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operators are pushing the “IPTV” model; the idea is to
provide TV services (broadcasting and video on demand)
leveraging IP devices and broadband connectivity. Diﬀerent markets have responded and will respond in distinctive
ways to this attempt: in certain areas the net eﬀect of a
new competitor in this market is just to bring a harsher
price competition between existing and new actors (dropping even more the market margins). In other markets
the operators oﬀerings could be appealing and convenient because there are external factors that favor the IPTV
service proposition (e.g., strict rules for installing antennas
on the roof). In general the IPTV proposition could bring
innovation by tying together the TV with the user generated and possibly high deﬁnition content. Users could
leverage the IPTV infrastructure as an open platform in
order to create and manage media communities. In this
case the operators bring in disruption in the market and
the service proposition could be perceived by users as
innovative and rewarded as useful.
Another well regarded market for operators is the health
sector. In many countries health is a consistent part of the
budget at the national and regional level. ICT technologies
can be an important factor in order to lead to substantial
savings and improvements in services oﬀered to citizens.
But it is also true that this market is quite consolidated and
existing actors are reluctant to open up to new ones. This
yields to a typical situation in which an operator enters into
this market oﬀering medical equipments bundled with
connectivity packages. The real impact of this oﬀering is
marginal for the entire health market and, from the operator point of view, it is ineﬀectual in generating new revenue
streams (operators already oﬀer connectivity to health
market). In order to be eﬀective in this market, operators should introduce new approaches and new functions,
for instance from mobile data it could be predicted how
some diseases will spread among the population [17]. By
leveraging these unique data, operators could diﬀerentiate their oﬀering and create a breach in the consolidated
market that can revolutionize the status quo. If those data
are oﬀered by means of open interfaces there is the possibility to clearly diﬀerentiate the service proposition from
the one of consolidate health market actors and enabling
a totally new market proposition.
A general insight from these examples is that in order
to successfully entering into new markets and making a
diﬀerence the new entrants should bring in substantial
disruption at the level of business models, services/functions oﬀered, and technological solutions. In other terms,
the new solutions have to disrupt the market and push for
a new equilibrium in it. Otherwise the revenue generated
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from the targeted market will be marginal and not to much
diﬀerent from the one generated by a plain and traditional
approach. How to bring innovation and disruption into
new markets is a diﬃcult issue to deal with. As a rule of
thumb, a more open approach that enables the creation
and the redistribution of value into new value chains has
to be enabled by new technological platforms and solutions. Operators really willing to compete in new markets
should keep in mind these lessons.

A New Approach to Telecomms: Using
the Communications Platform as an
Enabler for the Open Innovation
So, what should the operators do in order to create new
opportunities, new value chains and successfully move
to new businesses? All the major operators have in place
either research centers or big testing labs. Operators
research has usually being used for introducing innovation
in the network by developing its own products or, mainly,
enabling the operation part of the company to become
an intelligent buyer and driving the relationship between
operators and vendors to products more respondent to
speciﬁc operator and market requirements. Nowadays the
research suﬀers the same problem that the telecom market
is going through. The technological vision is mainly focusing on the defense of existing approaches by means of
new technologies and platforms (e.g., IMS and in the near
future LTE-SAE) and opening up the existing service layer
functions for creating new services. This approach does
not take into account the real goal that research should
achieve in order to facilitate the operators to ﬁnd a way
through the “critical paradoxes” introduced by the All-IP
Networks. Operators should have a double agenda [18]: on
one side to use innovation and research to consolidate and
defend as much as possible the current business; on the
other side operators should unleash their research potential in order to ﬁgure out how new technologies could be
fruitfully used to introduce genuine innovation (and disruption) in adjacent markets leveraging the capabilities of
communications. This double face strategy is represented
in ﬁgure 3.
Operators should invest also in potentially interesting but
risky projects and be ready to stop them if they do not lead
to new businesses. A “start up” approach should be used:
small groups of researchers and innovators should initially
work aiming at the creation in the medium/long term of
new revenue streams. They should be fast and free from
the usual processes of big corporations. And they should
give enough time to exploit and enforce their ideas: it is not
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of the operators should be involved from the inception of
the work into these activities in order to guarantee the correctness of the approach to a new market, the “selling proposition” of the results within the company, and, even more
important, the creation of a viable ecosystem able to support
the technological eﬀorts and the business innovation. It is
not possible anymore to have an Operator be able to create
new business opportunities alone in a new market. There
is the extreme need of cooperation and openness between
diﬀerent stakeholders willing to “make the cake bigger” (and
not in ﬁnding new way for splitting it).

Figure 3: Strategy for a change
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This approach to new business propositions and research
should follow the dictates of the open innovation [19] [20]:
diﬀerent stakeholders should strongly cooperate and share
knowledge and intermediate results that even others can
use and bring to the market. The innovations will ﬁnd an
ideal terrain to grow if the operators and the other cooperating stakeholders are able to oﬀer robust technological
networked platforms that internal and external developers
can use for creating new services and business. Operators
(especially for new target markets) cannot think to fully
“control” the entire value chain, they instead have to well
position themselves into the strategic business and technological knots of the enabling platform and environment.
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realistic to identify from the launch of a speciﬁc research
activity a multi-millionaire business. More pragmatically
research and innovations should aim at enabling small but
enduring increases in new markets that have a high business
potential for the future (for example the Internet of things).
Entering very early in new markets oﬀers the possibility to
be a major player and drive the business model. However
this should not be a classical methodology, technological
research and innovation has to be backed up from the start
by a marketing analysis. People from the market divisions

Figure 4 depicts the global picture for a strategic research
into new businesses.
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From a technological perspective, this organization privileges the development and innovation at the platform and
service levels in which the operators research can contribute the most. These levels are also the most promising ones from a business perspective and mastering the
related technologies and solutions is a key point for any
service provider [21]. Basic technologies are introduced
and monitored in order to increase the capabilities of the
platform, but generally speaking are out of scope of this
approach (see next chapter). From an ecosystem point of
view the approach opens up to many diﬀerent stakeholders
either at the level of long/medium term research (fostering
a cooperative approach to it), and at the level of usage of
intermediate and not consolidated results. The approach is
very open, cooperative and holistic aiming at fully understanding technical, sociological and market challenges of
new business models.
The approach leverages three major stages of innovation:
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Long term research, whose aim is the early identiﬁcation and comprehension of technological and business
disruptions by means of a Positive Dilemma approach
(“what can be done with this technology?”, “How can it
be used at Users advantage?”). Typical projects should
be “short” (6 months – 12 months) and “dense”, i.e., trying to grasp the essence of a technological disruption
and to understand if it opens up new ways of doing
business. Many other stakeholders should be involved
in this phase: from leading universities to other
operators, from marketers, to sociologists, to the ﬁnal
customers and communities. This ecosystem should
aim at comprehending technological and business perspective, as well as impacts and implications on business and networks of the future. The ecosystem should
also identify and promote participation (of vendors,
providers, operators and users) in potentially rewarding new ecosystems. The main results will be evaluations and possibly proposals for consolidated Research
and Development Projects.
Research & Development, it aims at consolidating,
creating and driving in the medium period the technological and market conditions to start and successfully
conduct a new business. Activities will be carried out
as projects two or three years long that work towards
prototyping, development of platform solutions in
areas supposed of high interest, priority and potential
for the “new” operator. They need to have an internal
sponsor (a Telco’s division willing to be involved, that
foresees a successful future and promotes the new business perspective). The major goal is the demonstration



of the platform capabilities and implications and the
creation of a viable exploitation plan of the platform.
The activities integrate technical and marketing people
plus people able to create an ecosystem involving all
the relevant parties. This should ensure the capture of
real user requirements and the development of useful
solutions.
OpenLabs, they have probably the most diﬃcult task:
i.e., to ensure the openness and the fruitful usage of
enablers and platforms made available by research and
development projects. In other words they aim at making visible and usable/used the solutions developed by
the center creating, nurturing, and consolidating a large
community of developers and companies that extend,
modify and reinforce the solutions. Users of the OpenLabs are: other operators, user communities, universities, other stakeholders (e.g., international partners of
European projects). OpenLabs should be a playground
for operators and new ecosystems. It is also a facility
for seeking cooperation between stakeholders, they can
use the OpenLabs to see the transformation introduced
by new technologies, to understand and proof it; to
improve and engage in it moving towards a real usage.

The Open Labs will be a sort of catalyst for opening up new
initiatives and new businesses.

