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Innovation and Technology 

Management  
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Agenda 

Day One 

• Welcome 

• Introduction to Innovation 

• Diffusion of Innovation 

• Exploring Innovation 

• Technology Trends 

• Innovation self-assessment 

Day Two 

• Sources of Innovation 

• Innovation in Action 

• New product Design  and 

Development 

• Game: What is 

your creativity worth 

• Conclusion &  Innovation 

discussions   3 



Day 1 - Session 1 

Welcome 
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Activity: Name your group 

Choose a name for your group 

It must be related to innovation 

You have to explain how it is related to innovation 

Time: 5 minutes 
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Day 1 - Session 2 

Introduction to  

Innovation 
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Innovation… 

Is it necessary? 
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Innovation  

Not necessarily technological 

Must have a practical and useful application 

Not incremental or just different (anymore), but significant  

A Significant, positive change… 
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Innovation 

The application of an invention or new idea to 

commercial or practical objectives to create and 

deliver value 

Invention/Ideation 

The creation of something new; a device, a 

method, a material, a process, … etc. 

9 



Innovation Management  

Innovation management involves 

the process of managing 

innovation procedure, starting at 

the initial stage of ideation, to its 

final stage of successful 

implementation.   

It encompasses the decisions, 

activities and practices of 

devising & implementing an 

innovation strategy. 
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What causes Innovation to Fail? 

11 

Reason 1: Wrong decisions 

Reason 2: Low priority for innovation 

Reason 3: Lack of market orientation 

Reason 4: Slow structures 

Source: https://www.lead-innovation.com/english-blog/why-innovations-fail 

https://www.lead-innovation.com/english-blog/why-innovations-fail
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Activity: Innovation in Egypt 

 

Evolution through different ages . . . 

Carry out a quick internet search to find innovations that 

originated in Egypt in any historical period 

Focus on 

Need (existing problem) 

Idea 

Impact/Improvement after innovation 

Time: 10 minutes 
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Day 1 – Session 3 

Diffusion of Innovation  
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1. Knowledge 

2. Persuasion 

3. Decision 

4. Implementation 

5. Confirmation 

Process of Diffusion 

Diffusion occurs through a five–step 

decision-making process: 
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Knowledge 

The individual is first exposed to an innovation, but lacks 

information about it. In this stage the individual has not 

yet been inspired to find out more information about the 

innovation. 

What’s your role during this phase? 

 

 
15 



Persuasion 

The individual is interested in the innovation and actively 
seeks related information/details. 

What’s your role during this phase? 
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Decision 

Individual takes the concept of the change and weighs the 

advantages/disadvantages of using the innovation & decides whether 

to adopt or reject the innovation. Stage has individualistic nature, 

hence the most difficult stage on which to acquire empirical evidence 

What’s your role during this phase?. 
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Implementation 

Individual employs the innovation to a varying degree 

depending on the situation. Determines the usefulness of 

the innovation and may search for further information 

about it. 

What’s your role during this phase? 
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Confirmation 

Individual finalizes his decision to continue using the 

innovation. This stage is both intrapersonal and 

interpersonal, confirmation the group has made the right 

decision. 

What’s your role during this phase? 

19 



Innovators 

Willing to take risks, have high social status, have 

financial liquidity, are social and have closest contact to 

scientific sources and interaction with other innovators. 

Risk tolerant. 

Adopter Categories 
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Early Adopters 
Have highest degree of opinion leadership among the adopter 

categories. Have a higher social status, financial liquidity, 

advanced education and are more socially forward than late 

adopters. More discreet in adoption choices than innovators. 

Adopter Categories 
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Early Majority 

Adopt innovation after a varying degree of time that is 

significantly longer than the innovators and early 

adopters. Above average social status, contact with early 

adopters and seldom hold some opinion leadership. 

Adopter Categories 
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Late Majority 

Adopt innovation after the average participant. High 

degree of skepticism and after the majority of society has 

adopted the innovation. Typically skeptical about an 

innovation, have below average social status, little 

financial liquidity, little opinion leadership. 

Adopter Categories 
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Laggards 

Show little to no opinion leadership. Typically have an 

aversion to change-agents, tend to be focused on 

"traditions", lowest social status, lowest financial liquidity, 

oldest among adopters. 

Adopter Categories 
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Rate of Adoption 
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S-curves and Innovation  

S-Curve is a measure of the speed of adoption of 

an innovation.  

