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[bookmark: _Toc73218701]Proposed outline of the lesson
Table below proposes outline of the Innovation management lesson and the estimated duration of each sub-session. In the following chapters, you can find the topics we recommend you cover under each stage. Adaptions to the learning material are encouraged, please inform the CM team if you alter the materials, so we could consider the adaptions to be included for the course to be carried out in 2021.


	ORDER
	SUB-SESSIONS
	ESTIMATED DURATION[footnoteRef:1] [1:  The study material does not propose the possible breaks that might be needed to keep the focus and good pace. Teachers are expected to estimate the need for breaks based on school and group specific needs.] 


	0
	Preparation: students to do some warmup tasks and gain intriguing innovation literature
	Prior to class

	I
	Introduction: general discussion based on everyone’s personal experience and the homework students were invited to complete (see previous chapter)
	10 min

	II
	Innovation management session: presentation with practical tasks
	45 min

	III
	[bookmark: _Hlk51445621]Afterparty: additional creative thinking method, idea evaluation and development method exploration that could help in innovation management
	After the class





[bookmark: _Hlk51445536][bookmark: _Toc73218702]0 - PREPARATION
All students at the age of 15-18 are welcome to take part in the course. No previous experience is required. Only an open mind and curiosity to learn something new are needed to complete the proposed assignments.
[bookmark: _Toc73218703]Homework prior to the lesson 
DO:
· Exercise.1. In 2 minutes write down as many functionalities of pencil as possible (be creative)
EXPLORE ADDITIONAL LITERATURE SOURCES:
· Anthony, S.D., 2012, The little black book of innovation, Harvard Business review Press,Boston 
· Berkun, S.,2001, The Myths of Innovation, O’Reilly, Sebastopol 
· Gailly, B., 2018, Navigating Innovation, Springer
· Schaufeld, J., 2015, Commercializing Innovation, Springer 
· Tidd, J., Bessant. J., Pavitt, K., 2001, Managing Innovation, 2nd edition, John Wiley&Sons




