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On October 26, 2015 McGladrey LLP changed its 
name to RSM US LLP and united with fellow firms in 
its global network under the common brand – RSM . 

This change will accelerate our vision to be the first-
choice advisor to middle market leaders globally.

This document was originally published under the 
McGladrey name and to preserve the content as it 
originally appeared at the time of publication, we  

have not altered this document’s contents. 
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Innovation as a strategic imperative

For years, many U.S.-based manufacturers have operated under the belief they 
have the world’s most innovative technologies, processes and programs. However, 
findings in the 2015 McGladrey Manufacturing & Distribution Monitor survey 
illustrate that U.S. manufacturers and distributors trail their global counterparts 
in many key areas that fuel innovation and, in turn, business growth. These areas 
include confidence in protecting and growing foreign market share, strategic 
planning, formal processes to identify emerging technologies or drive innovative 
activities, and taking a broad-based approach to innovation investments. 

After a brutal 
recession that 
hammered both 
the U.S. and 
global economies, 
manufacturing has 
become one of the 
bright spots in an 
otherwise-sluggish 
U.S. economic 
recovery

This report is part of a series taking an in-depth look at 

how manufacturers and distributors are investing their 

time, efforts and resources in global growth, innovation 

and information technology. In particular, this report 

examines notable innovation-related highlights from  

the 2015 Monitor. 

There were 1,660 respondents to the 2015 Monitor 

survey, which was conducted in March and April 2015. 

Participants were primarily C-level executives from chair to 

chief information officer, most of whom (65 percent) were 

at companies based in the United States; the remainder 

were from companies based throughout Asia, Europe, 

Brazil, Canada and Mexico. 

After a brutal recession that hammered both the United 

States and global economies, manufacturing has become 

one of the bright spots in an otherwise-sluggish U.S. 

economic recovery, adding back about 800,000 jobs by 

early 2015.1 However, that recovery has been on an uneven 

path. In 2011, for example, 45 percent of U.S. companies in 

the Monitor survey reported they were thriving. But that 

confidence level fell during the next two years, and has 

remained relatively flat since 2014 (Figure 1). 

In fairness, U.S. manufacturers are facing a variety of 

long-term headwinds, including currency manipulation, 

trade policies, regulatory issues, and an ongoing 

need to attract and retain younger workers. More 

recently, a strong dollar has slowed the growth of U.S. 

manufacturing exports in foreign markets.

F I G U R E  1.  U.S. thriving companies year over year
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These themes signal the urgent need for fresh, innovative 

thinking about manufacturing’s role in the overall U.S. 

economy. Where can that begin? Consider the following:

• Build effective partnerships to fuel manufacturing 

innovation. A sound step in that direction occurred 

last year, when President Barack Obama signed into 

law the Revitalize American Manufacturing and 

Innovation Act.2 This public-private partnership 

will attempt to harness a nationwide network of 

manufacturing innovation institutes, with the goal 

of boosting development and commercialization of 

cutting-edge ideas in advanced manufacturing. 

• Take a more holistic view of innovation. According 

to the 2015 Monitor, thriving Asia-Pacific-region 

companies do the best job of spreading their 

innovation spending across a broad range of 

investment categories—not just a handful of sales, 

marketing or product development pockets. While 

trailing their Asia-Pacific counterparts, thriving 

European manufacturers reported more broad-

based innovation investments than peer companies 

in the United States and Latin America. Clearly, this 

suggests U.S. manufacturers should take a closer 

look at return on investment for driving innovation 

in non-traditional areas, which may include 

customer service, delivery and logistics, regulatory 

compliance and cybersecurity risk mitigation. 

On the global stage, the Monitor survey shows U.S. 

manufacturers and distributors have arrived at an 

important pivot point, at which leaders must move 

from seeing innovation as an isolated research and 

development function to a holistic imperative that 

encompasses all aspects of the enterprise. By “upping the 

game” in this way, U.S. manufacturers can take a big step 

forward in the race to drive productivity and profitability. 
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U.S. leaders uneasy about protecting 
and growing foreign market share
While both U.S. and international business leaders 

express strong confidence in their ability to protect and 

grow their domestic markets, U.S. and Latin American 

executives are significantly less optimistic about 

their prospects for international market share. In fact, 

just under 60 percent of U.S. and 58 percent of Latin 

American manufacturing leaders say they are very or 

somewhat confident about protecting nondomestic 

market share (Figure 2). That’s well below the 

confidence levels reported by European manufacturers 

(75 percent) and Asia-Pacific leaders (73 percent). 