OpenLabs and Possible Impacts
on Innovation
The role of the OpenLabs is central to the success of innovations activities leading to the creation of new business
ecosystems and the exploitation of new opportunities. An
OpenLab requires consistent investments in terms of people, management eﬀort and equipment, but it could provide
a very useful return of investment in terms of insights, solutions, products, business models and related ecosystems.
How to use the OpenLabs. The idea is to provide functionalities, prototypes and even access to network deployed solutions for other to use and experiment. For instance, new and
small vendors, university groups, or independent developers
with bright ideas could demonstrate the soundness of their
products/solutions by integrating them in the OpenLabs
infrastructure. Developers could readily take advantage of
these new capabilities in order to create advanced functionalities, services and applications; customers could help by
providing feedback in order to tune up, improve or reshape
the functions oﬀered.
Several interesting projects could ﬁnd in the OpenLabs the
right environment that enables a progressive and continu-
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ous development. Some major interesting topics could be:
Atoms and Bits, Digital Environments, MicroMachinery,
Resource Aware-networks, Extended Digital Identity, Metacontent creation and exploitation, Virtual Computing. For
a detail of some of these activities see [22]. Each one could
beneﬁt from contributions and support from diﬀerent communities and research groups.

telecommunications. It also provides a means to access to
and experiment with wider collections of new products that
small vendors could be willing to propose and let the operators use. The OpenLabs could be a means for researchers to
expose their results and for the operators to put an eye on
new interesting ideas and results of the basic research and
exploiting them since an early stage.

OpenLabs could even be used to facilitate the business (in
term of acceptance and comprehension) of the operator
in developing countries that are of interest. The interests
could be various: the operator is operating a business in that
country and OpenLabs is a way for catalyzing solutions that
are tailored for that speciﬁc environment; the OpenLabs
can be built in a country that has a relevant knowledge base
on speciﬁc technologies or it allows easy access to skilled
and low cost competences; OpenLabs could be a means to
prepare to enter into a speciﬁc market acquiring competences, requirements and grasping hints on the expected
behaviour of users.

Generally speaking the need to enter into new markets
raises the need to investigate and be able to understand
some emerging basic technologies. Many developments are
going on in the promising integrated ﬁeld of NBIC (nano,
bio, information and cognitive technologies). OpenLabs
could be a means to promote and acquire knowledge and
experiences in that realm. Figure 5 shows as an example the
span of new technologies that can have an impact on the
evolution of the ICT business.

OpenLabs could be part of international Networks of
Excellence making available to national or regional markets the innovations being developed elsewhere in Europe
or in the world (and vice versa, solutions developed for a
regional market could ﬁnd their way into a wider market).
The operators could also learn how to nurture and exploit
a community of developers and users.
The potential beneﬁts of OpenLabs for an operator. The
impact and the benefits of OpenLabs from an operator
perspective are many. They are essentially in the access to
a much wider portfolio of advanced solutions and innovations that do not necessarily stem from the speciﬁc area of

As said, the operators should not usually perform basic
research, instead they should monitor it and readily integrate it into the network platform for challenging and ﬁgure
out new opportunities.
Obviously there are costs associated to OpenLabs in terms
of personnel allocated to the lab, availability of a large platform providing services to research ecosystems, the management of demanding communities of skilled developers.
It is however envisaged that the beneﬁts could rapidly pay
oﬀ the costs of the infrastructure and its management.
The potential impact of OpenLabs in the Italian context.
The OpenLabs initiative could have a strong impact also at
a national level. The Italian R&D expenditure is generally
below the OECD and EU spending. This is usually seen as a

Figure 5: some emerging technologies in the context of ICT
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consequence of two facts: many Italian industries are competing on consolidated markets and products and there is a
strong prevalence of small and family owned companies. In
addition there is a huge diversity between the north and the
south part of the country. On the other side there are areas
that have developed into “industrial districts” [23] showing a
strong interrelation between (competing) companies operating in the same market segment. They are characterized
by a clustering of similar activities plus a set of supporting
companies providing services and facilities. The proximity
facilitates the sharing of experiences and of technologies
and approaches. These areas seem ideal for experimenting
new approaches to innovations and technology transfer.
On another side, the research at universities seems (sometimes) to be far from the needs of these industrial districts
as well as those of the big Italian corporations. There is a
clear need to ﬁnd a common ground (i.e., ICT platforms
such as OpenLabs) to be used for allowing the introduction
of innovations that do help the industrial districts and the
large part of Small and Medium Enterprises.
OpenLabs could act as bridges between the diﬀerent actors
of the national research environment closing the gap
between the humus of SMEs and the big research players.
OpenLabs could help Industrial districts to break the border
between them and share solutions and enablers and start-

ing a path towards a closer integration. SMEs can also ﬁnd
solutions usually available only to big corporations enabling
them to grow in size and importance. Also the public sector
can be part of this environment stimulating the development of speciﬁc solutions foe e-government and the health
sectors. In addition OpenLabs could give an impulse to the
national software industry especially in growing sectors like
open source.
At a national level, the federation (maybe promoted by the
activities of the Italian employers’ federation, Conﬁndustria)
of OpenLabs made available by big players (such as operators, but also power companies and the like) could create
an important infrastructure to be used for creating and
integrating solutions spanning several markets and really
fostering a greater innovation and integration within the
national industrial environment.
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innovation strategy). It is about ﬁnding brilliant people, with an entrepreneurial vein, but also capable of
being “discrete heroes” and letting go to a client the
innovation they carried. Our activity being somewhat
speciﬁc, the management of these proﬁles has to adapt
itself accordingly. Since the innovations we deal with
are not proﬁtable yet by nature, it is hard to propose
interesting remunerations, however it is still possible
to integrate some employees into the capital of subsidiary companies, to which they contributed. Internally,
inspired by the Google system, we quickly established
dedicated timeslots for personal projects, along with a
management system for the employees’ ideas. Finally,
through the nature of our activity, we can make heavyweight projects succeed through a reduced team
(many elements of a project are carried out outside the
company and/or are pooled with other projects). The
employees therefore take part in strategic realizations
while still remaining in a small entity. All these operations have allowed us to retain the majority of our ﬁrst
employees and to reach an internship-work contract
rate above average. It is of course pretty grueling to
recruit the ﬁrst gems but after that, a good team allows
you to entice more and more easily new talents.

ate your own ecosystem ex nihilo. Only some rare heavyweights manage to do so, and in debatable fashion: Google,
them again, was born in the Silicon valley and relied on the
Stanford ecosystem, not the other way around… Orange
created the Livebox Lab [11] but quickly became a major
partner of Silicon Sentier… Procter&Gamble launched its
well-known open innovation program Connect&Develop
[12] by relying on the Innocentive platform [13]. To all the
big companies who could feel like getting involved in an
open innovation approach, we can only remind you that it
is not about interacting with some “happy few” in your own
private space, it is about going out and working together
in a common territory.
A few years have gone by and the faberNovel model, which
was born from the vision of a lack in the practice innovation, has developed through its contacts with clients and
the market. Our acting up to open innovation has allowed
us to quickly take on many issues for our clients, and to
collaborate with a wide number of companies, in the digital ﬁeld, but also in the ﬁeld of power, public transports
or media. Through these encounters, our successes and
our failures, our model has taken shape and has become
readable… for us anyway! It is indeed only after two or
three years time that we were able to deﬁne precisely our
core activities and our competences: allow an innovation
to arrive on the market in the best conditions possible,
on our behalf, on the behalf of big companies or on the
behalf of start-ups.
This model revolves around three key points:
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The team: It simply is the key resource in this kind
of activity (and we believe it is the case for any open



Business lines: Our practice of open innovation is commercially materialized by two major activities. Firstly
we manage delegated innovation services for major
accounts, by accompanying them through each step of
their innovation, from strategy deﬁning to operational
management, including prototyping. Thus, the RATP
trusted us with the majority of its mobile strategy and
its management (mobile website, iPhone application,
design and development of guidance services for the
visually impaired in subway stations etc…) [14]. The
excubation system, as we name it internally, is another
activity that we have developed through time. We regularly create companies ad hoc, as we did for digitick, to
strengthen our know-how, which is an already existing
practice. Therefore, after having worked with several
communal web services, we decided, for the execution
of the SFR Jeunes Talents service (a platform for amateur artists conceived and developed on the behalf of
the mobile operator SFR), to create af83, a development
company specialized in social media. FaberNovel can
now count on a dozen participations. They each have
their own goals and strategies, but, as many as they are,
they are all favored actors that we can rally to our cause
of delegated innovation. In order to make the job easier
for all these entities, we have developed an activity for
internal services and pooled resources. This business
regularly lures in project carriers, desirous to launch

