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Crescimento nas melhores e maiores empresas

Dados
250 50 das 221 empresas na Fortune entre 1950 e 2010
apenas 5% sustentaram crescimento = 6 %
200

95 % das outras apenas 4% puderam atingir
crescimento de 1%

1950 Tempo médio na SP 500 = 65 ang’s
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Discovery Driven Planning

Business Plan Discovery Plan

A — Premises
A — Results

B — Projected Model B — Premises

C. Results C. Discovered Models €
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Insights

“The client rarely buys what the company thinks it sells him”

Peter Drucker
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Circunstancias nao atendidas Necessidades articuladas
*  Processo como o beneficio *  Produto como o beneficio

* Etapas antes/depois consumo e Consumo do produto
* Medicao do processo * Medigdo da transagao




+ Related

Core Job (s)

Jobs to be Done Portfolio

Better attend outcomes of | Use new platform
related jobs to better attend
related jobs

Better attend outcomes of Use new platform
core jobs to better attend
core jobs

Use new platform
to better attend
related job for a
new executor

Use new platform
to better attend
core job for a new
executor
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Experimentacao para Reduzir Incerteza\
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Corresponder a Velocidade de Redu¢ao da wediorongoprz

Incertezas Internas
Competéncias /Mécnicas/ Execucao

Incerteza ao Plano de Crescimento cartges/

Alta

Média

Baixa

Posicionar

Curto Prazo
6~12 meses

plataformas
cadeia de
veiculos

Melhorar

Baixa

Incernezas Externas Mercado/Concorréncia

recup. de

24~3b meses

CEUIFIFII'.] 3 mercadode

Seqguros

Desbravar
credito
consignado
contrato
) eletrénico com
Imaobiliario certif. digital
(2% onda)

Explorar —

%

Medio Prazo
12~24 mese

L™

inteligénciapara

creditscoring

Alta



O paradoxo de Inovar
em grandes organizacoes

Melhoria Inovacao
Paradoxo
Novas respostas Novas Perguntas

* Objetivo * Descoberta
* Benchmarks * Insights

e Analise * Experimentacao




O paradoxo de Inovar em grandes organizacoe
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Creativity Overflowing

Afterits initial efforts stumbled, Whirlpool is reaping big
dividends from its push to jump-start innovation

Whirlpool’s
Innomon

practical and peofitable

School professor who uses Whirlpool as
a cane study in his course on competitive
strategy. "A lot of other compankes
would have shut this down. One of the
remarkable things here is they've found
ways to adapt and keep this rolling.”
Whirdpool's leaders first started 10 rec
ognize that they had a problem back in
mid-1099, Whitwam was in his 12th year
as CEO and had just promoted Fettig to
president and chicf operating officer
Housing, and sales of Whirdpool appli-
ances, were booming. But despite strong
demand, the prices of Whirlpool appli-
ances were falling at an average rate of
3A4% a year, forcing yet another job-clim
inating restructuring. Whitwam remem-
bers those days like this: *1 go into an ap
pliance store. Now, | have pretty good
eves, | stand 40 fect away from a line of
washers, and | can't pick ours out, They
all Jook alike. They all have docent quali
ty. They all have the same price point. It's
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Change at Whirlpool Corporation (B)

Petween 1998 and 2001, Whirlpool launched a farreaching effort, unprecedented in its history, to

spark innovation in the company. Dave Whitwam, chairman and CEO of the company, describad the
thinking behind the effort

The only way we're going to break out of the stalemate in our industry is to earn the loyalty
of customens 1o our brands. And how do we do that? For many in the company, the answer
waas casy and simples “We've just got to advertise more.”  But that just doesn’t do it in this
business. The fact is, a GE refrigerator kovps a six pack of beer cold just as well as a Whirlpool
refrigerator does. We've got 1o offer innovative products and services that solve problems and
are valued by our customers and, most importantly, innovative solutions that are not available
from our competitors. That's how we'll crvate value through our brands.'

Whirlpool aimed 1o get innovative ideas not just from a contral product-development group but
“from everywhere and everyone™ < from 60000 employees on four continents as well as retail
partners and end customens. The effort sevmed 1o be taking root.  Innovations in the pipeline
Included Gladiator GarageWorks, a product line of appliances and organizing fumiture for garages,
the Polara range, which could refrigerate food before or after cooking it; Inspired Chef, a service that
would bring professional chefs into individual homes for instructional parties; and Personal Valet, a
cabinetsized device that would remove wrinkles and odors from clothes. Though pleased by the
bunt of excitement and ideas from Whirlpool employees, Whitwam wondered whether the
innovation effort was moving at the right pace and in the best direction.

From Brand Focus to Innovation

The Brand-Focused Value Creation strategy unvelled in 1998 got off 1o a slow start. Most senior
managers came to accept the logic of the strategy, but few saw how to convert it to action. Concerns
harbored by many surfaced at a senior management moeeting in 192, in the midst of a discussion of
the strategy, one executive reluctantly confessed, “1 don’t know what I'm supposed 1o do™ with
Brand: Focused Value Croation. Others chimed in with their agreement

Whitwam had long felt that contral to the strategy was creating high kevels of customer loyalty
and that innovation was likely the key “enabler” to achieving this. Yet he was not clear on how

ONELICITING
EMPLOYEE IDEAS
[ had never
seen a

strategy that
Was SO enery 'l/IILL', o
so many people:

David R, Whitwam
former chairman and CEO
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CETIP Modelo de Inovagao

Integracao a Cultura

Motas do
Croscimento
Inovagso insenda no Decisio de inovagdo como
Planejamento Estrategico Estratégia de Negocios

Novas Portfélio . o
hasinovacdo vos ramantas
Projetos  Metodologias

Incentivos

‘Common Language (Concepts) isivel no
ovago Vel B O Mssmeon,

‘Demonstration Projects (Approach)

Common
Language

Demonstration
Projects
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Cetip Plataforma Imobiliaria
Gestdo de Garantias

Plataformas — digitalizar processo formaliza¢do de operagoes crédito
imobiliario, registro eletrénico contratos, solu¢bes mercado secunddrio
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Case Completo de CETIP

* LinkedIN - Kip Garland
e Site CEITP — Media Center
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