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Survey conducted by 

This study demonstrates that a new corporate function is emerging : the Innovation Function 

Innovation used to be a process managed by a few people and it is now becoming a transverse function 

Innovation overlaps other corporate functions and especially Marketing, R&D and Strategy 

Its main objectives are to create growth and to differentiate the company on its market 

To achieve that purpose, innovation creates the conditions for collaboration throughout the company 

Between functions and services to break clusters built by specialization 

Between the field, the middle management and the top executives 

Between suppliers, internal experts, clients and end-consumers 

Its ambition is to create a sustainable culture of intellectual mobility within the company, that integrates 
all employees, in order to transform ideas into competitive advantages 

The mission of the Innovation Function is to transform the culture of the company in a long term approach  

The Innovation Function stems from operational necessities on projects, and not from a political agenda 

It is still facing many resistances, particularly the misunderstanding or reluctance of middle managers 

Its sustainability therefore relies on the success of symbolic projects on the short term  

Its mission is however to transform the culture of the company on the long term 

By creating parallel channels to commercial negotiation in the value chain 

By transforming mentalities and behaviors of collaborators with the support of HR 

By implementing transverse processes relying on reliable and commonly shared methods 
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Executive Summary (1/2) 
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Survey conducted by 

Increasing resources during the economic turndown are reinforced in the perspective of the upturn 

Financial and human resources of Innovation Directions continued to increase slightly during the crisis  

A high increase of these resources is expected for 2011, both for collaborators and budgets 

The gap between internal resources and consulting budgets demonstrates the trend of internalization 

Three obstacles to overcome: experience, territories and understanding 

Innovation managers have recently been appointed and are currently still in progress regarding methods 

They have important means of training and information and rely on external consultants for this 

They read and use the Internet through social media more than other executives, and recommend their use 

A question remains : the level of reporting and the frequency of contact with the Executive Committee 

Few innovation managers are members of Executive Committees, while most of them aspire to  

Two reasons for this expectation: the nature of the tradeoffs and the allocation of means on prototypes 

In the mean time, regular and frequent contacts with the Top Management are necessary 

That is why one third of Innovation Managers concurrently hold this function on the side of another 

Two challenges of innovation: leverage corporate support and create key performance indicators 

The main challenge mentioned is the support from Top Management and middle managers 

Performance indicators are still to be defined both personally and for their departments 

The resolution of these challenges requires the transformation of newly generated ideas to concrete results 
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Executive Summary (2/2) 
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85% of Innovation Managers have new products and services development as an objective, and 69% the growth of their 
company. 34% only have objectives related to cost reduction 

 
Marketing (62%), Strategy (56%) and R&D (54%) are the most common functions within the scope of Innovation 
Management. Logistics and Legal (13% each) are the less frequent ones. 
 
Innovation budgets have increased by 5.9% and staff by 2.9% in 2010 in spite of the crisis. They are expected to increase 
respectively by 7.5% and 11.5% in 2011 
 
38% of Innovation Managers produce public information, either internally (Intranet 64%, Internal publications 49%) or 
supervised by PR department (51%) and advertising agency (36%) 
 
Social medias are considered corporate tools by мл҈ ƻŦ ǘƘŜ ǊŜǎǇƻƴŘŜƴǘǎΩ ŎƻƳǇŀƴƛŜǎΣ ōǳǘ LƴƴƻǾŀǘƛƻƴ aŀƴŀƎŜǊǎ ƭŜŀŘ ǘƘŜ 
trend as 18% use Twitter professionally, 33% Facebook and 51% LinkedIn 

 
88% of Innovation Managers collaborate with their suppliers to develop new projects, 50% with their B2B clients and 
15% only with the consumer or the end user 

 
95% of Innovation Managers think they should report to their CEO, 66% regularly meet with him and 10% only are 
members of the Executive Committee 

 
92% of Innovation Managers think that innovation should involve all the collaborators of the company, 51% of them 
think this is the case today in their companies 
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Key Findings 
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Agenda 
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Survey conducted by 

Innovation Management Reporting 

Yes 
10% 

No 
90% 

Yes 
41% 

No 
59% 

Innovation is not considered yet a key corporate function admitted within Executive Committees  
A large share of IMs have access to top management within their activity but still remain a minority (41%) 
94% however consider that they should meet regularly with the CEO of their company (See next page) 
 

Are you a member of the executive committee 
of the company? 

