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Abstract 

 
This Master of Science Thesis was a complement project to the PIEp study MENTOL, carried out at a 

Swedish midsize medical device company.. PIEp nationally works for a long-term increase of the 

innovation capability of people and organizations. The purpose of this study was to find measuring 

parameters of innovation that fit medium-sized technological companies and organizations, Another 

purpose was to evaluate an innovation investment at the company, consisting of external 

consultant’s education of key personnel in innovation, and a two day innovation seminar with all 

personnel at the company participating. 

The methods used during this Master of Science Thesis were: feasibility and literature studies about 

innovation and innovation measurements, quantitative and qualitative interviews, surveys and 

workshops. 

For an accurate measure of innovation it is crucial to a have full understanding of what innovation is, 

and clarity of the purpose of the measurement itself. It is also of importance to measure in different 

categories of metrics, adapted to scope in all levels of innovation within specific business’s or 

organizations. Such categories are; Strategy and Long-term, Inputs and Outputs, and Team and 

Individual. The optimal number of metrics per category is five to seven. Though the number of 

metrics per category varies depending on the size and business of the organization, it should never 

exceed 15. To gain a higher level of innovation a balance of incremental, semi-radical and radical 

innovations is of importance.   

 

The recommended categories of innovation measure are: Prediction Market, Open innovation, 

Market Push & Risk Factors, Patent ration in product portfolio, Goal Prediction, Team assembly, and 

Education & Certifications.  
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Sammanfattning 

 
Detta examensarbete var ett kompletterande projekt till PIEps studie MENTOL utfört på ett 

medelstort medicinskttekniskt företag. PIEp arbetar nationellt för långsiktig ökning av 

innovationskapacitet hos människor och för organisationer. Syftet med examensarbetet var att hitta 

mätparametrar för innovation som passar medelstora teknikföretag och organisationer. Ett annat 

syfte var att evaluera en innovationsinvestering bestående av utbildning av nyckelpersonal på 

företaget av externa konsulter, samt ett två dagars innovationsseminarium där all personal på 

företaget deltog. 

Metoderna som användes under examensarbetet var: förstudier och litteraturstudier om innovation 

och mätning av innovation, kvantitativa och kvalitativa intervjuer, enkäter samt workshops. 

För att korrekt kunna mäta innovation är det ytterst viktigt att ha en djup förståelse av vad 

innovation är och en klarhet om syftet med själva mätningen. Vidare är det viktigt att mäta inom 

flera kategorier av mätetal anpassade till omfattningen av alla nivåer av innovation inom specifika 

företag eller organisationer. Exempel på kategorier är; Strategi och långsiktighet, Inputs och Outputs, 

Team och Individuell. Det optimala antalet mätetal per kategori är fem till sju stycken. Även om 

antalen mätetal per kategori varierar beroende på storlek och bransch av en organisation skall 

antalet inte överstiga 15 mätetal per område. För att öka innovationen är det viktigt att det finns en 

balans mellan inkrementell, semi-inkrementell och radikal innovation. 

De rekommenderade kategorierna av mätetal för innovationsmätning är: Prediction Market, Open 

innovation, Market Push & Risk Factors, Patent ratio in product portfolio, Goal Prediction, Team 

assembly, och Education & Certifications.  
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1. Introduction 

 
Innovation is a very wide expression of the success rate, which can be used on individual, team, and 

enterprise level. Often innovation is associated to existing idea concepts or products and improving 

upon them. What is more remarkable is to be able to think beyond what already exists, and coming 

up with brand new concepts that lead to replacement of exciting market leading concepts according 

to Christensen, Clayton M., (2002). Great scientific inventions that we now take for granted are 

results of the innovative ideas of great minds. Products such as the pacemaker which was invented 

50 years ago and today save millions of lives worldwide. 

Innovation is very complex and therefore difficult to measure, but if it does not get measured it 

cannot be managed. It is important to measure innovation because at the end of the day an 

organization needs to know whether the efforts in this area have paid off. If companies paid more 

attention to its measurements this would lead to a deeper understanding of innovation. 

 

1.1 Background 

1.1.1 Project background 

 

The Master of Science Thesis was a cooperation between KTH and the company. The authors of this 

Master of Science Thesis are from the Vehicle Engineering Master of Science program with 

specialization in Integrated Product Development, which also is the department within this Master of 

Science Thesis was performed.  

The Master of Science Thesis task given was to measure the innovation at the company, and also to 

act as a complement to MENTOL, see chapter 1.1.3. A book about innovation capability, 

Innovationsförmåga, (2008) was used as main reference. The book Innovationsförmåga, (2008), is 

the result of a unique research project where 27 scientists have performed qualitative studies at 26 

companies. The research includes companies’ innovation ability and the essentials for enhancing it.  

The Master of Science Thesis was based on the effort by the company to concentrate their work 

more on innovation, and to measure this innovation capability both short and long time. The 

investment consisted in an education by external consultants and a two days innovation seminar 

involving all personnel at the company.  The Master of Science Thesis purpose was to look into this 

investment in an evaluative perspective. The company was at the time using several methods to 

measure their innovation but they were looking to find and use new and refined measures related to 

innovation.  
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1.1.2 The company 

 

The company is a midsize medical device or technology company. With headquarter in USA; the company 

employs more than 13,000 people worldwide. 

The company located in Sweden has more than 700 staff working with the development and 

manufacturing of medical devices. Research and development at the company is focusing on the 

development of new therapies and diagnostics for several diseases or conditions. Medical technology 

requires skilled competence within a broad field of sciences. Material research, telecommunications, 

clinical research, software and hardware development are some of the functions present at the 

company. Nearly 300 people are involved in R&D at the site.  

The company is an ordinary company in terms of how product development appears in general 

today. Product development is mainly conducted in development projects using cross functional 

teams and a process with defined stages and gates from research phase to the transfer of the 

product to the market. The product development organisation is designed to increase efficiency in 

terms of quality and lead time. In different phases as well as sections of the development 

organisation the time perspective is different: in for instance technology development a long term 

perspective is relevant where as in product development smaller improvements with direct effect on 

existing products are done.  

Innovation has been and remains a critical success factor to the company. Today this means not only 

developing products but also understanding complex relations between different conditions and 

illnesses in order to develop new effective systems for the patients. This does not only raise issues on 

new technologies or new products, but consequently of organisation and management of innovation 

as well as on how to attract, utilize existing, and further develop people and their competence. 

Several approaches are developed to increase the innovation capability of the company, and the 

investigation of innovation measurements, the focus for this Master Thesis, is one of them. 

 

1.1.3 PIEp and MINT project 

 

PIEp - Product Innovation Engineering Program 

PIEp is a national organization which strives for a long-term effort of increasing the innovation 

capability of people and organizations. PIEp believes that a system change is needed for the 

innovation ability to be able to grow in Sweden. That is why PIEp is a program of change with 

especially components of a long-term capability-building, additional training, and product innovation. 

PIEp’s most important resource is the universities who are behind them, with their important 

potential of students, researchers and teachers.  PIEp’s objectives can be attained only through 

interaction with others in an open innovation system, they claim. 

The nodes of universities that stand by PIEp are: 
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 Luleå University of Technology  

 School of Design at Umeå University  

 Royal Institute of Technology  

 Center for Technology in Medicine and Health  

 Jönköping University  

 Lund Institute of Technology 

PIEp’s main financier is VINNOVA. Other funders are Innovation Bridge AB and the participating 

universities that were mentioned above. PIEp is based on a range of activities that addresses many 

needs of change which can be structured in different fields, see figure 1 below. 

 

 
Figure 1. PIEp organization. 

Innovation knowledge is the research and innovation regarding innovation: research aimed at a long-

term capacity building both within technology, organization´s and management of innovation work. 

The research is commercial or change-driven, i.e. with a strong clear need and with clear objectives 

that research results will also be used directly.  

 

Business Innovation is activities that support students and researchers to enter the 

commercialization process with product ideas and ensuring the business potential of the product-

focused research projects.  

 

Innovation Management is the activities that lead to change in organizations - in universities / 

academic organizations, and businesses.  

 

Innovation Experience is activities for exchange of experiences. PIEp promotes exchanges between 

people with business ideas and / or business skills, people with product and technology skills, and / 

or product ideas.  

 

Education includes activities related to education. An important part of PIEp is to influence 

education, which is addressed to students, teachers and graduate students. The fields are strongly 

linked to each other and are each other’s motivations.  
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MENTOL – Measurement Tools for Innovation Capability 

MENTOL is a project built on the framework of MINT (Measuring Innovation in Teams); which is a 

previous PIEp project that was aimed at innovation and applications with the framework as 

foundation. The goal is to develop reliable tools for evaluating the innovation capability at team 

level. A long-term objective is to develop diagnostic tools and evaluation models for the innovation 

process maturity.  

The projects was based on several case studies where companies were about to start to measure 

innovation capability at team level. Each case study applied MINT framework and provided feedback 

on the basis of method development.  

 

1.2 Purpose of study 

 

Innovation capability is crucial for an organization’s long-term competitiveness. Innovation is a 

multifaceted subject described by a large number of parameters. According to McKinsey & Company, 

Oct 2008, the highest contribution for an organization to growth, is their innovation projects, 

therefore it is a huge advantage to be able to measure it. The purpose of this study was to measure 

and evaluate innovation at an industry of technology medium-sized company. Further to find suitable 

measurement parameters of innovation, for the company in particular. 

The Master of Science Thesis was focused on following and evaluating a two days education and a 

two days seminar of innovation at the company office. One of the goals was to measure the 

influence of this event in both short- and long-term perspective. Another purpose with the Master of 

Science Thesis was the input and the use of the PIEp study.  

PIEp’s study includes four areas of particular importance for innovation in practice:  

 

 Innovation identifications  

 Project selection  

 Innovation projects and working methods  

 Impact and influence 
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1.3 Method 

 

Feasibility and literature study 

During the entire time of this Master of Science Thesis thorough feasibility and literature studies 

were undertaken. At first the term innovation and all what it implies, was studied to stake out the 

goal and purpose of the Master of Science Thesis. Existing methods and theories of how to measure 

innovation, in organizations as well as company lined approaches where studied and evaluated. The 

literature study consisted of numerous books, scientific articles, surveys, web pages, web searches 

and discussions with people with various professions. Personal contact and discussion on the topic 

with research leader (specialized in innovation at KTH), Ritzén S. was performed. The great extent of 

the subjects of innovation and measure of innovation also necessitated limitations, see chapter 1.4.  

A two day course at the company was attended by both Master of Science Thesis authors at the 

beginning phase of the Master of Science Thesis study. The purpose of the participation was mostly 

to be able to analyze the education, the further use of it, and to get an insight related to innovation 

at the company.  

Interviews 

Interviews can be seen as a subjective but yet a qualitative way of evaluate tasks that require 

different angles of approach. Measuring innovation and all that it implies, demands not only hard 

measures such as e.g. number of patents, but also human measures which do not necessarily come 

from software models, measuring systems, or surveys. Thorough interviews with both people inside 

the organization and external sources to get a wide angle of approach were performed. There were 

four sets of interviews performed totally. 

Two sessions of interviews with the 18 Idea agents trained by Idélaboratoriet were made. The first 

interview directly afterwards the training (week 40, 2008), before the innovation seminar at the 

company, followed by a second interview eight weeks later. The purpose by interviewing the same 

person twice was to be able to compare the both interviews and to make conclusions if change in 

any aspect could be measured.  

An interview with a representative from the patent department at the company was also performed 

with the main purpose to understand some of the existing methods to measure innovation at the 

company correlated to product development. 

A telephone interview with the only professor of Innovation Management in Sweden, Bengt-Arne 

Vedin was made. The primary focuses for that interview were to obtain methods of measuring 

innovation at different companies and groups, trends of innovation measurement, and to add more 

information corresponding to literature studies.  

All interviews were individual sessions of 30 to 60 minutes audio recorded with two interviewers per 

interviewed person. All interviews were written down separately in Swedish, before summarized in 

English, see chapter 4.1.   
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Surveys 

Surveys provide an objective point of view if surveys from the same persons are compared; and the 

results can relatively easy be evaluated and drawn conclusions from.   

 

Statistic certifying the results 

All separate questions, called items, were to be analyzed with Wilcoxon signed-rank test, and 

compared to establish a scientific assured conclusion and analysis of the two drives of surveys from 

the 18 Idea agents.  A correlations test to establish relation and covariance was also planned. 

Unfortunately due to missing names on numbers of surveys this test could not be progressed. 

However a T-test could be used for the two drives of 18 Idea agents on separate occasions. T-test 

was used to verify the correctness of the surveys and to avoid misleading results and conclusions 

drawn. The T-test was based on that the two independence random samples with normal 

distribution, coming from the same selection (pair) of populations.  