CHAPTER II  COUNTRY REPORTS

their own structure but wanting
to focus exclusively on their core
line of work.
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The ecosystem and the territory
in which we are developing ourselves and are playing our part: it
would be extremely diﬃcult for us
to do our work without a quality
ecosystem. In a similar approach
to the one regarding sustainable
development, we take great care
in not damaging the economic
and technological environment
we are living in. We don’t exploit
it, we always try to give back what we have taken from
it and we try to help everyone grow at the same speed
as us. In fact, the success and development of our ecosystem is probably more important than ours. This
is where the value of “local” comes in: whenever an
entrepreneur arrives somewhere, his origins and his
ecosystem always precedes him, before any exchange
is even made. Try and guess who you would ﬁnd more
innovative between an entrepreneur from Paris and an
entrepreneur from the Silicon Valley? Silicon Sentier
has been able to carry through new projects in Paris
(new events, new reﬂection groups, new ﬁelds of intervention), has seen its budget strongly increase and its
number of employees go from none to a dozen. But in
an even more blatant way, this association has managed to materialize this encountering principle, which
is the basis of open innovation, through a unique place.
La Cantine, open in Paris since 2008, deﬁnes itself as a
network collaborative workspace (“co-working space”)
[15]. The goal of this place is to enable people working in
fragmented places to meet each other in order to share
means and skills between developers, entrepreneurs,
users, artists, researchers and students. It is linked to
other “co-working spaces” throughout the world and
represents, for us, a key extension to the open innovation approach we have initiated. We were delighted to
take part, among others, in the making of a place in
which we can ﬁnd the values we have been supporting
since our creation, particularly when we had to put up
with Silicon Sentier who could not yet aﬀord to launch
La Cantine. We keep supporting these values today
all the way to San Francisco, where we opened a new
“co-working space”, PariSoMa [16].

ble of naming our profession or
having a clear view of our model,
faberNovel has never stopped
growing since its birth and has
never recorded a year with deﬁcit. Even though we do not believe
in fate, we refuse to acknowledge
these results as an accident. On
the other hand, we have faith in
apprenticeship, we have more
belief in acquired knowledge than
in innate. And, methodically, we
have pulled lessons out of every
new experience faberNovel has
come by. One of the simplest and
most secure ways to do so resides in the following approach:
hypothesis – experimentation – observation – conclusion.
Internally, we refer to this process as a strategic experimentation. It allows the company to better understand the ﬁeld
into which it is venturing itself. The methodology inherent to this system was developed through our numerous
encounters with academics, in particular with the Ecole
Nationale Des Mines De Paris [17] (Réseau d’Etude sur le
Management de l’Innovation – REMI). This is the proof that
open innovation can also be applied to the management of
a company. Strategic experimentation is not about carrying
out a strategy whose solidity has already been proven, it is
about testing an hypothesis expressed on a topic that is new
for the company. It is therefore no surprise that, during the
experimentation, the results were somewhat diﬀerent from
what we had expected. This disappointment is somehow
promising. Because it means that the issue the company
is tackling is genuinely complex and that the experience it
is gathering will be hard to match or imitate for its rivals.
In the worst case, losing a small bet is a proﬁtable investment if you manage to get the adequate lessons out of it.
So, without going into details about our methodology, in
regards to open innovation practice, we have used this
approach for most of our projects, whether it concerned
our own activities (“in order to understand what we do”)
or whether it concerned our clients and partners (“in order
to understand what others do”). Not only did this allow us
to acquire, at a low expense (a too often underestimated
beneﬁt from open innovation), a ground knowledge on
many sectors that contained major actors, it also allowed
us internally to build up reacting and adapting behaviors
and abilities, which will come in very handy if we wish to
keep on winning the game of open innovation.

The transition from faberNovel’s young childhood to a precise deﬁnition of its activity did take quite some time. Too
much time, could say some. And yet, without being capa-

