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1. Increasing Importance of (Open) 
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Forces of Business Ecosystems

TechnologyTechnology
Financial Financial 

SystemSystem
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Stable Business Ecosystems in the Recent Past

Technology Technology 

ComplexityComplexity
Financial Financial 

ProsperityProsperity
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MarketsMarkets
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Customer NeedsCustomer Needs



Unstable Business Ecosystems Today

Commoditization Commoditization 

of Technologyof Technology

Financial Financial 

CrisisCrisis
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Market as aMarket as a
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2. Open Innovation*2. Open Innovation*

Professor Gianmario Verona
gianmario.verona@unibocconi.it

*Chesbrough, Henry (2003) Open Innovation: The New Imperative 
for Creating and Profiting from Technology. Boston: Harvard 
Business School Press.



Proprietary R&D

Closed Innovation

The Traditional Innovation Paradigm: Innovation as 
a Closed System
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Within the boundaries of 
the firm

Without external 
exchanges if not 

necessary 

9



The Open Innovation Paradigm

• Innovation as a community 
phenomenon

• Innovation as to be co-
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• Innovation as to be co-
developed with users and 
providers

• The more you open up your 
firm boundaries the more 
you can benefit
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3. Collaborative Innovation3. Collaborative Innovation
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Nineties: The Internet
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New Millenium: Social Media
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From Customer interaction to Customer 
Collaboration and Networking
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AFOL



• Adult Fan of LEGO - AFOL 
User’s Group

• Self-formed (organic) brand 
community

• Exists online/offline

Observations Interviews

AFOL Innovates
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• Exists online/offline
• Specialized according to 

themes and interests
• AFOL’s are men
• LEGO purists!

• Mostly in their 20-40s
• Many AFOL’s spend >2,000 $ 

per year buying LEGO

Netnography
Secondary

data
LEGO Group
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Collaborative idea generation: 
benjerry.com
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Collaborative idea generation: 
threadless.com

Professor Gianmario Verona ©

gianmario.verona@unibocconi.it



Collaborative idea generation: 
InnoCentive
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InnoCentive – a spin-off of Eli Lilly, which allows a 
direct dialog among companies and researchers who 

are able to provide solution to concrete problems

Seeker

IC

Solver

Seeker

Seeker

Solver

Solver
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From Customers to Fans

Club
&

DOC

Ducati.com
& Editorial

Team
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Events,
Exhibitions,

Racing

Museum 
& Fabbrica

Customer 
Service
& CRM

FAN
Creative
Center,

Advertising

Professor Gianmario Verona
gianmario.verona@unibocconi.it



Ducati
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• The testimonials for the adv campaigns by Ducati are selected among the same fans 
• For the campaigns 2002 and 2003 thousands of bikers participated to the on line casting

• The 2005 campaign has been realized in Ducati clubs and only their members could take part to it. 
Every year the initiative will be realized in different Countries



Ducati: physical artifacts from customers
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• During the World Ducati Week (WDW), that gathers in Italy Ducati fans from all over the world, the company 
organizes the Ducati Garage Challenge. 

• The purpose is to allow bikes’ owners to show how they transformed their Ducati thanks to their skills and passion 
• In the 2004 edition, 21 motorcycles constructed by Ducati were remodelled by the fantasy and imagination of those 

who have spent night and day in their workshops to transform their dreams into reality
• The winners are selected through the votes expressed by official Ducati riders, as well as by the company’s technical 

and styling directors



The Present and the Future

--2727--

http://blog.ducati.com/



4. Trends in Collaborative 4. Trends in Collaborative 

Innovation
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• Interaction is the locus of economic value extraction
• Markets are forums for value exchange

Firm-Consumer Interaction

The Firm
Creates Value

The Market
Exchange of Value

The Consumer
Target of Firm’s 

Offerings

The changing concept of markets
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• Interaction is the locus of co-creation of value and value extraction
• Markets are forums for co-creation of experiences

Firm-Consumer Interaction

The Firm:
Collaborator in co-creating value

Competitor in extracting value

The Consumer:
Collaborator in co-creating value

Competitor in extracting value

The Market:
Co-creation Experiences

of Unique Value

Source: Prahalad and Ventataraman (2004) 29



1. On line transposition of traditional techniques ( e.g. from Concept Testing to Virtual 
Concept Testing) 

2. New approaches to market research (e.g. data mini ng, “open innovation”, virtual 
stock markets, etc.)

Trend 1.
New tools for market research
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Trend 2.
Market research: Make vs. Buy? 

