ami?lilabs

aaaaaaaaaaaa



amplilabs

/am-pli-fy-ing/; people, ideas and businesses

We believe that no idea is too small or too crazy to pursue—and that everyone deserves a chance to
succeed. And we know how. We use our knowledge and connections to help people and businesses achieve

their goals and realize their dreams.
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Impulse exchange
» PROAU EINSTEAD 0 REACTIVE

Innovation between boom, plateau, and crisis
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innovation

/in-no-va-tion/; the introduction of something new

The targeted development and implementation of new ideas, methods,
products, services, or business models that deliver measurably better results for

people, organizations, or systems.
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3-Horizons Model

N\

Develop new, radical products and
business models

new to ourindustry

Optimize and improve the existing
business model

MARKET & CUSTOMER NEWNESS
new to us

known

all ‘Optimize

Known new to us New in ourindustry

TECHNOLOGY & SOLUTION NEWNESS —>




Watch out for innovation bugs

1 * Timing and the ambidexterity gap

e
M The "Ctrl-C" + "Ctrl-V" effect

o
3 %’ﬂ(\ Technology # innovation

+
o
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4 M The "human" factor systematically ignored



Innovation Bug 1

Timing and the ambidexterity gap
Innovation is often suppressed by growth
pressures in good times and stifled by austerity

measures in bad times.




Exemplary Development Curve

«Now this is not the end. Itis not even the ) ) Level of action needs innovation
beginning of the end. Bul it is, perhaps, the end of «The bestway zahgria?;r the future:is to
the beginning.» i pe it Research, Strategy, Courage, Trial and
Sir Winston Churchill Willy Brandt Error, Pioneering and Entrepreneurship

— y

Externaland internalinfluences

Climate, resources, technologies, culture, market, zeitgeist, catastrophes, developmentcapacity, vision, strategy, etc.

v v v Vo v ¥ v v

b ———— Capacity ¢ == o - - — e el -— -

Volume Exemplary Development Curve

© by Z-PUNKT CONSULTING CmbH, CH-8002 Zurich
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> 4

4

KEEP

CALM

and

explore the
possibilities

Innovation in times of growth

Capacity
C

ash flow

Q

Pre-finance the future while you can!

H3 | Disrupt
H2 | Develop
H1 | Optimize

|
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KEEP
CALM
and

innovate on

Innovation in times of stagnation

&« Capacity

A Urgency
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Innovation
Horizon
Distribution

H3 | Disrupt
H2 | Develop
H1 | Optimize




Innovation in times of decline

Capacity
Urgency

Q Survive today, don't ruin tomorrow. N |

4

KEEP
CALM
and Do,

Y
2
A
N
A

Distribution

one problem
at a time

H3 | Disrupt
H2 | Develop
H1 | Optimize




Tip #1:
3...2...1... Don't miss the launch window!

When it comes to innovation, "better late than never" usually ends up being
expensive: those who only innovate in a full-blown emergency end up making last
ditch efforts — rarely with any success.



Case Study 1

NASA - trapped in the shuttle program (development curve trap)

Promises not kept: "cheap & frequent" was not attained — actual
launch costs remained high.

Cost trap: Complex maintenance/refurbishment made every flight
expensive; "disposable” launch vehicles are often cheaper.

Design compromises: Politically driven system without a fully-
fledged launch abort system — increased risks.

Budget dominance: Shuttle & ISS tied up most of the manned
budget for years — little room for anything new.

Late reaction: Only the program cancellation freed up funds for new
programs (e.g., Commercial Crew) — time was lost.




Innovation Bug 2

The "Ctrl-C" + "Ctrl-V" effect

Innovation rarely fails due to a lack of ideas, but

rather because of one-size-fits-all processes.




Stage-Gate Process
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Case Study 2

Deck déja vu: The consultant merry-go-round

Big promises, high daily rates: buzzwords, "best practice,
‘creme de la creme.”

expert,”
Reality check missing: Company reality (experience, capacities,
culture) is ignored.