We are now in 2009. faberNovel is already, or only, 6 years
old. Henry Chesbrough has published two new books dedicated to open innovation and has opened the Center for
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Open Innovation in the Berkeley University, in California
[18]. The practice of open innovation has massively spread
within the big and the small businesses of almost every
sector. faberNovel, along with a number of companies, has
proven that a business model based on open innovation
is sustainable. However the growth imperative, proper to
every company, obliges us to grow on some levels, to gain
maturity, but without ever losing our ﬂexibility and our
learning capacity. In other words, extending a model without bending it or tearing it. This is the strategic challenge we
are facing today. Unfortunately, or fortunately, there is no
secret recipe for succeeding in this transformation. Once
again, all we can do is express some hypothesis, confront
them to the facts and draw the required lessons quickly,
very quickly. I call this the 300 DPI rule. One must determine straight away the most complete level of its marketing
deﬁnition and its attributes. As it is the case for a 300 DPI
image, one must aim straight away for the highest quality
image possible so that, afterwards, he can easily and quickly
stretch the image and make it grow without letting any pixels appear… Likewise, for an innovative project, its strategic
attributes must be conceived according to this logic.
The number of faberNovel employees has increased and
now stands around 25. According to the proportions of our
participations in the diﬀerent companies that make up our
“federation”, we are about 100. We are currently discovering
the organizational and HR issues that are inherent to any
company of this size. In order to answer to these issues we
have explored many paths, have abandoned most of them
and have persevered on others. We are even starting to see
the results regarding some of them, and they could maybe
become useful for other organizations.
Firstly, we are starting to meet some diﬃculties concerning
the growth of our work in delegated innovation. At the
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heart of our activity is making contacts, connecting ideas
with speciﬁc technologies within the context of a particular
client. Each one of our employees has to be able to understand the issues the company is dealing with, the content of
the projects we are carrying and, above all, has to constantly
have those in mind. Every single member of faberNovel has
to maintain a minimum level of knowledge regarding the
technologies and the methods we, and our partners, have
access to. It is the only way ideas and technologies can
meet and we can be able to oﬀer a relevant solution to our
customers. Unfortunately, once we will have to deal with
ﬁfty projects and a couple hundred potential partners at
the same time, this will quickly turn out to be impossible.
We could, of course, automate these processes by going
through a dedicated information system or external platforms and successive layers of middle-management. One
possible scenario is that we lose the intimate knowledge
of other actors that has allowed us to be seen by the other
start-ups as partners and not as customers. The other scenario, which consists in the addition of another ﬁlter to the
bottom-up innovation organization, might just deﬁnitely
dry up this crucial source of ideas. In both scenarios, the
task force aspect, which was one of the foundations of faberNovel and which allows our teams to focus on the success
of an innovation, will disappear: we don’t want a project
to be considered by our partners only as “a” project. In
that perspective, we are getting more and more used to the
idea that faberNovel should not, regarding its number of
employees, exceed a certain limit. We will keep on growing
according to a model based on “small and fast is beautiful”
and by preferring the birth of children to a strengthening at
any cost (growth of the network over the main node). These
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subsidiary companies will work with and for ecosystems
that will be related to speciﬁc issues (digital, green tech, …)
or speciﬁc locations (one branch has been launched in San
Francisco, and another one recently in Ho Chi Minh City).
In addition, this will allow us to let our ﬁnest talents evolve
and will spare us from the “glass ceiling” syndrome so many
small business’ employees have been confronted with. We
will not give in to the temptation of middle management
and giant structures. We will stick to open innovation, forever uncompromised!
Limiting the size of our team doesn’t necessarily mean
limiting our revenue. As I have already said, our activity
disposes of massive leverage in terms of production. For
every faberNovel employee piloting a project for a customer, there is, through our diﬀerent partners and subsidiaries, the equivalent of a whole small business working and
developing solutions. Our expansion will also reside in the
evolution of this ratio, by achieving more ambitious assignments and by letting our employees build up in strength. It
will be about adding administrator qualities to the existing
entrepreneurial skills of our employees.
In addition, we have noticed that one of the realizations
of our open innovation policy remains undermined and
not shared enough: knowledge. Indeed, with every project
led, a large amount of knowledge is assembled (in order
to benchmark the state of the art), questioned (in order to
identify the possible innovation areas) and updated (return
on experience). This technical and marketing knowledge
can be made available to others, in industrial fashion, without taking us away of our main mission. On the contrary,
it contributes to fuelling the ecosystem and helps us in the
role of evangelist for big companies we hold on our favorite
issues. digitalTrends (collection of ready-to-use online slides
about digital issues) [19] is the ﬁrst of our products that, in
industrial fashion, makes our knowledge on digital business
available. Thus, leverage will be made through technology,
not through the size of the team.
Our excubation system consists in creating a speciﬁc subsidiary company following a project, internally or on the
behalf of a client. It has been the natural and unexpected
extension to our work in delegated innovation. Natural,
since we quickly decided that turning projects into companies in order to keep carrying eﬃciently a speciﬁc innovation was a necessity. Unexpected, in regards to the growth
this activity has known throughout the years. digitick was
the ﬁrst, and probably the most outstanding, illustration to
this system. History has repeated itself many times since
and some of these spin-oﬀs have developed way above our
expectations. Being carried for a few months by faberNovel
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and then laying back on a reliable customer, as it was the
case for af83 with SFR, gives these companies more hope
of survival than other companies from the sector. By pooling services and by allowing start-ups to work with us and
take part in projects ﬁnanced by big companies, we have
been able to form a track record that many venture capitalists could envy: among the 11 faberNovel participations,
launched over 6 years, not one has ﬁled for bankruptcy.
However we have now come to a point where it is necessary for us to stay the course in direction of open innovation without drifting away towards conglomerate. The
participations must keep on growing for their own sake,
and not in order to support faberNovel. It is important that
the various companies we have co-founded be also capable, independently, of blending into this open innovation
logic without necessarily having faberNovel at their side.
In addition, with our number of participations growing,
our exposure will automatically increase. This will lead to
numerous partnership opportunities between companies
from the “faberNovel galaxy”, but also with any company
living in the same world as us. One will have to grasp
these opportunities. For all the stated-above reasons, we
must structure the excubation system in order to make this
ecosystem we have created grow. Right now we can’t be
completely sure of the shape this action will take: investment structure, improved incubator, industrial holding…
whatever, as long as we manage to help these companies
make the transition from childhood to adolescence as fast
and eﬃciently as possible.
But lastly, there is one very diﬃcult challenge we have yet
to face. We will have to ﬁnd a way, a dynamic or a guardrail
that will keep us from falling into the routine and into the
trap of “risk-free exploitation” of technologies. Our job is
to innovate and help others do as such. Of course, we can
develop supplementary activities in order to fuel our work,
which, by nature, doesn’t pay 90 days end of month. However, never ever must we forget that at the origin of all the
added value made by faberNovel resides an ability to build
the new. Once again, we rely on our teams and the numerous talents it contains in order to do so. Our partners will
also soon have the responsibility of revoking some of our
practices, questioning our insight on businesses, launching
new projects… It is up to us, the leaders, to listen to them
and to hear the future of our ecosystem through them. This
system of renewal from the bottom is the only way to keep
on exploring the opportunities oﬀered by new technologies,
and we are convinced about this. Never stop being marveled
at everything new. Never stop believing in utopias. In open
innovation!
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faberNovel View on Future Innovation
As any other practice, the concept of open innovation
will spread through the benchmarks that it will set and
the mobility of its practitioners. The key will be to reﬁne
this practice, by always keeping in mind what issues are
linked to open innovation and which ones are speciﬁc to
the company. This means also dealing with the diﬀerent
forms of innovation and how they complete one another.
Yet, the trend of open innovation is a profound and perennial one. Although, by deﬁnition, there aren’t any historical
ﬁgures regarding innovative models, some profound and
proven trends allow us to believe that this open innovation
model will soon become the reference model for every
industry.
Information is now spreading in real-time, and the concept
of “secret” innovation is no longer relevant. All the latest
innovative successes have built themselves through strong
and rapid exchanges between the product, its consumers and its suppliers, allowing everyone to proﬁt from the
network eﬀects. We have entered the era of “Guerilla innovation” and consumer-actors: the innovation model now
requires considering the whole ecosystem of a product.
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Technology has shortened the production cycle; every new
product or service can be “virtually” tested very quickly.
The cost of experimentations has also become much
cheaper than it used to be. For instance, e-commerce has
built a strong relationship with its customers, which enables them to test products at low cost and gather instantaneous feedback. Adding evolutions and corrections to a
product now costs nothing more than a market study. The
value of an innovation resides simply in its commercial
success minus the amounts invested. And since the “idea
to market” period is decreasing, it is only logic to observe
an increase regarding the ROI of innovation.
The pure player generation will be in charge of middle
management in ten years from now. And through the inﬂuence of this generation, brought up by Twitter, Youtube and
Facebook, there is a big chance this trend will keep on
growing.
Contact
Stéphane Distinguin
Founder & CEO
faberNovel
stephane.distinguin@faberNovel.com
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2.5 Innovative Cross-border eRegion Development,
Focus on Slovenia
Outline
An emerging research question is how regional development policy can respond to the challenges of a global,
informational and networked economy and how development processes are carried out in time. In an industrial
society, borders between nations, institutions, organizations, regions, etc. largely determined the position of
regions. In a global economy, however, borders are fuzzier
than ever before. Now the positions of both organizations
and regions are determined by their competencies and
skills at learning and developing in a continuous process.
Consequently, local initiatives and an enterprising disposition are becoming increasingly important in regional
competitiveness. A regional competitiveness is deﬁned as
an ability to: connect the urban area and its actors to the
best possible networks as tightly as possible; maintain and
develop the quality of life of local residents (services, education, environment, etc.); attract new, competitive companies to the area; create such operational prerequisites that
the existing companies of the area are able to maintain and
develop their competitiveness.
In order to be competitive in the longer term as a whole, the
regions should be able to redistribute the attracted ﬂows
within the region to enhance wealth, social equity and the
quality of life of the region as a whole. It is therefore crucially important also to tie various activities, among other
things, to the region. Such issues as networks and learning
are thus often seen as eﬀective ways of disseminating and
creating knowledge and tying diﬀerent issues and activities together for urban competitiveness. The question is
not whether regional development is national or local, but
rather what kind of new interrelationships are emerging
between diﬀerent actors and what the roles of diﬀerent
organizations in diﬀerent contexts may be. The question
is how the development processes can be global, national
and local at the same time. Is is about the development
capacity building by involving people at local level.
Adapting a more interactive and process-based but at the
same time purpose-oriented way of generating regional
development policies is not only a technical question. It
is very much a matter of policy-making culture. Regional
development policies are still based on a fairly well established belief in the capabilities of policy-makers to ﬁnd
the correct strategies for the future by rational planning.

Once development strategies have been formulated, action
is assumed to follow. However, the regional development
policies are often programmed descriptions of the current
state, through which it is not always possible to generate
innovative enough means to develop regions.
It is about creating an environment of supportive businessgovernment-academia partnerships which are not easy and
not commonly understood. Partnerships are sometimes
controversial therefore an objective analysis could lead to a
better understanding of the contributions and limitations
of partnerships. They relate to the drivers of cooperation
among industry, government, and universities. Special
focus is needed with respect to the cross-border partnerships and opportunities for international cooperation and
the changing roles of government, business, universities,
and other research organizations. Properly constructed,
operated, and evaluated partnerships can provide eﬀective means for accelerating the progress of technology and
knowledge sharing. Knowing of “best practices” may lead
to a positive guidance for future public policy. In that sense,
innovative use of e-technologies is critical to the region
development, the region being considered an e-region.
We are proposing a coordinated research and development eﬀort in an innovative cross-border eRegion development focused at selected problems as suggested by
the representatives of the eRegion. From a methodology
perspective, a living labs approach is suggested as proposed by the European Network of Living Labs – ENoLL
[1]. Such an effort would be a contribution to accepting the challenges of the economic crisis (A European
Economic Recovery Plan, Brussels, 26.11.2008, Measure
No. 4. Reduce administrative burdens and promote entrepreneurship [2]).
In Slovenia, there are several initiatives related to the crossborder cooperation since the country is very much importexport oriented (close to 70 of GNP) and is logistically
extremely well positioned in Central Europe. It is assumed
that the cross-border cooperation may be accelerated by
an intensiﬁed use of eTechnologies allowing for an eRegion of the neighboring countries to be created: Austria,
Croatia, Hungary, Italy and Slovenia. It is expected that the
inter-eRegions collaboration will be helpful to every region
involved. For example, Alpe-Adria, Central Europe, South
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East Europe, Danube, Mediterranean eRegion. The experimenting mentality and actions as provided in the Living
Labs environment, are the components of a methodological approach. A contribution to the action suggested is the
Slovenia initiative Innovation for Life Quality - Slovenia
Living Lab (July 2007) [3].

An eRegion is expected to eCollaborate with other
eRegions in the EU, in the non-EU countries and globally.
An example of interest in the inter-eRegions collaboration
has been suggested in the Nordic – Slovene Meeting on
Innovative Cross-Border eRegion Development in Ljubljana
on February 3, 2009 [4]. An example of a very successful
cross-border cooperation is the case of the border towns
Haparanda, Sweden & Tornio, Finland.
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[2] http://ec.europa.eu/commission_barroso/president/pdf/
Comm_20081126.pdf
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http://eLivingLab.org
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CHAPTER

III

Succesful Examples
of Open Service
Innovation
This chapter leads us to experiences of open service
innovation and assessment of success factors for the
new service innovation paradigm.