1. Companies can internalize market 
research for innovation

2. The Web is the enabling tool, but 
customers can be involved also 

through off line events
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Trend 3. Independent third parties can be 
leveraged to extend the market
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1. Some Internet-based players specialize themselves in data collection and 
knowledge brokering

2. In this way, the firm’s opportunities for custome r knowledge absorption can 
be extended



A collaborative innovation model for firms

C

C

C
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Continuous Direct 
Community Interactions

KB Spot Design 
Solution

VCE
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Continuous Direct 
Individual Interactions 

Community Interactions

Continuous Mediated 
Individual Interactions

VKB

FIRM

Solution
VCE

Continuous Mediated 



5. Reinventing the Organization5. Reinventing the Organization
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Apple
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Continuous Innovation



Pre-empt

Business Innovation

Manage Growth & Risk

Value of the
core offering

Short-term Performance

Ambidexterity
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Pre-empt
The 

Future

Investment 
in new 

competences

Sales and
installed base

Investment in 
core innovation

and capacity

Profits

Master
the

present



2 MillionP&G needs
$5 Billion/yr
New Sales 
Generation

Business Development at P&G
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P&G R&D=
9,000 People

There are more than 2,000,000 researchers worldwide in science 
areas of interest to P&G.
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Courtesy of P&G



Mr. Clean Magic 
Eraser

Mr. Clean Autodry
Visia Beauty Imaging

SK-II Facial Mask

SK-II Airtouch 
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Crest Scratch N Sniff Pkg.PuR Furnace Filters

OTC Drug 
Registrations

Metamucil 
Capsules

C+D Success Examples

Pringles Stix
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Olay Vitamins
Crest New TubesTide Stainbrush

Clairol In-Store 
Shade Selector

Kandoo Wipes

Pantene 
Sonic 
Comb

Glad Press N Seal

Charmin 
Fresh Mates

Swiffer Duster

Olay Daily 
Facial Pillows

Old Spice Shave 
Gel

Olay 
Regenerist

Olay White 
Radiance Facial 

Mask

Prilosec OTC
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Dentifrice

PuR / 
Whirlpool 

Refrigerator 
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6. Conclusions6. Conclusions
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Tomorrow Morning

1. More tension towards Innovation

2. Designing the new knowledge flows to 
constantly exploit current competences but also 
explore new ones (ambidextrous structure)
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explore new ones (ambidextrous structure)

3. Openness to the stakeholder, and particularly 
the customer and the user
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Thank you! 

Questions now and at 

gianmario.verona@unibocconi.it



Gianmario Verona ( gianmario.verona@unibocconi.it ) is the TIM 
Chair Professor of Market Innovation at Bocconi U. and SDA 
Bocconi School of Management and he ’’’’s a Visiting Pofessor at 
the Tuck School of Business at Dartmouth College. H e’’’’s been 
the Director of the PhD in Business Administration at Bocconi U. 
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the Director of the PhD in Business Administration at Bocconi U. 
from 2007 to 2011 and he ’’’’s now Director of the Master in 
Business Administration of SDA Bocconi School of 
Management. He ’’’’s author of several international articles 
published in top academic and practitioners ’’’’ outlets. He has 
recently authored the book: Collaborating with cust omers to 
innovate (Edward Elgar). His conceptual and practic al 
experience in innovation management includes indust ries such 
as food, pharmaceuticals, computing, and fashion.


