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Forward

Innovation Transformation Guidebook, ITG, is a collection of flash cards
designed to help small businesses innovate by strategically improving
their current offerings. ITG methodologies are inspired from research in
an array of fields including design, entrepreneurship, education,
psychology, and sociology. Consequently, ITG approaches innovation
problems more accurately by simultaneously investigating the customer,
market, and business itself. Innovation Transformation Guidebook should
be used as an interactive platform with a small business team. ITG cards
are grouped three categories Inform, Expand, and Deliver. The flash
cards contain prompts, questions, and diagrams meant for discussion
and implementation. Small business owners using ITG should see
increased revenue from the creation of new and/or relevant offerings
directly tailored to their customer’'s needs.
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Directions

Discover ideas and needs of customers applicable to your business. Utilize the innovation
processes in order to increase brand equity; test methods for gaining customer insight.

Directions: Cuner
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|. Gather your team and inform
them that they are about to &
embark on an innovation
quest. Ofn.fmwp
2. Read the Purpose card of every / D“P""’"""'D’ \
section so as to understand the S

concept as a whole. K

3. Beginning with Identify,
sequentially read, discuss, and &:J
implement the ideas on each Qeovd Informabion Collabouie

card. % \C‘: @ @
4. Document findings to:

reference, validate, teach, and |
apply.
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Identify Purpose

To discover new offerings that adds value

Discover ideas and needs of customers applicable to your business. Utilize the innovation
processes in order to increase brand equity; test methods for gaining customer insight.

Directions:
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Identify Who

Understand who your customers are. By looking at customer’s lifestyles holistically, latent needs can be discovered

“What does your current market look like and what are the major needs of the
consumers within that industry?”

Lifestyles
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Collaboration

Persistence is key to create a worthwhile offering. Henry Ford went bankrupt twice before Ford
Motor Company became a success. Henry Ford said, “Failure is the chance to begin again more
intelligently. It is just a resting place.” *



Identify Why

Customer behavior will increase brand equity, especially on a low budget

Empathizing with your customer enhances your offering capabilities. Sincerity and
knowledge are benefits to be capitalized upon.

Joseph Pine's &
James Gilmore's
interpretation:
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Develop a strategy for effectively communicating a clear message to aid the user. Do not focus
directly on the sell, but skillfully shed light to ‘why’ your offerings maximize needs and epitomize

their desires (i.e. aid process, convenient, child-proof, less expensive with more benefits, and easy
to use).



Identify How

Expanding boundaries beyond the inevitable setbacks

Augment classic ideas with a new twist. Lead by taking calculated risks to develop new endeavors.
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Brainstorm past, present, and future concepts that will evoke a platform of ideas. Begin by charting
untapped territories to elicit extraordinary discoveries. If you do not want to be the pivotal market
leader, educate yourself to know what brands to follow.



Identify When

Frame the challenge by defining the scope of the project/period for research, collaboration, and analysis.

To ensure that time is utilized to the fullest, it is imperative to develop a plan. With any venture
or exploration, a framework can guide (not repress) the development and delivery. This framework
may be applicable for individual research.

Frame Challenge Scope of project, industry, interest

Reason or Cause for Action How does it relate to you, company, other offerings?

Exploraton Period What is your inspiration and methodology for discovering?

Reaction How did the discovery process evolve after research? What kinds of expectations are your
audiences expecting!

Change As your project develops, how many stages of growth will you allow?

Purpose for implementation How will your project make a difference in the long term? What social issues or modern day

relevance does it apply to! How can your project be useful to all departments within the
company or one's life?

Presentation Document Process How will you present your information! What do you imagine your display to look like? What
equipment or technology would be needed to reach a global audience? Is your work, process, and
content worthwhile to publish?

Structuring company presentation templates for personal exploration ahead of time will cause
employees to manage their success from the start. A bottom-up exploration process inspires more
people to enrich their perceptions, thereby increasing performance exponentially.



