Company Name:  Yahoo!
Overview
· Yahoo! defined innovation as ‘differentiation’.

· Yahoo! recognises a need to change.  A need to re-vitalise its ability to innovate.  It can manage incremental change to its current products, but needs to revive its ability to stimulate ideas for new products.

· We question if Yahoo! will be able to re-create what it was.

· It appears to be desperate to add lots of process in its innovation, but its old culture still seems to dominate.  We suggest that Yahoo! should retain some of its old culture, particularly where it is seeking step-change innovation.

· It still sees its mainstream revenue coming from Internet advertising, especially as TV advertising is becoming easier to block.

Culture
· Yahoo! comes over as a young company, full of verve that generates many ideas and wishes to move rapidly.
· The reception area, communal areas, and to a lesser extent working (cubicle) areas signalled the culture.

· We sense that its employees are delighted and proud to work for Yahoo!
· There is a sense of loss of its earlier spirit and operating environment.

· Yahoo! is not ready to spin off new ventures from the ‘established’ company, yet we feel that it may have to do so to recapture the earlier spirit.

Communicating its strategy
· Yahoo!’s strategy is unclear, so it cannot communicate it well.

· It thinks in terms of three years maximum for strategic purposes, reflecting its original product development cycle which could be as short as two weeks, but which have now grown to typically six months.

· Yahoo! has recognised the need for its leaders to ‘walk the talk’, but if the strategy is unclear, the talk will reflect that.

Who innovates?
· Everyone is encouraged to innovate.
· Business units are encouraged to innovate.
· Everyone is encouraged to spend one day per month to think.

· Business units are expected to allocate a percentage of their budgets to develop new ideas.

· Business units are told that they must not work to 100 per cent capacity.  They must leave slack to allow for innovations.

· Bonuses are paid for ideas.

· Yahoo! has recently established labs to innovate.
· Councils (of Yahoo! people) vet the ideas that are generated.  They exist for science and technology, products and processes, business strategy, business unit specific, and department specific ideas.  Ideas often do not fall neatly into these categorisations.  Despite wishing to have solid processes and vetting procedures, we gained the impression that if an executive ‘felt’ that an idea was good, it would proceed.

· Yahoo! has recently created the idea of ‘tiger teams’ to progress ideas.  We suspect that these existed in the ‘old’ days, but not by that name.  Indeed, we heard of people who would work over a weekend to build a new product.

How does it understand where to innovate?
· Although we heard that Yahoo! makes extensive use of focus groups, we also heard that it is wrestling with a multiplicity of consumer segments.  We sense that it is really driven by the actions of its competitors, and that its reaction is to get half a step ahead of the best competitor in each of its multiple product areas.

· Yahoo! does not appear to design products to appeal to its target customer segments.

· Its declared policy is to create essential life services for consumers – ‘a life engine’.

Branding
· We felt that Yahoo! is unsure of its brand.

· Some felt that it over-branded its working environment, whilst others liked that.

· We were unsure about its brand extensions via licensing.  Too many of the agreements licensed ‘cheap toys’ that would not strengthen the brand with mature, serious users of its products.
The role of CIO/IT
· The CIO has the hallmarks of having come from larger, mature organisations.

· His IT department is restricted to supporting basic, inward-looking business processes.

· The IT department has recently adopted tools to support the innovation process, particularly idea management tools.

Company Name:  HP

As an Innovative Company

1. How does the case study communicate its strategy and vision around innovation?

· Top down.
· CEO coffee talks.
· Getting buy-in through portal.
· Communication IT-enabled.
2. What are the characteristics of the case study’s innovation strategy?

· Emphasis on simple.
· Exceeding expectations.
· Flexibility.
· Charge/innovation is there to create value.
· Two-tier strategy:

–
Incremental with business.
–
Radical in lab but has to be bought by business.
· Labs report straight to CEO.
3. Are certain individuals and/or departments charged with innovating on behalf of the corporation, or is everyone expected to innovate? 

· Incremental – everyone.
· Radical – labs.
4. How does target setting encourage innovation?

· Clarify about what to do.
· Targets were such that they required information.
5. How has the leadership team’s actions confirmed its commitment to innovation?

