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Innovation Management 4.0 
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1.0  
The Individual Inventor 

2.0  
The Corporate R&D Lab 

3.0  
The VC-financed Venture 

4.0  
The Open Orchestrator 
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What’s the state of  
open innovation? 
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Observations on the state of the OI practice 

 

1.We are celebrating 
OI’s 10th anniversary 
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1. We are celebrating OI’s 10th anniversary 

2. Strong optimism, growth, and consolidation of OIA 
(Intermediaries) market 

3. In Industry: A lot of burned turf …  and the “Piloting Paradox 
of OI” 

4. Open Innovation readiness big issue: OI is not part of the 
general toolbox yet, and continuous challenges in overcoming 
(and detecting) not-invented-here (NIH) 

 

5. Co-creation (“social product development”) is slowly 
becoming less a marketing and more an innovation practice … 
but still long way to go (e.g., “crowd management” versus 
deviant users) 

6. Other terms are coming up: Connection to business model 
innovation, design thinking; 3D printing; Open Hardware & 
Open Design 

7. Local Open Innovation 
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Strong optimism, growth, 
and consolidation of OIA 
(Intermediaries) market 
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x 
• Knowledge disaggregation 
• Tacit Knowledge 
• IP Considerations (protection/pollution) 
• Leading Edge Knowledge Not in Public Domain 
• Need for translation and Disguise 
• Leakage of Competitive Information 
• Culture/Policies/Authority 
• Processes Efficiency 

WHY 
Global 

Industry 

Global Innovation Community 
Large / small companies 

Universities 

Private / Government Labs 

Individuals 

Venture Capital 

The Challenge [of doing open innovation alone]: Or why 
firms often face difficulties in going outside for innovation  
 

Source: Zynga 2009 
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The Market for Open Innovation 
 
2013 edition 
 
A systematic analysis and 
comparison about the market of 
162 open innovation 
accelerators (OIA): 
intermediaries, platforms, 
brokers, and facilitators for open 
innovation and customer co-
creation 
 
study.open-innovation.com 
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Open Innovation Accelerators (OIAs) defined 

 Innovation Intermediaries are actors specialized in the articulation and 
selection of new technology options; in scanning and locating of sources 
of knowledge; in building linkages between external knowledge providers; 
and in developing and implementing business and innovation strategies 
(Bessant & Rush 1995; Howells 2006; Lopez-Vega 2009). 
  

 Open Innovation Accelerators (OIA) are innovation intermediaries that 
operate on the behalf of organizations seeking to innovate in cooperation 
with external actors from their periphery. Their mission is to bridge 
structural disconnected knowledge pools caused by the lack of 
diversity within a firm.  

 OIAs offer one or several methods of open innovation (e.g. idea contests, 
broadcast search, co-creation toolkits etc.) and complementary services 
for the innovation process. 
 

Or, in short: Their role is …. 
 Scanning and gathering information,  
 Facilitating communication and knowledge exchange. 
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The market for open innovation shows continuous growth and 
demonstrates strong demand for open innovation services 
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The structure of the OIA market 
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The current offerings of distinguish OIAs are dominated by contests 
(“open call”) 
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Core idea of open innovation is to tap into the “unknown”.  
But OIAs differ with regard to the degree in which they span across  
cognitive and organizational boundaries. 
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The other side of the  
OIA market reveals  
a different picture:  

 

A lot of burned turf …   
and the “Piloting Paradox of 

Open Innovation” 
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In our own projects,  
we were so proud … 
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… but then quickly got a reality check by our 
project partners … 
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"Imagine to present the idea of broadcast search to a very 
conservative management board that has failed to deliver a solution 

to [the technical problem] in the past. Tough!" 
 

"Often you are facing "Not Invented Here". R&D employees ask 
themselves: 'Why should I ask other people to solve my problems 

when I am capable of solving them on my own? Doing so would just 
prove that I'm too stupid." 

 
"It was surprising to me that people inside our  

company built up such strong barriers against openness. It was 
disillusioning to discover such a closed mind set amongst our 

employees." 
 

"(…) I expected our business unit managers to get the word out 
[about the opportunity to post a RFP]. But, of course, they did not 

share the information." 
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Four rules how to make sure 
that your corporate open 

innovation initiative  
will not work 
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Four rules how to make sure that your corporate 
open innovation initiative will not work 

 Start your open innovation program after a period of strong job cuts 
in your R&D organization to counterbalance for lost capacity. 
 

 Provide a large central CTO budget to pilot open innovation, 
distributing this broadly across your organization, testing all kinds 
of different intermediaries and methods. 
 

 Ask your research groups to „donate problems“ to test open 
innovation. 
 

 Wait until an OI pilot has delivered a successful solution before 
defining a budget (money, responsibilities, and capacity) to follow 
up – nobody want’s sunk cost, or? 
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Firms have to build  
Open Innovation Readiness 
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At RWTH TIM, we recently developed a set of  
analytic approaches to measure a firm's Open Innovation 
Readiness on different levels 

Unit of Analysis Open Innovation Facet Readiness Factor 

Business unit / 
company 

Portfolio and diversity of 
aporaches and channels to 
get access to applicable 
knowledge 

Internal organizational 
structure and management 
practices 

Project 
make-buy-cooperate 
decision on level of 
technical problem / task 

Fit of task characteristics 
with solving/search strategy 

individual 
employee 

internal knowledge flows / 
knowledge networks 

Informal networks among 
employees, individual 
willingness to search and 
accept outside knowledge 

RWTH-TIM Open Innovation Readiness (OIR) 
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OIR on BU/Company level 