3.1 BT’s Approach to Open Innovation:
Leveraging our Research Investment
Introduction
BT has developed an Open Innovation Strategy to leverage BT’s research investment. Open Innovation is key to
ensuring that we gain maximum added value from a wide
ecosystem of partners across the world by (i) scouting and
surveying innovation opportunities across the word, (ii)
assessing and adapting these opportunities for BT own
use or BT customers, (iii) gaining beneﬁt for BT by downstreaming these innovations through a number of diﬀerent exploitation routes. Whilst much open innovation has
focused on how companies develop and exploit the ﬂow
of ideas from external sources (described by Chesbrough
and Garman [1], as ‘outside-in’ open innovation’) BT has
also placed high emphasis on gaining beneﬁt from its open
innovation programme through various forms of external
engagement – letting some of its projects and intellectual
assets be developed outside of the company. Chesbrough
and Garman1 call this ‘inside-out’ open innovation and
highlight BT’s pioneering adoption of an ‘inside-out’
approach in their paper.
The Open Innovation model for external engagement can
be seen as a pipeline. At the input are the innovation scouting and collaborative research programmes with start-ups,

universities and industrial partners. These are followed
by the main assessment and research activities, which
exploit our global capabilities (UK, Malaysia, China, India,
USA and UAE) and link to major customers through the
Engage programme. At the output the exploitation activities include venturing, licensing, standards, and spin-outs,
as well as downstreaming into BT.
BT’s excellence at operating Open Innovation has been
recognised with a number of external awards, outlined
in table 1

Outside-In Open Innovation
Innovation Scouting and Collaborative
Research
Global Innovation Scouting: The Global Scouting team
consists of a core team based in Palo Alto, California but
with people and resources covering Japan, Korea, China,
Taiwan, India and Israel. Each year, the team pro-actively
identiﬁes and qualiﬁes more than 600 innovative new
technologies, business models, market opportunities and
customer experience processes. The Global Scouting team
works hand in hand with the BT Procurement Global

External Recognition for BT's Open Innovation Strategy
Commitment to providing customers with
innovative and dynamic next-generation solutions
backed by strong research focus (Frost and Sullivan)

Malaysian Research Centre won the APICTA Merit
Award for Research and Development for
the IMS-based Call System project

Arts and Business East Award for Technology for
work with Cambridge University Digital Studios for
the New Media for a New Millennium project

National Outsourcing Award for Innovation in
Outsourcing for Field Optimisation Suite designed
to manage ﬁeld-force manpower and resources
Three awards at the TeleManagement Forum

Delivery model innovation category at the US-based
Applied Innovation Awards for Business Excellence,
for the mPowerproject

RTEC (2007) best practice report on “Establishing
Strategic Partnerships with Universities”
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Innovation Team, a virtual team with resources in the US,
India, China, Hungary and Latin America.
Collaborative Research: The innovation partners landscape has seen signiﬁcant development over the past few
years, resulting in an innovation ecosystem with R&V at
Adastral Park as a hub (see ﬁgure 1). This innovation ecosystem comprises a wide range of activities, from shorter
term work with BT’s major suppliers for product and service development, through to longer term programmes with
universities and European partners aimed at signiﬁcant
industry challenges.
 Lab-to-lab collaboration with key suppliers: the industry partnership programme undertakes speciﬁc joint
research activities with targeted companies, the majority
of which are key partners in BT’s supply chain, including the 21C vendors. These relationships provide access
to the latest research from world leading companies,
and also provide the opportunity to inﬂuence industry
direction to better meet BT’s future needs.


University research: We work with more than 30 universities around the world and have key partner relationships with the University of Cambridge, University
of Oxford, University College London and MIT (Massachusetts Institute of Technology). BT’s best practice
in establishing strategic partnerships with universities
is featured in the 2007 RTEC report Establishing Strategic Relationships with Universities.



Collaborative research programmes: BT’s EU, Technology Strategy Board (ex-DTI) and other collaborative research programmes provide funding support
and leverage know-how from the other consortium
partners. Consequently, our 51 active participants
beneﬁt from the expertise of around 600 researchers
from across the industry. For example, under MUSE II,
together with Nokia-Siemens Networks, we have
demonstrated long reach passive optical networks at
10Gbit/s over 100km, inﬂuencing the future design of
access networks.

Main Assessment and Research Activities
Global Research: We have a world-class team of researchers,
scientists and developers, including people at Adastral Park
near Ipswich (England), a research team based in Malaysia and a new research centre in China. We have recently
established a collaborative research and innovation centre
in the United Arab Emirates with the Emirates Telecommunications Corporation (Etisalat) and Khalifa University
– EBTIC (Etisalat BT Innovation Centre). We also play a
leading role in the India-UK Advanced Technology Centre,
a research consortium of industry and academic partners
from India and the UK.
We have established two global development centres in the
UK and India, and are currently establishing three more in
Europe, the US and China. These bring our global devel-

Figure 1: BT’s Open Innovation Ecosystem

Engage
• Innovating in partnership with 30
major customers
• Helping our customers thrive
• GS funding
Industrial Partners
• 15 strategic
• 90 with active collaboration
• 200+ on the radar screen
(of which ~ 50 are SMEs)
• Includes all the major 21CN vendors

Dubai
• 100 researchers
• 100  UAE
government
funded

Adastral Park:
39 nationalities
30% PhD, 30% MsC
8 Research Centres

India
• partnering with 22 Indian Universities and
industrial companies
• leveraging (to date) 1.5m worth of
research grants and ~ 50 researchers

China
• 3 researchers
• seed funding

University
• 3 researchers
• seed funding
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Malaysia
• 50 researchers
• 50  funded by
Government

EU/DTI collaborative
programmes
• 100 researchers
• 51 BT researchers harnessing
the eﬀorts of ~ 600 partner
researchers

C H A P T E R I I I  S U C C E S F U L E X A M P L E S O F O P E N S E R V I C E I N N O VAT I O N

opment teams together, and use online collaboration and
videoconferencing systems for virtual joint working.
The Engage programme BT has established a Customer
Innovation Engagement programme for selected corporate
customers to achieve mutually beneﬁcial ‘win-win’ situations:




Customers have access to BTs research and innovation
programmes providing an opportunity to collaborate
with BT
BT seeks to augment its own innovation credentials, providing signiﬁcant added value as a strategic technology
partner, and gains further insight into our customer’s
business and sector challenges and opportunities

BT has an extensive track record of identifying, sourcing
and successfully exploiting world-class innovation discovery and research in support of, and in partnership with,
our partners, suppliers and customers. The Customer Innovation Engagement programme uses BT’s wide range of
global innovation capabilities around three core elements:
Innovation Intelligence (with teams in the US, UK and Asia),
Technology Strategy and Research and Venturing (with labs
in the UK, Malaysia, China and UAE).
BT works closely with customers to build on our understanding of their business challenges in depth, to identify
opportunity areas where our innovation programmes can
deliver a signiﬁcant impact. BT has established innovation
engagement programmers with a number of global customers including those in the ﬁnance, FMCG, transport and
pharmaceutical business sectors

Inside-out Open Innovation:
Dowstreaming and Exploitation
Licensing of research: BT innovations that are protected
by patents, copyright, design rights and know-how may be
commercialised through licensing to external companies.
We currently maintain a total worldwide portfolio of over
7,000 patents and applications.
Applied Technology Centre: The ATC produces rapid
prototypes, both functional and illustrative, in order to
help demonstrate new ideas to both internal employees
and customers. As well as helping gain senior management ‘buy in’, the ATC demonstrations are often used in
customer panels and for customer experience process reengineering, providing a common point of understanding, based on an explicit multimedia demonstrator, for
all members of cross functional teams when designing
new solutions.
Innovation Central: Innovation Central is a UK based
team of managers that can be seconded into a business in
order to catalyze innovation. Armed with a set of proven
processes they provide extra resource to help stimulate,
co-ordinate and qualify new ideas. They help articulate
the new ideas in a common format and help with market
analysis, business case preparation and decision support.
Venturing: Although taking on many forms, the venturing activities include spinning out companies. Successful
examples include Psytechnics (world leading voice and
video quality measurement software) and iO (content
management brokerage).

Reference
[1] Chesbrough H.W. & Garman, A.W.
(2009) Use Open Innovation to
Cope in a Downturn. www.hbr.org
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3.2 Open Innovation at HP Laboratories
HP Labs carries out exploratory and advanced research for Hewlett-Packard (HP), tackling complex
challenges facing our customers and society, while pushing the frontiers of fundamental science.
Open Innovation [1] is a core element of HP Labs’ approach to research. Active collaboration with
universities, commercial partners, and governments brings fresh insight and ampliﬁes the work of our
research teams around the world. HP Labs’ Open Innovation investment is focused through its Strategy
and Innovation Oﬃce (SIO) to ensure it delivers high-impact results that meet the scientiﬁc and
business objectives of HP and its partners.