The basic T-test formula 

df

ddN

d
t

22

 

d = difference between condition 1 and 2 for each  

N = number of total objects  

df = degrees of freedom N-1 (index of significance from table) 

 

The confidence interval was set to 95 percent of normal distribution was used, meaning a higher 

value than 0.05 shows that the T-test are of significance (S) and not random. Where S is the 

significance of the T-test’s confidential interval in percent. The higher percent of S, the more 

significant result and less of a chance the results were random. Using the same type of survey at 

different occasions would also provide objective indications of possible changes between time 

periods. For this Master of Science Thesis a 42-question survey, Idélaboratoriet Innovation survey, 

(2008), was used, see appendix 10.1. The survey is divided in seven areas, each area answering to 

questions on Individual, Team, and Enterprise level.  All answers were statistically assured with 

mathematical calculations before analysis and conclusions were made. A survey from Ekvall, G. 

(1988), where initially considered to be used. However surveys from Ekvall, G. (1988) were 

considering work climate for, and not measures on innovation as intended for the Master of Science 

Thesis. No aspects of gender, age, ethnics have been analyzed in this analysis due to limitations of 

the Master of Science Thesis. 

 

Survey – Idea agents (week 40 and week 48, 2008)  

Both surveys were completed coincident with the time for interview one and two. The same 

respondents at two separate occasions made it possible to draw qualitative and statistic proven 

analysis and conclusions.  
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Survey – 110 employees at the company (week 42, 2008) 

This survey was also mailed to approximately 110 employees from the following departments of the 

company, see the list below. The surveys from the different departments, and positions in the 

company were to be evaluated and compared on Individual, Team, or Enterprise level throughout 

the whole organization.  

 

- Project Team (project leaders) 8 persons 

- Management team, 7 persons 

- Software Development, 10 persons 

- Mechanical Development, 30 persons 

- Clinical Systems Engineering, 18 persons 

- Electronics, 30 persons 

 

Workshops 

The main purpose of setting up a workshop focused on innovation metrics was that this was 

considered as an effective method when finding new material of innovation evaluation. Two 

workshops were performed. One workshop was performed by the Master of Science Thesis authors 

and one by Sofia Ritzén, research leader specialized in innovation at KTH. The workshop performed 

by Sofia Ritzén was participated by the Master of Science Thesis authors and personnel from one 

department at the company with the purpose of finding suitable metrics of innovation measurement 

by discussion. One desired goal of the Master of Science Thesis authors’ workshop was to investigate 

if new measures of innovation could be found by arranging a workshop for handpicked employees 

from the company together with external persons. All persons (one woman and two men) from the 

company worked with Process Control and were selected in discussion with the supervisor for this 

Master of Science Thesis at the company. The external attendants (one woman and five men) were 

all students who had completed the last year apart from the Master of Science Thesis of their Master 

of Science education at KTH Integrated Product Development. The workshop of innovation was 

facilitated by the authors of this Master of Science Thesis during a full day. The goal of the workshop 

was to investigate the need of innovation by using various methods of ideation. Further it was to 

produce new metrics of innovation measurement, to select the most accurate and decisive ones, and 

finally to concretize these during the day.  
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1.4 Scope and Limitations 

 

This study will focus on measurement and evaluation of innovation in the industry of technology for 

medium-sized companies. Measures for evaluation of innovation were focusing on three levels:  

 Individual  

 Team 

 Enterprise 

 

This study can be seen as a case study but also as a science report and further development of the 

PIEp project. Aspects of gender, age, ethnics have not been considered in the results or analysis due 

to limitations of the Master of Science Thesis. 

 

2. Theoretic frame of reference 

2.1 Innovation 

 

Innovation is a broad expression which spans over a great area from individual level to the political 

arena, from physical products to organizational methods, the list goes on.  

A common definition of innovation is that it is a successful exploitation of new ideas, according to 

literature such as; Davila, T., Epstein, M., Shelton, R., (2006), Innovation expo webpage, (2009-12-29), 

Rogers, E., (2003), Diffusion of Innovations. This implies that it is not just the invention of a new idea 

that is interesting, but that this idea is actually brought to market, put into practice, exploited in 

some way, maybe leading to new products, processes, systems, attitudes or services that improves 

something or adds value to the user. To innovate or develop something innovative can be an 

individual process but frequently it is being done by groups of people who may take on different 

aspects of the process, playing to their individual strengths, knowledge and roles in an organisation.  

It is important to draw a distinction between invention and innovation, emphasizes literature such 

as; Boston Consulting Group, website, (30 September 2008), Davila, T., Epstein, M., Shelton, R., 

(2006). Invention is typically the first occurrence of an idea for a new product or process. Innovation 

on the other hand, is the first attempt to put the idea or concept into practice. An invention is useful 

only to the inventor, unless it is offered to the public, (however niche that public may be). For an 

invention to become an innovation the invention must improve some sort of product, process or 

service. Only after that is achieved the invention will be transformed into an innovation.  

“Often, in common parlance, the words creativity and innovation are used interchangeably. They 

shouldn’t be, because while creativity implies coming up with ideas, it’s the “bringing ideas to life” . . . 

that makes innovation the distinct undertaking it is.”,  Davila, T., Epstein, M., Shelton, R., (2006). 

There are many different kinds of innovation used in many areas. All those can sum up to two main 

categories; Incremental and Radical innovation, according to most literature; Davila, T., Epstein, M., 
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Shelton, R., (2006), Mind Tools Ltd (1995-2007), (20 September 2008), Innovation point website, (28 

December 2008), McKinsey & Company, Oct 2008, and more. 

Incremental innovation – Incremental innovation is a way to wring out as much value as possible 

from existing products or services without making significant changes or major investments where 

something is adapted or modified. This may mean that an old idea is transferred to a new setting or 

that existing ideas are embedding in a new setting. This is the most prevalent from of innovation in 

companies; about 80 % of innovations are incremental innovation, according to McKinsey & 

Company, Oct 2008. 

Radical innovation – Radical innovation is significant change that simultaneously affects both the 

business model and technology of a company. It usually brings fundamental changes to the 

competitive environment in an industry. 

Davila, T., Epstein, M., Shelton, R. (2006) are also writing about the subcategorized Semi-Radical 

innovation, se Innovation Matrix, see figure 2.  

 

Semi-Radical innovation – Semi-Radical innovation provides crucial changes to the competitive 

environment and involves substantial changes to either business model or technology of an 

organization – but not both. 

 
 

Figure 2. Innovation matrix, Davila, T., Epstein, M., Shelton, R. (2006) 

 

Innovation can also be categorized as architectural, modular or niched.  These categories are merely 

used for product and services but can be adapted to e.g. organizational or strategic innovation 

depending of the particular core process and its complexity. 
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Architectural innovation – Architectural innovation involves rearranging known parts (components) 

into new patterns (architectures) to achieve higher levels of system performance on one or more 

dimensions.  Architectural innovation is often deeper and more surprising than the incremental kind, 

since it involve a restructuring of the very building blocks of a product family, industry, or 

infrastructure., Baldwin, C., Clark, K., (2006).  

Modular innovation – Modular innovation denotes innovation within the sub-systems or 

components, an innovation that requires the assemblage of several sub-components. The properties 

of this kind of complex innovations are well known and have been studied in the case of electronics., 

Glimstedt, H., Bureth, a, Pénin, J., (2006). 

Niche innovation – A niche can be defined as a protected space where actors are able to experiment 
with radical innovations without direct competition from the dominant socio-technological system. 
Niches provide space to build the social networks which support innovations, e.g. supply chains, user-
producer relationships. Actors are willing to participate and invest (time and money) in niches 
because they have expectations that the novelty will someday have a good chance on the market., 
Raven, Dr. R., Verbong, Dr. G., (2006). 

 

The hypercube of innovation 

 

The hypercube model includes three dimensions: Core components, Business models, and 

Stakeholders, as shown in figure 3. Core components are distinct portions of the product that 

embody the core design concept and perform a well-defined function. Business models are the way 

in which the components are integrated and linked into a coherent. Stakeholders represent different 

layers of organization but can be broken down to sublevels of company divisions, partial products, 

e.g. inventor, customer, etcetera depending on the area of utilization.  The hypercube of innovation 

was originally designed for pure product based usage; however it can be adjusted to other areas of 

assessment. 

 
 

Figure 3. The Hypercube of Innovation, Afua, A., Bahram, N. (1993). 

 

http://www.onderzoekinformatie.nl/nl/oi/nod/onderzoeker/PRS1288395/toon
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Different formulas can be used for describing innovation, displaying the width of innovation 

depending on areas: 

Innovation = Idea + Market success (product) 

Innovation = Creativity × Risk Taking (general) 

 

Innovation Lifecycles and Market Adoption 

The Lifecycle model suggests that market adoption reflects a Bell curve that tracks to 

customer/consumer adoption of a new technology, product or service. S-curves (figure 4 below), also 

known as diffusion curves, Rogers, E., (2003), visually describe how a product, service, technology, or 

business progresses and evolves over time. “S-curves can be viewed on an incremental level to map 

product evolutions and opportunities, or on a macro scale to describe the evolution of businesses and 

industries. On a product, service, or technology level, S-curves are usually corresponding to the 

market adoption. The beginning of a curve relates to the birth of a new market opportunity, while the 

end of the curve represents the death. Usually the end of one S-curve marks the emergence of a new 

S-curve replaces the old one.”, Innovation point website, (28 December 2008). 

 

 
 

Figure 4. Innovation Lifecycle S-curve, Innovation point website, (28 December 2008).    

 

Open innovation 

Open Innovation can be described as: combining internal and external ideas as well as internal and 

external paths to market to advance the development of new technologies, Open innovation 

website, (6 February 2009). 

The fundamental idea behind Open Innovation is that there are far too many ideas among people not 

working for the own company, that is a fact companies cannot ignore. Even the most desirable 

company with exceptional good internal resources, is forced to consider external ideas in today’s 

global ideas and innovations.  Good ideas can arise from the outside as well as the inside of one 

company, and those ideas can be marketed not only by the own company, but through external 
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 organizations, and even by competition. The most obvious reason to change to Open Innovation 

today according to the Innovation expo webpage, (29 December 2008), are: 

 

 Personal mobility. People start to, and are forced to change jobs more often. 

 Assets to merely unlimited venture capital are a valuable resource to new businesses. 

 Internet and access to great bandwidth. 

 Universities involves, including new forms of cooperation with the industry. More and better 

science results are open and available to the trade and industry. 

  

“Open innovation is the use of purposive inflows and outflows of knowledge to accelerate internal 

innovation, and expand the markets for external use of innovation, respectively. [This paradigm] 

assumes that firms can and should use external ideas as well as internal ideas, and internal and 

external paths to market, as they look to advance their technology”, Chesbrough, H.,  Vanhaverbeke, 

W., West, J., (2006). 

 

2.2 Measures of innovation 

 

While innovation typically adds value, innovation may also have a negative or destructive effect. The 

development of new ideas implies a change of old organizational forms and practices, which can be 

negative in some cases. “Organizations that do not innovate effectively may be destroyed by those 

that do. Hence innovation typically involves risk, it is important to measure the innovation in the 

organization.”, Business Innovation website, (6 February 2009). 

Designing a measurement system for innovation relies on a clear model of how innovation is 

managed and how ideas are created, evaluated and selected, and turned into value. A clear model 

describes the Inputs, Processes, Outcomes, and Outputs (see next page) from ideation to execution 

and value capture.  

Measures of innovative success vary by company and industry. And, as with any type of statistics, the 

numbers must be looked at closely in order to withstand analysis. The most common metrics used 

today are metrics which correlate to patent and R & D, according to McKinsey & Company, Oct 2008. 

Patent – “Some companies create patent after patent and boast of their innovative capabilities. While 

this may be well and true, if the numbers of patented products, processes, and services are not 

making it to the marketplace, then their relevance diminishes.”, according to, Davila, T., Epstein, M., 

Shelton, R., (2006). 

R & D – “This metric assumes that the amount of money spent on research and development directly 

correlates to the amount of innovative products, processes and services that get to the public.”, 

according to Real Innovation website, (6 February 2009). 

http://www.openinnovation.net/Book/NewParadigm/Authors/index.html#Chesbrough
http://www.openinnovation.net/Book/NewParadigm/Authors/index.html#Vanhaverbeke
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But on the other hand these common metrics of measurement can be contradictory, as Steve Jobs, 

CEO Apple, express himself, “Innovation has nothing to do with how many R & D dollars you 

have…It’s not about money. It’s about the people you have, how you’re led, and how much you get 

it.”.  

“What gets measured gets done” is frequently used to argue for the need of measurements systems. 

While this is a true, a careless designed innovation measurement system may cause more harm than 

good.  

 

Three roles of a Measurement system for innovation  

Davila, T., Epstein, M., Shelton, R., (2006) 

 

Plan: Define and communicate strategy. Intended strategies are to be clear and explicit throughout 

the whole organization. 

Monitor: Monitor and keep track of innovation efforts to be able to assess changes in the 

environment, evaluate the performance, and only intervene if necessary. 

