
OPERATING MODEL

Oops!

I’m so glad we 
could get this 

deal done!

We were cited in 
the press again!

Ask executive sponsors about 
their innovation goals.

Measure and 
communicate 

impact.              

Advocacy is critical 
to maintain funding 
and momentum.

Test products 
in the real world.

Coordinate with 
business units on how 

roll-outs will work.

Set up win-win collaborations with 
startups and outside partners.

Develop relationships 
with academia, VCs, 
and startups.

Build a company-wide 
network of champions.

Hand off 
revenue-generating 
products to the core.

Collect referenceable 
innovation stories.

Show meaningful,
measurable results.

Strong, company- 
wide support for 

innovation.
Incentives are based, 

at least in part, on 
innovation metrics.

Startups and outside 
partners see you as 
“partner of choice.”

Industry 
and peers 
see you as 
an innovator.

Learn about past efforts, 
including why they may 

have stalled or failed. 

Connect with 
peers who lead 
innovation in other 
organizations. 

Craft an innovation strategy.

Leader 
Priorities

Risks

Key Metrics & 
Success Factors

• Show momentum, quick wins
• Fail while stakes are low, learn from failure

• Seen as “small potatoes” relative to the core
• Available resources get spread too thin

• Mockups, prototypes, customer journey maps
• Innovation partners identified
• Employee engagement and participation
• Innovation targets and opportunities  

• Create a clear vision
• Secure executive sponsors
   

• Apathy or hostility to new ideas
• Conflicting goals

• Executive buy-in 
• Ideas about measuring outcomes
• Funding and staff for 1-2 years
• A clear, established vision

• Build an innovation coalition
• Develop structure, focus, and management

• Managing political conflicts 
• Lack of support from business units

• Formal innovation agreements with the core
• Networks of champions and catalysts
• Validated prototypes
• Early evidence of new revenue streams

• Communicate successes broadly
• .ustify tLe teaQƅs continued existence

• This is where most innovation efforts die
• No funding to scale things
• Shifting org chart, strategies, and priorities

• Cost savings, customer loyalty, satisfaction
• New revenue streams begin to scale
• Clear process for handing off to the core
• Employee engagement over time

Decision point:
Are people or 
products your 
primary focus?* 

A re-energized culture 
helps attract new talent. 

Run innovation workshops 
and idea challenges.

Narrow the focus of idea 
challenges and hackathons.

 PILOTS and  

PROTOTYPES
STRUCTURE 

and FOCUS

GETTING GOING

INTEGRATED 
INNOVATION SCALE 

and SURVIVE

Innovating inside an established organization can feel like navigating a maze. What can 
slow you down – or help you move forward fast? Here is a maturity model showing 
choices, activities, and risks to consider, based on Innovation Leader research and 
interviews with executives at Global 1000 companies. 

Navigating the Maze of Corporate Innovation

AKA “THE VALLEY OF DEATH” 

BECAUSE MANY INNOVATION EFFORTS DIE HERE
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With more 
resources we 
can build on 
our success.

You should come 
work here. It’s 

awesome!

Nice work! 
Here’s a 
bonus.   

Let’s go 
for it!

This is Scott from 
Innovation Leader, 
live with our latest 

success story! 

That’s ok! 
Better to 
learn this 
now than 

later.

IDEAS
VISION & ROADMAP

This is 
what we 

need.

We can start 
on this one 
right away!

We can 
do that.

What do we 
want to achieve?

I can 
help!

OUR FOCUS AREAS

WIN WIN

Where did 
things go 
wrong? ? ? ?

Here’s the 
hard data.

Your reputation 
attracts top-tier 
talent.

Can you 
solve this?

Innovation is just part of “how 
we do things around here.”

Download the PDF at www.xpPane�coQ�innovationQaturityQodeP
*People refers to programs focused on culture, training, and idea challenges. Product refers to creating new products, services, and business models.
  Learn more about innovation maturity at www.innovationleader.com
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Do you have something you need to explain?  ©XPLANE.coQ 2�1�

PRODUCTS

PEOPLE

• Continued vigilance and paranoia!
• Testing new approaches and methodologies

• FaiPure to re-evaPuate tLe innovation prograQ
• Complacency about emerging threats

• Revenue growth
• Market share growth
• 2e[ offerings reguParPy PauncLed
• (ata on Lo[ recruiting and cuPture are cLanging

Build mockups 
and prototypes.

I need 
help!

Map customer 
journeys.

CUSTOMER JOURNEY


