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"A large-scale general-
purpose technological 

innovation can create a shock 
that generates both great 

opportunity and
 uncertainty."
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"A large-scale general-
purpose technological 

innovation can create a shock 
that generates both great 

opportunity and
 uncertainty." Melissa Schilling (2015)





5

In
n

o
va

tio
n

 S
tr

at
e

g
y 

Sc
an

Content.

+ Innovation Scores 6 Technical Excellence Index

7 Visionary Creativity Index

8 Strategic Alignment

+ Innovation Process 10 Portfolio Management Analysis 

+ Innovation Tactics 12 Agenda-setting and decision-making

+ Market Strategy 14 Market Positioning

8 Future Scenarios



6

In
n

o
va

tiv
e

 D
u

tc
h

Innovation Score.

The following chapter presents a comprehensive 
analysis of the innovation scores obtained through the 
innovation strategy scan, providing insights into the 
strengths and opportunities for improvement of the 
organization's innovation efforts.

+ Innovation Scores
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In this chapter, we will compare the organiza-
tion's results with five different groups, based 
on Everett Rogers' innovation adoption mod-
el, including innovators, early adopters, early 
majority, late majority, and laggards, to gain 
a deeper understanding of its position in the 
innovation landscape. 

Technology Excellence Index

The organization's technolology excellence 
score of 91% is a remarkable achievement 
and places it among the top 10% of the in-
dustry. This impressive score showcases the 
organization's commitment to innovation and 
its ability to effectively implement innovative 
practices into its strategy and operations. The 
organization's strength in product and pro-
cess innovation is evident and has undoubt-
edly contributed to its success.

However, there are still opportunities for im-
provement, particularly in business model in-
novation, creating an innovation culture, and 
incorporating open innovation into the strat-
egy. These areas are becoming increasing-
ly important as the competition continues to 
evolve and grow and are crucial for the orga-
nization to maintain its competitive edge.

In conclusion, the organization's high innova-
tion score is a testament to its success and 

its commitment to staying ahead of the curve. 
To maintain this success, it is important for 
the organization to continue refining its inno-
vation strategy and focus on business model 
innovation, building an innovation culture, and 
embracing open innovation..

Visionary Creativity Index

The organization's visionary creativity score of 
58% is lower than the market average, indicat-
ing that there is room for improvement in this 
area. To improve the creativity score, the or-
ganization can focus on open innovation, cre-
ating a culture of innovation, and promoting 
co-creation. Incorporating open innovation 
can provide the organization with access to 
new sources of creative ideas and perspec-
tives, while a culture of innovation that en-
courages and empowers employees to drive 
change can enhance the organization's over-
all creativity efforts.

Co-creation, where customers and other 
stakeholders are actively involved in the inno-
vation process, can lead to fresh perspectives 
and new ideas. Improving the creativity score 
is crucial for staying ahead of the curve and 
maintaining competitiveness, and by focusing 
on these areas, the organization can tap into 
new sources of creativity and drive innovation 
forward.

Innovation blooms, where creativity shines,

Together they dance, a beautiful design,

New ideas spring, from imagination's well,

Pushing boundaries, breaking out of the shell.
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As we delve into the evaluation of your organization's innovation strategy 
within the paradigm of competitiveness and volatility, it becomes evident 
that the team's current stance in a low-volatile, competitive market reveals 
a pronounced misalignment in their approach. The theoretical framework 
underscores the importance of understanding the dynamics between 
competitiveness and volatility to shape a strategic exploitation–exploration mix 
that best fits the organizational context.

+ Innovation Scores

Competitiveness, herein referred to as envi-
ronmental competitiveness (EC), encapsu-
lates the intensity of competition in the mar-
ket, considering factors such as the number of 
firms and their relative market shares. Volatili-
ty, denoted as environmental dynamism (ED), 
encompasses the rate and unpredictability of 
environmental change. The synthesis of these 

two dimensions crucially influences the most 
profitable exploitation–exploration balance for 
an effective innovation strategy. 

Analysis

Your organization, operating in a low-volatile, 
competitive market, seems disproportionate-
ly focused on managing volatility, a strategy 
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more aligned with dynamic and unpredictable 
environments. This inclination may inadver-
tently lead to a misallocation of resources, as 
the primary challenge in their current market 
context lies in managing competition. The or-
ganization's strategy appears to overlook the 
imperative of "Managing Competitiveness," a 
critical element for thriving in a highly compet-
itive market.