Learn: Identify new opportunities and learn about new solutions to achieve performance goals, 

technology, or new business.    

Measures – Inputs, Processes, Outputs and Outcomes 

 

Companies using innovation metrics are, on the whole, satisfied with their use., McKinsey & 

Company, Oct 2008. The article points at the importance of metrics of innovation portfolio, especially 

metrics of Inputs and Outputs in global industries.  

Inputs are resources devoted to innovation effort. Examples of tangible Inputs are; capital, 

equipment, physical structure, and time, while intangible typically are talent, motivation, company 

culture, knowledge, and brands.  

Processes are combined inputs transformed and measured for real time. Processes keeps track and 

measures during the execution of Inputs. E.g., tracks quality of ideas for the creative process, tracks 

the mix of projects within the innovation portfolio and strategy.   

Outputs measures describe the result of the innovation effort – the deliverance. Outputs measures 

are typically a company’s R & D performance, customer loyalty, patents, technology licenses, market 

shares, or sales. 

Outcomes measures describe how the innovation effort translated the Outputs into value creation 

for a company. Examples of measures of Outcomes are, overall value of innovation from a market 

and product perspective, the current profitability of the organization, value captured though the life 

of the product or product family.  

Input, Output, Processes, and Outcomes can all be related to the strategy and planning in a business. 

Example of strategic and project perspective is visualized in figure 5 below. 
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Figure 5. Inputs, Processes, Outputs, Outcomes, Davila, T., Epstein, M., Shelton, R., (2006). 

 

Inputs, Outputs, Processes, and Outcomes are all related, which is shown in figure 6 below. 

 

 

Figure 6. Inputs, Processes, Outputs, Outcomes, Davila, T., Epstein, M., Shelton, R., (2006). 
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Measures of Ideation 

 

Measurement of ideation sum up in human capital of the organization. This human capital can be 

categorized in four areas. 

Culture  

Culture implies subjective measures such as, performance evaluations, exit interviews, external 

interviews, and employee surveys. There are also objective measurements, e.g., employee turnover, 

applicants per position, or employee involvement in innovation activities.  

Exposure to innovation stimuli 

This is the effectiveness of the internal and external efforts. Internal efforts can be, quality circles, 

brainstorming groups, or training sessions, which all can be measured to get an indication whether a 

company is devoting sufficient resources to these efforts and if they pay off.  External stimuli are 

associated to suppliers, customers, partners, infrastructure providers, and experts. This measure 

evaluates its work and its effect, both Inputs and Outputs. Inputs can be external interaction to 

maximize potential value of collaboration, Processes for execute strategy, while Outputs typically 

are, quantity and quality of ides generated.  IBM uses this type of measurement to keep track of 

quality of people involved, quality if ideas, and follow-up work undertaken, in collaboration with 

projects with universities.  

Understanding of innovation strategy 

This area of measurement is a pure strategic mould to stack up, boost and clarify innovation at a 

company. This is mostly performed with employee surveys.  

Management infrastructure for ideation 

Measure of management infrastructure for ideation can be summed up in five keywords: 

 Talent – measures the level of effectiveness of recruiting, training, and resource allocation 

 

 Money – measures funding available for ideation 

 

 Knowledge – measures development and use of effective knowledge management platforms 

 

 Management system – tracks quality of information, planning, resource allocation, and 

incentive systems which reward ideas 

 

 Communication – tracks the level of effectiveness of planning and constructive conversations 

regarding the need and directing of innovation.  
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Measuring innovation portfolio 

 

Studies indicate the importance of innovation portfolio measures. The measures of innovation 

portfolio is to be seen as  a tool of diagnostics on a strategic level and is to be used for addressing 

how fast an organizational adapts to its portfolio and changes in its execution plans or strategy.  

To sum up the product portfolio measurement system five key measures below are basically used. 

 

 Time to value – time for a project to reach a significant milestone (typically market release or 

turning cash flow positive)  

 

 Risk – often a subjective measure for risk of technology, business model, or execution of a 

project 

 

 Value – value can typically be expected profits, expected value added, return on investment, 

expected benefits, future benefits with capabilities developed.  

 

 Type of innovation – the balance between incremental, semi-incremental, and radical 

innovation projects. 

 

 Implementation stage – measure of the state of development in each project.  

 

 

 

Figure 7. Portfolio measurement system., Davila, T., Epstein, M., Shelton, R., (2006). 
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While measure of innovation is crucial to be able to evaluate how innovative an individual, a team, or 

an organization really is, it is of great importance not to be blinded by the results from measures. 

Negative aspects of measurement must be paid attention to. Davila, T., Epstein, M., Shelton, R., 

(2006), mention seven Barriers to effective performance measurement to avoid the most common 

traps of measuring. The list below is keyword identifiers to counter act the seven Barriers to effective 

performance measurement to a CEO basis.   

7 Barriers to effective performance  measurement to a CEO basis 

 Wrong execution model 

 Wrong measures 

 Ignoring subjective measures 

 Limited information technology capabilities 

 Over-reliance on “facts” and not enough on “learning” 

 Giving the system the wrong role 

 Getting the wrong data into the system 

 

Discover why the barrier exists – and then go after the root causes. 

A measurement of innovation does not deliver complete answers of the innovation situation at an 

organization, it is merely to be used as a guiding principles., Davila, T., Epstein, M., Shelton, R. (2006). 

 
How you innovate = What you innovate, Davila, T., Epstein, M., Shelton, R. (2006) 

 

 

 Innovation at the company 

3.1 Education of Idea agents 

 

Two days education with Idélaboratoriet 

The Idea agent program is a hands-on training designed for everyone that needs to be able to take a 

more active role in the creative processes. The two day program focuses on the design of a creative 

process, the tools and techniques available for creating and managing ideas, and the appropriate 

leadership skills needed to facilitate the process. 

 

Acknowledgment  

The two days education course was held by Andreas Breiler and Jonas Michanek from 

Idélaboratoriet. 18 employees  were selected to become Idea agents. “An Idea agent is a process 

leader that can create bases for optimal development and has a tool box of proven idea management 

methodology in their back pocket.”, according to Idélaboratoriet. The Idea agents are taught to break 

down the innovation process in five phases. By learning how to practice the five phases the 18 

participants were to become Idea agents and diplomaed from Idélaboratoriet. 
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Figure 8.Phases of innovation, Idélaboratoriet. 

 

During the two days education a few problem definitions related to the business of the company 

were used by Idélaboratoriet. The problem definitions were used to introduce the Idea agents how 

the methods worked.  

 

Phase One – Needs 

Idélaboratoriet pinpoint three types of needs: 

 Opportunity orientated (new technology, markets, etc.) 

 Feeling and view orientated (creativity, music, art, etc.) 

 Problem orientated (daily needs, broken devices or machines, etc) 

 

Practicing Needs - Relations Matrix 

For practicing the need phase a problem definition was formulated; “What hinders us/me from being 

optimal innovative?”, and all participants were to write down whatever reasons came up onto 

postits, which after some time was counted and scored. The result was presented in a table of four 

sectors, two for each group, see chapter 4.1.  

 

Phase Two – Idea Generation 

During this phase the main focus were to think out of the box, to generate as many ideas as possible, 

and write them down onto postits. Andreas Breiler and Jonas Michanek showed six methods that the 

agents work with and generated ideas around. A few other methods were also mentioned from the 

book IDÈAGENTEN 2.0. Series of maximum three to four methods to be used consecutively to not tier 

the participants and make each method deficient, was illuminated. It was also pointed out that 

positive stimulation of a variety of methods and structures, in consideration of the individual’s 

different personality, were also enlightened. The methods used in this phases are specified below 

(NB the name of the methods has been translated from Swedish): 
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 Lotus Flower 

 Random word association 

 Negative ideation 

 What If 

 Feature puzzle 

 Headline mania 

 

Phase Three – Screening and Development 

This phase main purpose was to clean up and compile the ideas on the postits, arrange similar postits 

into groups, and to let the participants score the groups. The methods that were used during this 

phase were (NB the name of the methods was translated from Swedish): 

 

 Cluster method 

 Three or Five dots 

 Four, nine or  sixteen field-matrix 

 

Phase Four – Refinement 

In phases four all ideas and concepts were to be refined, concretized and visualized onto a so called 

concretize arks.  

 

Phase Five – The Results 

The last phase basically consists of evaluation and selection of the produced results. This phase also 

focuses on time of reflection and discussion of the results, but also on the methods and their effect.  

 

 

Picture 1. The results created during two days training presented onto concretize arks 
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3.2 Innovation seminar at the company 

 
The company  was during two days transformed into an innovation site, where 20 workshops per day 

where held. All 700 employees at the company were divided to participate on two days, 350 

employees divided into 20 groups for each day. The Idea agents received help from Idélaboratoriet to 

put together agendas and were advised how to manage their given problem definition. The problem 

definitions were given to the Idea agents some weeks ahead of the seminar by their owner of needs 

(mostly management of the Idea agents). That way they were able to prepare how to energize the 

groups and to squeeze out as many lucrative ideas as possible from each group. 

 

4. Result 

4.1 Education of the Idea agents – Matrix of Needs 

 
Table 1 below, presents the top classes of maximum number of posits and the top scored classes. 

The top scored classes was ranked by the participants from 1-5 point where each participant having 

totally five point to spend.  

 

Table 1. Matrix of Needs – “What hinders us/me from being optimal  innovative?”. 

 

Matrix of needs 

Group 1 Group 2 

Top classes  
Percentage of 

number of post-its 
Top classes  

Percentage of 
number of post-its 

Lack of motivation 22 % Allocate time 25 % 

Project work 22 % Low self-confidence 18 % 

Low self-confidence 19 % Work methods 16 % 

Poor understanding of needs 13 % Cross functionality 14 % 

Poor incentive system 13 % Picture of needs 14 % 

Poor response 13 % Creative environment 14 % 

Group 1 Group 2 

Top scored classes 

Members ranking 1-5 
points, each member 
having totally of 5 to 

spend 

Top scored classes 

Members ranking 1-5 
points, each member 
having totally of 5 to 

spend 

Project work 31 % Rewards 26 % 

Poor understanding of needs 22 % Allocate time 26 % 

Low self-confidence 19 % Project resources 21 % 

New takes time and is uncertain 17 % Poor understanding of needs 15 % 

Numerical values missing 6 % Culture 13 % 

Work environment 6 %     
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4.2 Interviews 
 

Two sessions of interviews with the Idea agents were made. The first interview occurred week 40, 

2008, followed by a second interview week 48, 2008. By interviewing the same person twice a 

comparison between the two occasions and analysis of those were possible. Further to evaluate the 

outcome of the investment and the seminar was conducted. 

An interview with the patent department at the company was also performed to get an input of the 

used measures of innovation at the company. 

Professor of Innovation Management in Sweden, Bengt-Arne Vedin was interviewed for further input 

of research material.  

 

4.2.1 Interview 1– Idea agents (week 40 2008) 

 

What is/is the meaning of, innovation to you? 

 

This is a very open question and the opinions and knowledge of innovation between the Idea agents 

varied a lot. Most of the Idea agent agreed on that innovation meant; 

 

- Innovation is to developing new products. 

- Innovation is to improve existing products. 

- Innovation is looking of new areas of technology and research. 

- Innovation is being creative and to have an innovative way of thinking as a natural part in you 

and not something that is enforced.  

- Innovation is development new work processes and work methods. 

 

Approximate 50 % of the Idea agent explained that innovation is a very broad term;  

 

- Innovations include all detail in our work. 

- Innovation includes parts of the private life. 

 

Approximates to 40 % of the Idea agents had broader answers to the meaning of innovation, such as;  

 

 Innovation is the whole process from getting a new idea and to the last step by putting it into 

practice. Further it is inviting new products or finding new solutions to a problem, 

commercializing and finding new markets. 

 

Quotes from some Idea agents;  

“The connection between time and innovation is important. The timing of new innovations is very 

important, to find ideas that is before their time can be a waste of time. It is better to come up with 
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new products and solutions to a problem that requires the technology of the present, and not the 

technology of the future.”.,  

 

“Innovation is the first step in product development process; it is when new ideas arise.”. 

How does the innovation process in your section function? 

 

The answers were basically in three levels. 

- The overall innovation process 

- The ideation process 

- The individual innovation process 

The overall innovation process 

About one third of the 18 Idea agents had the opinion that there were no obvious over all innovation 

process. Some even thought that there were none. Those Idea agents who spoke of innovation 

processes mentioned for example; Six Sigma, Lean management, Lean production, Lean 

manufacturing, Seven Management tools, Seven Quality tools and Triz as tools of the innovation 

process.  

The ideation process 

The Idea agents described the ideation process as general. First there was an individual study of the 

topic followed by an expert guest lecture about the problem or question. Traditional ideation 

concluded the process with common and simple methods, such as brainstorming. When the ideation 

was complete concept development and concretizing the results was carried out and finally an 

Invention Disclosure or patent application was turned in.   