First used by in 1903 by Gabriel Tarde, who first 

plotted the S-shaped diffusion curve. 

This process has been proposed as the standard 

life cycle of innovations, as they can be described 

using the ‘S-Curve‘. 
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Adoption and the S-Curve 
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Adoption and the S-Curve 
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Stages of the S-Curve 
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Stages of the S-Curve 

Startup 

Survival, market validation, funding 

Growth  - Scale 

Increasing market, expanding to new geography, increased      

manufacturing, hiring 

Maturation - Compete 

Increased number of competitors, lower margins, heads down 

Decline - Transition 

Compromises to stay alive, staff layoffs 
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Double S-Curve model 
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Innovation within a Company - Apple 
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Technical Innovation in an Industry 
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Day 1 – Session 4 

Exploring Innovation 
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The Lego Story 

• What are the main phases of 
innovation throughout LEGO’s 
history? 

• Discuss the need that led to each 
phase. 

• Point out some innovation 
management activities evident in 
the video. 

• What are the most recent 
innovations adopted by LEGO 
(not displayed in the video) 
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Activity: Look around … 

Pick a product/service that interests 
you from the environment around 
you. 

Carry out a quick internet search for 
the history of your product's 
development phases, referring to the 
S curve of each phase. 

For each development phase 
highlight need and impact. 

Time: 15 minutes 36 



Consider the final phase of the product 

 

• What was innovative about it? 

• Was it invented in response to a need or because of 

developments in technology? 

• Was it an immediate success? 

• When did you or your family first get the product? 

• How long were you aware of the product before buying it? 

• Did you delay buying it because of its price, the cost of 

using it or doubts about its reliability? 

• Have you since replaced it with an improved or updated 

version? 
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Day 1 – Session 5 

Technology Trends 
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Technology: 

the use of science in industry, engineering, etc., 

to invent useful things or to solve problems 

Trend: 

a general development or change in a situation 

or in the way that people are behaving 
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What happened in the past 20 years? 

Internet Population 

18 million 

3,000 million 
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What would you do if you knew the change coming in 

the next 5 years will be greater than the last 20 years? 

Internet Population 

18 million 

7.5 billion 
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Can you identify the current 

technology trends? 

Definition    Impact   Pros   Cons 

42 



1. Everyone, Everywhere 

Crowdsourcing, crowdfunding and 

outsourcing have given us access 

to everyone, everywhere. 

This means you now have access 

to all the money, talent, resources 

and information you need to 

succeed. 
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2. Silicon Smart 

Competitive advantage in the 

last 100 years has moved from 

‘book smart’ to ‘street smart’ to 

‘silicon smart’. 

Silicon smart is using data and 

artificial intelligence to 

understand your customer so 

that you can deliver a 

personalized service at scale. 

44 



3.  One Global Village 

The launch of instantaneous voice 

translation, through Google 

Translate, Skype and other 

platforms, we have for the first time 

an instant way to connect and 

communicate with the entire world. 

This means you should be thinking 

global, not local - for both your 

market and your source of market 

feedback. 
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4. Everything Connected 

The Internet of Things will be 

10x bigger than the Internet of 

People.  

This is creating an information 

grid similar to the power grid 

where the Internet becomes 

invisible and our environment 

becomes intelligent. 
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5. Just Press Print 

3D printing will democratize 

production in the same way the 

Internet democratized expression.  

This will lead to a revolution in 

how we design and create our 

own products, the global speed of 

delivery and price of physical 

products. 
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6. Everything in Flow 

The exponential growth in the 

speed of data flow is leading to a 

shift from reading websites to 

watching videos to experiencing 

virtual worlds online. 

This will transform the online 

world as we know it today. 
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7. Rise of the Machines 

Intelligent machines are not only 

getting connected, but getting 

mobile.  

This is resulting in robots and 

machines taking over more and 

more roles that until now depended 

on humans. 
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8. The Merger 

The trend that is humanizing 

machines is matched by the trend 

that is digitizing humans. 

DNA science is progressing rapidly 

and is leading to our biology being 

digitized. Linked to intelligent 

prosthetics and 3D bioprinting is 

leading to mechanized humans. 
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9. The New Free World 

In the same way that entrepreneurs 

rewrote the rules in each time they 

discovered a new free world in the 

past, entrepreneurs are seeing 

space and the oceans as the next 

frontiers and the new free world. 
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10. World Wide Wealth 

World wide wealth is the concept 
that collectively we can create and 
contribute more than when 
competing with each other. 