· Head off if you don’t perform.
· Investment in R&D within HP and with partners.
· Maintaining labs/commitment to fundamental research.
6. How does the case study’s culture encourage innovation?  How does it create/maintain the right culture?

· Independence of labs.
7. How does the case study ensure that people can network and collaborate – both with others inside the organisation and those external to it?

· Work environment did not encourage informal networking.
· Through good use of conference rooms.
· Portal.
8. What tools (computerised or manual) are used in the innovation processes?

· N/A.
9. How does the case study determine the needs of consumers and non-consumers of its products/services?  

· N/A, though they talk about total client experience.
· Low cost + high tech + total client experience.
10. How does the case study use workspace(s) to encourage innovation?

· Unclear.
11. What is the role of the CIO in the case study’s corporate innovation?

· Highly involved in process innovation as a result of merging Global Operations and IT functions.
· Unaware of involvement in innovation in products and services.
12. What else did we learn?

· Integratation of IT and operations to serve customers better.
· Focus on end-to-end processes.
· Merger was a major opportunity to drive through change.
Take aways

· Structure follows strategy.
· HP does not do anything special around the portal.
· Good governance.
· Provide clear starting point for change.
· High focus on R&D/high synergy.
· Top down but watch your head.
· Powerful approach to merger.
Company Name:  HP (continued)
As a Supplier of Technology that will Drive Innovation

1. Describe the technology

· WE saw several technologies in HP Labs that could drive innovation.

· In these notes, we focus on the HP portal which was developed for in-house use, but is now commercialised.
2. What are the unique distinguishing features (product, service, or company)?

· None.
3. What are the perceived weaknesses/shortcomings?

· Lack of people focus.
· Too IT driven?

4. What are the potential applications of the technology?

· In general:
· Digitalising process brings out silo issues.
· Self service of processes.
· E-learning.
· Cross organisation collaboration.
· Better integrated design manufacture and sales.
· In your organisation:
· HP product was very similar to that offered in some delegates’ organisations, whilst some others questioned the need for such a product.
· Would add additional layer of cost (unless administration staff could be reduced without impacting levels of service).
· Dependent on a culture where people expect to have to go to look, rather than having information sent to them.
5. How will this technology change your product/service and/or markets?

· Can increase trust.
· Can help speed up things.
Company Name:  Sun Microsystems
1. How does Sun communicate its strategy and vision around Innovation?

· Through strong CEO and leadership team participation.
· By engagement with customers and partners directly.
· By consistently giving the ‘message’ in the same way.
· By keeping the story as simple as possible around dramatic cost reduction opportunities for customers.
2. What are the characteristics of Sun’s Innovation strategy?

· Focus on support to all ‘open’ forums across the different components of network computing.
· Exploitation of all developments embracing Java.  

· Focus on key industry changing technologies – for example, RFID.
· Focus on collaboration with partners and customers through iForce facilities.
· Role and remit of new COO to synchronise portfolio of execution activities and ensure their alignment with business strategy.
· Focus on the following innovations: 

–
Business model innovation (subscription model get hardware for free).
–
Desktop innovation (Star Office bundled and costing 75 percent less than MS Office and Sunray desktop virtualisation).
–
Microprocessor innovation (chip multi-threading).
–
Low cost innovation (Linux bundled on 64 bit compatible machines).
–
Operating system innovation (Solaris 10 release).
3. Are certain individuals/departments charged with innovating or is everyone expected to innovate?

· Everyone is expected to contribute.
· Culture is to think beyond the boundaries of the problem.
· The company expects individual passion to drive new ideas out rather than systematising everything.
· iForce centres seek to fast prototype solutions.
· Sun Labs seem to be far more focused on short-term delivery of strategy.
4. How has the leadership teams actions confirmed its commitment to innovation?

· Strong, controversial CEO in Scott McNealy.
· Seems to ‘walk the walk’.
· Held in high regard by staff.
· Head of Labs reports direct to CEO.
5. How does Sun ensure people can network and collaborate?
· Extensive network worldwide.
· Collaborative tools as required.
· Idea generation processes in place.
· Key proactive role played by Labs in connecting with top flight academics.
· Creation of its own iForce facilities around the world to facilitate customer and partner discussions FOC.
6. What explicit processes are in place to support innovation?

· Recruitment of good people.
· Beta testing of product done in-house first before release.
· No formal structures for innovation.
7. What tools are used in the innovation process?

