Turn Uncertainty into Opportunity

apfrogging Disruption
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Disruptive Innovation
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Kodak’s Disruptive Innovation Strategy
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Kodak'’s Recipe for Being Disrupted
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1. Ignore technology
m 2. Wait to respond

3. Place a single big bet
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Famous Innovations
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Casualties of Disruptive Innovation
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Disruptors
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Strategy #1
Find Your Curve
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Value Curves
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Innovation Strategy

70% 20% 10%
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What disruptions are having the biggest impact?
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What are your most critical value curves?
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LEAPFROGGING DISRUPTION
il

Ford 5 Summit D Suide

STRATEGY #1: FIND YOUR CURVE

Where is your innovation focused today? Incremantal _Evolutiona Disruptive

What are your most critical Value Curves?
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Strategy #2
Leapfrog
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1. Innowvate for your customer’s customer

2. Co-create your customer’s breakthrough
Drive the trend before it drives you
Deliver the outcome, not just a product

Unlock value, together

STRATEGY INMOVATE CULTURE

y th ¥ nization, and your

1. Define Innovation with your customers
2. Make it safe to challenge assumptions
Measure what movaes the customer

Give “worthless" rewards

Grow people to grow momentum

Download this presentation & other resources:

Soren Kaplan
skaplan@innovation-po



Leapfrog

Uncover and overcome
constraining assumptions to create
new value for those you serve
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‘ Aptar

The Power of a Flow Contro Valve
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Aptar Closures Named Supplier of the Year for Daisy Brand Sour .

J
Cream 2(;12112

Following the same prestigious recognition in 2017, Aptar
Closures has been recognized by the iconic brand of Daisy Sour
Cream as its 2021 Supplier of the Year.
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Aptar

food + beverage
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Ultra
Fine Mist

2X Shorter

Nozzle+ @

One Thumb
Press

*vs the leading oxymetazoline nasal mist

Adherence this weok
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@ AstraZeneca%

SGBD  febmonfobmon  SANOFI J

Co-design & co-develop products

Fine Mist

2X Shorter
Nozz/e*

One Thumb
Press

Co-navigate the FDA

Co-engineer the consumer experience

Drives their customer’s differentiation

...............

.................

SOREN KAPLAN



Supplier Ex|
o

SEVERE
CONGESTION
RELIEF

COOLING
NASAL MIST

. -

b & S REUEF

) ! UNBLOCKS IN
5 SECONDS




Leapfrogging Lessons

1. Innovate for your customer’s customer
2. Co-create your customer’s breakthrough
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ECONIQ™ OFFERINGS

m RENEWABLE
ENERGY

tifi

SOREN KAPLAN



NUCQOR

DATA SYSTEMS

A ‘. i..
3 - 4
- ..‘
; >, "l
L

! :
B’ ' " -
2 gy
N6 L
.h‘-- - 1
% Ak

Products MCCS OurcCulture Careers Resources ContactUs

y
\

'BUILDING TH HE
DIGITAL FUT

G G SR S WS WS WSCw G -

!

jt " 4 | | ' 1 ‘?
~ " 5 » . { & | =f [
..')‘ “i“ ‘ % - CNSTALLATION it ’. = =? T
'.. .4 - '~‘ \ o B : { ’; =
Tl R ) {5 i‘ ]
e .' & i R : 1-\tu ; { 31
Jh "” , l'\' . ! g | 1 | l l ?’

S Y 0 v | ._ -4
ety =" NS £ N B S|



DECK

GRATING

INSULATED METAL PANELS JOISTS

WALL & ROOF

FASTENERS

HIGH-PERFORMANCE
& OVERHEAD DOORS

STEEL CONTAINMENT

AND PATHWAY SPRINKLER PIPE & CONDUIT
SUPPORT
STRUCTURES
TR T ¥
SERVER NETWORK STRUCTURM-STEEL
RACKS & WALL UNITS CONYENTIONAL OR PRE-ENGINEERED
AIRFLOW

CONTAINMENT
CABINETS & RACKS REBAR STEEL FOUNDATIONS

PATHWAY
PRODUCTS CAGES
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Leapfrogging Lessons

1. Drive the trend before it drives you
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By integrating established in-house and third-party design
tools, NX One provides flexibility and accuracy in project

design, precision yield, and revenue modeling.
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Transparent Logistics

Track component shipments in real time, adapt delivery

schedules, and access all project documentation through a

S source, eliminating information gaps and reducing

delays
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AMERICAN

CLEAN

P(IWER

Latest news

ACP Annual Report | 2025
CLEANPOWER is almost here!