The individual innovation process 

 This process was performed by example using classification and educations such as 

orange/green/black-belts of Six Sigma/Lean, and Team development. Individuals could turn in 

innovations themselves, e.g., idea application, new product request, Innovation Disclosure, OneWin, 

SEDAC, et cetera. Most of the 18 Idea agents pointed out that lack of time was the most crucial factor 

in the individual innovation process. “There were frequent meetings and time set aside for 

innovation, but the time was too short at each occasion”.,” Time for innovation work was short – It 

becomes one’s bad conscience – to not have time to deal with innovation work.”.   

 

How would you like to form the innovation process? 

 

The majority of the Idea agents mentioned longer and coherent time for meetings and ideation work 

rather than more frequent sessions of 1-2 hours (at the time used in some departments of the 

company). “The innovation process is supposed to be a natural part of the everyday work. One way to 

achieve this is to have a daily 15 minutes briefing with involved (e.g., project members) associates 

discussing: “What happened yesterday?, What happens today?”, Obstacles, problem identification, 

and more.”.  In this way there would be more inputs from more people, resulting in a wider angle of 

approach, which is innovative, some Idea agents said. Some Idea agents preferred less controlled 
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methods of project steering, compared to the one in use  at the time for the interview. They wished 

for methods used as tools of guidance and standardization, not controlled innovation processes.  

Ideation 

The majority of all Idea agents was used to common methods of ideation such as brainstorming. They 

found the new methods, such as the ones from Idélaboratoriet, a step in the right direction towards 

an increased innovation process. The Idea agents also pointed out aspects as; assessing more time 

for concretizing, idea concept development after ideation, to make it a routine to work actively with 

concretizing after the ideation process. Some Idea agents pointed out the importance of changing 

some colleagues’ occasionally negative attitude towards working with ideas from the ideation 

process which did not make it to the Invention Disclosure stage. 

Improvement of the process for how ideas are progressed to patent applications and how declined 

Invention Disclosures are processed, were mentioned by some Idea agents. The Idea agents also 

pointed out the importance of getting detailed feedback on declined Invention Disclosures to 

prevent writing vague Invention Disclosures in the future, and to cooperate and work together with 

the Invention Disclosures. To overcome issues with Invention Disclosure the Idea agents suggested 

coaches which should have time to look over and follow the innovation process, completing the ideas 

from the ideation process, and be part of projects. The coaches could be external, the Idea agents 

said. Some Idea agents felt that most of the innovation work was about improving known concepts, 

there should be more work around “flipped out” ideas for a higher level of innovation, they said. The 

Idea agents also wanted more cross functional work. 

The Idea agents also proposed that the innovation process, ideation work, and projects around 

innovation process should be digitalized in a data bank. Favorable competences from versatile areas 

to get a wide knowledge base with prior solutions and experiments, and more resources allocated for 

the finalizing stage and follow ups discussion, were also mentioned.  

More results from the interview were the focus on Market Pull and Technical Push. “There has to be 

a close communication between Market pull and Technical push, and to achieve this extensive 

customer studies by deep interviews and communication should be performed rather than surveys.”.    

 

What is your and your owner of needs expectations of the two days innovation 

seminar at the company? 

 

One factor that affected the expectations was the type of problem given to the Idea agents by the 

owner of needs. The relation of production personnel and engineers in the group, and also the 

insight the groups had of the problem given, were aspects that the Idea agents said effected the 

expectations of the seminar. The expectation of the Idea agents and their owner of needs were the 

same according to the Idea agents. Some quotations about the expectations from the Idea agents 

were; 

“Technical push and finding new and crazy ideas.”, “Several patent applications that leads to patent 
for us.”. 
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“To practice and get experience of the educations that the Idélaboratoriet gave use for further usel.”, 
“Now when we will try cross functional team work during these two days, we hope to discover the 
power of it.”.  
 

Do you think you will have use of the education from Idélaboratoriet? 

 

Almost all of the Idea agents mentioned the tools taught on the workshop as useful to them in their 

innovative work, especially regarding the ideation process. Some Idea agents thought that the 

structure and arrangement of the education was easy to follow and apply in their own work. The 

concretizing phase was also the area where most of the Idea agents felt they had come across new 

methods from Idélaboratoriet which could be implemented in their work. The methods used by 

Idélaboratoriet were general, especially the ideation process. Below are some quotes from the Idea 

agents; 

 
“The education was quite broad, e.g. it can be used in the most part of disciplines to idea generate 

solutions to given problems”.  

“To be able to steer and control the ideation process, and still get numerous new ideas using the 

methods used by Idélaboratoriet. This will be useful in my line of work”.  

“Hopefully we, as Idea agents will influence more to participate actively in the ideation process. Also 

to produce new variations of ideation tools, and practice them”.  

 

How can innovation be measured? – Short- and Long-term?  

 

Almost all the Idea agents described the used methods of innovation measurement  at the time. The 

metrics from the interviews are listed below: 

- Number of Invention Disclosures, patents, or OneWins produced over time, or reduced by 
employee over time. 
 

- Ratio of patents used in the product portfolio. 
 

- Ratio of Invention Disclosure applications to the patent board, and ratio of improvements 
from the patent board. 
 

- Ratio of the total profit allocated to innovation work .  
 

- Percentage of the total profit for the company over time (five years). 
 

- Ratio of scheduled time allocated to innovation work. 
 

- Numbers of ideas from workshops, compared over six month periods. 
 

- Number of workshops held in every department where the topic is innovation. 
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- Evaluation (in intervals) of surveys concerning innovative climate, work, and new ideas, and 
own opinions. 
 

- Number of licensed employees in the company, both (Lean belts, and Six Sigma-Mistake 
Proofing)  
 

- Measure through lessons learned or surveys, how fun it is to work with innovations work. 
 

- Measure rate of continues growth and accomplished milestones yearly. 
 

 

Which measure of innovation would be the most useful to you and how would this 

measure best be put in practice in your work/project/company? 

 

Most of the 18 Idea agents agreed on that innovation measures are useful to increase innovation in 

the company. Only one of the Idea agents thought that an implementation of measures would not 

increase innovation. “It is easy to double the idea applications, just double the cash award. 

Innovation itself has no intrinsic value, it is what it accomplishes.”, one said. The Idea agents 

suggested that documentation in lessons learned, could be used to reflect on how the projects have 

turned out in the aspect of innovation. It would also make it possible go back and look at tools used, 

time, personal motivation, and other factors which make projects efficient. These measures could be 

used for management to point at strategic goals, according to the Idea agents. It could find metrics of 

innovation that could realize management’s visions about innovation. “If you don’t measure, it is not 

of importance, and there will be no action taken. Such measure units can be of importance to find our 

strengths and unique features. By identifying our strength and unique features as a group, we can 

focus on improving the week features.”, one Idea agent said. 

Communication 

Close communication with the patent department would prevent inventing ideas already in practice, 

the Idea agents emphasized. By discovering Invention Disclosures that do not have potential for 

evolving into products or processes, a higher efficiency of innovation would be the result, the Idea 

agents claim. This could be achieved by using concretization sheets which the patent section briefly 

could evaluate in aspects such as, patent potential, market potential, and realization ability.   

Inputs and Outputs 

Almost all of the Idea agents agreed on that Return on Investment in some form is a powerful tool 

for measure, given example, “How many improvements have resulted in pure cash back for the 

company/project/section.”. 

Project evaluation at start up 

To have a model for grading the project in different number of aspects, such as complexity, number 

of members, total need of time, level of innovation, cost, resources, and forecast of expected 

product/process profit/potential, would make it easier to guarantee aspects of  quality, the Idea 

agents suggested.   Another quality measure unit was Goal follow-ups: 
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 A process management quality tool to evaluate project /project members by the project 
leader as a part of the process. 
 

 Grading in percentage how much time needed to be allocated given the present phase in a 
process.  

 
Motivation 

It is a good way to use the innovation measurement to increase the motivation by using “Wall of 

fame”, for example, number of persons participates in workshops, number of OneWin/Inventions 

Disclosures/patents turned in the last quarter/six month, was suggested by the Idea agents. 

“The Lean production certification we use today is good innovation measurement. We can measure 

the number of certificated belts over number of employees and time. In this way we can have a goal 

to reach 100 % certifications (orange belts), by encouraging and helping all who hasn’t been 

certificated yet.”, one Idea agent explained. 

Further quotes on innovation metrics from the Idea agents;  

“Another factor is the total number of ideas created by the company can be used in marketing and 

advertisement purpose as an estimate on that the company is innovative. An innovative company 

attracts skilled associates, more customers, better partners, better reputation and respect from the 

market. In that way one gets a successful company.” 

Production 

Innovation metrics which are linked directly to key numbers for production. e.g., productivity, lead 

time and cassation cost, could also be used as measures of innovation according to some Idea 

agents. 

 

4.2.2 Interview 2– Idea agents (week 48 2008) 

 
Describe the two days innovation seminar at the company? 

Number of idea concepts  

The number of produced concept of each group varied, and results could be divided in three parts. 

About 15 % of the groups did very well; they succeed to hand in two arks for every group member. 

About 70 % of the groups managed to hand in one ark for every member, which was the goal for the 

workshop. The rest, 15 % managed to produce one ark per two group members.    

Number of concepts that the company can work further with 

About 40 % of the groups from the workshops had arks of between 50 to 90 percentage potential of 

working further with. Approximately 50 % of the groups had around 30 % of their arks potential to 

work further with. The last 10 % of the groups had no concept arks worth working further with. 

Response from the participants 

Almost all of the Idea agents agreed that the response from the groups were better than expected. 

About 50 % of the Idea agents described that many of the employees increased their creativity. Only 
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three agents experienced that there were one or two members in their group that did not show any 

interest and appeared uninterested during the workshop. 

 

As process leader during the seminar– Have you got any new experiences, and 

lessons learned from this - which are those? 

Almost all the agents had got several new experiences and learning’s, except the Idea agents that 

worked with Continues Improvement (CI). The Idea agents from CI had only a few new experiences 

and learning’s, one agent from CI said, “I work with the CI team and do this kind of work very often, 

but with different tools”. Another interesting comment from another CI team member, “The purpose 

of this tool is to expand the boundaries and think out of the box.”.  

 

Other notable experiences and learning’s was the usage of cross functional team by using personnel 

with day to day work assignments different to the usual project members; “I hope that in the future 

we can use more of cross functional team. When creating a e cross functional team it is of importance 

that  we use operator personal that have shown interest and are creative.”, quoted one Idea agent. 

The scoring and concretize methods were also tools that impressed all the Idea agents, they liked 

them because the whole team was involved in the scoring and the concretize was a good way to 

complete an idea. To use several tools for the same problem definition was also something positive, 

some members liked one tool more than the other and became more creative, and vice versa. In this 

way the Idea agents could collect ideas from all in the team. The agents found the agenda for 

workshops effective as well. Some idea agents were disappointed of not having a real problem but 

rather a possibility description to work with.  Further, some idea agents felt they had a uninterested 

owner of needs which resulted in a decrease in their motivation.  

 

Have you noticed any new changes compared between now and the time before  

the two-day innovation seminar? 

 

Four weeks after the seminar there had  been one lessons learned about what role the Idea agents 

should have. A commitment of increasing the creativity and the innovative way of thinking in the 

company had occurred according to the Idea agents; “We have started to build an innovative room 

where we can have our project workshops. We plan to build a creative environment in this room.”, 

 
Some results from the interviews were; 
 

 The company had started to educate more employees in TRIZ- education since the seminar. 
 

 Several of the Idea agents had requests from mangers to lead workshops of this kind. 
 

 Monthly meetings planned for the Idea agents. 
 

“We have already used the method from the workshop and have implemented them in our work. We 

have also had workshops using methods from Idélaboratoriet. We are using the book (IDÉAGENTEN 
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2.0) we received from Idélaboratoriet, and using the tools from the book in our workshops.”, one Idea 

agent said. 

 

What will the innovation process look like in two years time, in your department? 

 

The answers from the Idea agents were in very general terms. The answers could be divided into two 

groups with different opinion. 70 % of the Idea agents thought that the company would use 

Idélaboratoriet methods and establish them into the innovation process. The other 30 % were of the 

opposite opinion, they believed that it only was something for the moment and a change in the 

actual work process would not occur. However around 70 % of the Idea agents believed that the 

investment was the start of a huge change; some quotations from the Idea agents;  

 

“I believe that an evolution will occur as the one that happened for Quality few years ago.”. “I believe 

that the methods from Idélaboratoriet will be a part of our process and that we as Idea agents will be 

process leaders for the ideation process.”. 

 

 “My hope is that we have a process for how an idea is being taken care of. Other hopes of the 

process are that we start to work more with cross functional team and involve more personnel from 

the whole company for ideation work.”. 