Identify Where

Seek inexpensive resources within your community

Unfold latent assets ranging from: sharing eclectic skills, interviewing informative friends, and
attending public events targeting your customers. Digitally catalogue a database for teammates to

leverage.
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Economist William Baumol said for a country to advance there must be three quintessential parts

knowledge, capital and technology.



Identify What

Many senses must be appealed to in order to foster a favorable brand perception

Incorporating sensory mechanisms can intensify an experience for a customer (positive or negatively)
and can trigger memory associations for your brand.
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For example, the smell of Lysol ® may make the room smell clean even though you can visually see
that it is not. Incorporating multiple senses reinforces your brand message.
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Ideate Purpose
Collaborate, identify, and document the customers’ meaning of context

Facilitating innovation starts with understanding your customer’s perspective by seeing why and how
they establish meaning within particular situations.

é Needs. Wants, Desires
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As a team, set yourselves amongst the public and pick out potential customers. Engage and
observe. Document findings.



Ideate Who

Designate roles essential to achieving goals, benchmark process, and show results

As a multi-disciplinary team, recognize the goals of the project. Assign individual and group
responsibilities that leverage team talent to be reliable for overcoming external threats and
internal weakness.

Goals

") Are the overall aspirations

—
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Simiar to o functioning hospital, a doctor should perform 10
Surgery and the chef should have food ready by lunchtime.

~ Objectives

Are the parts of a goal

vercome Principles
Are the process of each step
to obrtain an objective

Companies who collaborate and strategically adapt are more likely to succeed; knowledge and
preparation are key for realizing additional revenues.



Ideate Why
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Meaningful offerings generate more money

Fuse services and features into your line that complement the characteristics of your customer.
Uniting offerings that exceed customer expectations makes for brand superiority.
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Identification and confirmation of a successful offering will create brand equity.



Ideate How

Marketing lifestyle branding communicates globally

Leveraging complementary
products to bundle, advertise,
or sell will create brand
identity. Packing an aura
around your product can
globally be experienced
online.

Decide how you want vyour
company to be seen as well as the
potential methods for achieving
that image. Use your customer
profile findings to figure out the
best way to put your image out
there.

Package Offering Globally
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Ideate When

Constant communication is key for cultivating rich data

Have a central means of organizing and referencing milestones to ensure completion within the

time frame.
Ganﬂ Chart (7003\6 Ca‘evdar Poase Camp
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Principles
Map out specific goals, objectives, One account organizes a Too small for a server? Compile information
principles and document milestones. team’s calendar online for free. on in a secure data base for a small fee.

Create a visual organizational tool that displays ownership and accountability.



Ideate Where

|deate where universally imaginable, locally meaningful, and fearlessly communal

Fearless exploration is the process of generating a plethora of well-rounded concepts to emphasize a
particular idea. Intertwine ideas that relate but may not typically apply.
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Simulating a slice of your vision will excite the team and aid in deciding a course of action.
Try expressing thoughts quickly with a magazine collage. Collages instantly communicate
atmosphere, mood, meaning, and artifacts through color connation, pattern, and activity context.

22



Ideate What

Individual dispositions needs; for personable research, what do they need to know about you?

Optimize your next offering by understanding what your client’s life entails. Create personas, or

detailed representations of client “types”, that articulate customer needs.

Education

Income Age

Life experiences Behavior x

Location | Body Type \_T
Opinions Disabilities

Social class Race

l

Values

Documenting a spectrum of customers and their aspirations in a consistent framework will
provide a Day-in-Life sketch that can attune your offerings. "
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Interact Purpose

Adapt to explore holistically

Forecast panoramic ideas that integrate a hybrid of ordinary to extraordinary offerings relating to
modern concepts and masterpieces.
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Constantly define parameters, relevant to your company... “where” can you identify lifestyle
attributes? Don’t wait to follow trends when your capable of learning more about your customer
in less than an hour; directly relate to your customer.

~
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Interact Who

Explicitly share individual, group, and project points relevant to aiding or hindering success

As a team benchmark “Strengths, Weakness, Opportunities, Threats,” in the industry, and within your
own company. Strategic planning allows the team to be adaptable when enhancing core
competencies by avoiding liabilities.