· Intranet.
· Portals and directories.
· Knowledge bases.
· Email.
· ‘Live link’ document management.
8. How does Sun determine the needs of consumers of its products and services?

· Very strong market research activity. 
· Working with partners.
· Using the products internally itself.
9. How does it determine the markets in which it operates?

· Competitor analysis.
· Broad based market research.
· Java deployment monitoring.
· Close watching and discussion with partners and customers.
10. How does Sun use workspace to encourage innovation?

· Set up of iForce centres for rapid prototyping and collaboration with customers and partners.
· Good facilities and layout internally.
· Balance between home working and flex desktop.
11. What is the role of the CIO in corporate innovation?

· Strong link to CTO.
· Portals for e-learning and development.
· Beta test all live releases internally before moving.
12. What else did we learn?

· Innovation is a definite differentiator here.
· This is disruptive innovation.
· This is a high risk strategy for Sun given their perilous financial. performance over the last nine quarters.
· Strategy articulation was excellent, clear and consistent.
Company Name:  Sun Microsystems (continued)
Technology that will drive Innovation: 

1. Describe the technology driving innovations
· Business model innovation (subscription model get hardware for free).
· Desktop innovation (Star Office bundled and costing 75 percent less than MS Office combines with Sunray desktop virtualisation).
· Microprocessor innovation (chip multi-threading).
· Low cost innovation (Linux bundled on 64 bit compatible machines).
· Operating system innovation (Solaris 10 release).
· Exploitation and promotion of Java across all platforms.
2. What are the unique distinguishing features of the product, service or company?

· Technology development leadership in open standards areas.
· Focus on patenting.
· Stringent control of Intellectual Property management.
3. What are the perceived weaknesses of shortcomings?

· No easy migration from existing Windows platforms.
· Small market share.
· Associated bandwidth requirements for graphics apps.

· Possible resource issues as desktop support needs driven down, network skills requirements go up.
4. What are the potential applications of the technology?

· At the desktop: Sunray virtual desktop running Star Office and Portal.
· Elimination of Viral attacks?

· Dramatic driving down of desktop support costs.
5. How will this technology change your products, processes or organisation?

· Dramatic cost reduction opportunities and improved resilience against viral attacks.
6. Other comments

· The logic and capabilities of this technology are very impressive. Migration hindered by the sunk investment, cost of change (and possible risk) of moving from existing Windows environments. 

· If a person from any one of our business CEO, COO or Marketing ever saw this stuff, especially Sunray, they would say “This is neat – I want this now”.  Or “Why haven’t you given us this before?”

· How does Sun get the right balance between medium to long term investment and short term performance improvement for shareholders?

Company Name:  Facilitate.com
What is this ‘technology’?

· Group facilitation, consisting of: 
· Facilitation services of an experienced facilitator.
· A web-based software tool to assist and enhance facilitated group meetings.
· Option to take just the software tool.
· A technology designed to be used with other tools that support specific needs such as diagramming.

· Available for use on internal computer resources, or via Facilitate.com as the application service provider.

What are its unique selling points?

· Nothing.
· That said, it is well-placed commercially, and offered at an attractive price.

What benefits does it offer?

· Increased productivity from meetings.
· Faster meetings.
· No need for anyone to be in physical attendance – reduces travel costs and demands on attendees’ time.
· Able to extend meetings over longer periods with attendees contributing when they have the time.
· Able to extend the meeting over many time zones.
· Able to extend meetings over several companies.
· Ability to have attendees developing different idea ‘threads’ simultaneously.
· Ability to have attendees attend several meetings simultaneously.
· Ability to make contributions anonymous prevents more senior/more persuasive people from dominating.  Also allows facilitator to input to the debate without implying that this input is right or better.

· Generates more buy-in as attendees feel that they have had fair input and a say in the final outcome. 

· Simplicity of software product enables facilitators to use the tool without the need for high IT abilities.

· Being text based helps multi-lingual meetings.

· Forces planning in advance.

What are its weaknesses?

· Need to ensure that the tool is not seen as a replacement for facilitation skills.
· Could generate too many ideas, needing additional resource to sift and sort.

· Needs all levels of attendees to be able to type at a reasonable rate.  (Not seen as particularly significant today, and will reduce.)