When asked about the prospects for growing 

nondomestic market share, the results were strikingly 

similar (56 percent of U.S. and Latin American 

executives were very or somewhat confident, as 

compared to 71 percent of Asia-Pacific and European 

business leaders).

“Global currency trends are a significant reason why 

many U.S. manufacturing leaders may be less confident 

of protecting or growing foreign market share,” says 

Murat Tasel, a partner in McGladrey’s tax services 

practice. “The U.S. dollar has risen nearly 20 percent 

during the past year against the euro and Japanese 

yen and somewhat less against many other Asia-Pacific 

and Latin American currencies. The strong dollar is a 

drag on U.S.-manufactured goods, because it makes 

them more expensive for many foreign consumers to 

purchase.” 

Recent export data supports this analysis. For example, 

the Manufacturers Alliance for Productivity and 

Innovation says the strong dollar is the main cause for 

a mere 1.5 percent projected rise in U.S. manufacturing 

exports this year, well below the 3.2 percent jump 

recorded for 2014.3

Gaps in strategic planning  
and innovation
Surprisingly, just 40 percent of U.S. manufacturing and 

distribution executives participating in the Monitor 

say their companies have strong strategic planning 

processes, well below the 55 percent of non-U.S. 

business leaders who are confident in this area. This 

gap persists in programs to identify new or emerging 

technologies, as non-U.S. companies lead U.S. 

manufacturers by 13 percentage points in this category 

(41 percent and 28 percent, respectively). 

While the percentage of U.S.-based manufacturers 

reporting a strong culture of innovation was slightly 

higher than the full non-U.S. sample, 40 percent of Asia-

Pacific manufacturing leaders say their companies excel 

in this regard. That’s slightly higher than the region-

specific indices for the United States (38 percent), 

Europe (34 percent) and Latin America (27 percent) 

Disparities between U.S.,  
Non-U.S companies

The strong dollar 
is a drag on U.S.-
manufactured 
goods, because it 
makes them more 
expensive for many 
foreign consumers 
 to purchase.
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foreign market share
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(Figure 3). In addition, 41 percent of thriving companies 

overall report a strong innovation culture, which is more 

than 8 percentage points higher than manufacturers 

who say they are holding steady or declining. 

There may be a pair of reasons why Asia-Pacific 

manufacturers are leading the pack on innovative 

cultures. Since manufacturing businesses tend to 

be newer in that part of the world (when compared 

with Europe and North America), they tend to be 

more nimble and willing to invest in cutting-edge 

technologies and processes. And, when U.S. companies 

outsourced manufacturing functions into the region, 

those businesses often needed to find new—or 

innovative—ways to re-engineer financial, production 

and workforce practices in order to sustain the new 

requirements. 

Taken as a whole, this data highlights an opportunity 

for U.S. manufacturing leaders to boost their 

commitment to strategic planning, which should 

include an analysis of how to build and sustain a robust 

culture of innovation. Since the Monitor data illustrates 

how thriving companies tend to have more defined 

innovation cultures, this type of strategic investment 

can pay dividends by identifying new ideas, driving 

them across the enterprise and setting appropriate 

metrics to measure return on investment. 

Global innovation largely 
product-focused
The Monitor survey reveals a tight correlation between 

U.S. and non-U.S. companies on core practices used 

to drive innovation. At 58 percent, new product 

development is the most frequently used tool, easily 

outpacing new operations practices (38 percent), sales 

practices (33 percent) and marketing practices (32 

percent) as paths to transformational change (Figure 

4). However, the survey also shows that non-U.S. 

companies are much more likely to use new services 

as an innovative tactic (34 percent as compared to 25 

percent of U.S. companies).

As an example, one box manufacturer worked with 

Pizza Hut and a large advertising agency to design the 

“Blockbuster Box” for a dinner and a movie experience. 

In this Hong Kong market promotion, Pizza Hut 

released four artistic pizza boxes, each with separate QR 

codes to stream a different move via smartphone. After 

removing the pizza from the box and scanning the 

code, customers simply needed to remove a perforated 

Asia-Pacific 
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Latin America
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F I G U R E  3.  Companies with a strong culture of  
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hole on one side of the pizza box, plug in a lens that 

came with the order, start the movie by positioning 

the smartphone behind the lens and close the box 

lid.4 This cross-promotion was a hit, and demonstrates 

the potential for manufacturers to extend their value 

proposition through helping customers fulfill new 

service offerings or promotional campaigns. 