Internal Strengths & Weakness

- Debt

- Capital to expand

- Cost structure

- Managerial skills

- Not innovating

- Strategic alignment
of initiatives

- Core competencies

- Financial resources

- Intellectual property

- Latent employee skills
- Marketing prowess

- Management team

- Unique business model

)i fundré2
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External Opportunities & Threats

- Competitive weakness

- Demographic trends

- Diversification

- Globalization

- New products/ market
segments

- Partnerships

SWOT charts are a way to collaborate and identify
company talent, resources, and assets against
current market upside openings and downside risks.

- Barriers to market entry

- Demographic trends

- Economy changes

- Industry trends

- Product/ market life cycles

13

Documenting thoughts on sticky notes and placing visibly in the workplace serves as a reminder.



Interact Why

Applicable frameworks expedite efficiency

Creating a service that tailors to the product will turn one-time purchases into a continual revenue
builder. Find how you can sell to other businesses that will purchase large orders frequently.

N A / Cater
o~ é / service towards
frequent buyers

Establish trust...
develop relationships

\:’

Communicate often

Documenting recurring customers will add value to your company if you decide to sell,as a
customer base is already provided. ¢

28



Interact How

Integrating customer information for your company can be sharpened by an iterative process

Research starts with you. Constantly be aware of all situations. Make sense of how people
interact within a location, nature, formal situations, and situational contexts.

| Step
I

Ask Integrative Questions

WHO
WHAT
WHERE
WHEN
WHY
HOW

=>» Categorize thoughts and see overview
relationships of ideas and people:

-Alone, privately, socially, publically
-Environments, elements

-Extreme, unique, somber, surprise

-Fear, Happiness

Step

Error ldentification

At what points are there:
- Troubles

- Time delays

- Voids in the process

<> Identify distinguishing points where actions
and activities disjoint.

=> What is the conditional cause for
interruption or success’

Step

Meaning Percentage

What is the cause for acting!
What is meaningful and relevance at pivotal times?

=» When communicating, make sure to
analyze findings in an explicit format of
measurement.

=> Agree with your teammates a mutual way
to evaluate intangible experiences.

Who indirectly or directly shapes your industry? Discuss with the group and interact with the

public.



Interact When

Immediately start your second plan once you launch the first

Differentiating against competitors can be attained by communicating your brand features, quality,
and difference between new models.

12

Integrate customers in your development from the start. Prepare an action plan on ‘how to’
achieve your next phase.



Interact Where

EnhanCiﬂ‘-’ user experience at all touch oints
o

As a business owner, tools and constraints can lessen customer’s wait time frustration. Identifying
lags in the system can help turn a weakness into a strength.
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Organizing store layouts, having real-people answer the phones, and a knowledgeable staff will ease the
transition for customers to purchase your offering. Inexpensive entertainment factors for varying crowds
will reduce friction and frustration. Example, if you own a car service shop, or any other company that has a
waiting room, make sure that you have women'’s and kids magazines as opposed to just ‘Cars’.



Interact What

User testing methodologies worth remembering

Intertwine methods by your time availability and vulnerability to interact with potential users. Any
method will be at least somewhat successful with a sincere try.

Observer from Afar Participate Integrate
Fly-On-Wall Day-in-Life Trial Testing
Stake out a public place and observe your Find a willing customer who will allow you to Have users test out your offering and

customers interact. Unknowingly people wall | follow them throughout their day, the purpose is provide feedback
let down their guard and expose themselves | to notice “how" they modify offerings to easily be

to subconscious reactions. accessible under situation constraints.

Spatial Pattern Phone Calls Representational
Models

Record where people move around and for Have willing volunteers allow you to call them at

how long they: handle, congregate, or repeat | any point and describe what they are doing Have participants represent their

similar actions to maximize utility. within the context. perspective through relationship
diagrams.

