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The New Innovation Normal

\

New sources of growth are now necessary to build enterprise value.
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It’s A New World Out There ...
.‘

* Entrepreneurial businesses are delivering more
marketplace disruptions.

* Entrepreneurs are more successful at creating new
products.

* Social finance provides new, ready access to capital for
entrepreneurs.

* Large companies are reaching out to “partner” with
start-ups.



* Airbnb is a website for people to list, find, and rent lodging
with over 1,500,000 listings in 34,000 cities and 190 countries.
In April 2014, the company closed on a $450 million investment
by TPG Capital at a valuation of ~ $10 billion.

« Keurig/Green Mountain disrupted the traditional coffee
market. It grew from $0 to $4.7Bn in 2014 and forever changed
the way coffee is brewed at home.



... In A Wide Variety Of Markets
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* Code Academy started out as a couple of guys teaching friends
how to code. Now it’s heralded “hacker bootcamps” as the
best way to find and court tech talent for big corporations.

* Health ELT is taking the maker movement, combining it with
rapid app prototyping and solving what has been an intractable
problem for more than 30 years - reducing medicaid
operational costs.



Entrepreneurs As Winning

Innovators

e

# Stacy, the inventor of Stacy’s Pita Chips, saw the need for a healthy
snack and developed pita chips in 2000, a full 10 years before the
healthy snack market reached scale.

Stacy Madison
Co-Founder
Stacy's Pita Chips

* Hamdi Ulukaya, the inventor of Chobani, saw the opportunity for
smooth, thick consistency Greek yoghurt when larger companies
were convinced that Greek yoghurt would always be a niche.



Why Entrepreneurs Win In

Innovation

o

* They can create products quickly and test in real time, and in
real markets, to perfect the product.

* They have no legacy systems so they are not constrained by
designing products that have to run on existing assets or
functioning within the existing business model.

* They can be flexible and rapidly adapt to changing consumer
needs as they often run virtual companies that can contract
new capabilities and capacity quickly.



Get Small To Win Big
e

How can big brands harness the creative, disruptive capability of
entrepreneurs to gain meaningful access to new sources of growth?




What’s Your Reality?

| have perfect knowledge of my consumer and/or
customer’s needs.

| can see the future of my markets without ambiguity
or uncertainty.

All the best ideas occur within the walls of my
business.

| have too many resources to work on the things that
really matter.

| can pick out the best innovations before anyone
else can.
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WARNING: If you answered “no” to any of these statements,
you might want to pay attention.




Innovating The Way We Innovate

Organization

Customer Customer Customer
Focused Centered Driven
Central entity Organization Customer & Customer

by users.

Degree of Innovation for Innovation with Innovation by

customer customers customers customers

involvement

Role of Innovator Communicator Coordinator

organization

Degree of Easy to control Difficult to Impossible to

control control control

Idea richness Scarce More Plentiful Abundant
Needs defined by | Needs defined by Needs and

organization organization and | solutions defined
solutions defined by users




Making It Real - Mompreneurs

An Unexpected Journey:
Kimberly-Clark, Huggies,
and the MomiInspired
Crowd

HUGGIES \\omihse




It’s About A Cup ... And Much More!




Jan ‘15 — Kimberly-Clark Brings Tilty

To Market
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A Few More “Mompreneurs”

Amy Baxter: Buzzy Pain Relief
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http://magnificentbaby.myshopify.com/products/pre-sale-apples-s-s-burrito-girls
http://magnificentbaby.myshopify.com/products/pre-sale-apples-s-s-burrito-girls

@- BUZ/ZY"® Let’s Take A Look

Ta_king the sting out of shots!




Women Can Make Markets

And Disrupt The Status Quo

Consumer Innovator ‘
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Women Facing | & | Platforms
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Investor ompanies
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Irresistible Forces

Female Investors \

e  Women now own 50% of US personal worth ... a big 15|
 77% of women are investing to reflect their interests and
values

Female Innovators

* Women are creating small business at 2x the rate of men
* Yet female led start-ups receive only 6% of the invested
capital
Female Facing Companies
 Looking for new ways to expand their brands into “white
space”
« Competing with the disruptive forces of entrepreneurship
on their business model portfolia




The Investors

Women Investing In The Companies They Want To See
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The Innovators
ing The Products They Want To See

Portfolia
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The Disrupter As Your Ally
—

« It’s about partnering with the disrupter vs. being
disrupted by them.

* Seeking out entrepreneurial innovation and helping to
enable it.

* Getting in the “deal flow” ... developing a line-of-sight to
great innovations.

* Placing “smart bets” ... dollar efficient, de-risked, and
leveraged.

* Securing options versus predicting the future.

* It’s really about seeing your consumer as MUCH MORE
than just a consumer!



And Remember

L

Get Small To Win Big!



