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their staff The ability to balance the dif-

commercialise innovation,

PRODUCT OR SERVICE

To reinforce a current

mystarjobileaderonomics.com ferent demands together i1 the hallmark Both front and back-end leaders share SYSTEM
of a true innovation leadet some common chatacteristics, notably business of o create 3 new
NNOVATION leaders are senior strong personal credibility based on one?
“executive champions” who stimu- ~ INNOVATION LEADERS: IS THPE their innovation track record, a personal B emmumonser
late, support, steer and sustain PERFECT BALANCE POSSIBLE?  attachment to their products, services mmm "‘""’““’"“ FOCUS - where to innovate?
innovation in their companies. However, not all innovation leaders and customers and a similar level of pas- Products, services or
They share six specific attributes are equally talented at steering the sion, even though it may be expressed “systams™?
that distinguish them from other senior ~ “fuzzy front end” of innovation, where in very different ways. Innovative com- —eeecceecmee——
leaders. Such leaders combine  the emphasis is on applied creativity, and  panies should make sure they have B INTENSITY - how much
a talent for creativity with firm process ~ the “speedy back end.” which requires an adequate and balanced number of @ New of improved ® New of improved to innovate? Radically or
dwun-ymmpmumm sound discipline regarding iImplementa:  front: and back-end leaders in their top product or process customer “Sokstica® Incrementally? .
ures, but also encourage thelr tion. Perfectly balanced innovation lead-  management group @ New ot improwed servre © New or improved P | ceccsdenpgeaieen
10 feam from them. And if a projectisnt  ers should be able to steer innovation offering s § BOUNDARIES - With whom
wmmmmm projects from Ato Z, but there arevery ~ DIFFERENT TYPES OF LEADERS to innovate? Internally or
these leaders have the couragetostop  few of them. Most leaders have a defaut  FOR DIFFERENT INNOVATION with partners?
it - discerning when to persist versus mode of operation On one hand, front-  STRATEGIES INTERNAL® W T Y || Sretssessdemmn
when to pull the plug. Innovation leaders  end leaders tend to focus on exploation Characterising innovation leaders Ammn!hnoqu:nm
are plso able to build and steer and experimentation. They encourage according to their generic traits and their BOUNDARIES determine four broad thrusts
teams, and have a knack for attracting the search for unarticulated customer front or back-end onentation is not suffi- WITH WHOM TO INNOVATE? of innowation, with different
and retaining innovators. areopen  needs and promising technology ideas, clent, because jon does not come types of leaders and
to external technologies and and tend to authorise Innovators to in a single flavout There are different leadership styles reguired to
have the urge to get their workers out break rules and create a challenging types of innovation strategies and each implement each thrust. Lot
to broaden their Finally, inno- environment. Back-end leaders, on the requires a different type of leader. The discuss each one in tum
vation leaders are driven by a passion other hand, are process and execution four dimensions of an innovation strat
for their mission and innovation, and onented people who have the discipline. gy are shown here:

an ardour for sharing that passion with

operational knowledge and the urge 1o

NEW PRODUCT CATEGORY
OR SERVICE OFFERING

For creating new products or services, companies
need “mentors”, trusting but challenging leaders
capable of setting up and steering verture teams
and leading them to market. Theit focus should be
on sponsoring-providing resources and top manage-
ment support 1o the teams, shiedding these teamns
from the traditional encroachment by the prevailing
administration that would divert them from thes
objective, and coaching them through the usual ups
and downs of most Innovation projects

ROLE OF CORPORATE
MANAGEMENT

it is the responsibility of corpo-
ate management to ensure that the
leadership style of its corporate officers
Is compatible with, and supportive of, its
Innovation strategies. Each company should
mmake its chasen innowation thrusts clear to its
entie staff, and assess whether it has the nec
essary cadre of leaders 1o lead thesz thrusts

8 Jean-Philippe Deschamps Is emeritus professor




and dowrrs of most innovaton projects

NEW BUSINESS MODEL
OR BUSINESS SYSTEM

For steering totally new business models o
Jystem innovations, compames need ~architects
viwonary but pragmatx eaders who are able to
assemble internal and extermnal providers of system
clements and make them work smoothly togethes
Thelr focus should be on visioning, because innova
tive new business models are generally the fruit of
developing a3 compeliing vision, master-planning to
ensure all implementation steps are recognised and
handled, and partnering with all external system
component suppliers

NEW OR IMPROVED CUSTOMER
SOLUTION OR SYSTEM

For the conception and delivery of new or
improved customer solutions, companies need “con
ductors”, diplomatic but demanding leaders who
will bring the solutions to life. Thelr focus should be
on interpreting customer or consumer insights to
address and enhance their real experience, onches-
trating the interplay of different actors (who peovide
an element of the wolution) and integrating theit
nput to make the sofubon truly seamiess

NEW OR IMPROVED PRODUCT,
PROCESS OR SERVICE OFFERING

1o improve product development performance,
comparnies need “sports coaches”; supportive but
tough leaders who are able 1o motivate thesw teams
day-in and day-out to exceed their development
objectives in terms of quality, time and cost. Their
focus should be on challenging their teams, forcing

therm to keep upgrading and speeding up their prog-

45, setting stretch goals and measuting perform
ance against these goals
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._," (g ¢ ."‘"“‘:'?V AN ot or managemen? af the
IMD business school in Lausanne [Switaeriond

Hs boaks Product uggemauts: How to Generate
Streams of Market Leaders (Harvard Business School
Press, 1995) and innovation Leaders; How Semior
Exrcutves Stmulate. Steer and Santam innovation
(Wiley/Jossey-Bass 2008) have both heen bestieliers
His new book innovation Covernance: How the €
Swite Organeses and Mobilises for innovation will be
published by Wiley/Jossey-Bass at the end of 2013
This article was first published by AT Kearney on the
occasion of thelr Best Innovator Club event in 2008
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