Strong linkage between formal 
innovation processes and business health

In the United States, slightly more than 83 percent of all 

manufacturers in the Monitor say they have formalized 

processes to drive innovation. That is modestly lower 

than findings for all global competitors (91 percent 

Latin America, 90 percent Asia-Pacific and 86 percent of 

European manufacturers). But a closer look at thriving 

companies suggests a solid connection between 

innovative activities and business vitality. For example, 

every thriving Asia-Pacific manufacturer in the Monitor 

survey indicated they have some formal means of 

driving innovation in their companies, marking a 

sizable 10 percent jump over the region’s total sample. 

Meanwhile, the scores of thriving U.S., European and 

Latin American manufacturers who report having 

formal innovation processes went up by an average of 

5 percentage points from their full regional samples. 

(Figure 5).

Operational, IT investments seek to 
maintain, not transform
A strong majority of global manufacturing and 

distribution companies are focused on simply 

maintaining operational and information technology 

(IT) capabilities, instead of enhancing those services to 

drive innovation or transformational change. On the 

operational side, nearly two-thirds of all companies 

in the Monitor survey say that no more than 25 

percent of total plant and equipment investment will 

go toward innovative enhancements. This pattern is 

more pronounced in information technology, where 

68 percent of all survey participants plan minimal 

investments in potentially transformative IT products 

or services. 

This “maintain, not transform” posture may be a lost 

opportunity for manufacturers who are currently not 

taking advantage of the types of innovations and 

technologies available to them. A U.S. water bottle 

manufacturing company, for example, recently took a 

hard look at its manufacturing operation, which was 

becoming outdated and less cost competitive. The firm 

made the decision to invest in production innovation 

by installing automated equipment that integrated all 

key manufacturing functions on a single technology 

platform. This transformative investment helped reduce 

manufacturing costs, enhance product development, 

minimize product defects and reduce the level of 

manual labor in the production line.

Every thriving Asia-
Pacific manufacturer 
in the Monitor survey 
indicated they have 
some formal means 
of driving innovation 
in their companies, 
marking a sizable 10 
percent jump over the 
region’s total sample . 
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B I G G E R  I S N’ T  A LWAY S  B E T T E R

In recent years, many veteran observers say traditional manufacturing 

is in the midst of significant and highly disruptive change. For 

instance, the innovation advisory company PARC says this 

“Manufacturing 2.0” environment is creating a new ecosystem that 

could threaten the standard form of vertically integrated, large-

scale manufacturing, similar to how the personal computer radically 

changed the fortunes of mainframe computing.6

While the benefits of a more innovation-focused manufacturing 

environment are appealing, evidence suggests that U.S. companies are 

falling behind their global competitors in the race to commercialize 

profitable, high-margin products and services. In the 2015 Bloomberg 

Innovation Index,7 the United States ranked sixth overall, as measured 

by key data in R&D investments, manufacturing, high-tech companies, 

postsecondary education, research employment and patents. 

However, in the manufacturing segment, the United States fall to 10th 

place. Why? Because nations such as Switzerland, Ireland, Singapore, 

Germany and Austria have a more abundant base of advanced, high-

margin manufacturing (when adjusted for population differences). 

Despite its status as the world’s largest manufacturer, China finished 

41st in Bloomberg’s manufacturing innovation rankings, largely 

because its output is mainly centered on low-tech products. 