It is easier to do this now than 
ever, and more essential that we 
do. 
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Top 12 Industries 
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Top 12 Technologies 
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Apple’s March 
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Example 

Apple is Building an AI Brain for Your 

Future Car 
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Amazon’s March 

Space Travel: Unlimited 

Resources 
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Example 

Amazon Files Patent for Mobile 3D 

Printing Delivery Trucks 
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Google’s March 
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Example 

Google acquires Military Robot-Maker 

Boston Dynamics 
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Gartner Hype Cycle 
The hype cycle is a graphical representation of the life cycle stages a 

technology goes through from conception to maturity and widespread 

adoption. 

Developed by the American research firm Gartner, this framework 

offers a compelling tool to help you make sense of the future by 

avoiding the two mistakes so many companies make as they devise 

their strategies:  

1. Getting overly excited about a new technology too early 

2. Discounting a technology just as its about to change the world 



Gartner Hype Cycle 
The hype cycle provides a view of how a technology can evolve over time via a lifecycle 

with five key phases 



The 5 Phases 
Phase 1: Technology Trigger 

The cycle kicks off when a technology is conceptualized, triggering hype and 
publicity. Often a usable product does not yet exist. 

 

Phase 2: Peak of Inflated Expectations 

Early adopters implement the technology, with results ranging from successful 
to unsuccessful. 

 

Phase 3: Trough of Disillusionment 

The technology’s flaws and failures cause public interest to decline. Some 
investors and adopters drop out; others agree to continue with the 
contingency that the problems will be addressed. 



Phase 4: Slope of Enlightenment 

As the technology’s strengths begin to take shape, adopters start to 

understand its potential and how it can benefit them. More and more 

companies implement the technology. 

 

Phase 5: Plateau of Productivity 

The technology is fully understood and widely adopted. Its mainstream 

applicability pays off. 

The 5 Phases 



Your road to Innovation … 

Don’t begin by choosing an 

industry, and trying to enter it.  

 

Begin by choosing your 

purpose. 

 

Connect with those on the 

same path, and harness 

technology effectively 

together to disrupt the 

industries in your path. 
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Day 1 – Session 6 

Innovation  

Self-assessment 
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Day 2 – Session 1 

Sources of Innovation  
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Peter Ferdinand Drucker 

An Austrian-born American 
management consultant, educator, 
and author, whose writings 
contributed to the philosophical and 
practical foundations of the modern 
business corporation. He was also 
a leader in the development of 
management education, he 
invented the concept known 
as management by 
objectives and self-control, and 
he has been described as "the 
founder of modern management"  
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Drucker’s Sources of Innovation 

1. The Unexpected 

2. The Incongruity  

3. Innovation based on process need  

4. Changes in industry or market Structure 

5. Demographics  

6. Changes in perception, mood and meaning 

7. New Knowledge 69 



The Unexpected 

Understand why was it successful, so you can 

build upon it or improve your own product offerings 

to be more competitive in the market.   

If there was failure, why was it not 

accepted?  What was the consumer expecting or 

demanding that they did not receive?  What 

variation of this product would be desirable or what 

other market segment should be targeted instead? 

Unforeseen, unanticipated success or failure of a product 

or service is an opportunity for learning.   

1 
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The Incongruity 

We are talking about discrepancies between what is 

and what we think it ought to be.  This can be 

differences in perception between what the customer's 

expectations and value for the product is versus what 

the manufacturer of the product believes the 

customer's expectations are.  If suppliers in the 

marketplace fail to discern this difference, then the 

opportunity arises for a new entrant to the market to 

provide an alternative that narrows this disparity and 

becomes more attractive to the consumer. 

Discrepancies between what a product or service is and 

customer’s expectations is an opportunity for a new 

supplier in the market.   

2 
71 



Innovation based on process need  

When looking at the process of how things are done, 

opportunities lie where there are ways of doing it 

better and the customer sees value.  This may 

include improvements to existing products or 

services, that make it easier for the consumer to 

use.  The streamlining of a process a consumer 

must go through to purchase your product, resulting 

in a more cost efficient procedure for the company 

and a happier customer, would be another example. 

Looking at the process of how a product or service is 

done, there is an opportunity for doing better. 

