovery Strategic Alliances
© Genl E-commerce/Digital Concept Testing Joint Development Projects
" Key Account Management Licensing
Within Company
Supply Chain Co-innovation Scale and Launch Partners
Within BU
Internal DESIRE DISCERN DEFINE DISCOVER DEVELOP DELIVER
Set Vision & New Opportunity Innovation Spaces/ Concepts, Tech & MVPs, Test & Build Innovations to Market
Strategy Domains Unmet Needs Market Enablers Offerings & Scale

Innovation Lifecycle Stages (WHERE)
RTI In novation AdVisorS Source: RTI Open Innovation Landscape Mapping




®
GROUP REFLECTION:

Where do you have MODE strengths? HOW?

Where do you have MODE gaps? WHY?

RTT Innovation Advisors : R ri— : _ 27




earning faster than the competition is the only

IIL

sustainable competitive advantage.”

/al Dutch Shell
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®
GROUP REFLECTION:

For the selected issue:

Based upon your experiences,

RTT Innovation Advisors e i : 29
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distinguishes
between a leader
and a follower.”

—Steve Jobs
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Open Innovation Best Practices: If you are (re)Building an Ol capability

Foundation Build on your company’s existing innovation processes, capabilities, and successes.
Model Create a shared definition of Ol, with strong core (central or hybrid) Ol support model.

SUEICAERIl  Sot strategic opportunity areas for exploring, build tactical-level MODES, for executing Ol.

Culture Create incentives to shift mindset from problem solver to solution provider, for growth/speed.

Organization Organize for ambidexterity, staff FEI (exploration) and BEI (execution) differently.

Process Establish enterprise-level Ol process and streamline agreements to engage partners rapidly.

Capabilities/ — . s : :
Resources Need “T” shaped human and digital (+A.l.) capabilities to for rapid, agile Ol.

RTT Innovation Advisors



If you want to improve your Ol, come see us!

Tom Culver James Giustini

+1.603.867.4175 il 05.2 336347
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mailto:tculver@rti.org
mailto:jgiustini@rti.org
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