The Value of Open Innovation
in HP Labs
As the world’s largest technology company, HP has long
recognised that innovation in products and services is
critical to the company’s vitality and success. A single
research breakthrough can have significantly greater
ﬁnancial impact on a company than major acquisitions
or cost-saving initiatives. Examples at HP include ink jet
printers and RISC based computers.
HP is committed to active participation in the global
innovation ecosystem as an essential path to bring new
products and services to market. HP Labs is at the forefront of product and service development within the
Company and focuses on Open Innovation as a critical
strategy to amplify research investments. To this end, HP
Labs works in partnership with industry, government
and academia worldwide to engage the brightest minds,
to share knowledge and ideas, and to advance a common
technology vision.

Labs’ research portfolio, its Open Innovation program and
its channels to transfer research outcomes to HP business
units. Making SIO a point of focus for Open Innovation
enables HP Labs to:











While creating shareholder value through innovation, HP
is also acutely aware of the need to reinvest in the innovation ecosystem so it can sustain and reinforce economic
and societal beneﬁts for the future. HP actively participates
in government, academic and standards bodies, helping
shape the landscape and agenda for research. HP also
demonstrates an ongoing commitment to the training
and development of future generations of scientists and
engineers to sustain and develop the skills that are critical
to future product and service innovation.

An Integrated Approach
HP Labs executes its Open Innovation investment from its
Strategy and Innovation Oﬃce (SIO). SIO integrates HP
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Create a consistent external presence, build relationships with universities, commercial organizations and
governments, and to identify, stimulate and engage
with Open Innovation opportunities.
Evaluate alignment between Open Innovation projects
and the core research portfolio.
Assess the potential returns to the business from partnerships and to organize collaborations into a visible,
coherent and complementary portfolio.
Engage HP Labs research teams with Open Innovation
opportunities and support them in pursuit of successful
outcomes.
Adopt broad-based, systematic and disciplined eﬀorts
like the Innovation Research Program (see below) to
present a single HP face to the global research community.
Lead in the creation of demonstrators and testbeds
such as Open Cirrus™ (see below), bringing multiple
corporate partners into alignment around a collaborative venture.
Develop expertise and leverage in the underlying legal,
procurement and ﬁnancial processes, freeing critical
research resources to focus on high-value research.
Systematically secure and exploit intellectual property
(IP).

This approach ensures alignment between strategic
research priorities and actionable research programs,
and leads to the transfer and utilization of knowledge and
IP.
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Open Innovation in Action at HP Labs
HP Labs’ Open Innovation initiatives can be broadly categorised as University Collaborations, Commercial Partnerships and Government-led programs. In practice Open
Innovation initiatives often span across all three of these
areas as they include partners from universities, businesses
and government agencies. The following examples illustrate
some of HP Labs’ key Open Innovation initiatives.

Innovation Research Program [2]
SIO leads in reaching out to the academic community
to build a strategically aligned portfolio of collaborative
research projects with universities worldwide. The primary
vehicle for this work is the HP Labs Innovation Research
Program (IRP). Launched in 2008, the IRP is centred on
an annual call for research proposals in response to a published list of topics; it is open to universities worldwide.
Successful projects can be funded for up to three years.
HP Labs’ goals in creating the IRP are to:
Provide the worldwide academic community with
insight into HP Labs’ top research themes;
 Build a visible and coherent program of research with
leading universities based around complementary
research interests;
 Create and extend relationships with leading researchers
worldwide; and
 Actively share and leverage skills and resources to grow
and enhance research.


A pivotal feature of the IRP is a standard Collaborative
Research Agreement (CRA) which speciﬁes key collaborative and IP terms, with an emphasis on ensuring mutual
freedom of operation by both HP and its university partners. Wherever possible, the IRP aims to attract additional
external funding to projects to amplify their scope, including through government or commercial partnerships.
Such additional funding is used to enhance the impact of
projects and extend their available resources.
In 2009, HP Labs’ researchers reviewed nearly 300 IRP
proposals and funded 61 projects at 47 universities in
12 countries. Included in this group are leading research
universities such as Stanford University, the University of
California, Berkeley, Technische Universitaet Muenchen,
Konstanz University, University of Saint-Petersburg, Russian Academy of Sciences, Indian Institute of Technology
Bombay, Peking University, and Imperial College London.

IRP projects are a route to seeding relationships; they allow
the testing and development of ideas and act as a springboard to larger, higher impact programs. Based on early
outcomes, one the projects initiated in 2008 attracted interest and successfully secured increased second year funding
from the UK government. Others have opened the door
to creation of joint submissions to the EU Framework 7
program.
While the IRP is the main point of focus for university
collaborative research, HP Labs also invests in other
projects that align with its broader mission. Recent examples include HP Labs India’s HP Innovate 2008 and 2009
competitions, partnership with CERN’s OpenLab, and the
UNESCO-HP project to reduce “brain drain” in Africa
through grid computing.

Open Cirrus [3]
HP Labs actively develops partnerships with other organizations to help create the building blocks for emerging
market opportunities. Cloud computing has been identiﬁed
as one of these opportunities and is a natural extension to
HP Labs’ research in utility data centres, grid computing
and software as a service. HP Labs’ approach to research in
this area has been strongly rooted in testbed environments
and in 2008 the Open Cirrus™ cloud computing research
testbed was created.
The founding members of Open Cirrus are HP, Intel and
Yahoo!, the University of Illinois at Urbana-Champaign,
Karlsruhe Institute of Technology and Singapore’s Infocomm Development Authority. Together, they set out to
create an open testbed to support research in the design,
provisioning, and management of cloud services at a global, multi-datacentre scale. The open nature of the testbed
encourages research into all aspects of service and datacentre management. In addition, the partners are fostering a collaborative community around the testbed, sharing
tools, best practices, and ways to benchmark and compare
alternative approaches to service management at datacentre
scale.
HP and its Open Cirrus partners each contribute signiﬁcant
computing and ﬁnancial resources, and have succeeded
in attracting additional funding from the US, German
and Singapore governments. As of June 2009, ﬁve of six
planned “centres of excellence”, each hosting a segment of
the cloud computing infrastructure consisting of 1,000 to
4,000 processor cores, was operational. Three new partners have joined in 2009, and other new partners are being
recruited including universities in Canada, Japan, Korea,
Malaysia, Russia and the US. HP Labs continues to play a

73 •••

S E R V I C E I N N O VAT I O N Y E A R B O O K

leading role in Open Cirrus’ development by hosting the
Central Management Oﬃce (CMO).

Government Collaborations
HP Labs engages with government sponsored research
and innovation programs worldwide. In addition to participating in government funded collaborative research,
members of HP Labs regularly serve on government committees, playing a role in developing policy and shaping
programs.
In Europe, SIO leads HP Labs’ engagement with the EU
Framework 7 Programme. In 2009, HP Labs has a presence in the Future Internet Assembly (FIA), co-chairs the
Trust / Security / Privacy program and contributes towards
the overall FIA strategy. SIO also continues to represent
HP on the boards of the European Technology Platforms
in Software and Services (NESSI) and Networked Electronic Media (NEM), and engages with the Research
Testbeds group in the European Commission to explore
links between Open Cirrus and the EU’s Future Internet
research testbeds.

Foundation (NSF), DARPA and IARPA (Defense and Intelligence Advanced Projects Research Agencies), and Department of Energy (DOE). HP Labs researchers are working
with these agencies to vet new research program ideas of
interest to both the agencies and HP. In addition, HP Labs
is participating in programs such as ‘Energy Eﬃcient Information and Communications Technology’ sponsored by
the Oﬃce of Energy Eﬃciency and Renewable Energy.

Investment in Capacity Building
As part of its commitment to develop future generations
of technologists, HP Labs works in partnership with a
number of government-sponsored post-graduate programs. In the UK, in 2009, HP Labs sponsored 17 PhD
candidates on Engineering and Physical Sciences Research
Council (EPSRC) CASE studentships. In the US, HP Labs
is engaged with NSF, the American Society for Engineering
Education (ASEE) and other companies to create a postdoctoral fellowship program to place up to 500 candidates
annually in US industrial research labs. Programmes of this
type are highly valuable to HP, as they lay foundations for
future partnerships with universities and newly qualiﬁed
researchers, as well as being a vital investment in the future
health of the innovation ecosystem.

In the US, HP Labs is engaged with the White House Oﬃce
of Science, Technology and Policy, the National Science
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3.3 Open innovation is Good for Us All
“Advances in the various ﬁelds of human endeavour are due, to a large extent, to the cooperation of the best brains
and best talents available everywhere.” These words were documented more than four decades ago when IBM ﬁrst
opened its Zurich Research lab by none other than former IBM chairman, Thomas J. Watson Jr.

