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THE ILLUSTRATED ENCYCLOPEDIA C
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Persian sword makers were long acknowledged as the undisputed masters of
their craft and their blades exhibited superb tempering, sharpness and exquisite

DAE - e gold koftgari (inlaid gold on steel) decoration. This sword has a mameluke- -style
CREE e horn hilt with typical double langets and a cross guard that terminates in swollen

LENGTH 90.9cm (35.81) finials. The blade flares into a elman towards the point. The
R TN R B ST scabbard is ther mounted, with an i ilt langet.
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Tactile paving
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Innovation Classification

Major enterprise (business) activities are classified into 4 main groups:

1. Technology: How to Make

2. Customer/Market: How to Sell

3. Human Resources: How to Recruit and Retain Employees
4. Organization: How to Integrate Altogether.

Development and innovation happen in all aspects of enterprise activities.

1) Technology Development / Innovation

2) Customer & Market Development

3) Human Resources Development (learning and creativity)
4) Organizational Development (change and leadership)

Innovation and development are not limited to technology.

The Innovation Iceberg Metaphoric Model

* Like an iceberg, technology often
holds the most visible aspect of
innovation and development.

bwoonens| SEEESRR ¢ Technology, however, it is not
S necessarily always the most
Human A important aspect of innovation
omeipnert | { e commercialization. Examples: Dell,
earnin evelopment T . .
\_Creativi Southwest Airlines, Wal-Mart, Virgin
Organizational Group’ etc
Development .
(Change/ | .
Leadership * Four aspects of Innovation

overlap each other.

* Unknown still holds the core of
innovation
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The Innovation Iceberg Metaphoric Model

- ° Like an iceberg, technology often
holds the most visible aspect of
innovation and development.

* Technology, however, it is not
necessarily always the most
important aspect of innovation
commercialization. Examples: Dell,
Southwest Airlines, Wal-Mart, Virgin

JAsuu 55 s ) 5 GTOUp, etc.
Gl (s
' . * Four aspects of Innovation

overlap each other.

* Unknown still holds the core of
innovation
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Organizational innovation is difficult!

Development/
Innovation

''''''

This picture represents a deficiency in |
organization, rather than in
technology. Organizational
development/change is often the most | S&es
challenging aspect of innovation.
Organizational innovation is difficult
and time consuming, but possible!
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Technology Commercialization

Technology
Commercialization

Technology commercialization concentrates on technology, the tip of the
iceberg! Technology commercialization, applying the Ceteris Paribus
method (the same medieval map view!) and it denies the releatothagjoui, 2
aspects of innovation in the process of commercialization.

0

o
purg

Knowledge-Based Economy!
AKA the R&D Commercialization

Basic Applied Developmen
Research Research Research

uonezieIdI8wwo)
asd

The R&D commercialization concentrates on the R&D segment of
technology as source of idea. It is like concentrating on the top part of
the tip of the iceberg of innovation.
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R&D Application
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Innovation Commercialization

/N

Technology

Development/
Innovation

Human

Resources Customer /
Development Market
(Learning & . Development

Creativit

Organizational
Development
(Change/
Leadership

Innovation
Commercialization

Innovation commercialization covers all aspects of innovation, including
technology as the most visible part. The submerged sections of innovation
are often made of tacit knowledge.
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Technology Commercialization

* Basic Section:

— Methodology: Analytic /
Formal Logic

— Base Model: Black Box

- Reasoning: Formal,
Sequential and Text-Based.

— Thinking Approach: Linear
and Vertical Thinking

— Anticipation: Prediction

* Operational Section:
— The R&D Model
— Legal Aspects: Patents

— Marketing: Market
Segmentation, Crossing the
Chasm.

— Personnel / Human
Resources.

— Organization, Hierarchical
— Formal Business Plans.

It is consistent with the structure of the old (EU) Renaissance

P3

Innovation Commercialization

Basic Section:

— Methodology: Integrative
and Design.

— Base Model: Gray Box

— Reasoning: Model-based
and Interactive.

— Thinking: Design and
Lateral (According to De
Bono).

— Anticipation: Foresight.

* Operational Section:

— Innovation Map Model /
Paradigms of Innovation.

- Legal aspects: Patents
— Customer Development

— Human Resources and
Creativity

— Organizational
Development and Change.

— Action Business Planning.

It is consistent with the structure of the New Renaissance
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