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Material for Nokia Film
1. Probably the most difficult part in finding innovative solutions is to recognize that the current solution is not as good as we thought 

[image: image1.png]Esther Dyson is one of the best known and most respected names in high-tech. Since the early 1980s, she's been intimately involved in every major development in computing technology and her insights have been the best guide to the future of technology innovations and their impact on business, society and individuals. 
The reason innovation is so hard is what I call “the haircut problem”. You know, if a man gets a new haircut – that’s great, but if a woman gets a new haircut people say: “oh, you look so good”, and instead of thinking, “oh, I have a nice new haircut”, she’ll think, “oh, I must have looked so horrible before”. And people don’t like to admit that they weren’t that good before. They don’t want to admit the old way they did it was bad. And so to adopt an innovation somehow is a rejection of what you were or what you did and that’s why it’s hard. You’d much rather defend what you’ve got than reject it and take on something new. 

The NASA Story

… “You know, two weeks ago I was at NASA, where I’m – completely by coincidence – on the Innovation and Technology Committee.” And they have this problem; they were great organization fifty years ago. They got people in the space, forty years ago they got people to the moon. You know, a scientific leader, the space program, JFK, they were magnificent. They had huge amounts of innovation and they were daring, and proud, and leaders, and science, and so forth. And now they kind of become beaten down and their projects are always late and their shuttles stopped flying, they are going to be relying on Soyuz to get up in space. 

So, the challenge is: how do you revive innovation and technology in NASA. And the answer is not to give them bigger budget, the answer is – stop doing the Constellation program. There is a new budget from Obama that cuts the Constellation program and says let the private sector do the basic – taking people to the orbit because we know how to do that, so let the private sector do that for money. And we will start innovating on getting people beyond the moon – to Mars. 

But in order to do that they need a different culture because right now the NASA culture has become very risk verse, and you should be risk verse when you send people in the space, but you should not be risk averse when you’re designing new rockets – send them in the space with no people and see if they crush. So, one thing you need to do is just do more experiments and you need to change the attitude of people towards taking risk and making mistakes. And it’s not a question of money, and it’s not a question of, actually, science. It’s a question of attitudes and culture and the kinds of people they hire, and what they do when you make a mistake, how they allocate budgets. 

7. Can you be more specific on how you make people recognize problems?

2. If we expand our horizons, if we expand our thinking, if we think positively, then we can find a whole slew of solutions that may look incredibly different from what we've seen in the past
[image: image2]Blake P. Sallé, Vice President of Worldwide Sales for Emerging Technologies at Cisco Systems, provides two outstanding examples of expanding horizon to achieve extraordinary solutions’ sales: 
Introduction

“In order to motivate someone to do something differently you have to describe what's in it for them, and what that change will bring to them in terms of quality of life, in terms of achievement or in terms of some other metric that is important. It's getting people to aspire to something much greater than they have before; getting them to see that if we expand our horizons, if we expand our thinking, if we think positively, than we can find a whole slew of solutions that may look incredibly different from what we've seen in the past. It doesn't always work and sometimes you have people in your team which don't have the passion, don't have the energy, don't have the capabilities to see what's possible, and in those situations if it doesn't work than you maybe need to make some hard choices and put those people on new opportunities”.
Story about unreal opportunity that became real 

 “I was a first line sales manager calling on a very large energy company in the US. The transaction was, actually, a 1.1 billion dollar transaction that Cisco was fighting for. Couple of leaders up the chain said it's not a real deal; it's not going to happen. We had worked very closely with the executive management of this company; we knew there was a real opportunity. So, my team was getting a bit down, because they knew that we didn't have the support up the chain to pursue an opportunity that in that time was the biggest opportunity Cisco had ever looked at. We rally the team together and we told them that if they focus on what they can control, than we, as a leadership team, will provide them air cover and get them what they needed. So, we not only showed them that we were at the boat with them, but that we would do things that were very challenging for ourselves to make sure that they were able to achieve their goals”. 
http://www.good2work.com/article/9148 (question 5)

Story about expanding the horizon 
 “Another example was at one of the largest retailers in the world. We had done about a million dollars every single year with the same retailer. This retailer has two thousands stores. Anything times two thousands is a lot of money, and it was unacceptable for us to do a million dollars a year. So, we pushed the team to say what can we do, and they said they had a lot of leaders come in and tell them they should do more, but this is just the amount of money they do with them and they are never going to do more…” 
http://www.good2work.com/article/9148 (question 7)
Cisco – Changing the Way We Work
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 At Cisco we believe community belongs to everyone and connecting and collaborating with others is a key element of our culture. Making the world a smaller place through technology and using it to enhance life experiences is something we take seriously. While market transitions evolve and change over time, the components of our culture remain consistent. For these are our core values, the basis of all we do - and the spirit in which we do it - and are embraced with the intention of customer success and positively contributing to the world and others. Cisco employees are committed to giving back and volunteerism is a huge part of our culture. The numbers speak for themselves; since 2001, Cisco employees have logged more than 980,970 volunteer hours - a number which continues to increase year over year.