· Some risk of attendees being distracted by the software system.
· No diagramming, documents, automatic translation for multi-lingual meetings, and so on.  However, as mentioned above, we have also listed this as a benefit and noted the ability to assemble a set of tools including this one.

· No automatic translation for multi-lingual meetings.
Other comments?

· Moving to web-based software tool has enabled Facilitate.com to change its business model and enrich the lives of its facilitators.  Rather than have to travel to client sites, the facilitators are able to work from wherever they are and cover more meetings.  The sales team no longer needs to visit potential clients.

Company Name:  Doblin
Takeaways from the session
· You need a clear and shared understanding about what you mean by innovation.
· You have to have a process/model for understanding and executing innovation.
· Did not know before that you could represent and categorise innovation (innovation landscape).
· Being aware of the 10 categories helps to generate ideas – great; it persuaded you to think more broadly about ideas.
· Better understanding of competitive landscape. 

· Ability to look at the whole process – being able to see where competition focuses and where the valleys are.
· The landscape can be used in many ways – for example, get people to discuss why certain areas have not gone into a particular area.
· Innovation is an initiative undertaken by a group of people that produce favourable results in your corporation.
· You can put things into place that help you to achieve and manage presentation

· Enlightening to understand that 2 per cent of innovations create 90 per cent of value – it is about value, not numbers.
· Understanding myths was valuable.
· Insight into the need to do much before starting with idea generation/successful innovation.
· Innovation is a structured approach.
· The importance and role of prototypes – for example, to clarify and get buy-in for the concept – do business case after prototype, not before (certainly for radical innovation).
· He argues that using a process pushes up success significantly.
Technology to Support Innovation 
1. Describe the technology


· Ten innovation categories leading to the development of innovation landscape

2. What are the perceived shortcomings? 

· Be a bit careful about taking the landscape as ‘absolute truth’ as the landscapes are based on published data (which might not reflect all innovation going on in organisations, particularly not company internal process information). 

· Categorisation of innovation might not be easy.
· There might be a reason for no one innovating in the valleys.
Some critical thoughts in general

· The presentation has caused confusion about innovation.
· No discussion of human factors in innovation – a bit too much focus on process, and that it alone does the trick.
Company Name:  Imaginatik
Mark Turrell presented to the Study Tour. 

Imaginatik is a software and professional services company specialising in Innovation and ideas management within corporations.  The tools and techniques shown to delegates are used to create the ‘burning platform’, from which top executives will recognise the need for a focus on innovation within their organisations.

The key tool described highlighted the ‘Innovation Gap’ in organisations and attempted to quantify the amount of future investment required for a company to catch up with its competitors. In addition, the products ‘Idea Central’ and ‘Idea Chain’ were briefly demonstrated.

The Innovation Gap tool, a spreadsheet application, is used with clients gathers data in the following areas:

· Revenue growth.
· Revenue targets.
· Production costs.
· Disruption (revenue at risk).
The data is categorised into operational excellence and the need for innovation. This data is compared to other competitors and players in the sector to identify how the company compares to its peers.

A key feature of the approach is to identify the ‘Innovation Capacity’ within an organisation. This will determine the likelihood of the company being able to bridge the Gap. 

Innovation Capacity was defined as:

· Leadership 45%.
· Climate 25%.
· Process and Tools 30%.
The assessment of all these factors is done typically in parallel with the build of the Gap model, and is done through a series of structured interviews.

Personality styles and the mix of these in teams were highlighted as critical to successful innovation. Imaginatik recognise the use of tools like Myers Briggs in this area but use their own ‘O.R.C.H.I.D.’ model in building teams. 

The mechanisms Imaginatik use for organising teams for maximum innovation effectiveness were discussed. These involved the identification of targets: the initiator of an innovation, problem owners and types together with inputs from an Innovation Process Expert (IPE).

The typical life cycle of an innovation moves through the following stages:
· Frame the idea.
· Manage the idea.
· Manage the concept.
· Design deliver and execute.
· Launch the concept.
· Expand the concept.
The ways to fast track through the process were discussed. The following lessons have been learned in deploying this methodology:

· Extra time spent in concept management pays dividends.
· Targets set for first 60 days and first 90 days discipline promotions and target setting (there are particular dynamics affecting new products here).
· Use the ‘platform’ approach for expansion.
· Innovation activity is iterative through the first four phases of the approach.
Briefly demonstrated the software and team felt event driven suggestion scheme was interesting. Would have liked to hear more on:

· Work with Yahoo!
· Idea management

Overall, a good session showing how process and diagnostics can be used in the area of innovation and how to attempt to quantify the opportunity for companies.  

