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INNOVATE OR DISAPPEAR, WHAT’S NEW ?
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TONS OF EMERGING TECHNOLOGIES (GARTNER)
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1. DIGITAL FIRST : MOBILE INTERNET & ATAWAD



CUSTOMERS ARE BECOMING MORE AND MORE AUTONOMOUS

10% 7 à 15% 53%

Online subscription reached 10% of 

market share in 2015

The internet channel already represents 

7% to 15% of sales made by the networks

53% of websites are in web self service in 

England

By 2020, close to 85% of customer interactions with businesses could 

take place without any human intervention.

2. « SELF CARE »



3. THE OMNICHANNEL CUSTOMER JOURNEY

... AND THE PHYSICAL STORE REMAINS ACCLAIMED !

1 2 3 4 5 6

Get information on the web

Test in store

See the reviews at home, on his 

tablet

Remove the product in relay point Order the product on an e-

commerce platform

Compare prices on merchant sites 

/ comparators



RE-ENCHANT THE CUSTOMER RELATIONSHIP

4. THE PRIMACY OF THE CUSTOMER EXPERIENCE

 Ex. Make repair his iPhone in an 

apple store after having taken the 

appointment on mobile. Customer 

recognized and oriented at his 

arrival. Automated invoicing.

 Ex. Iphone with its system of 

"swipe" and finger pressure, the 

organization of icons, ... The 

experience refers to the pleasure 

and simplicity of using a human 

machine interface, a service or an 

object.



ORANGE: NEW BRAND TERRITORY APPLE: HEALTH KIT

MICROSOFT : HOLOLENS, AUGMENTED REALITY GOOGLE : AUTONOMOUS CAR

5. THE ADVENT OF CONNECTED OBJECTS



6. WITH SOCIAL MEDIA, THE DIGITAL EXCHANGES MULTIPLY AND BECOME INSTANTANEOUS

These interactions provide a wealth of information and contact 

opportunities for companies



7. NEW COLLABORATIVE USES



8. BIG DATA & THE PROFILING OF INDIVIDUALS

3 V :   VOLUME   VARIETY    VELOCITY

Unstructured data (texts, videos, etc.) from social media, connected 

objects, join traditional data

ON THE INTERNET, IN 60 SECONDS

72 hours
Of uploaded YouTube videos

204 M
Of emails sent

2,5 M
Of shared Facebook content



9. THE BLOCKCHAIN, DISRUPTEUR OF TRUSTED THIRD PARTY?

THE BLOCKCHAIN HELPS TO CREATE TRUST BETWEEN INDIVIDUALS AND INSTITUTIONS

WITHOUT USING INTERMEDIARIES

THE ECONOMIST HAS DUBBED IT THE MACHINE TO "BUILD TRUST“

IT IS ALSO SAID THAT THIS TECHNOLOGY MAKES IT POSSIBLE TO "UBERISE" UBER SINCE IT

MAKES IT POSSIBLE TO DISPENSE WITH ALL INTERMEDIARIES AND TRUSTED THIRD PARTIES.

THE BLOCKCHAIN THUS OPERATES AUTONOMOUSLY, IN A DECENTRALIZED MANNER,

THANKS TO ALL ITS USERS

THE INSURER IS A TRUSTED THIRD PARTY, WE MUST LOOK CLOSELY AT THIS PHENOMENON!



10. AI, PROMISES AND FEARS ...

THE ROBOTS ARE ATTACKING

according to a study, three million jobs would be 

threatened by the spread of robots in the next 

ten years in France.
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11. CYBERSECURITY, A SUBJECT THAT IS BECOMING INCREASINGLY IMPORTANT



THE CONTINUOUS CHANGE OF THE SOCIETY BRINGS MAJOR CHANGES, AND CAUSES A CHANGE IN THE 
CONTOURS OF THE COMPANY
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Budget restrictions

Intensification of competition

Increased regulation

Race for innovation

Entry of new entrants

Economics of scarcity

Costly operation

New Business Models



STRUCTURED AND EXPENSIVE PROCESSES
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 As the size of the enterprise increases, so does the company structure and set up organized industrial processes. 
They contribute to operational excellence and the quality of its services.

