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GIF 2019: #DON’T BE EVIL
HOW TO DRIVE POSITIVE INNOVATION
This year’s Global Innovation Forum 2019, chaired by Brand Genetics, brought
together innovators from a diverse range of backgrounds to address the theme
‘Don’t be Evil’ and consider how innovation can help to shape a better future.
As speakers and attendees shared a range of innovation experiences,
challenges and learnings – what became clear is that in a fast-changing world,
where disruption lurks around every corner, there is real cost in doing nothing
and simply embracing the status quo.
Instead we all need to push new boundaries to stay ahead of the game and be
fit for the future. This means re-examining ideas of culture, team composition,
corporate partnership and even our vision for innovation.
From the wealth of learning that emerged from the Forum, Brand Genetics has
distilled five key lessons to help guide you in your drive to deliver more
‘positive’ innovation that unlocks new opportunities and drives growth. We
hope you find it a useful reminder of a great two days.

Happy Innovating!
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GIF 2019 WELCOMED A WIDE RANGE OF SPEAKERS
REPRESENTING COMPANIES INCLUDING:
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ENHANCE INNOVATION BY
BUILDING EMOTIONAL TRUST
For too long innovation has been viewed as a process – this year GIF
recognised the adage that culture eats strategy (and process) for
breakfast! Over the 2 days we learned from Twitter, Lego, Stephen
Gates, Unilever and others how cultural transformation drives
innovation success
The critical success factor to creating a culture and environment that
fosters creativity is real trust of leadership and amongst team
members. Not just ‘Practical Trust’ that the job will be done, but
‘Emotional Trust’ that enables a team to embrace the challenge and
push boundaries safe in the knowledge that someone has their back
Innovation is a human-centred game, so take the time to reexamine which elements of your culture are creativity barriers &
which are innovation enhancers. Then figure out how the whole
team can build the emotional trust required to do great work
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EMBRACE THE TRUE
POWER OF DIVERSITY
Complex problems can only be solved successfully by looking at
them from all angles – and diversity is the secret to success. We
need to recognize no one has a monopoly on smart ideas and
seeing the world from just one point of view is inadequate.
Diversity in all its forms helps us uncover new perspectives and
combat our own biases
We need the racial and cultural diversity that Nancy Douyan spoke
of in her talk on nobility privilege – also recognizing that often
people who are under-resourced or under-considered are great
sources of insight and innovation
We also need cognitive diversity – as referenced by Adriana
Marais, InVision and Facebook – the ability to encompass
conflicting mindsets within a team. This facilitates greater creativity
and helps head off any inherent biases
In this age companies need to ask what perspectives are
missing from the conversation, then find ways to bring those
perspectives in, not just designing for inclusivity, but
innovating WITH inclusivity
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MAKE PARTNERSHIP YOUR
NEW COMPETITIVE ADVANTAGE
Today we’re increasingly seeing that collaboration beats competition. As
Bayer, FC Barcelona, & McConnell and the Drone Racing League all
showed, we need to change mindsets and understand they don’t have a
monopoly on expertise, and the best way to move forward is increasingly
to share the load and collaborate
Collaboration in innovation is nothing new, but there is advantage to be
found in optimizing how you partner with other businesses. For example,
many corporates talk about working with start-ups, but how many have
really geared themselves towards creating the optimal model for
partnership? Too often this is an after thought and many are still not
geared to work effectively with smaller players
Too often working together is an assumed process – but businesses
should consider creating a partnership model that truly maximises
the value of the partners’ complementary parts to deliver better
outcomes for all concerned
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DREAM BIGGER – DOING
NOTHING IS NOT AN OPTION
This year we were, on one hand, confronted with huge challenges
such as climate change, healthcare and education; on the other, we
were encouraged by the likes of Adriana Marais & DRL to nurture
the dreamer inside and take positive steps to address these issues.
We need to scale up our ambitions in a bid to truly change the game
Today if you’re not working to disrupt yourself – then you can be
sure that someone else is – whether they’re a known or unknown
competitor! Bigger ambitions mean both bigger risk – but also bigger
learning curves. When Harley Davidson looked to create an electric
motorbike, the journey was paved with unexpected opportunities –
from E-Bikes to bikes for kids – every one of which challenged a
long held belief (internally and often externally) about the brand
To address the big issues that matter to the future of your
business and the world we need to start by unlearning what we
know – or think we know. Only then can we see how much we
need to discover and invest as much in learning from our
mistakes and accidents along the journey as powering to a
pre-defined destination
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INNOVATE FOR A POSITIVE
FUTURE
Innovation can be a true force for good – it’s not just about not being
‘evil’, but shaping a better future by understanding how we can have
a truly positive impact. As Doc Brown says in Back to the Future:
“The future is whatever you make it, so make it a good one.”
Microsoft talked about understanding the harm we’re potentially
causing. Ikea reminded us, sustainability shouldn’t be viewed as a
cost, but rather an investment in the future. Alpha Telefonica talked
about recognising and factoring in value – and costs – beyond those
of pure convenience. And across the conference there was a focus
around empathy to have a meaningful, positive impact
However we choose to innovate we have a privileged position
in shaping what comes next. We must unite behind a vision of
positive innovation – innovation as a true source of good for
people and planet. By developing real empathy for our
consumers, communities and planet and recognising the
wider impact of our work, we can ensure that we not only
do no harm, but actively help create a positive future
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HOW TO DELIVER ‘MORE HUMAN’ INNOVATION:
5 LESSONS FROM GIF 2019