Unquestionably, there are outstanding examples of innovative 

manufacturing outside of the concentrated activity centers in Asia-

Pacific and Europe. For example, Pittsburgh-based Aquion Energy 

grew out of academic research into nontoxic renewable battery 

technology at Carnegie-Mellon University. This research led to the 

development of a renewable, environmentally friendly battery 

chemistry that uses saltwater and manganese. As a bonus, Aquion’s 

technology does not have the overheating issue of lithium-ion 

batteries. The company has attracted significant venture capital 

financing, broke ground on a manufacturing plant in 2012 and was 

named one of the world’s 10 most innovative energy companies this 

year by Fast Company magazine.8

Meanwhile, Chilean-based CAP Group is a mining and steel 

production holding attracting attention for its decision to use 100 

percent desalinated seawater in a new iron production operation, thus 

preserving limited freshwater supplies in the surrounding Atacama 

Desert. The plant was built to run several hours each day on solar 

power, which reduces electrical costs, and all ore processed at the site 

is transported via an innovative duct system. That saves transportation 

costs and heavy wear on local highways. For those accomplishments, 

Fast Company named CAP Group’s Cerro Negro Norte production 

mine one of the 10 most innovative businesses in Latin America.9

Global ranking based on  
overall innovation

1 South Korea
2 Japan
3 Germany
4 Finland
5 Israel
6 United States
7 Sweden
8 Singapore
9 France

10 United Kingdom

Global ranking based on 
manufacturing innovation

1 Switzerland
2 Ireland
3 Singapore
4 Germany
5 Austria
6 Sweden
7 South Korea
8 Japan
9 Iceland

10 United States
Data from 2015 Bloomberg Innovation Index
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Thriving Asia-Pacific firms take a more 
broad-based innovation approach 
In eight of 13 investment categories, a higher 

percentage of non-U.S. firms plan to drive growth 

through investments in non-traditional areas, such 

as customer service, delivery and logistics, supply 

chain management and monitoring, financial 

strategy, regulatory compliance and cybersecurity 

risk mitigation. The only category in the overall survey 

sample where U.S. manufacturers and distributors 

expect to make a significantly higher level of growth 

investment is sales practices and lead generation (35 

percent as compared to 29 percent aggregate for Asia-

Pacific, Europe and Latin America).

However, when the Monitor data is viewed through 

a thriving lens, Asia-Pacific companies are, by far, the 

most broad-based investors for business growth. At 

least 30 percent of thriving manufacturers in this region 

say they expect to drive growth through investments 

in 11 categories, topped by marketing strategy and 

execution (64 percent), research and development 

(R&D), product development and product innovation 

(52 percent), operations improvements and process 

innovation (47 percent), and delivery and logistics (43 

percent). In contrast, at least 30 percent of thriving 

European companies plan to drive growth across seven 

categories, while comparable investments by thriving 

Latin American and U.S. companies were confined to six 

and five categories, respectively (Figure 6).

“Clearly, a more holistic view of innovation may well be 

what separates winners from losers in the advanced 

manufacturing sector,” says Frank Le Bihan, a principal 

in McGladrey’s international services office. “Given the 

confluence of increased shop floor automation, big 

data analytics and a rapid rise of digital manufacturing, 

it’s likely that future innovation gains will be driven 

by nations with deep pools of science, technology, 

engineering and mathematics talent.” 

Developed markets in Asia-Pacific and Europe are very 

well-positioned to drive innovation effectively, since 

math and science test scores for high-school students 

in those regions are consistently higher than those in 

the United States and Latin America.5 Conversely, many 

emerging economies in Asia-Pacific and Latin America 

may struggle to innovate, since developing nations 

often do a poor job of protecting intellectual property 

and facilitating a growth-oriented business climate. 

F I G U R E  6.  Innovation investments by region
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HR: Human resources and talent 
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Partnerships that help fuel and   
commercialize ideas

When the U.S. Revitalize American Manufacturing 

and Innovation Act was signed into law in 2014, it 

established the administrative umbrella for a National 

Network for Manufacturing Innovation (NNMI).10 These 

manufacturing institutes are designed to improve 

public-private collaboration, reduce costs and risks 

for companies seeking to commercialize new ideas 

and build a talent pipeline to sustain advanced 

manufacturing. Currently, five institutes are in the federal 

program, each with unique manufacturing focus areas, 

such as 3-D printing, wide bandgap semiconductors and 

advanced fiber-reinforced polymer composites. 

By design, each institute reflects a broader coalition 

of resources, expertise and funding. For example, the 

Institute of Advanced Composites Manufacturing 

Innovation (IACMI) in Knoxville, Tennessee is actually 

a consortium of 11 companies, nonprofits, universities 

and research laboratories anchored by the University 

of Tennessee, Knoxville. The IACMI will operate with 

$250 million in funding, which includes $70 million of 

federal investment and the remainder from institute 

members.11 All other NNMI members will operate in 

similar fashion and, over the next decade, the Obama 

Administration envisions the broader program could 

grow to as many as 45 institutes. 

“For these new ideas to truly thrive, leaders of U.S. 

advanced manufacturing companies must build more 

collaborative bridges between sales, research and 

production, strengthen partnerships with suppliers 

and employees, and leverage any available innovation 

institute resources,” says Karen Kurek, a partner in 

McGladrey’s industrial products practice. 