Profiting from  
the opportunities of OI 

demands specific 
structures and capabilities 
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RWTH-TIM study of 100+ broadcast search projects: 
Looking for a pattern explaining success   

27 
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 Successful OI 

companies have 
dedicated structures 

 Organizational set-up 
crucial for OI success 

 Formalizing the RFP 
process is important 
 

RWTH-TIM study of 100+ broadcast search projects: 
Looking for a pattern explaining success   
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OIR on team (task/project) level 

Managing a decision tree  
of many shades  
of make-or-buy 
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A simple decision tree 
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OIR on team (task/project) level 

Building the  
right processes  
and structures 



© tim.rwth-aachen.de 

Support structures to couterbalance resistance and 
barrieres to open innovation 

32 



33 

OIR on level of the individual 

Position in a social network 
and individual willingness 

to search and accept 
outside knowledge 
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2. Qualitative 

interviews 

3. OIR evaluation 

and social network 

analysis 

4. Action points 

and implementation 

strategy 

1. Company had to 

create new process 

for (service) 

innovation 

synthesis 

Project in a leading European financial institution: Their 
intention: Open innovation with customers by the means of an 
idea contest (crowdsourcing) and internal idea contests 
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Every knot represents an employee with a 
minimum level of  connections 

External sales 
organization 

Internal sales organization is critical gatekeeper for all  

Snapshot: OIR on the individual level 
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Degree of connections 
(Network analysis) 

Acceptance of 
OI platform 

(self evaluation, 
TAM study) 

Promotors (23,6%) 

The innovation champions in the 
company: High connectivity and  

open for new ideas 

Cristics (31,6%) 

Skeptical, but relatively large 
group : Receive many ideas, but 
do not see value in sharing those 

Upcoming (25,9%) 

New to company, do not have a 
large internal network yet – regard 

OI platform as an opportunity 

Non-innovators (18.8%) 

Neither networked nor do they 
regard the OI platform as useful 

… mostly working on the 
operational level 

high 

low 

low high 

100% 

   

38% 
62% 

   
Managers 
 

Employees 

100% 

   

26% 
74% 

   

Snapshot: OIR on the individual level 
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“Culture eats strategy  
for breakfast” 

 
(Peter Drucker) 
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Cambridge (2011) Open Innovation Report:  
Success factors and obstacles of OI 

38 Source: Cambridge 2011 OI Report 
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How does an  
open innovation 
culture develop? 
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Different functions have different attitudes 
towards openness. Start with those colleagues 
which job is to be open! 

42 Source: Cambridge 2011 OI Report 
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From dedicated 
people to corporate 

culture 
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And corporate innovation culture? 
Often measured in innov. management research as … 

45 Source: Herzog 2011 
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A culture for open innovation has to become part 
of your corporate culture 

46 Source: Herzog 2011 
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What does this mean to my business? 
 
 Company culture can be influenced by structure, skills, incentives 

and control. 
 

 A complete OI culture for the whole company can not be created 
overnight. 
 

 The starting point for change could be the OI implementation team, 
which should seed the OI culture within the company. 
 

 Accept that different units will have different sub-cultures and make 
use of these cultures within an OI approach. 
 

 Identify groups with particular sub-cultures and find different ways 
to support OI within them. 

48 
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Top („must do“) modules of open innovation culture 
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Open 
Innovation 

Culture 

Leadership 
commitment // 
“OI Principles” 

// Consistent 
top mgmt 

communication 
->WHY 

Align with 
Capabilities 

and structure 

Skill 
development 

and Open 
communication 

(WHY?, 
WHAT?, HOW?) 

Freedom to act 
(15% OI rule?? 

/ Balancing 
Openness) 

Recruitment (-> 
selection)  

and Training 

Feedback / 
Incentives 

(Award culture) 

VISION  

STRUCTURE MEASURE 
(process 

(not 
outcome) 
measures) 
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So: The road to open 
innovation practice  
is still ahead of us!  

We just started! 
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An offer: Evaluate your 
organization’s preferences 
towards Open Innovation 
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How calibrated is your organization  
for open innovation? 

 
Characteristics 
which reflect OI 

readiness in terms of 
experience, 

absorptive capacity, 
culture and NIH 

tendencies 
 

Make , buy or 
cooperate decisions  

on a project level: 
Decision depends on 
the properties of the 
R&D project and the 

technical problem 

We have developed an analysis tool which helps managers to understand 
whether their organization has a tendency to … 
 to choose an Open Innovation approach or a more traditional approach 

(depending on the characteristics of a R&D project). 
 their team or organization is “ready for open innovation” (depending on attitudes, 

capacities and culture). 
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Identify organisational factors in need  of calibration  
in order to profit from open innovation! 

You can see which types of R&D-projects  
are more or less suitable for Open Innovation!  
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 To participate, just contact me!! 
 
 

 Participation by (English) online survey and conjoint 
 
 
 Fully confidential! Only aggregated presentations, but personal 

presentation available on request (report, WebEx) 
 

 All cost are being covered by our research budget, no fees! 
 

 No employee-focused evaluation as standard setup 
 
 
 Our motivation: Better research and happy PhD students. 
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Contact 

 
 
 
Frank T. Piller, Prof. Dr.  
TIM-Group at RWTH Aachen University  
 
Kackertstrasse 7, 3rd floor 
52072 Aachen, Germany 
 
Tel. +49 (0)241 809-3523 (office) | +49 (0)163 6050 276 (mobile) 
 

piller@tim.rwth-aachen.de | @masscustom (Skype, Twitter, Facebook) 
tim.rwth-aachen.de | open-innovation.com 
 

Expertly assisted by Monika Heer,  
+49 (0)241 809-3577, heer@tim.rwth-aachen.de 


