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Die Herausforderung: Kommunikation im Zeitalter
von Open Innovation und Mass Collaboration
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Innovationen sind Treiber fur nachhaltigen Erfolg
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Innovationsfahigkeit wird als Wachstumschance
gesehen — Mangel in der Umsetzung bestehen

Auswirkung auf Unternehmens-
wachstum und -profitabilitat R

Innovationsféhigkeiten férdern 4,0 75, D%
93,8%
Nutzung von Kapitaleffizienz 4,0
87,5%
Fokus auf Kernkompetenzen 4,0
) 87.5%
Kostenreduktion 3,7
Neue Geschiftsfelder mittels 33 750%
68,8%
Proaktive (Preis-) Kalkulation 33
Neue Geschiftsfelder durch a1 y
organisches Wachstum ’
Ausschépfen neuer Mérkte 23 37.5%
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maBig wichtig sehr wichtig Prozentsatz an Zustimmung
Quelle: Arthur D. Little Innovation Excellence Study 2005
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Unternehmensfihrung und CEOs richten ihr
Augenmerk immer starker auf Innovationen

Where does innovation rank among your company’s strategic priorities?

Perce "
of respendents

2005 005

— Top priority = Top 3 priority B Top 10 priority =1 Nota priority

Sources: BCG 2008 Senior Executive Innovation Survey; BCG 2006 Senior Executive Innovation Survey,
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... doch jeder zweite ist mit den Ergebnissen
nicht zufrieden

Are you satisfied with the financial return on your investments in innovation?

Parcentage
of respondents 100

2006 2005 2004

I Yes T Mo

Sounrces: BCG 2004 Senior Executive Innovation Survey; BCG 2005 Senior Executive Innovation Survey; BCG 2006 Senior Executive Innovation Survey.
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Deutschland ist besonders gefahrdet: je hoher die
Innovationsdynamik, desto schwéacher die Position
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Ein neues Innovationsverstandnis

»The nature of innovation — the inherent definition of innovati

— has changed today from

what it was in the past. It's no longer individuals toiling in a laboratory, coming up with some

great invention. e
It's not an individual.
It's individuals.
It's multidisciplinary.
lobal. It's collabora

Sam Palmisano, Chairl
President and CEO, IB

9 / Ansgar Zerfal3, Juni 2007

Das Ende des Kontrollparadigmas

Closed Innovation (Schumpeter)

Open Innovation (Chesbrough)

The smart people in the field work for us.

Not all the smart people work for us. We need
to work with smart people inside and outside.

To profit from R&D, we must discover it,
develop it, and ship it ourselves.

External R&D can create significant value;
internal R&D is needed to claim some portion
of it.

The company that gets an innovation to the
market first will win.

Building a better business model is better than
getting to market first.

If we create the most and the best ideas in
the industry, we will win.

If we make the best use of internal and
external ideas, we will win.

We should control our intellectual property,
so that our competitors don‘t profit from our
ideas.
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We should profit from other‘s use of our
intellectual property, and we should buy
others*.

Henry Chesbrough (2003): Open Innovation, Boston, S. xxvi




Klassisches Innovationsmodell und Open Innovation:
Konsequenzen fur die Unternehmenskommunikation

Closed Innovation

Fuzzy Front-End D (=

Sourca: M. Dacharty, Vantura 2 Inc.

Communication publicizes innovations that have
been developed within the organisation

Communication builds organisational cultures
facilitating incremental improvements

Open Innovation
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Communication integrates external ideas
from customers and stakeholders

Communication stimultates innovation
processes and procedures
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Mass Collaboration und Interaktive Wertschopfung
verstarken die Herausforderungen

Communicating
(Wisdom of Crowds)

Peering
(Social Web)
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Mass Collaboration
Integrating customers and stakeholders
in the business process

Interaktive Wertschopfung
Industrial customizing and continuous
customer interaction

Acting Globally
(Flat World)

Sharing
(Long Tail)

Integrated and interactive
communication strategies




Die Realitat: Innovationsmanagement ohne
Kommunikation?
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Erste Ergebnisse des European Communication
Monitor 2007

