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Innovation: From learning to implementing 

Innovation is a broad topic – with viewpoints, opinions, and definitions regarding the topic 
coming from many experts. For me, innovation is how established organizations – in 
manufacturing and/or service – come up with significant product and/or service improvements 
that are appreciated by its customers; allowing the organization to sell more and/or at a higher 
price! So, innovations for me have to do with how existing well-established firms innovate, to 
stay competitive! 

There are at least four important guidelines for leads of established firms to enhance such 
innovations: 

1. Stay close to the relevant customers; they must be understood! Here we might talk about 
representation opinion leaders; one cannot cope with being close to everyone! However, 
understanding the customer is key! The customer must become a winner, by using our 
product/service! 

2. Typically there will be many small innovations appreciated by one’s customers. The 
coordinated total of all of these “small appreciations” can make a significant impact – a true 
leap forward! 

3. Innovations come from many sources, functions and countries; this idea complements point 
2 above. Therefore, an innovation coordinator is necessary, who will typically be a member 
of senior management. Many firms miss out on innovations due to the lack of such senior 
level coordinators – “golden nuggets” are “thrown out with the bathwater”! 

4. A “meeting place” culture is key! Radically new ideas must be debated seriously – and held 
up against what has worked well so far. Open-mindedness and curiosity are key! However, 
realism must also be a mediator! 

Some keys examples that we have experienced/implemented with Globalpraxis: 

1. Changed the customer segmentation perspective for a leading Airline in Europe for SME’s: 
from industry segmentation to behavioral segmentation. This key segmentation change led 
to a significant improvement in business results. 

2. Implemented an “occasion based marketing” approach with the retail arm of a leading petrol 
company worldwide. This approach provided fantastic outcomes in terms of increased in-
store spending and profitable revenue growth. 

3. Developed a new approach for telecom access in emerging markets, through unique access 
to the service, by activating local entrepreneurship. 
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4. Created a new “retail key account management strategic platform” for a leading FMCG 
company, changing all the old paradigms and focusing on capacity to implement and 
execute channel strategy. 

Innovation comes also from the way we look at old, recurrent issues and challenge them.  

At the Lorange Institute, we offer innovation in all our open program modules – perhaps above 
all our 20 2-day modules. In addition we offer tailored, company-specific programs on innovation, 
which are also typically 2 days long. 

I am waiting to hear from you! My e-mail is peter.lorange@lorange.org  

Yours, 

 

 

 

http://www.lorange.org/en/home.aspx http://www.globalpraxis.com/ 