Company Name:  Charles Schwab
Strategy/business model
· The Charles Schwab (CS) business model is predicated on creating a more pleasing interaction for the customer in the areas where it chooses to do business.  This pleasing interaction is based on speed, lower cost to the client and consistency of information to all users.  CS keeps its cost down by using technology rather than people.  We heard of several instances where CS’s innovations have transformed its industry.

· CS clearly understands its market, being aimed at ‘baby boomers’ and categorising within that group as fully independent investors, delegating investors and independent investors who seek advice before making their own decisions.  We expect that CS will be well-placed to meet the needs of younger generations in the market as they begin to invest.
Culture
· Collaborative.

· CS’s IT staff were the best example that we have seen so far on this tour, of the ability to be multi-lingual, multi-cultural with regard to acting and talking like business managers without using technology-speak.

· We got the impression that CS IT staff go beyond knowing how to apply IT in their business, to knowing how to transform their business using IT.

· Failure is not welcomed, but is accepted as part of innovating.  The innovation process catches most potential failures before they move to the mass market. 

Communicating its strategy
· Communication is based on meetings where senior executives are able to reinforce the strategy and direct its operationalisation.

· More recently CS has adopted video conferencing to increase the number of meetings whilst reducing the time and cost incurred by the management team.

· CS’s communications appear to be directive and effective. 

Who innovates?
· Everyone is encouraged to innovate.

· CS receives many unsolicited ideas that are reviewed by senior executives before the accepted ones are passed into the innovation process.
· Business-facing IT staff innovate around the products and services.
· The ATG group innovates around technology.  Business-facing staff indicate where they need technological innovation, and the ATG staff push new technological ideas to the business-facing staff.

· There are occasional skunk work projects where staff will develop innovations without the full approval of the management team.

How does CS understand where to innovate?
· CS observes those things that make the customer interaction difficult or unpleasant and home in on those (referred to as ‘magic moments’ in its innovation process).

· CS has much interaction with its clients, potential clients, and partners, and constantly examines moves in its industry.

The innovation process
· Is clear and able to flex to suit the situation.

· Magic moment to prototype, prototype to pilot, pilot to mass market.

The role of CIO/IT in innovation
· The CIO/IT drive innovation in CS to the extent that CS could be described as a technology company operating in the financial services industry.

· The CIO’s leadership style is to be very directive, which could be intimidating to some staff, but provides the clear direction that most IT staff seek.

Work environment
· In the building that we visited, most work is done in a cubicle environment, with meeting rooms and a large, configurable, relaxed space available for more creative work and /or social occasions.

· The décor is dull compared with some organisations that we have visited and reinforces the low cost business model.

Company Name:  SGI
Strategy and vision
· Recently refocused (for example, sale of software business) on core capabilities (R&D capability to create step change); now three areas: servers, storage, visualisation. 

· Strategic intent: focusing on customer benefits by doing something on/with the computer that has never been done before.
· While focused on the long term (2010), they are also working on projects in the short- and medium-term.
· Being very clear about what the company does itself and what it outsources, gets other organisations to do, e.g. Intel, where to collaborate, and what to do themselves – at times it felt that they were getting the customer to pay for the development of the product upfront (or at least contribute to it).
· Very cohesive.
· SGI is focusing on scaling up (dealing with very large datasets) whereas Charles Schwab is focusing on scaling out (high volume of traffic).
· No growth for growth’s sake: ‘Grow slowly but make sure you are profitable’ (CEO)
· High spend on R&D (15-18 per cent).
Leadership
· Leading by inspiration, appealing to people’s pride, and through challenge 

· Senior management attention to customer requirements

· Eng Lim knows what motivates and drives his people and makes sure this is reflected in their reward and other treatment

· Very realistic of threats and opportunities, and how competition might be responding; high awareness of competitive landscape – seem to have looked at all the options

