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Getting the House in
Order

—Increased
competition across
advanced nations

— Achieving
macroeconomic
stability and fiscal
discipline

— A focus on
efficiency/quality

— Microeconomic
Reform
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Have Shifted
1995 - 2001

The Innovation
Challenge

Exploiting the IT revolution, as
both a supplier & user of
advanced tech

Local clustering, global supply
chains The fiscal fruits of
microeconomic and
budgetary reform

A Technology-Driven Boom

er time, the Defining Challenges for ccompetitiveness

2002 -

Achieving an
Innovation-Driven
Economy

Executing Innovation Policy
Initiatives

Leveraging comparative
advantage

Increasing competition and
outsourcing of both
manufacturing and
“knowledge” work
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“horizontal™ approach
Cutting across policy areas

I S
e

(_ Education & skills_" Science and
— > technology
Environment ;‘. o Industry and : Iy
~— - ~___ entrepreneurship -
Hh“-a_,\ /"' /’f___\'_‘:; =T
Development ) " Informationand .

- Exploring . communications
Tax . . P —
- innovation from a

N wide range of
Competition

o 8 policy perspectives |

Investment - N Public governance
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Salirce; QECR (201

Ch'emlc?l Chemistry Mafterlal Physics
Engineering Science
14.2% 17.4%
9.5%
10.6% 4.9%
Engineering
4.8% 7.5%
6.6% 3.7% 5.7%
Immunology Biochemistry, Agru.:ultural Earth and Environmental
and Genetics and and Biological Planetary Science
Microbiology Molecular Biology Sciences Sciences

nnovation is multidisciplinary...

Scientific publications cited by “green” patents

Patent-sciencelink |
via citations !
(100% = all citations) i

i A New Perspective, OECD, Paris based on Scopus Custom Data, Elsevier; OECD,
Patent Database; e R b0 L :
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r

irms collaborate with each other

-

Firms with national/international collaboration on innovation, 2004-06
As a percentage of innovative firms

National collaborationonly ~ mInternational collaboration
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Souree:OECD (201 ovation: A New Perspective, OECD, Paris based on OECD, Innovation microdata project.
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Almaden

IBM laboratories worldwide —

learnings, 3 testing labs

Yorktown

- Zurich

(1sL Hawthorne ) C ISL Zurich )
. o &
Vi, @ Rk
¢ X
IBM RFID Testing Labs
Gaithersburg
La Gaude

Austin

research centers focused on RFID advanced

N
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Key Questions:

« When should an entrepreneurial firm develop
it’s own:
— Manufacturing
— Distribution
— Sales
— e capabilities?

« When should a mature firm outsource it’s:
— Manufacturing
— Distribution
— Sales
— e capabilities?
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THE DECISION MODEL

mission




Company
Operations and
Strategy

 National innovative capacity
may be squandered through
ineffective innovation
management

 Innovation leadership within
a region results from

internal capabilities

1920 = 2010

Innovative
<

Integrating external resources

Capacity

* R&D productivity depends on the
locations at which a company’s
business units are based

. IS an
Important contributor to innovative
success




Aligning Capabilities

Strategic Framework

[, Strategies _ E IP Objectives/Roles:

Value
i Creation :
Innovation | Cash Value
Strategies |
Value |
Extraction \:\A

| Positioning
L e e e Value
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INTRODUCING INNOVATIVE PRODUCTS INTO
MARKETS

STRATEGIC OPTIONS

EXTENSION STRATEGY -
Same approach in foreign and home market

ADAPTATION STRATEGY -
Makes changes to fit new market requirements

INVENTION STRATEGY -
Entirely new approach is developed for
the new market




The Needs of Each Stage

eRecruitment

«Corporate and *Business Development

: A& P
Secretarial
4 . : *Market Access
$ *Financial
*Training
*PR and Marketing
*Networking :
_ *Business Development Expansion
*Business Plan _
*Prototype/ POC eInternational support and Mkt.
*Project Management Access _
*Business Premises Start-Up *Diversification strategies and
*Project Management support
Management Training ; -_Flfec_ru_ltmen'ij ncent
See *Training and Incentives
Idea / Concept —

IP IV

>
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STEP2 STEP3 STEP4
ProductAnalysis Technology Roadmapping

* Performance * Product feature Analysis * Linking
dimensions concepts * Technology technology

« Market / business « Grouping solutions resources to

drivers « Impact ranking * Grouping future market
« Prioritisation e T e e *Impactranking | | .. odiniiac
| ] IV IvIoQLIVIEE I 1 ViduwlL oLl GIF J Uppul lulllllca
- SWOT - Gaps * Gaps - Gaps
*Gaps

Source: Phaal et al, Univ of ®
! M2 >—>
Cambridge i :
P1 — P2 P3
Product | | Y . | > |_'
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+ 2yr + Syr

Roadmap Applications

Mobile | 3D Display Technology Roadmap [TRM)

+10yr

| Mass Wiorkwide Srartphone Adoption |
&
| Earty Adoption of Personal Tablets

M assAdoption of Personal Tablets ]

| |

| 3D GamnesAvailablefdnnounced for Personal Handhelds

Drivers
Personal W obile

1

| Tablet Style Devices

%
Gaming Devices |
[

| Srnartph ones |
L]

Products
ml obile

w | Rugged Screen Technology |
% | Power-Reduction Technologies |
m
EE = | Touchicreen Integration |
=
£ - [ Graphine / Fiexible Displays |
- a | Wedge Shaped Lens |
=} | Lenticular (Parallzc Barrier) Lens |
Srmooth Picture (5P) |
| RAD - Shutter Glasses |
E | R&D - Display Technologies |
% | R&D - Manufacturing |
= R&D — Materials |

