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“In 10 years‘mlt’s'predlcted that
40% of the Fortune 500
companies WI||n'O longer exist.”



new companies that we have not heard of yet.

Richard Foster, Yale University
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Why do large companies
go out of business?
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Q: What Is iInnovation?

Invention
New things
New ways of doing things
State of Mind
All of the above



Its critical that we differentiate
Invention from innovation



To survive and grow, companies
must empower every employee
to Innovate and make a
meaningful difference




Innovation is about everything
Innovation is for everyone
Innovation is not limited to select few

Innovators are more important than
Innovation




Cisco example: everyone has a role to play
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Visionary * Investors



Cisco: empowering every employee to innovate and make a meaningful difference

PURPOSE

@ Transformation Acceleration
8: Empower every Cisco employee to innovate everywhere and at any time Improve effectiveness of innovation by reducing risks & accelerating go-to-market
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We must establlsh clear business
case for mnovatlon & explaln It
el
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Q:
Do you believe most companies
know what they should be
Innovating on?

Yes
NO



Why We Innovate

. Squelch the competition
‘ Attract and retain talent

Exceed customer needs

Drive profitable growth

Improve world conditions

valaln
CISCO.




Cisco: Connect employees to strategy

and ask them to focus on business outcomes

Markets
n
Manufacturing Smart Cities ~ Energy &  Transportation  Education Finance Intelligent Security Collaboration Others

Minerals Infrastructure

How can you combine these elements to create

new game-changing opportunities to shape Cisco’s future

Technologies Business models

Analytics Augmented/ Cloud & Fog Subscription  Pay-per-use Rent vs. Buy
Virtual Reality Computing
ﬂ
3D Printing Robotics Wearables Drones Open-source Crowd funding Advertising License
Focus on
. . I I FR F ?
disruption

Blockchain Others Flat Rate Freemium Others



How to define an innovation ambition

The innovation ambition

1. describes a disruptive transformation that would benefit the entire industry

2. scopes the discrete design challenge for participants

Crafting an innovation ambition requires to
1. focus on a single leverage point that can then be scaled across your business
2. make it measurable so that we can answer the question “are we there yet?”

3. make it SIMPLE, EASY to UNDERSTAND, and CLEAR to ALL



Some good vs. bad innovation ambitions

BAD: Frictionless Retall

GOOD: Remove queues from the payment process

BAD: Automating Supply Chain

GOOD: Eliminate risk around goods in transit, by truck, train and plane

BAD: Transform remote patient care

GOOD: Reduce hospital readmissions and associated costs through remote acute care
patient monitoring.
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but folk ’
S don't

“\We haven't
shown
commitment
to long-term
innovation”

“\ ha\’e
nowhere to

to innovate”
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Cisco: No single Company can do this alone
Build

19K Patents | $6B Annual R&D Spend
Internal Start-ups | 20K+ Engineers

Co-develop

Alliance Partners $1B+ Target Revenue
14 Co- Innovation Centers | 2,500 Customers
70+ Solutions

Buy

201 Acquisitions | 1-2% Growth

Invest OpenDNS  SOURCEfire  1nsjeme

$2B Fund | 120+ Companies
45 Funds in 25 countries

®asper  Meraki  QLCAUNO
ledba  tailf  Lancope
Partner APPDYNAMICS & Viptela

¥ broadsoft

300K+ Partners

>
$48.6B FY17 Partner Bookings | .uee

r
ERICSSON . insp ur
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Why work with the ecosystem?

Enables Cisco Accelerates Enables Cisco
to see around Innovation to to provide end to
corners business value end solutions

]
cisco
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Q:
What is the main difference

between corporation and a
startup?

Size
Profitability
Sustainability
Culture
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Focus

Who

Task
’—-——-——-——-——-——-——-——-‘

Help

Cisco example: clear & transparent process

Ideate Validate
6 weeks 12 weeks

Company launch

Is the idea valuable, Sell your
should it be built? [o[F}

30 semifinalists ~[ee—— 6 finalists

Spark ideas
and team-up

[ e |

All Cisco
employees

Crowd top 1 !
S

Video pitch + Business Model

. Live pitch
Canvas + Experiment results Ve p!

Create a venture + Q&A

Form a team

Expert judging

Playbook: Validate with $ 5K & 20% stretch time

Crowd — min investment

Playbook: Ideate

: Startup//Cisco workshop + pitch coaching
Community support

Mentor network s

Build
3 months (flexible start)

Find product-market fit

3 winners...

Grow venture
Prepare integration

Innovation rotation
25K seed funding  awards
Top mentor & concierge

35
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Execute with discipline

Corporate Priorities

Practical Results }L& Executive Support

Coaching and
Mentoring

Employee
Engagement

Incentives and Rewards

Resources and Tools

METRICS
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Key takeaways &%

Define what innovation is and isn’t for your company
Innovate for a reason: survival and growth
Innovation is about culture, not an outcome

: T,
Fake innovation is poisonous

A e

Innovation is a team sport

]
cisco




THANK YOU

Alex Goryachev in linkedin.com/in/alexgoryachev W @AgoryachAlex



Reach out to Brittney Gasca for a Council Portal
tour at Brittney.Gasca@frost.com

l Upcoming Virtual Events l

Virtual Deep Dive Call on Top Trends for 2019

with Lauren Martin-Taylor, Frost & Sullivan
April 17,2019 | 2:00pm EST*

Virtual Executive Coaching Clinic

with Michael “Coop” Cooper, Founder, Innovators + Influencers
May 1, 2019 | 12:00pm EST*

Virtual Deep Dive on Top 50 Technologies

with Rajiv Kumar, Frost & Sullivan
May 22, 2019 | 2:00pm EST*




I Upcoming Live Events l

13" Annual New Product Innovation & Development: A Frost & Sullivan Executive MindXchange
March 25 — 28, 2019 | Hyatt Regency La Jolla, La Jolla, California
www.pdsxchange.com

20t Anniversary Marketing Impact 2025: A Frost & Sullivan Executive MindXchange
July 15-17, 2019 | San Diego Marriott La Jolla, La Jolla, California
www.marketingmindxchange.com



http://www.pdsxchange.com/
http://www.marketingmindxchange.com/

[ Growth, Innovation and Leadership: A Frost & Sullivan Executive Summit ]

September 15-18, 2019 | Hyatt Regency Lost Pines Resort & Spa, Austin, Texas
www.growthinnovationleadership.com/austin/2019

o Growth Innovation Leadership Council — Annual Meeting | September 15, 2019

o Dell EMC HPC and Al Innovation Lab Tour & Executive Roundtable
September 18, 2019 | Round Rock, Texas



http://www.growthinnovationleadership.com/austin/2019