[bookmark: _Toc73218704]I – INNOVATION MANAGEMENT
Estimated duration of the session ~45 minutes
Slides: INNOVATION MANAGEMENT .pptx
Currently – at the age of information based economy the role of innovations becomes even more crucial.
The role of innovations has been widely discussed nowadays, because of the drawn conclusion, that it is the main precondition for the ability to maintain competitiveness of economy (Porter, 1985), (Christensen, et al., 2003), (Tidd et al., 2005) and business (O’Reilly, 2008), (Nooteboom, 1999). The main motivating factors for implementing innovations in a company are covered by Oslo Manual:
1. Improvement of company operations;
1. Improvement of productivity;
1. Increase the ability to create innovations;
1. Maintaining competitiveness and creation of competitive advantage (OECD, 2005).
As it seems innovations are a crucial element of our age, but what is innovations? There is a variety of definitions, but they all have common consensus on these elements:
· Innovation is the main force behind economic development and has existed since the dawn of the mankind;
· Innovation is the process and the effect of the process can be managed to influence its results;
· The result of the innovative process gives measurable benefits to the parties involved;
· Most well-known manifestation of innovations are the development of new products, manufacturing of product from new materials, development of new product design, method or strategy that is used to achieve better results;
· Invention is a part of innovation.
[bookmark: _Toc402770090][bookmark: _Toc73218705]1.1. Definitions of Innovation
The term innovation has been defined in various ways and each definition encompasses a different aspect of the concept:
· An innovation is the implementation of a new or significantly improved product (good or service), or a process, a new marketing method, or a new organizational method in business practices, workplace, organization or external relations (OECD, 2005).
· The minimum requirement for an innovation is that the product, process, marketing method or organizational method must be new (or significantly improved) to the company. This includes products, processes and methods that companies are the first to develop and those that have been adopted from other companies or organizations (OECD, 2005).
· A common feature of an innovation is that it must have been implemented. A new or improved product is implemented when it is launched on the market. New processes, marketing methods or organizational methods are implemented when they are brought into actual use in the company operations (OECD, 2005).
· An innovation is defined as:
· The introduction of a new item that is one with which consumers are not familiar yet, or of a new quality of an existing item.
· The introduction of a new method of production, which needs by no means be founded upon a discovery of something scientifically new, and can also exist in a new way of handling a commodity commercially.
· The opening of a new market; that is the market into which a particular branch of manufacturer of the country in question has not previously entered, whether or not this market has existed before.
· The conquest of a new source of raw material supply or half-manufactured goods, again irrespective to whether this source has already existed or whether it has first been created.
· Carrying out of a new organization of any industry, like the creation of a monopoly position (for example through trustification) or breaking up of a monopoly position (Schumpeter, 1934).
· In an essential sense, innovation concerns the search for, and the discovery, experimentation, development, imitation, and adoption of new products, new production processes and new organizational set-ups (Dosi, 1988).
To better understand what innovation is and what it is not, The Oslo Manual points out changes in company, which are not innovations:
· Trading of new or improved products by wholesalers, retailers, warehouses and transport companies are not considered innovations;
· Purchasing or minimal upgrading of hardware that is identical to already installed one or extension or modernization is not innovation. New hardware or upgrade must be new in the company un must contain significant technical improvements;
· Firms engaged in product production and make single and often complex items according to customers’ orders. Unless the one-off item displays significantly different attributes from products that the firm has previously made, it is not a product innovation.
· Changes in the price of the product or the productivity of the process as a result of change in factual prices;
· If a company suspends some activities aimed at improving its efficiency, it is not an innovation;
· In certain industries such as clothing and footwear there are seasonal changes in the type of goods or services provided which may be accompanied by changes in the appearance of the products concerned. These types of routine changes in design are generally neither product nor marketing innovations. For example, the introduction of new season anoraks by a clothing manufacturer is not a product innovation unless the anoraks have, for example, a lining with significantly improved characteristics. However, if the occasion of seasonal changes is used for a fundamental change in product design,  that is a part of a new marketing approach used for the first time by the firm, this should be considered a marketing innovation (OECD, 2005).
INNOVATION = NEW IDEA + VALUE + IMPLEMENTATION
[bookmark: _Toc402770092][bookmark: _Toc73218706]1.2. Preconditions of Innovation
Some researchers write about the preconditions of innovation, for example, Skarzynski and his partners have identified 3 crucial preconditions – time and space, diverse thinking, combinational chemistry (see figure No 1.1.)
[image: ]
Figure no. 1.1. Preconditions of innovation
Source: Skarzynski et al. (2008)
Innovations have to have a defined time and space where people can operate within the process of innovation – that is to generate ideas and experiment. Google has 70/20/10 law, which allows employees to use 10% of work time for their projects, 20% for strategic goals and 70% for their direct work. Such companies as 3M and Gore have followed the example of Google by giving their employees respectively 15% and 10% of their time for innovations.
