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What according to you is Innova-
tion?

For me, Innovation means as fol-
lows:

Innovation is the creation, evolu-
tion, exchange and application of
new ideas into marketable goods
and services, leading to the success
of an enterprise, the vitality of a
nation’s economy and the advance-
ment of society. Innovation encom-
passes the full spectrum from idea
creation to commercialization. Suc-
cessful innovation depends on con-
verting knowledge flows into mar-
ketable goods and services. An in-
novation strategy is similar to a road
map. It outlines where an enterprise
is to go, and organizes the resources
to get there. However, there is no
perfect map, and measuring devices
may be imperfect. A competitor may
change the landscape before goals
are reached. The key to developing
an innovation strategy is looking at
knowledge—especially new knowl-
edge—as a resource. Innovation
strategy, on the other hand, is a syn-
thetic practice based on innovation
and uncertainty.

The innovation process includes
three phases: Invention, translation
and commercialization. The first
phase can focus upon creating
something ‘new’— usually consid-
ered an invention—or identifying
something already known that
might be reused or used in a new
way. Both feed the innovation pro-
cess. Both could be considered as
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part of the creation stage—knowl-
edge creation.

The second stage of the process
is the conversion process, where
knowledge—sometimes in the form
of technology—gets translated into
production and manufacturing. At
stage three, the knowledge — now in
the form of some product or service
— can be commercialized.

Further, we now need to look at
innovation from the perspective of
the flow of knowledge: How it is
created, converted into products
and services and commercialized for
the benefit of a constituency. Inno-
vation does not operate as a value-
chain. Instead, innovation operates
as systems dynamic of interac-
tions—across functions, business
units, sectors, industries and geog-
raphies. Innovation applies in the
profit and not-for-profit sectors of
the economy. Academic institu-
tions, government agencies and
NGO’s must innovate just as com-
mercial enterprises do.

Some people feel that Innovation
and Creativity are very much inter-
related. Do you think so?

Contrary to popular opinion, inno-
vation is NOT creativity, although
creativity is needed throughout the
entire innovation value-system.
Also misunderstood, innovation is
NOT simply R&D; it requires the
constant flow of knowledge from all
functions and stakeholders. In fact,
at least 60% of what is needed to
make an enterprise successful is

likely outside the company or even
the geographic region. And the mea-
surement of the number of patents,
graduate degrees or communication
lines is not necessarily an indication
of innovation prowess. We need
modern indicators to calibrate the
value-added of innovation.

Innovation is more a sense of
‘ideas operationalized’ than the cre-
ation of the idea in the first place.
Modern innovation includes how to
manage the collaborative process
across boundaries, measure intan-
gible value and intellectual wealth,
incubate new businesses, operate as
a distributed network of expertise,
position competitively with new
forms of intelligence and use inno-
vation technology to enable the
whole process.

What role does Innovation play in a
firm’s survival in this dynamic and
competitive business world?

The progress and survival of any en-
terprise is dependent upon the suc-
cess of its innovation capability. In-
novation is the business and the one
competence required to ensure fu-
ture success. It is that simple and
that complex. But few enterprises—
private or public—have a Chief In-
novation Officer. Instead, they leave
this critical process to serendipity.
Innovation must be in the head,
heart and hands of every participant
in the system. It does not mean ev-
eryone is an expert technician and
expert marketer at the same time. It
does mean everyone has knowledge
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of the entire innovation system and
their particular role. It does mean
there is some common language and
shared purpose, and the boundaries
fade between functions, sectors, in-
dustries and cultures. It means there
is a basic trust, mutual respect and
collegial competencies. In addition,
a thirst for learning pervades the cul-
ture. In the present scenario, the real
challenge facing most companies is
that of faster innovation. Creating
the system within which ideas are
created and applied is more than
management. It is a matter of strategy
and leadership.

Is Innovation a one-time affair or
an on-going process?

Innovation is the constant ebb and
flow of the firm; it is omnipresent.
However, it is wise to plan certain
events that can be managed within
time periods for the influx of new
ideas that can then be carefully and
systematically incubated into new
products and services.

Any particular firm you would like
to mention in the context of Innova-
tion?