Collaboration
This insight and the availability of the great scientiﬁc talent and economic opportunity in Europe after the war
lead to the foundation of the IBM Research lab in Zurich.
The concept of close collaboration with leading university
was a starting point of a path that leads us to the concepts
of open innovation today that has changed the way new
opportunities are identiﬁed or created, how work is conducted, and how value is brought to market.

But with this traditional deﬁnition of innovation these
organizations also operated in classic “ivory tower” mode
– highly secretive and proprietary in their approaches,
sharing little with others and, as a result, sometimes suffering from leisurely paths to market for their best ideas.
And there is no better example of this in practice then the
old IBM Research.

From the Ivory Towers
to an Open Business Model

CEOs, government oﬃcials, academic and community
leaders around the world are all relying on “innovation”
to be the fundamental driver of economic opportunity, job
creation, business competitiveness and advances in education, health care and a vast range of other disciplines – now
more than ever. Investing in innovation is the surest way to
survive and thrive in today’s complex, connected world.

Through the 1970s much of IBM Research was corporate
funded, it had its own research agenda and occasionally it did
some technology transfer, but it was not done in a very coordinated manner. During this time IBM was the only company in
information technology and with strong proﬁt margins many
IBM scientists could indulge in the kind of research and the
kind of freedom they wanted.

What is Innovation?

In the 1980s, things started to shift and the company started
looking at how to make research more eﬀective and tried to
inﬂuence the direction in which the developments had to go.
IBM started joint programs between research and the product
divisions with a shared agenda that both parties, research and
development, had to agree upon. Collaborative teams were
assembled to accelerate the transfer of research results, but
again this was all being conducted within the walls of IBM.

The word innovation seems to be everywhere these days.
Within the information technology industry, innovation
has traditionally been deﬁned historically by the process
of invention and discovery, and driven by investments
in research and development. And while this is accurate,
innovation in the 21st century is broader and it needs to
be. To quote IBM’s innovative leader, Nick Donofrio, he
deﬁnes innovation as, “Sometimes (innovation is) not an
invention, a creation or a discovery. Sometimes it’s just
seeing things that other people missed. It’s looking at these
deep intersections or interstices and seeing something that
nobody else saw before, and that becomes the innovation.”
Innovation is not only great technical breakthrough but
any signiﬁcant improvement in a good or a process that
generates value or reduces waste.

This model was successful at its time but the dramatic changes
in our industry in the last few decades required new models
Sign in front of IBM
Research – Zurich in 1969
(Image courtesy of IBM
Research – Zurich)

Traditionally innovation has been viewed as starting with
the famous corporate R&D labs of the resent past. Bell
Labs, Xerox PARC and IBM Research, along with basic
research programs at the world’s leading universities,
epitomized the innovation engines of the 20th century.
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and an fundamental new approach on innovation. This shift
ﬁrst became evident in the 1990s, when IBM nearly collapsed.
A truly dire time for IBM, where a lot of my colleagues started
asking, “Are we going to survive as research or are we going
to be blown apart and get sent oﬀ to the product divisions?”
The only response to ensure survival and to shorten time to
market was to become proactive and to work on real customer
problems. IBM in the pre-years running up to this catastrophic
date had somewhat ignored customer needs. The concept was
to listen to the customer and get a direct insight into their
problems. It was unheard of that a researcher would go and
directly engage with the customer, but it created a very successful model bringing reward to the client and the Research
organization.
Another driver for collaboration was and is the rising cost for
technology development in the microelectronics industry. The
infrastructure cost and investment became a limiting factor
for most industry players. IBM reacted to this challenge by
changing is R&D model for microelectronics to an alliance
model where partner where invited to joint its eﬀorts to take
advantage of synergies in infrastructure, investment and talent.
Most of the bigger European industry players joined the alliance that IBM established at the University of Albany in NY.
In information technology there have been a large number of
start-ups and the competitive environment has changed a great
deal. Opens standards are mandatory and together with open
source became a strong driver that enabled the rapid deployment of new technologies and business ideas on a common
often open source based platform. IBM is a strong supporter
of this movement and is contributing to many projects Linux,
Eclipse or Apache. These open platforms are an important
nurturing ground for new technologies and businesses that
bring innovation to the market place.
A key change in the last few years was how IT innovations have
been brought to market. A business model or usage model of
IT innovation evolved from a software licensing to software
as a services and cloud computing services. Research followed
this trend by announcing the IBM Research Labs Experimental Technology Site www.researchlabs.ibm.com/portal where
the latest ideas can be tested and played with.
Another change that takes the traditional partnership model a
step further is something IBM calls a collaboratory. Just like it
sounds, a collaboratory is a laboratory where IBM Researchers co-locate with a university, government, or commercial
partner to share skills, assets, and resources to achieve a common research goal. Our most recent one is with the Industrial
Development Agency of Ireland, the University College Cork,
IRCSET, Science Foundation Ireland, where we will develop
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advanced risk analytics technologies for the manufacturing,
pharmaceutical, healthcare industries.
As you might expect we create a lot of technologies within
Research, many of which we can transfer into the business and
some that just don’t ﬁt. For these we need partners or suppliers to adopt and support them as their own. While it may fall
outside of the traditional framework, it still can contribute to
the intellectual property income of IBM that signiﬁcantly contributes to its proﬁt ﬁgures. In fact, IBM’s intellectual property
(IP) income is approximately $1 billion annually.

The Global Innovation Outlook
Once IBM was solid again, open innovation was a strategy that we were not only beginning to see inside, but we
also began to hear about on the outside. In early in 2004,
IBM launched a unique project called the Global Innovation Outlook (GIO) – a vastly diﬀerent way of identifying
and acting on emerging trends, policy matters and market
opportunities, driven by input from hundreds of big thinkers in a diverse range of disciplines around the world.
When the results where compiled we learned a great deal.
And it may seem obvious now, but perhaps the most valuable
data point was the sweeping shift that became very apparent
in the way innovation is created, managed and delivered. This
shift was driven by several factors including the dynamics of
a ﬂattening world (i.e. Internet), the march of commoditization, the rapid and global adoption of new technologies, and
particularly the open movement.
Because of these factors innovation happens much faster today,
and it becomes much more rapidly a part of our everyday lives.
It no longer is the domain of a solitary genius seeking to take
the world by storm. Instead, innovation is increasingly:
Global: The widespread adoptions of networked technologies and open standards have removed barriers of
geography and accessibility. Billions of people, even
in the most remote regions of the world, have ready,
aﬀordable access to advanced wireless technologies
and the Internet. Hitching high-speed rides on these
platforms, ideas now circumnavigate the globe in a
matter of minutes, if not seconds. As a result, almost
anyone and everyone with a good idea can now
participate in the innovation economy.
Multidisciplinary:
Because the global challenges we face today are far
more complex, innovation now requires a diverse mix
of talent and expertise.
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Consider the mapping of the human genome. After
years of biological research in wet labs genome mapping is almost a commodity. The grand challenge is
now to understand the vast amounts of data generated
by all the biological instruments. Incredible advances
in information technology make it practical to model
and process genetic information in ways never before
possible and possibly even understand it.
Collaborative and Open:
Just about every study on innovation identiﬁes the
power of collaboration and communities as one of
the major forces driving innovation in today’s environment.
Our ﬁrst GIO exercise, for example, identiﬁed the “power of
networks” as one of its top ﬁndings. Participants told us that,
increasingly, their power comes largely from their ability to
tap into – and sometimes transform – a larger network of
people and ideas.

Innovation in the Eye of the CEO
Similarly, two years later after the GIO, IBM conducted
the 2006 CEO study, which concluded that external collaboration is indispensable for innovation.
800 CEOs were interviewed representing a sample across
all geographic areas, a range of annual revenues, and everything from small and medium businesses to large, global
enterprises. When asked which sources their companies
relied on for their innovative ideas, “business partners”
were right near the top of the list, just behind the general
employee population. “Customers” rounded out the top of
the list, which solidiﬁed in the minds of many involved
that the most signiﬁcant sources of innovative ideas are
predicated on open, collaborative approaches, including
reaching outside the organization. In fact, CEOs said they
are getting about twice as many innovation insights from
customers as they are from their own sales and service
organizations.
Perhaps most surprising and probably the only area where I
disagree with the participants was that “Internal R&D” was
second-to-last on the list. Now while I may be biased, as an
engineer turned businessman, I would argue that those who
do not see value returning from their R&D investments
are not managing their portfolios to reﬂect the changes
underway in the marketplace. In other words, they still are
not collaborating externally and working directly with their
customers and ecosystems.