In that context, your organization finds itself 
in the "Low Volatility, High Competition" quad-
rant. Despite this positioning, the strategy 
seems misaligned as it leans towards "Man-
aging Volatility" rather than addressing the 
pressing need for "Managing Competitive-
ness." This misalignment has direct implica-

tions for the innovation strategy, potentially 
hindering the organization's ability to exploit 
market opportunities efficiently.

To refine the innovation strategy, it is recom-
mended that the team reevaluate its focus 
and resource allocation. By realigning efforts 
to effectively address competition in the 
low-volatile environment, your organization 
can enhance its innovation strategy, foster-
ing a more harmonious balance between ex-
ploitation and exploration. This strategic shift 
will contribute to sustained success and resil-
ience in the face of market challenges.
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Through the 
Innovation Funnel. 
In this chapter, we present an analysis of the 
organization's innovation processes through the lens of 
an innovation funnel, which was generated as a result of 
the innovation strategy scan. 

Double Diamond The Double Diamond mod-
el was developed by the British Design Coun-
cil in the early 2000s as a way to illustrate the 
design process. The council saw a need for 
a visual framework that could help design-
ers and organizations understand the various 
stages of the design process and guide them 
in creating successful outcomes.

The model was inspired by the idea that the 
design process involves divergent and con-
vergent thinking, where divergent thinking in-
volves exploring many ideas and convergent 
thinking involves narrowing down and refin-
ing those ideas. The Double Diamond model 
captures this idea through its two diamond 

shapes, where the first diamond represents 
the divergent thinking stage (Discover and 
Define), and the second diamond represents 
the convergent thinking stage (Develop and 
Deliver). 

Since its inception, the Double Diamond mod-
el has gained popularity and is now wide-
ly used as a tool for innovation and prob-
lem-solving, not just in the design field but in 
various industries. Its flexibility and simplicity 
have made it a valuable framework for guiding 
the innovation process and ensuring that each 
stage is given the necessary attention and re-
sources to drive successful outcomes. 

"One of  the greatest discoveries a man makes,  

one of his great surprises, is to find he can do  

what he was afraid he couldn't do."

Henry Ford

+ Innovation Process
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The Double Diamond model is a visual frame-
work that outlines the four key stages of an in-
novation process: Discover, Define, Develop, 
and Deliver. In the Discover stage, the focus is 
on identifying the problem to be solved and 
conducting research to gain a better under-
standing of the situation. In the Define stage, 
the goal is to generate ideas and narrow them 
down to a few promising concepts. 

In the Develop stage, the selected concepts 
are further developed through conceptualiza-
tion and prototyping, and more detailed plan-
ning is done. Finally, in the Deliver stage, the 
focus shifts to implementing the results and 
realizing the innovation strategies. The Dou-
ble Diamond model is a useful tool to guide 
the innovation process and ensure that each 
stage is given the necessary attention and re-
sources to drive successful outcomes. ting. 

Through our analysis of the organization's 
innovation processes using the Double Dia-
mond model, we found that the stage effec-

tiveness of the first three stages (Discover, 
Define, and Develop) is average, while the last 
stage (Deliver) is above average. To improve 
the effectiveness of the first three stages, we 
recommend focusing on enhancing the or-
ganization's ideation processes, exploring a 
broader range of ideas, and fostering a cul-
ture of experimentation and iteration.

Additionally, we recommend leveraging data 
and insights to guide the ideation and deci-
sion-making processes, as well as incorporat-
ing customer and stakeholder feedback early 
on in the process. To maintain and further im-
prove the effectiveness of the Deliver stage, 
we suggest building strong implementation 
plans and processes, fostering a culture of 
execution, and emphasizing the importance 
of effective communication and collaboration 
across teams.
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Innovation Tactic Index Relative

Ideation 100% Above Average

Corporate Entrepreneurship 78% Above Average

Technological Excellence 71% Average

Co-Creation 64% Below Average

Open Innovation 58% Average

Marketing & Branding 56% Below Average

Social Innovation 50% Average

Business Model Innovation 0% Below Average

Innovation Expertise

+ Innovation Tactics

This chapter offers a snapshot of our organization's 
diverse expertise. From technological innovations to 
market insights, we'll explore the distinct strengths that 
set us apart and drive our success in a rapidly evolving 
landscape.
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64%
Co-creation, though indicating 

performance below the aver-

age, demonstrates a commend-

able effort from the team. To 

enhance this expertise, consid-

er fostering stronger collabo-

ration among team members 

and stakeholders. Encourage 

diverse perspectives during 

brainstorming sessions and en-

sure effective communication 

channels for idea exchange. Im-

plementing structured co-cre-

ation frameworks and leverag-

ing digital collaboration tools 

can streamline the process, 

leading to more innovative 

outcomes. 

