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Workshop Agenda
▪ Team Formation, Meeting Objectives and Agenda

▪ Innovation Mandate: “Entrepreneurial Mindset”

▪ Strategy Innovation Tools and Methodology

▪ Forces That Limit Innovation

▪ Building a Strategy Innovation Portfolio: Horizons I, II & III

▪ New Revenue Opportunity Identification and Development

▪ Wrap Up and Next Steps



Intended Outcomes

● The Innovation Capability Workshop 
provides a quantifiable leap in the innovation 
performance of participating hotels.

● The monetization of new revenue streams is 
accelerated for participating properties.

● As a result of participating in the Innovation 
Capability Workshop, your property will 
generate significantly more revenue in 2018.



- Serious Fun
- Extreme Collaboration
- Venturing For Growth
- Fast-Paced



You are a member of the Invention Design Team of 
the ACME Surplus Materials, Inc.

Your job is to combine 3 or more of the following 
surplus items to create a marketable invention.

You have 5 minutes!

frisbee

tennis ball

magnet

duct tape

light bulb

Teamwork Experiment I



Just as energy is the basis of life itself, 
and ideas are the source of innovation, 
so is innovation the vital spark of all human 
change, improvement and progress.
Professor Ted Levitt
Harvard Business School



The Role of 
An Innovation Mandate



“Entrepreneurial Mindset”



THE FOUR PILLARS OF INNOVATION

The Four Pillars of Innovation

Is there currently a 
“management 
mandate” for 
innovation? 

Do you have a 
proprietary 

innovation process 
that is tailored to 

your strengths and 
ambition?

Do you have 
dedicated, time, 
people, money, 

space and metrics?

Is your corporate 
culture one that 
can support the 

mandate for 
innovation?

MANAGEMENT
MANDATE

CREATIVE
PROCESS

DEDICATED
INFRASTRUCTURE

SUPPORTIVE
CULTURE

In the design of a new architecture for innovation, there are four basic pillars 
that must be considered or your innovative growth will be unsustainable.



Why Strategy Innovation?



"In an increasingly non-linear economy, 
incremental change is not enough — 
you have to build a capacity for strategy 
innovation, one that increases your 
ability to recognize new opportunities. 
The goal is to create a movement in 
your company — a movement that 
unleashes strategy innovation."

GARY HAMEL
Management and Strategy Guru, 
Interview for Strategy+Business



Creative

Insights-driven

Market-centric

Iterative leaps

Tomorrow to today

Create new value

Create a new business model

Creating the Future 
Analytical

Numbers-driven

Company-centric

Logical/linear

Today to tomorrow

Extend current value

Fit the current business model

Sustaining the Fortress



Invention Team Experiment
As a member of the marketing/sales team for the Simmons Mattress Company, 

identify possible consumer benefits for the following product:

A Stone Mattress

Teamwork Experiment II



Everyone is Creative
Creativity is at the 
center of innovation



“Now Here’s My Plan”



corporate gravity

corporate immune system

corporate myopia

An invisible force preventing employees from venturing 
too far beyond the company’s current business model.

The internal corporate systems and procedures that 
protect the business model from the potentially 

damaging effects of change forces.

Condition where the urgency of today’s business 
supersedes the importance of future business.

Forces Against Innovation



Creativity:
Anything that is 
novel or new

Language for Strategy Innovation

Innovation:
Anything novel or new 
that creates new value



Something that results in…
greater revenue or cost saving, 
efficiencies or less capital

Areas of Innovation Focus

Innovation:
Anything novel or new that creates or 
adds new value



Diverge | Converge
Defer Judgement



People support what  
they help to create



In a highly dynamic and competitive global marketplace, 
every organization will need to take this journey to survive.

The Innovation Journey for Hotels

Most hotels 
start here

Sustainable
Innovation Capability 
(manage portfolio of new growth 
opportunities to monetization, 
supported by technology)

Innovation Capability 
Advancement 

Program®

Ad Hoc 
Team



Inspired Engagement™  

The Hospitality Next Generation Innovation Capability
• Leaner
• Smarter
• Faster

Elevate the Hotel experience for both Guests AND Employees
• Increased social media scores
• Increased Guest and Employee loyalty
• Accelerated RevPar growth



HELPING HOTELS 
CONNECT WITH 
THEIR GUESTS, 
WHEN IT MATTERS 
MOST

Engage with your guests in 
real-time, without requiring 
them to download a thing

A FULLY AUTOMATED GUEST AND STAFF ENGAGEMENT PLATFORM



SEAMLESS ENGAGEMENT SOLUTIONS FOR 
YOUR BRAND, STAFF, AND GUESTS

● Increase guest satisfaction and guest loyalty
● Improve staff performance and productivity
● Automate all your guest engagement processes

Your guests matter. Your staff matters. 
That’s why we’ve created a solution that not only optimizes your guest engagement to deliver a superior guest experience, but also a staff side solution that 

will enhance the performance of your staff, streamline operations, and automate all your guest engagement processes. A solution fit for every role. 
What else could you ask for?