European

Survey at a glance Communication

. . - Monit
_ First survey on Trends in Communication Management i

and Public Relations in Europe, April/May 2007

1.087 participants from 22 countries
Age: & 41.3 years

__ Professional background: companies and agencies;
almost every second has more than 10 years working experience

Research team
_ Prof. Dr. Ansgar Zerfass, University of Leipzig (lead researcher)
in cooperation with

_ University of Amsterdam, University of Bucharest, University of Llubljana,
Stockholm School of Economics

__ Supported by EUPRERA European Public Relations Education and Research
Association; sponsored by Directnews AG
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PR-Verantwortliche haben das Thema Innovation
noch nicht far sich entdeckt

What are the most important strategic issues
for communication management within the next three years?

»Stimulating and promoting innovations*

890
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Nur ein Drittel der PR-Verantwortlichen ist in den
Innovationsprozess eingebunden

9,1% 8,3%
6,8% not relevant not at all
completely

17,9%
rarely

26,1%
mostly

31,9%
sometimes

Source: www.communicationmonitor.eu / Zerfass et al. 2007; n = 605 (communication departments)
Question 9: Many organisations have established specific processes and
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Innovationskommunikation wird klassisch als
Bekanntmachung verstanden

Communication publicizes
innovations that have been
developed within the
organisation

Communication stimulates
innovation process and
procedures

8,4%

25,1%

Communication builds

organisational cultures
facilitating incremental

8,3%

27,1%

improvements

Communication integrates
external ideas from
customers and stakeholders

10,2%

31,9%

0%

20% 40%

60% 80% 100%

Source: www.communicationmonitor.eu / Zerfass et al. 2007; n = 605 (communication departments)
Question 8: Innovations are essential for organisational success. Here are some statements regarding the re-
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levance of communication for innovation management. Please assess the importance from your point of view.

Innovationserfahrene PR-Verantwortliche pladieren
fur Stakeholder-Einbindung und Prozessintegration

Communication publicizes
innovations that heve been
developed within the
organisation.

Communication stimulates
innovation process and
procedures.

Communication builds
organisational cultures facilitating
incremental improvements.

Communication integrates
external ideas from customers
and stakeholders.
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variation from total mean
T T T T T T T [!j
1,0 1,5 2,0 2,5 3,0 3,5 4,0 4,5 5,0
—+—total not-involved involved in innovation process‘

Source: www.communicationmonitor.eu / Zerfass et al. 2007; n = 1087; Question 8 and 9.




Innovations-Vordenker unter den Kommunikations-
managern sind fur Open Innovation gerustet

variation from total mean
Communication publicizes
innovations that have been i
developed within the
organisation.
Communication stimulates M

innovation process and
procedures.

Communication builds %l i/]
[

organisational cultures facilitating
incremental improvements.

Communication integrates

external ideas from customers
and stakeholders.
T
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[
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Schluf3folgerungen

Chancen der Innovationskommunikation werden vernachlassigt

__ Nur jeder funfte Kommunikationsmanager in Europa hat das fur CEOs
und Unternehmensfiihrung zentrale Thema ,,Innovation als strategischen
Ansatz fur sein eigenes Handeln erkannt

__ Zwei Drittel der PR-Verantwortlichen sind nicht regelméagig in die
Innovationsprozesse im Unternehmen eingebunden

_ Vorherrschend ist ein klassisches Innovationsverstandnis im Sinne der
externen Bekanntmachung neuer Ideen, Technologien und Produkte

Fortschrittliche PR-Experten unterstutzen Open Innovation
und Mass Collaboration

_ Signifikante Unterschiede gibt es bei den Befragten, die bereits stark in
das Innovationsmanagement eingebunden sind und/oder Innovation als
zentrale Herausforderung erkannt haben

_ Kommunikation ist gefordert, den Innovationsprozess durchgangig zu
unterstitzen und externe ldeen einzubinden
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Die Handlungsmoglichkeiten
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Open Communication: Kommunikation im
Innovationsprozess

Interne Innovationskommunikation . Innovationsmarketing
Entwicklungs-

Mitarbeiter’ Kunden ’
Wett-
bewerber
Unternehmen

Ideen- & Produkt- & Marktein-
Konzept- Prozess- fuhrung &
generierung  entwicklung -durchdringung

Innovationsmanagement

Politik ,
NGOs ' Innovations-PR Verbande '

Ansgar ZerfaR (2005): Innovationsmanagement und Innovationskommunikation, in: Claudia Mast/

22 / Ansgar ZerfaR, Juni 2007 Ansgar ZerfaR (Hrsg.): Neue Ideen erfolgreich durchsetzen, Frankfurt a. M., S. 16-42.