Do you have direct and frequent contact with the CEO 
of the company? 

7 
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Time allocation 

Part-time 
36% 

Full-time 
64% 

21% 

14% 

21% 21% 

14% 

0% 0% 

7% 

0% 0% 

18% 

32% 

12% 

6% 

18% 

3% 0% 

9% 

3% 
0% 

Two thirds are full time Functional Managers ς demonstrating apparition of a new corporate function 
Part time IMs range evenly from 10% to 50% time allocation ς incubating this new function 
Collaborators time allocation (20% - 50% - 80%) shows empirical approach at this stage in organizations 

If part time > 
Other activities: 

Marketing 50% 

General Management 29% 

Audit and Quality 7% 

Purchasing 7% 

Others 7% 

Do you work full-time or part-time on innovation? If part time > What % of your time is allocated to innovation?  

If with others > What % of their time is allocated to innovation? 

8 
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0% 40% 60% 80% 100% 20% 

« Important in my opinion » 
« Accomplished in my company » 

6 - 8 9 - 10 
 

Question : Please rate the following statements on a 10 point scale. 1 means that you totally disagree, 10 means that 

you totally agree and the ratings in between enable you to qualify your judgment. 

1. Innovation managers should meet regularly with the CEO of their company 

 

2. Innovation objectives should be decided by the top management, in tune with the corporate strategy 

 

3. The CEO of a company should be personally engaged in the innovation process 

 

4. The middle management should be totally involved in the innovation process of their company 

 

5. The first role of an innovation manager should be to welcome and nurture new ideas 

 

6. A dedicated organization for innovation should always be present throughout the company 

 

7. Innovation managers should have total freedom on the process to meet their goals 

 

8. Innovation should be everybody's responsibility on a daily basis  

 

9. The value of new ideas should be measured and evaluated within the innovation process 

 

10. Innovation managers should have total freedom on the resources they allocate to meet their goals 

46,2 

82,1 

38,5 

41,0 

7,7 

41,0 

69,2 

89,7 

48,7 

41,0 

20,5 

48,7 

66,7 

94,9 

48,7 

53,8 

17,9 

41,0 

41,0 

82,1 

38,5 

64,1 

2,6 

17,9 

48,7 

92,3 

43,6 

38,5 

5,1 

53,8 

71,8 

92,3 

53,8 

43,6 

17,9 

48,7 

51,3 
84,6 

41,0 
56,4 

10,3 
28,2 

38,5 

69,2 

35,9 

48,7 

2,6 

20,5 

69,2 

92,3 

48,7 

28,2 

20,5 

64,1 

64,1 

92,3 

51,3 

38,5 

12,8 

53,8 

IMs strongly expect top management to interact with them, arbitrate on objectives and be personally engaged 
The main gap between expectations and reality is however middle management involvement and a formalized corporate process 
Overall, IMs demonstrate their will to bring the company together without boundaries of hierarchy 

9 

Structure and Organization 
Expectations vs. Reality 
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10 

Verbatim 

»

  

« Who represents Innovation in the company? 

How does breakthrough innovation interact with operational processes ? 

We have created an « Innovation Garage » structure to ensure fast prototyping. 

Breakthrough innovation has to be organized alongside business units. It is the success of 

the projects that has convinced our CEO. One question remains: how can innovation enter 

business units once we have demonstrated the relevance of our pilot projects? It is 

impossible without  a commitment at the highest level. 