GUESTS STAFF BRAND



• No downloads or installations 
required on behalf of the guest

• Ability to engage seamlessly 
across all communication 
channels

• Highest exposure and 
engagement rates

• Personalized and customizable 
for each unique hotel’s needs

A SEAMLESS GUEST EXPERIENCE

A during-stay, always on, full-exposure guest facing engagement solution that empowers staff to proactively 
engage in real-time, when it matters most.

Routier is activated 
after the guest has 
begun to surf the 
web over any site. 
(CNN is just an 
example).

Your brand has full 
control over how and 
when to engage with 
your guests throughout 
the entire duration of 
their stay.



GUEST FACING APPLICATIONS

Welcome & 
Recognition

Real-Time 
Pulse

Real-Time 
Recovery

Online Advocacy & 
Reputation

Automated Loyalty 
Enrollment

Digital 
Marketing



STAFF ANALYTICS

• Instant, actionable information and alerts that keep you 
in-the-know and enable you to be more responsive

• Identify staff/departmental weaknesses through trends 
and patterns and plan ahead to avoid reoccurring issues

• Streamline operations and improve staff efficiency by 
automating processes that were once manual

GUEST ANALYTICS

• Measure guest sentiment levels in real-time during 
stay and know exactly what is going on in your hotel

• Provide satisfied guests with the opportunity to write 
online reviews while the experience is still fresh in their 
minds

• Identify satisfied and unsatisfied guests and provide 
them with the appropriate follow ups and messages

DASHBOARD ANALYTICS

BRAND ANALYTICS

Track, measure, and monitor all your venue’s performance 
levels in real-time and gain the clarity you need to:

• Create benchmarks and data-driven business targets

• Form incentive programs that improve performance

• Optimize hotel operations and marketing strategies  

• Ensure all your venues are maintaining brand integrity



GUEST SATISFACTION & 
ONLINE ADVOCACY

After implementing Routier, our client 
was able to seamlessly engage with 
their guests in real-time in order to 
identify guest satisfactions levels and 
provide them with the relevant 
follow-up. 

Satisfied guests were encouraged to 
become advocates of the hotel. 

Unsatisfied guests got their issues 
resolved promptly, leading to an 
exceptional experience.

In 6 months, we helped our client:

• Engage with 87% of all guest 
devices in the hotel

• Get a 30 point increase in 
TripAdvisor rankings

CASE STUDIES
Satisfied

Unsatisfied



AUTOMATED LOYALTY 
ENROLLMENT

Our client was unable to reach their 
loyalty enrollment targets which 
was required by their brand. 

After implementing Routier’s 
loyalty solution, they were able to 
surpass their targets in one quarter 
by more than 

74%.

CASE STUDIES

INCREASING IN-HOUSE 
REVENUES

A 5-star branded hotel wanted to increase 
traffic and revenues in their in-property 
restaurant. 

After one month of running their promotion 
with the Routier platform, our client saw an 
immense boost in revenues and a 
click-through-rate of

 37%!



Discovery Process Roles:
Executive Sponsor 
Team Captain
Discovery Team Members

Key Considerations When 
Recruiting a Highly Effective 
Innovation Team:
Cross-functional implementers
Diversity of its members
Team players
Wild cards 

Formation of a Successful 
Innovation Team



Innovation Team Key Principles

Entrepreneurial (leave your day job 
at the door, if unrelated to project)

Speed to market urgency 
(early signs of success or fail fast)

Each team member’s commitment is “all in”

Experience “Invigor-hausted” – have fun! 



Introduce Hackathon Session
Reframe Challenge

Ideation

Develop Breakthrough Concept

Create ”PITCH”



Generate breakthrough ideas to create new revenue streams in the 
following areas or categories:

● Space Innovation
o How might you innovative use of hotel space that is currently non-revenue 

generating?

● Partnership Alliance Innovation (collaborating with outside partners)
o How might you lower or eliminate costs to your property?

● Food and Beverage Targeted Innovation
o How might you 2x this revenue stream?

● Experience Innovation (thematic events or packages)
o How might you 2x this revenue stream?

● Brand Inspired Innovation
o How might you leverage brand identity or brand strategy for new revenue?

Challenge Statements



Reframe the Challenge



The Role of The Participant
Specifically, the role of an Innovation Hackathon Team Member is to:

• understand, but don’t be limited by, the complexities of the 
Challenge

• reframe the Challenge, as needed 
• speculate on new possibilities that address part or all of the 

Challenge
• actively listen for ways to build and advance the ideas of others 

collaboratively
• go with the “flow” (the nature of discovery is heuristic)
• make your passion a “positive” that elevates the work of the team



The Role of The Table Facilitator
Specifically, the role of an Innovation Hackathon Table Facilitator is to:

• be a “process guide” at your table, keeping the Team on schedule 
and on track to produce a winning Pitch and Blueprint

• be the scribe (write ideas or organize Post Its) or identify someone 
who will

• understand, but don’t be limited, by the complexities of the 
Challenge

• propose a reframing of the Challenge, as appropriate 
• catalyze the Team to generate innovative possibilities – then 

build in feasibility to the Pitch and Blueprint
• make your passion a “positive” that elevates the work of the team



Developmental Thinking

MORE
Feasible

“It is always easier to make an innovative idea more feasible 
 than to make a feasible idea more innovative.”

