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It's new products, rather than new processes, that deliver real revenue growth. But the sorry returns on corporate innovation prove that R&D must be more productive, too.

Now that the economy is showing signs of growth and more companies reinvest in the future, corporate leaders face important questions: Will competitive advantage and new revenue growth come from innovations in business processes or in products and services? Is value shifting from new processes to new products? And if so, how can CIOs realign their roles with changing corporate strategies?


In our judgment, old-fashioned product innovation probably is a better investment for most companies—but only if they can consistently improve their innovation process. A better process will bring higher value-producing innovations to market in shorter time frames and commercialize them more quickly to meet better-targeted market needs. That's a winning formula for creating value. It's also the formula that drives the pharmaceuticals industry, which has traditionally placed most of its innovation bets on R&D. It could be the formula for other industries as well, but only if the effectiveness and efficiency of R&D are steadily and substantially improved.


A new methodology called TRIZ, borrowed from engineering, can help CIOs guide their companies in making that shift. The fundamental theory of TRIZ is that innovation isn't about creativity, but about systematically and successfully solving problems in response to human needs and wants, constrained by scientific laws. Companies can deploy the tools of TRIZ to drive their innovation processes to higher levels of performance. Although TRIZ-based tools may be unfamiliar to CIOs, they represent powerful leverage in improving the R&D process. More on that in a minute—but first some background on innovation.