The National Council of French Engineers and Scientists (CNISF in French) has published a 

study conducted on the perception of Innovation of 500 engineers. To the question άǿƘƻ 

represents Innovation in the ŎƻƳǇŀƴȅΚέΣ the answers are: 30% the Top Management, 20% 

Innovation Managers, 20% nobody and 30% everybody. The Innovation Manager function 

is perceived as a support service to manage but the impulse often comes from the Top 

Management.  
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Agenda 
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12 

The objectives of Innovation 

5% 

36% 

38% 

44% 

49% 

56% 

59% 

69% 

85% 

Other

Diversification

Reduction of costs

Motivation and atmosphere

Communication and brand image

Performance and profitability

Competitiveness and differentiation

Growth and development

Creation of new products and services

Topline is the primary mission of Innovation, with the creation of new offer propositions and overall growth 
Yet for more than 50% of the respondents, Innovation is a key factor in both competitiveness and profitability 
aƻǘƛǾŀǘƛƻƴ ŀǇǇŜŀǊǎ ŀǎ άŎƻƭƭŀǘŜǊŀƭ ōŜƴŜŦƛǘέ ŀƴŘ LƴƴƻǾŀǘƛƻƴ ŘƻŜǎƴΩǘ ǎǇŀƴ ȅŜǘ ƻǾŜǊ ǘƘŜ ǘŜŎƘƴƛŎŀƭƛǘȅ ƻŦ Ŏƻǎǘ ƳŀƴŀƎŜƳŜƴǘ 

Which, among of the following, are the objectives of your activity in innovation?  
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0% 40% 60% 80% 100% 20% 

« Important in my opinion » 
« Accomplished in my company » 

6 - 8 9 - 10 
 

Question : Please rate the following statements on a 10 point scale. 1 means that you totally disagree, 10 means that 

you totally agree and the ratings in between enable you to qualify your judgment. 

1. Innovation should be a long term commitment 

 

2. Innovation should be effectively stated as a key corporate value 

  

3. The mission of innovation should be to fuel the growth of the company 

 

4. Innovation should be a source for expanding into new businesses 

 

5. The aim of innovation should be to improve the performance of the company 

 

6. Innovation should be a way to do incremental improvements of existing activities 

 

7. The aim of innovation should be to generate breakthrough ideas 

 

8. The aim of innovation should be to motivate employees 

 

9. Companies should distinguish innovation from marketing, R&D, or other corporate functions 

 

10. Objectives of innovation should be clear and measurable 48,7 
37,9 

41,0 
2,0 

7,7 
35,9 

59,0 
89,7 

46,2 
38,5 

12,8 
51,3 

41,0 
79,5 

38,5 
43,6 

2,6 
35,9 

61,5 
94,9 

46,2 
35,9 

15,4 
59,0 

61,5 
82,1 

53,8 
46,2 

7,7 
35,9 

43,6 
61,5 

30,8 
30,8 

12,8 
30,8 

84,6 
97,4 

71,8 
28,2 

12,8 
69,2 

61,5 
97,4 

51,3 
43,6 

10,3 
53,8 

66,7 
97,4 

61,5 
28,2 

5,1 
69,2 

76,9 
97,4 

64,1 
20,5 

12,8 
76,9 

There is a high consensus on the fact that innovation should be a key corporate value and on 
the mission of innovation as a competitive asset 
There is a discrepancy between how Managers define the objectives of innovation and how companies evaluate them 
 
 
 

13 

Strategy and Objectives 
Expectations vs. Reality 
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14 

Functions in the scope of Innovation 

Which, among the following functions, are included in the scope of your activity in innovation?  

The function of innovation in the corporate environment emerges from key transverse functions (marketing, strategy) 
IM can thus value the ideas wherever they emerge in the company 
Support function are still behind in the activity of innovation showing that innovation is still centered on the final product 

13% 

13% 

21% 

23% 

26% 

28% 

28% 

31% 

33% 

41% 

46% 

54% 

56% 

62% 

Legal

Logistics

Other

Design

Industry

Sales

Training

Finance

Human Resources

Information system and new technologies

Communication

R&D

Strategy

Marketing
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Survey conducted by 

Missions in the scope of Innovation 

26% 

54% 

59% 

62% 

67% 

67% 

79% 

Education and training

Change management

Trendwatching and prospecting

Organization or moderation of seminars

Participative innovation management

Internal consulting

Project management

Project Management overweighs other missions: Innovation Management is upward rising from operational needs 
IMs have visibility over all aspects of ideas lifespan from prospective to change management 
Relative low figure for Education or Training illustrates both corporate resistance and autonomy of HR on this topic 

Which, among the following missions, are included in the scope of your activity in innovation? 

