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TOOL 1-1

Application exercise: Calculate your growth gap

Instructions
Current revenues: Revenues for the current fiscal year.

Five-year growth rate: Projected annual growth rate for existing operations (not including adjacent
moves and new initiatives).

Projected year 5 core revenues: Current revenues x (1 + growth rate) ~ 5.

Targeted adjacencies: Description of new customers, regions, or channels that extend the core business.
Projected year 5 adjacent revenues: Expected revenues from adjacent moves.

Number launched this year: Estimated number of new growth initiatives launched in a given year.

Year 5 revenuesl/initiative: Average expected revenue generated by initiatives launched in a given year
in year 5 (e.g., the third year of revenues for initiatives launched in year 2).

Projected success rate: The expected success rate of initiatives launched in a particular year.
Projected year 5 new growth revenues: Number launched x revenue / initiative x success rate.
Target year 5 revenues: The strategic target for revenues in year 5.

Current Adjacent New growth
operations moves initiatives Year 1l | Year2 |Year 3 |Year 4 | Year5
Current Targeted Number
revenues adjacencies launched
Five-year Expected
growth rate revenue/
initiative in
Projected Projected year 5
year 5 core year 5
revenues adjacent Projected
revenues success rate
Notes: Projected
year 5 new
growth
revenues
Notes:

Target year 5 revenues
Projected year 5 revenues
Growth gap

Note: This and several other tools appearing in this book are available at www.innosight.com/resources.
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TOOL 3-1

Substitution curve

Instructions

Complete columns A and B for up to five time periods (typically years). Calculate columns C through E.
Plot column E on the chart below. Draw a straight line that runs between the points. When the line
crosses 0.01, the new technology has roughly 1% market share. When it crosses 0.1, the new technol-
ogy has roughly 9% market share. When it crosses 1, the new technology has 50% market share. If you
use Excel or PowerPoint to make the graph, make sure it is a logarithmic scale.
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TOOL 4-1

Jobs scoring sheet

Instructions
Job to be done: The fundamental problem facing a customer in a given circumstance.

Importance: How important getting that job done is to the customer, on a scale of 1 (not important) to
5 (critical).

Frequency: The relative frequency with which the job occurs in the customer’s life, on a scale of
1 (rarely) to 5 (very frequently).

Frustration: The frustration the customer feels with current solutions, on a scale of 1 (perfectly happy) to
5 (extremely frustrated).

Score: (Importance + Frequency) x Frustration, producing a score ranging from 2 to 50.
Rank: The rank of the job, compared with other jobs on the list.

Job to be done Importance | Frequency | Frustration| Score| Rank

1.

10.
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TOOL 5-1

The Idea Résumé

The Idea Résumé is a simple way to capture the essence of an idea. It is meant to be
completed in less than four hours.

Our strategic intent is to:

The levers we will pull to achieve
this intent are:

The target foothold customer is:

Version 1.0 of our offering will Where it is good
look like this: (include a sketch enough compared to
or drawing) existing offerings:
Where it is
better:

Existing and potential competitors
that make us nervous:

We will minimize or avoid
competition by:

Our sources of revenue will be:

Our revenue model will be:

The reason we believe it could
be big by year 5 is:

We will keep fixed costs low by:

We will create it by:

We will deliver it via:

We will market it by:
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TOOL 6-1

Disrupt-o-Meter

30

To use the tool, answer each question for a strategy. Give yourself 0 points for each of the
“least disruptive” answers, 5 points for each answer in the middle, and 10 points for each
“most disruptive” answer. See where your score places you on the “Disrupt-o-Meter” arc.

Area

Our first-year tar-
getis. ..

Customer thinks
the target job
needsto...

Customer will
think the offering
is...

Price will be . . .

Business model
is...

Channel to mar-
ketis. ..

Competitor will
think . . .

First-year revenue
will be . ..

Required invest-
ment over next 12
monthsis. ..

Least
disruptive
(0 points)

the mass

market

get done better

perfect

high

what we’ve
always done

100% existing

channel

| need to do this
tomorrow

huge

above average

Somewhat
disruptive
(5 points)

a large market

get done more
cheaply

good

medium

... with afew
tweaks

at least 50%

new channel

| need to watch
this carefully

average

average

Most
disruptive
(10 points)

a niche market

get done more

easily

good enough

low

radically different

entirely new

channel

| don’t care

small

below average

45
60

0\ 20

Less disruptive
Rationale

Disruptive solutions typically start in limited
foothold markets.

Customer should seek improvements along new
dimensions such as simplicity and convenience.

Customer should think solution is “good enough”
early on.

Pricing is complicated, but disruptive solutions
are generally inexpensive compared to existing
solutions.

Disruptive approaches often follow very different
business models.

Disruptive approaches often use distinct chan-
nels to market from established products and
services (start-ups should answer this and previ-
ous question from perspective of industry
incumbent).

Disruptive solutions take advantage of competi-
tive weakness and blind spots.

Patient for growth, impatient for profits implies
slow, steady start.

Disruptive solutions typically don’t involve “Buck
Rogers” solutions, so require relatively below-
average investment to move forward.

More disruptive
Strategic opportunities
* Focus on smaller customer group
* Change to new geography

* Target new context

* Address more focused job

* Make solution easier to use
= Defeature to lower cost

« Cut price by 50%

* Add element (e.g., service)
« Drop element

* Choose new channel

* Go direct to consumer

* Reformulate business model
« Partner with competitor

» Start with test market

= Cut investment by 50%
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TOOL 6-2

Blank idea assessment form

Instructions

Success factor: Describe an item on the identified checklist (e.g., “Targets an important job to be
done”).