THRESHOLD
(Criteria)

LESS
Feasible



Ideation



Ideation Tools
brainwriting

brainstorming
analogy or metaphor

absurd ideas
forced connections



Concept Development



Develop “Hack” Concept



Business Model Innovation

Customer Empathy

Market Dynamics

Explore New Value On Three Vectors



Starbeam Hospitality Company 

As the Futurist Group inside the Starbeam 
Hospitality Company, 

invent the next generation scenario for 
____________ 

for the year 2050.

Hackathon Teamwork Experiment



Starbeam Hospitality Company 

Use the next generation scenario for ____________ 
for the year 2050 as a catalyst for breakthrough 

ideas for 2018 by planning backwards.

Hackathon Teamwork Experiment



• Organize into Pair-Teams

• Collaboratively “Invent” a 
Story by responding “Yes, 
and…” to your partner and 
create a story.

Yes, and
Yes, and

Improv Ideation



Your story begins with, 
“On a walk through a 
park, I bent over to pick 
up an envelope when a 
stranger approached…”

Yes, and
Yes, and

Improv Ideation



 

Time to market (specifying short-term, 
mid-term, long-term)

Revenue potential

Leverages a particular core competence, 
in-house technology, or brand profile

Is unique in the market

Will provide a proprietary advantage

Leverages a customer or market trend

Possible Criteria for Evaluating 
New Revenue Concepts



Pitch Format



What is the new value “hacked”?

Who is the target audience?

How might the most margin be created 
in the delivery of this value?



Possible Customer 
Relationships

Target Relationships
(ones to focus on)

Possible Customer 
Segments

Possible Channels

Target Channels
(ones to focus on)

Ways to Accelerate Monetization

Value Propositions

Advanced Value 
Proposition
(new value proposition 
statement)

Possible Key Partners

Target Key Partners
(ones to focus on)

Possible Key Activities

Possible Key Resources

Target Key Resources
(ones to focus on)

ADVANCED CONCEPT BLUEPRINT Property: Date: Version:

Possible Cost Structure



Possible Customer 
Relationships
What type of relationship might 
each of our customer segments 
expect us to establish and 
maintain with them?
Examples
Personal assistance, Dedicated 
personnel. Assistance, 
Self-Service, Automated 
Services, Communities, 
Co-creation

Possible Customer 
Segments
For whom are we creating 
value?
Who are our most 
important customers?

Possible Channels
Through which channels might 
our customer segments want to 
be reached?
How are we reaching them now?
How are our channels integrated?
Which ones work best?
Which ones are most 
cost-efficient?
How are we integrating them with 
customer routines?

Identify Ways to Accelerate Monetization

Possible Cost Structure
What are the most important costs inherent in our business model?
Which key resources are most expensive?
Which key activities are most expensive?

Value Propositions
What value do we deliver 
to the customer?
Which one of our 
customer’s problems are 
we helping to solve?
Which customer needs 
are we satisfying?

Characteristics
Newness, Performance, 
Customization, “Getting 
the Job Done”, Design, 
Brand/Status, Price, Cost 
Reduction, Risk Reduction, 
Accessibility, 
Convenience/Usability

Possible Key Partners
Who are our key partners?
Who are our key suppliers?
Which key resources are we 
acquiring from partners?
Which key activities do 
partners perform?

Motivations for 
partnerships
Optimization and economy.
Reduction of risk and 
uncertainty.
Acquisition of particular 
resources and activities.

Possible Key Activities
What key activities do our 
value propositions 
require of us?

Categories
Production
Problem Solving

Possible Key Resources
What key resources do our value 
propositions require? Our 
distribution channels? Customer 
relationships? Revenue streams? 
Wildcards?

Types of resources
Physical, Intellectual (brand 
patents, copyrights, data), 
Human, Financial

Is your revenue stream opportunity more: 
Cost Driven (leanest cost structure, low price value proposition, maximum 
automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

Sample characteristics
Fixed costs (salaries, rents, utilities), variable costs, economies of scale, economies of scope

ADVANCED CONCEPT BLUEPRINT Property: Date: Version:



▪ 3M: creates a $6 billion pipeline for 
innovative growth

▪ Moen: Explores “Filtration” Frontier and 
launches “Product of Year”

▪ South African CPG: 10X Growth from 
New Revenue Streams over 3 years 

▪ P&G: creates New Ventures – Swiffer, 
White Strips and ThermaCare

Case Studies 



Evaluation &
Feedback Questions



© Strategy Innovation Group, LLC. All rights reserved. Confidential and Proprietary. May not be reproduced in any form 
by electronic or print or any other means, without the express, written permission. 

Thank You!
Bob Johnston
Marta Reis
Strategy Innovation Group, LLC
growth@strategyinnovationgroup.com
781.784.7841

Visit our website to learn more, become a 
charter member of the Strategy 
Innovation Network (SIN)

StrategyInnovationGroup.com