14

If you use recipes when you cook, consider user testing methodologies to gain a 30-minute insight, zestier
than your secondary text. Contrary to what we think, people adapt their practices to work within their
constraints, knowing why and how they improvise helps to understand where to make changes.
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Improve Purpose

A good concierge will receive an excellent tip for making a superb recommendation

Classifying unique customer desires will help your company to be knowledgeable and ready for

delivery of high expectations.
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User testing scenarios will define what changes should be applied to sway customers moods,
thereby enabling them to spend more, stay longer, become loyal, or just flat out leave.
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Improve Who

Find how to propose significant offerings within your customer’s personal syntax. Discuss how
people’s behavior repeats in particular situations towards: tangible items, people interactions, and
tasks.

From their

global

PEFSPECEVE  \ithin their
Culture

Relevant to
their social

group

Meld improvements based on discovering the motivating factors for similar oddities, cause
and effect behavior responses in particular situations.



Improve Why

Nurturing deta led parts from start to finish conveys the DIg picture

Improve your company’s awareness locally and globally by providing clear information about your
company. Do not limit your offerings to a single genre of customer, diversify your message to at least
three different areas.
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Simplify your message to limit noise. Manage capacity by grouping features together logically.
Confirm that customers are able to efficiently and autonomously access information on your
offerings, especially the offerings that account for 80% of sales.



Improve How

Mandatory collaborative feedback ensures usability

Incorporating customers into your discovery process can be helpful in validating each of your collaboration
phases: observation, participation, and implementation. Before finalizing your insights to a deliverable, consult
previously filed tests to verify that your research is correct.
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Engaging customers outside the office will provide a realistic perspective on how the product
should function, appeal, and apply to customers.



Improve When

Customers need services the most

Administer care by having an action plan ready for reacting to specific situations. Role-playing and
employee pep talks emphasize problem-solving skills.

Purpose

- Work: Draft, Presentation
- Leisure: Life span

- School: Cost to quality

- Home: Need advice?

Mood + Tone of Voice

- Livid - Charming
- Irritated - Chatty

- Frustrated - Normal

- Stressed - Suspicious
- Apathetic - Incoherent

Level of Service
- Low, Medium, High

Learning to read body language will help you perform the delivery of a service effectively.

38



Improve Where

Research. Ask customers to supplement an explanation with a quantifiable value

Field test accurately by transferring thoughts into numbers. It is beneficial to have participants determine
the degree to which they are communicating. Document through a matrix, thereby sorting and classifying
during the process.
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Semantic Scales - List extremes between value marks

- Ask participants to mark value / symbolic meaning
- Multiple layers can be coded by color and shape

Creating a matrix prior, will
allow a researcher to quickly

fill inputs to document. Percentages For any conversation have team members and
testers define “degree or what percentage”

Loyal customers use your offerings frequently, their latent perspective will manifest explicit opportunities.



Lifestyle branding packages can reinforce your product/service as a means for your customers to
express themselves. Comprehensively uncover potential target markets by extensively answering

each question.

Improve What
Triple the Check

Interrogative Questions Represent How, to what degree!?
Who Does this concern? Personas
Contributes to the problem? (a fictional representation of a stereotype)
Contributes to the solution?
Who does what?
Are the main people involved, minor people?
Pays the most?
What Is the purpose? Situation
Are the factors? (Personas are involved in what types of activities)
Can be of benefit?
Task for completion?
Where Do the events occur at each part of the day? Setting
Is the range of places that people are occupying (Paint the mood by the description of the location)
Do employees or customers use that space
What is the frequency space is utilized at peak times?
When Who and where do people interact at what time? Constraints
How are interactions different at different times? (How the setting changes depending on presence of
Does the context change when another person is people and time)
present?
Why Do these categories relate? Behaviors Change
Why is there a change in behavior?
How Can there be more touch points? Relationship as a whole
Can the experience be magnified?

kX

40



Deliver

Implement / Integrate

|. Purpose Innovation Introduction
2.Who Establishes Goals

3.Why Leverage Intrinsic Value

4. How to Expand Boundaries
5.When to Effectively

6.Where Latent Assets Unfold
7.What |dentifies Lifestyles



Implement

&
D e I Ive r |. Purpose Innovation Introduction
2.Who Establishes Goals
3.Why Leverage Intrinsic Value
Implement / |ntegl’ate 4. How to Expand Boundaries

Innovation 5.When to Effectively
transformationd 6.Where Latent Assets Unfold

7.What |dentifies Lifestyles




Implement Purpose

Mirror offerings to lifestyles

Enhancing or repositioning your brand message can also be obtained by aligning your company with
organizations that promote the social issues important to your customers.