15 
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0% 40% 60% 80% 100% 20% 

« Important in my opinion » 
« Accomplished in my company » 

6 - 8 9 - 10 
 

Question : Please rate the following statements on a 10 point scale. 1 means that you totally disagree, 10 means that 

you totally agree and the ratings in between enable you to qualify your judgment. 

1. There should be a high collaboration among departments to ensure the success of innovation 

 

2. Everybody should know about the existence of the innovation department and its purpose 

 

3. Decisions on which innovative projects to pursue should result from a fair and transparent process 

 

4. There should be a carefully managed innovation pipeline 

 

5. Employees' innovation skills should be taken into account during their personal evaluations 

 

6. New ideas should always have a key stakeholder supporting them 

 

7. Every new idea should follow a protection process (patent, copyright, etc.) 

 

8. Any innovation process should start with an analysis of what has been done already 

 

9. Innovation should be a matter of organization and method, not of talent 

 

10. We should heavily rely on external consultants to support and develop innovation 

The process of innovation should be clearly defined to ensure more success to the projects 
The generation of new ideas should be supported by human resources tools (evaluation and rewards) 

16 

41,0 
51,3 

41,0 
43,6 

0,0 
7,7 

35,9 
92,3 

30,8 
38,5 

5,1 
53,8 

69,3 
100,0 

59,0 
30,8 

10,3 
69,2 

43,6 
74,4 

28,2 
51,3 

15,4 
23,1 

56,4 
94,9 

33,3 
41,0 

23,1 
53,8 

66,6 
100,0 

53,8 
30,8 

12,8 
69,2 

59,0 
87,2 

51,3 
48,7 

7,7 
38,5 

69,2 
97,4 

53,8 
51,3 

15,4 
46,2 

48,8 
64,1 

46,2 
48,7 

2,6 
15,4 

41,0 
71,8 

33,3 
46,2 

7,7 
25,6 

People and Process 
Expectations vs. Reality 
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17 

Budget and staffing perspectives 

Innovation internal resources were raised during the crisis and will increase even more as the crisis ends 
External resources are steady overall, demonstrating both resistance in a difficult environment but uncertainty for the future 
In these conditions, the spread between both tendencies leads to internalization of Innovation core assets 

What is your budget for external 
consulting? (kϵ) 

What is your budget for innovation? (Mϵ) 

42,3 

44,8 

48,2 

2009 2010 2011*

+5,9% 

+7,5% 

All Figures are averages of responses 

*: Estimates by the respondents 

How many people work on innovation 
within your department/group? (FTE) 

41 
42 

47 

2009 2010 2011*

+11,5% 

+2,9% 

311,4 

325,6 

332,3 

2009 2010 2011*

+4,6% 

+2,1% 
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18 

External Consultants 

No 
23% 

Yes 
77% 

Strong presence of the consultants engaged in a long term process of close support 
 

Do you receive the support of external consultants 
to help you with innovation? 

 Which among the following services do your external consultants 
provide? 

3% 

3% 

10% 

43% 

53% 

70% 

70% 

Creativity Sessions Animation

Process Management

Lectures

Project Management

Seminars

Training

Advice and coaching
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Agenda 

19 
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No 
21% 

Yes 
79% 

20 

IM Sources of information (1/2) 

Lƴ ǘƘƛǎ ŎƻƴǘŜȄǘ ƻŦ ƛƴǘŜǊƴŀƭƛȊŀǘƛƻƴ ŀƴŘ ƴƻǾŜƭǘȅΣ LƴƴƻǾŀǘƛƻƴ aŀƴŀƎŜǊǎ ǎŜŜƪ άƭƻƴƎ ƛƴŦƻǊƳŀǘƛƻƴέ ŦǊƻƳ ōƻƻƪǎ ŀƴŘ ŀǊǘƛŎƭŜǎ 
Their reading habits are overwhelmingly above average managers, both in share of population and number of books 
With a book read on average every 2.6 months, Innovation Managers are not scholars either and remain selective on sources 

 Do you read management books on innovation? If yes > How many in a year?  