 This trend is reinforced by the proliferation of regulatory, compliance, anti-money laundering and terrorism laws, 
among others. In view of the risks and potential costs of non-compliance, large companies tend to be cautious, to 
multiply layers of processes and controls.

 This risk aversion generates a "stifling" accumulation of controls, which does not tolerate uncertainty; facet yet first of 
innovation.

 Dozens of methods exist to optimize processes and costs. Despite the goal for some of being lean, these structured 
approaches are now often too expensive and consume a lot of energy. The deadlines for designing a new offer are 
regularly extended and the budgets increased, under the pretext of making more and more new players intervene, to 
reduce uncertainty and risk, always for the good of the project.

 The bureaucracy is catching up with the spirit of the method and the offer, despite the goodwill of all, finds itself 
drowned under the monitoring of processes, budget, procedures, controls, ...

 The entrepreneur's original risk appetite turns into management art to maximize profit by best organizing capital and 
labor resources.

 But innovation is at its origin a deviance, an uncertainty ...



A MANAGEMENT IN QUESTION
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 Restructuring related to the crisis induces stress and mistrust both among employees and managers (fear of losing 

one's job, fear of precariousness). The management mode becomes tense, becomes steeper, more authoritarian and 

risk adverse by survival instinct in a structure that fights for its survival.

 Maximizing financial results, reducing debt, controlling costs, improving performance processes, refocusing on the 

most lucrative trades, are the answers judged to be the most appropriate for periods of recession.

 So many answers that, inevitably, induce an authoritarian mode of management that Professor Gary Hamel judges 

"today unsuited to a world of constant change, fierce competition, overflowing innovation and social demands".

 Indeed, if a dose of "good" stress can sometimes be necessary, too much pressure can discourage or even exhaust 

the teams. With the risk of initially motivated teams becoming locked into a role of simple executors, become fearful 

of risk taking and end up with a breakdown of ideas.

 An authoritarian, hierarchical and pyramid mode of management discourages initiative and risk taking. Reintroducing 

the art of management and the human in the company is crucial today if companies want to innovate.

 The company must create and develop the trust and commitment of its employees. Encourage initiative and reward 

success, and maybe punish the lack of initiative.



UBERISATION: THE NEW PLAYERS IN THE DIGITAL ECONOMY
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BUT ALSO START-UPS!

20



A MOVING CONTEXT IN FULL CHANGE!
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 Exacerbated and protean competition, with new entrants changing the global playing field

 The emergence of new needs and uses at an unprecedented rate

 Faster and disruptive innovation cycles

 Increasing regulatory constraints

« … the world is becoming too fast, too complex and too

networked for any company to have all the answers inside. » 
Yochai Benkler, Yale University



THE QUESTIONS BROUGHT ABOUT BY THIS CHANGE

How to do more with less ?

How to make coexist industrial processes 
and agile processes with short cycles ?

How to apprehend the ROI approach in a landscape of new technologies 

increasingly fast and difficult to read ?

How to innovate at the pace of start-ups ?
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HOW DO YOU INNOVATE IN THIS CONTEXT?
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DIFFERENT WAYS TO INNOVATE FOR A BIG COMPANY



TWO MAJOR PILLARS OF AN INNOVATION APPROACH
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THE REAL CHALLENGE OF INNOVATION IS TO

TO DESIGN AN ECOSYSTEM AND AN APPROACH

OF MANAGEMENT CAPABLE OF BRINGING OUT,

RECOGNIZE AND REALIZE THE IDEAS OF

CUSTOMERS AND EMPLOYEES



4 TRACKS TO INNOVATE
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Create an 

innovation fund

• 51 million 

invested in 

nearly 10,000 

companies 

worldwide via 

3,000 funds

• Thematic funds

Promote

intrapreneurship

• Emergence of in-

house 

entrepreneurs 

• Example: Alcatel 

Lucent 

Entrepreneurship

Challenge

Create an 

ecosystem startups

• Incubators and 

accelerators

• Synergies with 

large companies

• Example: 