° Khow\ e
CEsdocser o Meml::;: ;{;
— © Seal ot Appl
e Nom
L\FE STVLE e
S EVA \nucs&-\'yﬂ'-t
= tUne M&..L—.\' )
‘,,475 o es S
@ Perce?ﬂOn.
& O “u‘ yod"'
R0 gy e B idet 7

Synonymously branding your offering into a lifestyle capitalizes upon identity needs. Customers see
and respond to media parallels: celebrities, brands, and social causes.



Implement Who

Cater to multiple view points

Be aware how your customer’s needs should met throughout the year. Noting behavior and
concerns will help your company to flourish.
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Implement Why

Efficiently label a customer to your package

Implement lifestyle branding tactfully around your customers to create offerings that conform to their
current disposition. |[dentify what constitutes the transformation of convenience, preference, quality, and

apply.

e Lidesyle Fao

5000+ Celebrities have been
photographed with Ed Hardy’s brand
identity internationally, in four years

Ed Hardy campaigns: hip, youthful, yet
surpassed age and gender stigmas

Ed hardy now expands his line to
commodities, so that even a need
represents his/her personal philosophy.

/ g

=

- Look up Ed Hardy: -
- Ed Hardy by Christian Audigier, is a trendy brand that coils its image around celebrities, advertising the

lifestyle glamour. Ed Hardy, uniquely exemplifies how to embody a set of customer’s beliefs, exploit a
niche concept, and infiltrate a global market in fleeting time.




Implement How

If you put out a free coupon would you have a line around the parking lot?

Know and deliver what it takes to have instant response from your customers. Implementing
customer feedback, smooth operations, and knowing ‘why’ your company is genuine, will help
determine how to increase or maintain market share.

r [oes VFhat Ev\"\.\l e pxpose? '—\

/ \ / K uw&‘
Who ———> How' ‘“"‘“;1”
e H»q e \ i
is Shoppvy o Bl b,,,?,_ when
gives teedbock. \\/ T
' \
ere do "How' an
Internally assign e s
‘who’ approves and - “J(W“ 7 '\;\Mo VO':ES
" OV

handles feedback.

1%

Google ways to apply responsive feedback within your industry.
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Implement When
Start with the end in sight

Formally delivering services or accepting them can be executed through a nine step process,
generated from the consulting expert, Phillip Wickham.

—————————————
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At each stage, measure your qualitative data to express the numerical value. Estimating numerical figures
and exhibiting documentation will supplement the valuation of your intangible recommendation.Therefore,
your time is able to have to have factual proof for compensation.



Implement Where

Hedge your plan by becoming bilingual in business

For your serious ideas, write or modify your business plan: a standard document to communicate your
concept within business. A quick outline will serve as a useful tool to communicate your company for
potential investors, similar to a resume.

Business Plan

Main Points of Consideration: Details Include:
Contents
* Most Meaningful For an investor: -Service Industry
Points to convey -Executive summary, Management team, Financial | -Markets to attend?
within the first page = Projections: Cash flow & ROI - Knowledgeable employees or just leader?
| -How fast do you plan to sell your company # employees, growth, experience
Executive Summary  -Return on investment (as a %) -Industry: characteristics, size, competition
-Internal rate of return (length of time) -Market: size, growth trend, customer location
-Current and potential risks -Offering description: price, position, legal, lifespan
-Company: type, locale, management, operating -Market size, growth trend
plan
Financial -Historical financial statement: cash flow, income -Sales, cost of production/ services, operating
Information statement, balance sheet expenses, profits, estimated cash flow
-Pro formas (projected financial documents)
-Expected market share -Assumptions for rational: best/ worse case scenario
“Year 3 market share, break even point, cash flow,
ROI (Details)
| -Upstart Capital |
f Website Links Small Business Administration -Starting a business, registering, advice, local offices

