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Objectives

- Provide insight into the dynamics of disruptive
innovation & change

- EXxplore specific opportunities for leading the
transformation of health care
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Ball Pass Ground Rules

« Getinto teams

 The goal is to be the team with the fastest time

« Every player must receive the ball

* The timer starts the moment the ball is set in motion by the first team
member

* You can take up to 4 attempts, however, the order of passes must
stay the same (e.g., team member A to B to C must stay the same)

» If you make multiple attempts, your team’s last attempt will be the
time that will be used in the competition

* The activity ends in 15 minutes

« [Each team needs a designated timer (they only time, they don't

receive the ball)
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Card Trick Video

4

& InnovationPoint



How many “F” 's are in the sentence below?

bined with ke experience
any year practical
ncial application.
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The Innovation Challenge

This ‘telephone’ has too many
shortcomings to be seriously
considered as a means of
communication. The device Is
inherently of no value to us.

Western Union Internal memo, 1876
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X InnovationPoint

The wireless music box has no
imaginable commercial value.
Who would pay for a message
sent to nobody in particular?

22



& InnovationPoint

There is no reason for
any individual to have a
computer in their home.
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Strategic Foresight — Harnessing emerging forces

* Which obvious & non-obvious trends (inside & outside our
industry) might shape our world? Do we focus too narrowly?

Industry/Market Forces

Specific customer/consumer wants and
needs, shopping and distribution
preferences, spending habits...

Economic Conditions

Macro (GNP, trade, inflation), Micro
(wages, consumer spending),
regional variation...

Technological Forces

Emerging technologies, technological
infrastructure, breakthroughs, R&D
trends...

Demographic Patterns
Aging populations, family/household
composition, labor force composition,

immigration...

International Relations

Levels of conflict and wars, trade and
protectionism, monetary systems and
exchange rates...

Competition

New competition, industry structure,
product substitutes, alliances,
acquisitions...

Social/Lifestyle Factors

Consumer values, psychographic
profiles, education levels, social issues,
home ownership, lifestyle trends...

Political & Regulatory

Geopolitical trends, policy shifts,
government projects, deficits, emerging
policies and regulations...

Value Chain Factors

Consolidation/fragmentation, of
supply chains & distribution channels,
alternative channels ...

Physical Environment

Air/water/land pollution trends,
environmental protection trends,
global warming effects...

Natural Resources

Energy prices and availability, raw
materials supplies, resource
usage trends...

Wild Cards

Surprise forces with major impact,
lower probability but significant
consequences...
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Incremental Sustaining
Innovation Innovation
» Small improvements * Major advances in
in core products, core products,
business, or business, or
processes processes

(colgrs, flavors, etc.) (“next gen’)

Easier
Shorter term
Process improvement

YST(\P(\
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Core process (Re)Design

: _ i
Disruptive "/

Innovation

» Breakthroughs that
change the game —
or create a new
game (white space,

blue oceans, efc.)

Harder
Longer term
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Incremental

Innovation

» Small improvements
in core products,
business, or
processes
(colors, flavors, etc.)

& InnovationPoint

Sustaining Disruptive

Innovation Innovation
* Major advances in » Breakthroughs that
core products, change the game —
business, or or create a new
processes game (white space,
(“‘next gen’) blue oceans, etc.)
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A classic example of disruptive innovation
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S-Curves in “Value Exchange” Business Models

PayPal

¢
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Pet Scan

CT scan Nucleaiogcuar
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|dentify a series of “S-Curves” that
demonstrate how “family physician care”
has evolved over time

'Create a minimum of three S-Curves that
represent the past, present, & future

ture your work visually and be
ared to share your ideas with the
larger group.




S-Curves in “Family Physician Care”

- Health Records

Practice Workflow

Practice “business models”

- Family physician “services” (traditional vs. expanded)
- Location of care (office, schools, community, etc.)

- Patient care & experience

- Others?
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3 Strategies for Disruptive Innovation

- | 1. Rethink Your Role
Y 2. Create New Business Models
3. Disrupt Yourself

E
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Automotive Industry Profit Pools

15

% of industry’ s
profit captured
o

3}
0 100%
New Car Deal Aut Aft ket Industry
0 ew Car Dealers uto Insurance ermarke Revenues
: Warranty :
' . ' . . . Auto Rental
Auto Manufacturing Used Leasing Service Repair
Car
‘ Dealers
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THE LIFE CARE
RETIREMENT COMMUNITY

' The Village

at Penn State




Patients Families

Purpose —
What
Business are

We In?