Accelerator, 

Numa, The 

Family, Open 

Innovation 

Institute

Create a Lab

• Innovation 

structure with 

entrepreneurial 

methods

• Create specific 

rules to make 

projects emerge

• 5 aims: agility, 

prospective, 

open innovation, 

communicate, 

facilitate



INNOVATE WITH THE LISH METHOD



L FOR LAB, A WINNING PATH
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Facilitates and diffuses the emergence 

of an intrapreneurial dynamic A platform for exchanges between 

the internal and the external

Daring, experimenting

Protects breakthrough

initiatives



IF THE PERFECT LAB EXISTED, IT WOULD BE ...
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A laboratory

A motto

A team

A realization

An ambition

Innovation focused on the business 

and the uses

That of launching the services of tomorrow thanks 

to the methods of startups with limited budgets

Entrepreneurs motivated by the desire to 

shake up the codes

Dare, Explore, Experience the services of 

tomorrow!

A dozen projects launched by trial-and-error



I FOR IDEATION, OPEN UP TO ITS ECOSYSTEM
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Meetup

SI

Filiales

Fabrique 

à Labs

DSI

Comité

5-6 

POC/an

Third party 

labs

Digital Factory

Start-ups / 

IncubatorsTechnology companies

Participatory innovation

Schools / 

Universities

Intern / Extern
Source of emulation 

and creativity
Selection

Clients

Eligibility



S FOR START-UP, GET INSPIRED BY THEM
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Design to cost

Lean start-up

Test & Learn

Agile

Design Thinking



S FOR START-UP, GET INSPIRED BY THEM
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 Design to cost

 Conciliate Agile, Lean and 

Design Thinking

 Test & Learn

 Round table financing

process

 Designing just enough solutions,

finding low cost and low tech

alternatives are the key words of this

approach.

 It is relevant in an uncertain

environment.

 It is important to confront your offer

quickly to the market and to

customers.

 Persevere, iterate or give up at each

iteration with the return of customers.

 Co-build with customers.

 Submitting the project team in search

of funding puts it under stress.

 The project must constantly show the

merits of its choices and the solutions

envisaged.



1 2 3 4 5 6

INFORM

 Newsletter digitale

 Groupe So’Nat

« Digital NA » (RSE)

SHOW

 Digital C@fé

 Digital Week

COMMUNICATE

 Plan de 

communication

EQUIP

 Une salle digitale

 Tablettes pour les commerciaux, 

accès Wifi, MOOC…

 Une bibliothèque d’objets 

connectés

IMPLY

MAKE APPLY
 RH Café

 « Innovation week »

 Démarche Innovation

OPEN / CREATE THE 

EXTERNAL ECOSYSTEM
 Intégration au sein du groupe

 Ecosystème ouvert

OBJECTIVES

Accompany the company in the digital 

transformation, operationally and in culture.

Become a reference for internal and external 

innovation by creating a framework for 

experimenting with offers and services.

H for Human



INNOVATION IS ABOVE ALL A STATE OF MIND

34

INNOVATION MUST BE INFUSED INTO THE BUSINESS ON A DAILY 

BASIS BECAUSE IT AFFECTS EVERYONE, EVERYWHERE, AND ALL THE 

TIME.

IT IS A STATE OF MIND THAT MUST BE SPREAD IN ALL THE TEAMS 

AND NOT CONSIDERED AS A SIMPLE POLE, A STRUCTURE THAT 

WOULD GIVE

TO ALL MAJOR AREAS OF INNOVATION AND THE METHODOLOGY 

TO BE FOLLOWED.



AS A BONUS, COMMITTED EMPLOYEES!
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From a pathological functioning 

with all the problems that this 

entails, such as:
. lack of chronic motivation,

. absenteeism,

. stress, malaise, burnouts,

. the various conflicts that consume 

phenomenal energy.