wwiw.sbaonline.sba.gov
Business Plan Preparation Center
www.bizplanprep.com

-Writing a business plan, advice x

A business summary is a clear way to express an intangible idea.The classic setup communicates a

professional sincerity.

il
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Implement What

Implementing to differentiate against competitors

Customers select offerings on the basis of performance or preference. Depending on the type of customers
and business capabilities, one route over the other may be more advantageous for your company to pursue.

Performance Preference
emstion Iyeradon
/ req orenevit- i
/‘uﬂd—-'on Yehaviov

n

Type of Peison

d#.'[,-;-.w-ccu«.’ &Pﬂﬁ-’ ve joadiadal ... : ; o

1
Enhance your offerings to appeal to needs or market an emotional connection through: promotion,

placement, price, and product.



Integrate

&
D e I Ive r |. Purpose Innovation Introduction
2.Who Establishes Goals
3.Why Leverage Intrinsic Value
Implement / |ntegl’ate 4. How to Expand Boundaries

Innovation 5.When to Effectively
transformationd 6.Where Latent Assets Unfold

7.What |dentifies Lifestyles




Integrate Purpose

Starting: Silver-Gerald Dc[;nmg relevant ogcrmge for older users. ..
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Purposely: Think fresh with each situation

Colaborate

1 _- oo

Find true stereotypes
of users, document
patterns of customer
types
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Integrate Who

competition?

WHO is your current

ng with customers

S i

Our business connect
“What's on current i
market, your company
interest, customers
N et
s k—;_‘.‘j, ’
Who:
What [purpose] and
[why] should one
should care

How do you
differentiate?

L Er‘gonomic
- Sate

- Convenient
- Hip

- Unorthodox

| Your company Solving ] | Significance of customers
customers encumbrances segmentation to your
7 company )
2 - - L g
) LL,}' @ ~ ; (’g(\j o * )
- - f.: o /‘_,_._‘On\c\
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el T
Psyc DY | | Ecological Psychology
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Integrate incentives for customers and employees

Goals Objcctivcs Principlcs
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Integrate Why

Applicable frameworks expedite efficiency

\

k.
=
Attain Goals / Nurture

/ Perception Details

Market Relevant
Leader Offerings
Public e Employee
Awareness Shared Knowledge & Ownership
Qren Commmmandom ' - ._‘;3,",‘"" ] / A -~
' “ Berpereielly ( )
Exceptional 4 S Educate
Service §\\ \)/ Employees
Externally g Internally
Cater your intrinsic value to gour Why: Does each part make sense to the
cu.-st_omcrs /ffcsiyfcs: nccd-s_. wants, and Why it is important for common goal?
desires. . those [who] are
* involved and [how] it '

makes a difference




Capitalize on intrinsic value

Get t'he blg Plc.t'ure Wlt'l") f.ew \.\’c’)rc'ls. %

Customers must be aware, be
able to access, and navigate to

purchase | a4«
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Integrate How

To step outside the box

\ wv‘;va ads

SJetes s

Generate best and worst ideas far bcqond on thc norm with holistic Pcrspcctivc.
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Depending on the environment, people are more prone to behave and certain ways and need particular items
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Integrate When

Encompassing change from start to finish

When:

-Learning more about your

; industry can be as simple as
What acFlon ; EX a n d a phone call to an expert or ask
necessarily applies to customers what is important.
each category now and -Extensive projects should be "
in the future investigated from a holistic

standpoint at all levels. Time
frame varies per project.

