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Cracking the 
Digital 
Innovation 
Crisis

70% of today's top executives cite 
innovation as a top 3 growth driver in 
the next 3-5 years*. Yet 65% of those 
very leaders declare they are not 
comfortable with making innovation 
related decisions creating an innovation 
confidence gap. 

Many organisational leaders find 
themselves in these circumstances. Not 
for lack of ambition. They’ve read the 
books and adopted Agile ways of 
working. They’ve invested tremendous 
amounts on Post-It’s and Sharpies. 
Walls have been torn down replaced by 
acres of whiteboards and “fail fast” 
murals. 

Yet, their business remains trapped in 
business as usual. Competing on the 
same factors as competitors with 
marginal gains through sustaining 
innovations at best. 

How might we help leaders, their teams 
and the wider organisation build their 
innovation confidence?
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How can leaders evolve their role to create 
the conditions for increased pace and 
impact of action?

The challenge for many executives is to understand their 
role as creating the conditions for innovation, rather than to 
orchestrate and manage innovation itself. Their discomfort 
often stems from uncertainty of their role and contribution 
beyond being the nebulous “decider”. This symptom is 
especially acute in companies evolving from manufacturing 
products led to delivering services led. Let’s explore some 
truths that help give leaders confidence. 

1. Technology 
isn’t enough

Individual technologies are misleadingly treated as silver 
bullets. While technology is an essential enabler it isn’t 
inherently where value is created. Value creation for trusted 
brands starts with a proposition and is brought to market 
through an assembly of multiple service and platform 
technologies. Start with needs and customer value to create 
value, your why, to then enable the technology to capture 
value, the how.

2. Training New 
Muscles

Organisations are optimised for today’s business. To create 
tomorrow’s business one needs more than a new 
proposition.  The capabilities, behaviours and information 
paths must reform as a new set of muscles specific to the 
proposition. The benefit of new technology goes to those 
who adapt their organisation to the technology, rather than 
adapt the technology to their organisation. These new 
cycles and rhythms are established through the pedagogy of 
a learning by doing approach, guided by real world learning.

3. Fitting Vision to 
Culture

Get in touch to learn more and our Digital 
Innovation Crisis interventions.
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The Leader’s Role

People join companies for their culture and the culture 
shapes the work they do. Leaders create dissonance when 
their vision is disconnected from their culture. Either 
because the vision doesn’t fit within the existing culture, or 
they aren’t conscious of how the vision requires an evolution 
of the culture. Vision is a form of internal proposition that 
can be tuned to reflect or redirect a companies culture. For 
leadership setting the vision, culture can be demystified and 
consciously reinvigorate the existing culture in a current 
context. Or it can fundamentally redefine the culture for a 
future context you can clearly see coming.

Closing the innovation confidence gap is a key factor in 
successful transformations. Many leaders find combining 
the strategic values of foresight with the pragmatic data of 
insight through design driven efforts to tangibly build 
confidence and momentum behind their ambition through 
action. 
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