Which ultimately translates into a 

turnover and a profit in 

regression!

To a management by innovation 
generating a breath of fresh air:

. collaboration,

. proactivity,

. well-being at work,

. creativity...

Which results in the creation of a 
global wealth!



A FEW EXAMPLES



LAB CASH MANAGEMENT
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 Natixis' cash management and operations business line launched the Cash Management Lab in 2009 to deliver 

experiments in agile mode. The structure was attached to the marketing director of the business line.

 the Lab regularly launched and tested innovative ideas for cash management services, allowing itself to experiment 

when previously each offer was "natively" industrial.

 The Lab Cash management was the arm of a global approach that embarked the entire company. It animated the 

innovation process and was in charge of the development in POC mode of the selected ideas.

 Its operating process was lean, from ideation to experimentation with customers. Once the 

idea was selected, its development was done in cost box or design to cost mode.

 A few experimentation were :

‒ SEPAmail Rubis

‒ Dematerialized B2B contracts

‒ Commercial client interview through a shared iPad

‒ Validation of cash transfer on smartphone



BIG
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 Pernod Ricard wants to break the codes of the wine and spirits market and to reinvent the uses of tomorrow 

for its consumers thanks to an autonomous cell dedicated to breakthrough innovations: the BIG, 

"Breakthrough Innovation Group".

 BIG is an independent structure that reports directly to the Pernod Ricard Executive Office. This small 

structure aims to find innovative breakthrough, which the group struggles to do overall because of its size 

and its processes.

 The idea is to recreate the emulation that can exist in small tight teams of start-ups.

 One of BIG's first experiments is the Gutenberg project, which is revolutionizing the 

notion of "bar at home". It gives way to a design library, consisting of "books-

container", each containing a spirit, all connected to a platform of services.

https://www.youtube.com/watch?v=g19e3Wr-r94



i-LAB
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 The i-Lab is the "new ideas" laboratory of the Air Liquide Group. Its mission is to help accelerate innovation and explore new 

markets.

 This laboratory is both a think tank and experimentation of new ideas for the Group. It supports the various Innovation and 

Business Units of the Group to develop new offers, products and technologies.

 Located in Paris, France, the i-Lab relies on teams from the Group's various R & D sites, particularly in Europe, the United 

States and Asia. He works on both short-term and long-term topics.

• Connected to the global ecosystem of innovation, the i-

Lab is particularly intended to form partnerships with 

start-ups. 

• It is located near ALIAD, the strategic venture capital 

investor of Air Liquide.



THE CONDITIONS FOR SUCCESS 
OF AN INNOVATION APPROACH
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 Involve the highest level to mobilize the entire company

 Create an ecosystem favorable to innovation

 Introduce the notion of customer centricity

 Create new skills for the company

 Master the complexity of its environment

CHALLENGES AND STAKES OF AN INNOVATION STRATEGY
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CREATE AN INTERNAL ECOSYSTEM WITH STAKEHOLDERS
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Lab

CEO

IT / R&D

Purchasing

HR

Conformity

/ Legal

Commercial 

/ Sales



• In the face of uncertainty, it is necessary to experiment

• A distinct process from the industrial one who kills by nature any deviant 

initiative

• Practices inspired by startups

• The fragility of innovation persists beyond experimentation

• Deliver a file of recommendations including market, target, business 

model, resources, ...

EXPERIMENT AND TRANSFORM
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• Communication on vision, purpose and means

• Communication on principles (including the right to make mistakes)

• External communication reflects on the internal and considerably 

strengthens the foundations of a Lab, especially against internal detractors

• A visual identity and a signature

COMMUNICATE
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 Without indicator, no management. And innovation, like any activity of the 

company, is managed!

 It is therefore recommended to establish performance indicators, for example 

on the axis:

‒ Develop innovative offers or processes

‒ To instill a culture of creativity within the company

‒ Watch to anticipate market trends

‒ Establish new business models

MEASURE
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THANKS !

ANY QUESTIONS ?

volaborde@gmail.com

Twitter @labordeolivier