4

Open Communication is
best in a nebulous
process. Accessing

information and project

status will allow people to

Inform — Deliver

- Begin with a project statement that defines - Test and confirm target market scenarios
scope of work and dates for your company. at each offering phase with actual

- When in the field, observing discretely does not customers and experts, at least 10 total.
require consent unless loitering or taking pictures - Document results in a tangible form.

- Ask customers if you can follow them around - Translate findings to be applicable for 14

throughout their day for an incentive further research and for business valuation.



Connect with customers in the creation, maintenance, and revaluation of viable opportunities

Re ‘c")r-‘l'\ 2 thc Tailor service to customers
i B | behaviors .t

customers’ context to @
. r |
improve new oltering, 3

Psychology

Structure oﬂfcrmg‘ to

l'()\-'IC{C SL nCr"ISth‘;’JiIUC
P gners

Openly communicate
documented findings

B9 U

Behavioral Organization

EstaH[sh purpose and
benefit to individuals
ancl thc comp;am L

to customers’ ]uf'cstqlcs.
Document to retain v;aluc

Frame Challenge
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Business Management

n 4

| :
;mcl teach new CITIF‘l()L"CCS.

Revitalize Offering Cycle
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Psychology + Design Economics
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|mF'[cmcnt 5crv|cc;.to }wc
executed most eff cc.twclq
n P.'artlcu[ar situations.
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Integrate Where

Leveraging Latent Assets

[KNOWI.EDGE l

Mentorship

BUSINESS

- ABMI Mergers & Acquisition: Dan Lolocono, CBI, CCIM
- Koch Industries: DR Leach. MBM Management
- Small Business Development Center:Will Kacz, Director

EDUCATION

School of Business:VWally Meyer, Director of Entrepreneurship
School of Design: Richard Branham, Chair of Interoction Design

Mark Fiden & May Tveit, Industnial Design Professors
School of Engineering: Dr. Richard D. Hale, Aerospace Associate Professor

Pittsburg State University: Pittsburg, KS
Engineering Department: Dr. Larry Willamson, Plastics Department Chair
Dr. Jim Otter, Engineering Chair
Dr. Bob Susnick, Plastics Professor
University of Massachusetts: Lowell, MA

Plastics Engineering: Or. Robert Malloy. Plastics Department Chair

Knowledge. Capmal. _
Technology Wl‘lat asscts are avanlab]c to your
P QLLS“ ';‘J ~—

: team within the community and
£ conpme inclustr_q'?

Interviewed Experts

Drive Medical Supplier: Largest Shower Chair

Manufacture/ Distributor
Sales Manager: Dave Smith

Product Manager- Patuent Aldes: Bill Baker

Koch Industries: Largest Privately Held Company
(Business Management)
Interacoon Designer: Danlel Brake
Koch Creacve Group:Terri McCool
MBM Management: D.R. Leach

University of Massachusetts: Lowell, MA
Plastics Engineering: Dr. Robert Malloy

University of Kansas: Lawrence, KS
Center for Technology Commercilizaton:

Executive Director: James Baxendale

Toured Facilities
Manufactures
- Design Led. (Quick Protetyping, Thermal Forming): Bourne, MA
- Kastle Grinding (Warter Jet Cutting for Plastics): Lee Summit, MO
- Koch Industries: (invista, Koch Refineries):Wichita, KS
- Mayfleld Plastics (Medical Device Manufacture): Sutton, MA
- The Onyx Collection, (Shower & Tub Basins): Belvue, KS

Plastics Engineering Departments
-Pittsburg State Plastcs: Picesburg KS
-UMASS Lowell: Lowell, MA

Show Rooms
- Design Products Distributing: Overland Park, KS
- Kitchen & Bach Designs of Lawrence: Lawrence, KS
- MedFurniture: Lawrence, KS



Be aware of your surroundings and open to change

KNOWLEDGE

Continued. ..