ACP Announces 2026 Board
of Directors

Analysis: Cost of No New
Clean Power in PIM

SOREN KAPLAN

Clean Power Grew U.S. Economy
by $150B and Supported 1.4M Jobs
in 2025

“America’s clean power industry is delivering the energy the economy needs to

thrive,’ said ACP CEO Jason Grumet. “As our 2025 Annual Market Report demonstrates, we
are not only meeting growing electricity demand — we are building an energy future that is
made in America, benefits local communities, and powers our global competitiveness.”

We unite the power The American clean power sector is
of the clean energy providing reliable, affordable, and clean
industry.

domestic energy while creating jobs,
spurring investment, and driving innovation.

The American Clean Power Association (ACP) is the leading voice of today’s multi-tech clean energy
industry, representing energy storage, wind, utility-scale solar, clean hydrogen, and transmission
companies. ACP is committed to meeting America’s energy and national security goals and building
our economy with fast-growing, low-cost, and reliable domestic power.

Leverage Respond

our larger geographic and economic footprint. to the external environment quickly.

Include Integrate

all sectors, business models, and aspects of 501(c)(3), (c)(4) and (c)(6) for maximum
the clean energy value chain. impact.




October 2025
7,000 suppliers across 45 countries



Leapfrogging Lessons

1. Deliver the outcome, not just a product
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Leapfrog

Innovate for your customer’s customer (Aptar)
Co-create your customer’s breakthrough (Aptar)
Drive the trend before it drives you (Nucor)

Deliver the outcome, not just a product (Nextpower)

vk b

Unlock value, together (All)
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1. Innowvate for your customer’s customer

2. Co-create your customer’s breakthrough
Drive the trend before it drives you
Deliver the outcome, not just a product

Unlock value, together

STRATEGY INMOVATE CULTURE

y th ¥ nization, and your

1. Define Innovation with your customers
2. Make it safe to challenge assumptions
Measure what movaes the customer

Give “worthless" rewards

Grow people to grow momentum

Download this presentation & other resources:

Soren Kaplan
skaplan@innovation-po
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Strategy #3
Innovate Culture
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Innovation = Top 5 Business Priority
Culture = #1 Innovation Priority
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Culture Cycle
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« Competitive advantage is TEMPORARY
- CULTURE is today’s only advantage

« Every organization culture is UNIQUE

TURE OF INNOVATION

ADVANTAGE

PLAN, PhD
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Innovation Culture Killers

1. We don't have time to innovate.
That's the way we've always done it.
The customer doesn't want that.

We tried that before (10 years ago) and it failed.

A

We can’t do anything until we have more data.
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Strategy #3
Innovate Culture

1. Define innovation
with your customers



Define Innovation (with your customers)

70% 20% 10%
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Strategy #3
Innovate Culture

2. Make it safe to
challenge assumptions
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Jay Yu

Consumer Group, San Diego

At an idea jam in 2008, Jay led a small team to look at the problem of enabling people to see :
how their taxes would be affected by various decisions they made throughout the year. With
the help of dozens of volunteers and working almost exdlusively in unstructured time, they

olution for the Web and mobile devices. As of Aug. 2012, Taxcaster had
25 million visitors — 25 percent of whom went

grew the idea into a's

O

to complete their toxes in Turbolax,

generating $30 million in revenue. And best of all, half of those filers were new to the franchise.




Samantha Apostolou, Chiris Hylen and Arun Muthukumaran

Deaveson, Woodiand Ml and Mountain View

Oy competitive

Hyhe
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TATA

Annual “best failed idea” award

c%@ Failure parties
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Strategy #3
Innovate Culture

3. Measure what
moves the customer



“What’s
measured,
Improves”




On time delivery

Frictionless installation
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Strategy #3
Innovate Culture

4. Give “worthless” rewards
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Innovation
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Strategy #3
Innovate Culture

5. Grow people to
grow momentum

SOREN KAPLAN






SOREN KAPLAN



e« 2Xx more motivated to work

for employer

« 1.7x more likely to

SOREN KAPLAN

proactively build new skills

Forbes

MOST TRUSTED
COMPANIES

IN AMERICA




Every Partnership Also Has a Culture

Define Innovation with your customers
\ Make it safe to challenge assumptions

Measure what moves the customer

Give "worthless” rewards

)~ — Grow people to grow momentum
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Roundtable Topic #1

Which Value Curves and Leapfrogging
Strategies are most critical for your own
business — and what opportunity do you
see to apply them with Ford?

STRATEGY #2: LEAPFROG

How can you apply these strategies to your own organization, and your relationship with Ford?

* 10 minutes

1. Innovate for your customer’'s customer

T —— « Be prepared to share (optional but rewarded!)

3. Drive the trend before it drives you

4. Deliver the outcome, not just a product

5. Unlock value, togather

SOREN KAPLAN
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Roundtable Discussion #2

vk o=

Define Innovation with your customers
Make it safe to challenge assumptions
Measure what moves the customer
Give "worthless” rewards

Grow people to grow momentum
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