10% 

68% 

13% 
3% 6% 

<1 1-5 5-12 12 - 24 >24

NB : 42% of college graduates never read another book after college. Statistics gathered for the US by Jenkins Group, published by Dayton University 
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Survey conducted by 

21 

IM Sources of information (2/2) 

No 
44% Yes 

56% 

Yes 
49% 

No 
51% 

IMs use internet less than books for information (49% only), even though companies provide subscriptions 
23% only rely on Internet to find appropriate books and 21% to read from authors as they seek to make their own minds 
CƻǊ ǘƘŜ рл҈ ǘƘŀǘ ŦƛƴŘ ƛǘ ǳǎŜŦǳƭΣ ƛǘ ƛǎ Ƴŀƛƴƭȅ ƻƴ ƛƴǎǇƛǊŀǘƛƻƴ όάCƻƻŘ ŦƻǊ ǘƘƻǳƎƘǘǎΣ ƴŜǿǎέύ ŀƴŘ ŀƴŀƭȅǎƛǎ όά.ŜƴŎƘƳŀǊƪǎΣ ǎǳŎŎŜǎǎ ǎtorƛŜǎέύ 

Do you regularly visit websites useful to you for innovation? 

Do you have online or offline media subscriptions 
paid by your company? 

What type of information are you looking for 
in overall online and offline media? 

18% 

21% 

23% 

41% 

59% 

64% 

69% 

69% 

Quotes

Editorial

Books to read

Methods and advice

Success stories

Benchmarks

News

Food for thoughts
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22 

Internet use 

How frequently do you use internet for professional purposes? 

0% 

3% 

3% 

10% 

85% 

Never

Once or twice a month

Once a week

Once a day

Several times a day

Internet has completely been integrated as a professional tool by Innovation Managers 
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Survey conducted by 

Communication tools and Web 2.0 

13% 

15% 

23% 

33% 

44% 

51% 

59% 

67% 

67% 

90% 

Other tools not dedicated to innovation

ERP Software (SAP, Oracle, etc.)

Other tools dedicated to innovation

Databases  (Access, DBB, etc.)

Knowledge Management Solutions

Video Conference

Collaborative tools (e.g. forums)

Mobile telephone

Intranet groups

Emails

0% 

5% 

10% 

13% 

18% 

33% 

46% 

51% 

56% 

RSS Feeds

Not authorized by the firm

Other tools

None

Micro messaging (e.g. Twitter)

Social networks (e.g. Facebook)

Private information  sources (e.g. blog)

Professional social networks (e.g. LinkedIn)

Community websites (e.g. professional forums)

Communication tools used professionally 

IM usage of Internet 2.0 medias is far above average managerial use and, most importantly, above corporate policy or practice 
Real time medias are favored (emails 90%, mobile phones 67%) over KM (44%) or ERP (15%), threatening experience building 
Facebook (33%) and Twitter (18%) still used by a minority, but strongly emerge however as professional tools for IMs 
 

Focus on social networking tools used professionally 

23 
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Survey conducted by 

24 

Social Networks 

Yes 
56% 

No 
44% 

Yes 
44% No 

56% 

Interacting on social network for professional reason is slightly less common than for personal reasons but they overlap 
The idea of online social communities as a professional tool is integrated by almost half of IMs 
Social networks are mostly used one way from the outside in to discover and learn rather than to propose or discuss ideas 
In this, IMs are pioneers inside their own organizations, even though these organizations are already ahead of others 
 

Have you ever encouraged personal contacts or friends to 
open accounts on social networks or community websites? 

Have you ever encouraged professional contacts or collaborators to 
open accounts on social networks or community websites? 

18% 

21% 

28% 

41% 

46% 

67% 

Propose ideas

Other

Comment and discuss

Watch and monitor

Share and broadcast information

Discover and learn

Do you use social networks and community websites to : 
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25 

Verbatim 

»

  

« How are « external » technologies integrated into the company? 

How are information flows managed with these new tools? 

We can no longer oppose the development of these tools, especially because we hire young 

people for whom Internet is a daily tool. It is now impossible to forbid the access or the 

tools, it  is better to support them and manage them. 

