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INDUSTRY MONITOR: INNOVATION 2016
A study by Staufen AG
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About the study

For the “Industry Monitor: Innovation 2016”
Staufen surveyed 183 industrial companies in
Germany on the topic of innovation.

The survey took place between mid-Jjune and
early July, 2016.
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value&treamer - tHe ibeaL TooL For
VIRTUAL SHOP FLOOR MANAGEMENT

VALUESTREAMER?® goes into action, where typical Shop Floor
Management reaches its boundaries -

as a steering instrument for processes running across diffe-
rent locations and value streams..

Find more information at: www.valuestreamer.de
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Participating companies: annual revenue

Up to 50 mill. Euro 13%
50 - 250 mill. Euro 27%
250 - 500 mill. Euro 15%
500 mill. - 1 bill. Euro 8%

> 1 bill. Euro 31%

No information 6%

Participating companies: number of employees

<100 l 2%

100 - 249 13%
250 -499 13%
500 - 999 13%

1.000 - 4999 27%

>5.000 32%

Survey participant: position

Management . 3%

Director / board member 12%
Division manager 32%
Senior head of department 8%
Head of department

Other 22%
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For almost eight out of

ften companies, Innovation
has become
MOTe

Important

German companies react to new techno-
logy and current market developments:
Almost 80 percent believe that innovations
have become more important.

Three out of four companies feel consider-
able pressure to be innovative. The majo-
rity has adapted their innovation-related
work to shorter innovation cycles. Howe-
ver, uncertainty regarding the process of
undertaking innovative initiatives prevails

in more than four out of ten companies.



Given developments on the market and new technologies, do you
currently feel greater pressure to innovate?

8% 73% 59%

believe that successful currently feel a lot of have adapted their
innovation has become pressure to be innovative initiatives to shorter
more important innovative innovation cycles

43 % 32%

are uncertain of how to proceed with continue to approach their innovation
their innovation initiatives, taking into initiatives the same way they have in the
consideration the latest technological past

developments




When it comes to innovation, product, process and
technological innovations take center stage

For the most part, companies continue to rely on so-called incre-
mental innovations, gradually improving existing products, pro-
cesses and technologies. New business models are not a priority
when it comes to innovations: Only every fourth company focuses
on innovations that better meet additional or current customer

requirements, in an effort to arm itself against new competitors.

What types of innovations are on your agenda?

Multiple answers possible

Products

Systems and processes
(entire value chain)

Technologies
Services

Business models

0% 20% 40% 60% 80%

100%



Almost six out of ten companies see them-
selves as innovation pioneers

Almost six out of ten companies give their innovations good
grades and see themselves as innovation pioneers. Around 30
percent describe themselves as “fast followers” or “second to
market”, whereas 14 percent belong to the “follow the leader”
group. Also of note: With respect to innovation strategy, company
size does not matter.

How would you describe your innovation strategy?

“First to Market"

“Second to Market"

“Follow the Leader”




On average, 38 percent of innovations
achieve market success

Every innovation brings with it the risk of failure. On average, four
out of ten innovations are successful. Yet, there is a noticeable
distribution: For 30 percent of companies, the majority of their
innovations fail. On the other hand, every fourth company is ex-
tremely successful when it comes to innovations.

What percentage of your ideas eventually achieve market success,

meaning they are financially viable for your company?

Percentage of respondents
0-19%
20-39%
40 - 59%

60 -79%

80 - 100%

10

0% 10% 20% 30%

Percentage of ideas
that achieve market success

40%

50%
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In 41 percent of companies, innovation is
spontaneous and unstructured and is not based on
customer wishes or ideas developed systematically
by the company

Three out of four companies base their innovations on customer requests. The compa-
nies not only respond to concrete customer requests, but also work systematically on
their own ideas. What's less positive is that in a large amount (41 percent) of companies,
innovations are carried out on an ad hoc basis and therefore unstructured - for example,

they are based on a spontaneous request by management.

In general, what triggers your company
to initiate innovation?

Multiple answers possible

Concrete request We systematically develop We systematically develop and
from the customer and implement our own innovations, implement our own innovations, for
(pull innovation) independent of customer requests example based on a spontaneous

management request, independent of
customer requests
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Companies overextend themselves with innovation

projects

Too many projects on the go, too little personnel and not enough
money: Companies overextend themselves with too many inno-
vation-related projects, so that they cannot focus on those inno-
vations that are truly promising. The biggest problem: In two out
of three surveyed companies, it is the multitude of projects from
other departments that causes the innovation projects to fail.

What is preventing your company from getting
innovations rolling?

Multiple answers possible

Too many projects
from other departments

Lack of qualified
employees

Lack of internal flexibility

Too many innovation projects

Lack of financial resources for
structured innovation

0%

20% 40% 60% 80%

100%
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In more than every second company, management is
involved in innovation management

Full-time innovation managers are employed in just under one
third of the companies surveyed. Working on new ideas is the
boss’s business - in 56 percent of companies, management is re-

sponsible for innovation management.

Who is responsible for innovation management
in your company?

Multiple answers possible

Management Head of research One or more full-time

and development innovation managers



‘Two out of three companies see external partners
in the innovator role

Company-internal and cross-departmental collaboration is of
paramount importance for innovation development, as is the
involvement of external partners. Companies have realized this:
About seven out of ten have started working more closely with cu-
stomers and suppliers. Every second company collaborates more
closely with research institutions. However, government funding

is only important for every fourth company.

Has your collaboration with partners changed in the past two years?
Are they more intensively involved in innovations?

32%

Partners
are innovators
to us

eSs



28%

We are working
more closely with
our customers now
than in the past

50%

Research
institutions

We are working

more closely with
research institutions now

than in the past

30%

We are working
more closely with
our suppliers now
than in the past

74%

Government
funding

We are working
more closely with
government funding now

than in the past

15
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Too few departments are involved in innovation
work

Research and development, sales and production - in most of
the companies surveyed, these are the only departments invol-
ved in innovation. In most companies, other departments, such
as purchasing, marketing and logistics, are not involved in this
developmental work. As a result, companies miss the oppor-
tunity to get innovations to market faster and more successfully.

In your company, which departments are involved in innovations
right from the beginning?

Multiple answers possible

H



63 % 37%

Production Purchasing

34% 20%

Marketing Logistics
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BEfficient and successful innovation requires
qualified employees:

/5 percent of the companies forego teaching
employees about innovative methods

In every third company, no space is made for innovations in the
day-to-day work. Innovations take place during overtime or after
the end of work - there is therefore little motivation to work on
new ideas. The great majority of companies also foregoes an
education where the focus is innovative methods. Moreover,
companies are falling behind significantly in terms of accepting
innovation culture. In 36 percent of companies, if employees have
new ideas, they are generally reviewed with prejudice.

75%

Our employees
receive an education

that focusses on

innovation methods

Only every fourth company offers
education that focuses on innovation

methods



true

14%
No employee
needs to be embarrassed
about introducing

an idea

36%

New employee
ideas are reviewed
quickly and without
prejudice

41%
Exchange of ideas

across departmental
boundaries takes
place regularly

19

Employees do not need to be afraid of
embarrassing themselves by suggesting
an idea in almost nine out of ten

companies.

However, in more than one third

of companies, employees’ new ideas are
usually neither reviewed quickly,

nor without prejudice.

In 41 % of the companies, there is no
regular exchange across departmental
boundaries.
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