“Must have”: Put a check next to factors that, if not true, may be “deal killers,” meaning there is no likely
way that the strategy will succeed.

Agreement: State the degree to which the approach fits the factor (strongly agree, somewhat agree,
somewhat disagree, strongly disagree).

Evidence: Cite evidence supporting your assessment (data, intuition, guess).

Assessment: Using the tables below, is this factor a strength, weakness, uncertainty, or potential deal
killer?

Next steps: What could you do to learn more or change the assessment?

Success factor “Must have”? Agreement Evidence Assessment Next steps
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TOOL 6-2 (continued)

“Must have” factors

Strongly agree
Somewhat agree
Somewhat disagree
Strongly disagree

Other factors

Evidence
Data Intuition Guess
Strength Strength Potential deal killer
Strength Potential deal killer Potential deal killer

Potential deal killer

Potential deal killer

Potential deal killer

Potential deal killer

Potential deal killer

Potential deal killer

Strongly agree
Somewhat agree
Somewhat disagree
Strongly disagree

Evidence
Data Intuition Guess
Strength Strength Uncertainty
Strength Uncertainty Uncertainty
Weakness Uncertainty Uncertainty
Weakness Weakness Weakness



TOOL 7-1

Assumptions checklist

Instructions

Assumption: What must go right for the opportunity to be viable?

Danger: What happens if an assumption doesn’t prove true? Is the game over, do you have to revector, would minor tweaks suffice, or would it have no impact?
Confidence: How confident are you about the assumption? Would you wager a year’s salary? A month’s salary? A week’s salary? No salary at all?
Testing zone: Using the chart in figure 7-1, is this “zone 1” (test now), “zone 2” assumption (test next), or “zone 3” assumption (test last)?

Suggested test: What could you do to learn more about the assumption?

Ease of testing: |s the test easy to execute, somewhat difficult, or very difficult?

Rank: When should you execute this test?

Assumption

Danger

Confidence

Testing zone Suggested test Ease of testing Rank
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TOOL 8-1

Team chartering guide

Team objective (Describe the team’s overall objective in a single sentence)

Degrees of freedom

Complete the table below by identifying all the critical dimensions for a strategy in your industry. Then,
for each dimension, determine what is “desirable” (what you want), “discussable” (what you will con-
sider), and what’s “unthinkable” (what is out of bounds).

Area Desirable Discussable Unthinkable

Target customer

Distribution channel

Steady-state revenue

Type of offering

Brand

Revenue source

Suppliers and partners

Tactics (e.g., acquisitions)

Go-to-market approach
(e.g., test market)

Critical assumptions

1.

2

3.

4.

90-day milestones 180-day milestones
1. 1.

2 2

3. 3.

Team leader signature

Senior sponsor signature
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TOOL 9-1

Assessing Your Innovation Environment

Use this tool to assess the innovation environment in your organization.

For each of the six items below, select the box that most closely represents your situation. Add five points for each choice you
make in the left-hand column. Subtract five points for each choice you make in the right-hand column. When you have completed
your scoring, see the scoring ranges that follow the tool.

Environment

More demanding innovation
environment (+5 points)

Neutral (0 points)

Less demanding innovation
environment (-5 points)

External environment

1. Industry maturity

Highly mature market showing
signs of commoditization

Market beginning to show signs
of maturity

Nascent market with unclear
business models

2. Competitive
dynamics

Fast-moving industry and/or
industry with short product life
cycles (e.g., biotech)

Moderately changing industry
(e.g., automobiles)

Slow-moving industry where
change rarely occurs (e.g.,
steel)

3. Asset intensity

Very high, with innovation
requiring major capital equip-
ment (e.g., pharmaceutical)

Moderate; innovation possible
with less capital equipment (e.g.,
consumer goods)

Low; innovation possible with
little to no investment (e.g.,
media)

Internal environment

4. Scope of innovation
activities

Innovating possible only with
close coordination across busi-
ness units, functions, and
regions

Innovating able to be isolated
within a single business unit with
coordination across functions

Innovating possible in sepa-
rate pockets of the organiza-
tion with minimal coordination

5. Innovation culture

Company in “operational”
mode, with innovation viewed
largely as a distraction

Innovation understood to be
important, but not something
that is everyone’s responsibility

Entrepreneurial culture, where
innovation is a core part of
the company DNA

6. Breadth of talent

<10 percent of key managers
capable of developing legiti-
mately disruptive ideas

10-30 percent of key managers
capable of developing legiti-
mately disruptive ideas

>30 percent of key managers
capable of developing legiti-
mately disruptive ideas

To assess the implications of your score, see the scoring ranges below:

20 to 30

Very demanding innovation environment: In these settings, there is a likely need for greater resource allocation, more structured
approaches to innovation, more significant senior management guidance, and overall organizational autonomy for selected inno-

vation units.

10 to 15

Moderately demanding innovation environment: In these contexts, circumstances suggest focusing on one or two key aspects of
a company’s environment. Significant hands-on management may be required to overcome internal challenges, and/or well-
defined structure and process may be needed to foster rapid innovation while effectively managing potential risks.

-15t0 5

Less demanding innovation environment: Here, focused innovation efforts can be carried out with limited need for direction from
senior leaders and minimal investment. Market conditions and the personnel in the organization likely enable a more flexible and
slower-paced approach to innovation.

-30 to -20

Naturally innovative environment: Innovation in these settings tends to be inherent in the core culture. Innovation efforts can thus
be well integrated with the main lines of business and can occur as a natural part of doing business. In these environments, it is
important not to overdirect or stifle innovation through excessive structure.
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