For many observers, the gold standard for advanced 

manufacturing innovation institutes is the Fraunhofer 

Society in Germany (the Society).13 This organization, 

founded shortly after World War II with just three 

employees and a small office, has grown into a highly 

respected network of 66 institutes and research 

establishments. The Society leverages a series of 

“innovation clusters,” which are designed to pool 

manufacturing strengths and resources in specific 

regions. Within the clusters, the Society often 

allocates funds to several manufacturers who “provide 

specific tasks in a continuous chain of invention” to a 

finished product. Typically, the Society will fund only 

collaborative projects that have the best chance to 

solve specific problems or address specific marketplace 

opportunities. Additionally, the Society operates a 

contract research division, which is a useful resource 

for smaller manufacturers that don’t have the financial 

capacity to invest in their own R&D operation. 

WHY DO INNOVATION 
INSTITUTES MATTER?

Because it is increasingly difficult to 

successfully separate idea creation from 

production processes. A recent issue 

of MIT Technology Review noted that 

“manufacturing will make its most essential 

economic contribution as an incubator 

of innovation: the place where new ideas 

become new products.”12 

“Germany’s 
Fraunhofer Society 
operates a contract 

research division, 
which is a useful 

resource for smaller 
manufacturers 

lacking their own 
R&D function.”
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Another partnership model is the European Union’s 

Horizon 2020 program, backed by a combination of 1.2 

billion euros in EU funding and private sector support. 

A key focus area for Horizon 2020 is its “Factories of 

the Future” initiative, which prioritizes innovation 

proposals for advanced manufacturing processes, 

adaptive (or smart) manufacturing systems, resource-

efficient factories, human-centered manufacturing and 

customer-focused manufacturing. Project proposals 

are reviewed annually, and accepted projects are co-

funded by the EU and select private sector members.14

In the Asia-Pacific region, Singapore’s close proximity 

to China and steady supply of science and engineering 

talent from local universities have made it an ideal 

innovation hub. The country’s National Framework for 

Research, Innovation and Enterprise has two major 

objectives: commercializing technology or engineering-

focused academic research, and helping small to 

midsize companies move promising R&D ventures 

into the marketplace. These programs are backed by a 

number of funding mechanisms, such as an Early Stage 

Venture Fund, in which the government will match up 

to $10 million in private investment.15

These collaborative models have helped drive some 

promising results. For example:

• A recent Harvard Business Review article16 praised 

Germany for its network of public institutions (such 

as Fraunhofer, which is partially supported by the 

government) that help companies improve ideas, 

invest in workforce training and deliver innovations 

that help drive widespread productivity gains. 

That helps explain why German manufacturers 

employed 22 percent of that nation’s workforce and 

contributed 21 percent of gross domestic product 

(GDP) in 2010. That’s well above the 11 percent of 

overall employment and 13 percent of GDP that U.S. 

manufacturers delivered that same year.

• The EU’s Horizon 2020 program has funded more 

than 150 research and development projects 

across the eurozone since 2010. These projects 

cover a wide range of manufacturing innovation 

possibilities, including supply chain configurations, 

virtual factories, material processing and handling, 

customer-driven design, energy efficiency, 

emissions reductions, new processing technologies 

and efficiency upgrades to existing machines and 

technologies.

• In Singapore, Underwriters Laboratories 

recently opened an $8 million Global Additive 

Manufacturing Center of Excellence, which will 

focus on advanced training, process and material 

validation. This is part of a larger innovation cluster 

approach in Singapore, which includes incubator 

sites and global manufacturing satellite operations 

in a wide range of niche markets. For example, 

BASF, ExxonMobil, Lanxess, Mitsui Chemicals, Shell 

and Sumitomo Chemicals are among a top-tier 

roster of major manufacturers that have invested 

more than $35 billion in production and R&D 

centers in Singapore’s Jurong Island complex. 

Meanwhile, Singapore has used a favorable 

tax climate, supplier-manufacturer partnership 

incentives and aggressive vocational skill training 

programs to build its precision manufacturing 

sector. Today, there are 2,700 manufacturers in that 

niche, building everything from aircraft engines 

to semiconductor chips. That helps explain why 

manufacturing now accounts for about 25 percent 

of Singapore’s overall GDP.17 

“Singapore has 
used a favorable tax 
climate, supplier-
manufacturer 
partnership 
incentives and 
aggressive 
vocational skill 
training programs to 
build its precision 
manufacturing 
sector.” 
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As noted, manufacturing companies with a strong 

culture of innovation generally perform at a higher level 

than those lacking that type of environment. And, when 

a manufacturer effectively leverages innovation as a 

strategic imperative, it becomes much easier for leaders, 

managers and line employees to challenge conventional 

thinking and bring their best ideas to the table.