 

Comments from the 30 % of the agents that believed this is only hot for the moment and will reduce 

during time; 

 

“I hope that these methods will put in use for hatching ideas, but the threat is the daily pressure and 

the risk for nothing happen is big. It demands more commitment to innovation from management to 

keep this alive”., “There have been suggestions of this type of work in process before, but I am more 

of a pessimist then an optimist, so I don’t think that something will happen.  

 

 

Do you feel like there has been any increase of the innovation awareness?  

 

Personal level 

The innovation awareness had not had any remarkable increase personally for 65 % of agents who 

felt that their awareness of innovation was unchanged. About 35 % of the Idea agents experienced 

that the innovation commitment had increased their awareness towards a more creative and 

innovative way.  

 

Interesting comments from some of those that had increased their innovation awareness; 

“Now I have more tools to work with and to use in different situations. I even have more experiences 

on how to use these methods and adjust them for different workshops.”. 
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“Now I understand that innovation can be made by everyone. I didn’t have the same opinion about 

innovation earlier. Now I even understand that innovation and creativity can be used in more 

structured ways, and that everyone in a company can contribute.”. 

 

Department level 

The innovation awareness in the department level was a success. More than 70 % of the Idea agents 

experienced that their department and their co-workers innovation awareness had increased. 

Quotation; “I feel that more co-workers are not as afraid of coming with crazy ideas as earlier” These 

Idea agents also mentioned that there were more talk and discussion around innovation at their 

department than before. Some agents said that these methods have already been used in some 

small exercises in their departments and that their co-workers felt comfortable using them. Updated 

methods in the TRIZ education, and an increasing number of planned educations had also occurred.  

All these aspects can be seen as an increase of the innovation awareness at the department level. 

The other 30 % left very general answers that were hard to interpret. 

Organization level 

The Idea agents pointed out that an increase of the innovation awareness was in the hands of the 

management at the company.. It demanded further actions to keep the flames of innovation burning, 

with more encouragement to innovate and by allocating time for innovation work, the Idea agents 

said. The answers differed between the Idea agents; hence most of the agents believed that all the 

co-workers had experienced a positive change due to the participation of the innovation seminar. .  

Other interesting comments from the Idea agents were; 

 

“I can feel that management and the mangers have been impressed by cross functional team and I 

believe that we will see more of that in the future.”  “Now management talks more about innovation 

than earlier.”. 

 

4.2.3 Interview with representative from patent department at the 

company  

 

This interview can be seen as a research of the existing methods related to innovation measure at 

the company with focus on patents and inventions. 

 

How does the process from idea to patent work today?  

 

This is a process that takes normally three to six month, which is divided in several steps.  

 

Normally one or several employees get an idea, write an Invention Disclosure, and submit it to the 

patent department in their local office. The patent department evaluates this idea according to 

several basic requirements. After that a patent board grades the Invention Disclosure on several 

criteria:  
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- If the invention is aligned with the company´s business strategy 

- If the invention can be used to block the company’s competitors 

- If the invention has potential to be used in products 

- The completeness of the invention application 

 

If the Invention Disclosure is approved by the patent board an investigation of news reviews to 

identify similar inventions, processes, or patents is performed. Normally 30 % of all inventions fall out 

due to that there is a similar invention in the market. The last step is for the patent department to go 

through the applications together with a patent writer consult, before sending an official patent 

application to the patent registration office.  

Normally during the implementation of these projects more Invention Disclosures evolve from the 

original idea.  

 

How is innovation measured in the patent department? 

 

“Every department in the company has their own goal about how many Invention Disclosures hand-

ins they have to deliver. Another goal is the ratio of the Invention Disclosures that have been handed 

in will be approved. These are the goals and the measures that we look at, and further to 

measurements of hard metrics such as how many patent applications and how many of these 

applications evolves to patents.”, said the representative. The goal for the company was to send in 50 

patents applications every year, which was considered a guarantee of quality of inventions. Not 

many Invention Disclosures past to become patent applications, only the ones aligned with business 

of strategy or the ones that can use as blockers for competing companies.  Other ways of measure 

innovation is to measure how many employees are involved in the Invention Disclosure hand-ins, the 

more evolvement of employees the better inventions and innovation. The ratio of new ideas get 

published instead of patented could also be measured. The benefit of publishing an idea is the 

fraction of cost compared to the fee of a patent; however the disadvantage by publishing an idea is 

that it can be used by competing companies as well. It is also important to measure the commitment 

the employees have to the company, according to the interviewed. 

 

What method of innovation measurement would be the most useful for the patent 

department? 

 

“I find The measurement we are using today  very good.”, said the respondent. “The scorecard used 

when looking into an Invention Disclosure and the score the patent board is also good”. The 

measurement of how well the idea will block competition, and how unique a idea is, are useful 

measures as well.”, the representative continues.  
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4.2.4 Interview with professor of Innovation Management – Bengt-Arne 

Vedin 

 

This interview can be seen as complement to the literature study but also answers relevant questions 

on innovation measurement. Most of the interview is Vedin’s words translated from Swedish to 

English.   

How can innovation be measured? 

 

Vedin is referring to the difference of using metrics of Inputs contra Outputs for measuring 

innovation at companies. Vedin further describes measures of patents as blunted and not always 

responding to designated intensions even though a patent does imply that a company affords patent 

and believes a profitable outcome from it.  

Vedin points out suggestion of improvements as a useful measure of innovation. There are different 

ways of using suggestion of improvement, statistics from the Swedish Institute of Suggestion of 

Improvements, SIFV, is one of them.  

 

Measure of allocated time for further free line and independent kind of work, such as Google search, 

3M, yet2.com and etcetera, are also useful measures he claims. E.g. how much a company uses 

external services on internet, like yet2.com and other sources to acquire new ideas. These ideas 

originate from inventors and scientists who are not part of the organization, Vedin refers I this case 

to an article by Chekov’s about business HVIO (High-Volume Industrial Organics) at Procter and 

Gamble. 

A more short-termed measure of innovation of more quality is to compare how a business product 

portfolio lays in the different aspects of the Hypercube of Innovation as Afuahs, A. and Bahram, N. 

research points at, see chapter 2.1 Innovation. An Output measure also of importance is the cut of 

the total product portfolio (from which a specific department or in general) that originate from new 

products, over a period of three to five years.   

 

Which measures of innovation would be the most useful to companies? 

 

Companies in general? 

It is very difficult to say because there is a big difference between companies depending on their 

business concentration. For example the strategies and the innovation thinking are different when 

you compare car companies, electronic companies, mine companies, telecom companies, or internet 

based companies, Vedin describes.  A recent study showed that successful companies always had five 

dimensional advantages over its competition, i.e. when the competitors saw that they were defeated 

in dimensions such as sales, advertising, education or any other dimension, the leading company 

already had found a another dimension to look at. While the competition focused on improving the 

dimensions they were behind with, the company had already beaten its competition, but in new 

areas. “A good innovation measure of innovation is to see what areas you lead the market in, in what 

areas to improve, and to always stay ahead of competitors.”, Vedin continues. 
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Medical device companies? 

If specialized in medical companies one can look into measurement as how much a company actively 

involves customers in the business and development. Eric Von Hippel explains the importance of 

involving customers in his book, Democratizing Innovation where he also points at the important 

knowledge of costumers needs. Measurements that involve costumer’s relationships and 

involvement are all of good values, Vedin emphasizes. 

Common methods companies use? 

Many companies have managed to create a working system of incentive to be able to utilize their 

customer contacts and to handle customer relations more effective, using customers own ideas 

around practices, applications, or adjustments in the product support, and the handle of customers. 

The intensity of the customer contact, e.g. number hours spent on customers, is the main focus. This 

is important within major parts of innovation, never less it is impossible to make general statements 

of this, Vedin says.    

Close contact with regulating authorities or whoever applies for license are useful in heavy controlled 

business, such as the technical medical one. A practical metric is how fast one can achieve to 

improvement for substances or products applied for, Vedin continues.  

 

Which areas of the innovation processes are most interesting to study for the 

purpose of measuring innovation? 

 

The most unknown stages of an innovation process are the earliest, at the start up phase, when ideas 

are born and molded.  The point is that an idea is only raw material – it is to be shaped and altered, 

and if adequate (related to aspects such as; skilled, listening, customer close and user close 

operation) eventually formed into value. The early phase is the most interesting, hence the many 

crossroads one idea can follow to its final destination depending on the purpose of the ideation 

process, Vedin describes.    

 

Team and group. 

The more varied a group developing something is, the better. The larger portion of variation in 

aspects of background, age, gender, ethnicity, culture, the higher possibility of valuable outcomes it 

will be. The more a group is working together the more equal they think, resulting in a narrow range 

of results. To achieve innovation it is of importance to use dynamic teams and to constantly renew 

them in some way, it may be by adding or replacing members, bringing in external competence, or 

mixing teams in other ways.  Renewance in reasonable proportion and keeping a balance depending 

on the area of business and expected results may differ as well. The team composition related to 

innovation can be measured with psychological evaluations of such as Myers-Briggs type indicators, 

Belbins Team Role Inventory, Adizes, and more depending on type of business and historical 

experiences, Vedin emphasizes.  
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Which category of measures would be useful for stimulating/boost innovation? 

 

Another dynamic measurement that is significant and considerably new is Predication Markets. 

Predication Markets utilize “the wisdom of crowds”, or “many eyes see more than few eyes”. 

Predication Market involves internal and external crowd who bet virtual or real money on that a 

certain predication will occur. The finesse with the wisdom of crowds is that many costumes are in 

contact with and have interest in technology concerning a product, service, or process. The people of 

the crowd freely suggest for example many number of product or needs to be fulfilled, when a 

quantity of ideas has been produced a crowd of people who has a certain knowledge, one can even 

grade the expertise of different people, bet virtual money showing the anonymous decision o the 

crowds which has the best chance. The crowds estimate show odds of the different products – 

making the decision easier for decision makers. Prediction Markets provide a higher chance of 

putting the R & D money to real use, Vedin continues. The crowd should contain of people with some 

knowledge of the product type or service, and have varied background, e.g. economics, engineers, 

marketing, customers, managers, etcetera.    

 

Do you know of any future trends of innovation? 

 

Vedin mentioned three of the most recent trend areas at the time. 

 

Customer relations 

Emphasize customers and user initiative ideas by close contact to customers and users using 

different methods and thereby utilize sources of innovation, described by for example von Hippel‘s 

book from 2005, Democratizing Innovation. 

Open Innovation (see chapter 2.1) 

The increasing importance of design. 

Utterback, James M., (2006), mention 9 different ways of design to inspire and drive innovation. 

Vedin is referring to innovation mostly regarding products and the design of those.  
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4.3 Surveys 

 

The surveys, Idélaboratoriet innovation surveys (2008), used in this Master of Science Thesis were 

originally produced by Idélaboratoriet.  They consisted of seven areas of innovation, each containing 

six questions divided into three groups; Individual, Group, and Enterprise. The specific questions 

correlated to the seven areas below. The survey used can be found in Appendix 10.2. 

- Innovation culture 

A culture which promotes innovation.  

- Mental environment 

Environment which promotes innovative thinking and mental environment.  

- Work process 

Processes and methods referring to innovation 

- Creative competence 

The creative competence regarding innovation. 

- Physical environment 

The physical environment related to innovation work. 

- Idea flow 

Tools and processes for handling ideas. 

- Incentive structure 

Rewards, encouragements, and resources for innovation work. 

All surveys where scored with pointes of the following rankings. 

Exactly              5 points   (corresponding to 100 % at evaluation) 

Pretty much      4 points   (corresponding to 80 % at evaluation) 

Sometimes        3 points   (corresponding to 60 % at evaluation) 

Seldom              2 points   (corresponding to 40 % at evaluation) 

Never                 1 point   (corresponding to 20 % at evaluation) 

There were three surveys performed. The total number of persons under each grade of points were 

multiplied by the coherent point (see above), and divided with the total number of participants to 

get a percentage of the answers in a 100 percent scale. This scale was chosen to be able to compare 

each separate result to another group or time, and is known to be used in similar surveys of this kind. 

This type of analysis of a survey is easy for the reader to draw conclusion from due to the percentage 

represent of max and minimum, where 100 percent is a score of 5 points through the whole question 

(item). The goal was initially intended to be used on the groups from the selected surveys week 42 

and to compare end evaluate differences between departments of the company. Unfortunately the 

vague response of returning the surveys resulted in a cut down to only 40 respondents. There for a 

concurrence opinion that was made to not evaluate different groups within that batch of surveys.  

The majority of the questions show a very high significance, see appendix 10.1 for details. 

 



43 

 

4.3.1 Survey 1 – 18 Idea agents week 40, 2008 

The Idea agents from the company consisted of 18 employees, 39 % women and 61 % men.  

 

 

Figure 9. Survey from Idea agent’s week 40 at the company. 