Though there are many, one of my
earlier clients in the pharmaceutical
industry, Novo Nordisk is my favor-
ite. Novo Nordisk is a pharmaceuti-
cal company specializing in diabetes
care, situated in Denmark. Novo
Nordisk engages with stakeholders
to reconcile dilemmas and to find
common ground to develop more
sustainable solutions. It has suc-
cessfully undergone a stakeholder-
innovation program which was
aimed to link customers to other ex-
ternal stakeholders and employees
to enable better diabetes care. The
program has led the organization to
form new partnerships and
mindsets in order to gain a sustained
competitive advantage worldwide.
Innovation is enhanced through the
cross-fertilization of knowledge and
experience. Novo Nordisk has al-
ways done business this way and it
has become a part of the company
culture. Employees pride them-
selves on being there for their cus-
tomer and strive to better under-
stand their needs.

In an article by Soren Skovlund
(Knowledge Management 2005), se-
nior advisor for corporate stake-
holder relations, the Diabetes Atti-
tudes Wishes and Needs (DAWN)
program, which builds upon a glo-
bal survey of the psychological as-
pects of diabetes and involved thou-
sands of people from 13 countries,
is a classic example of stakeholder
innovation. Tapping into this global
knowledge base allowed Novo
Nordisk and its stakeholders to de-
velop a new approach to diabetes
care that looked more closely at the
person behind the disease. The
knowledge from DAWN has become
an integral part of the Novo Nordisk
National Diabetes Program (NDP), a
collaborative approach to improving
international diabetes care. The NDP
facilitates the development of effec-
tive national diabetes programs
through sharing best practices
among more than 40 countries. If the
pharmaceutical industry can rise to
the challenge and make itself part of
a larger solution, its potential in-
volvement in addressing the burden
of disease on a national and global
scale can increase dramatically, and
those who move from product dif-
ferentiation to know-how and
Knowledge Innovation management
will be those best prepared for the
future. It is only through the con-
stant creation of well structured and
carefully managed knowledge pro-
grams, and the development of new
partnerships, that innovation in
public health-promotion activities
can flourish and the burden of dis-
ease can effectively be reduced.

What | strongly feel is, the only
thing that makes a company unique
is knowledge. Others can replicate
your products, replicate your ser-
vices, can reverse engineer your
strategies, but they cannot replicate
your knowledge and how you use it
to create a collaborative advantage.

Any other thoughts/views/personal
experiences you would like to share
with our readers?

We live in an era of ‘kaleidoscopic
change’. It is not the speed of change
of one variable or the speed of
change of multiple variables chal-

lenging today’s management execu-
tives. It is the compounding effects
of the speed of change of multiple
variables creating a business land-
scape where old traditional policies
and practices are not sufficient. Just
as with a kaleidoscope, one may not
know how the weight, shape or tex-
ture of pieces combines to form a
new image. We do know is there is
no turning back. Executives are chal-
lenged to manage enterprises in a
world where the economic rules
have changed and the new ones
have yet to be invented.

Innovation is the only emerging
trend for a sustainable growth and
economic development within cit-
ies, regions, countries and enter-
prises. Innovation encompasses the
full spectrum from idea creation to
commercialization and is the key to
realizing the intangible value hidden
in interactions between people, na-
tions and societies.

One should always be open to
change—being flexible, adaptive
open to new ideas and willing to un-
learn old ones are essential manage-
ment qualities. Moreover, innova-
tion is the implementation of effec-
tive change management. Innovation
is essential to examine and dissemi-
nate the creation of fresh opportuni-
ties, profit from leading insights,
and the tool of knowledge exchange
and knowledge arbitrage. We have
now entered into the innovation
frontier. Intellectual capital, properly
leveraged via innovation is the new
currency that provides a different
paradigm from previous agricul-
tural, industrial or service econo-
mies. It is a currency that rests on
the value of human potential and
how it can be leveraged. The world
is now our landscape and history
will document our success.

‘Innovating our future... to-
gether.’

The Interview was conducted by

Pradip Sinha, Research Analyst, The ICFAI
Center for Management Research,
Hyderabad.

* Copyright of the Interview is with the author.

Reference # 03M-2005-05-16-06

[ JUNE 2005

let]

EFFECTIVE EXECUTIVE |