There are a number of practical steps leaders can 

take to kick start innovation in their manufacturing 

operations. These include:

Establish a tone from the top. As with any other 

change initiative, senior leadership must establish a 

strong vision for how a culture of innovation can help 

grow the business, expand markets or opportunities 

and help the company stand out from competitors. 

While such “tone at the top” is important, it needs to 

be more than words. Senior leaders need to ensure 

that specific innovation activities are clearly identified, 

prioritized and assigned to appropriate business units. 

Additionally, senior leadership needs to ensure that 

they appropriately invest in these activities. 

Demand accountability, provide flexibility. Creating 

a culture of innovation does require additional effort, 

particularly in the early stages of change. When 

assigning points of accountability in the organization, 

be specific about expectations and timelines. That’s why 

it’s a good idea to involve key department leaders and a 

human resources representative to help develop specific 

expectations, timelines and staff accountabilities. 

When the rollout plan is complete, make sure it allows 

some flexibility for staff to meet both their regular 

responsibilities and innovation deliverables. 

Create success measures. Innovation activities 

are useful only if they deliver tangible value to the 

business. For that reason, make sure all innovation 

initiatives contain specific success measures. For 

example, if the company is working on a product line 

extension, success may be measured by how well it 

increases market share, expands business with existing 

customers, minimizes retooling of production lines or 

improves profit margins. 

Enhance employee engagement. When innovation 

is presented as a corporate priority, it can help attract 

great ideas from unexpected places. To harness 

that potential, create top-down and bottom-up 

communications loops. These may include regular 

innovation forum discussions, where people leading 

innovation projects can discuss progress, take 

employee questions and solicit feedback. 

One manufacturer used a creative twist to foster 

innovative thinking by launching a “Midnight Lunch 

Lab,” taken from the Thomas Edison concept of the same 

name. In this modern version, company management 

and engineers start with lunch and extended 

conference room conversations on key product 

development challenges. Afterward, the group can 

move into any one of four lab or machining rooms in 

the company’s prototyping center, which allows them to 

translate the verbal conversations to hands-on activity. 

Provide rewards. When useful ideas are surfaced 

in such forums, work with human resources or an 

employee’s supervisor to produce appropriate 

recognition. This could range from a simple thank-you 

note from a senior leader to a cash award, depending 

on the level of contribution. In addition, leverage 

regular internal communications mediums to update 

the workforce on innovation projects and progress 

toward success measures. These communications 

should also provide a conduit through which 

employees can submit ideas or observations on  

specific innovation programs.

What business leaders can do
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TAKEAWAYSGrowth and innovation
Establ ish  a  tone f rom the top.  

Leadership must establish a strong vision for how a CULTURE OF INNOVATION  
can help grow the business, expand markets or opportunities and help the company 

stand out from competitors. 

Demand accountabi l i t y,  provide �exibi l i t y.  

When assigning points of accountability for innovation initiatives, BE SPECIFIC 
ABOUT EXPEC TATIONS AND TIMELINES , involve key department leaders and 
a human resources. Upon completion, ALLOW FLEXIBILIT Y  to meet both their 
regular responsibilities and innovation deliverables

Make sure  a l l  innovat ion in i t iat ives  contain  speci�c  
success  measures.  

Innovation is useful only if they DELIVER TANGIBLE VALUE to the business. 
Make sure all innovation initiatives contain speci�c success measures like increases in 

market share, expand business with existing customers, minimize retooling of 
production lines or improve pro�t margins.

Use group discuss ions  on innovat ion to  review progress,  
take employee quest ions  and sol ic i t  feedback .

Create top-down and bottom-up COMMUNIC ATIONS  loops. Regular discussions, 
where people leading innovation projects can discuss progress, take employee 
questions and solicit feedback.

Provide rewards.

Work with human resources or an employee’s supervisor to appropriately RECOGNIZE 
INNOVATIVE IDEAS AND ACCOMPLISHMENTS . This could range from a simple 

thank-you note from a senior leader to a cash award, depending on the level of contribution.    
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