Executive show: Lots of slideware, little reliable piloting. No
anchoring in the team, no capability transfer.

Next wave, same game: new provider, same content—but new
colors.
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Example from industry

Innovation summits/hackathons
% BEEKEEPER A ATLASSIAN Several times a year, the company takes two or three days to focus
on new ideas.

7.\ Adob . et Kickbox / Side Projects
KA ca@is cisco A program in which employees can try out their own ideas and see if
they work.

Sharing Info and Workflow Integration
"< Jol'lill BAE SYSTEMS PostLogistic; Water cooler moments, line exchanges, retrospectives, lunch and
DIE POST .
learn sessions, eftc.

—y . Patent Support
CapitalOne ¥instacart The company's lawyers help with patent applications.

AMPLIFYING PECPLE, IDEAS & BUSINESSES



Tip #2:
Choose your own orbit

Find the mix that suits you. We don't all have to fly to the same star—choose the
constellation that matches your market, risk, and maturity level.



Innovation Bug 3

Technology = Innovation
We first define the technology and then look for
problems to solve. This produces expensive

solutions that nobody needs.




Case Study 3

Blind to the problem due to all the technology

Solution first: A stylish interface and Al are the answer—but the
: problem remains unclear.

Smoke and mirrors: spending months developing something
"flashy" while the problem remains unsolved.

Adoption guaranteed: the "if you build it, they will come" principle —
W acceptance grows along the way (- not!).

IQ Shelfware risk: The solution is not critical, is hardly used — or does
‘ not solve the biggest pain point.
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Tip #3:
"Mission first, thruster second"”

Fall in love with the problem and only then map it to the technology that best
solves it. Avoid using a sledgehammer to crack a nut.



Innovation Bug 4

The "human" factor is systematically
ignored

Top-down approaches don't work, bottom-up
approaches aren't allowed - culture eats strategy

and processes.




Train people well enough
so they can leave.

Treat them well enough
so they don’t want to.

-Richard Branson

Case Study 4

Zombie Principle

Costs vs. people: The only thing that matters is the
end result—the profit.

The Cake is a Lie: Enough is promised to keep you
hopeful, but the reality is different.

Value Theater: We promise new values — but don't live
by them.

Non-Emotional Leadership: Management sets the
tone.



Tip #4:
Be bold! Launch leadership with an independent
crew!

Top-down sets direction and priorities, bottom-up brings reality and ownership—
and only a culture that takes people seriously and combines both forces makes

for a strong company.



What is your biggest "innovation bug" today?

How do you approach innovation in your
organization?

What would you do again? What would you never do

again?

"We see the need for , but we don't know

how to proceed."



Tip: "Recap” (practice makes perfect)

N

1 3... 2... 1... Don't miss the start window!

2 Choose your own orbit

3 D "Mission first, trust second"

4 Be bold! Launch leadership with an independent crew!

S .
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EXTRA: Don't fly solo—I'll be your co-pilot
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Why choose us

> Tailor-made / \

> Step by step

> Hand in hand

> Sustainable change
> Heart & humor

Our goal is to accompany you on your journey so that

you no longer need us in the end. Some call it crazy, we \ /

call it a job well done!




CHANGE

Startup & Innovation Coaching

Sense &
adapt

AN

\ Validate
LY

Explore Prototype
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ENVISTON A RADMA Design Thinking

~ = MINDSET ,\;m
N\

for Innovation
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UNCERTAINTY ’, (URTOUS

SHOW, DON'T TELL ;\

/
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LEARN THROUGH PERIMENTATION
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W

Emilie brings movement and
energy to every discussion. She
has the necessary tools to move a
project forward and the experience
that makes you feel and know that
you are in good hands.

»

y

W

Emilie's warm and inspiring nature makes working
with her a real pleasure. She is extremely dedicated,
competent, and attaches great importance to co-
creation. While working together on the project, we
could feel her structured, sustainable, and people-
centered approach, which is very much in line with
our own philosophy.

That's what working with
Emilie is like: easy, inspiring,

and lots of laughter!
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