3. In Sales of Solutions It’s Very Important to Identify that Not to Do
René Schlegel, Head of Robert Bosch in Russia, Ukraine and Belarus[image: image4.jpg]


 explains the difference between product and solution in a very simple way: “It just demands the leader, a manager or an employee to think through? What you are selling or offering. And what is really being wanted. I want to make a very simple exapmle. We sell powertools – to cut wood, to make renovation. They are used by consumers and by professionals. We think a lot about tighny advantages against competitors, and how much Watts these powertools have. But the truth is that nowbody in the world wants to by a drill. People need to hang up a picture and for this they need a hole.And for this thing they need a drill. If you think from this very point – from hanging up a picture – everything that doesn’t lead to that result is what you shouldn’t do…” 
http://www.good2work.com/article/9878/ (questions 1 and 2)

Bosch Group – Invented for Life
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The Bosch Group is a leading global supplier of technology and services. According to preliminary figures, some 270,000 associates generated sales of roughly 38 billion euros in the areas of automotive and industrial technology, consumer goods, and building technology in fiscal 2009. The Bosch Group comprises Robert Bosch GmbH and its more than 300 subsidiaries and regional companies in over 60 countries. If its sales and service partners are included, then Bosch is represented in roughly 150 countries. This worldwide development, manufacturing, and sales network is the foundation for further growth. Each year, Bosch spends more than 3.5 billion euros for research and development, and applies for over 3,000 patents worldwide. With all its products and services, Bosch enhances the quality of life by providing solutions which are both innovative and beneficial. 

The company was set up in Stuttgart in 1886 by Robert Bosch (1861-1942) as “Workshop for Precision Mechanics and Electrical Engineering.” The special ownership structure of Robert Bosch GmbH guarantees the entrepreneurial freedom of the Bosch Group, making it possible for the company to plan over the long term and to undertake significant up-front investments in the safeguarding of its future. Ninety-two percent of the share capital of Robert Bosch GmbH is held by Robert Bosch Stiftung GmbH, a charitable foundation. The majority of voting rights are held by Robert Bosch Industrietreuhand KG, an industrial trust. The entrepreneurial ownership functions are carried out by the trust. The remaining shares are held by the Bosch family and by Robert Bosch GmbH.
Today, Bosch invests some 45 percent of its research and development budget in technologies that help protect the environment and conserve resources, and generates a strong third of its sales with such products. In line with "Invented for life", the company's strategic slogan, Bosch is working to develop technologies such as lithium-ion batteries and alternative drive systems for the automobile. The company also aims to tap the potential of renewable energies, for instance with photovoltaic technologies. Ultimately, energy efficiency is the best means of ensuring that all Bosch products contribute to meeting global CO2 emissions standards. This is why Bosch's “Design for Environment” team ensures that concerns such as energy efficiency, recycling objectives and material restrictions are factored into product development processes.

4. Three Stories on Design of Outstanding Experience
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Understanding customer needs and behavior is the key to design of winning value proposition. Dee Cooper, Product & Service Director of Virgin Atlantic Airways Ltd., gives outstanding examples of what should or more often shouldn’t be done to deliver inclusive solution to the customer. Read and watch three stories by Dee on differentiation. 
The ‘seat concept’ story on understanding the customer behavior
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 “One of our seat concepts had airbags in the seat cushion, and obviously, that made the seat much more comfortable and it was like a lumber support, you could sit up and you could move around and you could make it more comfortable. But for a consumer is very hard to know that you have to lift up, then to sit down, to move it around. Now normally what happens especially with seats, you may have this investment and put aboard magazines to show people how to use it, but it happens that people and especially men don't read the magazine because they don't want to be instructed. And what they actually do is watching one another, so things like headrests or footrests they work out by watching other people, but something subtle like stand up, press the button, sit down, move around will be lost in the translation”. 
Dee Cooper, Virgin Atlantic (question 4)