· Not sure whether it is indicative of the entire leadership but Eng Lim seems to be a good story teller – and listener

Culture
· Innovation is part of each person’s job.
· There are a group of people who drive the company with a great amount of passion

· The culture builds on pride and sense of achievement and contribution which is supported by the structure – for example, 26 principals and 3 chiefs.
· It is a value-driven culture.
· Very open – sharing all strategy information (very different to HP– for example, SGI allowed delegates to use cameras).
Innovation
· ‘Innovation creates great products, innovation with discipline creates great products that sell’ (Eng Lim).
· Ability to ‘plan’ the next step change innovation.
· Collaboration with customers to identify areas where the next big innovation. needs to happen; investment decisions are based on customer discussions.
· Collaboration with universities to identify and monitor developments that might become relevant to business goals.
· Scanning of the environment to spot technologies and opportunities.
· They always keep an eye on the future but do not spend too much money on it; it is the responsibility of principals and chief to imagine the future – in addition to their day to day work on sustaining innovations.
Work environment
· Sophisticated, calm but inspiring, strong colours but not ‘screaming’.
Potential risks
· Losing key people would be a disaster for some of the programs.
· They are being forced up market by competitors using more standard hardware and software to offer ‘good enough’ capability at lower costs.  Can SGI continue to stay ahead of these lower cost competitors?  Will demand for high-end systems continue to grow ahead of the evolving capabilities of ‘good enough’ solutions?
Company Name:  SAP
SAP provides a range of software products for business:

· My SAP incorporating ‘best practice’ business process.
· xApps delivering ‘next practice’ competitive advantage and differentiation.
· Business One for medium and small companies.
It provides tailored industry ‘solutions’ for most verticals and recognises that change management is essential in software implementations.
Overview of SAP
· Euro 7bn income last year.
· 30,000 people employed.
· Third largest software company after Microsoft and Oracle.
SAP’s market is changing
Market share is under threat:
· Peoplesoft and JDE acquisition.
· Microsoft acquisition of Great Plains and Navision.
Increasing emphasis on services:
· IBM acquisition of PwC Consulting.
Strategic asset management:
· Linux.
· Dot net, IBM WebSphere.
New delivery models are emerging:
· On demand.
· ASPs who may make software obsolete (salesforce.com).
As a result, SAP is embracing the principles of Service Oriented Architecture (SOA) as a key approach in its product development.  This essentially allows future systems to request ‘services’ – for example, a micro payments routine – and for this to be delivered from anywhere in the associated ecosystem, whether internally or externally from a third party.

It was pointed out that SAP needs to recognise that it will need to adapt to the changing landscape of outsourcing and on demand computing, by changing its commercial models for customers.  No real evidence of this yet.

RFID was seen as a disruptive technology that would be important for SAP to respond to.  They have some work going on in Automotive and Logistics to evaluate this.

SAP Labs

SAP Labs in Palo Alto, established in 1996, is one of a number of ‘offshore’ investments made by SAP AG to widen its global presence.  Some research is done in Palo Alto, but the facility is mainly a development centre.  The lab here has a North American market support focus and is targeted at maintaining close links with the Silicon Valley communities. SAP in North America has approximately 1,000 staff.  There are a number of other locations around the world:  Israel, for example, is the centre for portal development work.

Dennis Moore, Senior Vice President, is responsible for the technical platform group that focuses on hi-tech applications and xApplications in particular.

Product management and product design

SAP is targeting to reduce development time by an order of magnitude.  Eventually, it will have an extensive catalogue containing predefined objects.  The process of creating building solutions will not be undertaken by programmers, but by business product managers who will be able to create composite solutions very quickly.

Reference made to sapdesignguild.com.
SAP and Innovation

“Innovation is a commercial invention that creates economic value for our clients”. 

SAP stimulates innovation by creating random interactions with colleagues and external organizations, and indeed believes that co-location with colleagues delivers a large degree of the interactions it seeks. The ‘value’ sought is defined purely by monetary return.
SAP’s view of value, and how this is captured, is best seen by reference to the Ronald Coase Theorem < http://coase.org/index.htm >.  Coase is a recent Nobel prize winner for economics.

