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Leapfrogging Disruption
Turn Uncertainty into Opportunity
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Disruptive Innovation
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Kodak’s Disruptive Innovation Strategy
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1. Ignore technology

2. Wait to respond

3. Place a single big bet

Kodak’s Recipe for Being Disrupted
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Famous Innovations
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Casualties of Disruptive Innovation
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Disruptors
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Find Your Curve

Strategy #1
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Value Curves
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Value Curves
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Value Curves
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Small changes

Incremental

Major Advances

Evolutionary

Breakthroughs

Disruptive

Easier & Lower Risk Harder & Higher Risk

70% 20% 10%

New Products New Services
New Business 

Models
New Processes

New Customer 

Experiences

New Supply 

Chain Strategies

Innovation Strategy
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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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Leapfrog

Strategy #2
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Leapfrog

Uncover and overcome 
constraining assumptions to create 

new value for those you serve  
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70%13%

Sour Cream 
category
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• Co-design & co-develop products

• Co-navigate the FDA

• Co-engineer the consumer experience

• Drives their customer’s differentiation
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March 2026
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Leapfrogging Lessons

1. Innovate for your customer’s customer

2. Co-create your customer’s breakthrough
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Electric Arc Furnace Mini mill network
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Leapfrogging Lessons

1. Drive the trend before it drives you
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Spain
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Saudi Arabia



47



48



49



50



51



52



53



54



55

October 2025
7,000 suppliers across 45 countries
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Leapfrogging Lessons

1. Deliver the outcome, not just a product
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Leapfrog

1. Innovate for your customer’s customer (Aptar)

2. Co-create your customer’s breakthrough (Aptar)

3. Drive the trend before it drives you (Nucor)

4. Deliver the outcome, not just a product (Nextpower)

5. Unlock value, together (All)
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Innovate Culture

Strategy #3
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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
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1. We don’t have time to innovate.

2. That’s the way we’ve always done it.

3. The customer doesn’t want that.

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

5. We can’t do anything until we have more data.

Innovation Culture Killers
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Innovate Culture

Strategy #3

1. Define innovation 

with your customers
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Small changes

Incremental

Major Advances

Evolutionary

Breakthroughs

Disruptive

Easier & Lower Risk Harder & Higher Risk

70% 20% 10%

New Products New Services
New Business 

Models
New Processes

New Customer 

Experiences

New Supply 

Chain Strategies

Define Innovation (with your customers)
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Innovate Culture

Strategy #3

2. Make it safe to 

challenge assumptions
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Annual “best failed idea” award

Failure parties
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Innovate Culture

Strategy #3

3. Measure what 

moves the customer
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“What’s 
measured, 
improves”



78

Frictionless installation

On time delivery



79

Innovate Culture

Strategy #3

4. Give “worthless” rewards
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Innovate Culture

Strategy #3

5. Grow people to 

grow momentum
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• 2x more motivated to work 
for employer

• 1.7x more likely to 
proactively build new skills
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Every Partnership Also Has a Culture

1. Define Innovation with your customers

2. Make it safe to challenge assumptions

3. Measure what moves the customer

4. Give “worthless” rewards

5. 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?

• 10 minutes

• Be prepared to share (optional but rewarded!)
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Roundtable Discussion #2

1. Define Innovation with your customers

2. Make it safe to challenge assumptions

3. Measure what moves the customer

4. Give “worthless” rewards

5. Grow people to grow momentum
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Thank You

Skaplan@innovation-point.com

downloads
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