3 
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Changes in industry or market Structure 

Changes in customer taste or preferences usually 

will prompt changes in the industry.  Whether or not 

these changes are long term or just a fad may not 

be known in the beginning.  Perceiving and 

understanding where customer demand is moving 

away from the norm and why will provide the 

opportunity to capitalize by introducing new products 

or services that meet this new or varied need, not 

yet discovered by the industry as a whole. 

New or varied needs of customers is an opportunity to 

introduce new products or services. 

4 
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Demographics 

Evaluating existing demographics or shifts in the 

statistical data of a given population, whether based on 

age, sex, race, disposable income or education, can 

provide opportunities for innovation.  Over the years as 

more women have received higher education and 

entered the workforce, they now have more disposable 

income and more independence than in the past.  This 

increases the purchasing potential of this market, 

allowing for more products that are tailored specifically 

towards women and their preferences. 

Evaluating existing and shifting demographics in a given 

population is an opportunity to specifically tailor new 

products or services. 
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Changes in perception, mood and meaning 

This refers to changes in how customers 

perceive a product or service.  This can 

be influenced by a combination of 

economics, a change in values, etc.  

Changes in customers’ perception of products or services 

due to changes in economics or values is an opportunity 

to modify products. 
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New Knowledge 

New discoveries in technology or the sciences 
can provide opportunities for innovation.  The 
question is how long it will take to develop this 
knowledge into a viable, marketable 
product.  What are the costs involved and do 
you have the capital or infrastructure to take 
advantage of the opportunity? 

New discoveries in technology and science is an 

opportunity to innovate new products and markets.  

7 
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Types of Innovation  

• Product – good or service that is entirely new or has 
significantly improved characteristics or uses;  

• Process – new or significantly improved method of 
production or delivery of a service;  

• Organizational – new method of organizing business 
practices, the workplace, or relations with outside 
organizations; and  

• Marketing – new developments in the design or 
packaging of products, the channels for distribution, 
promotion or pricing. 
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Innovation Matrix 
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Explore the sources… 

Each group will be assigned one source of 

innovation. 

Explore the assigned source and propose an area 

for innovation based on that source. 

Time: 15 minutes 
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Day 2 – Session 2 

Innovation in Action 

80 



Choose a topic that needs improvement 
(You could use one that you found during the sources exercise) 

 

Write the problem related to that topic  
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Mind Mapping 

Hierarchical breakdown and exploration. 
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SCAMPER 

Using action verbs as stimuli. 
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What can you substitute? What can be 

used instead? Who else instead? What 

other ingredients? Other material? Other 

process? Other power? Other place? 

Other approach? Other sounds? Other 

forces? 

What can you combine or bring 

together somehow? How about a 

blend, an alloy, an assortment, an 

ensemble? Combine units? 

Combine purposes? Combine 

appeals? Combine ideas? 

Substitute 

Combine 
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Modify 

What can you adapt for use as a solution? What else 

is like this? What other idea does this suggest? Does 

past offer a parallel? What could I copy? Who could I 

emulate? 

Can you change the item in some way? Change 

meaning, colour, motion, sound, smell, form, shape? 

Magnify: What can you add? More time? Greater 

frequency? Stronger? Higher? Longer? Thicker? Extra 

value? Plus ingredient? Duplicate? Multiply? 

'Minify': What can you remove? Smaller? Condensed? 

Lower? Shorter? Lighter? Omit? Streamline? Split up? 

Adapt 
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Rearrange 

How can you put the thing to different or 

other uses? New ways to use as is? Other 

uses if it is modified? 

What can you eliminate? Remove 

something? Eliminate waste? Reduce 

time? Reduce effort? Cut costs? 

What can be rearranged in some way? 

Interchange components? Other 

pattern? Other layout? Other 

sequence? Change pace? Change 

schedule? 

Put to 

other uses 

Eliminate 
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The Four Lenses for Innovation 
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EgyptInnovate.com Source:  
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What is this tool? 
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When and why is this tool used? 
 

. 
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How is this tool used? 
 



92 

1- Step 1 (Challenging 

Orthodoxies): 
 
What if the dominant conventions in your field, market or industry are 

outdated, unnecessary, or just plain wrong? 

What if there was another way to do things than the traditional way? 

 

. 
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2. Step 2 (Harnessing 

Trends): 
 

Where are the current trends that will, now and in the future, that can 

open new opportunities for your business? 

