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We operate in 5 major fields

PROSPECTIVE
Decipher the future and 

anticipate opportunities

PERFORMANCE
Increase efficiency

of global value chain,

offerings and processes

STRATEGY
Set up best direction,

Provide sense

Define the route

INNOVATION
Invent offerings and 

organizations for 

sustainable success

BRAND
Define your brand’s 

essence
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focusing on real

business situations

through a

systemic,

global company

approach

We “team-build up” innovative solutions !

Enhance teamwork efficiency

Interpersonal relationship,

team dynamic, motivation,

management

Operational 

solutions, real life 

experience,

tangible / 

replicable benefit

Granting cross functional

buy in, securing effective

& sustainable results
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• 100 projects a year since 1968 !

• All types of business sectors, company sizes, corporate cultures …

• 80 % year to year loyalty rate  

• Our major clients : 

Consumer goods Services

Industry
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Introduction
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INCREASE 

RETURN

ON ASSETS 

Increase EBIT

Increase rotation 

of 

capital employed  

Reduce 

cost

Increase sales

Reduce 

Working capital

Reduce

fixed assets

Innovation

drivers

Strategy

Value 

Creation

(if the return on 

assets  is higher 

than the stock market)

Beyond cost reduction : value creation



Créargie pour X achats

Innovation puverte –Janvier 2011

1. About innovation 
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Innovation, R&D  & market

P. 9

 According to OECD (2008), 51% of innovations are not R&D 

driven.

R&D is one ingredient 

among others 

(marketing, design, 

creativity,…)

 Innovation means market adoption => Ex : the mouse was 

invented in 1963 by Xerox and only became a true innovation 

with the Apple Macintosh  in 1984.
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Innovation definition 

 Global process

involving  R and D, 

marketing, design, 

creativity, design, .. 

dedicated to 

identifying news 

ideas of products, 

services, processus, 

or business model 

and successfully 

launching them on 

the market.

P. 10

"Fred, we need you to think up another ridiculously 
crazy out-of-the-box idea like you did there."
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Follow a structured process for innovation

Page 11
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Innovation fields  : not only technology !

P. 12

Importance of 

marketing and 

creativity

Ex : yogurt to drink

Importance of R&D

Ex : GEOX

Importance of the design 

for the attractiveness of 

the technology + 

marketing for usage 

analysis 

Ex : hydrating leggings

New labour

organization and 

production processes.

Ex : relais de 

l’entrecôte.

New process based a 

new technology.

Ex : ZARA

New activities/new

competences

Ex : customization of NIKE 

shoes

New price 

architecture

Ex : low cost models

Redefinition of actors 

role and modification 

of revenue sources.

Ex : E business

Ex : video on demand

OFFER

PROCESSES

BUSINESS 

MODELS

Usage Technology
Usage and 

technology



Créargie pour X achats

Innovation puverte –Janvier 2011

 Increasing role of partnership : company 

networks and open innovation

Ex : PROCTER « connect & develop (1999) » => 

double the share of innovation coming from outiside

Key success factors for innovation 

 Cross fonctional organization and team diversity (ethnical, 

social, cultural,..) 

Ex :  techno centre ORANGE : équipe 3 P (R&D, 

technical,marketing), 16 different nationalities.

P. 13

 Need for constraints and contact with the real world

 Accept failure : (Dyson : 5127 unsuccessful  attempts 

before the bagless vacuum system ended up 

working properly !)
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2. Open innovation 
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What is open innovation 
(Henry Chesbrough-Berkeley)

2 visions :

- Non profit oriented (fair trade,…): free sharing of knowledge 

and know-how. Ex : free licences, open data, open sources, 

open standards,..

- Profit oriented : cooperation, and partenership

P. 15

Open innovation : Innovation mode based on sharing,

cooperation and  surrendipity (1) with the external

environment in order to collect and/or generate

interesting ideas leading to Innovation (or use of « off

the shelf » innovations).

(1) When unexpected combinations of ideas create interesting opportunities.
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Fundamental principles of  open innovation 

 Key statements : 

 Innovation can no longer rely only on internal resources. It is much 

more efficient and fast to cooperate and share with the « outside 

world »

 Conversely many ideas may not be relevant for the company but 

could potentialy be used and sold to other innovators.

P. 16

 Paradigm : 

 With open innovation, companies must open their R&D and their

innovation process to many outside sources.

 Thus the NIH syndroma must be overcome

 Cooperation, and open sources for innovation doesn’t mean no 

industria property protection.
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Various forms of open innovation
(not exhaustive)

P. 17

Citizens / 

Consumers

Experts

R&D 

labs

Existing

suppliers

New

suppliers /

Other 

companies

Continuous

Spot

Panel of 

consumers

Adhoc

studies

Panel of 

experts

Innovation

platforms

Partnership

agreement

Partnership

agreement

Co design

Innovation

Forum 

Customer 

development



Créargie pour X achats

Innovation puverte –Janvier 2011

The various forms of open innovation

P. 18

Set up a« Think tank » of

non specialized citizens

Training by independant

experts on the theme

Moderate the think tank

Recommandation 

for improvements

Innovation 

projects

1. Involve the citizens in the identification of innovative solutions 

Example : ISOVER (Saint Gobain)
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Agenda :
Day 1 

Morming : consumer and expert insights

Afternoon : brainstorming on key innovation axis (directions) and ‘best 

off’ selection

Day 2 : 

Morning : creative session on the innovation axis

Afternoon : cross presentation of team results and conclusions

Innovative projects 

The various forms of open innovation

P. 19

2. Innovation forum with suppliers

Example : IRIBUS

Format : 2 day seminar with 10 suppliers (1 / key function)

Mix teams supplier / IRIBUS
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SterolEster

Sterol 95 MC

Citrus 

Extract

Olive Leaf Extract

Launch of Danacol  in 2003 with 

Raisio

To avoid direct competition, increase 

quality and security of supply screan 

for alternative suppliers.

