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Innovation och ldéer pa IBM




"An innovation is an idea, practice or object
that Is perceived as new by an individual or
other unit of adoption”

Everett Rogers, Diffusion of innovations
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IF It CAN MAKE YOUR JOB8 EASIER, IT CAN PROBABLY MAKE IT IRRELEVANT.










Innovation types and sources
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Source: Solving the innovation puzzle — Bieck & Freij (2010) IBM Institute for Business value
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Sometimes the m@s@&innovative Is not
to be “innovative® it instead focus
on stabili§ alid trust




Solving the innovation puzzle — Bieck & Freij (IBM)
The innovators dilemma — Clayton Christensen
Leadership and innovation, McKinsey Quarterly

Innovating on your own terms — IBM
The 5 myths of innovation — Sloan Mgm Review
Diffusion of innovations — Everett Rogers
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Mary Jo Frederich and Peter Andrews

DRIVING INNOVATION INTO
THE MARKETPLAGE: IBM'S
FIRST-OF-A-KIND PROGRAM

Advancing from a lab prototype to a commercial product
or ser offering can be a lenpthy and risky process.
IBM’s First-of-a-Kind (FOAK) program is an attempt to
take a short cut by bringing [BM rescarchers and clients
together in the ketplace to test new technologics on
real business problems and growth opportunities. The
zoal is to accelerate the delivery of inmovative technolo-
gies nto the marketplace from 1BM's eight world-wide
rescarch labs and to generate new growth opportunitics
for the company and its clients.

Program Overview

Founded in 1995, FOAK is a direct collaboration
between 1BM’s research and sales divisions that allows

Mary Jo Frederich is the director of 1BM s Industry
Solution Labs (ISL) and Firsi-of-a-Kind (FOAK)
Program. She has extensive business and technical man-
agement experience gained from working as portfolio
manager for IBM s indusiry solutions and with clients as
a principal of a king and systems %
consulting practice and systems engineering manager fora
large communications company. She received her B B.A. in
management information systems from Pace University.
mijfrede(
Peier Andrews is an innovation strategisi and consulting
faculty member at IBM s Executive Business Instifute.
He began his career as a biochemist with a genetic engi-
neering firm and has authored over 100 articles on inno-
vation, emerging technelogy and leadership. His
Execcutive Tech Reports are featured monthly on the IBM
services Web site. He received his M.5. in organic
chemistry from the University of Virginia.
pja@us.ibm.com

Frederich and Andrews ' forthcoming book on the Firsi-
af-a-Kind program will be published by the IBM Press.
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