What will be the tsunami in your industry? How can you make sure 

you ride this wave instead of being washed by it? 
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Step 3 (Leveraging 

Resources): 
 
How can you take your existing skills and assets you only possess and 

arrange them into new ways, combinations, and contexts that add up to 

more than the sum of their parts? 
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Step 4 (Understanding Needs): 
 
 

What are the unmet needs and frustrations of your customers that 

everyone else is simply ignoring?   

How can you design new solutions tailored to these problems? 

 



Day 2 – Session 3 

Implementing Innovation 
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New Product Development 

Design 

Design Concept 

•  Analyze need  

•  Create 
concept 

•  Set brand 
image 

Product 
Planning 

• Business Case 

• Specifications 

• Industrial 
design 

Development 

Design  

Review 

• Mockups 

• Testing 

Prototype 

Building 

• Commercial 
samples 

• Integrated 
system test 

Production 

Production 

• Production 

• Testing 

• Distribution 

Sustaining 

Support 

Technical support 



Day 2 – Session 4 

 
Game: 

What is your creativity 
worth? 

 

Creating value through new ideas 
98 



How to play: 

• Within your group, examine the 
available resources that you have 

• Think of something that you can 
create using these resources. 

• Your final objective should be to “sell 
your creation for the highest 
possible value” 

• Design and manufacture your object 

• Go out and try to sell it. The team 
that will get the highest amount will 
be the winner. 
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Day 2 – Session 5 

Conclusion &  Innovation 

discussions   

100 



Closed Innovation 

For most of the 20th century, 

many leading industrial 

corporations adopted this model. 

A company generates, develops 

and commercializes its own 

ideas.  

Tight control of all the 

knowledge and assets needed 

to pursue innovation. 
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Open Innovation 

Company commercializes its in-house 

ideas and also innovations from other 

organizations.  

It brings its own ideas to market 

(exploring different markets). 

Boundaries with the surrounding 

environment are easily crossed. 

External knowledge from the 

company is used (suppliers, 

competitors, entrepreneurs scientists, 

among others). 
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Protecting your Innovation  

Intellectual property (IP) refers to creations of 
the intellect for which a monopoly is assigned to 
designated owners by law. 

Intellectual property rights (IPRs) are the 
protections granted to the creators of IP, and 
include trademarks, copyright, patents, industrial 
design rights, and in some jurisdictions trade 
secrets. 

Artistic works including music and literature, as 
well as discoveries, inventions, words, phrases, 
symbols, and designs can all be protected as 
intellectual property. 

103 



Copyright protects creative works in a tangible form; this 

includes books, movies, music, games, artwork, and other 

kinds of creative products. 

 

Every expression of original thought and creativity is protected 

by copyright.  
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A trademark is another common type of IP, as a mark that 

distinguishes the source of goods or services.  

 

A trademark can be anything that differentiates a particular 

company from its competitors, including: 

• A logo 

• A slogan 

• A sound 

• A color 

 

Trademarking may overlap with copyright; for instance, a logo 

may be copyrightable as an artistic creation and also 

registered as a trademark. 
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Patents protect inventions and functional designs for products. In 

exchange for publicly disclosing the invention or design.  

 

The inventor gains exclusive rights to the use of the patented 

device for a set amount of time, currently 20 years for utility and 

plant patents, 14 years for design patents. 

  

A utility patent covers inventions, that is, non-obvious and useful 

processes, machines, manufactured articles, or compositions of 

matter. 

 

Plant patents are issued for new varieties of plants; and design 

patents protect ornamental designs. 
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Industrial designs constitute the ornamental or aesthetic aspect 

of an article. A design may consist of three-dimensional features, 

such as the shape or surface of an article, or of two-dimensional 

features, such as patterns, lines or color. 

 

Geographical indications and appellations of origin are signs 

used on goods that have a specific geographical origin and 

possess qualities, a reputation or characteristics that are 

essentially attributable to that place of origin. Most commonly, a 

geographical indication includes the name of the place of origin of 

the goods.  
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Successful Innovation  
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Successful Innovation  

Wealth = Value x Leverage 
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Fear – change is always frightening. 

Risk – am I risking my established business? 

Convention – we’ve always done it this way. 

Self-doubt – if it’s that good, surely somebody else 

would have made it by now? 

Fear of failure 

Pitfalls in Innovation Management 
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Thank You 
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