Cognis:  Challenger

Saving: X M€

Better ingredient

To improve quality , cost and the 

protection of the product, develop a 

tailor made ingredient for Danacol

Cognis: Key supplier

Saving: Y M€

Better taste and exclusive 

specifications

2004 - 2006

2007 - 2008

2007 - 2010

To reinforce cardio benefit with new 

type of ingredients 

Cognis: R&D Partner

5  R&D membres dedicated to Danone

Scouting delegated to Cognis

German company

CA: 3400M€

Health and nutrition: 320M€

R&D: 100M€, 740 people, 

2000 patents (40 around sterols)

Connect to Cardio Stream

Leverage Cognis R&D:
• Improve constantly the product

• Find affordable option

• Develop new generation for Cardio

2. Innovation partnership with the  suppliers

http://rds.yahoo.com/_ylt=A0geu6VMYApGa4QBK05XNyoA;_ylu=X3oDMTBxamM0cmU0BGNvbG8DZQRzZWMDc2MEdnRpZANQUkVWXzkx/SIG=1g5hc274h/EXP=1175171532/**http%3a//images.search.yahoo.com/search/images/view%3fback=http%253A%252F%252Fsearch.yahoo.com%252Fsearch%253Fp%253Dpicture%252Bcitrus%2526ei%253DUTF-8%26h=500%26w=500%26imgcurl=springstonphoto.com%252Fadm%252Fphoto%252F22_citrus.jpg%26imgurl=springstonphoto.com%252Fadm%252Fphoto%252F22_citrus.jpg%26size=227.3kB%26name=22_citrus.jpg%26rcurl=http%253A%252F%252Fspringstonphoto.com%252F%26rurl=http%253A%252F%252Fspringstonphoto.com%252F%26p=citrus%26type=jpeg%26no=1%26tt=267%252C041%26fr=yfp-t-501
http://rds.yahoo.com/_ylt=A9ibyGZ8YApGzzYBeT6jzbkF;_ylu=X3oDMTBsMW5yM3VoBHNlYwNwcm9mBHZ0aWQDSTA2Nl84OA--/SIG=127udo833/EXP=1175171580/**http%3A//www.detox4life.com.au/images/herbs/olive.jpg
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What can a supplier bring?

Firewall DIFFERENTIATION

RESOURCES

BASICS

Ensure basics:
-quality, safety, security, 

-Productivity improvement

-Price competitiveness

-Time to market. (T2M)

Amplify and complete internal resources 
- Dedicated teams

- Expertize: Science, technique, Consumer 

knowledge

-Ideas stimulation, creativity<

Build differenciation and firewall
- Exclusivity

- Slowdown competition

- Most favorable conditions (1st refusal)

Suppliers involvement doesn’t replace internal R&D, t’s complementary while :
Internal research can't cover whole scope of technologies involved in the products
Benchmark helps to know what is happening outside
Benefit from suppliers R&D budgets and teams

2. Innovation partnership with the  suppliers

http://www.emsservices.ch/user/grafik/ID141/Laborantin.jpg
http://images.google.fr/imgres?imgurl=http://www2.ville.montreal.qc.ca/jardin/images/gif/arbre_rac2g.jpg&imgrefurl=http://www2.ville.montreal.qc.ca/jardin/info_verte/arbre/racines_fondation.htm&h=196&w=243&sz=9&hl=fr&start=2&tbnid=b-Wk5TvcBgj11M:&tbnh=89&tbnw=110&prev=/images%3Fq%3Dracines%26svnum%3D10%26hl%3Dfr
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Benefits  of  open innovation 

 Significantly enlarge and enrich the inputs needed for 

innovation => new ideas, concepts, and solutions from

- different sectors

- different countries

P. 22

Better optimization of innovation resources : reduce R&D 

expenses and create new revenues by selling or licensing 

“irrelevant” innovative solutions.

 Speed up the innovation process (use “off the shelf” 

solutions rather than develop your own).

Challenge / boost internal teams 
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3. Zoom on : Innovation 

platforms (Expert networks)
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Innovation platforms : what is it ?

 Objective : connect companies seeking innovation 

on a given topic and solvers proposing solutions :

P. 24

Innovation 

platform
Seekers Solvers

Companies
 Anyone (« crowd sourcing »)

 Experts

 Other companies

 Labs

 ….
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Innovation platforms : How does it work ?

 The plateform is offering :

 Hosting of the project / offer display

 Format of answer

 Transfer of proposals from solvers to seekers

 Standard contract framework regarding intellectul property

P. 25

 A seeking company must open a challenge including

 A precise description of the objective and the environment of the 

problem to solve (application, constraints,…)

 A reward ($ amount)

 A deadline
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Illustration 1 : tool for organization purposes
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Illustration 2 : handling efficiency
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Illustration 3 : odor inhibitor
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Innovation platforms : pro’s and con’s ?

P. 30

Pro’s

-Good way to gather  

a state of the art  

vision  on a given 

topic

- Limited risk (but 

disclose innovation 

directions ?)

- Quick and cheap

Con’s

- Not always relevant

- Require  resources to 

manage the process 

and later provide a true 

feed back to 

« solvers »,

- Sometimes percieved 

as a « gadget ».
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Conclusion

 Companies, through open innovation, must manage 

the paradigm of gathering a sustainable  uniqueness  

while opening their innovation process to a large 

environment

(This is sometimes culturally difficult for companies 

highly technology driven).

P. 31

 Purchasing should be a main player in the 

management of the open innovation process and 

therefore build up a true “innovation sourcing 

strategy” based on business innovation directions