The ‘messaging versus Windows’ story on understanding the customer needs
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 “We were talking about text messaging. We were the first airline to put onboard the on-demand hi-fi seatback entertainment system, so the customers can turn it off, fast forward, etc. as opposed to having to wait the movie to start as you always had to do with traditional old fashioned hi-fi systems. At the time when we were developing this hi-fi system we wanted to implement Windows there, so the customers were able to make Word presentations, Excel documents and to have everything that is on your computer. But first of all, the technology didn't yet do it and it slowed down the system and you wouldn't use it as a customer. But all you actually wanted to do really you wanted to send a message like "The plane is late. Please, don't come and pick me up yet, I'll ring you when I'm there". Or you want to say "I'm really happy that happened before I got on the plane". These are sort of last minute messages, you don't need to send them the whole e-mail because you have already sent them the whole e-mail or you would have done that before you got on the plane”. 
Dee Cooper, Virgin Atlantic (question 3)
"Oh, I want it because it's more fun!" story on client experience
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“We throw things at you. If you're in business class which we call Upper Class, you get a complimentary limousine, you can get driven as close as we can get you to the security point, you have even exclusive security point, you go to the lounge which is more like a five star hotel, nobody else has the lounge like that in the world, with waiter service, in our lounge at Heathrow we have Jacuzzi, there's a pool table, an outside area where you can stand outside and watch the airplanes, there's a full-service restaurant. Then when you go onboard you have the biggest flattest bed to sit on, you've got a great crew who give you great service, they also talk to you informally, you've got bar onboard. We give you a great value because it's the part of your ticket, you buy it and that's why people choose to fly us. That's what Virgin Atlantic is about. The business model is product and service differentiation, a 7-year-old child wouldn't understand that term, but they do understand: "Oh, I want it because it's more fun!" That's what it's about”. 
http://www.good2work.com/article/10079 (question 6) 
Virgin Atlantic – Where people love to fly…
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Back in the early 80s Richard Branson was probably best known for Virgin Records - the legendary record label that signed major names like the Rolling Stones, Janet Jackson and The Human League. In 1984, much to the horror of his directors, Richard announced to the world that a high quality, value for money airline would begin operating within three months. Three months, some licences, staff and an aircraft packed with celebrities later, Virgin Atlantic Airways was born. By the end of the decade we had flown over 1 million passengers and started shaking up services onboard by being the first airline to offer individual TVs to their business class passengers. 

In 1992 Richard sold Virgin Music to Thorn EMI and invested the proceeds into Virgin Atlantic, improving on an already great service. In the same year we launched the first super economy service that went on to become our award winning Premium Economy. In 1999 Richard sold a 49% stake in the company to Singapore Airlines valuing us at a minimum of £1.225bn. In the same year, for services to entrepreneurship Richard received a knighthood.

In 2003 came the launch of Virgin Atlantic’s revolutionary Upper Class Suite, the longest and most comfortable flat bed and seat in business class. The new Virgin Clubhouse at Heathrow opened in March 2006. Amongst the many unique features of the flagship lounge are a cocktail bar, a hair salon, a Cowshed spa, a brasserie and a games room.

In 2007 came the launch of Virgin Atlantic's brand new check in facilities at Heathrow Terminal Three. For Economy and Premium Economy passengers Zone A is now wider, brighter and more spacious, enabling passengers to check-in at kiosks in a faster and more stress-free way. For Upper Class passengers, came the Upper Class Wing which offers a private security corridor so passengers can speed through the terminal to the Clubhouse quicker than ever before.In 2008 we operated a pioneering biofuel demonstration with Boeing and engine manufacturer GE Aviation on a 747 between London and Amsterdam. This was the world's first flight using biofuel by a commercial airline. Virgin Atlantic has also ordered 15 of the 787-9 Dreamliners which burn around 27% less fuel per passenger than the A340-300, the aircraft it will replace in the Virgin Atlantic fleet.
Encouraging Statements on Challenge and Change

1. Shannon Cullum, CEO of Saatchi & Saatchi Russia

“You sort of sit down on the meeting and you go: "Ok, this is really tough one, this is going to be really really tough" but you kind of excited about it a little bit because you know it is going to be more rewarding, it’s going to bring more out of a team”.
2. Is there anything else?  http://www.good2work.com/article/10885
2. Christian Kremer, General Manager of BMW Russia
“It comes by the time and it's a process that you have to challenge yourselves and you have to challenge you team. And the better you're looking at each other the better you go into the details and more professional you're doing this without getting out of mind, without getting too much illusionary because all challenges that we have, have a realistic base, I think it helps to develop our generation and our society and the whole global world further”.

7. What is a challenge for you? http://www.good2work.com/article/12447
3. Dee Cooper, Product & Service Director of Virgin Atlantic Airways Ltd.
“The ones I share with Virgin are challenge and it can be better, you can make it better for customers, you can make it better for staff. You can argue I'm optimistic, but I believe I can do it better, I believe the future whatever we invent or however we develop processes, I believe we can make it better for the customers. So I believe in the future and I believe in change, I believe in innovation and that's very core Virgin believes”. 

3. What are the most important values for you? http://www.good2work.com/article/10079
4. Dee Cooper, Product & Service Director of Virgin Atlantic Airways Ltd.
There's another story when JFK was walking around in Canaveral Space Center and asked the man who was sweeping the floor: "What's your job?" and the man answered: "My job, Mr. President is to get someone on the Moon". That means that everybody was aligned and everybody's job was to get someone on the Moon, even if your job was to sweep the floor. I think there's something which should be said about vision: if you can explain to people why something is important or not important, they may be frustrated but they can sign into that and they can understand it. That's why ultimately you want to do that at the beginning so that you insure everybody is aligned and that you don't waste time doing the wrong work because that's frustrating for everybody. Vision is important when you're talking about innovation and change - what are you trying to achieve in the end of the day.
7. How do you manage with creative people? http://www.good2work.com/article/10068
For the Leaders 
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