 

4.3.3 Survey 2 – 18 Idea agents week 48, 2008 

 

 

Figure 10. Survey from Idea agent’s week 48 at the company. 
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4.3.3 Survey – 40 employees week 42, 2008 

This survey resulted in 40 (27 men and 13 women) answered surveys from the following 

departments: 

- Project Team (project leaders)  

-  Management team  

- Software Development  

- Mechanical Development 

- Clinical Systems Engineering 

- Electronics 

 

Figure 11. Survey from 40 employees’ week 42 at the company. 

 

 

4.4. Pillar – importance of innovation (18 Idea agents) week 40 

 

The pillar showing the importance of innovation was created by the Master of Science Thesis authors 

in the purpose of graphically displaying the considered top areas of why innovation is important. All 

Idea agents was asked to write down and index the most important factors involved in the 

innovation process, where 100 was the most important and 0 is the lowest grade. 



 
 

Figure 12. Pillar of the importance of innovation (Idea agents wrote down and indexed the most 

important factors involved in the innovation process, where 100 is highest and 0 is the lowest grade. 
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4.5 Workshops 

 

4.5.1 Workshop by Sofia Ritzén at the company 

The workshops main purpose was to discuss recommend metrics of innovation measurement from 

PIEp (see appendix 10.3), in groups consisting of employees at the company. Further to agree on 

suitable metrics of innovation to be used.. The metrics of innovation from PIEp are divided into four 

categories:  

 Innovation identification  

  Project selection  

•  Innovation projects and working methods 

•  Impacts and influences  

 

The result from the workshop performed by Sofia Ritzén can be found in appendix 10.4. 

 

4.5.2 Workshop by the authors of the Master of Science Thesis  
The workshop set up was inspired by the design of the two day innovation seminar with the work 

process flow and concretizing arks designed by Idélaboratoriet. The result from the workshop 

performed by the authors of the Master of Science Thesis was over the expectations; the participants 

were very creative and came with many ideas. In this Master of Science Thesis the importance of 

innovation, the top scored methods of innovation metrics, and concretized arks with methods of 

innovation that would fit the company, will be presented below. 

 

Matrix - the importance of measure innovation  

All participants were asked to answer the question “What is the importance of innovation and why 

should it be measured at a company?” and write down as many concrete aspects regarding the 

question to posits (items). Examples were now and then given by the process leaders to stimulate 

the creativity of the participants.  All aspects that the participants came up with were read, classified 

and put up on a board, creating a cluster. A total of 111 aspects (items) divided under 15 classes of 

the importance of measure innovation were produced during the workshop.  All classes were scored 

by the participants. Each participant having a total of five points to spend. The results of the top five 

scored classes were:  
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Table 2. Matrix – the importance of innovation   

 

Matrix - Importance of innovation 
Top 5 classes  percentage of the number of items 

Innovation permeates the organization 23 % 

Work climate 23 % 

Support and increase innovation among coworkers 20 % 

Index/Status 17 % 

Negative aspects in measure innovation 17 % 

  

Top 5 scored classes 
Members ranked 1-5 points, each 

participant had a total of 5 to spend 

To gain market shares 32 % 

Innovation permeates the organization 26 % 

Support and increase innovation among coworkers 24 % 

Work climate 11 % 

Team 8 % 

 

 

Matrix of scorecard - methods of innovation measurement 

 

The selected ideas that were produced during the workshop were scored by its importance relating 

innovation, and time plan of measure interval (from present time to 5 years). Importance and 

effectiveness were graded from 1 to 5, where 1 was poor and 5 were very good, see appendix 10.5. A 

total of 122 measure methods of innovation were produced during the workshop, and about 35 of 

them where put to further attention and on the evaluation matrix scorecard, see appendix 10.6. 

 

Concretized arks 

The last method used in the workshop was the concretizing of the highest scored ideas of the 

scoreboard. This concretizing method was performed by using strategically important questions and 

visualizing the idea, such as; Description of the metric, Factors that support the metric, Time 

perspective, Areas for application, Next step for realizing the method, How result can be used, 

Who/which (company/department) have use for the metric. 

The result was six concretized categories of innovation metrics: Goal Prediction, External 

Involvement Grade, Work methods and tools for team management, Market share of new products, 

Market Push, and Risk Factor. All six methods in detail can be found in appendix 10.7. 
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5. Analysis and discussion 

 

5.1 The two days innovation seminar at the company 

 

The seminar conducted in 25 patent applications and 50 suggestions on improvement from the 700 

concretized arks. This normally is the result achieved in one year at the company. The result can be 

compared to term “The power of crowds”, or “the wisdom of crowds”, by this meaning the 

employees had come together and in a team effort produced exceptionally good results for the 

company. The result also showed that the methods used by the Idea agents had paid off.  

 

5.2 Interviews 

 

About 50 % of the Idea agents thought that innovation included the complete process of innovation, 

from coming up with an idea to capitalizing on it. The other half thought of innovation merely as a 

product development process, and some explained innovation only as the ideation process. This 

indicated that several of the Idea agents at the time did not have a full understanding of the meaning 

and broadness of innovation. It is as, described in literature, important to have full understanding of 

what innovation is and the complexity of it, when working with R & D. According to Davila, T., 

Epstein, M., Shelton, R., (2006), it is important to separate the differences between creativity and 

innovations. Majority of the Idea agents that had full understanding of innovation were those how 

worked with education, innovation tools, and development of product processes..  

Further analysis of the interviews showed that approximately one third of the Idea agents pointed 

out that there were no existing innovation processes at the company. That indicated either that 

there were no innovation processes at their department, or that the innovation processes were not 

communicated well enough at the time. The conclusion was therefore that the innovation processes 

should be better communicated.  

Analysis of the interviews showed that there were existing individual classifications of innovation 

processes (Lean, TRIZ, Team development, OneWin, etcetera) at the time of interview week 48, 

2008, which indicated a functional process of innovation education at the company. These positive 

aspects of innovative individual processes in organizations are also described in literature such as, 

Davila, T., Epstein, M., Shelton, R., (2006).  

It is of great importance to use variation in the ideation process. Some Idea agents emphasized that 

major innovation work in the product developing process were incremental at the company at the 

time. In our opinion the success of a technological company with high tech products implies in 

putting resources into radical or at least semi-radical, as well as incremental innovation., which is 

also supported by theory; Davila, T., Epstein, M., Shelton, R., (2006)., and Rogers, E., (2003). 

Innovation processes are multi dimensional and demands to be managed in consideration of that, 

e.g. the hypercube of innovation, Afua, A., Bahram, N. (1993).  



4 

 

The cross functional teams showed more versatile results and had produced more useful results 

compared to the teams consisting of people with similar profession and background during the 

innovation seminar.  The results also showed that cross functional teams tended to produce radical 

innovation in an extended range compared to the opposite team assembly, which is supported by 

literature.  

After the education from Idélaboratoriet all the Idea agents were of the opinion that they had beefed 

up their briefcases with impressing tools for creative work. Almost all the Idea agents had a deeper 

understanding for the entire workshop agenda, such as the way to set up a workshop, and the use of 

multiple methods for one problem definition. We found Idélaboratoriet methods very impressing 

and useful to the company to boost innovation; this was also the opinion of the Idea agents who 

especially pointed out the mix of team participants, agenda, and concretizing. All the Idea agents 

were positive that these tools showed to be useful in their work and in their innovation process. This 

indicated that a positive change of the innovation awareness at a team and company level at the 

company had occurred. 

The most common suggestions of innovation measure from the Idea agents were Outputs such as; 

economics, business growth, and profit. One can make the conclusion that at the time for interviews 

the measures of innovation where not yet put up to attention enough. Most of the Idea agents 

mention patent ratio as a metric. Interview with the patent department, showed that the company 

had the most common metrics of patents at that time. However we like to address that even though 

patents ratio is a very useful measure of innovation it may also hinder the free thinking of innovation 

and if the numbers of patented products, processes, and services are not making it to the 

marketplace, then their relevance diminishes. Professor of Innovating Management Bengt- Arne 

Vedin also mention that patents can be blunt, see chapter 4.2.4. This is also what authors Davila, T., 

Epstein, M., Shelton, R., (2006) mention in their book Making Innovation Work. Other hard metrics 

on innovation measures mentioned by the Idea agents were; Invention Disclosure ratio, and patents 

in product portfolio ratio. We consider these metrics more interesting to measure in correlation to 

innovation compared to pure patent ratio. Patent in product portfolio remedy companies to gain 

market shares by new products and markets, and use Outputs and Outcomes to stack out strategic 

goals.  

The Idea agents mentioned several Input metrics of innovation, most of them on Individual level and 

a few of Team level. Ratio of workshops in each department in the topic of innovation, and time ratio 

for individual innovation work, are examples. These are also important and valuable for long-term 

innovation success. Other measurement methods from mentioned were lessons learned, which are 

very good tools for reflection on different projects as some Idea agents pointed out. In none of our 

research material have lessons learned been mentioned as innovation measurement method, hence 

we have the opinion that lessons learned is a useful tool for the individual, and to measure the 

improvement or deterioration between projects.  
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5.3 The Pillar of importance of innovation  

 

The pillar of importance of innovation displays the instantaneous description of that what the Idea 

agents considered important regarding to innovation week 40, 2008. Only the aspects that especially 

caught our attention are mentioned below. 

 Our analysis of the pillar show that important issues of innovation, such as; “Risk willingness” and 

“Customer complaints” were at the time the lowest scored. “Risk willingness” are a very important 

point of radical innovation, according to Davila, T., Epstein, M., Shelton, R., (2006). It was also clear 

that the “Physical innovation environment” and “Time for innovation work” were highly scored. 

“Employees has good knowledge about customers and their needs”, “Cross functionality work” and 

“Team composition” were also aspects of importance for the Idea agents at the specific time for the 

pillar. They are fundamentals of innovation processes according to Vedin, Bengt-Arne, and Davila, T., 

Epstein, M., Shelton, R., (2006).  

 

5.3 Surveys 

 

Note that analyzing and interpreting the result from the surveys are to be seen as evaluation tool of 

the innovation at the company and not facts., as also Davila, T., Epstein, M., Shelton, R., (2006,) 

emphasizes in literature. The green color of the tables below show an increase (of the score) 

between the compared surveys by 10 % or more, while red color indicate a decrease. 

No aspects of gender, age, ethnics have been analyzed in this analysis due to limitations of master 

thesis. 

 

Comparison of Idea agents week 40 and 48 

Result from the first (week 40, 2008) compared to the second (week 48, 2008) survey showed an 

evident increase related to innovation in all seven areas of innovation. It had been a significant 

increase of innovation at the “Enterprise” level in almost all areas. There had also been positive 

changes on “Group” level. Generally, this survey showed a positive trend. However “Mental 

environment” showed a small, but yet negative trend in the “Individual” level. This decrease was not 

statistically satisfied which can be one explanation, see appendix 10.1 for details.  

Table 3. Change between Idea agents (week 48 – week 40), green 

 indicate an increase of more than 10 %, red indicate a decrease. 

 

Idea agents (week 48) compared with Idea agents (week 40) 

Enterprise 11 % 3 % 12 % 19 % 12 % 6 % 9 % 

Group 14 % 8 % 12 % 8 % 3 % 7 % 13 % 

Individual 2 % – 2 % 14 % 13 % 2 % 8 % 4 % 

  

Innovation 
culture 

Mental 
environment 

Work 
process 

Creative 
competence 

Physical 
environment 

Idea 
flow 

Incentive 
structures 
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Comparison of Idea agents week 48 and 40 employees week 42 

A comparison between Idea agents (week 40, 2008) and 40 employees (week 42, 2008) showed that 

Idea agents experienced all aspects of related to innovation on “Group” and “Enterprise” level lower 

than the 40 employees. This may be so because the Idea agents had a better insight of the innovation 

process at the company than the majority of the 40 employees. Only very few respondents of the 40 

employees came from management team or project leaders (who usually have a deeper insight of 

the innovation process). 

 

Table 4. Change between Idea agents (week 48 – week 40), green 

 indicate an increase of more than 10 %, red indicate a decrease. 

 

Idea agents (week 40) compared with 40 employees (week 42) 

Enterprise – 9 % – 4 % – 6 % – 5 % – 9 % 0 % – 4 % 

Group – 9 % – 3 % – 7 % – 2 % – 1 % – 4 % 0 % 

Individual – 4 % 1 % 12 % 7 % – 1 % 2 % 2 % 

  
Innovation 

culture 
Mental 

environment 
Work 

process 
Creative 

competence 
Physical 

environment 
Idea 
flow 

Incentive 
structures 

 

Comparison of Idea agents week 40 and 40 employees week 42 

A comparison between the Idea agents (week 48, 2008) and the 40 employees (week 42, 2008), 

showed that a severe change related to innovation had occurred.  Even though the Idea agents had 

experienced a change over weeks, there were still negative aspects of the “Innovation culture” and 

“Mental environment”. The positive areas may have had a change for the 40 employees, hence they 

completed the survey week 42 and changes may have occurred during week 42 till 48. This is 

speculations, but should but put into attention when looking at the results.  

