
Jumping Off the Bandwagon: 
How to Get Innovation Right 
in Retail
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To impart these lessons, today will be a highly interactive 
experience that will be part classroom, part inspirational lab, 
part Shark Tank and part “the Voice.”
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! 7LKMDK$&H$&HK$&R$D*'KK$'KDMCO$
E*MOOKHIK)@$

! :&S+KDK$D&$E&SK$G+$%CD*$
LC)'G+DCTK$HK%$VG)CHK))$
CLKM)@$

45 
minutes

40 
minutes

5 minutes
per team



What we believe it takes to 
innovate successfully
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Innovation is the creation of a new,
viable business offering.
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Innovation is plagued by many myths…
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We believe effective innovators follow 4 important principles
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Don’t be fooled by the 
mythical importance of 
creativity; focus on 
discipline instead.
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Organization-led 
innovation is more 
than a dress code 

or space.

process

metrics

tools

incentives



Reframe common beliefs 
within the organization 
to see opportunities in 
new ways. 
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Industries and companies 
tend to develop a set of habits 
and rules that shape widely 
held conventional wisdom 
over time—we call these 
rules orthodoxies.
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All companies and industries 
have particular beliefs and 
practices about “how we 
do things around here”
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Orthodoxies can get in the 
way of breakthrough 
opportunities as they 
prevent unconventional 
solutions from being 
considered.



Customers will go to the store to 
assess fit and quality…



Warby Parker
launched a digital 

store for one of the 
most particular 

assessments-
eyewear.



Significant marketing spend and 
retail presence is necessary to 
grow a brand presence…



Dollar Shave Club 
disturbed the $13m 

shaving industry 
with no in-store 
presence or TV 
commercials.



Look beyond product 
innovation to transform 
retail.
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Successful innovators innovate beyond products and
integrate multiple elements of their business system–
thinking through the Ten Types of Innovation
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Some exemplars in the consumer space…
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Three archetypal innovation approaches:
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Integrating more types of innovation delivers superior 
financial returns
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Innovation tactics: A better set of building blocks
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This is also 
located in your 

workbook. 



3m7 ! 0 8 " ! , 9 $ : ; ! # 7 < 8 ! 0 7 , 9 $ $ = $ $ ; > 8 " > 7 8? $ ; # $ ! " # $ 8 > 8 ! 0 $ = $ $ 4 6 @ 4 A @ 5 6

c '-1(*d

Collecting multiple user datapoints to deliver customized, 
curated collections for men who don’t like to shop
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Providing convenient healthcare services with transparent pricing 
with technology support
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Nespresso revolutionized the coffee capsule category by leveraging 7 types...
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Reveal, a mobile retail solution, 
bringing retail to the consumer 
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Lowe’s, shifting from a configuration focus to experience-centric
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Time for the challenge.



Drive innovation from a 
user-centered lens 
throughout the process.

3
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Each table has been assigned one of the three 
challenges.
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Your challenge…
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B.&,,(%W($E

When faced with an overwhelming number 
of options, they experienced decision 
paralysis, often sticking with the products 
they knew. Offering limited options 
reduces shoppers’ considerations and 
promotes trying new products. 
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Adding new products to a bloated 
aisle won't help. 

How might we find new ways to 
introduce items to shoppers? 
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B.&,,(%W($E

Participants found items in “center store” 
that held special meaning. Some 
participants bought products from 
childhood to share with their own children, 
while others bought products as a special 
treat for themselves or for others.
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How might
we drive the
creation of
new traditions
and moments?
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Your challenge…
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Unexpected discoveries add fun, value, and 
meaning to people’s experiences and purchases. 
People search for serendipity when they don’t 
know what they’re looking for and they need 
inspiration. 
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How can we fill people's 
experiences with joy in 
unexpected places? 
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How can we 
provide 
relevant 
information to 
consumers to 
help them 
simplify their 
decision-
making 
process? 

People need help making good decisions and 
finding the relevant information among the fray. 
They are overloaded with information and need 
help finding the best reviewed, best costing item, 
supported by the validation that they made the 
right purchase.
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Your challenge…
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Consumers don’t just want a seamless 
omnichannel experience, they want a 
seamless life—this is the social contract 
that consumers expect from retailers and 
service providers, and they don’t know why 
retailers are not delivering. 
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How can we predict and 
eliminate potential hiccups and 
barriers in the retail experience? 
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Shopping traditions and rituals are changing 
fast, between busy lives and easy access to 
shopping online. Social interactions, added 
emotional salience, and intrinsic enjoyment 
of a shopping day have given way to shopping 
in bed on your phone at 2am. 
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How can we 
provide 
consumers 
with validation 
and opinions 
from others 
when making 
shopping 
decisions, even 
when shopping 
online? 
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Your timing…
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40
15Imagine the 

new.

Prepare the 
pitch.
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Your criteria…

Ability to 
frame 

problem

Relevance 
to user

Employment 
of Ten Types

Scalability 
of solution

Cleverness 
of solution
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Your award…
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Work your way 
down the 

worksheet.



[m7 ! 0 8 " ! , 9 $ : ; ! # 7 < 8 ! 0 7 , 9 $ $ = $ $ ; > 8 " > 7 8? $ ; # $ ! " # $ 8 > 8 ! 0 $ = $ $ 4 6 @ 4 A @ 5 6

'(%$'-1(*$"!$S%%"T&'S"%$h$,BB9l7!.$0`8$08:`!7n-8

Then brainstorm 
ideas under each 

type. 