Some key lessons have been learned:

· Discontinuous innovations seem to come from other SAP organisations.
· They have an idea generation process but need to measure the innovation activities they undertake.
· They use English as their global business language between units.
· They have built both ‘communities of practice’ and ‘communities of interest’.
· Self-organised, or spontaneous, communities generate the most successful innovations.
· Collaborative technologies used are email, webex, teleconferencing, and video-conferencing.
SAP and University Alliances

The aims of the University Alliances programme are to:

· Help customers with their total cost of ownership by providing undergraduates with knowledge of SAP.
· Tap into the intellectual capital of those teaching SAP.
· Develop a network of researchers to get improved research.
· Support graduates and undergraduates.
· Participate in the 21st Century Group with Dell, Oracle (“no child left behind”).
Within the University Alliances group are three elements:

· Education alliances.
· Research alliances.
· Innovation alliances.
The unit has links with:

· 500 universities in 36 countries.
· 160,000 enrolled students.
· 2,200 faculty researchers.
· External Advisory Council.
References were made to links with the following:

· Ravi Kalakota – external advisory member CEP of e-business strategies Inc.

· Journal for Management Information Systems.
· Accenture Institute for Strategic Change.
Key outputs from the programme
White papers:

· RFID warehouse. 

· Collaborative engineering and design.
· Linking supply and demand chains through technology.
· Visibility in the supply chain.
Case studies:

· Impact of supply chain glitches on shareholder value. 

· Investment in ERP:  business impact and productivity measurement.
· CRM adoption.
SAP Innovation Congress
Initiated in 2001, the SAP Innovation Congress brings together educators and researchers to exchange ideas. It includes expert panels, and customer panels.  The key output is the SAP Innovation Report.

SAP Innovation Watch
Put out a research topic and people bid to participate in it.  The research programme provides:

· Thought leadership.
· Market leadership.
· Opportunities.
· Innovation processes.
Research Unit organisation 
Part of Global Communications team.  Each participating school pays a subscription of $8,000 per annum to offset some of SAP’s costs.  However, the overall approach is that the unit is a cost centre.

All projects which are approved must have a sponsor.  Often SAP is approached directly by faculties asking if the research that they are doing is of interest to SAP.
SAP Research Programme

Mission is “Thought leadership partner to SAP and SAP’s customers and partners”:
· Trend scout – identify emerging trends.
· Researching strategically important business areas.
· Leveraging entrepreneurial talent.
Building blocks of this programme:
· SAP Research Business Development feedback.
· Research Programmes.
· Research Services.
· SAP Research Operation.
· They have 70 people full-time across the world.
List of Research Programmes for 2004
· Human Computer Interaction.
· Business Process Modelling and Management.
· Knowledge Management.
· Security and Trust.
· Smart items (RFID, tagging and so on).
· Software Engineering and Architecture.
· Enterprise Services and Semantics.
SAP research process
The process used for research has a logical cycle sequence as follows:

Innovate > Validate > Evaluate > Prototype > Pilot > Deploy

In reality, many of these activities are iterative and happen in parallel as well as in sequence. 

Objectives for each area of research were given as follows:

· Knowledge Management: convergence of learning and working in use of SAP products.

· Smart items:  to connect the virtual world with the real world.  Incorporates working with Sensor Networking, Auto ID initiative and incorporating business logic into physical objects.

· Human Computer Interaction:  to optimise the customer experience by applying new interface technologies to business processes.  Incorporates mobility, non-expert, disabled and non-western versions.  
· Business Process Modeling and Management:  to create a single platform for executing standard business processes.

· Security and Trust:  secure, dynamic, collaborative business environments. 

· Software Engineering and Architecture:  enhance the design process and build software metrics, non-functional aspects.

· Enterprise Services and Semantics:  enterprise collaboration requiring semantic enabled processes. 

· Human Computer Interface:  this covers three key areas – Advanced Interface Modality (AIM), Accessibility, Internationalisation.

Within the AIM area, the work will focus on:

· STAIRS.                                         

· MIMA.                                            
· VEP.                                                
· Social intelligence.                          
· Game-based interaction.                
· Natural language.                            
· Vehicle interfaces.
· Wearables.
· Architecture.
· Proactive UI.
· CCAI.
· LSO 300 accessibility.
Key innovation measures

· Ideas transferred into live use.
· Number of patents filed.
· Number of papers published and talks given.[image: image1.png]