I think the it  is in the interest of everybody in the company and not only of innovation. Social 

networks should be managed by HR with the challenge to drive the human change: how can 

users be educated to control what they say on social networks? 

Social medias help reduce the clusters within the company. Youngest collaborators use 

them naturally to engage in informal communication with their friends. LǘΩǎ both useless 

and counter-productive to try and prevent them because what we forbid internally, the 

collaborators do it  externally. 

We have created internal social networks to foster formal and informal communities. For 

instance, a network dedicated to women on which they can share questions and issues 

linked to commonly shared situations.  
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Survey conducted by 

26 

Verbatim 

»

  

« How is knowledge managed in the company in the social media environment? 

How do these new tools impact the internal/external relations? 

We have created a forum which is a laboratory to share projects and to seek advice and 

ideas from our clients. We started by opening it  internally and, today, its launch with the 

clients is eagerly awaited by our employees who want to share more with the clients. 

The relation between internal and external information is a real challenge. How to keep the 

knowledge management efficient without  tampering with the creative drive while the 

whole structure is under άŀǘǘŀŎƪέ with the tools introduced by young collaborators? How 

to keep the coherence between tens of thousands of people? 

Another key question is raised by the fact that collaborators actually lead the change in 

terms of technology and IT services strive to keep up. Whereas technologies used to be 

developed internally. Should we continue to develop our own technologies or adopt 

external ones? 
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27 

Corporate communication on innovation 

10% 

13% 

15% 

62% 

No communication

Internal communication only

External communciation only

Internal and external communication

Yes 
38% 

No 
62% 

Companies are a large majority not to communicate on their innovation activity. Those which do communicate 360Á however. 
When dealing with external communication, companies rely mostly on secured channels such as PR (51%) and Advertising 
The low presence on social networks confirms that innovation is sensitive and that communication is mostly done a posteriori 

Do you produce public information 
on the innovation process of your company? 

If yes > In what form? 

Does your company publish information related to its 
innovation process through one of the following means? 

8% 10% 10% 10% 

21% 23% 
28% 

33% 36% 

49% 51% 

64% 
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External Networking 

No 
44% 

Yes 
56% 

Yes 
31% 

No 
69% 

! ƳŀƧƻǊƛǘȅ ƻŦ Laǎ ŀǊŜ ƳŜƳōŜǊǎ ƻŦ άǊŜŀƭ ƭƛŦŜέ ŜȄǘŜǊƴŀƭ ǇǊƻŦŜǎǎƛƻƴŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴǎΣ ŀƴŘ ƻǾŜǊŀƭƭ ƘƛƎƘƭȅ ƴŜǘǿƻǊƪŜŘ ǇǊƻŦŜǎǎƛƻƴŀƭǎ 
Lack of relevant propositions and fear of being exposed account for low participation in dedicated Innovation Workgroups 
The complementarity of Internet 2.0 proficiency and professional networking skills defines this new community 

Are you actively involved in or a member of organizations  
or professional groups specifically related to innovation? 

Are you actively involved in or a member of organizations 
or professional groups in general  (not related to innovation)? 

28 
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29 

Collaboration with external partners 

No 
33% 

Yes 
67% 

15% 

19% 

19% 

19% 

31% 

50% 

77% 

88% 

Fans and end-consumers

Opinion Makers

Direct competitors

Other

Partially competitive partners

Clients

Non competitive partners

Suppliers

This distance with professional organizations is also compensated by open network attitudes in daily working processes of IMs 
The balance between negotiating and general interest is yet to find, as innovation is conducted with suppliers more than clients 
.н/ ƛƴǘŜƎǊŀǘƛƻƴ ƛƴ ǘƘŜ ƛƴƴƻǾŀǘƛƻƴ ǇǊƻŎŜǎǎ ƛǎ ǎǘƛƭƭ ƳŀǊƎƛƴŀƭΣ ŘŜǎǇƛǘŜ άŎǊƻǿŘǎƻǳǊŎƛƴƎέ ŦŀŘ ŀƴŘ ōǳȊȊ ƻǾŜǊ ǘƘŜ ƭŀǎǘ мл ȅŜŀǊǎ  
 
 

If yes > Do you collaborate with: Within your job, do you actively collaborate with 
people working outside of your company? 
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Survey conducted by 

0% 40% 60% 80% 100% 20% 

« Important in my opinion » 
« Accomplished in my company » 

6 - 8 9 - 10 
 

Question : Please rate the following statements on a 10 point scale. 1 means that you totally disagree, 10 means that 

you totally agree and the ratings in between enable you to qualify your judgment. 