 

Table 5. Change between Idea agents (week 48 – week 40), green 

 indicate an increase of more than 10 %, red indicate a decrease. 

 

Idea agents (week 48) compared with 40 employees (week 42) 

Enterprise 1 % – 1 % 6 % 15 % 3 % 6 % 6 % 

Group 4 % 5 % 5 % 6 % 2 % 3 % 13 % 

Individual – 3 % – 1 % 26 % 20 % 1 % 10 % 6 % 

  

Innovation 
culture 

Mental 
environment 

Work 
process 

Creative 
competence 

Physical 
environment 

Idea 
flow 

Incentive 
structures 

 

 

 

Analysis of the surveys indicated that a positive change related to innovation in levels of Individual, 

Group, and Enterprise, had occurred. In our opinion it was evident that the education and seminar  

had a positive impact related to the innovation. In our opinion the boost would most likely show an 

increase spread throw out the rest of the organization if a second survey for the 40 employees was 

performed at week 48. 
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5.5 Workshop 

Analysis of the workshop by the Master of Science Thesis authors.  

 

The importance of measuring innovation 

A total of 111 ideas (divided in 15 classes) regarding why innovation is important and why it is 

important to measure innovation were the result of a workshop performed. We noticed differences 

between the participants during the workshops. The ideas from the six students were wilder and 

involved the whole organization, while ideas from the three employees were more related to their 

work at departments and involved minor changes. The classes that were scored highest are all 

mentioned in the literature studied in this thesis. Below are the top five scored classes that correlate 

to the questioned asked: “What is the importance of innovation and why should it be measured at a 

company?”: 

 

1. To gain market shares 

2. Innovations permeates the organization 

3. Support and increase innovations among co-workers 

4. Work climate 

5. Team 

 

According to McKinsey innovations survey, measuring innovations is important to keep up the 

growth, which can be related to gain market shares. We found these top four classes connected with 

each other. If co-workers have an innovative work climate and get the support by the organization, 

the innovation will permeate throughout the company.  

 

Measures of innovation 

Analysis of the result from the workshop by the Master of Science Thesis authors show a number of 

interesting measures produced, see appendix 10.6. As expected many of the measures were already 

used by the company. Most of them can be found in the PIEp’s Book of innovation, and in literature 

of the subject as well, see appendix 10.3. Though participants came up with mostly metrics of Inputs 

and Outputs, some also correlated to Open Innovation. Three of the concretized innovation measure 

categories caught our attention and were found suitable for a midsize technology company : 

 

 External Involvement Grade 

Studies show the importance of external involvement in innovation work, and Vedin 

specifically points this to be a suitable measure for companies in technical business. 

Examples of External Involvement Grade are: Number of external experts participating in 

ideation process, ratio of customers involved in the R & D process, ratio of cooperation with 

universities or scientists, or number projects in cooperation with other companies. 
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 Market Push + Risk Factor 

These two categories both handle how to gain market shares by Market Push and Risk 

Factor, also described by Christensen, Clayton M., (2002). Market Push and Risk Factor are 

typically; ratio of projects with radical innovation, ratio of “risky” products in the product 

portfolio, ratio of created customer needs in comparison to solving consisting customer 

needs. Market Push is an important category to measure and ensure that a company spends 

a balanced portion of radical innovation in comparison to incremental innovation. To achieve 

Market Push one has to be radical, when relating to terms of the innovation processes. 

Literature such as Davila, T., Epstein, M., Shelton, R. (2006), support our analysis as well as 

some Idea agents, and of course interview with professor Vedin, B-A, (2008) who also 

emphasize the importance of Market Push. 

 Goal Prediction 

This measure of innovation is easy to adapt to existing strategy and evolvement of a 

business. It consists of clear Input and Output metrics closely related to economy, marketing, 

R & D, and production, which all are basic foundations of a technology business, according to 

Innovation point website, (28 December 2008), Boston Consulting Group, website, (30 

September 2008), and McKinsey & Company, Oct 2008. Examples of Goal Prediction are; 

Percentage of all projects that should resolve in patents, ratio of product projects which 

deliver products used in the product portfolio, ratio of cross functional projects per 

department and year, ratio of improvements per month, ratio of product publications in the 

trade literature per year. Goal Prediction does not demand large change in the innovation 

process or strategy planning of a business. These are  therefore considered to be relatively 

easy to implement to a medium-sized business of technology. 

 

6. Conclusions   
 

Though many consider innovation as a buzzword, a bit like IT was ten years ago, everyone is aware of 

its importance. Innovation as a term is extremely broad. If you do not know what you are measuring, 

you will not know what the consequences will be, or the outcome. It is crucial for a company, 

department, or individual to first have a deep agreement of the meaning of innovation. “What gets 

measured gets done”. 

Innovation at the company 

The company has added valuable tools to their innovation toolbox and a significant gain of 

innovation awareness among employees in general due to the education of the Idea agents and the 

two day innovation seminar.  

The surveys showed a very positive trend regarding innovation for the Idea agents. An increased 

understanding of the width of innovation and confidence of the Idea agents had occurred. Most 

possible the majority of the employees at the company had increased their innovation awareness 

and understanding of the innovation process. We found the innovation capacity high on the 

individual level in the company and with the push and support from management, great result can be 

achieved.  
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As we have experienced by interviews of the Idea agents, observations and looking at existing 

products of the company, one can draw the conclusion that like most businesses it spends a majority 

of resources on incremental innovation. Our conclusions which are supported by theory and 

expertise of innovation measure, is that to gain a higher level of innovation, a high ratio of radical 

innovation in comparison to incremental innovation is needed.  

More innovative aspects in the company are education and certification of a number of methods. 

Examples of those are, Six Sigma, TRIZ, Lean, and OneWin. These processes are very much used on an 

individual level but also on a team level; hence they all affect the organization in positive ways.  

 

Measures of innovation 

It is shown from literature that those who spend time and resources on their innovation 

measurement system achieve better results. This Master of Science Thesis shows that there are 

several categories of metrics (assemblies of metrics from the same category) of innovation measures 

that companies can make use of to measure innovation. The most valuable categories of metrics are; 

Input and Output, Open innovation, and Goal Predication for a medium-sized tech business such as 

the company, according to analysis of interview with Vedin and literature. When working with 

innovation measurement it is of importance to decide what categories of metrics to be evaluated, 

before specific metrics are selected. It is preferred to use no more than fifteen metrics per matrixes 

for innovation measures, and five to seven, to be optimal according to Davila, T., Epstein, M., 

Shelton, R., (2006). It is to be clear that the number of metrics and categories varies on the size, and 

line of business of an organization. 

Specific metrics of innovation to be used can be found in appendices. All metrics originate from 

literature, PIEp Measures of innovation, material from interviews, and workshops.  It is 

recommended to first identify what company, department, or area in which to measure, and then 

put a category of metrics together suited for specific needs. 
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7. Recommendations and future work 
 

The  challenges of the future for the company lie in maintaining the boost of innovation, and of more 

importance, to involve and to set up new goals of innovation to be achieved. Measuring innovation is 

a crucial method to secure that goals and strategies will be carried out. We recommend seven 

concrete categories with examples of metrics for measuring innovation drawn from analysis and 

conclusion of this Master of Science Thesis. The methods are divided into three levels of 

implementation; Strategy and long-term, Inputs and Outputs, and Team and Individual, see Table 6. 

 

Strategy and long-term 

Strategy and long-term metrics of innovation are related to companies or organizations success on a 

managing level. This level can be related to means of control tools, company values, managing, and 

branding. These metrics are also the latest trends of measuring innovation and are considered 

innovative methods of innovation measurement. 

 

Inputs and outputs 

While Strategy and long-term recommendation metrics typically demand a change in the innovation 

process on a relative high level, Inputs and Outputs are correlated to already existing values and 

numbers used in an organization or company. One has simply to start evaluate and measure certain 

numbers of interest and compare status, differences, and set up goals to be achieved. They are 

therefore easy to implicate. Measuring Inputs and Outputs do not necessarily demand change in 

organization, workflow, or the day to day operation of a business. It merely has to assess resources 

and time to establish which metrics to be looked at and what to be drawn from the outcomes of 

these.  

 

Team and Individual 

Team and Individual measures of innovation are in a way  linked to Inputs and Outputs depending on 

the scope of the evaluation performed but we advice to use these to evaluate innovative 

environment and workflow through projects. Some also act as a personal pushers and status of 

innovation. Individual statuses can also be used in data bases portfolio of competence, which we 

explain in chapter 5 and 6.  
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Table 6. Recommendation of innovation categories and metrics for the company 

 

Level Category and example of metric Time 

 

 

 

Strategy 

and  

long-term 

Prediction Market 

Number of Prediction Markets used in the selection of coming products?  
(From Professor Bengt-Arne Vedin) 

1 – 2 years 

Open innovation 

Number of customer meetings regarding future products and needs? 
(From PIEp measurements, literature, and Professor Bengt-Arne Vedin) 

6 month 

Market Push + Risk Factor  

How often are new needs created instead of solving existing ones? 
(From Master of Science Thesis authors workshop) 

1 – 5 years 

 

Inputs  

and 

Outputs 

Patent ratio  

Percentage of patents that are used in the product portfolio. 
(From the interviews, workshops, and Master of Science Thesis authors) 

6 month 

Goal Prediction 

Percentage of all projects arranged in an external work environment at 

startup. 
(From Master of Science Thesis authors) 

 

1 – 5 years 

projects 

 

 

Team  

and 

Individual 

Team assembly (Cross functionality)  

Number of participants in projects from different departments of the 

company?  
(From Master of Science Thesis authors) 

 

projects  

Education and certification 

Number certificates in Lean, and One Win to establish progress? 
(From  interviews, and Master of Science Thesis authors) 

3 – 12 month 

 

 

Ideation process 

It is recommended to constantly renew ideation process to stay innovative and evolve over time. We 

recommend in agree with Vedin and literature that the ideation process are to be renewed with tools 

and processes over time. Examples of such ideation processes originate from Idélaboratoriet, SIT (SIT 

Scandinavia AB website, (25 September 2008)), etcetera.  

 

Cross functional teams  

Experience, literature, experts, interviews, and observations show that cross functional teams 

produce more and broader ideas. Renewal of the way a team is put together is important to remain 

the innovative and creative function in a team. We recommend that projects and teams are analyzed 

in relation to cross functionality, and databases with CV profiles are set up to be used when resource 

allocating new projects, e.g. individuals from different departments.  
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Other recommendations 

 

We recommend that the company makes use of surveys periodically to measure how individuals 

evolve in corresponding to innovation areas such as; Individual awareness of innovation, Time for 

individual innovation work, and Work climate, etcetera. This is a simple method that does not 

demand practically any change in day-to-day operations, while the result and analysis can be used as 

a valuable diagnose of the innovation process at an organization.  

We would like to emphasize that even though patents ratio is a very useful measure of innovation it 

may also hinder the free thinking of innovation.  

By implementing measures of innovation to existing Balanced Score Cards, change and progress of 

innovation work will thus be measured on a regular basis.  

 

As has been said before; “What gets measured gets done”. 

 

 

8. Epilogue 
 

It has been a very exciting Master of Science Thesis where much has been undertaken, for us authors 

personally.  Innovation is a very wide and complex topic and to measuring a complex area, the result 

will turn out to be even more complex. Since innovation is found everywhere you can perform of 

measuring categories on it everywhere, the most important in measuring innovation is to have 

understanding for what you are measuring and to what the measurements are useful for. It is a 

question of resources and time to look into these metrics of innovation measure and decide what is 

interesting for a specific business or organization.   
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10. Appendices 
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10.1 Survey of innovation (with permission to use and publish by Idélaboratoriet AB) 

  

 

 
 
Mark your answer with an X in the box to each question.  
 

Exactly              5 points 
Pretty much      4 points 
Sometimes        3 points 
Seldom              2 points 
Never                 1 point 

 
 
S  < 95 % 
S  *  > 95 % 
S  ** > 99 % 
S  *** > 99.9 % 

 
Where S is the significance of the T-test of the confidence interval in percent. The specific results correlate 
to the comparison of the surveys of the Idea agents (week 40, 2008 and 48, 2008). 
 