Participated

Business Workshops

EC)C: Enterprise Center for Johnson County, KS

- ‘Bootstrapping Your Business” (Notes Only)
- MidAmerica Angel Investor Meeung

- Valuation of the Early Stage Company’

- Valuation Considerations’

2008 Global Entrepreneurship Week: Kansas City, MO
- Kauffman Foundacion: Hip-Hop and Entrepreneurship
- Panel Discussion with: Master P and Chuck D (Public Enemy)

NeoCon 2008 World Fair: Chicago, IL

- Student ParticpantThe University of Kansas
- 3 Day event with 1,000+ Innovaove Vendors
- Established contacrs for future reference

New Venture Competitions

- The University of Kansas: Lawrence, KS
- Mark L. Morris NewVenture Competrton
- Grand Prize Winner
- University of Missouri ac Kansas City: Kansas City, MO
- Regnier Famuly Foundations New Venture Challenge
- University of Nebraska: Lincoln, Nebraska
- UNL New Ventures World Compettion

CAPITAL TECHNOLOGY
New Venture Winnings Organization
Untouched Documents
% Jana's Paycheck et
i ite
Ann’s Oil Painting $ -
ling PI
Ann’s Opportunity Cost Dicue S
Brett’s Sweat Equity Prototyping
Thermal Folding
Ability to say “NO” to
Retail Therapy Manufacturing
[k Uesnrie Somctrors ':a:-;:...,.... -wm..’.'uhu | 7B P =
l C-G;: 1= || o y : ?;;) |:, | | ]
' san L : l e L wfadns Cannsnate . ' NS
i T "_ _"“:7' | orreg e [ —— 1 - amns -

with less than $5,000 dollars Silver-Gerald was
able to ho!istica”q find alternative solutions for
|eaming about the medical device industrq in ten
months. SimPI_LJ making a Phone call oPeneH up an
oPPortunitH to visit industrg exPerts in medical
device materials in Massachusetts.
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Integrate What

Recycle Methodologies for Continuous Growth

The achievement of Del iVCI’

Innovation Tra nsfor-
mation Guidebook and
Silver-Gerald , LLC is

to continue to deve!op
gpals in an interactive \ P
process bq inFor'mz'ng, c@ y?/-/

exfanding. and
de s'\.'ermg.

Explosively Connecting l
_—-\. .
— —{7 =\ \é:;? o Kinowl
P ’ 0 Memwloerv ot
: Astodol 1ons

TRUST
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Innovation Transformation an Iterative Process for Discovery

Where?
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Silver M Gerald

Silver-Gerald case study presentation, illustrates
how a small business would utilize the Ubiquitous
Tool Box template.

I. Silver-Gerald Is an innovatuve company from two college

students who were passionate about their Idea and

fortulcously had the convicton to move forward

2 Serious about succeeding through differentation, Siver-Gerald

uses the Ubiquitous Toel Box as framework to reflect

gIscuss, and apply what o make t-)' execuong from a

Sliver-Gerald uses che Ubiquitous Tool Box as an imprompzu

or quesuoning how to achleve goals at each phase with 2

fresh perspective. Udlizing the methodologles help enhance lhe Ubiguitous Tool Box is to be applicable to a company at any
offerings and customer relationships to iIncrease overa particular state. Silver-Gerald is an innovative solutions company in
company value. the mature research and development stage learning how to

Fo o b . p £ ha haicinace
effectively become a profitable business

Picture Above: Current Silver-Gerald feam

with shower chair prototypes.



Repeat

Discover ideas and needs of customers applicable to your business. Utilize the innovation
processes in order to increase brand equity; test methods for gaining customer insight.

Directions: @,?’uo:;:,;::k B‘W;"h :/;:;lkmpg.’
|. Gather your team and inform @

them that they are about to & ﬁ

embark on an innovation

quest. Ovnersnip
2. Read the Purpose card of every / D“P""’"""'D’ \

section so as to understand the S

concept as a whole. K

3. Beginning with Identify,
sequentially read, discuss, and

implement the ideas on each Reovid Informahion e Collaboecte o) f P
\ s g CW‘W‘Q SPrs :
card. %@ @ @ @ﬂnflm

4. Document findings to:
reference, validate, teach, and |

apply.
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