Care Providers/
Professionals Payers




- Family Health Care?

Or....

Life care?
- Wellbeing?
Home care?
Retail clinic care?
Health care navigation?
Enhancing quality of life?
- In the office or in the community?
4
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3 Strategies for Disruptive Innovation

-

v 1. Rethink Your Role
2. Create New Business Models
3. Disrupt Yourself

E
-




A business model
describes the rationale of
how an organization
creates, delivers, and
captures value
(economic, social,
cultural, or other forms of
value).

\ InnovationPoint
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Business Models

- Business models answer three questions:

1. How do we add the most value?
2. How do we make money?

3. How do we create competitive
differentiation?

%
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Business Model Profit Pools (Apple, today)

LS
N -
o
o
=N O 100%
Share of Revenue . .
DigisalBusinessModelGuru com
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Products

1

Per “product

e Course

. Exam Fees

e Re-certification
e Book

e Supporting
products

Product

Bundles

Price per set of
complementary

products

e  Courses with
materials

e Certificates with
materials

Product /
Service
Solutions

Price for
product and a
supporting
service

e  Certificates with
personal coach

e  Certificates with
access to
learning
community

License

Use of
intellectual

property /
technology

e Foragiventime
period

. Unlimited
amount of time

. For unlimited
features

. For limited
features

e Tiered levels

Price based on
access to single
event, venue,
information or
resources

. Per incident
(support svcs)

e Per admission
(movie, concert,
ball game,
theme park)

e Season pass
(theme park)

Membership
/ Subscription

Price based on
ongoing or
longer-term
access

e Time period
(monthly, yearly,
lifetime)

e Number of units

. For unlimited
features

. For limited
features
e Tiered levels

\ InnovationPoint
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how we work meef our physicians  our services  pricing ocahons blog my one

The Doctor's Office.
Reinvented.

Watdnho\ndeoo " Become a Member

€6 A group of San Framcasco doctors 64 . thas place can't be beat. They 6 same-day appointments, 66 I'm cdding @onemedical to the
that trdly care about your hegich, are teck -sawy and allow you to responsive doctors and o holistic Hst of Amazing Things | Wish I'd
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Gre oAy o aocess.” rEsponsive foctors tia email” the many market” Food service.”

' Kush ye,p-:: Don Y. &4 mMoney Y - Dusatan O.

WHY ONE MEDICAL? YOUR SATISFACTION. GUARANTEED

By Becoming 4 member, you wil ey & e services and Deneftts that
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What else can you offer?

e

Products? (e.g., supplies, subscriptions to supplies?)

- Services? (e.g., via partnerships with Lifeline or others?)
Reimbursable Services? (e.g., Dieticians, Health Coaches)
“Subscriptions” (Concierge medicine)
Lab testing? | |

- Clinical Trial S pport?_. -' . ‘

- Medical DewceTProduct Develop ?
Market Research' Data? |

Multi-Generational Services?

Family Support Services?
Etc.

& InnovationPoint



3 Strategies for Disruptive Innovation

-

v 1. Rethink Your Role
Y 2. Create New Business Models
3. Disrupt Yourself
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What do X-Box and Coke disp 1C
have in common?
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Lifeline is a good starting Point to
deliver on the “Sweet Spot”

PHILIPS B Unens Suten / Snghe

SO - T

~

Call Liedne now
1-800-380-3111
Get help ot the souch of 2




Lifeline is a good starting Point to
deliver on the “Sweet Spot”

I live alone angd anytime [ need

you, the Lifgling provides help
and that's what's important to
me, knowing I can reach

emargency and [ don't have to

place a call for help. - Lusille B,

- First: Choose a Communicator
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Innovation Catalyst is a true catalyst for growth
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Design for Delight
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Creating an Innovative Environment

facebook




External Talent

“Customer’” Research

Market Safaris

Leadership Development

Innovation Sessions

Culture of Innovation

Hire people from outside

Ask patients, caregivers, about their needs and
opportunities

Tag along with care providers to discover new
needs & problems — in the community & at home

Give hi-potential employees specific business
challenges as part of their development

Bring people together for future-focused strategy
& innovation sessions

Create an environment that fosters new ideas &

“experiments”
92



Leapfrogging

S > Soren Kaplan, Ph.D.
Managing Principal
InnovationPoint
www.innovation-point.com

skaplan@innovation-point.com
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