1. Successes derived from innovation should be publicized, celebrated and made into symbols 

 

2. Innovation results should be publicized as an important aspect of a company's reputation and image 

 

3. Decision making on ideas to implement should be transparent and fair 

 

4. Failures resulting from innovation should be communicated, and made into lessons learned 

 

5. Innovation managers should be evaluated on the quality of the process 

 

6. There should always be a process to improve ideas before deciding to implement or not 

 

7. Innovation processes should be publicized as an important aspect of a company's image 

 

8. Innovation managers should be evaluated on the quality of the results 

 

9. Employees should consider it a part of their job and enjoy giving ideas without any further incentive 

 

10.Incentives should be used to encourage employees to participate in the innovation process 

Innovation should be accompanied by a communication strategy during the whole process 
IM value the innovation results (89,8%) more ǘƘŀƴ ǘƘŜ ƛƴƴƻǾŀǘƛƻƴ ǇǊƻŎŜǎǎŜǎ όтсΣф҈ύ ƛƴ ǘƘŜ ŎƻƳǇŀƴƛŜǎΩ ǊŜǇǳǘŀǘƛƻƴ 
Respondents report that collaborators should be given the possibility to learn from successes and failures and to get involved 

30 

Communication and Values 
Expectations vs. Reality 

61,6 
89,8 

51,3 
46,2 

10,3 
43,6 

46,2 
79,5 

38,5 
59,0 

7,7 
20,5 

51,3 
76,9 

35,9 
43,6 

15,4 
33,3 

33,4 
84,6 

23,1 
53,8 
10,3 

30,8 

17,9 
87,2 

12,8 
43,6 

5,1 
43,6 

59,0 
94,8 

46,2 
41,0 

12,8 
53,8 

46,2 
82,1 

30,8 
51,3 

15,4 
30,8 

61,5 
89,8 

41,0 
46,2 

20,5 
43,6 

43,6 
71,8 

35,9 
41,0 

7,7 
30,8 

46,2 
69,2 

35,9 
51,3 

10,3 
17,9 
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Survey conducted by 

Agenda 

31 

Key Findings p. 2 

Reporting and time allocation p. 6 

Scope and means p. 11 

Communication and collaboration p. 19 

Methods and tools p. 31 

Achievements and perspectives p. 38 

!ǇǇŜƴŘƛȄΥ wŜǎǇƻƴŘŜƴǘǎΩ ǇǊƻŦƛƭŜǎ p. 44 
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32 

Training and Facilities 

51% of the respondents have completed a formation in innovation, showing the recognition of innovation as a pole of competence 
A third of the companies have dedicated physical places to innovation 
 
 

Yes 
33% 

No 
67% 

No 
49% 

Yes 
51% 

Have you completed any special training related to 
your current position on innovation? 

Is there a specific room, building or facility dedicated to  
innovation in your company? 

In your company is there a formal template to suggest ideas 
with compulsory fields and/or standard criteria? 

Yes 
46% No 

54% 
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Survey conducted by 

Innovation Methods and Tools (1/3) 

No 
46% Yes 

54% 

Half of the respondents do not rely on a method to promote innovation : a two-way approach on innovation management 
Although there are trainings and seminars, 45% of the respondents value the empirical approach (learning from previous projects) 

Is innovation supported by a commonly shared method 
in your company? 

 If yes > How did you acquire it?  

33 

24% 

38% 

43% 

48% 

48% 

Other

Seminars

Books

Trainings

Previous projects
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34 

Innovation Methods and Tools (2/3) 

Have you or your company designed or improved specific 
innovation methods? 

Innovation methods are commonly shared by innovation managers 
Companies are using tools rather than producing them 
Tools developed are designed to help the emergence of ideas 
 
 

For what purpose and how did they improve existing message 
and tools? 