 

1. Innovation culture 

S 1 2 3 4 5 

Our organization has a clear innovation strategy                                                   ***      

Our customers see us as an innovative organization *      

My department has a budget for innovation initiatives ***      

My team has a fruitful exchange of ideas with our customers and partners **      

I think our work can change the world       

I think our organization is innovative       

2. Mental environment S 1 2 3 4 5 

In our organization we say YES to new ideas *      

In our organization there is room for diversity and thinking differently       

My team spends time on finding new ideas on a regular basis ***      

In my department there is a lot of energy and open minds ***      

I think new ideas are fun and exciting       

I feel comfortable in creative processes       

3. Workprocess S 1 2 3 4 5 

In our working process the creative phase is well defined ***      

Our organizations creative working methods are described in a handbook ***      

In my team we often try different creative techniques ***      

In my department we always secure the quality of an idea before the project 

starts 

***      

I use my organizations creative tools  ***      

I’m familiar with the different phases of the idea generation process ***      

Department  

Position  
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4. Creative competence S 1 2 3 4 5 

Our organization offers its employees training programs in creativity and 

innovation 

***      

Creativity is regarded as a competence among my colleagues ***      

In my team we have a high creative competence **      

My team produces many good ideas *      

My creative potential is well developed ***      

I am good at leading creative processes ***      

5. Physical environment S 1 2 3 4 5 

In our organization there are rooms designed for idea work ***      

We work in an inspiring working environment that fosters creativity **      

My team sometimes works in a totally new environment *      

In my department we shape the environment to be as creative a possible       

My desk has artifacts that make me think in new ways       

I don’t work at the same workstation/place every day       

6. Idea flow S 1 2 3 4 5 

We use an IT-tool for storage and distribution of good ideas ***      

New ideas always reach the person that is best qualified to review and judge 

them 

      

My team is good at finding and using already existing ideas in the organization, 

so we don’t have to reinvent the wheel all the time 

**      

My team never has problems in finding the right persons and resources to 

implement an idea 

*      

I tell people about my ideas and I’m also curious of others peoples ideas **      

I document my ideas in order to make them accessible to others **      

7. Incentive structures S 1 2 3 4 5 

Our organization has a reward system for good ideas *      

Our organization invests in internal ventures and spin-offs ***      

My manager gives me resources to develop an idea when I come with a good 

suggestion or idea 

***      

In my team we hand out prices/rewards for good ideas **      

I give presents to people that has helped me with a good idea       

It comes natural to me to share my good ideas       
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10.2 Examples of measures Inputs, Processes, Outputs, Outcomes 

From the book Making Innovation Work – How to Manage it, Measure it, and Profit from it, 

(2006), with permission from the publishers (Shelton, R. and more). 
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10.3 PIEp measures of innovation 

(From the book Innovationsförmåga, (2008), with permission from the publishers)  
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10. 4 Workshop by Sofia Ritzén at the company (week 48, 2008) 

 

IDENTIFY AND ASSESS TO CHANGE 

WHAT YOU DO AND HOW YOU DO IT. 

 

The workshops main purpose was to discuss recommend metrics of innovation 
measurement from PIEp in groups with employees at the company. Further to agree 
of suitable metrics to the company. The metrics of innovation from PIEp are divided 
into four categories:  
 
• Innovations identifications  
• Project selection  
• Innovation projects and working methods 
• Impact and influence  
 
 
The results from the workshop are presented below. 

 

 

 
 
 
 
 
 

 

1.  

More input 

from external 

environment 
 

2.  

More 

inspiration 
 

3.  

More varied 

put together/ 

formations 
 

4.  

More varied 

formations 
 

5.  

Quick feedback 

to the invention’s 

author 

6.  

Increase the 

individual's 

capacity for 

innovation 
 

7.  

Ensure a balance 

between 

long/short-term 
 

8.  

Better to 

take risks 
 

9.  

Increase the 

number of 

ideas 
 

10. 

Number of 

meetings with 

X-group level 



73 

 

 

1. Time for external investigation   Contacts/seminars/training/meetings 
(External Collection)  

 

2. Time for close world investigation Users 

(External Generation) 

 

3. The number of people in innovative  
teams and the number of meetings in  
the teams 

(Internal Collection & Generation) 

 
4. Number of tools used  Systematic ideation 

(Internal Collection & Generation) 

 

5. Time from idea to decisions for project start  
(Project Selection & Timing) 

 

6. Number of projects going down the drain  

(Risk) 

  

7. Team composition   sex, age, experience and skills 

(Project and implementation skills) 

 

8. Time for Innovation work 

(Climate) 

 

9. Project categorization   Short vs. Long-term 

Radical vs. Incremental  

(Project selection) 

 

10. Number of new features  relative functionality 

(Effect) 

 

11. Implemented process improvements  

(project execution, improvements in the process) 
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10.5 Matrix score card 

 

 

 

Figure 13. Scorecard for measures of innovation. 
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10.6 Metrics of innovation from Master of Science authors workshop  

 

Table 7. Methods of innovation measure from workshop. 

 

Score Metrics of innovation measurement  Time plan 

   

 

 

 

 

 

5 

How often do the creative work take place in a creative work climate Now 

How well the creative environment in the organization is build and if it 

suits the coworkers individual needs and disposition 

Now 

How well are innovative ideas are received and followed up by coworkers Now 

How well does the company fulfill or exceed customers wishes Now 

How employees are motivated to be influenced from other perspectives 

or angles of approaches for innovation in their everyday work  

 

Six month 

Number of implemented  ideas that contributes with new knowledge for 

the company/division 

Six month 

How often is customer involved in the product development process to 

contribute to new innovations 

Six month 

How much are external expertise within different areas used Six month 

Number of patent or new ideas in the product portfolio Six month 

Number of ideas in relation to number of ideas that have been put into 

practice 

Six month 

How often cross functional teams and/or different competence are 

involved in development projects 

Continuously 

   

 

4.5 

Time to evaluate ideas and to decide GO/STOP (to proceed or close idea 

or project) 

One year 

The advanced technical level versus the user friendliness of a product One year 

Number of innovation labs with other companies/schools/partners Continuously 

   

 

 

 

 

 

4 

Are creative workplaces offered to employees and projects Now 

 Time from idea to be innovation Now 

Number of  products in product portfolio are considered as innovations by 

customer/users 

Now 

How effectively does employees/coworkers  summarize their ideas  Now 

Number of employees interested in education, new knowledge or new  

angles of approach in the innovation process  

 

Now 

How important the idea is to its inventor and the level of effort the 

inventor has put into it 

 

One year 

Number of product development projects that leads to patent One year 

How innovative a company/division is considered by its employees by One year 
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color scales every month 

Number of generated ideas from a workshop Now to 1 year 

Number of ideas that have lead to a project Now to1 year 

Number of projects that have lead to a patent Now to 1 year 

Time before a new innovation replaces a product/innovation Five years 

   

 

 

 

3.5 

Time spend on ideas that does not lead to product development projects Six month 
Number of patent applications Six month 
Number of project that have been put into practice every year One year 
Number of used resources  per project: 

Competence 

Cooperation with other companies 

Customers involved 

Type of team and team members 

External researchers 

Copying similar external products 

 

 

One year or 

(Each project) 

   

 

 

3 

Number of renewed techniques and methods in the innovation process Now 
Time spend on gathering external knowledge, e.g., seminars, trade fairs, 

lectures, etc. 

Six month 

Time spend on planning adjusting schedules for innovative work Six month 

Number of new launched product every year versus competitors One year 

2   

1   

 

 

 

 

10.7 Concretize arks from the Master of Science Thesis authors 

workshop 

 

 



Describe the measure method

How one achieves set up goals for 
increasing innovation. Example of goals: 
10 % of all time in product development 
projects allocated to cross functional 
work, 50 % of all projects resolve in 
products used in products. 

Factor that support 

the measure method 

What time perspective is the 

method esteemed to?

Who/which (companies/divisions) 

have use for the method

How will the result of the 

measure method be used?

Own opinions Which are the next steps for further 

develop and establish the method?

Which areas is the 

measure applied for?

The name of the measure method

Development division

Project members

Management

Easy to monitor

Realization

Directions for development

Visualize to employees and management

1-5 years

Every project

Project departments/divisions

Most of the areas in a company

Show growth and progress for companies/

groups/individuals

Follow up goals

Point on which areas needs to be focused 

on

Motivation and control 

Set up realistic goals for different areas of 

measure

Pilot projects

Sell the method – explain benefits to 

involved parties

Hard to plan and foresee 

innovation

Hard control can have the 

weakening the innovation process

Risk for missing aspects not 

included in the method

Long startup time before 

implementation

Goal Prediction 
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Describe the measure method

How much focus groups are involved in 

the product development process. 

Looking at aspects as: 

Number of occasions 

Time

Actual impact

Factor that support 

the measure method 

What time perspective is the 

method esteemed to?

Who/which (companies/divisions) 

have use for the method

How will the result of the 

measure method be used?

Own opinions Which are the next steps for further 

develop and establish the method?

Which areas is the 

measure applied for?

The name of the measure method

Product development process

External Involvement Grade 

Involves external resources implying a 

broader understanding for the problem 

or need
1-2 years

All departments or business, depending 

on where focus groups are used 

To set up goals and objectives to be innovative by 

the ratio of using focus groups. When goals are 

specified one can measure to ensure that the goals 

are followed and also to measure other results in 

correlation to the ratio of focus group involvement. 

Graphs showing number ideas and number of focus 

groups through all different stages in the whole 

product development process or R&D process to 

visualize results.

Identify different focus groups and 

constellations for different projects and 

activities. Make profiles of the different 

focus groups available to employees using 

a data base where projects leaders and 

managers can browse suitable group 

constellations for different projects. 
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Describe the measure method Factor that support 

the measure method 

What time perspective is the 

method esteemed to?

Who/which (companies/divisions) 

have use for the method

How will the result of the 

measure method be used?

Own opinions Which are the next steps for further 

develop and establish the method?

Which areas is the 

measure applied for?

The name of the measure method

Work methods and tools 

for team measurement 

How fast and effective different ways of working in groups or 

teams manage to solve the same or similar problems. One can 

look at different ways of information intake, ideation tools, 

and methods for the selection process.  Effectives aspects;

Time 

Level of technical height

Project budget

Number of ideas, invention applications, invention 

disclosures or patents per projects

Preferably projects, but all types of common 

work of team or group activities can be 

measured.  Looking at communication, 

unique results, fast results and experienced 

values as effectively, individual progress and 

how much fun the team have during there 

work.

A way to find optimal team 

assembly and working methods 

to specific types of problems. 

0-6 month or depending on 

length of specific projects

Departments

 Project leaders

Managers

Team members

Chose optimal team 

methods.

Display results to all 

involved parties.

Localize reoccurring problems, encourage 

project leaders to use with more than one 

tool end methods in projects. Identify 

working methods used today. Make 

compulsory to report aspects and results for 

different tools to a data base. 
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Describe the measure method Factor that support 

the measure method 

What time perspective is the 

method esteemed to?

Who/which (companies/divisions) 

have use for the method

How will the result of the 

measure method be used?

Own opinions Which are the next steps for further 

develop and establish the method?

Which areas is the 

measure applied for?

The name of the measure method

Market share of new products

Measure share of market due to a specific 

new product to estimate the innovation of 

that product.  A company´s sold units of a 

specific type of product compared to the 

whole market or competitors.

Market and sales

 Return on investments 

Assure that a company/department 

has a certain market share

6 month up to 2 years

All line of business

Marked department

 Sales and strategy

To be able to see in which market 

segments a company has its strength 

and weaknesses

Allocate resources to different divisions 

within a company or department

Allocate recourses and 

responsibilities to perform 

measurements and present to 

management
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Describe the measure method Factor that support 

the measure method 

What time perspective is the 

method esteemed to?

Who/which (companies/divisions) 

have use for the method

How will the result of the 

measure method be used?

Own opinions Which are the next steps for further 

develop and establish the method?

Which areas is the 

measure applied for?

The name of the measure method

Market push 

How often is products developed and the 

market adjusted to that product? 

(How often are new needs created instead 

of solving existing ones?)

Existing customers and users

New customers and users

Old customers

Trend spotting 2-5 years 

Marketing and R&D

More understanding for innovation. 

Risk management and strategy. 

Visualize with Market Push and Market 

Pull graphs over time and product 

improvements

Look at trends, use market 

information to determine 

existing markets and their 

shares
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Describe the measure method Factor that support 

the measure method 

What time perspective is the 

method esteemed to?

Who/which (companies/divisions) 

have use for the method

How will the result of the 

measure method be used?

Own opinions Which are the next steps for further 

develop and establish the method?

Which areas is the 

measure applied for?

The name of the measure method

Risk factor

How often is risky projects stared? 

Projects that have high risks to fail but if 

succeeded have even more to gain. 

Product development 

combined with market and 

sales.

More understanding of the importance of 

innovation and insight in high-risk products. 

High-risk projects and spinoffs can generate 

great value to a company (financially and in a 

knowledge point of view). Image a company as 

an innovative one.

0-6 month 

Every projects

Managing

Marketing division

Strategy

Continues improvements

Contribute to the innovative climate

Visualized on boards and on intranets the 

level end number of risk-projects started 

and resulted in success

Identify risk areas and rate all project after 

level of risk by a color. Enlighten the matter on 

the managing and strategic agenda to establish 

a minimum and maximum level of risk projects 

per department/area.
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