Diverse thinking is also crucial for innovations. To create such a thinking company one needs:
· Analytical and creative thinking;
· People from different levels in the organization;
· People with and without experience;
· People of different ages;
· People who master technologies and people who master people’s psychology;
· People from within and outside company.
The third precondition is to make the combinational chemistry, by making the structure of the company open to such initiatives, provide free flow of ideas etc.
[bookmark: _Toc402770094][bookmark: _Toc73218707]1.3. Different Ways of Innovation Classification
Innovation can be classified by its results, pace of implementation, significance, process of cooperation etc. Each of the innovations can be classified in many different ways, for example, iPhone 6could be considered as a technological innovation as well as product innovation or gradual innovation, etc.
[bookmark: _Toc402770095][bookmark: _Toc73218708]Product, Process, Marketing, Organization Innovation
A product innovation is the introduction of goods or services which are new or significantly improved with respect to their characteristics or intended uses. This includes significant improvements in technical specifications, components and materials, incorporated software, user friendliness or other functional characteristics. Examples – e-book readers, walkmans or GPS. Improved product innovations are a new model of Gillette razors or a new smartphone model.
A process innovation is the implementation of a new or significantly improved production or delivery method. This includes significant changes in techniques, equipment and/or software. Examples - implementation of barcodes or new machinery in the process of manufacturing, use of computers in product design, new methods of supply etc.
A marketing innovation is the implementation of a new marketing method involving significant changes in product design or packaging, product placement, product promotion or pricing. Examples –mineral water producer Zaķumuiža fills its water in bottles as well as different types of plastic containers like small yogurt cups.  As a marketing innovation, an unusual advertisement in social networks or new methods of funding using Kikstarter may be considered etc. 
An organization innovation is the implementation of a new organizational method in the company business practices, workplace organization or external relations. Examples – remote work opportunities or non-hierarchical organization of company or self-organization, like transport sharing network Uber.
[bookmark: _Toc402770100][bookmark: _Toc73218709]1.4. Innovation Process
There are many views of how to define the innovation process, but one of the well-known conceptions is a theory of author A.T. Kearny - that innovation process consists of three parts- idea management, development processes and launch/ continuous improvements (IMP3prove, 2014), see figure 1.2.
[image: ]
Figure no. 1.2. Innovation process
Source: developed on the basis of IMP3prove (2014)
The first part of innovation process is idea management. It consists of two parts- idea generation and idea development. Usually the first part is used to find a solution to a defined problem. Ideas could be created by a closed group, or the process of creation could involve many parties, such as customers, partners, suppliers, etc. Ideas could be created after a competitor or partner analysis. This process involves also idea management - idea evaluation and project/business plan development.
The second part of the innovation process is development processes, which includes research, development and deployment. The second phase may include a variety of activities: 
• Research and scientific basis.
•Invention and intellectual protection.
•Prototype, pilot development, testing and improvement.
•Implementation planning.
•The required purchase of technology or the improvement. 
•The launch.
The third phase is the launch/continuous improvements. At this stage the most important activities are innovation marketing, controlling, monitoring.
Innovation process in organization can be managed by a particular manager (the enterprise, innovation or project manager), which carries out the process of innovation management in collaboration with stakeholders. But it is possible that each stage of the innovation process has its own responsible person. 
[bookmark: _Toc402770101][bookmark: _Toc73218710]1.5. Innovation management
Innovation management’s goal is to successfully implement the innovation. On the base of it there is an innovation process, but the innovation ​​management is a complex system, which includes other components essential for innovation management. “A.T. Kearney House of Innovation” reflects a complex nature of innovation management, see figure 1.3.
[image: http://innovationmanagement.se/wp-content/uploads/2012/12/at-kearny-house-of-innovation.jpg]
Figure no. 2.3. “A.T. Kearney House of Innovation”
Source: A.T. Kearney (2013)
‘’A.T. Kearney House of Innovation” concept covers all innovation management elements- from innovation strategy, innovation organization and culture to the innovation process (innovation life cycle management) and the enabling factors of innovation management (human resource management, IP-/knowledge management, project  and program management, controlling, IT management), innovation results.

[bookmark: _Toc73218711]

III – AFTERPARTY
Afterparty: additional creative thinking method, idea evaluation and development method exploration.

SOURCES FOR EXPLORATION 

· www.creatingminds.org 
· www.mindtools.com 
· www.edwdebono.com 
· www.thinkingschool.co.uk/resources/thinkers-toolbox / 
· www.mindwerx.com 
· www.fivewhys.files.wordpress.com
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Lecture materials


Handouts to students and material for lecturer


Presentations


Include’s all information from lecture materials as well as tasks


Presentations might be given to students
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