Innovationskommunikation als Herausforderung
far FUhrungskrafte, Unternehmen und Gesellschaft

Innovation Journalism

= secures the information flow within innovation systems
= sparks the public debate about innovations
= relies mainly on the mass media

Innovation Communication

= creates an understanding of and trust in innovations
= shapes the image of the organization behind the innovation
= is a part of corporate communications

Leadership Communication on Innovations

= mediates meaning of innovations in asymmetrical, social relations
= requires a new role for managers in excellent leadership systems

Ansgar Zerfass/Simone Huck (2007): Innovation, Communication, and Leadership — New Developments in
23 / Ansgar ZerfaB, Juni 2007 Strategic Communication, in: International Journal of Strategic Communication, Vol. 1, No. 2, 107-122

Zielgruppenansprache: Campaigning, Emotionali-
sierung, Involvierung

Claudia Mast/Simone Huck/Ansgar Zerfal? (2006):
Innovationskommunikation in dynamischen Méarkten, Berlin/Munster
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Adidas: Innovationen und Lifestyle

IMPOSSIBLE IS JUST A BIG WORD TH BY SMALL MEN WHO

FIND IT EASIER TO LVE IN THE WORLD BEEN GIVEN THAN TO EXPLORE
THE POWER THEY HAVE TO CHANGE IT. IMPOSSIBLE IS NOT A FACT.IT'S AN
OPINION. IMPOSSIBLE IS NOT A DECLARATION, IT'S A DARE. IMPOSSIBLE IS
POTENTIAL. IMPOSSIBLE IS TEMPORARY. &

IMPOSSIBLE IS NOTHING. ﬁ

i
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Sony Ericsson: Emotionale Markenkommunikation
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Mini: Involvement mit interaktiver Kommunikation

acresse ] htepjww,rint.comfeom/enfroot_designerjindes. jsp | [ vechsen

HOME | MODEL RANGE ¢ GE | PLANET MINI

> PREVIEW/PRINT
> CLEAR
> ADD TO GALLERY
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Mehr Informationen

Buchpublikationen

_ Innovationskommunikation in dynamischen Markten. Von Claudia Mast, Simone Huck
und Ansgar Zerfal3. Berlin/Munster: LIT 2006

_ Neue Ideen erfolgreich durchsetzen. Das Handbuch der Innovationskommunikation.
Hrsg. von Claudia Mast und Ansgar Zerfa3. Frankfurt a. M.: Frankfurter Allgemeine
Buch 2005

_ Interaktive Wertschépfung. Von Ralf Reichwald und Frank Piller. Wiesbaden: Gabler
2006

_ Wikinomics: How Mass Collaboration Changes Everything. Von Don Tapscott und
Anthony D. Williams. New York: Portfolio 2006

Internetangebote . Edimiieer
Open Innovation  Integration

_ www.innovationskommunikation.de novation &

_ www.innovationjournalism.org Technologie

Cluster

_ www.openinnovation.eu Netzwerk-
kommunikation

_ www.communicationmanagement.de

Kompetenzzentrum Innovations- und Technologiekommunikation
der Universitat Leipzig (Prof. Dr. Ansgar Zerfal3, Nadin Ernst M. A.)
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Kontakt

Univ.-Prof. Dr. Ansgar Zerfald
Dipl.-Kfm., Dr. rer. pol. habil.

Kommunikationsmanagement in Politik und Wirtschaft
Universitat Leipzig

Burgstr. 21
D-04109 Leipzig

Fon +49 341 97-35040
Fax +49 341 97-35049

E-Mail  zerfass@uni-leipzig.de
Website www.communicationmanagement.de

Universitat Leipzig — Nr. 1 im Handelsblatt Karriere-Ranking
der Medien-Studiengange in Deutschland 2006
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