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% Innovation and growth: How business contributes to soGiety:,Academy of
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management perspectives, 24(3), 11-24. Ahlstrom, D. (2010)
% The Thought Leader Clayton Christensen Interview Strategy+Business, 2001

% Christensen, Johnson & Rigby — Foundations for growth (Litmus tests), MIT
Sloan Spring 2002

% Scott Anthony (Innosight note) Cramming Vs. Enabling

% Christensen et al., Finding the right job for your product, Sloan Management
Review, 2007)

% Rumelt — Perils of bad strategy, McKinsey Quarterly, 2011
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Course Title Innovation Practice and Entrepreneurship

Credit Hours 32 (one credit hour is 45 minutes)
* How innovation and new venture

creation matter so much to economies and
firms

% How to better understand innovation,
and particularly the generic types of
Course Objectives . .

innovation?

% Expanding our understanding of
innovation analytically and applying it to

famous innovation and new

product-markets, both. successful and
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unsuccessful.

* How to understand what customers
and clients may want to buy through
understanding the problems they need to
solve in buying.

*x What entrepreneurs actually do.
Bringing the recognized opportunity to the
market and the business plan

* Understanding the classic innovation
and new venture cases in this field that
everyone needs to know

Course Description

What can make innovation more
predictable for firms and for
entrepreneurs? It is not about learning to
predict what individuals and firms might
do. Instead, it comes from understanding
the common forces that act upon
product-markets and the individual
players (in the industry and in markets)
involved in building businesses. These
forces tell us (and help us to predict) how
product—markets evolve, what consumers
and businesses want to buy, and how to
supply them with these products. This is
something that individuals, investors,
consumers, decision-makers in  firms,
engineers, all the way to top management
and government need to know. If they do
not understand these things, major
mistakes are more common, such as
investors losing US$100 million on the
Segway transporter. An understanding of
the materials in this course may have
prevented a financial disaster such as
Segway and many other new venture
mistakes. Of course, no set of tools can
eliminate all mistakes, as the general
business area is essentially an experimental
science (we try things, pull them back,
modify them, and try. again, all the while
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the market is evolving and the external
environments are changing). But the
material in this course on innovation and
new ventures, understanding and defining
innovation, and examining what
entrepreneurs need to know to help them
to be more successful.

The material in this course also help
students understand the forces that
powerfully impact what managers and
consumers may choose, hence suggesting
certain routes for innovation and new
ventures.

ldeas for a new-growth product or
business very seldom emerge fully formed
on the engineer ' s or entrepreneur ' s
drawing board. No matter how well
articulated a product-market concept
might be, it must be shaped and modified,
often significantly, as it is developed into a
business plan that can seek funding from
the firm or investors. Yet also, along the
way, the new product and its sponsors will
meet a number of predictable forces
amongst the competition, technological
change, and the market-segments. This
course is about understanding these forces
and using them to help direct the
development and featuring of new and
upgraded products.

The topic in the global context

Innovation and entrepreneurship, including new venture creation within
established firms, is a very important topic. It needs to be understood by
individuals, managers and senior managers, as well as venture capitalists and
government officials. Firm growth and competitiveness come largely from
innovation and new venture creation.
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Brief introduction of the course

The aim of this course is to provide a solid grounding to students interested in
the strategic innovation process within organizations and for entrepreneurs
and other innovators in the creation of the new ventures. In the course the
student will learn key theories, the empirical and case evidence, and some
practical case and personal application of strategic innovation and new
venture material. The course is concerned primarily with the strategic
management of innovation at the macro level (technology evolution and
implications), the meso or middle level (industry and firm level, particularly
strategic issues, new products, new product-features) and the micro level
(entrepreneurship). The class generally addresses items that entrepreneurs
need to understand in terms of new products and how markets typically start
and develop and thus how they can identify opportunies and implement them
as new products and services (many of these principles hold for established
firms also, pursuing new venture creation in the firm).

Case studies, both written and video-based, are used extensively to illustrate a
range of situations. This course spends a lot of time talking about well-known
innovation studies and some on new technologies; how to think strategically
about them, how to develop them and how firms apply them (or fail to apply
them).

Topics
Objective: Introduction —Innovation and growth slides — How

growth occurs and its importance. The role of innovation and
new ventures.

