Innovation Performance Management
You have heard, or will hear of, these techniques to introduce, improve or assess the efficient use or resources – including people


Business Intelligence


Financial Management


Workforce Management



Supply Chain Management


Customer Resource Management


Key Performance Indicators


Management Performance Indicators

These were introduced and used to provide a means of assessment or measurement of Corporate Strategy with Operational Practice, and to make more efficient use of resources and to use intelligent use of IT to Corporate objectives. 

And yes, you are correct – there are many methods or techniques which are overheads, but which are seen to be ‘essential’ to the successful running of a Business or Enterprise.

Not too many years ago, these were the ‘success’ markers – and they heralded in an era of many ‘advanced’ techniques, and of course, the need for additional or improved personal skills.

This paper deals with a relatively new  (but not surprising) technique. We probably have not sufficient time in these lectures to delve into ‘Innovation’ but this paper will give you some concepts and food for thought. 
When you take your place in the world of Business, you will find many different techniques which are part of the environment. You will be expected  to understand their use and apply additional or replacement techniques. 

One of these will be to measure and gauge the effect of Innovation. – and that is the topic of this paper – a new (at present, in 2005) technique – Innovation Performance Management.

Innovation can be seen to be  a focus on top line revenue growth – and not as is the case with other techniques, ‘bottom line’ cost cutting – for example the removal of coffee machines from the staff rooms, or the withdrawal of ‘free’ tea or coffee.

Naturally enough, in the realm of human beings, Innovation has its detractors – not everybody thinks ‘it’s a good thing’.  

One of the arguments goes something like this : ‘Innovation has no metrics. There can be a calculation of the percentage of sales because of innovation, or the loss of sales because of lack of innovation (or perhaps innovation shown by a competitor – the motor vehicle industry is a classic case – airbags, side intrusions, kms/100 litres, ABS. CSSC and so on..).  But the argument is that ‘nobody agrees on the metrics, so how can innovation performance be measured ?
In 1996 (about 9 years ago) Gary Hamel and C.K. Prahalad used a term ‘Compete for the future’ in their book published by the Harvard Business School Press.
Their concept was along the lines that that Business intelligence needs to look to the future by the measurement of Innovation Performance as well as looking at the present and the past performances. 

Intellectual Capital is a term currently used to include ‘knowledge’ and more importantly the ‘commercialisation of knowledge’ – remember Lecture 1 ?

It had been argued that Intellectual Capital was an ‘intangible asset’. Is it ? What is so intangible about the methods we use to achieve results, (or ‘do things’. What about the day to day processes used, and the business relationships formed (aka ‘partnerships’) – are these ‘intangible ? 

And what do you think of these comments :
· Cpmpetition for the future is a serious business. It impacts of employment, opportunities, personal and business reputations and ‘well known’ brands 
· Innovation is about idea generation, the conversion of ideas into factuals, and the understanding the values of the conversion of ideas to factuals. 

· The lack of innovation metrics is not a problem – it is an opportunity..

And finally a quotation from the American Council on Competitiveness:

‘Once, we organized our organizations for efficiency and quality. Now we need to optimize our entire society for innovation’

