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Things of importance | will talk about e

*  Empowerment

* Purpose

* Focus and persistance

« Learning by doing

« Sharing more than standardization

« Culture more than process
» There is always time for innovation
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» Cybercoms view of Innovation
* [nnovation@cybercom

* Things of importance



strong and
calculated Innovation Culture.
all employees inherent
motivation to contribute.
working-climate, methods and tools
open
Innovation culture
clients or partners.
reach long term targets
formulated in Cybercom strategies.
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Broad perspective on Innovation

Profit Product Product Customer
Model Performance | System Engagement

CONFIGURATION OFFERING EXPERIENCE
PROFITMODEL STRUCTURE PRODUCT PERFORMANCE SERVICE BRAND
The way in which you make money Aligniment of your talent and assets and tunctionality
your afferings and business
For axampie. how Netfix lured the video For axampie, how Wiole Foods has buil 2 For example. how RO Good Grips cost For axample, how “Doliver WOW through For axample. how Viegin extonds is
rental industry on ifs head by impiementing  robust foedtack system forintermal teams 2 premium but its “universal design” has service” is Zappos’ #1
asutiscription model aloyal following drinks to space travel .
:
NETWORK PROCESS PRODUCT SYSTEM CHANNEL CUSTOMER ENGAGEMENT K
Sigr doi and services deliveredto Distinctive inferactions you foster z
‘your work customers and users. z
w
For exampie, how Targef works with rencwned  For example, how Zara's “Tast fashion” For example, how Nikes pariayed shoes, For example, how Nespresso locks For exampie, how WAT's experience g
. its ciothing from sketch sensars, apps and devices info a sport in customers with its useful members iraws moe o the intesactions in &
toshelf in recond time testyle suite onlychity the room than o screen

SERVE ADJACENT CUSTOMERS ~ TARGET NEW CUSTOMER NEEDS

ENTER ADJACENT MARKETS,

WHERE TO PLAY
SERVE EXISTING MARKETS

AND CUSTOMERS

CYBERCOM
GROUP

TRANSFORMATIONAL
Developing breakthroughs
and inventing things for
markets that don’t yet exist

JACENT
Expanding from
existing business

into “new to the
company” business

CORE

Optimizing existing
products for existing
customers

USE EXISTING PRODUCTS ADD INCREMENTAL DEVELOP NEW PRODUCTS
AND ASSETS PRODUCTS AND ASSETS AND ASSETS
HOW TO WIN
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When is it relevant to work with Innovation ?



It starts with a question crgeon

GROUP

Is it enough to work with known
improvements in your

process/operation/business to create a

i Is r feeling th hnol ill
better value in the future. your teeling that a new technology wi

have a major impact on your operation.

Then it can be a reason to start to

Or understand how and work focused with
Innovation

If the answer is NO, then it is time to
stat change and focused drive
Innovation.




Innovation-Exam

3. Every Innovation also need to reduce the complexity and increase the
value
of all the others

2. Every Innovation also have to work seamless with all other services in
the users eco system

1. Every Innovation must offer a fantastic experience and generate a
value — it must work, flow and generate a demand from the user.
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Innovation-Exam

It starts with a question and increses the
l

“Is it enough to work with known

impravements in your
l;"if“f"‘l’w‘a‘{:“’:::ﬂ"m Bk Have you been thinking about how a new
SLier vallia I e uturg, | technalogy will have a major impact on your
aperation. Then it can be a reason 1o start ta
If the answer is NO, then it Is time to |
understand how and work focused with 1. Every Innova t offer a fantastic experience and generate a

start change and focusad drive| OF

Innovation |\nnoxation value — it mus and generate & demand from the user.

GO gle Innovation -

Www.synonymer.se/?quer

innovation - bety




Innovation@Cybercom



Problems... cvagrco i

« How organize and develop un-assigned consultants ?
« How to gather problems or challenges from clients ?

* How to be more Innovative in the daily operation ?
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and solutions... cvaszcom i
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Innovation Innovation Fridays Innovation Model
Zone®

BY CYBERCOM

Sales Innovation
managers Zone

iCybercom Emerging Technologies

Development, Skills IoT, Connected, Gadgets

Challengers Innovators

CLIENT

employees
on

p < i

Cybercom

employees| s

employees

Client Projects Corporate Branding

Networking, Protyping,
Business Development
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How to organize Innovation
un-assigned Zone@

consultants ? BY CYBERCOM
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Virtual Realicy

Sprint Demo

Leaving Joining
Customer Customer iCybercom Emerging Technologies
Assignment Assignment
Personal Development, Skills loT, Connected, Gadgets

Client Projects Corporate Branding

Networking, Protyping, Students, Thesis projects,
Business Development Employee Participation




Innovation Zone in Cybercom el

Innovation
Zone

WE SUPPORT

(EXEXEXD)
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What is Innovation Zone? |

Innovation Zone is an Incubator within Cybercom.

Innovation Zone offers the possibility to evaluate and assess new ideas, develop working prototypes in
emerging technologies and run pilot projects in an agile innovative environment.

WE BELIEVE IN SHARING - knowledge and expertise. We always work with cross experience teams.

Innovation Zone is integrated in a large ecosystem of start up:s, incubators and world leading tech

companies.

Innovation Zone is established in 9 offices in three countries.
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GROUP nurturing your innovative thinking
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How do we do it ?

Definition Prototype Learning Qutcome

Yes, let’s continue to
develop this idea

Workshop
for definition of Agreement _ Delivery
scoope, =M
4 hypothesis
ldea and/or identify )
risk’s that will
be tested

Workshop

Thank you now we

) Check What did we ) have learned something
for the future
learn

Wrong timing for making
a investment in this idea
right now .
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Brand Awarness

Number of activities/projects that will have
direct effect on our brand

27

uture Talents

Number of FTE in I1Z

37,2*

(exkl. 30 students)

Client Intimicy

Number of 1Z projects adressed to key clients

11

18

Embrace Collaboration

Number of cross site projects

5

New Business/Emerging Technologies

Number of client sponsored assets or projects
in emerging technologies
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How to gather Innovation Fridays

problems or
challenges from
clients ?

Challengers

CLIENT
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CHALLENGE ACCEPTED

oSt

« Define a use case that adds value
* Propose a MVP to implement the use case

Jury's Criteria of Greatness




it
Innovation Model

How to be more
Innovative in the
daily operation ?
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60 team members

Galumn 2: Column3: | [ Column4: Column 5:
Brainstorming/ | | " peyjey Decision / Done =
Protoype — Sohmn 7 teams

2 % of the time in the sprint
spent on Innovation

30 ideas with most ideas improving

efficiency, quality, time saving, WoW,
and Knowledge management and most
important more motivated
teammembers
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Things Of importance CYBERCOMﬁ
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« Empowerment

* Purpose

* Focus and persistance

« Learning by doing

« Sharing more than standardization
» Culture more than process

« andremember.......
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There Is always time for
Innovation