Module 1 Description: Understanding the basics of innovation and new
product / business opportunities (a brief overview of value

chain and the smile curve)

Objective: Understanding how product-markets commonly
evolve and entrepreneurial opportunity recognition

Module 2 Description: Disruptive innovation theory and main innovation
types, and why it matters to firms, and entrepreneurs, especially
for new product development and launch.

Objective: Analytical methods to assess new product
opportunities for entrepreneurs and new venture creation.

Description: Two types of potential disruptive innovations that
Module 3 . o
can produce growth (along with two types of sustaining

innovations) — the Litmus tests. How can entrepreneurs and

innovators can identify what type of new-product they might
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have, or how they can position and feature a product.
Cramming (Innosight note). Avoiding a common mistakes that
entrepreneurs (and sometimes established firms) make in
positioning (and featuring) a new product, when they have a
potentially disruptive innovation (and instead mistakenly
position a new product as a sustaining innovation).

Objective: How does the entrepreneur discovered what the
customers want to buy (and what they will pay for)?
Module 4 Description:  Finding the right job for your product / the Jobs

to be done model.

Objective: ~ What do  entrepreneurs  do?  Effectual
entrepreneurship; identifying and utilizing your resources and
Module 5 capabilities — the RPV model

Description: RPV Model (resources, processes & values / profit
models)

Objective: The Business Plan

Module 6 Description: What is strategy

Required Readings

1.Ahlstrom, D. (2010). Innovation and growth: How business contributes to
society. Academy of management perspectives, 24(3), 11-24.

2.The Thought Leader Clayton Christensen Interview Strategy+Business, 2001
3.Christensen, Johnson & Rigby — Foundations for growth (Litmus tests), MIT
Sloan Spring 2002

4.Scott Anthony (Innosight note) Cramming Vs. Enabling

5.Christensen et al., Finding the right job for your product, Sloan Management
Review, 2007)

6.Rumelt — Perils of bad strategy, McKinsey Quarterly, 2011

Suggested list of the topics for the final project

1. Understand why innovation and entrepreneurship are important from an
industrial and socioeconomic  perspective. Classic innovation and
entrepreneurship cases.

2. Discover and better assess innovation and new venture creation
opportunities through the understanding of how product-markets generally
evolve and the business opportunities that open up in these common
product-markets changes over time, especially the ‘slower’ development of

R

customer demands.




3. Apply basic analytical methods to assess new product opportunities from

the view point of both established firms and entrepreneurs. This increases the
odds of success for an entrepreneur and new venture. In addition, common,
repeated mistakes of entrepreneurs and innovations can be better avoided
(such as the ‘cramming problem’).

4. Understand what potential customers will want to buy through an
examination of their problems and needs.

5. After identifying opportunities, what do entrepreneurs actually do? How do
they decide how much to spend on a new opportunity and how do they
pursue an opportunity, once it has been identified (the practice of effectual
entrepreneurship)?

6. Summarizing the business plan.

Criteria

1.Active Class Participation and regular attendance.

2..Answering multiple choice questions

3.Case assignments and article handouts. See case information and questions
(some printed cases, some in-class video-cases for discussion — see yellow
highlights for readings on the schedule below).

4.Students will be expected to learn some of the major case studies in the field
of innovation and entrepreneurship / new venture creation. Many of the
classic cases of innovation and new ventures are from the faster moving
technological fields such as the disk drive industry and the computer field.
Some of the firms are older, but students must learn the class cases. For
example, all serious students of business and entrepreneurship should know
who developed the first personal computer and what happened to that
development (and the innovators involved in that and the allied products).
Hint: is was not Apple.

5.There are many other classic cases of new venture creation outside of the
technology area. Some of these will be discusses also. Business students are
expected to be familiar with the classic business cases, no matter which
industry and if older or newer firms.

Class Expectation

The material in this course also help students understand the forces that
powerfully impact what managers and consumers may choose, hence
suggesting certain routes for innovation and new ventures.

Ideas for a new-growth product or business very seldom emerge fully formed
on the engineer’s or entrepreneur’s drawing board. No matter how well
articulated a product-market concept might be, it.must be shaped and
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modified, often significantly, as it is developed into a business plan that can

seek funding from the firm or investors. Yet also, along the way, the new
product and its sponsors will meet a number of predictable forces amongst
the competition, technological change, and the market-segments. This course
is about understanding these forces and using them to help direct the

development and featuring of new and upgraded products.