0%
The absence of scores in 

Business Model Innovation 

indicates a significant area for 

improvement. Initiate a com-

prehensive review of existing 

business models and seek 

innovative alternatives. Encour-

age a culture of experimenta-

tion and risk-taking within the 

team to explore new revenue 

streams and value propositions. 

Consider external perspectives 

through partnerships or con-

sultations to challenge existing 

assumptions. Implementing a 

structured process for ide-

ation around business models 

and seeking inspiration from 

successful case studies can 

kickstart the journey towards 

better innovation in this critical 

domain.

56%
While the team's performance 

in Marketing & Branding is 

below average, there's poten-

tial for improvement. Focus on 

refining the understanding of 

target audiences and mar-

ket trends. Invest in market 

research to identify unique 

selling points and tailor mar-

keting strategies according-

ly. Strengthening the brand 

narrative and visual identity 

can enhance brand percep-

tion. Consider cross-functional 

collaboration between the 

innovation and marketing teams 

to align strategies and amplify 

the impact of product or service 

launches.
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Market Strategy. 

+ Market Strategy

Drawing inspiration from the renowned Blue Ocean Strategy, each graph vividly depicts our market 
standing in terms of innovation and competition. The red ocean signifies highly competitive, saturated 
markets where companies fiercely compete for existing demand. In contrast, the purple ocean rep-
resents markets characterized by some innovation but intense rivalry. Lastly, the blue ocean signifies 
untapped, innovative markets with vast potential for growth and reduced competition.

As we explore these graphs, we will unravel the dynamics that define our market positioning, allowing 
us to strategize and navigate towards blue ocean opportunities. By decoding these visual represen-
tations, we aim to empower our team to make informed decisions, fostering a strategic mindset that 
propels us towards uncharted territories, where innovation and untapped markets converge for sus-
tained success.

This chapter navigates the intricate waters of 

market positioning, employing three distinct 

graphs to illuminate our company's strategic 

landscape. 
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The current market positioning analysis re-
veals that our organization is entrenched in a 
red ocean across various crucial aspects. Our 
organizational strategy leans towards cus-
tomer intimacy rather than pursuing product 
leadership, opting for incremental innovations 
rather than embracing radical breakthroughs. 
The innovation process tends to be outside-in 
rather than inside-out, with a partial focus on 
the innovation funnel rather than comprehen-
sive end-to-end processes. Moreover, our ori-
entation remains internally focused, lacking 
an ecosystem-centric approach, and tends to 
linger in the middle ground rather than being 
exploration-focused.

This positioning is significant because it plac-
es us in highly competitive and saturated mar-
kets, limiting our potential for growth and dif-
ferentiation. By prioritizing customer intimacy 
and incremental innovations, we may struggle 
to stand out amid intense rivalry. The external 
focus in our innovation process and a lack of 
end-to-end processes may impede our ability 
to capitalize on emerging trends and disrup-
tive technologies effectively. Furthermore, an 
internal focus and reluctance to explore be-
yond our current boundaries may hinder our 
adaptability to evolving market dynamics.

To navigate these challenges, we recommend 
a strategic shift. Embrace a balanced approach 
between customer intimacy and product lead-
ership, fostering a culture that encourages 
both incremental and radical innovations. Op-
timize the innovation process by incorporating 
more inside-out strategies and committing to 
an end-to-end approach that spans ideation 
to implementation. Cultivate an ecosystem-fo-
cused orientation, seeking external collabora-
tions and exploring uncharted territories. By 
doing so, we position ourselves to break free 
from the red ocean constraints, fostering in-

novation, and navigating towards new blue 
ocean opportunities that promise sustained 
growth and market leadership. 
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