Á Better analysis of the situation 
Á Better solutions proposed 
Á Punctual contributions acknowledged (e.g. from experts) 

Á Training sessions for specific needs 
Á Sharing best practices 
Á To encourage new ideas 

Á An employee program to submit ideas which  
are evaluated by a team of technical and marketing 

Á A dedicated structure making fast prototypes to test new 
ideas by a dedicated team out of traditional markets 

Yes 
21% 

No 
79% 
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35 

Innovation Methods and Tools (3/3) 

Do you know any of the following innovation methods and tools? 

Strong notoriety of the most common tools revealing potentially a fertile environment for ideas to emerge 
 
 

26% 

31% 

41% 

46% 

56% 

56% 

59% 

62% 

97% 

The 6 hats

TRIZ

Creative Problem Serving (CPS)

Six sigma

Metaplan/ Post it

Divergence / Convergence

Analogies

Mindmapping

Brainstorming
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Survey conducted by 

Rewards and Incentives 

The majority of the organizations rewards ideas 
Ideas are selected by the filter of top management in 52% of the cases 
 
 

Are ideas and suggestions rewarded in your company 
within the scope of an innovation process? 

Which ideas are rewarded? 

How are they rewarded? 

36 

Yes 
56% 

No 
44% 5% 

9% 

9% 

14% 

14% 

36% 

55% 

Ideas selected by clients

Competition

Other

All of them

Ideas selected by peers

Ideas selected by the Innovation team

Ideas selected by top management

5% 

5% 

36% 

41% 

59% 

Points of credits

Patents

Fixed amount of money

Variable amount of money

Symbolic acknowledgement
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Survey conducted by 

0% 40% 60% 80% 100% 20% 

« Important in my opinion » 
« Accomplished in my company » 

6 - 8 9 - 10 
 

Question : Please rate the following statements on a 10 point scale. 1 means that you totally disagree, 10 means that 

you totally agree and the ratings in between enable you to qualify your judgment. 

1. Risk taking should be encouraged and rewarded  

 

2. Disturbing or provocative ideas should be always welcome in the innovation process 

 

3. Innovative ideas should be welcome on everything, one should never know what to expect 

 

4. A large majority of collaborators should share a corporate culture to ensure the success of innovation  

 

5. Everyone should have and propose innovative ideas related to their job 

 

6. Innovation managers should stay aware of all the new ideas within their company 

 

7.  Some departments or people should be more dedicated to innovation than others in the company 

 

8. New technologies should be a key driver for innovation in the corporate environment  

 

9. New management methods should be a key driver for innovation in the corporate environment 

 

10. Innovative projects should start discreetly to have a higher chance of success 

 

 

 

 

 

 

 

 

 

64,1 
87,2 

38,5 
41,0 

25,6 
46,2 

48,7 
87,2 

33,3 
35,9 

15,4 
51,3 

43,6 
82,1 

35,9 
53,8 

7,7 
28,2 

61,5 
87,2 

53,8 
51,3 

7,7 
35,9 

48,7 
94,9 

46,2 
46,2 

2,6 
48,7 

51,3 
89,7 

35,9 
46,2 

15,4 
43,6 

56,4 
100,0 

53,8 
51,3 

2,6 
48,7 

43,6 
48,7 

35,9 
43,6 

7,7 
5,1 

51,3 
92,3 

43,6 
38,5 

7,7 
53,8 

46,2 
97,4 

38,5 
46,2 

7,7 
51,3 

100% of the respondents consider risk taking as a key success factor, but only 56% of their companies 
фт҈ ƻŦ La ōŜƭƛŜǾŜ ƛƴ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ άŘƛǎǘǳǊōƛƴƎ ƛŘŜŀǎέ όрм҈ ǊŀǘƛƴƎ ф ƻǊ млύ ōǳǘ ƻƴƭȅ пс҈ ƻŦ ǘƘŜƛǊ ŎƻƳǇŀƴƛŜǎ όу҈ ǊŀǘŜŘ ф ƻǊ 10) 
Innovation Managers rely more on a commonly shared culture of disruption than new technological or managerial trends 

37 

Methods and Collaboration 
Expectations vs. Reality 