Media Adoption
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Building a Roadmap

2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020

Market Share 9.5% Market Share 14.5%
Availability=(97%) Availability =(97%)
Capacity (35%) Capacity Factor (52%)

Strategies IIIII

Business

Products

Variable Speed Turbine

Technologies

RE Power Alliance

Engineering
Capability (R&D)

"I Resources




Market Share 9.5%
Availability={97%)
Capacity (35%)
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Business

Variable Speed T
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Market Share 14.5%
Availability =(97%)
Capacity Factor (52%)




Building a Roadmap

Strategieslllll

Business

" Resources

Iimm Technologies

Market Share 9.5% Market Share 14.5% Market share 18%
Availability= (97%) Availability =(97%) Availability =(80%)
Capacity (35%) Capacity Factor (52%) Capacity Factor (60%)

Variable Speed Turbine

] Direct Drive , No
Gearbox Technology

—HydrogenFuel” —

sodium—sulfurbatte e
WVanadium Redox Flow = {

“Compressed air storage

RE Power Alliance

Engineering
Capability (R&D)

Joint R&D




Building a Roadmap

Market Share 9.5% Market Share 14.5% Market share 18%
Availability=(97%) Availability =(97% Availability =(80%)
Capacity (35%) Capacity Factor (52%) Capacity Factor (60%)

Business

B e
1 L

T T Difshore Turbine T |
Z T slw—
N -
Battery

T
T I —

Variable Speed T

" Direct Drive, No

Gearbox Technology
" Off-shore Foundat

Material

Composite Blades

Hydrogen Fuel

sodium=sulfurbatte e
Vanadium Redox Flow =T -

| Internal R&D + Compressed air storage
RE Power Alliance . ) —_—
Licensing (Enrcon)
Engineering .

Capability (R&D) Joint R&D

Resources
m Technologies




Views
Why Who How
Traditional 3M Radically new
experlenced large| market research Hewlett-Packard products introduced
companies are for truly by small teams

relying more on
Interactive
development with
lead customers

Innovative new
products has
frequently proved
misleading

Sony

Raychem

working closely with
lead customers
(e.qg. retailers). With
this info. designs
rapidly modified
and interactive
changes made
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Current Situation

e |dea’s Solid Model

* Prototype
COMBO Lunchbox
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Research at N. Brown

High rate of returns in 1993

Manchester University paid £100k
to research women’s sizes

50,000 measurements taken

Women have “thicker waists,
lower busts and conical figures”

Shape of clothes was changed

Returns down to 27% (vs industry
average of 35%)




“It is a capital mistake to theorise before one
has data”

Sir Arthur Conan Doyle

1920 = 2010
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SOURCES OF INFORMATION;

1920 = 2010
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Internal Management |

Reporting [« Intelligence :

System System :

INFORMATION | iy
: Environ-
Managers 1. Assessment of : ments

Needs

2. Distribution | ¢ | An Management | 7

i | Analytical Research : 3
Management > System :
System

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Management Decisions and Communications




Types of Marketing Research

Marketing Research
|

Research Based on Research Based on Research Based on
Purpose Source of Data Data Collection Method

—|  Basic Research — Primary Research | — Qualitative Research

— Applied Research | 4 Secondary Research | 4 Quantitative Research

Preliminary | | Conclusive | |Performance

1920 = 2010




Applied Research

Conducted when a decision must be made about
a specmc real-life problem
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ILLUSTRATION BY TOMER HANUKA




ypes of Market Research: By Methodology

Qualitative Quantitative
Type of Question Probing Simple
Sample Size Small Large
Information per respondent High Low(ish)
Questioner’s skill High Low(ish)
Analyst’s skill High High
Type of analysis Subjective, Objective,
Interpretative Statistical
Ability to replicate Low High
reas probed Attitudes Choices
Feelings Frequency
Motivations
o= o= Demographics
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Non-ad.research
Other  agencies
Manufacturing 50 4%

Companies /

44%

Ad. Agencies
4% Retailer and

Public sector
13%

Service
companies
21%

1920 = 2010
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The Ten Most Common Market
Research Activities

Percentage of companies

Activity

doing activity”*

Directly
relevant to
NPD

Determination of market characteristics

97

Measurement of market potential

97

Market share analysis |

1 97

Sales analysis |

192

Studies of business trends |

| 91

Short range forecasting |

190

Competitive product studies |

1 89

Long range forecasting |

| 87

Pricing studies |

| 87

Testing existing products

1920 = 2010

* based on research activities of 599 companies in the US

83

80



Top 10 market research activities

Market Measurement 18%
New Product development/concept testing 14%
Ad or brand awareness monitoring/tracking 13%
Customer Satisfaction (inc Mystery Shopping) 10%
Usage and Attitude Studies 7%
Media Research & evaluation 6%
Advertising developing and pre-testing 5%
Social Surveys for central/local government 4%
Brand/corporate reputation 4%

Omnibus Studies 3%

Source: BMRA
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Marketing and Distribution

Short Term Long Term

Premium price Price -Moderate pricing (decreasing
$35/unit > Supreme combo 10-20% from premium price)
$20/unit = Basic combo Increasing market share
Advertising on local medias Promotion - Extending advertising to
TV national medias

-Magazine, Newspaper

-Directly distribute to local retails Placement - Extending to retail store in
in Northwest area. others area

- TV direct sale -Company’s e-business website

1920 = 2010
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»Research expenditures
»Decreased uncertainty »Delay of marketing decision
»Increased likelihood of correct and possible disclosure of
decision iInformation to rivals
»mproved marketing »Possible erroneous research
performance and resulting results

higher profits

| Costs

1920 = 2010
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