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Objective of the Course
(Learning Outcomes)

Innovation management at the intersection of Innovation, Digital Technology,
and Strategy has to deal with very diverse challenges: e.g., how to unleash
creativity in the organization, how to set up an innovation-oriented organisation,
how to tap into customer’s innovation potential, how to identify the potential
value of new digital technologies, how to select the right ideas, how to manage
innovation projects and teams, and how to bring innovation successfully to the
market and capture the resulting monetary value, and many others.
The module sets out to discuss the key challenges that come along with
innovation and its strategic implementation. In this course, we try to link
environmental challenges with a company’s innovation approach.

Mode of Delivery face-to-face

Course Contents In this course, we try to work on three different levels. First, we start with the
creativity and how to produce a new idea. Idea creation happens on the
individual level. Second, we need to build a bridge from an idea to an innovation
which happens on the organisation level. Each organisation needs to see
potential in an idea, select few ideas of many, and bring them to the market.
Third, we need to think about the market level – how will competitors react on
your innovation, how can you protect your idea, how can you position your idea
in order to make it sustainable with regard to long-term profits. At the same
level, we have to think about the perception of your idea. Perception of
innovation is a cultural matter – not every idea fits the market and the
consumers’ expectations.

During our classes, we work on all three levels in order to equip you with
knowledge and skills necessary to make you and your organisation profitable.

Knowledge:
On successful completion of this module, students will bel able to:
• Distinguish core concepts of innovation and their different forms from
incremental to radical
• Identify the particularities of digital technologies and how those affect
the way innovation management happens
• Judge the different components of the innovation strategy and its
impact on sustained firm’s success
• Understand innovation management within a firm
• Estimate cultural aspects of innovation

Competence:
After successfully completing this module, students will be able to:
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• Ideate and build bridge from an idea to an innovation
• Strategically position their innovation
• Evaluate strategic options for solving challenges associated with
innovation

During this class, we work on several innovation-related topics. In order to make
the structure as interesting as possible, we will have not large topic blocks, but
small slots. Each slot is dedicated to a topic or an exercise on the topic.
We talk about:
1. Creativity. Can you learn to be creative?
2. Innovation. What do we call innovation?
3. Invention. Is every invention an innovation?
4. Innovation strategy. Can we achieve long-term results with our innovation?
5. Innovation capability? Can we develop one or are we "born" with it?
6. (Sustained) Competitive advantage? How long does your idea last?
7. First mover advantage. To lead or to follow?
and many others.
Moreover, in our simulation game you will learn something interesting about
the interactive nature of innovation strategy.
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Planned Learning Activities and
Teaching Methods

In this course, we will have a series of lectures with discussion. We also run an
innovation strategy simulation. Group work is performed both during lectures
and as a part of the simulation.
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