The CEOs also told us that partnering – whether crossing
internal or external boundaries – is easy in principle, but
very diﬃcult in practice. This is not at all surprising.
Working with diﬀerent groups to achieve common objectives usually requires a change in the culture of most organizations, and cultural transformations may be the hardest
of all. I am convinced that to truly embrace a culture of
collaboration you must accept limitations in you competences and accept the skill and insights of others. We have
had some success in this area with something we call Jams,
where customers, partners, employees all participate in an
giant, chat room and post ideas in an organized format. Our
most recent Innovation Jam in 2008 generated 32,000 ideas
and comments.
This is particularly important ﬁnding for those companies,
like IBM, who are addressing problems of systems, like trafﬁc monitoring, healthcare and energy grids – they are very
sophisticated in nature and very complex.
We have learned that we cannot work on problems such as
these unless we have established a very close relationship
with clients, business partners, and even other vendors who
might very well be competitors. This is the foundation of
our smarter planet vision. We know we cannot instrument,
interconnect and embed intelligence in objects as diverse
as buoys in the middle of the ocean or livestock around the
world without the help of our partners.

A Lab Grows in Rüschlikon
One example of open collaboration in practice can actually
be seen in the suburb of Zurich called Rüschlikon. What you
can see is a massive $90 million collaborative laboratory currently under construction. The lab is based on a partnership
to explore nanoscience with the world-renown Swiss Federal
Institute of Technology or ETH Zurich.
For the ﬁrst time in Switzerland, industry and academia
will create a research infrastructure for innovative cooperation in a joint eﬀort. (Image courtesy of IBM Research
– Zurich).
Appropriately named, the Nanoscience Exploratory Technology Laboratory, raises the bar for collaborative research
in nanoscience. Starting operations in 2011 the lab will provide nearly 1000 m2 of cleanroom space, the most advanced
tools, and special noise-free labs for highly sensitive experiments. IBM and ETH scientists will be staﬀed at the lab
with room to grow, as IBM continues to look for additional
qualiﬁed partners.
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As boundaries dissolve, as more ﬂuid relationships form,
as ecosystems expand and as networks get larger, the very
nature of decision-making for individuals, businesses and
the world takes on a new shape. Local actions now have
global consequences, and the reverse is true as well.

Nanoscale Exploratory
Technology Laboratory in
Rüschlikon.

Under the multi-year collaboration, IBM and ETH Zurich
researchers and engineers will join forces to conduct
research into new atomic and molecular-scale structures
and devices for enhancing information technologies, as
well as into discovering and understanding their scientiﬁc
foundations. The economies of the combined investment
and the shared motivation for scientiﬁc exploration will
help to address the challenges that we will discover in this
new venture.

Follow or Lead
Because of the shift to open innovation, the 20th-century
business model as we know it could be history. Increasingly,
the motivating force that brings people together for work
is less about business organization and more about the collective enterprise – activities driven by a common set of
interests, goals or values.
The trend is accelerating, and it will have profound implications on how companies think about everything from
leadership to managing and motivating global talent. It will
change the way companies approach innovation, itself.

To pursue open, collaborative innovation, enterprises simply must ﬁnd ways to tap into the potential of the skill,
talent and creativity of people from diﬀerent teams in different organizations across the globe. A company can only
be as innovative as the collective capacity of the people
who make up its ecosystem. And to attract and retain talented people, a company must enable those people to feel
respected, as individuals, as professionals and as members
of a team. Collaborative innovation also depends on ﬁnding sustainable and agile business models in the ecosystem
that allows the participants to establish survive and grow
even in challenging times.
At IBM we are convinced that the art of collaboration
will be the most distinguishing leadership characteristic
of the 21st century. Universities need to teach it. Government policies and regulations need to facilitate it. The EU
Framework programs are in many aspects a good example
for this.
The grand challenges in the todays markets and the environment cannot be addressed by lone players. We are all
networked and linked. Open innovation is just recognizing
this fact and trying to take advantage of it. No individual
enterprise, no matter how large and talented, can aﬀord
to go it alone in today’s highly competitive, globally integrated marketplace.
If Thomas Watson Jr. could only see now, how right he
was.

Contact
Dr. Erich Ruetsche
IBM Research, Business
Development & Relations
Zurich, Switzerland
http://www.zurich.ibm.com/

••• 78

C H A P T E R I I I  S U C C E S F U L E X A M P L E S O F O P E N S E R V I C E I N N O VAT I O N

3.4 The New Club of Paris

T

he New Club of Paris is the agenda developer
for the Knowledge Economy. The Club’s main
objective is to create awareness on what the
knowledge society is and will be, and also support nations,
regions, cities and communities in their transformation
into the Knowledge Economy.
The New Club of Paris was founded in 2006. It was
emerging as a consequence of two major events:
1. The ﬁnalization of a report called RICARDIS, (Reporting
Intellectual Capital to Augment Research, Development
and Innovation in SMEs) by a high level experts group,
appointed by the European Commission. The report recommended a number of steps to the Commission for
stimulating companies in Europe and to apply Intellectual Capital Reporting as a new method of knowledge
leadership related to the so called Lisbon agenda. The
RICARDIS group itself was initiated by among others
Professor Guenter Koch in his role as a member of the
European Association of leading Research and Technology
Organizations (EARTO).
2. A major annually ongoing conference under the auspices of the World bank Institute in Paris, and initiated by
Professor Ahmed Bounfour on the focus of “Intellectual
Capital of Nations, Regions and Communities”. This is also
the title of a book initiated and compiled by Professor
Ahmed Bounfour and Professor Leif Edvinsson.

lectual Entrepreneurs”, knowledge scientists, opinion leaders in
7KH1HZ&OXERI3DULV
Knowledge Society / Economy and
high level “knowledge politicians”. The Club prominently The Knowledge
participates in knowledge raising events around the world, Agenda Developer…
www.new-club-of-paris.org
runs an annual seminar in Paris, coordinates and contributes to worldwide research eﬀorts on the knowledge
economy, that it publish in papers and books, and on its
emerging website www.new-club-of-paris.org.
The New Club of Paris runs successfully especially so
called Round Table (RT) projects usually based on invitation by Governments or Cabinets. The purpose of RTs
is to provide an analyzing dialogue and an agenda setting
development process for a country, a region or a city to
prepare the transformation towards a knowledge community. Thereby it initiates agenda developing projects
clarifying and amplifying the global movement towards
the Knowledge Society. Its work has an impact power
of Knowledge Navigation leading to the reﬁnement of
national or regional Knowledge Policies.
The New Club of Paris cooperates with other important
organizations and institutes such as the Club of Rome or
the World Capital Institute. The Club has local emerging
communities worldwide in diﬀerent countries which are
represented by so called “Ambassadors”, who act due to
local needs and preferences.
The Founders
of The New Club of Paris

The founding persons and initiators of the New Club of
Paris became then Edvinsson, Bounfour and Koch. The
ﬁrst two are acting as Chairman and Vice Chairman with
the latter acting as General Secretary. The Club as a set up
is an international association under Austrian law with its
seat in Vienna. The Board is now also supplemented with
representatives from Japan (T. Sumita), South America (E.
Rath-Fingerl) and Scandinavia (P. Stahle).
The “Credo” of the Club has been documented in its Manifesto, initially signed by some 30 prominent Founding
Members. The Club’s membership is focused on “IntelContact
Professor Leif Edvinsson
The World’s First Professor on Intellectual
Capital, Lund University, The Hong Kong
Polytechnic University, and Chairman
and co founder for the New Club of Paris
leif.edvinsson@unic.net
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OISPG – Open Innovation Strategy and Policy Group
To foster the open service innovation European Commission has established an industrial
group to advise on actions related to services sector and its development in Europe. The group
has senior members from industry, in order to bring the industrial perspective to the discussions. The focus is clearly on the intangible economy, service economy and growth.
The OISPG group is not a technical group, even if many of its members are as well members of
technology platforms and future PPP actions. The perspective is strongly complementary, as
the fundamental paradigm shift in service innovation is enabled by technology, but requires
fundamental structural and strategic rethinking in companies as well as in the society.
The group has set the following objectives for its work:
 Recognition of the new innovation paradigm : „Open user-centric
Innovation“ and get it into European Policies
 Recognising the new research area of „Services Science“ in research
 To get EAR (Experimentation and Application Research) methodology
widely used in research
 User-centric application development
 Creating environments for service innovation
 Linking needed elements together to foster establishment and
development of European-based service industry
 Open (functional) platforms
 Reference architecture for services
 Linking internationally actors around projects for service innovation
 Support Lead Market Initiative in service sectors
Attached to this text is a copy of the leaﬂet of the OISPG group, which is welcoming
new contributors to this extremely important forum for European service industry.
Open innovation for service is the keywording of the work of the group.

Contact
Bror Salmelin
European Commission
Policy Advisor,
DG Information Society
and Media,
OISPG coordinator
bror.salmelin@ec.europa.eu
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