1

BUILD A
CULTURE OF
EMOTIONAL
TRUST…

Great innovation
comes from
teams that trust
their colleagues
and leaders

2

EMBRACE THE
TRUE POWER
OF
DIVERSITY…
Demographic and
cognitive diversity
are untapped
sources of insight
and creativity

3

MAKE
PARTNERSHIP
A COMPETITIVE
ADVANTAGE...
Find models to
maximise each
partners’ unique
value and
contribution
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DREAM
BIGGER TO
LEARN MORE,
FASTER…

Bigger, bolder
goals further
learning and
accelerate success
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INNOVATE FOR
A POSITIVE
FUTURE…
Innovators have a
duty – and power to help to change
the world for the
better
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INTRODUCING BRAND GENETICS
UNLOCKING GROWTH BY
THINKING HUMAN-FIRST

TECHNOLOGIES CHANGE,
BUSINESSES CHANGE,
MARKETS CHANGE –

THE ONE CONSTANT IS

HUMAN NATURE
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WE UNCOVER WHAT PEOPLE
WILL WANT NEXT TO REVEAL
NEW AND SCALABLE GROWTH
OPPORTUNITIES – DELIVERING
POSITIVE IMPACT FOR BRANDS,
BUSINESSES & CUSTOMERS
Clients include
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SOME OF OUR RECENT PROJECTS
THE FUTURE OF
HEALTHY BEER

Understanding the
emerging needs and
category dynamics of
non-alcoholic beer to
help guide ABInBev’s
market entry and
development strategy
and future innovation

THE FUTURE OF
KIDS NUTRITION

THE FUTURE OF NOSUGAR COLA

THE FUTURE OF
BEAUTY SUSTAINABILITY

Helping a healthcare
client understand child
nutrition – inc. parentchild feeding dynamics
in order to develop a
vision of the category
future and guide new
product development

Creating a no-sugar
cola innovation strategy
& pipeline, with next
generation innovation
platforms, & the two
highest scoring cola
product concepts in
PepsiCo history

Helping a leading
prestige beauty brand
develop its
sustainability strategy
to address it’s impact,
guide future innovation
and create a positive
point of difference
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THANK YOU – HAPPY INNOVATING!
Tom Ellis
tom.ellis@brandgenetics.com
+44 (0) 7815 896 098
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WWW.BRANDGENETICS.COM
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